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Outdoor Play – Case Study

PEOPLE LIVING in the London

borough of Enfield are learning to

combine imaginative play with an

appreciation of nature thanks to a new

community recreation facility.

Great care has been taken to ensure

that recently opened Durants Park,

designed and installed by Sutcliffe Play,

reflects its natural surroundings and

encourages children to use their

imagination, unrestricted by traditional

equipment and free to think and act as

they want.  

Whether it is playing courageously on

the single point swing, using the larger

net as a den, or jumping between the

boulders, children are relishing the

opportunity to combine play with nature.

Durants Park nestles under a canopy of

large oak trees within a larger park and

includes in its design an abundance of

emerging wild flowers and grasses.

Designed primarily for use by 8 to 13-

year-olds en route to and from school,

the park has quickly become a

destination play area for children of all

ages, including children with special

needs and parents with young children.

The access path into the unfenced

park, dominated at the entrance by two

1.5m high monolith stones, provides

additional play opportunities. In the

future it will also encourage children to

explore the newly-planted wild flowers

on either side of the boulder-lined path

before leading them into other parts of

the natural play area.  

The natural play equipment has

inclusivity at the core of its design and

provides play opportunities for children

of all ages and abilities.

Glinys Hilborne, extended schools co-

ordinator, education, Children’s Services

and Leisure at Enfield Council, is

delighted that Durants Park has proved

so popular. She said: “The Play Pathfinder

development at Durants Park has been

very successful and the equipment is

proving to be very popular. The inclusion

of elements such as the wild flower

meadow means the design embodies

many of the natural play principals set

out by Play England. The space has also

encouraged disabled children to use the

park and, in particular, the hammock

element of the timber climbing structure

is fast becoming a firm favourite.”

In addition to a robinia hardwood

arched walkway, the park features a

wobbling robinia rope climbing frame,

with grass mat safety surfacing to

complement the local landscape, a rope

hammock which is really popular with

teenagers and a spiral boulder seating

area. 
Another focal point is the galvanised

steel single point swing, installed with

materials left in their natural state to

ensure that it ages naturally whilst

providing the very best corrosion

protection.

Sutcliffe Play area sales manager Rob

Hetherington says Durants Park

demonstrates that natural play facilities

can enhance a surrounding landscape.

“We’re delighted that Durants Park has

been such as success. Natural play is a

broad-ranging concept but we delivered

just what Enfield Borough Council wanted

– a play facility that fully complements and

enhances the natural landscape,” he said. 

“The real measure of success, however,

is what use the local community makes

of it and, in the case of Durants Park, it

couldn’t be any better.”

Pathfinder provides a

natural place to play
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Indoor Play – Case Study

All coolfor PolkaDot Kids
COMMITTED TO providing parents

with the healthiest possible

environment for their children to play

in, Polka Dot Kids, a new play centre in

Garthforth near Leeds, has installed

Breezair evaporative cooling from UK

exclusive 
distributor, 

CoSaf

Environments.   Chosen for its ability to remove stale

air and odours and distribute cooled,

fresh air around the building, Breezair

evaporative cooling also claims to be

more cost efficient to install and run than

conventional air conditioning systems.

Polka Dot Kids proprietors Joanne

Kelly and Sara Godden recognised that

high temperatures during late spring and

summer would make the 7,500 square

foot building unbearably hot and would

result in them losing business when

temperatures were at their peak.  
After looking at traditional air

conditioning, which was expensive to

install and run, Kelly’s husband Jason

recommended Breezair evaporative

cooling, which had been installed in a

factory where he had worked in the

Netherlands.  
Sold on the claim that Breezair would

remove odours, humidity and the build

up of condensation in the play area as

well as reduce temperatures by around

8°C, The proprietors asked CoSaf

Environments to carry out a survey.

“We thought that cooled, fresh air

would be far better for the children than

recirculated air and we particularly liked

the fact that Breezair is an

environmentally-friendly product”, said

Kelly. “The internal air quality has been

greatly improved making it a far healthier

atmosphere for both the children 

and parents.”
Two Breezair Icon coolers have been

installed on the roof of the building with

stale air being removed through

extractor fans and cool air distributed via

a low velocity FabricDuct. Air changes are

carried out every few minutes resulting in

a steady flow of naturally cooled, fresh air.

Cooling is controlled by an Industrial Wall

Controller (IWC), which enables Polka Dot

Kids to set and manage the temperature

at the touch of a button.  As the temperature outside rises, the

Breezair’s cooling capacity increases,

ensuring that the building remains at a

comfortable temperature. The system

also keeps the air moist which helps

reduce problems associated with dry

indoor air conditions such as headaches,

asthma attacks, static electricity, and

general discomfort. The combination of

cool temperatures and moist air greatly

improves the indoor air quality and

produces a more pleasant environment.

The Breezair system is housed in a

simple, clean, ultra-modern designed

plastic casing developed to withstand all

weather conditions. The Breezair’s state-

of-the-art components include an

innovative water distribution system,

which delivers continuous, balanced

water coverage to all the heat exchanger

pads.  The world-patented system

ensures maximum cooling efficiency and

minimal maintenance problems.  
An 

innovatively 
designed,

aerodynamic fan provides a constant,

even flow of air over the pads to provide

a welcome cool breeze with minimal

noise and low energy consumption.

