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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 businesses, 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 mailouts, as well 
as via regular media partnerships.

The magazine also boasts a significant web presence 
(thecafelife.co.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 industry-leading independents, Café Life
now seeks to further refl ect 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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FEATURES LIST 2025

Spring Issue 124
SPECIAL: Coffee suppliers/roasters
● Developing trends, NPD, beans, tasting notes, coffee schools, 

barista training

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

● Coffee flavours, iced coffee, white coffee, decaf

PREVIEW: lunch! NORTH  show (11-12 March)
FOCUS: Ice cream/desserts – milkshakes, trends, machinery, 
equipment, ice cream makers, gelato, soft serve, mixes, 
Q&A thought leadership

EXCLUSIVE: Syrups & flavourings – types and trends, 
menu innovation, monetisation, NPD

INSIGHT: Tea – loose leaf, high grade, profiles, tea training, 
courses, artisan blends, herbal, global influence, market growth

Editorial deadline: 28/1/25
Advertising deadline: 31/1/25
Publication date: 13/2/25

Autumn Issue 126
PREVIEWS: lunch! show (24-25 September)
HOW TO START & RUN A COFFEE BAR: Volume eight – 
The essential guide for new operators across: 

● Brand marketing, insight, data and tech 

● Coffee machines, baristas, training, blends & profiles 

● Tea, cold drinks, Gen-Z trends, food menus 

● Packaging, eco-friendly options, furniture, equipment, shopfitting

● Case studies, innovation, opinion features and so much more

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

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

Editorial deadline: 12/8/25
Advertising deadline: 15/8/25
Publication date: 28/8/25

Summer Issue 125
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: Recyclable products – cups, single-use cutlery, 
bamboo/wood, case studies, sector advice, govt legislation, 
repurposed furniture & equipment

IN-DEPTH: Shopfitting and design – interior and exterior, alfresco 
dining, case studies, refurb, display, countertops, seating, furniture, 
high street and independents, outdoor events/festivals

SPECIAL: Chocolate and biscuits – sweet treats market, operator 
profiles, NPD/healthier, sugar-free/indulgence

Editorial deadline: 6/5/25
Advertising deadline: 9/5/25
Publication date: 22/5/25

Winter Issue 127
SPECIAL: Veganuary preview/free from/gluten free 
● Q&A operator interviews and thought leadership

● Products, market insights, evolving consumer demand

● Different ranges of milk alternatives, oat milk, soy milk, 
with 2025 review and 2026 preview

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

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

IN-DEPTH: Kitchen equipment – counter display, hot-holding, 
ovens, microwaves, dishwashers, time-saving devices, case studies, 
profiles and interviews

PREVIEW: Ice Cream & Artisan Food Show

Editorial deadline: 11/11/25
Advertising deadline: 14/11/25
Publication date: 27/11/25

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 coffee. 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, profit 
margins, stock options, loyalty apps 

and hostile takeovers, it’s so refreshing. 
People come first… 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 different 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 stuff. I’m more of a people 
person, managing staff 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 flapjacks, 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 

SPECIALS BOARD

The Loft Café Bar
Shining a spotlight on an independent café or coffee shop doing outstanding work 
in the sector, we travel to West Yorkshire, where a family business continues to thrive 
off 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, staff 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 coffee was good and 
so was the food. But I believe it was 
a combination of John, myself and 
our brilliant team of staff 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 different corners. 
That money paid the bills, leaving 
government grants free to reinvest 
in new flooring, an upgraded coffee 
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 efforts 
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 staff, 
Sadie sees younger staff 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 coffee. “I’ve 
always used a custom blend from Casa 
Espresso Coffee 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 off the ball for a second…” 
Indeed, you can’t. 

THECAFELIFE.CO.UK  |  CAFÉ LIFE  33      

SPECIALS BOARD

Café Life_Sept23_118_p32-33_Specials_board - G AB.indd   33Café Life_Sept23_118_p32-33_Specials_board - G AB.indd   33 11/09/2023   22:3711/09/2023   22:37

thecafelife.co.uk

For more information contact:
Alex Bell, Editor - alex@jandmgroup.co.uk

Paul Steer, Advertising - paul@jandmgroup.co.uk 

thecafelife.co.uk

courses, artisan blends, herbal, global influence, market growth

Editorial deadline: 
Advertising deadline: Advertising deadline: Advertising deadline: Advertising deadline: Advertising deadline: Advertising deadline: 
Publication date: Publication date: Publication date: Publication date: Publication date: Publication date: 
Advertising deadline: 
Publication date: Publication date: Publication date: 

