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Typography 

Create some this Christmas

POS Share > campaigns > Christmas > Christmas 2012 > Marcel Wanders > Presentation Packs > CHR 12_Marcel Presentaion_Final.indd

Colour palette

PMS 200C PMS 207C PMS 871Cwhite crystally 
powder finish

matt white

C:03
M:100
Y:70
K:12

C:05
M:100
Y:48
K:22

C:31
M:38
Y:70
K:10
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Instore Decor

decor elements

CHRISTMAS 2012 TREES

large tree small treesmall tree

HelloINTERNATIONAL FOODS SUMMER CAMPAIGN 2013
WINDOW OPTION 4  

International_Summer_Foods_2013_v2.ai - POINT_OF_SALE share > INTERNATIONAL > FOODS > SUMMER 2013 > WORKINGS

eyes look up as
balloons go upwards

big wheel goes round

plane jiggles 
around
in a circle

INTERNATIONAL FOODS SUMMER CAMPAIGN 2013
GREAT BRITISH SUMMER  

International_Summer_Foods_2013_v2.ai - POINT_OF_SALE share > INTERNATIONAL > FOODS > SUMMER 2013 > WORKINGS

1/3 A4 deal 

1/3 A4 generic

300 x 1000 

40 x 20 

15% OFF
all British
  biscuit  tins

POS Share > campaigns > Christmas > Christmas 2012 > Marcel Wanders > Presentation Packs > CHR 12_Marcel Presentaion_Final.indd

Instore Decor

in store overview

please note that priority pieces are chandeliers
(column wrap is not an essential)

Marks & Spencer Autumn windows 
Final window and instore creative at Marks & Spencer, Westfield Stratford. Used to launch the brand new store. Rings and circles used to display  
product, each window features a single brand.

Marks & Spencer Autumn windows 
Final window and instore creative at Marks & Spencer, Westfield Stratford. Used to launch the brand new store. Rings and circles used to display  
product, each window features a single brand.

Marks & Spencer Autumn windows
New concept 11 hybrid designs for Autumn. The brief  was to create a new high end look for Marks & Spencer windows. The concept was based 
on an abstract version of  sculptural trees and Autumnal colours. Premiers and major stores initial visuals and development.  

Marks & Spencer Autumn windows 
High street designs for women’s and menswear windows where mannequins are fixed. These used a new cost saving technique printing wood pattern 
onto styrofoam. Photographs of  White City mock ups.
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Sport Relief  for TJ Maxx and HomeSense
Series of  posters to highlight the campaign and instore decor.

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland). 

HomeSense is delighted 
to support Sport Relief 
2016, raising money to 
help transform people’s 
lives in the UK and across 
the world’s poorest 
communities.

Designer Orla Kiely has 
created a limited edition 
apron and matching tea 
towel for Sport Relief 
2016. Get yours now  
at HomeSense, TK Maxx 
or tkmaxx.com. 

Sport a winning look and 
get messy in the kitchen. 
#raisesomedough.

BAKERS, GRAB  
YOUR APRONS 
(and tea to    els)

Aprons £12.99 
(with £5.25 donated to Sport Relief)
Tea towels £4.99 
(with £2.50 donated to Sport Relief)

DESIGNED BY

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland). 

27 Jan - 25 Feb on BBC1

The nation’s favourite baking 
show is back in aid of Sport 
Relief, so while Paul and Mary 
are judging celebs on their 
baking skills we want you to 
get involved and bake yourself 
proud for Sport Relief.  

BE OUR STAR BAKER
Put on your aprons and dust off your whisk, 
HomeSense are looking for the TJX Star Baker! 
Whip up your family’s famous chocolate cake, 
try your hand at a recipe from the Great British 
Bake Off or experiment with something 
exciting and new, then upload it to the Gallery.

1. Upload a photo of your masterpiece and 
the recipe to http://thegallery.tjxeurope.com 
before 29 February 
 

2. You’ll be judged by our very own Mary and 
Paul (SLT judges to be announced) 

 

3. The most creative and impressive-looking 
bakes will receive a trophy and a limited 
edition Orla Kiely apron. 
 

THE GREAT SPORT 
RELIEF BAKE OFF  
is back!

Why not  
organise a bake  
sale for staff so  
everyone can  

sample  
your bakes?

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland). 

Claudia Winkleman

Paul Hollywood

Amir Khan

Mel Giedroyc

LOOK WHO LOVES
Sport Relief 

ADVERTISING

IN STORE

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland). 

10259 HS_SportRelief-ADS-CONTACT-v27-BAKERS
December 18, 2015 2:50 PM
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All profits from the sale of the apron will be donated to Sport Relief to help transform people’s lives in the UK and across the world’s poorest countries.

BAKE LIKE A
CHAMPION
FOR SPORT RELIEF

HOMESENSE SPORT RELIEF ADVERTISING 2016

96 SHEET

10259_HS_Sports Relief_Elab Rack_AW_V3
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1

DESIGNED BY

Limited Edition 
Sport Relief Tea Towel

At least £2.50 from the sale of the tea towel will be donated to Sport Relief 
to help transform people’s lives in the UK and across the world’s poorest countries.

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland).

£4.99

10259_HS_Sports Relief_Elab Rack_AW_V3.indd   1 22/12/2015   13:10
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DESIGNED BY

Limited Edition 
Sport Relief Apron

£12.99
At least £5.25 from the sale of the apron will be donated to Sport Relief 
to help transform people’s lives in the UK and across the world’s poorest countries.

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland).

BAKE LIKE A
CHAMPION
FOR SPORT RELIEF

10259_HS_Sports Relief_Elab Rack_AW_V3.indd   2 22/12/2015   13:11

THE creative

DOOR DROP

 Who will be TJX Europe’s star baker?

Get involved with all the fun. Upload your cakes and recipes  
to The Gallery (thegallery.tjxeurope.com) for the chance to be 
named TJX Star Baker by our very own mystery ‘Mary and Paul’. 
The Star Baker will win a trophy and a limited edition apron.

THE GREAT SPORT 
RELIEF BAKE OFF
is back

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland). 

Thank you

for being a  
Sport Relief  
champion! 
We couldn’t  
have done  
it without you!  

DESIGNED BY

The limited edition 
apron & teatowels

BHS Foodstore decor
A new high end look was created for all the foodstores.

