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ABOUT US
Sandwich & Food To Go News magazine is the only 
UK trade publication totally dedicated to the sandwich 
and food to go sector and an acknowledged source of 
information and data! We’re the fi rst port of call for anyone 
wanting to know anything about the industry. 

A long-established and authoritative title – we’ve been 
going for 30 years – we are also the voice of the British 
Sandwich & Food to Go Association. 

We know all the players and have established relationships 
at all levels with buyers, suppliers and management. 

The bimonthly magazine includes regular profi les on 
outstanding outlets and individuals, case studies and 
dedicated sections for all aspects of the sandwich and 
food to go business, as well as pages devoted to new 
product developments. 

Association activities are covered comprehensively, 
alongside news and trade activity. We include extensive 
coverage of our own prestigious BSA Sammies Awards in 
the July issue every year, as well as the Sandwich Designer 
of the Year competition and regular events such as the 
British Sandwich & Food to Go Association Annual General 
Meeting and technical committees.  

It is a ‘must-read’ for those needing to keep up with 
legislation connected with all aspects of the industry. 
Sandwich & Food to Go News refl ects the growing 
popularity of sandwiches and food to go around the globe.

EDITOR
ALEX BELL
alex@jandmgroup.co.uk
Telephone: (01291) 636349

ADVERTISING
PAUL STEER
paul@jandmgroup.co.uk
Telephone: (01291) 636342

SUBSCRIPTIONS
SANDRA BENNETT
sandra@jandmgroup.co.uk
Telephone: (01291) 636348

PRODUCTION MANAGER
GARETH SYMONDS
gareth@jandmgroup.co.uk
Telephone: (01291) 636339

CONTACT US

biopak.com

BioPak creates sustainable foodservice packaging made from 
rapidly renewable, plant-based materials. We’re a globally 
recognised brand committed to disrupting the current take, make, 
waste model and leading the way toward a truly circular economy. 
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COME AND SEE WHATS
COOKING AT THE IFE 2023
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EAT HAPPY
EAT GRUMPY
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•  Lighter products, manufactured from single piece of board

•  Iconic Stagione®® shape and roll top design

•  Leakproof, grease resistant food packaging

•  Sustainably sourced, recyclable paperboard

see full range

NEW STAGIONE® LIGHT
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FEATURES LIST 2025
February Issue 215
PREVIEW: lunch! NORTH show

SPECIAL: AI, robotics, automation, machinery 
● Manufacturing, production, distribution
● Company and product profiles
● Sector innovation, key players 

FOCUS: Seafood, sushi & FTG fillings – consumer demand, NPD

Editorial deadline: 7/1/25
Advertising deadline: 10/1/25
Publication date: 23/1/25

March Issue 216
SPECIAL: Packaging
● Environment/eco responsibility      
● New developments, innovation, campaigns              
● Profiles, thought leadership, Q&A      

FOCUS: Meat products – category development, flavours, 
quality ingredients, consumer demand, innovation

PREVIEWS: Food & Drink Expo 2025, NEC Birmingham

INSIGHT: Snacks and impulse items, crisps, quick bites

Editorial deadline: 25/2/25
Advertising deadline: 28/2/25
Publication date: 13/3/25

May Issue 217
SPECIAL: Fillings
● Trends/consumer demand/provenance
● Meat, dairy, plant-based, vegan, free from, alternative
● Bestsellers, traditional & innovation

FOCUS: Food to go future – pasta, salads, festival prep, 
street food, international cuisine

EXCLUSIVE: Breakfast – market analysis, all-day breakfast, 
meal deals, convenience, health-conscious consumer

REVIEW: 2025 Foodservice Packaging Association (FPA) Awards 

Editorial deadline: 8/4/25
Advertising deadline: 11/4/25
Publication date: 24/4/24

July Issue 218
SPECIAL: Sauces, condiments, relishes & chutneys
● Flavour profiles, NPD, healthy options
● Global trends, menu versatility
● Seasonal variety, pairings, global inspiration

FOCUS: Environmental 
● Market-leading packaging, biodegradable products, 

waste disposal, labelling
● Case studies/thought leadership/profiles
● Challenges for the sector – how 2025 has shaped up so far

PREVIEW: lunch! show (part one – exhibitors & product launches)

Editorial deadline: 17/6/25
Advertising deadline: 20/6/25
Publication date: 3/7/25