Other pioneering components include a

highly efficient water pump that

guarantees constant and reliable cooling

when most needed, and a long lasting

variable speed motor that gives

maximum comfort level control.  

Breezair adds a touch of cool to Polka Dot Kids in Garforth
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News in brief

Playdale introduced a stainless steel

version of its highly successful timber

Adventure Trail which as well as being

a stand alone range, compliments the

rest of its ‘City’ playground equipment.

The design of the range is modern and

stylish and features play value which

has been tried and tested within

Playdale’s original timber range. City

Adventure Trail also requires minimal

maintenance, with no repainting

required. All of the products in the

range have been tested by the British

Standards Institute (BSI) and awarded

the Kitemark.

SHOKK, which offers a wide range of

youth-specific qualifications, CPD

training courses, workshops and

learning resources, launched a new

education prospectus and bespoke

training pathway to help steer learners

onto the correct courses and

qualifications. SHOKK provides the

tools to learners to offer physical

activity appealing to young people,

regardless of ability or background.

Working in association with Active IQ,

the awarding body for the active leisure

and learning sector, SHOKK also offers

free government-funded qualifications

to help fight the growing concerns with

inactivity amongst young people.

Pulse was awarded the largest ever

interactive single order dance mat

contract by Doncaster Council. The

£250,000 contract will see Pulse

provide an initial 13 systems, each with

eight dance mats and full AV cabinets

and an additional six systems to be

rolled out once the original order is

fulfilled. Pulse also unveiled its new

showroom at its head office in

Congleton, Cheshire, with an extensive
ALMOST THREE quarters (72 per cent) of

children included in latest research of

Change4Life families are not getting 60

minutes of daily activity outside of

school. 

The ‘How Are The Kids Survey’ – the

biggest national survey of children’s diet

and activity levels ever carried out –

received more than 260,000 responses

from families across England, and also

found that 45 per cent of the kids watched

TV or played non-active video games

before school, and only 22 per cent did

something active after their evening meal.

Families have been sent tailor-made

support packs to help them make small

but important changes to their daily

routines. A new Change4Life TV advert

focusing on getting families more active

was also launched to provide support.

In the ad, the Change4Life family

found lots of fun ways to get their kids 60

active minutes, such as playing in the

park, walking to school and playing with

active computer games where kids need

to jump and dance around.

FOR THE first time, the indoor play sector

is uniting behind a single vision and a vital

government objective in terms of

reversing the worrying obesity trends. 

The Play Providers Association (PPA) is

supporting the government’s high profile

“Change4Life” movement with a sub-

branded “Play4Life” campaign in PPA

member centres nationwide throughout

September. 

Play4Life encourages families to get

active together through indoor play and

aims to promote the hidden benefits of

indoor play.

The PPA, as a national Change4Life

partner, is asking its members to run

incentivised entry offers and, in return, will

provide campaign materials and a media

pack with posters, vouchers and online

tools to promote the campaign on-site.

Centres will be provided with giveaways

for children, to run competitions and

activities promoting the Play4Life

messages, some of which will be provided

directly by the Department of Health. 

In addition the PPA has appointed a

Promote PR to manage national press

coverage for the campaign and, at the

time of going to press, was in discussions

with a leading national newspaper in

terms of covering promoting the

campaign with printed vouchers. 

PPA chair Janice Dunphy said: “Our

Play4Life campaign will provide our

members with an excellent opportunity to

promote the benefits of play and educate

customers that indoor play is great for

children and provides them with “Exercise

in Disguise”. We are confident this

campaign will lead to an increase in

footfall in our member’s centers longer

term and allow PPA members to gain the

recognition in government strategies that

we all need. 

Survey says children lack exercise

(Continued on page 6)

Vision unites indoor sector

With an increased circulation of 8,550, Play and
Party is bigger and better than ever before! 

Due to ongoing investment, the increase of 12% within our
circulation means that Play and Party’s current readership
now reaches 21,375 decision makers, making it an essential
part of your media and PR plans.

Play and Party is a quarterly publication, which is
distributed to owners, operators and senior managers who
work within this diverse family entertainment sector.
Settings include:

● Children’s Activity Centres

● Museums and Historical Sites

● Holiday Camps & Centres

● Amusement Parks

● Parks & Gardens

● Wildlife Parks, Farms and Zoos

● Leisure & Recreation Centres

● Visitor Centres

● Party Organisers

● Bowling Centres

Now also including Play Designers, Landscape Architects
and Local Authorities.

Advertising starts from a very competitive £345.00 + vat
– the 12% increase in circulation is not reflected in
advertisement rates increase - providing you with
consistent value for money. Your products and services are
placed in front of your customers, in a highly targeted
environment. Can you afford not to be in Play and Party?

