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Continue this journey with us:
Together we shall achieve another 50 years.

TOGETHER
WE HAVE GONE FAR

Casa Julia is thrilled to share that 2025 marks our 50TH
ANNIVERSARY in business. For five decades, we have been 

supplying the UK MARKET with an extensive range of HIGH
QUALITY PRODUCTS and OUTSTANDING SERVICE

to all our customers. We extend our HEARTFELT
GRATITUDE to all our customers 

for their support over the years. 

To mark the occasion we shall have many 
promotions throughout the year to celebrate.
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1987: Casa Julia sponsored a local cycling team
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Pizza, Pasta & Italian Food Magazine is circulated to 
some 10,000 industry professionals across the retail, 
foodservice and manufacturing sectors of the UK’s Italian 
food business, and the supply chain which supports it 
– many of whom are also actively involved in the PAPA 
trade association and the ‘PAPAs’, its prestigious annual 
industry awards. 

Circulation is comprised of PAPA members, including 
independent and chain operators, subscriptions and 
targeted promotional mail-outs, as well as regular media 
partnerships (the EPS, for example).

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

& Italian food magazine

Pizza, Pasta & Italian Food is the trade magazine of the 
UK’s Pizza, Pasta & Italian Food Association – which 
celebrated its 45th anniversary in 2022. Starting out 
as the Pizza Press in the early 1980s, the magazine 
soon established itself as a unique source of news 
and information for those in the UK’s burgeoning 
Italian food and restaurant trade. A distinction it has 
maintained to this day.

Over the years, the magazine has reported on the 
sector-defining rise and popularity of brands such 
as Pizza Hut, Domino’s and Pizza Express, alongside 
cutting-edge independents who have made their mark. 
More recently, it has focused on oven trends, the 
continuing drive to bring authentic Italian products and 
dishes to UK palates, financial challenges – especially 
around imports and exports – while expanding its focus 
on profiles, show previews, restaurant launches, recipes 
and thought leadership articles.

Editor, Alex Bell, who has worked in journalism for 26+ 
years, has redeveloped and energised the content and 
design of the magazine – and has the ear of many of 
the main players in the UK market. He is also editor of 
sister publication, Café Life.
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FEATURES LIST 2026

For nearly 30 years, the SunBlush® range from Leathams
has added versatility to menus. The team takes us through 
the product journey and its latest storage solution. 

gourmet 
touch
A

SunBlush® Slow Roasted Tomato Wedges in Marinade with 
Chefs Brigade® Burrata, Pesto Verde and Pistachios

TOMATOES TOMATOES
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BIG HIT
Tomatoes are the heart of Italian cuisine, 
bringing vibrant colour, rich fl avour and 
natural sweetness to countless dishes. 
Among the many products available, 
SunBlush® tomatoes stand out for 
their intense richness and deep umami 
profi le. Slow roasted to perfection, they 
elevate everything from antipasti to 
pasta sauces. For chefs looking to add a 
gourmet touch with minimal eff ort, they 
are a true menu enhancer. 

The first of its slow roasted and 
semi-dried kind to be brought to the 
UK market, Leathams® created and 
launched the SunBlush® brand in 1996, 
enjoying instant success with major UK 
retailers – first on deli counters, then pre-
packed pots, salads and on top of pizzas. 
It became a household name when 
they were regularly featured in recipes 
and even TV ads with Jamie Oliver for 
Sainsbury’s in the early noughties. Since 
then, the term ‘sun blushed’ has become 

synonymous with the process of slow 
roasting semi-dried tomatoes, and in 
fact other vegetables, tapenades and 
chutneys. It’s also become a popular 
menu item across the casual dining, pub 
group, events and stadia sectors. 

WHAT IS THE DIFFERENCE?
S unBlush® tomatoes are specially 
cultivated and undertake a rigorous 
selection process dependent on colour, 

intensity of taste, texture, natural sugar 
levels and freshness. Varietal research 
has allowed the fi ne-tuning of tomatoes 
perfectly adapted to the process and 
most importantly to the end-product. 

