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PROFILE
Café Life is circulated (in print and digital format) to some 
10,000 industry professionals across the retail, foodservice 
and manufacturing sectors of the UK’s café and coffee 
shop business, and the supply chain which supports it –
many of whom are also actively involved in the Café Life 
trade association.

This circulation is comprised of Café Life Association 
members, including independent and chain operators, 
subscriptions and targeted promotional mail-outs, as well 
as through regular media partnerships.

The magazine also boasts a significant web presence 
(thecafelife.uk), with an online magazine and the 
opportunity for advertisers and contributors to be part of 
regular e-bulletins and bespoke, targeted mail-shots.

Café Life is the trade magazine of the UK’s Café Life 
trade association, and is the UK’s most long established 
and dedicated representative source of news and 
information for all those involved in the UK’s highly 
regarded café sector.  

During the course of more than two decades in 
circulation, Café Life magazine (formerly Café Culture, 
and prior to that Real Coffee) has been at the forefront 
of vibrant industry development and media coverage. 

Having reported on the progress of well-known brands 
such as Caffè Nero, Costa, Starbucks and Coffee #1, 
as well as many industry-leading independents, Café 
Life now seeks to further reflect this dynamic sector by 
focusing on the all-embracing nature of café life itself 
– cafés and coffee shop-themed food and beverage 
concepts having become a ‘must-have’ option for many 
businesses and retail operators. 

Editor Alex Bell has been in the media sector for over 
25 years. He will be a regular attendee at all the key 
industry events and symposiums, taking J&M Group’s 
three magazines forward with a combination of 
thought-leadership articles, NPDs, news and legislation 
updates, previews, reviews and so much more.
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Never miss a beat, with the EPOS system that 
keeps you and your business in perfect harmony.

Elavon Financial Services DAC, trading as Elavon Merchant Services, is deemed authorised and regulated by the Financial 
Conduct Authority. Elavon Financial Services DAC. Registered in Ireland with Companies Registration Office.  The liability
of the member is limited. United Kingdom branch registered in England and Wales under the number BR022122. 

An EPOS system from Elavon will help you 
cut queues, banish mistakes, keep tabs on 
transactions and much more – keeping you 
and your business in perfect harmony.

Find out more today at elavon.co.uk/EPOS
or call us on 0191 313 0308
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Request free sample packs    Tel: (01279) 714527   www.teasup.co.uk

Breakfast Blend  •  Mao Jian  •  Jasmine Green  •  Rooibos  •  Planet Relax  •  Peppermint  •  Turmeric Chai

Earl Grey • Decaf English Breakfast  •  White Tea & Mango  •  Matcha  •  Lemongrass & Ginger  •  Red Berry  

East African Breakfast 

The finest
whole leaf

tea

A FAMI LY  BUS I N ESS

Each cup of Teasup starts out as the finest whole leaf tea, whether your choose our loose
leaf or biodegradable tea bags. Brewed to perfection every cup delivers the finest 
tea experience around. 

– Finest tea from the world’s finest 
tea gardens

– Direct from individual tea estates

– Full leaf tea

– Loose leaf or biodegradable tea bags

– More tea per bag 

– Recyclable pouches

– Ceremonial grade Japanese Matcha

– Excellent service, with a personal touch

– Donation made to Project Waterfall for
each bag sold

Cafe Life 23 Linton Coffee Teasup advert.qxp_Layout 1  15/05/2023  13:53  Page 2
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FEATURES LIST 2024

Spring Issue 120
SPECIAL: Coffee suppliers/Roasters
● Developing trends, NPD, beans, tasting notes, coffee schools, 

barista training

● Roasting types/levels, Fairtrade, sustainability, emerging markets

● Syrups, coffee flavours, iced coffee, white coffee, decaf

FOCUS: Ice cream/Desserts – new products for 2024, trends, 
machinery, equipment, ice cream makers, flavours, gelato, soft serve, 
mixes, Q&A thought leadership

EXCLUSIVE: Water – filters, equipment, approach for operators, 
relevance to tea and coffee, sector developments, technology. 