Editorial deadline: 
Advertising deadline: Advertising deadline: Advertising deadline: 
Publication date: Publication date: Publication date: Publication date: Publication date: Publication date: Publication date: Publication date: Publication date: 
Advertising deadline: 
Publication date: 
Advertising deadline: 

bamboo/wood, case studies, sector advice, govt legislation, 

Publication date: Publication date: Publication date: 
Advertising deadline: 
Publication date: 

Editorial deadline: 

profiles, NPD/healthier, sugar-free/indulgence

Editorial deadline: 
Advertising deadline: Advertising deadline: 
Publication date: 

Editorial deadline: 
Advertising deadline: Advertising deadline: Advertising deadline: 
Publication date: Publication date: Publication date: Publication date: Publication date: 

profiles, NPD/healthier, sugar-free/indulgence
SPECIAL:

Publication date: 

CAFE LIFE MEDIA PACK 2025  |  3 



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 Café Life, 
please be sure to make note of the specifications 
below to comply with our standards.

1.  High resolution (300dpi images) PDF press ready

2.  3mm bleed on Full Page advertisements

3. All fonts to be embedded or converted to outlines

Please contact Paul Steer if you require information on any 
advertising formats/requirements which are not listed (e.g. 

barn door, gatefold).
paul@jandmgroup.co.uk (01291) 636342

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
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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 
Café Life website from £125*

News feature  £99

E-newsletter  £499

DIGITAL ADVERTISING OPTIONS

*Please contact Paul Steer for information on the various packages available. paul@jandmgroup.co.uk (01291) 636342

What trends are you seeing from 
consumers in 2024?
They are looking for value for money, 
along with better experiences when 
they do eat out – that’s according 
to a recent Mintel report1. They 
are also seeking authenticity and 
premiumisation. La Lorraine Bakery 
Group (LLBG) has tapped into this 
by developing a range of products 
off ering exactly this, with quality, 
freshness and bundles of fl avour. 

Starting with its wide bread range, 
Panesco’s pre-sliced Pave Garde 
Forestier is a prime example of quality 
and authenticity. A healthy, lower 
carb option, this country style loaf is 
made from wheat, whole rye fl our 
and roasted malt fl our, enriched with 
brown linseed, soya and sunfl ower 
seeds. It’s perfect for those wanting 
something a little diff erent at 
breakfast or lunch.

The pre-sliced Pave Garde Chasse 
is an example of premiumisation fi lled 
with goodness. Wheat sourdough 
enhances the taste of the crumb and 
thick crust, for texture and fl avour. 

Globalisation is another trend. With 
LLBG, cafés and coff ee shops now 
have easy access to a wide selection, 
including Panesco’s Schiacciata 
Romana Multigrain and white pre-
sliced breads – both popular within the 
bakery channel. Ideal as a sandwich 
carrier, this traditional Italian fl atbread 
is a type of focaccia featuring a real 
mix of wholewheat, rye fl our, spelt, 
extra virgin oil and millet, linseeds 
and sunfl ower seeds. With its lightness 

and Mediterranean fl air, it’s ideal for 
those seeking something a little bit 
more exciting.  

Panesco’s artisan half baguettes also 
deliver an alternative to the standard 
sandwich option. 

Available in three variants – white, 
red pepper and multiseed – these 
half-baked delights are perfect for any 
catering operation. Thanks to the long 
resting and maturation time, they’re 
distinctive in terms of taste, bringing 

Rebecca Calveley, trade marketing 
manager for La Lorraine Bakery Group, 
provides valuable insight on a market 

that continues to defy expectations. 
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extra flavour to the moist and semi-
open crumb.

They are made using only the best 
ingredients, including wheat and rye 
flour and liquid rye sourdough. The 
white buchette is enriched with wheat 
germ, with the red pepper also filled 
with dried tomatoes, chilli pepper and 
a hint of tabasco. The multiseed variant 
is enriched with linseed, sesame seeds, 
sunflower seeds and oats. 

The bowl bread is an emptied  
round sourdough to be filled with  
soup or salad – perfect for any  
catering environment. Its ‘to fill and/
or grill’ panini range is also a good 
morning option, served well as an  
open brunch sandwich. 