After this rigorous selection process, 
SunBlush® tomatoes are hand harvested 
once at optimum ripeness. They are 
transported, sorted, quality controlled, 
washed and cut, then slowly oven dried 
to concentrate the aromas and bring out 
the flavour. A second selection process 
ensures all products meet the SunBlush® 
standards, before being gently mixed 
with oil, garlic and aromatic herbs in a 
signature marinade. The short timing 
between harvest and roasting is 
a guarantee of quality and best 
taste preservation. 

Obviously the slow roasting 
process is also key, for around 
10 hours at 54°C in a controlled 
oven. This is the magic way 
to concentrate and sublimate 
their taste, while keeping them 
plump and juicy. Water is drawn 
out through osmosis, reducing 
moisture at 4:1 concentration, 
preserving the flavouroids. 
That’s why SunBlush® is well 
loved by chefs, critics and 
manufacturers alike. They have 
a noticeably soft texture with 
slight bite, making them ideal 
for pastas, on top of pizzas, in 
salads and sandwiches. Finally, 
they are either coated in the 

marinade or left in their naked state. The 
flavour has an intense sweetness, with 
aromatic, acidic and salty notes. 

SunBlush® products are not to be 
confused with sundried tomatoes, which 
are dried in direct sunlight, giving a lot 
less control over the process. They have 
a firmer, hardier texture, more suited to 
cooked dishes like couscous and stews. 
There’s an intense sweetness but they 
are also tart, with a slightly woody   finish.

FOR EVERY OCCASION
A brand born of innovation, the 
SunBlush® range is always evolving. 
Built on the shoulders of the original 

Quiche with SunBlush® Marinated 
Tomato Wedges

Tart with SunBlush® Slow Roasted 
Tomato Segments in Marinade

SunBlush® Slow Roasted Tomatade 
Rigatoni with Chefs Brigade® Pesto 
Verde and Mozzarella Pearlsa

SunBlush® Baby Plum 
Tomato Halves in Marinade

TOMATOES TOMATOES
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Taste the 
sensation!
FRESH FACES
It’s an exciting time for Salvo 1968 right now. While always 
reassessing the product portfolio and looking at ways to add 
value for customers, the business has been expanding its 
healthier options. 

“This includes our newly launched wheatgerm fl our range – 
a more nutritious, digestible fl our, due to the patented way in 
which the wheatgerm is extracted,” said Rosa Gibson, brand & 

marketing director. “The demand for nutritious options keeps 
growing. We are stocking vegan, vegetarian and halal choices 
suitable for pizza and pasta dishes. That also includes allergy-
friendly off erings like gluten free, with pasta, bases and fl our, 
including premium desserts from Dolce Tuscia.” 

Also proving popular are individual portion and pre-
portioned freezer-to-plate desserts. “I think there is such a 
need to reduce waste from both a cost and sustainability point 
of view, that these solutions are now essential parts of the 
portfolio,” continued Gibson. 

“There is also an ongoing increased expectation for 
premium authentic ingredients and information regarding 
their provenance. This echoes the trends we’ve seen for some 
time in consumer retail.

The evolution of Italian food continues, from the streets to gluten free desserts and 
sweet pizzas – and Salvo 1968 is ideally placed to deliver on customer requirements.

TRENDS FOCUS
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“As the owner base of ‘Italian’ restaurants becomes more 
diverse with many non-Italian owners and chefs, we see fewer 
traditional toppings and diff erent types of pizza and fresh 
pasta concepts growing in popularity. Of course, authentic 
Neapolitan is still incredibly popular but restaurants are 
branching out into pinsa and Detroit-style, for example, 
and even sweet pizzas. And fi nally, we’re seeing a surge in 
pistachio-fl avoured products.”

CASUAL SHIFT
Italian food is riding the crest of a wave in the UK. While always 
considered some of the highest quality ingredients in the 
world, there’s a palpable energy for authentic dishes with a 
regional fl air. 

“We’ve seen a big shift across the board to more casual 
dining since the pandemic. So, we’re aware of a big growth 
in Italian street food and small plates – such as arancini and 
panzerotti (fried dough pockets) – as well as panuzzo, a kind 
of Italian sub sandwich, along with pizza. And we’re noticing 
how prevalent fusion fl avours are on menus.  