September Issue 219
PREVIEW: lunch! show (part two)

SPECIAL: Breads & wraps – bakery market
● Purchasing decisions and differentiation
● Product variety (loaves, wraps, naans, pitta, 

muffins, bloomers, global flavours)
● Convenience options – for the consumer and operator/

manufacturer, sustainability

FOCUS: Hot food – pies, pasties, takeaways, emerging trends 
around accompaniments, serving options 

INSIGHT: Packaging – key players in 2025, environmental 
legislation, business outlook, industry advice, product development

Editorial deadline: 2/9/25
Advertising deadline: 5/9/25
Publication date: 18/9/25

November Issue 220
SPECIAL: Online ordering systems & logistics
● Software tech developments
● Innovation, products, loyalty cards, customer experience
● Key sector players/Q&A/profiles

INSIGHT: Cups & handheld items – branding opportunities, 
bespoke printing and labelling, recyclability & carbon footprint

FOCUS: Seasonal/festive fare, trends and NPD

PREVIEW: Veganuary 2025 & plant-based, free-from sector

Editorial deadline: 28/10/25
Advertising deadline: 31/10/25
Publication date: 13/11/25
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What was the process in developing 
these � avours and products?
We understand there are many 
options to choose from in the market 
for smoothies and shakes, which 
is why we partnered with Batch 
Organics. There were instant synergies 
for us in terms of passion for distinct 
products and � avours, while always 
focusing on ingredient quality. 

Working with Batch, we began 
to create a range based around key 
on-trend � avours including dragon 
fruit, matcha and protein, while also 
incorporating ingredients such as 
dates, almond butter and acai berries 
for something more distinctive.

Dragon fruit has exploded this 
season and can be found in many 
versions at Pret, Nando’s and Starbucks, 
to name a few. This smoothie is fast 
becoming our top-seller.  

Matcha has enjoyed a breakout this 
year, with beverage sales increasing 
by 114% in the UK (Emergen Matcha 
Report). It can now be found in 
many formats across co� ee shops 
and bakeries. Our Matcha Shake is 

� avoursome, with the addition of 
almond butter, vanilla protein, spinach 
and banana – it delivers a perfectly 
balanced drink.  

With protein on the continuous rise 
in many formats, and having seen a 
growing demand from customers, we 
wanted to introduce a distinct range of 
shakes to complement the smoothie 
range and provide added bene� ts.

Having created a range of eight 
recipes, we invited key customers to 
test them out, gain feedback, and see 
� rst-hand the small, hand-batched 
production site. We then tweaked the 
recipes and launched! 

FTG is on an upward curve. What 
makes you think you can get 
consumer cut-through?
Our smoothies and shakes have a 
huge point of di� erence compared 
to others in the market. They are often 
made with purées and concentrates – 
we can proudly say ours contain 
100% natural ingredients, with only 
Grade A fruit & vegetables. This 
creates a much more natural, smooth 
tasting drink and consumers can be 
con� dent of bene� cial features, as 
each pouch contains at least one of 
your � ve-a-day.

In terms of sandwich & FTG, where 
do you see this being particularly 
successful – and what’s the easiest 
way for operators to adapt menus?
Our biggest uptake in sales has been in 
co� ee shops. Having said that, we have 

several listings from the education 
sector and gyms/health centres. 
We are also supporting customers 
with method guides and free PoS to 
support promotion in-house. 

The range has ‘added bene� ts’, 
as it can be a multifunctional-use 
product, having the option to serve 
as an ‘on the go’ smoothie or shake 
or a healthy buddha bowl, using the 
smoothie as the base. This allows 
the customer to premiumise and 
create their own unique recipes, 
adding whichever seeds, fruit or oats 
they choose. We have also created 
handy menu cards to guide the 
customer on how to create these, 
alongside our RRPs.

What’s next for the business?
We have just completed sign-o�  
for our autumn/winter launch. Not 
giving too much away at this stage 
but expect an evolution of breads, 
an extension of products from Batch 
Organics, a focused range of grab-
and-go products and an exciting 
new partnership to complement our 
dessert range. It is a hard job but 
someone has to do it!

We are also working on an entirely 
new FTG concept, whereby we can 
o� er customers a full end-to-end 
solution for hot & chilled food, sweet 
bakery and co� ee, alongside a network 
of support from our 
teams. Our launch 
plan will be August – 
watch this space!

