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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 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 
26 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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Pick Your Brick! 

100% Italian Gelato Liquid Mix
Ready to Use With Any Ice Cream Machine

Open, Pour, Gelato

www.gelatobricks.co.uk   |   info@gelatobricks.co.uk
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FREE CHEEZ-IT 
STOCK AND 
DISPLAY UNITS!
We’ve got free cases of Cheez-It and eye-catching 
countertop display units up for grabs. 
To get yours just scan the QR code now!

JUST SCAN HERE
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THE ART OF PERFECTION
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FEATURES LIST 2026

Spring Issue 128
SPECIAL: Coffee suppliers/roasters
	● Flavours, iced coffee, white coffee, decaf, Gen Z

	● NPD, trends, beans, tasting notes, coffee schools, barista training

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

FOCUS: Nutri-bars/protein bars, biscuits and chocolate –  
sweet treats, operator profiles, healthier, sugar-free

EXCLUSIVE: Syrups & flavourings – types and trends,  
menu innovation, monetisation, fusion drinks, Instagrammable

INSIGHT: Tea – matcha, bubble, profiles, training, courses,  
artisan blends, herbal, global influence, market growth

PREVIEWS: lunch! NORTH show (10-11 March) 
Food & Drink Expo - Farm Shop & Deli Show (13-15 April) 
London Coffee Festival (14-17 May)

Editorial deadline: 17/2/26
Advertising deadline: 20/2/26
Publication date: 5/3/26

Autumn Issue 130
PREVIEWS: lunch! show (24-26 September)
HOW TO START & RUN A COFFEE BAR: Volume nine –  
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, 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: 11/8/26
Advertising deadline: 14/8/26
Publication date: 27/8/26

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.

RAPIDLY EXPANDING
The UK’s dessert and sweet baked goods market is booming, 
with consumers craving everything from decadent classics 
to lighter, health-conscious bakes.  

In 2022, spending on chilled desserts reached £906 
million1 – up from £507m in 2007 – and the broader cakes, 
pastries and sweet pies sector was valued at £3.79 billion in 
2023. Looking ahead, steady growth of over 3% per year is 
expected up to 20282.

Vegan desserts are also on the rise, with UK revenue 
forecast to more than double from £127m in 2019 to over 
£280m by 20273.

“The desserts market within the UK is growing at a steady 
pace, with no signs of slowing down,” said Rebecca Calveley, 
trade marketing manager at La Lorraine Bakery Group. 
“This opens up so many opportunities for cafés, bakeries 
and catering outlets – like garden centres – to elevate their 
off erings and maximise both footfall and sales.”

WHAT SELLS?
Customers are seeking indulgence and quality, balanced 
with convenience. LLBG’s Panesco Belgian Sugar Waffl  e 
– rich and caramelised with sugar pearls – has become a 
fi rm favourite for breakfast and snack menus. Mini Waffl  es 

are another top seller, ideal for pairing with coff ee or hot 
chocolate during mid-morning or afternoon trade.

Afternoon tea options such as Mini Macarons De Paris 
also perform well, off ering elegant appeal with their vibrant 
colours and six tempting fl avours, including raspberry, 
mocha and pistachio.

“If your food product off ers value for money, guarantees 
quality, freshness, variation and convenience, then it will 
always sell well,” says Calveley.

Sweet pro� tsSweet pro� ts
Desserts have moved beyond occasional indulgences and are now central to café culture. 
And the La Lorraine Bakery Group has the knowledge to help operators take advantage. 
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Seasonality also has a huge impact on dessert sales – and 
adapting your offering accordingly helps drive both interest 
and revenue.
	● Summer favourites: Lighter options like Lemon and 

Apple Ring Cakes, fresh fruit toppings and ice cream 
pairings go down a treat in warmer months.

	● Winter indulgence: Rich desserts such as Chocolate 
Salted Caramel Delight – with mousse, sponge, salted 
caramel and chocolate ganache – tap into comfort craving.

“Adding seasonal influence to your dessert menu is a great 
way to refresh your offer and drive repeat visits.”