“Sharing platters remain extremely popular. In the pub 
sector, charcuterie and cheese sell well and our catering 
customers tell us that grazing boards are very much en vogue 
for parties and events.

“And I don’t think good pizza ever goes out of fashion, 
which is why so much of what we off er customers is centred 
around it. But as people travel again, they‘re falling in love with 
a wider variety of Italian dishes and regional fl avours and that 
can only be good news for all of us. We’re including speciality 
Italian desserts in that too, such as maritozzi, cannoli fi lled with 
unique fl avours and more gelato varieties.”

GREAT SAVE
With cost burdens across the board, foodservice is doing it 
tough right now – but Salvo 1968 has a plan to help negotiate 
these choppy waters. 

“It’s been one of the toughest times in history for cost 
pressures. With Brexit and Covid impacting recruitment, staff  
costs have been a huge issue for several years now. And, 
of course, ingredient costs have rocketed. That’s why we 
introduced Salvo Savers – to try and mitigate that a little. 

“We kept hearing from customers that they were desperate 

to off er authentic premium products but they obviously need 
to be profi table too. So, we saw the need to create a core list 
of premium branded options that would enable them to do 
that. Most of the range falls in our pizza essentials category, so 
there are various fl ours from Casillo and Dallagiovanna, Fior di 
Latte mozzarella from Latteria Sorrentina, and some excellent 
charcuterie options. 

TRENDS FOCUS
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March Issue 232
SPECIAL: Pizza toppings 
	● Popular ingredients, consumer demand, 

gourmet, meats, international trends 
	● Gluten-free, free-from, vegan, vegetarian, 

organic, sustainability

FOCUS: Cheese and dairy – new products and campaigns,  
Italian traditions, alternative cheese, flavours and profiles

PREVIEW: IFE – International Food & Drink Event (30 Mar-1Apr)

Editorial deadline: 3/2/26
Advertising deadline: 6/2/26
Publication date: 19/2/26

May Issue 233
SPECIAL: Flour – Italian tradition, varieties, NPD

EXCLUSIVE: Ovens and kitchen equipment – energy-saving  
and NPD, company profiles/Q&A, trends & next generation

FOCUS: Business operations
	● Franchising case studies/property/international expansion
	● Delivery challenges, technology, insurance, hygiene, safety
	● Premises, new sites

PREVIEW: The International Franchise Show (17-18 Apr)

Editorial deadline: 24/3/26
Advertising deadline: 27/3/26
Publication date: 9/4/26

July Issue 234
SPECIAL: Tomatoes – seasonal outlook, prices, climate factors,  
company profiles, supply, market forecasts 

FOCUS: Plant-based & free from/vegan/vegetarian
	● Foodservice operators and manufacturers
	● Product developments and consumer trends
	● Six-month 2026 analysis

EXCLUSIVE: AI/tech/delivery – staffing, market leaders, EPoS

FOCUS: Italian wines

Editorial deadline: 26/5/26
Advertising deadline: 29/5/26
Publication date: 11/6/26

August Issue 235
PREVIEWS: The National Restaurant, Pub & Bar  
Show/lunch! (16-17 Sep); Speciality & Fine Food Fair (15-16 Sep)

FOCUS: Pizza/pasta schools – UK operators,  
expansion, teaching techniques, schedules

SPECIAL: Drinks – alcoholic, non-alcoholic,  
wine focus, tea/coffee, menu innovation, pairing

EXCLUSIVE: Italian bread 
	● Focaccia/pizza bianca/ciabatta, etc
	● Deli profiles and sandwich fillings
	● Consumer favourites & seasonal trends 

FOCUS: Italian wines

INSIGHT: Pizza bases & dough balls – trends,  
ingredients, dietary alternatives, business partnerships 

Editorial deadline: 28/7/26
Advertising deadline: 31/7/26
Publication date: 13/8/26

October Issue 236
EXCLUSIVE: Commercial kitchens/delivery & ordering systems  
– EPoS, hot bags, energy saving, packaging, ovens, equipment