PREVIEWS: London Coffee Festival
INSIGHT: Tea – types and trends, loose leaf, high grade, profiles, 
tea training, courses, artisan blends

RECIPES: Spring special – Café food (hot & cold) and drinks

Editorial deadline: 30/1/24
Advertising deadline: 2/2/24
Publication date: 15/2/24

Autumn Issue 122
PREVIEWS: lunch! show & Caffe Culture
SPECIAL: Chocolate and biscuits
● Sweet treats market, operator profiles, thought leadership, Q&A

● NPD/healthier, sugar-free/indulgence

● Review of 2024 consumer demand

FOCUS: Hot food – café/coffee house approach, breakfast and 
brunch, light bites, sides, international cuisine (Asian, Mexican, etc), 
innovation and NPD

INSIGHT: Packaging and waste disposal systems – green 
credentials, operator profiles, analysis, consumer perspectives, 
recycling, reuse, govt updates, NPD

IN-DEPTH REPORT: Cakes/Desserts – consumer demand, 
European-style offerings, healthy ranges, smaller bites, doughnuts, 
macarons, gluten-free & vegan, bakery selections

EXCLUSIVE: Festive drinks preparation – coffee and tea flavours, 
Xmas specials, recipes, NPD

Editorial deadline: 13/8/24
Advertising deadline: 16/8/24
Publication date: 29/8/24

Summer Issue 121
SPECIAL: Coffee machines
● Operators, manufacturers, in-home, out-of-home

● Technology developments/new ranges/trends

● Q&A and thought leadership on the changing face of the market

INSIGHT: Sustainability – cups, single-use cutlery, eco-friendly 
products, trends, case studies, sector advice, govt legislation

EXCLUSIVE: Vegetarian and free from – category development, 
NPD, innovation, consumer trends, foodservice insight

IN-DEPTH: Shopfitting and design – interior and exterior, al fresco 
dining, case studies, refurb, display, countertops, seating, furniture, 
high street and independents

FOCUS: Cold drinks – cold brew, milk shakes, NoLo, canned/bottled 
water and future trends 

PREVIEW: World of Coffee

Editorial deadline: 7/5/24
Advertising deadline: 10/5/24
Publication date: 23/5/24

Winter Issue 123
SPECIAL: Veganuary preview & milk alternatives
● Q&A operator interviews and thought leadership

● Products, market insights, evolving consumer demand

● Different ranges of oat milk, soy milk, with 2024 review and 
2025 preview

FOCUS: Food to go – OOH eating trends, premiumisation, healthy 
and vegan, street food trends, Asian cuisine, value, hot sandwiches 
and beverages

INSIGHT: Hygiene – Materials, food safety, new products, 
sustainability, eco-friendly, staff training

EXCLUSIVE: Captains of industry – ones to watch, operational 
goals, Q&A

IN-DEPTH: Kitchen equipment – counter display, hot-holding, 
trends, case studies, profiles and interviews

PREVIEW: Ice Cream & Artisan Food Show

Editorial deadline: 12/11/24
Advertising deadline: 15/11/24
Publication date: 28/11/24

All dates correct at time of going to press. 
For the most up-to-date information, visit thecafelife.co.uk

We additionally have regular features throughout the year, 
including Specials Board, interviews, profiles, training, tech 
focus, advice and so much more.

INSPIRATION EVERYWHERE
It’s a pleasure to write the Specials 
Board. Now on its third edition, I’m 
seeing common threads connecting 
these independent establishments, 
that thrive in some of the most 
challenging circumstances the 
hospitality sector has ever witnessed.

Number one is the close-knit nature 
of family and friends supporting 
each venture. Number two is the 
consistent menu quality, especially 
with co�ee. Finally, customer service 
goes above and beyond expectation. 
Every individual is made to feel special, 
ensuring they come back for more. 
In a world of global expansion, pro�t 
margins, stock options, loyalty apps 

and hostile takeovers, it’s so refreshing. 
People come �rst… and that’s the only 
non-negotiable. 

Nowhere is this more prevalent than 
at The Loft Café Bar in Bingley, West 
Yorkshire. Brother and sister, John and 
Sadie Graves, are the heartbeat of this 
vibrant operation, which they launched 
in 2010. Thanks to an emphasis 
on looking after the locals, while 
producing top quality dishes, it recently 
received national recognition. 

PERFECT RECIPE
Life behind a café counter wasn’t 
necessarily on the cards for Sadie, 
having been an air stewardess. “I 
used to be with British Airways, which 
is where I learnt a lot of customer 
service skills.” Brother, John, was also 
on a di�erent path, having worked 
for an established baker for 20 years 
– but he decided to set up his own 
establishment, and big sis stepped in! 

“John was brilliant in the kitchen, 
having learnt to bake buns, breads and 
all sorts of stu�. I’m more of a people 
person, managing sta� and dealing 
with accounts, so we went into this 
project together. Initially we were 
thinking of a sandwich shop,” said 
Sadie. But serendipity stepped in again, 
with a business opportunity in central 
Bingley coming on to the market.  