Our delicious bread range fits 
perfectly within any café setup for 
a number of reasons, including the 
guarantee of freshness, consistency 
and, above all, quality. Whether it’s 
a brunch-type affair or lunch meal, 
for example, we have something for 
everyone, at every time of day.

And with authenticity front and 
centre, our new Topped Flatbreads are 
available in four variants: minced meat, 
pulled pork – pineapple, chicken kebab 
and veggie. The soft, yet crispy dough 
is decorated with fingerprints for a 
hand-crafted touch. These snacks are 
versatile and ready to be baked from 
the freezer, served within minutes. 

Also, our innovative Rustic Rolls 
offer bundles of flavour. Available in 
white, brown and multiseed, each 
one goes through a unique baking 
process which sees the dough naturally 
burst and crack. The end result is an 
expressive rustic look and feel. The use 
of fresh yoghurt in the dough delivers a 
distinct yet timeless flavour. 

How can these products be utilised 
best, from both a taste and economic 
perspective?
Consumers today want the best of both 
worlds – indulgence and health. Donut 
Worry Be Happy’s mouthwatering 
mini bites, for instance, offer café and 
coffee house operators just that, plus 
so much more. Indulgent and tasty, 
they are filled with sustainable, quality 
ingredients – using only RSPO-certified, 
segregated palm, cocoa and chocolate 

that is 100% UTZ certified, along with 
real Belgian chocolate and fruit fillings. 
They adapt to the health-conscious 
consumer, using dough that is lighter 
and containing less fat than its rivals. 
Each bite can be defrosted within 
an hour and is ideal for cross selling 
alongside other growing categories, 
such as tea and coffee. 

Muffins, waffles, cakes and brownies 
by Panesco – all available in its on-the-
go patisserie range, along with mini 
coffee items such as Mini American 
Muffin Mix and a Mini Donut Fancy Mix 
– can also be enjoyed with any hot or 
cold beverage.

Operators wanting healthier 
alternatives can also consider Panesco’s 

Muffin Multiseed Red Fruit product 
(strawberry, blackberry and raspberry 
puree), decorated with a crumble of 
red fruits (mix of currants, blackberries 
and blueberries). Available as thaw-
and-serve, this is an ideal alternative to 
the standard muffin, featuring linseed, 
millet, sunflower seeds and sesame.

Panesco’s new Mini Deluxe 
Viennoiserie Mix features everyone’s 
favourites all in one box. The delicate 
laminated pastries comprise an 
assortment of three French yeast 
dough pastries – custard rolls, 
raspberry jam rolls with a sweet 
pink sugar topping and hazelnut 
almond praline fingers, topped with 
caramelised hazelnut pieces. 
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What are the key factors a new café/
coffee house operator should consider 
when putting tea on the menu?
With consumer demand for higher 
quality drinks, whole leaf loose tea is 
the obvious choice for new tea services. 
Using JING glassware elevates the 
consumer experience even further, as 
tea lovers will see the quality of leaves, 
and infusion colours, knowing they’ve 
been served something special – a 
world away from the dusty teabag 
they might be used to at home.

As well as delivering better taste 
and consumer experience, loose tea is 
by far the most sustainable tea choice 
with its minimal packaging. 

Finally, consumers want to know 
where products come from too – 
so thinking about the bene� ts of 
single origin, fully traceable teas is 
useful. At JING, our direct sourcing 
approach means that we have personal 
relationships with the incredible people 
who make our teas. We love telling 
their stories and share their names, 

plus information about the gardens, so 
consumers can be reassured that they 
are supporting the world’s best farmers 
while enjoying their incredible drinks.

Additionally, what is particularly 
prevalent trends wise as we move into 
autumn and winter months?
We’re getting more requests for recipes 
for complex milk teas – matcha lattes 
continue to grow in popularity, but 
moving towards the cooler months, 
consumers expect warmth and 
comfort. We’re experimenting at the 
moment with teas like Chai and even 
Hojicha, a roasted Japanese stem tea

Despite the slow start weather wise 
to this summer, the past few months 
have been huge for iced tea. When 
made with high quality and whole 
leaf tea, it doesn’t require sugar or 
excessive ingredients to be delicious – 
it’s also easy to prepare in advance and 
big batches. 

