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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 first 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 profiles 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 reflects the growing 
popularity of sandwiches and food to go around the globe.
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FEATURES LIST 2026
February Issue 221
PREVIEWS: lunch! NORTH show (10-11 Mar)  
International Food & Drink Event (30 Mar-1 Apr) 
SPECIAL: AI, robotics, automation, machinery 
	● Manufacturing, production, distribution
	● Company and product profiles
	● Sector innovation, key players 

FOCUS: Hot drinks/vending machines – FTG, meal deals,  
product development, Gen Z trends

Editorial deadline: 13/1/26
Advertising deadline: 16/1/26
Publication date: 29/1/26

March Issue 222
SPECIAL: Packaging
	● Eco-friendly products and development      
	● Circular economy, profiles and thought leadership     

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

PREVIEWS: Food & Drink Expo 2026, NEC Birmingham (13-15 Apr)

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

May Issue 223
SPECIAL: Filling favourites
	● Trends/consumer demand/provenance
	● Meat, dairy, plant-based, vegan, free from, alternative
	● Bestsellers, traditional & innovation

FOCUS: Food to go future – Global flavours, salads, sushi,  
festival prep, healthy options, sustainability 

EXCLUSIVE: Breakfast – cereal, cereal bars, all-day menus, 
convience, market analysis, health-conscious consumer

REVIEW: 2026 Foodservice Packaging Association (FPA) Awards  

Editorial deadline: 14/4/26
Advertising deadline: 17/4/26
Publication date: 30/4/24

July Issue 224
SPECIAL: Dips, sauces, relishes & chutneys
	● International flavour profiles, NPD, healthy options
	● Seasonal variety, pairings, global inspiration

FOCUS: Environmental 
	● Packaging, biodegradable products, waste disposal, labelling
	● Thought leadership, profiles, case studies
	● Reflections on 2026

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

REVIEW: The Sammies Awards 

Editorial deadline: 16/6/26
Advertising deadline: 19/6/26
Publication date: 2/7/26

September Issue 226
PREVIEW: lunch! show (part two - 16-17 Sep)

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

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

operator/manufacturer, sustainability

FOCUS: Hot food – Hot-holding, products, innovation, pies,  
pasties, takeaways, emerging trends around accompaniments 

INSIGHT: Packaging – key players in 2026, legislation,  
industry advice, product development

Editorial deadline: 25/8/26
Advertising deadline: 28/8/26
Publication date: 10/9/26

November Issue 226
SPECIAL: Online ordering systems & logistics
	● EPoS/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: Plant-based, free from and vegetarian - Veganuary

Editorial deadline: 13/10/26
Advertising deadline: 16/10/26
Publication date: 29/10/26
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From mezze to 
mainstream! 

The rise of Eastern Mediterranean cuisine 
continues apace – Barnaby MacAdam, 
development chef, Santa Maria 
Foodservice (Paulig PRO), tells us why. 

HOT FOOD
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CONSCIOUS CONSUMPTION
In a market where innovation is the 
currency of success, one of the most 
notable trends shaping the food to 
go landscape is the appetite for bold 
and authentic international � avours. 
Diners are moving beyond the familiar 
and actively seeking new, adventurous 
tastes that deliver both excitement 
and value. According to Bidfood’s Food 
& Drink Trends 2025, more than half of 
consumers (53%) are keen to try the 
latest food trends1, and a remarkable 
90% are open to exploring � avours 
from around the world2.

Among these global in� uences, 
Eastern Mediterranean cuisine is fast 
becoming a frontrunner. From Greece 
and Turkey to Lebanon and Jordan, 
the region’s dishes are increasingly 
� nding their way onto UK menus. 

Earlier this year, a now famous 
Dubai chocolate bar – layered with 
pistachio cream, tahini and knafeh – 
went viral. But this is no social media 
fad. With its aromatic spices, vibrant 
dishes and naturally health-conscious 
pro� le, Eastern Mediterranean food 
is perfectly in step with expectations. 
Recent research reveals that 86% of UK 
consumers say they want to eat more 
of this cuisine when dining out3. That’s 
a powerful indicator of how much 
momentum this trend is gathering.

But the growing appeal isn’t just 
about � avour – it’s about health, 
balance and quality. UK consumers 
are becoming increasingly mindful of 
what they eat, with 44% describing 
themselves as more health-conscious, 
while 80% are motivated by the 
excitement of discovering new 

� avours, and 76% are willing to pay 
more for high-quality ingredients4. 
This cuisine aligns seamlessly with 
these evolving preferences, being 
rich in fresh vegetables, pulses, 
grains, olive oil and aromatic herbs 
and spices. It delivers indulgence 
without guilt and vibrancy without 
complication. With its plant-forward 
approach and premium appeal, 
Eastern Mediterranean cuisine ticks 
every box, making it an ideal � t for 
the fast-growing FTG sector.