HomeSense 
PR Lookbook Autumn 2016

Water
Brushed blues, painterly patterns and eccentric velvet 
furniture can awaken your inner artist. If you feel a sudden 
burst of inspiration, please report to the till. 

colour

Painterly, inky hues offer a 
romantic, soft look that’s perfect 
for a bedroom or a cosy seating 
nook. Soft textures, such as 
velvet, complement the overall 

feel to perfection.”

Joanna Thornhill,  
stylist to HomeSense

“

lamp and shade £74.98 | wall art £39.99 |  
�ower pot £4.99 | candle holder £19.99 |  
double chest of drawers £149.99, rrp £375 |  
blue velvet chair £59.99

Sally Hyam 
0203 757 6825 

homesense@publicasity.co.uk

You can download  
all our images at  

prshots.com/homesense 

homesense.com

Find your nearest store at  
homesense.com | @HomeSenseUK 

39 stores nationwide and growing
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SUMMER 2016 

This is a notice from HomeSense

All readers are warned that this Discovery Book contains some  

of the most thrilling finds for the summer.

It has come to our attention that some customers have been 

experiencing uninhibited excitement due to our branded and  

eclectic homeware (celebratory dance-offs, spontaneous singing  

and furniture hugging are now commonplace).

With savings of up to 60% every day, these reactions are to be 

expected. Turn the pages and you might discover a ceramic 

pineapple, a purple parrot, or the most perfect pink velvet chair. 

There’s something exhilarating waiting around every corner.  

Your adventure begins here…

Will you be a magpie this summer?  
These mesmerising metallic tables  
and vibrant yellow furnishings could  
start a new obsession. 

glass table light £29.99 | textured cushion £24.99, rrp £56.99 | chevron cushion £12.99 |  
pom pom trim cushion £14.99 | sofa £499.99 | gold circle table £79.99 

Golden
yellow

Zingy £6.99 Gold treasure from £1.99 Extra zest £12.99

Take a seat £499.99 Modern muse £4.99 Toast to me £4.99, rrp £9.99 

Totally glowing £29.99 Accepts ‘complements’ £14.99 Rays of sunshine £14.99, rrp £38.95

Sun table £79.99 
There’s no such thing as too much gold

Greys make the perfect contemporary 
neutral to pair yellow with, along with 
harmonious colour pops of orange and 
brown in your accessories.”

Joanna Thornhill,  
stylist to HomeSense

“

Highly irresistible

Soft hues £14.99 Breaks the mould £29.99 Shade of pink £7.99

Loveable frame £6.99 
Currently receiving fan mail

True romance £12.99

To admire £29.99 Swoon on me £129.99 Bring �owers £6.99

Rediscover the simple joy of writing 
letters with a dedicated bureau to  
store all your supplies. A soft dusky  
blush hue offers a sophisticated twist  

on classic pastel pink.”

Joanna Thornhill,  
stylist to HomeSense

“

Tropicana
Discover a jungle of green furniture, or a new variety  
of faux plants. Should you experience wild behaviour,  
that’s normal – ornamental pelicans for less have been  
known to bring it out in people.

pineapple pot £5.99 | ornamental parrot £12.99, rrp £30 |  
potted faux plant £9.99 | distressed green sideboard £130, rrp £179.99 

Quirky patterned  
plates look great  
as alternatives to  
art on walls, and  
are easy to add as  
you build your own  
eclectic collection.”

Joanna Thornhill,  
stylist to HomeSense

“

yes please

Outdoor �oor £9.99

Not so mellow yellow £149.99

Light the night £9.99

Not a hat £12.99
(Rwenzori Trading Company)

Tumbler parade from £2.99

You don’t need green �ngers or a big 
garden to create a beautiful outdoor 
space. Treat whatever area you have, 
even if it’s just a small balcony just as  
you would your interior by dressing it 
with rugs, cushions and statement wall 
decor, rather than worrying too much 

about cramming it with plants.”

Joanna Thornhill,  
stylist to HomeSense

“

HomeSense loves

Carnival cushions £9.99 each 
Perfect home accessories (and dance partners)

Prints worth prancing £3.99 Summer is served from £1.99 Dancing in the dark £12.99

Gives you butter�ies £4.99 S for samba £24.99 Chips and salsa from £4.99

Bright basket £12.99
(Rwenzori Trading Company)

Brilliance of blue £19.99, rrp £57 Salad servers (or maracas) from £2.99

Celebration glass £7.99 
May cause involuntary toasting 

Mix in some vintage pieces  
with new buys. Keeping a 
consistent theme running 
through everything, be it  
style or sticking to all-glass  
or neutrals, will ensure the  

look still feels curated.”

Joanna Thornhill,  
stylist to HomeSense

“

A seat by the aisle £79.95

Dinner by candlelight £12.99

Worthy of display £6.99 Catch if you can £2.99, rrp £3.99 Gifting perfection from £3.99

Wedding breakfast £6.99

Here’s to us £2.99

Delicate & pretty £6.99

Bring �owers £6.99

New �ames £6.99 Side note £39.99 Glass corners £14.99

Dark edges £5.99On the wire £4.99

Chop chop from £6.99 Grim tales  £14.99

Turn the tables £99.99

Cosy textures £29.99

Sally Hyam 
0203 757 6825 

homesense@publicasity.co.uk

You can download  
all our images at  

prshots.com/homesense 

homesense.com

Find your nearest store at  
homesense.com | @HomeSenseUK 

42 stores nationwide and growing
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AUTUMN/WINTER
2016

Products vary per store

“

DON’T
SHOP

Turn the pages and discover your inspiration for  

the months ahead. From decadent shades of black  

to the rich hues of autumn, layers of luxurious velvet  

to lashings of rustic gold and pops of colour. You might 

find a peacock lamp, an outrageously opulent vase or  

the velvet armchair of your dreams.  

 
With savings of up to 60% every day on branded and 

eclectic homeware from around the world, there’s always 

something unique to be found around every corner.  

You just have to wander through our doors.

season
TOWELCOME

THE NEW
AT

HOMESENSE

For the ultimate in cosy luxury, pile up your faux furs, 
mixing pastels with cool neutrals.” 
 
Joanna Thornhill,  
stylist to HomeSense

MemphisWALKING
IN

Eccentric tables, vases and cushions  

in geometric swirls of peach, yellow and blue.  

Rock-a-hula baby.

Have fun mixing graphic patterns 
and muted pastel hues. Spots, 
chevrons and half-moon motifs 
with an 80s vibe contrast with 
neon pops for a riot of colour.” 
 