Favourites from this summer include 
our Jasmine Silver Needle – because 

Felicity Fowler, head of tea 
experience at JING, explains 
how versatile this essential 
menu o� ering can be.

Time 
teaforforforforforforforforfor
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it’s scented using the actual buds of 
jasmine � owers, it has so much natural 
sweetness and refreshment. The team 
at GAIL’s Bakery has run an incredibly 
successful iced tea programme with us 
this summer. The 2nd Flush Darjeeling 
Tea and Strawberry combination has 
been especially popular.

Are there specific preparation skills 
and processes that are important to 
the tea-making process?
Yes! Tea is simpler to prepare than 
co� ee but a little knowledge, care 
and attention ensures a full � avoured 
and balanced serve – and crucially the 
delivery of that, ‘Wow, I never knew tea 
could taste this good,’ moment. 

At JING, we worked with The Fat 
Duck to come up with recipes for tea 
making. Although they are based on 
ancient rituals, they are incredibly 
simple – it’s just balancing the amount 
of leaf, water temperature and infusion 
time. Our bestselling Tea-iere™ and 
glass sand timers make these recipes 
very easy to implement operationally.

Coffee has obviously impacted the UK 
hugely in recent decades. How does 
tea compete – it must be a challenge?
Tea o� ers � avour and taste varieties – 
and a � exibility unmatched by co� ee. 
There are teas that are great at all times 
of day – from the strong breakfast 
options to wake up with, those that 
help you focus, all the way through to 
sleep assistance. The � avour di� erences 
between tea types such as green and 

oolong from di� erent origins are very 
marked, while foodies tend to love 
the opportunities tea gives for taste 
exploration. Wellness trends tend 
to favour tea too – green and white 
have been in growth for a few years 
now, thanks to their high antioxidant 
content. Plus, more recently, awareness 
of the bene� t of L-theanine – which 
occurs naturally in tea – is beginning 
to creep into consumer awareness and 
again raise the product’s pro� le.

There are so many different tea 
flavours to enjoy. How can new 
businesses narrow it down?
An easy way is to select a range of teas 
that ensure you have options for all 
times of day – as di� erent moments 
have di� erent requirements. You 
will naturally get a good selection of 
� avours by taking this approach. 

An example of a great menu would 
include a strong black tea which works 
well with milk for � rst thing. Our 3* 
Great Taste award-winning Assam 
Breakfast is an example. Moving into 
mid-morning, tea drinkers often want a 
pick-me-up, and ideally one that’ll help 
them focus – green teas tend to work 
well here or a sweet Jasmine. 

Classic afternoon options include 
Darjeeling or Earl Grey but we are 
also seeing interest in the Oolong 
category – Phoenix Honey Orchid has 
some of the strength of black tea but 
complexity and fruity characteristics. 
Later, consumers like less ca� eine, so 
include herbal infusions such as whole 
peppermint leaves, or zingy � avours 
such as Lemongrass and Ginger. 

What are the tea flexibilities that an 
operator may not have considered?
As well as the opportunities to make 
milk teas and iced teas mentioned 
above, they might also think about 
how well it pairs with food. We’ve 
recently worked on a series of pairings 
with this season’s Cédric Grolet pastries 
at The Berkeley Café – it’s so satisfying 
when the two enhance each other.

it’s scented using the actual buds of 
jasmine � owers, it has so much natural 
sweetness and refreshment. The team 
at GAIL’s Bakery has run an incredibly 
successful iced tea programme with us 
this summer. The 2nd Flush Darjeeling 
Tea and Strawberry combination has 

Are there specific preparation skills 
and processes that are important to 

Yes! Tea is simpler to prepare than 
co� ee but a little knowledge, care 
and attention ensures a full � avoured 
and balanced serve – and crucially the 
delivery of that, ‘Wow, I never knew tea 

At JING, we worked with The Fat 
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Great Taste award-winning Assam 
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"it offers 
flavour and 
taste varieties – 
and a flexibility 
unmatched by 
coffee."
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We offer a standard banner size at 300pixels by 250pixels width. 
Please contact Paul Steer for other options.

Solus HTMLs are also available and sent to over 6,000 email 
recipients. Availability is limited so pre-booking is recommended. 
Prices start from £250 per solus HTML.

We can embed videos-links and similar to the digital version 
(contact Paul Steer for more details)
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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 8000 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 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 visit 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 any content is something that our readers genuinely 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. 
Please email 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.