There’s a new range of smoothies and shakes from Delice 
de France. Category manager, Emma Woodcock, talks us 
through the fresh relationship with Batch Organics.

COLD DRINKS
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FRESH ANGLE
Pacific West has been at the forefront of responsibly 
sourced, innovative seafood products for over 25 years. 
And creativity around value-added fish, scampi, salmon 
and prawns is nothing new, but an innovative first for 
foodservice is sure to have an impact. 

“We are delighted to be showcasing our range of fully 
cooked seafood,” said Martin Finegan, managing director, 
Pacific West Foods. 

“This will enable operators with even the most limited 
cooking facilities to deliver a seafood solution on their 
menus. It’s all ready to eat in under two minutes in a ‘High 
Speed Oven’, such as a Merrychef. For manufacturers, the 
product is fully cooked so can be utilised to create paninis, 
wraps, tacos, salads and more – it’s a whole new angle. 

“Included is a new air crisp coating, enabling products  
to stay crisper for longer. For flexitarians, now is the time  
for food to go operators to take full advantage of this 
protein opportunity.”

And while the posh fish finger-style sandwich has been 
a hero product for some time, it has evaded the food to 

go sector to a degree. “Now, with the Pacific West fully 
cooked fish goujons, bites and portions, this can be a menu 
option,” continued Finegan. “The beauty of seafood is 
that it takes on flavours well, allowing manufacturers and 
operators to add on-trend sauces – we have seen growth in 
world flavours, including Korean, Japanese and Americana 
profiles across the sector. 

“But the traditional fish finger style sandwich, with a 
chunky tartare sauce, is timeless and missing in FTG…  
until now!”

DEVELOPMENT AMBITIONS 
Seafood has such a positive consumer profile in terms of 
its health and protein benefits, and while grocery inflation 
increased to 1.8% in July (up from 1.6% in June), global 
seafood costs are falling – and Pacific West is looking to 
take advantage.  

“Our innovation is chef and trend driven, while being at 
the core of what we do. We are constantly researching and 
eating out, with our development team challenging the 
manufacturing aspect of the business continuously.  

Creativity without compromise
It’s an exciting time at Pacific West, with a fully cooked  
seafood range focused firmly on the food to go sector.  
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“One example is the growth of sourdough on the bakery 
shelves in retail, inspiring our latest sourdough crumb that 
is on our fi sh portions and goujons – available in plain 
and lemon, it has been really exciting to bring this type of 
crumb to the FTG sector.

“We are known in the industry for creativity and working 
to challenge food trends in our range. Pacifi c West has won 
many awards over the years for our innovation, including 
in 2024 at the BFFF (British Federation of Frozen Foods) 
Awards Dinner – bronze awards for Sweet Chilli Squid Bites 
and Katsu Fish Goujons.  

“The secret is to never stand still, while looking to lead 
the market and add value for customers. Whether that is 
new style coatings, fl avour profi les or ranges like the fully 
cooked, we are always exploring new ideas.

“Being a manufacturer, we are perfectly placed to work 
with customers on exclusive products and see it as a joint 
partnership. Customers know that buying Pacifi c West is a 
mark of quality and consistency.”   

ONGOING TALKS
While Pacifi c West has relationships with major pub and 
restaurant brands, with the new fully cooked range, it is 
seeking connections with QSR, travel and FTG sectors. 

“In addition, we are in discussion with manufacturers 
that supply this sector. Our expertise in manufacturing and 
managing the complex supply chain means we are already 
geared up to work at scale and a fast pace.” 

And with green shoots of optimism in hospitality having 
been boosted by the fi rst quarter-on-quarter growth in 
outlets in two years, by 0.5% (Hospitality Market Monitor 
from CGA by NIQ & AlixPartners), with easing of infl ation 
and household bills, these numbers are a welcome sign.   

“It’s important to clarify that we have our own 
manufacturing plants, meaning that we are the producer 
and therefore not layering margins on costs. This helps us 
to maintain competitive pricing to enable our customers to 
make their margin too.

“We invest in NPD and, due to our scale, look at global 
sourcing – i.e. prawns, fi sh, squid at the best market price, 
without compromising on quality and processing standards. 
This raw material is then sent to our manufacturing plant 
to create the end-product. Our UK team is dedicated to 
understanding the complex market on the ground here.