HEALTHIER CHOICES
Consumers are increasingly mindful about what they eat – 
even when it comes to sweet treats. That’s why the Donut 
Worry Be Happy range is designed with 100% natural 
colours and flavours, sustainably sourced RSPO-segregated 
palm oil, UTZ-certified cocoa and real fruit fillings.

Bite-sized options, such as 
the Summer Berry Bite or Lil’ 
Apple, offer portion-controlled 
indulgence – perfect for that ‘treat 
without the cheat’.

From families seeking vibrant, 
fun doughnuts to older customers 
favouring patisserie-style 
afternoon cakes, there is demand 
across every demographic. LLBG’s 
range is carefully developed to 
cater for:
	● Families: Fun and colourful iced 

doughnuts, chocolate toppings 
and eye-catching sprinkles.

	● Older adults: Fruit-based cakes 
and traditional flavours served 
with tea.

	● Young adults and 
professionals: Instagrammable, 
indulgent snacks for grazing 
throughout the day.

“LLBG’s target market is anyone 

looking for a sweet baked treat – our products are designed 
to appeal to all ages and occasions,” added Calveley.

And desserts aren’t just the cherry on top – they can be a 
major revenue driver if marketed and served correctly. 

Calveley offers her top tip: “Ensure every product you 
serve is fulfilling, indulgent and of the highest quality. Focus 
on premium ingredients, seasonally inspired flavours, and 
clever cross-selling with drinks.”

By refreshing your dessert menu seasonally, offering 
variation across formats and combining sweet treats with 
hot beverage promotions, garden centre operators can also 
turn casual browsers into loyal, returning customers.

For more info, visit donutworrybehappy.co.uk or llbg.com.  
(1) statista.com 

(2) globaldata.com 

(3) grandviewresearch.com
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For more information contact:
Alex Bell, Editor - alex@jandmgroup.co.uk

Paul Steer, Advertising -  ads@thecafelife.co.uk 

thecafelife.co.uk

Summer Issue 129
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

FOCUS: Ice cream/desserts – milkshakes, machinery, equipment,  
ice cream makers, gelato, soft serve, mixes, Q&A 

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

Editorial deadline: 5/5/26
Advertising deadline: 8/5/26
Publication date: 21/5/26

Winter Issue 131
SPECIAL: Winter warmers 
	● Hot food, hot-holding technology, FTG trends, meal deals, 

pasties, wraps, sides, convenient offerings 

	● Seasonal favourite drinks, hot chocolate, coffee, tea, NPD

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

EXCLUSIVE: Captains of Industry – success stories of the year,  
ones to watch, operational goals, Q&A

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

PREVIEW: Ice Cream & Artisan Food Show 

Editorial deadline: 3/11/26
Advertising deadline: 6/11/26
Publication date: 19/11/26
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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 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).
 ads@thecafelife.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
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12 month supplier listing on Café Life website 	 from £60

Web banner on www.thecafelife.co.uk: price varies according 
to timespan. 	 Please enquire for a quote

Press release with link, 100 words, picture in monthly  
What’s Brewing? e-letter 	 at £125

Solus HTMLs: available as one or a package.  
		 Please enquire for a quote

Hyperlink from digital advert	 Free

Listing on the Café Life digital supplier directory	  
		 £25 per issue

DIGITAL ADVERTISING OPTIONS

Please contact Paul Steer for information on the various packages available.  ads@thecafelife.co.uk (01291) 636333

RIGOROUS PROCESS
Bridor is a French, frozen bakery 
manufacturer, combining large-scale 
manufacturing strength with over 30 
years of expertise. Thanks to a product 
reach spanning 100 countries, its 
decision to develop new vegan pastries 
should certainly pique interest. 

“Of course, the past decade has 
seen a rise in the number of vegan 
food & drink options, as awareness 
of plant-based diets increases,” said 
Erwan Inizan, Bridor Northern Europe 
sales director. “The number of people 
incorporating plant-based products 
into their diets continues to rise year 

on year, with 39% of global consumers 
saying they fi nd the vegan claim 
appealing when specifi cally purchasing 
bakery items1.”

Bridor research has also found 54% 
of people consume vegan Viennese 
pastries at least once a week, with 69% 
as a morning or afternoon snack2. “So, 
it was clear that as a leading bakery 
manufacturer for foodservice and 

hospitality, we should create plant-
based variations.” 

