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paint (top) – lavender
paint (bottom) – smog

pattern number 19911 – skulls
paint (back wall) – sanguine

paint (right) – vampire



If there is one thing consumer research tells us 
about the shopping experience – it's make it 
easy. Graham & Brown have worked for many 
years on developing new retailing concepts with 
their customers that can inspire the consumer 
and drive sales. To keep at the forefront of DIY 
retailing, they constantly identify retailing trends 
in the fashion and food sectors, analyse them 
and if they can, apply them to their markets. 

One thing trending the fashion sector is 
‘storytelling’, it is a merchandising technique that 
retailers have used to excite the consumer and 
increase basket spends. Fashion retailers use this 
technique to create in-store displays that bring 
complementary products from around the store 
together to make it easier for consumers to shop. 
The benefit to the retailer is that by ‘creating the 
look’ and telling the design story, the consumer 
feels more confident in the product and increase 
the amount they spend in- store. 

This technique can be used very effectively in 
the wall decor sector to bring complementary 
wallpaper, paint and wall art collections together 
to increase consumer confidence. Graham & 
Brown’s range of wall decoration products make 
this merchandising technique easy for retailers to 
implement. Their new paint and wall art ranges 
are designed to complement their wallpaper 
collections using key accent colours to create a 
complete wall decoration solution. This makes 
the selection process for consumers easier and 
increases their confidence, leading to higher 
sales for the retailer. 

Graham & Brown have developed a series of 
modular merchandising units to help retailers 
display wallpaper, paint and wall art in the most 
effective way in–store. The units encompass 

all of the features that have been proven to 
help inspire consumers and sell product off the 
shelves, such as large flapper panels showing 
full drops of wallpaper, painted colour chips to 
show finished paint colours and acrylic shelving 
to help display wall art at its best. Retailers can 
combine the individual wallpaper, paint and 
wall art fixtures together to create a unique wall 
decoration solution in their stores. By bringing 
complementary products together and using 
these fixtures to present the range effectively in-
store, retailers have a great opportunity to excite 
and inspire their customers. 

Successful retailers need to address the needs 
of the consumer in order to retain and grow their 
sales in the market. With Graham & Brown having 
the unique position of producing complementary 
wallpaper, paint and wall art products we are 
continually looking at how to help the retailer 
best display these products together in-store. 
The future for DIY retailing is in creating ‘wall 
decoration arenas’ featuring wallpaper, paint 
and wall decor products together in one 
department. The arena is designed to create 
exciting displays for the consumer and make 
the process of matching wallpaper and paint 
together easier, thereby leading to increased 
sales for the retailer. By merchandising paintable 
wallpapers and wall art products together with 
the decorative paint, retailers can benefit from 
increased add on sales from their regular paint 
customers. Making a feature in the stores of 
designer wallpaper and paint concepts, such 
as Laurence Llewelyn-Bowen’s ranges, help sell 
the story to the consumer and lead to additional 
sales. Just as in the fashion sector, if customers are 
inspired by what they see they are far more likely 
to buy it… and come back for more. 

INSPIRATION
WALL DECORATION SOLUTIONS THAT INSPIRE THE CONSUMER
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WE’VE GOT
WALL ART ALL
SEWN UP...
This innovative new wall art 
collection really sews wallpaper 
and wall art together… literally!

Each of the 6 designs includes 
pieces of wallpaper stitched into 
the product giving the designs a 
real home made feel.  The extra 
embellishments of flocking, buttons, 
and metallic stitching within the 
design give a pretty and feminine 
finish.

WALL ART
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40-423 – Floral Britannia 
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1. 40-420 – Luxury Tea Set  2. 40-425 – Birds ‘Flock’ Together  3. 40-422 – Stitch in the City  4. 40-423 – Floral Britannia   5. 40-241 – Camper  6. 40-424 – Wallpaper Street



ARTISTRYANDCOLOUR
ELIXIR

It is easy to forget that behind all the machine produced 

wallpaper made under the Graham & Brown brand is 

the hand drawn artistry of The creator. The designer. The 

artist. Our cover shoot recreates the process that each 

sheet of wallpaper goes through. The blank canvas, then 

adorned with pattern and colour. 

Now more than ever the Graham & Brown brand offers 

the complete wall decoration solution. 

The colours in the ‘Countessa’ design from the new Elixir 

collection are designed to co-ordinate with its own plain 

papers, as well as the paints in the ‘colours that made 

Britain great’ palette. 