Joanna Thornhill,  
stylist to HomeSense

“

Pineapple mug £3.99 (left)
Blue vase £12.99 RRP £28.99,
Yellow table £16.99 RRP £41,
Magnetic frame £3.99 RRP £21,
Striped rug £59.99, 
Wallpaper décor £3.99

Happily coasting £4.99 Store your ideas £5.99

Eighties dreams £9.99 Pillow (and duvet) talk from £29.99

Write to me £1.49 RRP £2.50 Morning coffee £6.99

Just add flowers £12.99

TO

black
BACK

A cocoon of dark and mysterious shades brings 

warmth on the coldest nights. These comfy 

furnishings and hints of molten metallic are easy  

to fall in love with.

Lightshade £29.99 RRP £68 (left)
Small trunk £19.95 (left)
Large trunk £29.99
Monochrome plate £14.99
Striped cushion £24.99

“

Many facets £14.99 

Be bold and layer up dark on 
dark, mixing true black with 
shades of grey. Bring in touches  
of white, copper or pale wood to 
add contrast and stick to simple 
patterns and geometric shapes  
to keep the look strong and slick.” 
 
Joanna Thornhill,  
stylist to HomeSense

Clockwise: 
Venus in furs £29.99, 

Black dahlia £2.99 RRP £7.95, 
Find your marbles £6.99, Get cosy £29.99,  

Nice Stems £6 RRP £39,Wrapped up £34.99, 
Full house £14.99, In bloom £1.49 RRP £3.99, 

Full �uff £29.99

Clockwise:
Vintage extracts £16.99, Plate pretty £4.99,

Quilted throw £49.99 RRP £225, 
Emerald cabinet £129.99,

Time for tea £6.99, Crystal clear £9.99,
Fancy �orals £2.49, Red velvet £199.99

Rather cushy £19.99,  
Victorian dining from £4.99

Clockwise: 
Yellow basket £14.99, Let fur �y £29.99, In the purple £2.99 RRP £4.50, Diamond £12.99,  
Floor �ourish £29.99, Kick back £399, Rug-ger hugger £24.99, Tassel cushion £16.99,

In the pink £2.99, Soft touch £29.99

Throw caution £12.99

Eclectic interiors work wonderfully when there 
is a common thread running throughout – try 
warm berry tones and pops of mustard to keep 
things looking tonal and cohesive.” 
 
Joanna Thornhill,  
stylist to HomeSense

“

Nice patch £19.99 No storm £4.99

Rin tin tin £6.99 Shake yer pom poms £16.99

HomeSense  
PR Lookbook Summer 2018

Sport Relief  for TJ Maxx and HomeSense
Series of  posters to highlight the campaign and instore decor.

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland). 

HomeSense is delighted 
to support Sport Relief 
2016, raising money to 
help transform people’s 
lives in the UK and across 
the world’s poorest 
communities.

Designer Orla Kiely has 
created a limited edition 
apron and matching tea 
towel for Sport Relief 
2016. Get yours now  
at HomeSense, TK Maxx 
or tkmaxx.com. 

Sport a winning look and 
get messy in the kitchen. 
#raisesomedough.

BAKERS, GRAB  
YOUR APRONS 
(and tea to    els)

Aprons £12.99 
(with £5.25 donated to Sport Relief)
Tea towels £4.99 
(with £2.50 donated to Sport Relief)

DESIGNED BY

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland). 

27 Jan - 25 Feb on BBC1

The nation’s favourite baking 
show is back in aid of Sport 
Relief, so while Paul and Mary 
are judging celebs on their 
baking skills we want you to 
get involved and bake yourself 
proud for Sport Relief.  

BE OUR STAR BAKER
Put on your aprons and dust off your whisk, 
HomeSense are looking for the TJX Star Baker! 
Whip up your family’s famous chocolate cake, 
try your hand at a recipe from the Great British 
Bake Off or experiment with something 
exciting and new, then upload it to the Gallery.

1. Upload a photo of your masterpiece and 
the recipe to http://thegallery.tjxeurope.com 
before 29 February 
 

2. You’ll be judged by our very own Mary and 
Paul (SLT judges to be announced) 

 

3. The most creative and impressive-looking 
bakes will receive a trophy and a limited 
edition Orla Kiely apron. 
 

THE GREAT SPORT 
RELIEF BAKE OFF  
is back!

Why not  
organise a bake  
sale for staff so  
everyone can  

sample  
your bakes?

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland). 

Claudia Winkleman

Paul Hollywood

Amir Khan

Mel Giedroyc

LOOK WHO LOVES
Sport Relief 

ADVERTISING

IN STORE

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland). 

10259 HS_SportRelief-ADS-CONTACT-v27-BAKERS
December 18, 2015 2:50 PM
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All profits from the sale of the apron will be donated to Sport Relief to help transform people’s lives in the UK and across the world’s poorest countries.

BAKE LIKE A
CHAMPION
FOR SPORT RELIEF

HOMESENSE SPORT RELIEF ADVERTISING 2016

96 SHEET

10259_HS_Sports Relief_Elab Rack_AW_V3

1AW

8.12.15 cyan magenta yellow black

1

DESIGNED BY

Limited Edition 
Sport Relief Tea Towel

At least £2.50 from the sale of the tea towel will be donated to Sport Relief 
to help transform people’s lives in the UK and across the world’s poorest countries.

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland).

£4.99

10259_HS_Sports Relief_Elab Rack_AW_V3.indd   1 22/12/2015   13:10
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DESIGNED BY

Limited Edition 
Sport Relief Apron

£12.99
At least £5.25 from the sale of the apron will be donated to Sport Relief 
to help transform people’s lives in the UK and across the world’s poorest countries.

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland).

BAKE LIKE A
CHAMPION
FOR SPORT RELIEF

10259_HS_Sports Relief_Elab Rack_AW_V3.indd   2 22/12/2015   13:11

THE creative

DOOR DROP

 Who will be TJX Europe’s star baker?

Get involved with all the fun. Upload your cakes and recipes  
to The Gallery (thegallery.tjxeurope.com) for the chance to be 
named TJX Star Baker by our very own mystery ‘Mary and Paul’. 
The Star Baker will win a trophy and a limited edition apron.

THE GREAT SPORT 
RELIEF BAKE OFF
is back

Sport Relief is an initiative of Comic Relief, registered charity 326568 (England/Wales); SC039730 (Scotland). 

Thank you

for being a  
Sport Relief  
champion! 
We couldn’t  
have done  
it without you!  

DESIGNED BY

The limited edition 
apron & teatowels

BHS Foodstore decor
A new high end look was created for all the foodstores.