"For manufacturers, 
the product can be 
utilised to create 
paninis, wraps, tacos, 
salads and more."
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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 7,000 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)

The magazine is distributed to over 10,000 people within 
the industry, including British Sandwich & Food To Go 
Association members such as Greencore, WH Smith and 
Greggs. We also mail out to non-BSA members, including 
independent sandwich bars and retailers. The circulation 
is created by subscriptions, targeted promotional activity 
and BSA membership, offering a diverse readership. The 
magazine is also distributed to events throughout the year, 
including the Sammies, lunch! and FoodEx. It is also emailed 
out on each publication date to over 10,000 contacts within 
the industry.

DISTRIBUTION

DIGITAL ADVERTISING
www.sandwich.org.uk – the home of the 
British Sandwich & Food to Go Association – is the UK’s 
leading online resource for the sandwich industry.
Whether searching for a new supplier, technical advice or 
the latest industry trends, an average of 7,500 unique visitors 
come to the site each month.
With around 20,000 page views delivered each month, 
advertising across the site provides excellent brand exposure, 
while specifi cally targeted ads – for example, a mayonnaise 
supplier with a banner ad on the ‘Dressings, Sauces and 
Mayonnaise’ directory page – can achieve click-through 
rates as high as 22%.
Analysis of our visitor behaviour suggests that most are 
sandwich industry professionals 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.
In 2020, we launched a brand new magazine website – 
www.sandwichandfoodtogonews.co.uk 
This offers access to our extensive library of back issues, 
all password-free, together with news, advice, a dedicated 
sandwich recipe section and the digital version of our annual 
Suppliers Directory.
The online version of each issue includes the opportunity to 
have hyperlinks from each advert.

THE RIGHT CHOICES
Whether it’s Paul Newman, Ed Sheeran 
or Heinz behind the product, the 
condiments and sauces market is 
simply irresistible. However, with 
consumers increasingly concerned 
about sourcing, sustainability and 
dietary choices, the traditional 
additions to commercial sandwiches 
and food to go could well be due  
a makeover. 

Although a seemingly obvious 
way to bring healthy improvements 
to the nutritional column, as well as 
introducing flavours to customers, 
many of the major condiment 
suppliers have yet to embrace the idea 
of rethinking their offering from this 
fresh perspective. It’s primarily new 
kids on the block in the consumer 
sector leading the way. And the eye-
watering numbers cannot be ignored. 

“Sauces and condiments are staple 
ingredients in the chef’s pantry today, 
with sales standing at £767 million 

[Kantar, 2022],” according to Rachel 
Shoosmith, Creative Foods’ marketing 
manager – a business with years of 
experience, bringing high-quality own 
label, bespoke and branded products 
to retail, foodservice, wholesale and 
b2b customers. 

“The hot sauce category has seen 
volume growth of 6% over the past 
five years [IRI, Feb 2022]. It’s certainly 
an area for caterers to focus on.” 

But what is also 
inescapable is Britain’s 
health crisis, with the 
third-highest obesity 
rate in Europe, behind 
only Malta and Turkey – 
and almost one in three 
adults now classified as 
clinically obese [Institute 
for Government]. At the 
heart of the issue are the 
so-called ultra-processed 
foods – many a sauce and 
condiment included – 

which experts believe are contributing 
to the problem. 

It’s in this vice-like squeeze 
between government and expert 
pressure, and consumer taste and 
desire, that opportunities for new 
sources for our sauces can be found. 
There are lessons here, if only visible  
in the direct-to-consumer sector of 
the market. 

health
Sauce 

They’re a key accompaniment for 
sandwiches, food to go and so 
much more. But could a wholesome 
approach to condiment and sauce 
ingredients help with health?

of good
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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

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

HALF PAGE HORIZONTAL 
130 x 180mm

HALF PAGE VERTICAL
247mm x 86mm

QUARTER PAGE VERTICAL
86 x 130mm

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

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 Paul Steer 
if you require information on any 
advertising formats/requirements 

which are not listed 
paul@jandmgroup.co.uk 

(01291) 636342

LOWER PRICE POINTS
As another distinctly lacklustre British summer fades into 
memory and temperatures fall, operators in the hot food 
sector are more fi nely attuned to customer expectations. 
While clear behavioural patterns are somewhat diffi  cult to 
predict post-Covid, quality and cost are front and centre.