PREVIEW: EPS

FOCUS: Italian wines

SPECIAL: Pasta & pasta sauces
	● NPD & consumer trends
	● Manufacturer/operator insight & company profiles
	● Festive market & offers

Editorial deadline: 29/9/26
Advertising deadline: 2/10/26
Publication date: 15/10/26

December Issue 237
SPECIAL: PAPA Awards review

REVIEW: EPS/2026 insights

FOCUS: Italian wines

INSIGHT: Oils and fats – new products,  
innovation, trends

FOCUS: Ice cream & desserts 

Editorial deadline: 1/12/26
Advertising deadline: 4/12/26
Publication date: 17/12/26

& Italian food magazine

www.pizzapastamagazine.co.uk

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

All dates correct at time of going to press. 
For the most up-to-date information, visit pizzapastamagazine.co.uk
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DOUBLE PAGE SPREAD
Type area = 260 x 385mm
Bleed = 303 x 426mm
Trim = 297 x 420mm

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

HALF PAGE HORIZONTAL
130  x  186mm

QUARTER PAGE VERTICAL
90  x  130mm

HALF PAGE VERTICAL
256mm  x  90mm

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

RATES CARD

We offer a standard web banner size at 300 x 250 pixels (w x h) with a 
maximum files size of 250KB in JPG, PNG GIF or HTML5 format. 

Solus HTMLs are also available and sent to over 5,000 email recipients. 
Availability is limited so pre-booking is recommended.  
Prices start from £399 per solus HTML.

We can embed videos-links and similar to the digital version.

For costs and availability, contact Andrew Emery

Email: andrew@jandmgroup.co.uk

Telephone: (01291) 636334

DISPLAY ADVERTISING RATES
Front cover panel....................................................... £1850
Inside front cover....................................................... £1550
Outside back cover.................................................... £1850
Inside back cover....................................................... £1550
Double page spread.................................................. £2250
Page........................................................................... £1350
Half............................................................................... £850
Third............................................................................. £650
Quarter......................................................................... £575
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.

If you are interested in any of the above, please 
contact Andrew Emery on 01291 636334 or  
andrew@jandmgroup.co.uk

ARTWORK SPECIFICATION
If you are supplying your own artwork to Pizza, 
Pasta & Italian Food Magazine, 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
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12 month supplier listing on  
Pizza Pasta website from	 £125*

1 month web banner on Pizza Pasta website	 £399

Non Solus advert on Pizza Pasta e-bulletin	 £399

Solus e-bulletin	 £599

Banner on Pizza Pasta website	 £350 pcm

News feature	  £99

E-newsletter 	 £499

Embedded video on digital advert 	 £69

Listing on the Pizza Pasta 
digital supplier directory	 From £25 per annum

DIGITAL ADVERTISING OPTIONS

*Please contact Andrew Emery for information on the various packages available. andrew@jandmgroup.co.uk (01291) 636334

Six
appeal Santa Maria has opened another 

pizzeria in London, where attention 
to detail is everything. 

OFF BROADWAY
Growing any pizzeria brand is an 
outstanding achievement, especially 
in the current hospitality climate. And 
Santa Maria’s recipe has been successful 
for 15 years, with a new London site in 
Paddington having just opened. 

It’s a sixth location and another 
exciting chapter for founders Angelo 
Ambrosio and Pasquale Chionchio, 
whose friendship dates back to Napoli 
in the 1990s. Since launching their 
first 25-seat pizzeria in Ealing in 2010, 
expansion has included Fulham, Fitzrovia, 
Islington and Kew Gardens – before their 
latest site at 13 Norfolk Place. 

“Being born as a brand in West 
London, we always try to move to 
areas which are easily reachable from 
Ealing, our native area,” said Ambrosio. 
“A mutual friend knew about the 
Frontline Club, with headquarters in 
the same building, who wanted to 
cease their food operations and were 
looking for an operator to take over. 
And when we first visited, we fell in love 
immediately. Then we saw the hospital 

named after Santa Maria [St Mary’s] 
next door and it was a sign to take 
that opportunity!”