TJXtra Magazine for TJ Maxx and HomeSense
Fold out poster highlighting imagery from the Autumn campaign.

A world of

Here’s a flavour of Ridiculous possibilities 

for Autumn, which will see new ads on TV 

and in print, on social and digital, as well 

as in store. Our Ridiculous possibilities 

story continues….

Ridiculous

 possibilities

10541_TK_RP_pull out_A2_AW

example text

XX 2RB XX

example text

07/13/16 18/08/16 3:21 PM cyan magenta yellow black   

10541_TK_RP_pull out_A2_AW.indd   2 8/18/16   3:21 PM

Mothercare
Autumn 2019 campaign.

M O T H E R C A R E 

A W 1 9  L A U N C H – P H A S E  1 

C A M P A I G N   I M P L E M E N T A T I O N   P A C K

L I T T L E  B I R D   

Full pack available on global hub here: 
https://mcr.retailcloud.net/core/root/index.cfm?pageId=vault#139/309965/930829

Our mission statement is 
“To bring the quality and design

of a high end collection to a
more accessible high street audience”

ECLECTIC

INNOCENT

WHOLESOME

TIMELESS

COOL

FUN

Inspired by Jools’ own childhood 
memories of the Seventies and 

timeless iconic classics, Little 
Bird is a celebration of childhood 
and the freedom that every child 

should have to express themselves. 
Every season is always an 

eclectic mix of fun prints, vintage 
novelty, quirky nostalgic motifs 
and bright injections of colour.

Innocence and curiosity

Nostalgic childhood memories

Freedom of self expression

Carefree and spontaneous

L I T T L E B I R D B R A N D G U I D E L I N E S

K E Y  P R O D U C T 
I M A G E S

the images that
sell the clothes 

Available on scene 7 here: 
AW19 / Campaign / Phase 1 / Brands / Little Bird

H A S H T A G S E N G A G I N G 
The little bird logo is shown below, this should 

always be used in this ways and in accordance 
with the little bird brand guidelines.

Below are our suggested hashtags to use for Little Bird.
Please do not create any new hashtags for Little Bird 

unless they are trade related or re-posts from the 
official Little Bird Instagram page - @littlebirdbyjools.

The below bits of copy are suggestion to use for Little 
Bird this season. We are happy for you to use additions 

to the below if they tie in with the product. 

#timelessfashion

#mytruecolours

#feelunique

#littlebirdbyjools

#rainbowkid

#littlebirdloves

#vintagevibes

#retrorainbows

#makingmemories

#kindandcolourful

Chasing the rainbow

Dressed in a rainbow - what could be 
better!

Living life in colour

Filling every day with laughter

Being a kid has never felt so good

Find the joy in the little things

Little birds are free to fly

Let’s make memories together

Be kind and colourful

C O P Y  W R I T I N G  &  T E X T

L O G O

Available on global hub here:
https://mcr.retailcloud.net/core/root/index.cfm?pageId=vault#139/328107

D E S I G N   T O O L K I T

Available on global hub here: 
https://mcr.retailcloud.net/core/root/index.cfm?pageId=vault#139/328108

O N L I N E  A S S E T S
Landing page (desktop) Landing page (mobile)

Available on global hub here:
https://mcr.retailcloud.net/core/root/index.cfm?pageId=vault#139/328108

O N L I N E  A S S E T S
Landing page (desktop) Landing page (mobile)

Please note, this design and layout is 
an example of how to use the colours, 

imagery and artwork on your 
websites. We understand you will plan 
your exact layout depending on your 
trading activity and ranges bought 

therefore please use this as an 
example of the style, look & feel. 

O N L I N E  A S S E T S

Available on global hub here:
https://mcr.retailcloud.net/core/root/index.cfm?pageId=vault#139/328108

Landing page (desktop)

O N L I N E  A S S E T S

Available on global hub here:
https://mcr.retailcloud.net/core/root/index.cfm?pageId=vault#139/328108

S O C I A L  A S S E T S

Available on global hub here:
https://mcr.retailcloud.net/core/root/index.cfm?pageId=vault#139/328109

Instagram (desktop) Instagram (mobile)

TJ Maxx 
Brand guidelines.

TJ Maxx 
Brand guidelines.

We brought our way of retailing to 

the UK in 1994 and have grown into a 

multi-channel European business with 

over 450 stores, trading across six 

countries and one website. (Annual 

Report 2015).

We brought our way of retailing 

to the UK in 1994 and have grown 

into a multi-channel European 

business with over 450 stores, 

trading across six countries and 

one website. (Annual Report 2015).

your passport
Don’t forget

Brand . The Wonderful World of TK Maxx
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From the designer dame to the 

mini maven, the minx to the mod.

TK Maxx is for everyone, men and 

women of all ages. Every TK Maxx 

customer is unique but they’re 

united by their love of style and 

finding that special something at 

a small price. 

Our
shoppers

Brand . The Wonderful World of TK Maxx

Workshop with Germany

December 2017

TK Maxx?

Do you speak

We’re part of TJX Europe, a 

division of TJX Companies, Inc. 

the leading off-price retailer of 

apparel and home fashions in 

the U.S. and worldwide, ranking  

No. 89 in the 2016 Fortune 500 

listings, with $30.9 billion in 

revenues in 2015*, more than 

3,600 stores in 9 countries and  

3 e-commerce sites. Phew! Now 

try to say that in one breath.

Our world

Brand . The Wonderful World of TK Maxx

We’re an off-price retailer. For 

us, value is a combination of 

brand, fashion, price and quality.  

No sales, just lovely labels for 

less all year round. We’re not an 

outlet store. An outlet typically 

sells merchandise from a single 

manufacturer. We’re a treasure 

hunt with 1000s of brands and 

unique looks. We’ll get offended if 

you call us ‘discount’. 

differently
Doing things

Brand . The Wonderful World of TK Maxx

What you’ll
find

You never know. 

There are 1000s of unique finds,

with more arriving every day.

Brand . The Wonderful World of TK Maxx

BRAND
welcome to the wonderful 

(and sometimes weird) world of TK Maxx

We’re an off-price retailer. For 

us, value is a combination of 

brand, fashion, price and quality.  

No sales, just lovely labels for 

less all year round. We’re not an 

outlet store. An outlet typically 

sells merchandise from a single 

manufacturer. We’re a treasure 

hunt with 1000s of brands and 

unique looks. We’ll get offended if 

you call us ‘discount’. 

differently
Doing things

Brand . The Wonderful World of TK Maxx

BRAND
FASHION

PRICE
QUALITY

Brand . The Wonderful World of TK Maxx

/  We bring you big labels at small prices/  We’re not just fashion but an ever changing mix (from leotards to trampolines and kitchen utensils)

/  We’re off-price: Brand. Fashion. Price. Quality.