The team of development chefs 
and bakers managed to produce an 
off ering that provided consumers with 
the familiar taste and fl aky texture they 
expected from a Viennese pastry. An 
extensive process was undertaken to 
rigorously select the best ingredients. 
“After all, consumers seeking plant-
based alternatives still want premium 
taste and texture,” continued Inizan.  

Margarine with a melting point 
simil ar to butter was used, alongside 
a French wheat fl our so the pastries 
could match their traditional 
counterparts. A vegan egg wash 
substitute (made of pea protein, 
water and sugar) creates the golden-
topped pastries. The product range 
is made using Bridor’s ‘Clean Label’ 
recipes, which only use ingredients of 
natural origin3. 

A French 
love affair…

Bridor is adapting its off ering 
for the ‘perfectly imperfect’ 
consumer approach to vegan 
and plant-based pastries, 
while steadfastly refusing 
to compromise on taste.  

"Margarine with 
a melting point 
similar to butter was 
used, alongside a 
French wheat so the 
pastries could match 
their traditional 
counterparts."

LIFESTYLE
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“We’re proud of the results and 
believe these products off er the 
puff  pastry texture and taste that 
consumers love and expect. The 
new plant-based range includes four 
French-style pastries (Vegan  Croissant 
and Vegan Pain Au Chocolat*) and four 
gourmet vegan pastries (Vegan Cherry 
and Flaxseed Crown, Vegan Orange, 
Hazelnut Crown and Vegan Vanilla and 
Hazelnut Crown, and Vegan Raspberry-
fi lled Croissant).” 

MOVEABLE FEAST
Many foodstuff s making a transition to 
vegan/plant-based or allergy friendly 
fi nd the journey diffi  cult. And tastes 
evolve all the time. 

“Consumers aren’t rigid in their 
approach to what they eat and drink 
– it can fl ex by the day. More of us 
are embracing a ‘perfectly imperfect’ 
approach to lifestyle and diets4, which 
is why it pays for operators to know 
what customers need and can off er 
a variety of options, from indulgent 

pastries to gut-healthy or protein-
packed dishes.   

“Here at Bridor, we’re dedicated 
to delicious products that people 
can trust. In fact, 82% of our savoury 
snacks are ‘Bridor Clean Label’ in 
2024, meaning they are made from 
ingredients of natural origin, even 
with aromatic or texture-enhancing 
properties such as vanilla for fl avour 
or turmeric for colour.”  

Last year was a positive one for the 
out-of-home market, with over £48bn 
spent on food in cafés, restaurants and 
hotels, an increase of 14% YoY5. Within 
that, breakfast was one of the fastest-
growing meal occasions6, bucking its 
perception as the most skipped meal of 
the day and demonstrating its worth to 
hospitality outlets.    

“With more offi  ce-based days, we 
expect this trend to continue, with hot 
drink and morning snack combinations 
especially appealing to price-conscious 
shoppers. In terms of popular breakfast 
items, classic pastries such as croissants 
or pain au chocolat remain winners 
and are the ideal accompaniment to 
a coff ee. That’s not to say you can’t 
experiment with innovations to cater 
for adventurous eaters. 

“For example, Viennese pastry 
fusions – incorporating global 
fl avours – are impactful in-store and 
on social media. We know that 60% 
of consumers love vibrantly coloured 
and decorated pastries7, so operators 
can help theirs stand out, especially in 
displays with fruit toppings or glazing.   

THECAFELIFE.CO.UK  |  CAFÉ LIFE
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SOCIALLY ACCEPTABLE
Bears Ice Cream Imaginarium is a 
family-owned, premium artisan 
operator with a cult-like following 
for its creative combinations. This is 
illustrated by the latest range, which 
launched in February 2025. 

Founded in 2016 by English/
Icelandic couple, Phil Harrison and Vera 
Thordardottir, the latest Ice-Cream 
Sandwich menu has been hand-crafted 
with precision at their Whitstable 
kitchen. The curated selection of fi ve 
signature off erings is designed to 
bring Instagram appeal to cafés and 
restaurants. It features fi ve fl avours, 
including one plant-based variety: 

● Triple Chocolate Salted Caramel 
● Lemon Meringue Pie

● Peanut Butter Miso Caramel
● Raspberry Ripple Birthday Cake
● Strawberry and Sprinkles (PB).