Play and Party provides
readers with exceptionally
informative editorial and
contains an excellent blend of
articles and features including:

● Industry news and product
launches

● Interviews

● Business and Legal Advice

● Child Safety and Security

● Food and Drink

● Indoor Play

● Outdoor Play

● Associations views

● Insurance

● Marketing

● Legal implications

Value for money! – advertising starts
from under 2 pence per reader
Play and Party is an A4 magazine printed on quality gloss
paper making your advertisement look fantastically
attractive to the people you want to reach. 

Amusement Parks

Attractions (Museums 
    and Historical Sites)

Bowling Centres

Children’s Activity Centres

Holiday Camps & Centres

Leisure & Recreation Centres

Parks & Gardens

Party Organisers

Visitor Centres

Wildlife Parks, Farms and Zoos

Other
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Food and Drink – Healthy Eating

SO YOU’VE got a successful indoor play

facility up and running and you want to

add another string to your bow. But

what do parents want their children to

be eating, and just as importantly,

what would they like to eat while their

children are playing? Over the next few

issues, Play and Party will feature

different sectors of the food and drink

industry and give you some pointers.

Government guidelines recommend

that all adults and children over five years

of age should be encouraged to eat a

varied, balanced diet that is low in fat, salt

and added sugars, and includes a wide

variety of foods, plenty of fruit and

vegetables and starchy foods (such as

bread, rice, potatoes and pasta),

moderate amounts of meat and/or

and moderate amounts of

advice that every person should consume

a minimum of five portions of fruit and/or

vegetables a day. But how many people

actually understand what that means?

The official, national 5 A DAY

campaign, funded by the government,

lists the following as a simple five-step

guide to what does or does not count:

• Fresh, frozen, chilled, canned, 100%

juice and smoothies, as well as dried

fruit and vegetables;

• Any vegetables found in soups, stews,

sandwiches or other dishes;

• Fruit and vegetables contained in

convenience foods like ready meals,

pasta sauces, soups and puddings.

However, these ready-made foods can

be high in salt, sugar and fat, which

should only ever be eaten in

moderation, so it’s important to check

the nutrition information on the labels

nd packaging;
nts like vitamins and

A DAY

• Potatoes and other related vegetables

such as yams and cassava do not count.

This is because they are classified as

starchy foods.

Once you have got over the first hurdle

of understanding what products count

towards your customers’ recommended

daily target, the next question will

inevitably be ‘what constitutes a portion?’.

The panels on page 12 give you a

rundown of the official portion advice.

How should you make these products

available to your customers? Well, of

course, the fruit or vegetable offer does

not have to consist purely of whole pieces

of fruit, although that is perhaps the

easiest to facilitate. 

A fruit and vegetable industry funded

campaign called Eat in Colour, designed

to make consumers aware of the variety

of nutritional benefits available to them

from eating a diverse colour range of fruit,

recently launched a “Smoothie a Day”

concept, which can be introduced into

sector relatively easily.

thie a Day plan

Keep your business healthy

To Advertise contact Lisa Rabone
on 020 8603 0791



www.playandpartymag.com

Full coloured advertising rates
Rate 

Double Page Spread £1,845
Inside front/back cover £1,450
Back cover £1,450
Full page £995
Half page £595
Third page £445
Quarter page £345

Inserts Rates available on request
Guaranteed Position + 10%

Advertorial + 15%
Advertorials will be subject to editorial approval and will be clearly
marked as an advertorial.

Sponsorship
Front Cover You supply the front cover picture and 
your logo will also be on the front cover and 
Full Page advertorial - all subject to approval £2,895
Section Full page advert before or following 
the section and your logo and a strap line message 
on each page in that section £2,030

Series booking discounts: 
2 issues – 5%      3 issues – 7.5%      4 issues – 10%    
5 issues – 12.5%      6 issues – 15%

All advertising is subject to VAT.
Rates are based on advertisers providing final finished
artwork. Play and Party can also offer a competitively priced
advertisement design and productions services.

Artwork format
Play and Party uses a digital workflow system and can only
accept digital files. Prefered file format is Adobe Acrobat PDF
(Press ready 300dpi). We also accept QuarkXPress v7, Adobe
Illustrater CS2 (all fonts outlined), TIFF & JPG files of at least
300dpi resolution. Artwork can be supplied by email to:
advertising@playandpartymag.com or on CD if over 10MB.

Contacts
Lisa Rabone – Commercial Director
Tel: 020 8603 0791
Mobile: 07973 801 610
Email: lisa@playandpartymag.com
Tommy Leighton – Editor
Mobile: 07773 428 325
Email: tommy@playandpartymag.com
Alex Meazzini – Head of Marketing
Tel: 020 8603 0936 
Email: alex@playandpartymag.com
Production: Paul Girling
Tel: 01953 860023
Email: paul@greystokegraphics.co.uk
Play and Party
Alhambra House, 9 St Michaels Road, Croydon, Surrey, CR9 3DD

Advertising Rates

Full Page
Type: 190mm x 277mm
Trim: 210mm x 297mm
Bleed 216mm x 303mm

Half Page
190mm x 126mm

Third Page
60mm x 233mm

Quarter Page Standard
91.5mm x 113.5mm

Quarter Page Horizontal
190mm x 53.5mm

To Advertise contact Lisa Rabone
on 020 8603 0791
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