In a nutshell
Brand . The Wonderful World of TK Maxx

PHILOSOPHY
we believe in possibilities

Our eggs are

sunny side up

We’re optimistic and make the most of every 

opportunity.  We’re flexible, open -minded and 

never stop being curious. We’re glass-half-full 

people. Every day is different at TK Maxx.

Brand . The Wonderful World of TK Maxx

UNIQUE HONESTOPTIMISTIC MOTIVATING

ECLECTIC CLEAR & SIMPLECONFIDENT COOL

EXCITING UNPREDICTABLE WARM &
FRIENDLY

NEVER CHEESY WITTY NOT 
WACKY

Brand
traits

Brand . The Wonderful World of TK Maxx

We believe...

/  We’re all unique. With 1000s of labels and unique looks,  
    everyone can find their own style at TK Maxx.  

/  Always up to 60% less every day.      All year. Always. Forever.

/  Our customers deserve amazing quality and unique  
    fashion for less.

Brand . The Wonderful World of TK Maxx

Tone of voice

•  We have an upbeat, playful and fashion friendly 
    tone of voice.

•  We inspire our loyal fashion hunters to find gems 
    that suit their individual style. 

•  We also guide our occasional shoppers to help 
    them succeed in finding the perfect item. 

•  We say, ‘find what you weren’t looking for!’ 

•  Our copy should be fashionably informed, 
    sophisticated and succinct with a witty rye smile

Brand . The Wonderful World of TK Maxx

/  Whenever we write copy, we like to do the 

‘Karstadt’ test. Could another retailer say what 

we are saying, if so then add some more TK Maxx 

personality.

Can another

retailer say it?

Brand . The Wonderful World of TK Maxx

What we say
and how we say it

/  We need to be careful not to over claim.

/  We never say ‘designer’ on its own, unless it  

     is definitely only designer labels we’re talking  

    about.

/  We never just say ‘branded’ or ‘big brands’ 

    as TK Maxx also offers an assortment of quality 

    clothes that are not branded. Instead, we’d say 

    ‘branded and quality labels’ or ‘Big Brand Event’.

Brand . The Wonderful World of TK Maxx

TJ Maxx 
Brand guidelines.

TJ Maxx 
Brand guidelines.
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Brand . The Wonderful World of TK Maxx

/  We bring you big labels at small prices/  We’re not just fashion but an ever changing mix (from leotards to trampolines and kitchen utensils)

/  We’re off-price: Brand. Fashion. Price. Quality.

In a nutshell
Brand . The Wonderful World of TK Maxx

PHILOSOPHY
we believe in possibilities

Our eggs are

sunny side up

We’re optimistic and make the most of every 

opportunity.  We’re flexible, open -minded and 

never stop being curious. We’re glass-half-full 

people. Every day is different at TK Maxx.

Brand . The Wonderful World of TK Maxx

UNIQUE HONESTOPTIMISTIC MOTIVATING

ECLECTIC CLEAR & SIMPLECONFIDENT COOL

EXCITING UNPREDICTABLE WARM &
FRIENDLY

NEVER CHEESY WITTY NOT 
WACKY

Brand
traits

Brand . The Wonderful World of TK Maxx

We believe...

/  We’re all unique. With 1000s of labels and unique looks,  
    everyone can find their own style at TK Maxx.  

/  Always up to 60% less every day.      All year. Always. Forever.

/  Our customers deserve amazing quality and unique  
    fashion for less.

Brand . The Wonderful World of TK Maxx

Tone of voice

•  We have an upbeat, playful and fashion friendly 
    tone of voice.

•  We inspire our loyal fashion hunters to find gems 
    that suit their individual style. 

•  We also guide our occasional shoppers to help 
    them succeed in finding the perfect item. 

•  We say, ‘find what you weren’t looking for!’ 

•  Our copy should be fashionably informed, 
    sophisticated and succinct with a witty rye smile

Brand . The Wonderful World of TK Maxx

/  Whenever we write copy, we like to do the 

‘Karstadt’ test. Could another retailer say what 

we are saying, if so then add some more TK Maxx 

personality.

Can another

retailer say it?

Brand . The Wonderful World of TK Maxx

What we say
and how we say it

/  We need to be careful not to over claim.

/  We never say ‘designer’ on its own, unless it  

     is definitely only designer labels we’re talking  

    about.

/  We never just say ‘branded’ or ‘big brands’ 

    as TK Maxx also offers an assortment of quality 

    clothes that are not branded. Instead, we’d say 

    ‘branded and quality labels’ or ‘Big Brand Event’.

Brand . The Wonderful World of TK Maxx

TJ Maxx 
Brand guidelines.

TJ Maxx 
Brand guidelines.

THE CAMPAIGN . Ridiculous Possibilities

 possibilities 

 and weekend bags 

Products vary per store and online  Shop tkmaxx.com

possibilitie
possibilitie

and weekend bag
and weekend bag

Products vary per store and online

 Ridiculous 

 CLIENT: TK MAXX DESIGNER: Steph McArdie
JOB NUMBER: TJX 02 P15002 ART DIRECTOR: xxxxxxxxx
TITLE: 
TJX02P15002_TKMAXX_WEEKEND_BAG_48SH_MASTER

COPYWRITER: xxxxxxxxx
JOB STARTED BY: Indy B

PUBLICATION: 48 Sheet LAST WORKED ON BY: Brodie
SIZE: 3048x6096mm @10% PRODUCTION: xxxxxxxxx
BLEED: NA ACCOUNT DIRECTOR: 
TYPE AREA: NA DATE: 15 March 2016 12:59 PM

COLOURS USED: CMYK

Initials Date

ARTWORKER

STUDIO MANAGER

PRODUCER

PROOF READ

DESIGNER

Initials Date

ACCOUNT EXEC.