The flower head in the design is complemented by the 

‘Brit Pop’ colour from the paint range. Painting the model 

brings wallpaper and paint together in beautiful artistry, 

something which is quintessentially at the heart of the 

Graham & Brown brand; wallpaper, paint, art.

The photoshoot set out to show the transition of the company from wallpaper, to paint, 
to art… whilst at the same time reflecting the processes gone through in the creation 
of our designs, which although are printed by machine, are created by hand.

ELIXIR
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ELIXIR
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pattern number 50-218 – duchessa
paint – flower of scotland

pattern number 50-212 – dauphin
paint – jewel in the crown

pattern number 50-203 – mirage
paint – damson in distress

pattern number 50-195 – imperial stripe

pattern number 50-191 – soprano



ALL ABOUT

AMY
It’s not very often that 
you manage to achieve 
something that is 
visually stimulating, fresh 
and modern but also 
ecologically sound, but 
that was the challenge for 
American designer Amy 
Butler.  

Amy is carving out a huge 
following in the US and 
indeed on the fabric floors 
of stores such as Liberty’s in 
London, from people who 
crave her modern, relaxed 
and very unique design style 
that adorn ranges of fabric, 
sewing patterns, rugs, home 
accessories, stationery 
and now finally Wallpaper, 
hurrah!

ALL ABOUT AMY
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I have always loved 
Graham & Brown’s 
quality and expressive 
point of view

❝

❞

Passionate about recycling materials and 
sustainability, Amy is reinventing vintage looks 
and draws her inspiration from the natural world.   
“Wallpaper for me is something so perfectly suited 
to my natural style and something I have wanted to 
do for so many years” Amy enthuses “I have always 
loved Graham & Brown’s quality and expressive 
point of view so the opportunity to team up to create 
an easy to hang , ecologically sound wallpaper is 
something I am very proud of and extremely excited 
about”.

Amy’s collection will prove a pivotal moment in 
pattern trends, for although Amy does not follow such 
things, we can be certain that such is its uniqueness 
and beauty, that one senses this collection will 
inspire many others in the future.  

The collection is based on 8 different designs over 6 
definitive colour palettes, giving you the opportunity 
to mix design styles of the same palette, something 
very key to Amy’s eclectic style.  The work is art, and 
of real beauty and embraces a nostalgic feel but in a 
really modern palette.  

We have to admit we are hooked; this inspiring, 
visually stunning collection is quite simply Amy-zing!
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pattern number 50-153 – lacework

pattern number 50-129 – fountain midnight

pattern number 50-137 – passion lily

pattern number 50-141 – field poppies



Contour has always been wallpaper that felt as good as it 

looked, and herein lays a problem that all communal areas, 

such as kitchen and bathrooms suffer. Bacteria passed from 

the hands, tend to linger on surfaces especially in these often 

warm rooms, and this can act as breeding grounds for germs. 

Right where you would least want them. 

A Contour brand leading initiative was set up to produce 

an antibacterial range of wallpapers to fight against the 

potentially harmful effects of bacteria, one that could offer 

99% protection against harmful bacteria including MRSA, 

Salmonella and Listeria.

So how does it work? Well, now for the science bit…

The Contour antibacterial range is protected using Biocote 

technology. 

A coating is added to the product surface that harnesses 

the power of silver; a safe, natural antimicrobial. This Biocote 

coating offers built in continuous protection against bacteria 

for the lifetime of the wallpaper whilst reducing the level of 

mould on the surface to make them cleaner, safer and more 

hygienic to use.

So if the wallpaper will kill off germs for its lifetime, you’ll want 

it to look gorgeous! More than ever, Contour delivers with 13 

fashion leading design styles. 

So whether you fancy a sweet treat of cupcakes, feel fruity 

with graphic apples, or are looking for barcode striping or 

creating memories of a New York holiday then this range has 

it, and all with the reassurance of that added antibacterial 

protection.

the shape of 
things to come

pattern number 30-207 – NYC tile

pattern number 30-236 – cupcakes

CONTOURCONTOUR
pattern number 30-227 – barcode linear
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When Stephen Hawking wrote ‘A brief history of time’ 
he did it in just 198 pages. So, trying to convey in two 
pages, 62 years of heritage and innovation at Graham 
& Brown, looks easy. However, with so many stories to 
tell, in reality it’s a tougher challenge! 