Award-winning chef, Harrison, 
said: “Bears is all about bringing joy to 
customers. Our ice cream sandwiches 
add a playful element to our wholesale 
menu, so that cafés and restaurants can 
up-level dessert menus this summer.”  

Multi-award-winning, Bears Ice 
Cream Imaginarium was crowned 
Producer of the Year 2025, Kent & 
Medway Food & Drink Awards; Best 
Local Food & Drink Producer in Kent 
2024 by Muddy Stilettos; scooped gold 
at the Taste of Kent Awards 2024; and 
were third in the London heat of the 
Gelato World Masters competition.

Along with their ice cream 

sandwiches, they have recently 
launched tubs, made up of all three 
medal-winning gourmet fl avours, 
along with seven new varieties.

STORYTELLING GOALS
“At Bears, every fl avour starts in the 
kitchen – not in a lab,” continued 
Harrison. “Our approach is very 
chef-driven, which means we build 
each recipe from scratch using real 
ingredients, seasonal produce and a 
whole lot of imagination.

“Our Blueberry & Lavender Jam 
Meringue Swirl, for example, was 
inspired by a walk through the 
lavender fi elds at Castle Farm, Kent. It’s 
creamy, fl oral, fruity and textural. Our 
Banana Miso Butterscotch came from 
a mission to fi ght food waste – we use 

Sweet dreams
Bears Ice Cream Sandwiches are all set to make summer menus sizzle. 

28
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‘last date’ bananas that are too ripe for 
retail but perfect for making fl avour 
sing. The miso brings umami, the 
butterscotch adds indulgence. We’re 
not just making desserts… we are 
telling stories through fl avour.”

Consumer trends are evolving faster 
than ever, with a desire for authenticity, 
sustainability and surprise, alongside 
a hunger for more meaningful 
indulgence. Treats that taste incredible 
but are made responsibly. 

“People want to know what’s in their 
food and where it comes from. So, we 
lean into that by working with local 
growers, embracing surplus produce 
and constantly innovating. We also 
see a big trend towards texture and 
complex fl avour – it’s no longer just 
about ‘chocolate or vanilla’. People 
are craving depth.”

And there’s a delicate balance 
between tradition and something 
shiny and new, with Bears Ice Cream 
Imaginarium looking to be completely 
diff erent to everyone else. 

“We make ice cream that is delicious, 
memorable and fun. We think outside 
the box to create these experiences. 
Life is too short for boring ice cream.”

They’ve built strong working 
relationships with independent 
restaurants and cafés, connecting 
through passion and creativity.  

“Many places take our wholesale 
range. We make bespoke fl avours for 
a small selection of restaurants too. It’s 
about connection and community. Also, 
we don’t follow trends – we set them. 

“Our edge is our culinary 
background, commitment to 
sustainability and relentless creativity. 

We’ve developed over 170 original 
fl avours, while never compromising on 
ingredients. Everything is churned in 
small batches here in Whitstable. Plus, 
our storytelling sets us apart. From the 
design of the scoop to the sourcing of 
the produce, we want every element to 
feel considered and full of character.”

And Harrison has straightforward 
advice to any operator considering the 
ice cream route. 

“Think beyond the cone. Ice cream 
isn’t just for sunny days – it’s incredibly 
versatile. Serve with warm brownies, 
aff ogatos, French toast, cocktail 
pairings or even savoury dishes.

“The key is integration in a way 
that refl ects your brand. Use it to 
elevate the dessert menu or add a 
‘wow’ moment to brunch. A scoop of 
seasonal sorbet with fresh fruit or a 
mini ice-cream sandwich with coff ee 
can create real theatre for your guests. 
Keep it simple but don’t be afraid to 
surprise,” concluded Harrison. 

Email hello@bearsicecream.co.uk or 
visit bearsicecream.co.uk. 

29
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Web Banner Specs
300 x 250 pixels (w x h) with a maximum files size of 250KB 
in JPG, PNG GIF or HTML5 format. Banners can be static or 
animated.
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.

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 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.