COPYWRITER

ART DIRECTOR

CREATIVE DIRECTOR

Shop tkmaxx.com Products vary per store and online

 Ridiculous 
 knitwear

 possibilities 

 and fancy heels

Products vary per store and online

 possibilities 

 Ridiculous 

Shop tkmaxx.com Products vary per store and online

 possibilities 
 fashion 

 Ridiculous

Products vary per store and online

 possibilities 

 Ridiculous 

 and designer sunnies

 CLIENT: TK MAXX DESIGNER: Steph McArdie
JOB NUMBER: TJX 02 P15002 ART DIRECTOR: xxxxxxxxx
TITLE: 
TJX02P15002_TKMAXX_SLEEPING_BAGS_6SH_MASTER

COPYWRITER: xxxxxxxxx
JOB STARTED BY: Indy B

PUBLICATION: NA LAST WORKED ON BY: Indy B
SIZE: 1800x1200mm @25% PRODUCTION: xxxxxxxxx
BLEED: NA ACCOUNT DIRECTOR: 
TYPE AREA: NA DATE: 22 March 2016 12:27 PM

COLOURS USED: CMYK
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 possibilities 

Ridiculous

beauty

Shop tkmaxx.com Products vary per store and online

Products vary per store and online

 possibilities  Ridiculous 

 and fluffy
 pillo

ws

 Ridiculous 
homeware possibilities 

Shop tkmaxx.com Products vary per store and online

48 sheet OOH . SS16 48 sheet OOH . AW16

6 sheet OOH . SS16 6 sheet OOH . AW16

We love

20mm min width

It’s our red circle of ten years. Ten 

amazing years. We might be a 

little emotionally attached. (Okay 

a lot!) Every season we give it a 

mini makeover by changing the 

colour of the border for our brand 

campaign creative.

our logo

The smallest we  

ever use our logo  

is 20mm wide.

Primary Logo

• Used on any    

  marketing comms

• The supporting  

  message is country  

  specific

• When supporting the  

  Ridiculous Possibilities  

  campaign, the logo  

  outline should be in  

  one of the specified  

  seasonal colours

Brand . The Wonderful World of TK Maxx

Supporting

We also have supporting logos  

with our key brand messages. 

TK Maxx has different iterations 

for both transactional  and non-

transactonal markets, as well as 

messaging ‘buttons’ that can be 

used to support the main logo.

messages
ALONE

EIRE

VALUE MESSAGE

TRANSACTIONAL
ECOMM

Brand . The Wonderful World of TK Maxx

Red is our number one colour. 

Our key colour in our logo and 

in marketing materials for brand 

recognition and consistency.

A splash of red is sexy. But beware, 

too much red shouts ‘discount’. 

This is why we have a palette of 

secondary supporting colours 

that are used throughout our 

corporate brand material. 

We love mixing things up, so in 

any of our Ridiculous Possibilities 

campaign communications, red 

is supported by the seasonal ATL 

colours. See next page.

red!
We love

TK RED | PANTONE 485 C | C 0 / M 100 / Y 91 / K 0  |  R 236 / G 28 / B 46

TK ORANGE | PANTONE 1505 C | C 0 / M 57 / Y 91 / K 0  |  R 245 / G 135 / B 49

CHAMPAGNE | PANTONE 8004 C

GOLD | PANTONE 871 C

DARK TAUPE | PANTONE 7502 | C 0 / M 11 / Y 42 / K 14  |  R 224 / G 198 / B 143

LIGHT TAUPE | PANTONE 7501 | C 0 / M 07 / Y 30 / K8  |  R 236 / G 217 / B 174

TK BLACK | PANTONE Black 7 C | C 38 / M 35 / Y 33 / K 92  |  R 30 / G 27 / B 29

Some more in-store language;

/  Create your own style

/  Love what you wear

/  Wear what you love

/  Try something new

/  Be yourself and you can do anything

/  All you need is love (and new shoes)

/  Find me, love me, wear me

/  Love London

/  Life’s too short for boring clothes

/  Accessorise the positive

/  Live dream love

/  Play with fashion

/  Life’s a dressing up box

/  Dance, fall in love, try new things

/  Dare to be different

/  Let the treasure hunt begin

/  Come & find designer gems

/  Come early, come often, come hungry

/  The early bird catches the bargain

/  The thrill of the find

/  Do what you love, love what you do

/  Get happy

/  For the love of bargains

/  Obey the rules, miss the fun

/  Try it on, mix it up, be you

/  An open mind is always fashionable

/  Smiles are always in style

/  Say who you are without speaking

/  An outfit’s worth a 1000 words

/  You’re never fully dressed without a smile

/  Forget the rules. If you like it, wear it.

/  Who cares what they think. Be yourself.

/  Do one thing every day that scares you.

/  Do a new thing every day.

Appendix

Brand . The Wonderful World of TK Maxx

New markets may not be familiar with our concept.  

The below is how we describe how we are different 

and how to shop our stores.

/ Find your department (Womens, Mens, Kids)

/ Spot your category (Tops, Trousers, Jackets)

/ Shop your size (size 8, size 10, size 12)

In a new market, this is why we are different….

/ 1000s of designers, brands and unique looks

/ Always up to 60% less

/ Clever buyers around the world

/ No frills stores = savings for you

/ No stock rooms (everything is on the shop floor)

/28 day returns policy

/ New deliveries several times a week

How to shop

Brand . The Wonderful World of TK Maxx

ELEMENTS
you’ll find these on everything we do

literally

CORE BRAND

In a world of predictability, where bearded men in Silicon 

Valley come up with algorithms that tell us: “people who 

bought this, also bought that” we offer something different. 

Walk through our doors and find exactly what you weren’t 

looking for. Rail after rail of possibilities. Amazing value, 

ridiculous prices.Waiting to be discovered. Who knows what 

you might find? Or more, who you might become. That’s the 

fun of it. Go in looking for some good shampoo, and walk 

out a scuba instructor. Or with a cushion that finally makes 

sense of the sofa. Or a gift that might, just might, put an end 

to 13 years of sibling rivalry. Today, you’re regular Jane. But 

tomorrow, you could be Jane with the amazing butt-hugging 

leggings that you got for a steal. And that’s the thing with 

TK Maxx. You never know what you might find, or where it 

could lead. Who knows where that flowery yoga mat might 

take you? It could change your life a lot. It could change 

your life a bit. Or it could just be a really great flowery yoga 

mat. Either way you’ll never know, if you don’t step inside. 

TK Maxx. Big labels. Small prices. Ridiculous possibilities.

manifestoCampaign

Checklist:

/  Have you checked spelling, grammar and key  
    brand messages?

/  Does the copy balance fashion, brand and quality 
    and price?

/  Do the ‘Karstadt’ test. Does it have enough 
    TK Maxx personality?

/  Does it include a call to action ‘come to TK Maxx’ 
     or ‘Shop tkmaxx.com’ (UK only)?

/  Does it make you smile?