“We took over on 21 December 
2010, looked at each other and said: 

‘What have we done?’ We didn’t have 
the foggiest what we were doing. 
We’d had a handover of a couple of 
weeks from the previous couple and 
that was it. When I look back now, we 
were brave to do it, especially during 
Christmas week. But we just did it… 
and we’ve gone from there!” 

LAYING DOWN A MARKER
Straight away, The Loft tried to avoid 
being something it wasn’t. John set 
to work creating shortbreads, scones 
and �apjacks, to give that homemade 
feel – even down to focaccia bread for 
the sandwiches. Lower-quality, cheaper 
sausages were out; higher-quality, 
locally sourced produce was in. Sauce 
sachets were Heinz and HP, with no 
cutting corners. 

“It was a real struggle at the 
beginning,” said Sadie. “We were doing 
everything ourselves, making sure 

SPECIAL
S BOA

RD

The Loft Café Bar
Shining a spotlight on an independent café or co�ee shop doing outstanding work 
in the sector, we travel to West Yorkshire, where a family business continues to thrive 
o� the back of simple principles and exceptional produce. 
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everyone else got paid before we did. 
John was in charge of what came out 
of the kitchen; I looked after customer 
service, sta� uniform, helping to build 
the clientele and everything else.” 

With quite a few other cafés in the 
region, being able to stand out was 
imperative. “Our co�ee was good and 
so was the food. But I believe it was 
a combination of John, myself and 
our brilliant team of sta� that kept 
people coming back – and that ethos is 
absolutely everything.

“A customer said they love how 
everyone does things the same way, 
with the same exceptional levels of 
service, whether it’s busy or quiet. Each 
person matters – someone having 
a cup of tea, or steak sandwiches 
and a bottle of wine. We have a few 
older people who have lost partners, 
saying this is the only place they feel 
comfortable. Then there’s the lads on a 
Sunday with a hangover, desperate for 
a full English. The full spectrum – and 
they stick with us. It’s not phony or 
over the top… it’s just real.”

SPECIAL DELIVERY
That close-knit nature was clearly 
illustrated during the pandemic, with 
everything happening so quickly. 

“I said to my brother that he should 
make some bread and stick it on 
Instagram – this evolved into a delivery 
menu of mainly breads, scones, soups 
and pies that people could stockpile. 
We only have a commercial oven, so 
John would work from 11pm until 8am, 
making it all. Then, I would pick up the 
orders online, sort out the logistics, and 

me and my son would pack everything 
and deliver. We even had a retired 
couple help out. We would put on 
masks and stand in di�erent corners. 
That money paid the bills, leaving 
government grants free to reinvest 
in new �ooring, an upgraded co�ee 
machine and roof windows. 

“When outdoor eating legislation 
came in, we set up a spot on the grass, 
creating Loft umbrellas. It was raining 
heavily – but people didn’t care.”

But that wasn’t all. TV crews visited 
Bingley to interview Sadie and her 
team, as she backed the campaign 
to provide free meals for children 
during holidays in 2020. The e�orts 
of footballer Marcus Rashford struck a 
particular chord. Customers donated 
money and The Loft made full food 

parcels (bread, soup and biscuits) 
rather than just packed lunches, so 
children would have something for a 
full week, instead of just a day.  

UPSTAIRS, DOWNSTAIRS
The Loft’s rustic design has remained 
consistent, alongside occasional 
modernising touch-ups here and there. 
The downstairs is hustle and bustle, 
with a view of the kitchen; upstairs is 
more serene, for those seeking solitude 
and privacy. With around a dozen sta�, 
Sadie sees younger sta� disappear for 
university terms, but most of them 
return during holiday season.  

“Our manager, Szilvia Szendrei, 
has been with us eight years and 
is fantastic in every aspect of the 

business. It’s also allowed us to open 
on Sundays, which is now one of our 
busiest times of the week – but the 
menu hasn’t changed greatly. There’s 
experimentation with the Specials 
Board, but why mess with something 
that’s worked so well?” A small 
breakfast consisting of bacon, sausage, 
eggs, beans, mushrooms, tomatoes, 
hash browns and toast is a mere £7.95. 
But there’s salmon, veggie options and 
a host of paninis and ‘lite bites’.