Of course, the key to success starts 
with your kitchen set-up – and Santa 
Maria leaves no stone unturned. 

“For the oven, we fly back home and 
ask our maestro, Giuseppe Medaglia, to 
craft one of his beautiful masterpieces. 
Each brick (called Biscotto di Sorrento) 
is individually handmade and cooked at 
1000 degrees – underneath the cooking 
stone, there is volcanic sand from 
Vesuvius. The rest of the equipment is 
the best we can get on the market. You 
can save money on everything but that. 
You don’t want to break your dough 
mixer on Saturday morning and run out 
of an essential ingredient.” 

For the look and feel of the 
Paddington site, Block 
1: Design was 
brought in – 
an award-

winning creative team, who helped 
recreate Neapolitan vibes through 
visual aspects on the walls. 

ENDURING LEGACY
Santa Maria has built a loyal following 
with its wood-fi red pizzas and 
exceptionally high standards of service 

– but it’s not 
been easy. 

“We usually work with agents 
that source ingredients to suit 
customer taste. In the future, we’d 
like to partner with suppliers that 
take sustainability seriously.”

BUSINESS OPERATIONS BUSINESS OPERATIONS
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“The sector has changed so 
dramatically in 15 years. Brexit and the 
pandemic have reshaped the role of 
hospitality and its clientele. Sourcing 
professional and hard-working staff 
has become very difficult, while Covid 
changed the perception of enjoying 
the experience of going out for a meal. 
It used to be a must and was a natural 
part of people’s lifestyle, with social life 
mostly built on face-to-face relationships. 

“Today, potential customers are going 
out less and less, with delivery platforms 
more popular than ever. We are also 
becoming an introverted society, looking 
closer to a dystopian future depicted in 
those BBC dramas! Plus, the cost of living 
is not helping in any way.”

Which is why business relationships 
built by the Santa Maria team are so 
important in terms of equipment,  
supply and logistics.  

“We usually work with agents that 
source ingredients to suit customer 
taste. In the future, we’d like to partner 
with suppliers that take sustainability 
seriously. We have to be more aware of 
environmental issues, so the reduction of 
our carbon footprint is a priority.”

Essentially, it’s the food quality and 
enduring legacy of pizza that’s the 
heartbeat of Santa Maria. But being 
aware of the evolving marketplace is key. 

“After 15 years of something of a 
Neapolitan monopoly, a number of new 
pizza trends are populating social media 
posts. The Italian offering is not alone 

any more, with a focus on American 
styles – especially Detroit. 

“Apparently, a London-inspired 
creation is in the pipeline. It just shows 
how pizza is the most incredible food. 
You can make it in any style and it 
has immediate crossover and appeal,” 
concluded Ambrosio.  

BUSINESS OPERATIONS BUSINESS OPERATIONS
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Can you expand on key trends and 
customer expectations in 2025. 
We stay closely connected to evolving 
consumer needs that shape behaviour 
in the kitchen and at the shelf. While 
cost-of-living pressures continue to 
affect basket choices, there’s a clear shift 
towards premiumisation. Shoppers will 
pay more for brands that offer superior 
taste, convenience and value for money. 
In the ambient tomato category, Mutti’s 
commitment to delivering only the 
best – like our Polpa, made with 99.8% 
tomatoes – gives them confidence it’s 
worth the spend.

Heightened scrutiny of ultra-
processed foods has also made 
ingredient transparency and simplicity a 
priority. Consumers are now label-savvy, 
employing apps like Yuka to better 
assess quality, holding brands to higher 
standards of responsibility. Our approach 
to minimal processing – packing 
tomatoes within 24 hours of harvest, 
without additives or preservatives – 
continues to resonate. In a world of fast 
claims and hidden compromises, trust 
in provenance and process matters. And 
for over 120 years, that’s how we’ve 
quietly built our name. 

We’ve seen your TV ads – how has that 
gone and what’s next for the business?
Our most recent campaign has been a 
fantastic moment, helping us reach even 
more households. It’s part of a wider 
strategy to grow awareness and remind 
consumers that a tin, jar or tube of 
tomatoes can be simple and exceptional.