/  If it is, it’s good to go.

Brand . The Wonderful World of TK Maxx

CORE VALUES

Eclectic (quirky, treasure, finds, creative, 

individual) Unique (mix and match, designers,  

brands, details, one-offs) Savvy (savings, bargains,  

value, smart, more for my money, up to 60% less)  

Discovery (exciting, always changing, explore, 

spontaneous, treasure)

BENEFITS

Varied, exceptional, shrewd, adventure,  

treasure, finds

EMOTIONAL REWARDS

Stimulated, special, feeling clever, thrilled

PERSONALITY TRAITS

Rule breaking, Quirky, Canny, Savvy,  

Challenging, Individual

Brand . The Wonderful World of TK Maxx

TJX EXPRESSIONS

Vocabulary

Treasure-seekers

Dapper gents

Label-lovers

Savvy style-seekers

Mini-mavens and little ladies and gents

Unique and branded gifts

Designer and quality handbags

Quality and branded ski-wear

Quality and one-off gems for your home

Always up to 60% less than the RRP

Always up to 60% less*

Big labels small prices

Brand . The Wonderful World of TK Maxx

*than the RRP. Products vary per store.

TANNOYS
AND RADIO SCRIPTS

VALUE 

“Always up to 60% less”

RANGE 

“For men, women and kids” 

“From ... to …”

GLOBAL 

“Finds from around the world”

BRANDS 

“Designers, brands & unique looks”

DELIVERIES 

“New deliveries all the time”

EDUCATION 

“Our buyers travel the globe”

Messages
Brand . The Wonderful World of TK Maxx

/ Big labels, small prices

/ Always up to 60% less*  

/ Fashion direct from designers, savings direct to you

/ Finders Keepers

/ When it’s gone it’s really gone

/ When it’s gone it’s gone

/ Treasure seekers, find designer gems

/ Welcome treasure seekers

/ Discover a gem

/ Discover inspiration every day

/ You never know what will find you

/ Brands from around the world

/ Famous brands

/ New Season

/ Love big labels

How we speak

These statements are core to the store signage pack and used in the construction 

of our stores.  (Translations for each of these will be agreed in advance of any 

new language.)

*than the RRP  (legal should always check whether RRP qualifier is needed)

/ Brands from Paris, New York and everywhere in between

/ This season’s fashion and style

/ Lovely TK Maxx prices

/ Prices beyond belief

/ Style and fashion up to 60% less* (*than the RRP)

/ Clearance/Final Clearance

/ Love Your Catwalk, Respect Your Money

/ Sales are so yesterday

/ Love [location]

/ Shop your way, mobile, online, in store

/ Shop tkmaxx.com

/ More inspiration online

/ Free wifi

/ Smile

/ See you soon

 in store

Brand . The Wonderful World of TK Maxx

UP TO 60% OFF... sounds too much like a sale 
promotion, we have great brands at up to 60% less 
than the RRP every day of the week

DEALS... we don’t do deals, we do great value  
every day

UNIQUE... we’re not boastful and we’re always careful 
not to make broad claims, so while we can talk about 
unique finds, or a unique shopping experience, we 
can’t say our business model  
is unique 

DAILY DELIVERIES... as we get bigger and open 
more and more stores across Europe, some stores 
sometimes might not be able to claim they get a 
delivery every day – while some stores can have as 
many as six at peak!  So that we don’t confuse our 
customers we just say that we have several deliveries 
a week with each delivery containing thousands of 
items.

IN STORE VS. IN-STORE...‘if we are saying find it in 
store, it’s ‘in store’. (in store or online for example). 
But if it is in-store signage then it is hyphenated. (in-
store language for example).

TJ Maxx 
Brand guidelines.

TJ Maxx 
Brand guidelines.

THE CAMPAIGN . Ridiculous Possibilities
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Products vary per store and online  Shop tkmaxx.com
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We love

20mm min width

It’s our red circle of ten years. Ten 

amazing years. We might be a 

little emotionally attached. (Okay 

a lot!) Every season we give it a 

mini makeover by changing the 

colour of the border for our brand 

campaign creative.

our logo

The smallest we  

ever use our logo  

is 20mm wide.

Primary Logo

• Used on any    

  marketing comms

• The supporting  

  message is country  

  specific

• When supporting the  

  Ridiculous Possibilities  

  campaign, the logo  

  outline should be in  

  one of the specified  

  seasonal colours

Brand . The Wonderful World of TK Maxx

Supporting

We also have supporting logos  

with our key brand messages. 

TK Maxx has different iterations 

for both transactional  and non-

transactonal markets, as well as 

messaging ‘buttons’ that can be 

used to support the main logo.

messages
ALONE

EIRE

VALUE MESSAGE

TRANSACTIONAL
ECOMM

Brand . The Wonderful World of TK Maxx

Red is our number one colour. 

Our key colour in our logo and 

in marketing materials for brand 

recognition and consistency.

A splash of red is sexy. But beware, 

too much red shouts ‘discount’. 

This is why we have a palette of 

secondary supporting colours 

that are used throughout our 

corporate brand material. 

We love mixing things up, so in 

any of our Ridiculous Possibilities 

campaign communications, red 

is supported by the seasonal ATL 

colours. See next page.

red!
We love

TK RED | PANTONE 485 C | C 0 / M 100 / Y 91 / K 0  |  R 236 / G 28 / B 46

TK ORANGE | PANTONE 1505 C | C 0 / M 57 / Y 91 / K 0  |  R 245 / G 135 / B 49

CHAMPAGNE | PANTONE 8004 C

GOLD | PANTONE 871 C

DARK TAUPE | PANTONE 7502 | C 0 / M 11 / Y 42 / K 14  |  R 224 / G 198 / B 143

LIGHT TAUPE | PANTONE 7501 | C 0 / M 07 / Y 30 / K8  |  R 236 / G 217 / B 174

TK BLACK | PANTONE Black 7 C | C 38 / M 35 / Y 33 / K 92  |  R 30 / G 27 / B 29

Some more in-store language;

/  Create your own style

/  Love what you wear

/  Wear what you love

/  Try something new

/  Be yourself and you can do anything

/  All you need is love (and new shoes)

/  Find me, love me, wear me

/  Love London

/  Life’s too short for boring clothes

/  Accessorise the positive

/  Live dream love

/  Play with fashion

/  Life’s a dressing up box

/  Dance, fall in love, try new things

/  Dare to be different

/  Let the treasure hunt begin

/  Come & find designer gems

/  Come early, come often, come hungry

/  The early bird catches the bargain

/  The thrill of the find

/  Do what you love, love what you do

/  Get happy

/  For the love of bargains

/  Obey the rules, miss the fun

/  Try it on, mix it up, be you

/  An open mind is always fashionable

/  Smiles are always in style

/  Say who you are without speaking

/  An outfit’s worth a 1000 words

/  You’re never fully dressed without a smile

/  Forget the rules. If you like it, wear it.