Another example is the co�ee. “I’ve 
always used a custom blend from Casa 
Espresso Co�ee Roasters, Baildon. 
He provides barista courses and 
mantains our Sanremo machine. If I 
make a cappuccino, it will be the same 
as Szilvia’s or one from a weekend 
employee. Consistency is everything.”

Ultimately, it led to national 
recognition. “In August, we were 
nominated ‘best café’ in West Yorkshire 
by a member of the public at Englands 
Business Awards,” continued Sadie.

“Initially, I said that we didn’t need 
an award and let’s not be disappointed 
if we didn’t win. Then, when we got to 
the massive room, with the tables set 
up, I suddenly really wanted to win!” 
Fortunately, her hopes came to fruition. 

“It’s as much for the people of 
Bingley, as it is us. But everyone 
works so hard. My brother’s scones 
are famous around these parts, while 
Szilvia is the ‘cheesecake queen’.” 

But it’s Queen Sadie steering this 
ship with verve, charm and a deft 
business perception. “You can’t take 
your eye o� the ball for a second…” 
Indeed, you can’t. 
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For more information contact:
Alex Bell, Editor - alex@jandmgroup.co.uk

Ethan Leaning, Advertising - ethan@jandmgroup.co.uk 
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Display Advertising Rates

Front cover panel ...............................................£2000

Inside front cover ...............................................£1800

Outside back cover ............................................£1950

Inside back cover ...............................................£1750

Double page spread ..........................................£2500

Page ...................................................................£1450

Half .......................................................................£875

Third vertical.........................................................£695

Quarter .................................................................£495

Tip on page.................................Available on request

Inserts .......................................... Call for more details

Classified Advertising Rates
Sixteenth Page - 
60mm high x 42 mm wide ..................................£115

Eighth Page - 
60mm high x 88mm wide ....................................£215

(Discounts are applied for series bookings)

All charges are subject to VAT at the current rate.

Artwork Specification
If you are supplying your own artwork to The 
Café Life, please be sure to make note of the 
specifications below to comply with our standards.

1. High resolution (260dpi images) PDF press ready

2. 3mm bleed on Full Page advertisements

3. All fonts to be embedded or converted to outlines

Please contact Ethan Leaning if you require information on 
any advertising formats/requirements which are not listed 

(e.g. barn door, gatefold).
ethan@jandmgroup.co.uk (01291) 636333

DOUBLE PAGE SPREAD
Type area = 260 x 385mm
Bleed = 303 x 426mm
Trim = 297 x 426mm

FULL PAGE
Type area = 260 x 182mm
Bleed = 303 x 216mm
Trim = 297 x 210mm

HALF PAGE HORIZONTAL
130  x  180mm

QUARTER PAGE VERTICAL
86  x  130mm

HALF PAGE VERTICAL
247mm  x  86mm

THIRD PAGE VERTICAL
Bleed = 73 x 303mm
Trim = 70 x 297mm

RATES CARD

4   |  CAFE LIFE MEDIA PACK 2024



12 month supplier listing on 
Café Life website from £125*

1 month web banner on 
Café Life website £399

Advert on Café Life e-bulletin £399

Solus e-blast £599

MPU banner on the website £299 pcm

News feature  £99

E-newsletter  £499

Hyperlink from digital advert Free

Embedded video on digital advert  £69

Listing on the Café Life 
digital supplier directory From £25 per annum

12 month supplier listing on 
£125*

News feature  £99

DIGITAL ADVERTISING OPTIONS

*Please contact Ethan Leaning for information on the various packages available. ethan@jandmgroup.co.uk (01291) 636333

SOCIAL NETWORKING
It’s o�cial… there’s been an upturn in consumer con�dence 
around eating and drinking out. But how, and when, people 
are doing it is of key importance to the café sector – with 
smaller dishes and socialising trends prevalent. 

Increasing challenges for hospitality have been well 
documented. Running a small café or restaurant in Britain 
is like walking a tightrope, with the prospect of record 
insolvencies – but there is a slither of light on the horizon, 
which is ultimately an opportunity to increase revenue. 

Lumina Intelligence data reveals the total UK eating out 
market reached £91.5 billion in 2022, just 0.6% ahead of 
2019 levels and 38% up year on year. Katie Prowse, senior 
insight manager at Lumina Intelligence, said: “The co�ee, 
bakery-led and sandwich channel has outperformed the 
total market, totalling £10.5bn in 2022 – 9.8% ahead of its 
2019 total. Several factors have underpinned this segment’s 
recovery and expansion, including continued strong physical 
outlet growth. Bakeries and co�ee shops are more protected 
than other dine-in channels, as they are typically cheaper 
and more habitual, with missions driven by needs such as 
commuting or being out and about.”