Started by two dear friends, Harold Graham and 
Henry Brown in 1946, with very little between them 
except foresight and friendship. With the severe 
shortage of paper following the War, Henry and 
Harold cleverly procured a large supply of surplus 
metallic paper, an eight-colour surface printer and 
a new embossing machine, with which the two men 
began a wallpaper revolution.

The public, desperate for things to help brighten up 
their homes following the hard years of war, snapped 
it up so fast Graham & Brown could barely meet 
demand. The company grew quickly and prospered 
until the energy crisis of the Korean War in the early 
1950s and the tragic early death of Harold Graham at 
39. Henry Brown, determined to keep their dream alive 
and the business growing, appointed Harold’s brother 
Herbert as Director and the business moved on.

At the heart of Graham & Brown lies a solid respect 
for its employees, customers and environment, which 
owes much to Henry Brown’s personal approach 
to business. With little fuss or fanfare, he ensured his 
workers were well looked after in times of trouble or 
illness, and as a result generations of the same families 
became part of the Graham & Brown family too. 

Even today, “you don’t have to have a ‘Graham’ or 
a ‘Brown’ in your name to be part of this family,” says 
David Brown, Joint Chairman.

With the 1960s came the involvement of Henry and 
Harold’s sons – David Brown and Roger Graham, and 
a modern management approach. With Henry still at 
the helm they expanded facilities with the addition of 
further factories, and the purchase of potential rival 
companies.

The 1970s saw Graham & Brown producing millions of 
rolls of wallpaper a year, establishing the company 
as one of the largest independent wallpaper 
manufacturers in Britain and a growing force in 
Europe. New ideas in wallpaper were introduced like 
washable vinyl wallcoverings.

Through continued innovation and creative 
thought, Graham & Brown launched its now famous 
Superfresco brand, currently celebrating its 25th 
birthday, which was then, as now, easy to hang (and 
take down), could be painted or washed, and was the 
first range the company advertised on TV. Its iconic 
‘what goes up must come down…’ TV advert was so 
memorable that it was used again in the late 1990s.

During this time, Graham & Brown were producing 
wallpaper as quickly as it was flying off the shelves. 
By 1984 the company had more than quadrupled its 
market share and tripled turnover, and Superfresco 
went on to become the best selling wallpaper brand 
in the world, available in over 50 countries.

OUR HERITAGEOUR HERITAGE Harold and Henry

❝	You don’t have to
	 have a ‘Graham’ 

or a ‘Brown’ in
	 your name to be
	 part of this family.❞

David Brown
joint chairman

a heritage of innovation
THEPAPERBOYS

With a third generation of Graham & Brown family 
members now on board, the company’s ambitions 
took a step further in the late 1980s with continued 
investment in machinery to allow them to make new 
pre-pasted products and a fresh TV campaign. 

The 1990s brought further innovations and by 1992 
Graham & Brown produced the world’s first ‘batchless’ 
wallcoverings and by the turn of the century the 
company were promoting another innovation, ‘paste 
the wall’ technology to a contemporary audience via 
a new TV campaign. New associations were forged with 
designer Laurence Llewelyn-Bowen who was quickly 
followed by Linda Barker, hemingwaydesign, Marcel 
Wanders, Jans des Bouvrie, Barbara Hulanicki and most 
recently by Kelly Hoppen and Amy Butler.

International expansion that had begun with the United 
States has grown in the last decade to see divisions 
established in France, Holland, Russia, Canada, and 
China, with the latest addition to the fold being Graham 
& Brown, Germany.

Innovation of thought and action has seen the 
company drive the industry from the doldrums into 
growth, but when you’ve been around this long, you 
always take the long term view.
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“Who controls the past controls the future: who controls the 
present controls the past” – George Orwell, 1984

Often during times of political and social instability there 
are periods of reflection, moments where philosophers 
hypothesise our children’s futures, and lament a more stable 
past. Against this backdrop prominent modern artists Taylor 
& Wood were commissioned by Whitworth Art Gallery to 
create a wallpaper which spoke of these defining issues. The 
result – a child’s gaze, sketched in one sitting becomes the 
honest penetrating subject of ‘Witness’. Witness implies that 
our current actions – or inactions – are being observed by 
the future generation that will inherit the consequences. By 
creating a repeat pattern we are suddenly individualised 
by a mass audience, watching helplessly. ‘Witness’ was 
produced using flexographic printing to translate the line 
drawing onto high quality paper, and is part of two works, 
the second of which is titled ‘blank cheque’. The papers 
form the basis of the exhibition and are installed in the 
Whitworth Art Gallery in Manchester, and the newly 
opened Mostyn Gallery in Llandudno. The two designs were 
produced in a limited edition of 500 and are available to 
buy from www.grahambrown.com/uk/wallshaveeyes  – 
providing us all with the chance to own an original.

eyesthewallshave

WALLS HAVE EYES WALLS HAVE EYESWALLS HAVE EYES
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pattern number 50-116 – witness
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Three words that define a whole ethos. Corporate, our business. Social, the world 
on which we impact; and Responsibility. The latter is something Graham & Brown 
have never shirked, or shied away from, and this year will mark the next step on 
Graham & Brown’s journey. 