Since entering the UK five years ago, 
we’ve invested in brand equity through 
TV, digital and in-store touchpoints. 
That commitment has paid off, having 
achieved over £40 million in retail 
turnover, remaining one of the fastest-
growing brands in the category. Our 
current ‘Deceptively Simple’ campaign, 
backed by £5m-plus investment 
this year, captures the heart of what 
we stand for: beautifully ripe Italian 
tomatoes, harvested at their best and 
handled with care.

We’ll build on this momentum with 
initiatives like our Mutti Famiglia email 
series, social media content and  

TOMATOES
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The authentic 
choice

Quality and provenance are making all the difference at 
a thriving Mutti UK, according to Louise Jobson, head of 
category & shopper marketing.

TOMATOES
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hands-on experiences – from sampling 
tours and pizza parties to immersive 
dining events.

Obviously, the political landscape is 
volatile. How is that affecting Mutti  
and trading partnerships?
The current global climate is complex 
but our response is rooted in resilience 
and clarity of purpose. Mutti has always 
been driven by long-term thinking – 
investing in relationships, sustainable 
farming and robust supply chains.

In times of global uncertainty, people 
seek out what they trust. Mutti continues 
to grow because quality, transparency 
and a strong sense of origin matter 
– especially when the world feels 
unpredictable. By sourcing our tomatoes 
exclusively from Italy and working 
closely with over 800 farmers across both 
the north and south, we’ve built a supply 
chain that is not only environmentally 
efficient but remarkably resilient.

Our deep, long-standing relationships 
– with farmers we know personally and 
pay above market rates – allow us to 
remain true to our values. While core 
operations are rooted in Emilia-Romagna 
in northern Italy, additional varieties are 
grown in Puglia and Campania in the 
south. To preserve peak freshness, they 
are harvested and delivered within hours 
to our processing facilities, where they’re 
transformed with the same care and 
dedication that define the Mutti name.

The reputation of Italian food in the UK 
has never been higher – do you agree? 
It’s continuing to connect deeply with 
British consumers because it delivers on 
three key things: familiarity, trust and 
flavourful yet versatile ingredients. At 
a time when shoppers are concerned 
about what’s in their food, Italian cuisine 
offers a kind of quiet reassurance.

We’re also seeing appreciation for 
regional authenticity. 
Consumers are 
increasingly curious 
about food origins, 
exploring the diversity 
that sits within 
the wider Italian 
landscape. As a brand 
born and rooted in 
Parma, we’re proud 
to honour those 
traditions. From our 
specialty San Marzano 
tomatoes and 
regionally inspired 
passatas, to pasta 
sauces that showcase 
character – like our 
version with sweet 
Rossoro tomatoes and 

Genovese DOP basil, or another enriched 
with Parmigiano Reggiano PDO, made 
only in select northern provinces. We’ve 
brought the same level of care and craft 
to our Aromatica Pizza Sauce, which 
combines 100% Italian sun-ripened 
tomatoes with a well-balanced blend 
of basil, oregano and onion, inspired by 
traditional pizzerias.

Even beyond the hob, we’re extending 
the Mutti experience with products like 
our Classico Ketchup, which combines 
120 years of tomato know-how with a 
format that fits everyday life.

You’ve been around for over a 
century… how do you continue to 
thrive in such a competitive sector?
After 120 years, our ability to stay 
relevant comes down to never 
compromising on quality, treating 
partners with respect, and constant 
evolution. Mutti’s mission – to raise the 
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OUR EDITORIAL POLICY AND GUIDELINES

www.pizzapastamagazine.co.uk

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, 
representing something that is genuinely new. 
Please email these to alex@jandmgroup.co.uk for 
consideration. 

Advisory articles: We welcome these, but they must 
be balanced, impartial and of genuine assistance 
to 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 speak to the editor about the 
subject matter before writing anything.

Profiles: We occasionally profile businesses but there 
must be a strong case for doing so, such as a case 
study showing how an approach to selling products is 
producing real results, or how a new development is 
transforming the market.

Market research: We regularly run market trend 
stories from key research organisations, 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.