Drilling down into the numbers, co�ee behaviour is 
becoming less about drink-only occasions, which are on the 
slight decline. Year-on-year growth is coming from brunch 
and snacking, driven by an increase in purchasing both 

Pleased as brunch___________________
Whether it’s bites and fries or Asian cuisine, OOH casual dining is on the up, presenting an 
ideal revenue opportunity for café and co�ee shop operators. 
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food and drink together. Consumers are trading down from 
the expensive, out of home (OOH) causal dining option or 
mid-level restaurants, replacing it with an a�ordable, casual 
occasion. The desire to socialise is stronger than ever – so 
the compromise is lighter meals with friends and family. 

BITE-SIZED INNOVATION
Smaller, indulgent treats are a great way of lifting the mood, 
with budget-friendly cafés and less formal eateries satisfying 
the need for a tasty bite. 

“Operators appreciate bene�ts from the convenience of 
expertly produced, versatile bakery products which are easy 
to prepare – a real asset in busy kitchen environments,” said 
Charlotte Perkins, trade marketing manager, Pan’Artisan Ltd. 
“We are renowned for expertise in dough and producing 
breads, dough balls and pizza bases that draw inspiration 
from the traditional techniques and authentic bread and 
dough recipes of Italy. We even undertake twice-weekly 
product testing to ensure our strict cooking performance 
criteria is met. 

“For an innovative café menu choice, we o�er Mini Dough 
Bites – giving caterers the chance to serve a perfect-sized 
solution for smaller appetites at a keen price… great as a 
side dish too.”

Smaller is certainly more beautiful, with �exible o�erings. 
Customisation is allowing operators to retain choice on 
restricted menus and align with personalisation – 49% of 
main dishes are customisable, up +2ppts from Feb to Sep 
2022 [Lumina, Menu & Food Trends Report].

Lamb Weston o�er potato solutions with their latest 
innovation, REALLY Crunchy Fries. Created to satisfy 
growing demand for unique sensory dining experiences 
and sustainably minded quality ingredients, they’ve been 
developed exclusively for the OOH channel. 

When choosing to eat out, one in two diners in the UK 
want food experiences they can’t get anywhere else* – and 

right now, 75% of diners crave indulgent foods that o�er 
sensory pleasure, as a means to boost mental wellbeing and 
make them feel happier. UK operators also want added-
value products that o�er the ‘wow factor’, yet are elegantly 
simple, reliable and e�cient in every type of kitchen. ___________________
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TEA

LOOSE LEAF THE KEY
“When talking to customers and guests visiting cafés, tea rooms 
and hotels for afternoon tea, we often discover that the tea itself 
has been often over-looked and at best, makes no impression 
upon them,” reports Richard Grey of Warwickshire-based Grey’s 
Teas, a supplier of high grade, loose leaf teas.

“No wonder so many people are turning to co�ee! This 
makes this experience a lost opportunity to create a loyal 
following amongst your tea-drinking clientele. After all, tea is 
not an expensive beverage. 

“Firstly however, as specialists for over twenty years in 
providing high grade, loose leaf tea directly to consumers and 
wholesale for foodservice, why do we focus on such teas? The 
answer is that loose leaf generally, and large leaf in particular, 
imparts a better �avour as the tannins are less dominant, giving 
time for the other �avour components to infuse. This results 
in a more balanced cup with more distinctive characters from 
individual teas.

“Loose leaf teas need not be messy as the contents of a 
teapot can be drained 
and tapped into a food 
recycling bin. Infuser 
teapots are especially 
good, leaving no leaf 
at all in the cup and 
enabling the infuser 
to be removed when 
the leaf has infused 
su�ciently. Glass 
infuser teapots are 
even better, letting 
the customer see how 
well the leaf is infusing, 
letting them pour at 
just the right time. 
Should operators not 
have suitable teapots 

that retain the leaf, we can readily supply a dozen teas in bio-
degradable infusion bags. 

“Secondly, like preparing good co�ee, tea needs a little 
attention to the small things, none of which require capital 
investment.”

TEA MAKING STEPS
1. Fill a traditional kettle (not a hot water dispenser) with fresh 

cold water from the tap. This keeps the oxygen level high.
2. Warm the teapot with hot water. This ensures that the tea 

will be served hot.
3. Use one teaspoon (three grammes) per cup and one for the 

pot. Do not skimp on tea.
4. Pour the boiling water on to the leaf and place a lid on the 

pot. (For green teas wait a couple of minutes, aiming for 
the water temperature to fall to around 80 degrees before 
pouring onto the leaf.) 