The business has always had an environmental consciousness and as Ian Brown, 
Director responsible for CSR says “Our corporate challenges are not going to go 
away and we need to measure ourselves in order to set targets going forward.” 
For that reason the company’s launch of its first CSR report is another significant 
milestone.

The report, shared with its major stakeholders, will clearly show what the business 
has done to date but most importantly illustrate the main areas for improvement 
that will in turn generate the plan for the future. 

“Sharing what we are doing is important. We must all face up to some difficult 
analysis of the way we manage our relationship with the environment”, Ian says. 
“Our long term ambition has to be to negate all social and environmental impact 
by meeting these challenges head on. We all work in the CSR department.”

So what can we expect from the CSR Report? Any business impacts the world in 
many different ways, not just environmental. Graham & Brown works with suppliers 
in a partnership approach to not only lessen environmental impact but also make 
the supply chain a safer place for all concerned. “What other subject can take 
you from a factory in China to a forest in Europe with the sole intent of making 
the world a better place. Whilst the challenges are great so are the rewards. 
To hear from one of our partners in China that as a direct result of our relationship 
their factory is safer is reward enough; we will share these successes. Success is 
contagious!”

The report will measure the carbon footprint of the business, but what is a 
carbon footprint? Ian explains. “It is a measure of the total greenhouse gases, 
mainly carbon dioxide, caused either directly or indirectly by a person, 
organisation, event or product. Imagine carbon as a monetary system of 
credits and debits, your carbon footprint are your financial accounts. 
It therefore should clearly tell you where you are spending carbon in excess. 
Knowing that is how you then drive towards being in the black, or should 
it be green?”

The calculation is complicated but the message resulting needs to 
be clear. Our challenges will be complex and impossible to fix by 
individuals or old departments, so setting out clear objectives has 
to be the most important element to any CSR report.

A good CSR report will tell you where you are today, your environmental 
accounts. 

The best will set the journey for the next 20 years. It’s all about taking 
responsibility for your legacy, a fact well understood in a family business.

CSR
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CSR – the journey continues
Corporate. Social. Responsibility.

contacts
pr offices
UK
Camron Public Relations
7 Floral Street 
London
WC2E 9DH 
UK 
Telephone +44 207 420 1700 
UK Contact Charlotte Bury
Email charlotte.bury@camron.co.uk

France 
Marie Laurence Cattoire
Relation Presse
42 Rue Trousseau 
75011
Paris 
France 
Telephone +33 140 21 08 13 
Contact Marie Laurence Cattoire

Germany  
Faktor 3
Kattunbleiche 35
D-22041 Hamburg
Germany
Telephone +49 (0) 40 67 94 46 46
Contact Christina Mueller
Email grahambrown@faktor3.de

Benelux 
HCP (Home Comfort Press)
Velmolenweg 151
5404 LB  UDEN
Holland
Postal address 
Postbus 370
5400 AJ  UDEN
Holland
Telephone +31 413 33 12 40
Contact Hanny Kremers

USA
Gita & Associates
1100 Madison Avenue, 7L
New York, NY 10028  
Telephone +1 917 815 3204  
Contact Gita

Canada 
Birchall & Associates
1464 Cornwall Road, Suite 11
Oakville, Ontario
L6J 7W5
Canada
Telephone 905 338 7600 
Contact Genevieve Handler 

international divisions

board of directors
Chief Executive Officer 
andrew.graham@grahambrown.com

Director of Sales, UK, Eire, Benelux 
and Germany 
mark.mccauley@grahambrown.com

Director of Design, Marketing and Home 
mark.radford@grahambrown.com

Director of Sales, France, Russia and 
International 
mourad.hamoum@grahambrown.com

Director of Finance and IS 
gillian.vanlaarhoven@grahambrown.com

Operations Director 
john.carter@grahambrown.com

Logistics and CSR Director 
ian.brown@grahambrown.com



www.grahambrown.com/teacups