Figures from Mealtrak tell us that the food to go (FTG) 
sector overall is proving fairly resilient to the cost of living 
crisis, with the market down 2% in terms of occasions and 
up 6% by value (refl ecting the impact of infl ation), over the 
52-week period to 10 July 2023. 

The winners are multiples and discounters, who are 
leading the way and seeing 20%+ value growth, probably 

driven by lower price points and strong value propositions. 
Across FTG as a whole, including QSRs and coff ee shops, 
hot food and drink accounts for just over half of total sales 
by value (52%) and, with growth in line with the market at 
4.5%, this is largely unchanged compared with last year. 

But one key trend is that while hot food sales are holding 
up well, hot drinks are feeling the pressure – perhaps 
because they are a more discretionary purchase and easier 
for consumers to cut back on. In coff ee shops, in particular, 
sales of hot food have impressed, up 17% (especially hot 
sandwiches +29%), while a fall in hot drink sales has held 
back overall growth to 3.5%. In QSRs, where hot food and 
drink accounts for over 80% of sales, performance has 
been weak across the board (+1% value), but hot food 
has held up better (+3%) than hot drinks, which have 
underperformed at -9%. 

Success in multiples has been driven by ambient FTG 
and consumer uptake of meal deals. The clear message is 
to ignore the hot food option at your peril. 

DAYTIME SENSITIVE
The experts at Lumina Intelligence highlight that more 
people are having eating and drinking out occasions, but 
are doing so less frequently. Its recent Eating and Drinking 
Out Panel revealed that while the dinner day part has seen 
a decline in occasion share, there’s been a recovery in day 
part occasions – directly aff ecting FTG. While the restaurant 
channel continues to struggle, aff ordable options earlier in 
the day are on the rise. 

Taste sensations

Planet Café: Ham Hock

Finding the right combination of quality and value for money in the hot food sector is a 
challenge – but these operators are setting the standards. 

52   I   www.sandwichandfoodtogonews.co.uk

HOT FOOD

The first and still the best.
Celebrating 10 years of our game-changing 

product at our 11th lunch! Show.

Unique technology Flexeserve SolutionMulti-award-winning
Winner of a Queen’s Award for 

Enterprise in the Innovation 
category.

Only our unique and patented hot 
air recirculation system can deliver 

true hot-holding.

Every Flexeserve customer 
receives our all-encompassing 

support on the journey to a 
successful hot food program.

Learn more at www.flexeserve.com

Meet our experts at lunch! Stand L571 
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products. The fact they can be prepared in less than two 
minutes and are customisable to individual preferences 
illustrates how the hot food sector is one of the industry’s 
most innovative.

“It’s the perfect solution for a whole range of settings, 
from hospitality to retail, travel, hotels and even student 
campuses,” continued Jackie. “Since its soft launch earlier 
this year, Planet Café is now available in more than 40 
countries. Over the past 12 months, we have seen a strong 
consumer focus on functional fresh foods – that nourish 
your body, gut and wellbeing. Within our Deli Lites range, 
we have just launched fabulous Super Salads, inspired by 
our team’s international travels. Our three new options can 
be eaten hot or cold in the upcoming autumnal months: 
Salt and Chilli Chicken; Super Grains and Greens; and 
Singapore Style Chicken Noodle. 

“Our team of highly skilled development chefs works 
hard to innovate and create new and exciting products 
before they go through our rigorous NPD process. We even 
travel on food safaris to experience authentic cuisines and 
incorporate these to create a point of diff erence. I guess this 
is one of the reasons our entire product range has been so 
successful,” concluded Jackie.   

Planet Café will be showcased at the lunch! 2023 show 
on 27-28 September at Stand L649. Check out part two of 
our preview on page 28. 
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perfect for grab & gO

ideal Meal Options

phat
pies

For POS equipment and support contact:

Handmade in Cornwall
Pasties with Provenance

Deep Filled Premium Pies
Centre Plate Solutions

perfect for grab & gOgOg

Pasties with Provenance

ideal Meal OptionsOptionsO

Centre Plate Solutions

Contact
phatpasty.com

PHAT PASTY CO.
01908 217 257   
or email: phatcontroller@phatpasty.com
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J&M Group operates a strict editorial policy designed to ensure that both 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 these 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.

Profi les: Occasionally we will profi le 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.
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