5. Give to the customer and stress that they should wait �ve 
minutes for the tea to brew (three minutes for green tea).

“We love working 
with customers to 
help them prepare 
a tea list and food 
pairings on their 
menu. Whilst we have 
a simple choice of only 
a dozen traditional 
blended teas, we 
have very many single 
origin teas which can 
be a joy for customers 
to explore and for 
them to experience 
their individual 
characteristics,” 
advises Richard Grey.

Serve the best teas
So often tea can be a disappointment but appreciative 
customers will soon return when you serve the best teas - 
those that have distinctive tastes.

Our traditional orthodox teas are blended in England and 
we have single-origin teas from all the famous tea producing 
areas of the world. Around thirty teas are organic. 
They are available as loose leaf and we have a dozen teas
 in bio-degradable infusion bags.

We can advise on preparing a tea menu and have tips on 
serving the best tea. Contact us for samples - and see more 
returning customers!

greysteas.co.uk/wholesale

Free UK delivery
on orders over

£30

For the world’s greatest teas... 

With our national drink still subject to poor preparation in the out of home setting, 
greater attention to detail is required with recognition now on o�er from the UK Tea 
Academy in the form of the ‘Lea�es’ for those making the grade. 

Winning
withtea
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TEA

Serve the best teas
So often tea can be a disappointment but appreciative 
customers will soon return when you serve the best teas - 
those that have distinctive tastes.

Our traditional orthodox teas are blended in England and 
we have single-origin teas from all the famous tea producing 
areas of the world. Around thirty teas are organic. 
They are available as loose leaf and we have a dozen teas
 in bio-degradable infusion bags.

We can advise on preparing a tea menu and have tips on 
serving the best tea. Contact us for samples - and see more 
returning customers!

greysteas.co.uk/wholesale

Free UK delivery
on orders over

£30

For the world’s greatest teas... 
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OUR EDITORIAL POLICY AND GUIDELINES

www.thecafelife.co.uk
The home of Café Life magazine – is the UK’s foremost resource for the café industry.

Whether searching for a new supplier, technical advice or the latest industry trends, an average of 2,000 
unique visitors come to the site each month.
With around 8,000 page views delivered each month, advertising across the site provides excellent brand 
exposure while specifically targeted ads – for example, a coffee machine supplier with a banner ad on the 
“Coffee and Hot Beverage Equipment” directory page - can achieve click through rates as high as 20%.

Analysis of our visitor behaviour suggests that most are café industry professionals - owners, managers 
and buyers - and our supplier directory is one of the most popular destinations on the site. In other 
words, many of those who come to the site are looking for products or services, so advertising with us 
gives you the opportunity to directly reach potential customers. There are a number of packages we can 
offer, so get in touch to take advantage of online marketing opportunities with us.

J&M Group operates a strict editorial policy, designed to ensure that subscribers/readers and 

advertisers get real value from our magazines – Café Life, Sandwich & Food to Go News 

and Pizza Pasta & Italian Food Magazine. While we welcome editorial contributions, it is 

important that editorial is genuinely something that our readers want to know about.

News stories: We are keen to hear about any news 
stories, from new openings and redesigns of outlets to 
industry events, appointments and trading updates.

Product stories: If you are a supplier submitting 
product stories, these must be newsworthy in the  
sense that they represent something genuinely new. 
When submitting product stories, please email to  
alex@jandmgroup.co.uk directly.

Advisory articles: We welcome advisory articles, but 
they must be balanced, impartial and of genuine help 
in guiding operators. Such articles should not contain 
promotional references to the author’s products, but we 
will acknowledge the contributor and where he/she is 
from in the introduction.

Opinion articles: If you have views you would like to 
express relating to the markets we cover, we welcome 
opinion articles, but please speak to the editor about 
the subject matter before writing anything.

Profiles: Occasionally we profile businesses in the 
sectors we cover, but there must be a strong case for 
doing so, such as a case study showing how a new 
approach to selling products is producing real results, 
or a development that is transforming the market.

Market research: We regularly run market trend stories 
from research organisations and welcome contributions, 
provided they are based on sound research.

Paid-for advertorials: Our magazines accept paid-for 
advertorials, which will be labelled appropriately. These 
are treated as advertising spaces and negotiated with 
the magazine sales teams.