/  Who cares what they think. Be yourself.

/  Do one thing every day that scares you.

/  Do a new thing every day.
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In a new market, this is why we are different….

/ 1000s of designers, brands and unique looks

/ Always up to 60% less

/ Clever buyers around the world

/ No frills stores = savings for you

/ No stock rooms (everything is on the shop floor)

/28 day returns policy

/ New deliveries several times a week

How to shop

Brand . The Wonderful World of TK Maxx

ELEMENTS
you’ll find these on everything we do

literally

CORE BRAND

In a world of predictability, where bearded men in Silicon 

Valley come up with algorithms that tell us: “people who 

bought this, also bought that” we offer something different. 

Walk through our doors and find exactly what you weren’t 

looking for. Rail after rail of possibilities. Amazing value, 

ridiculous prices.Waiting to be discovered. Who knows what 

you might find? Or more, who you might become. That’s the 

fun of it. Go in looking for some good shampoo, and walk 

out a scuba instructor. Or with a cushion that finally makes 

sense of the sofa. Or a gift that might, just might, put an end 

to 13 years of sibling rivalry. Today, you’re regular Jane. But 

tomorrow, you could be Jane with the amazing butt-hugging 

leggings that you got for a steal. And that’s the thing with 

TK Maxx. You never know what you might find, or where it 

could lead. Who knows where that flowery yoga mat might 

take you? It could change your life a lot. It could change 

your life a bit. Or it could just be a really great flowery yoga 

mat. Either way you’ll never know, if you don’t step inside. 

TK Maxx. Big labels. Small prices. Ridiculous possibilities.

manifestoCampaign

Checklist:

/  Have you checked spelling, grammar and key  
    brand messages?

/  Does the copy balance fashion, brand and quality 
    and price?

/  Do the ‘Karstadt’ test. Does it have enough 
    TK Maxx personality?

/  Does it include a call to action ‘come to TK Maxx’ 
     or ‘Shop tkmaxx.com’ (UK only)?

/  Does it make you smile?

/  If it is, it’s good to go.

Brand . The Wonderful World of TK Maxx

CORE VALUES

Eclectic (quirky, treasure, finds, creative, 

individual) Unique (mix and match, designers,  

brands, details, one-offs) Savvy (savings, bargains,  

value, smart, more for my money, up to 60% less)  

Discovery (exciting, always changing, explore, 

spontaneous, treasure)

BENEFITS

Varied, exceptional, shrewd, adventure,  

treasure, finds

EMOTIONAL REWARDS

Stimulated, special, feeling clever, thrilled

PERSONALITY TRAITS

Rule breaking, Quirky, Canny, Savvy,  

Challenging, Individual

Brand . The Wonderful World of TK Maxx

TJX EXPRESSIONS

Vocabulary

Treasure-seekers

Dapper gents

Label-lovers

Savvy style-seekers

Mini-mavens and little ladies and gents

Unique and branded gifts

Designer and quality handbags

Quality and branded ski-wear

Quality and one-off gems for your home

Always up to 60% less than the RRP

Always up to 60% less*

Big labels small prices

Brand . The Wonderful World of TK Maxx

*than the RRP. Products vary per store.

TANNOYS
AND RADIO SCRIPTS

VALUE 

“Always up to 60% less”

RANGE 

“For men, women and kids” 

“From ... to …”

GLOBAL 

“Finds from around the world”

BRANDS 

“Designers, brands & unique looks”

DELIVERIES 

“New deliveries all the time”

EDUCATION 

“Our buyers travel the globe”

Messages
Brand . The Wonderful World of TK Maxx

/ Big labels, small prices

/ Always up to 60% less*  

/ Fashion direct from designers, savings direct to you

/ Finders Keepers

/ When it’s gone it’s really gone

/ When it’s gone it’s gone

/ Treasure seekers, find designer gems

/ Welcome treasure seekers

/ Discover a gem

/ Discover inspiration every day

/ You never know what will find you

/ Brands from around the world

/ Famous brands

/ New Season

/ Love big labels

How we speak

These statements are core to the store signage pack and used in the construction 

of our stores.  (Translations for each of these will be agreed in advance of any 

new language.)

*than the RRP  (legal should always check whether RRP qualifier is needed)

/ Brands from Paris, New York and everywhere in between

/ This season’s fashion and style

/ Lovely TK Maxx prices

/ Prices beyond belief

/ Style and fashion up to 60% less* (*than the RRP)

/ Clearance/Final Clearance

/ Love Your Catwalk, Respect Your Money

/ Sales are so yesterday

/ Love [location]

/ Shop your way, mobile, online, in store

/ Shop tkmaxx.com

/ More inspiration online

/ Free wifi

/ Smile

/ See you soon

 in store

Brand . The Wonderful World of TK Maxx

UP TO 60% OFF... sounds too much like a sale 
promotion, we have great brands at up to 60% less 
than the RRP every day of the week

DEALS... we don’t do deals, we do great value  
every day

UNIQUE... we’re not boastful and we’re always careful 
not to make broad claims, so while we can talk about 
unique finds, or a unique shopping experience, we 
can’t say our business model  
is unique 

DAILY DELIVERIES... as we get bigger and open 
more and more stores across Europe, some stores 
sometimes might not be able to claim they get a 
delivery every day – while some stores can have as 
many as six at peak!  So that we don’t confuse our 
customers we just say that we have several deliveries 
a week with each delivery containing thousands of 
items.

IN STORE VS. IN-STORE...‘if we are saying find it in 
store, it’s ‘in store’. (in store or online for example). 
But if it is in-store signage then it is hyphenated. (in-
store language for example).



Theo Gilbert’s 
work on 
compassion 
in HE.

https://tle.myblog.arts.ac.uk/compassion-in-higher-edu-
cation-vikki-hill-with-dr-theo-gilbert/
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https://belongingthroughcompassion.myblog.arts.ac.uk/
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Students need to feel valued, 
respected, supported & included. That they 
matter & there is a culture of belonging.

Belonging matters because

it supports retention, sucess, engagement 
& wellbeing.
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