FUSION & FLEXIBILITY
Another factor fuelling this rise is 
the demand for fusion-style eating. 
More than half of consumers (57%) 
want the ability to mix and match 
multiple cuisines5, creating menus 
that re� ect the diverse food culture of 
modern Britain. This adds versatility 
to the Eastern Mediterranean option: 
a dollop of harissa can transform a 
burger, a sprinkle of zaatar elevates a 

salad or side, while preserved lemon 
paste can cut through the richness of 
a wrap or bowl. For operators, these 
ingredients provide a simple route 
to innovation, without the need for 
complex new cooking techniques.

 Recognising this opportunity, 
Paulig PRO’s Santa Maria brand 
has launched its Keys to Eastern 
Mediterranean Taste concept – a 
comprehensive new range designed 
to help operators.  

The easy-to-use o� ering comprises six 
mainstream products – all suitable for 
vegans and lactose free.  
● Shawarma Seasoning: A rich 

blend combining the warmth 
of paprika, earthy cumin and 
refreshing lemon zest with hints of 
coriander, cinnamon and chili.  

● Zaatar Seasoning: Herbal notes 
paired with nuttiness from sesame 
and a tangy citrus hint from sumac.  

● Tahini Sauce: Nutty and rich 

"Diners are moving beyond 
the familiar and actively 
seeking new, adventurous 
flavours that deliver both 
excitement and value."
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COMPLETE PACKAGE
Gone are the days of beige 
sandwiches! Customers want vibrant 
choices, appealing to social media 
feeds as well as palates. Florette 
understands this, with a bespoke 
range of salad favourites for operators 
large and small – backed by the 
expertise and supply chain resilience 
of parent company, Agrial.  

“Consumers are more aware than 
ever about food, the ingredients 
they contain and where they have 
come from,” said Gwyn Jones, head of 

commercial for Florette Foodservice.
“Health remains an important 

consideration – however, diners don’t 
want to compromise on taste. Florette 
Foodservice products are naturally 
healthy, versatile and nutritious, 
making them a must for menus. They 
not only help chefs increase volume 
and appearance but add colour to 
increase visual appeal and overall 
taste, texture and nutritional content.”

Sustainability and traceability also 
need to be front of mind.

“Agrial Fresh Produce, home to the 

Florette brand, was awarded a gold 
accreditation from EcoVadis, scoring in 
the top 5% of companies rated, and in 
the top 1% for Ethics and Sustainable 
Procurement, recognising the 
company’s ongoing commitment to 
protect the environment and promote 
sustainable farming methods,” 
continued Jones. 

“The prestigious sustainability 
accreditation rated Agrial across four 
key areas, including Environment, 
Labour and Human Rights, Ethics 
and Sustainable Procurement.”

The WOW factor!
Visually appealing and mouth-watering, Florette’s range prides itself on exciting the eyes as 
well as the appetite – and a dedicated UK farm is perfectly placed to deliver.

FILLINGS
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THINKING BIG
Agrial is a farmer-owned cooperative, 
made up of an extensive network of 
12,000-plus passionate farmers, with 
over 5500 hectares of fi elds and 829 
hectares of greenhouse tunnels.

“That scale allows us to remain 
competitive and ensure customers 
not only receive great value but 
also a consistent supply of quality 
ingredients all year round. Florette 

Foodservice benefi ts from 
a core uniformed range, 
which prevents further 
complexity across our 
operation, ensuring we 
don’t incur additional costs 
in the supply chain.”

And in terms of staying 
ahead of the competition, 
logistics are a key 
advantage for Florette. 

“One of the biggest 
developments aff ecting 
the sector is supply issues 
caused by changes to 

the climate and the repercussions of 
ongoing world confl icts. 

“But Florette Foodservice has 
a dedicated farm in Colchester,  
perfectly placed to grow salad 
throughout the peak summer 
season. This UK operation means 
our products have fewer miles to 
travel, extending shelf life, freshness 
and taste. The range is then packed 
within a dedicated and specialised UK 

operation, which again strengthens 
supply chain resiliency and quality.

“Our bespoke foodservice range 
includes washed and ready-to-eat 
products to provide convenient 
solutions for chefs that improve 
effi  ciency in the kitchen.”

Florette has been supplying 
major UK QSR operators for many 
years, both direct and via other food 
manufacturers within sandwiches 
and prepared meal formats. 

“The extremely high technical 
and food safety requirements our 
customers set mean we work very 
closely with them across several 
tiers to ensure we consistently meet 
the highest product specifi cations. 
This level of collaboration requires 
signifi cant investment across our 
supply chain, including our people, 
which allows us to build strong 
relationships with customers across 
all sectors,” concluded Jones.

florettesalad.co.uk/ecovadis-2024/.  

FILLINGS
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www.urschel.com

#1 Best Selling Provider
of industrial cutting machinery
throughout the world.

® Urschel, Urschel logo symbol, and The Global Leader in Food Cutting Technology are registered trademarks of Urschel Laboratories, Inc. U.S.A.

Shaping the Future
of Protein Processing

Successful operations depend on Urschel 
for cutting edge solutions. Rely on Urschel for rugged, 
high-powered machinery to maximize capacity and 
cost-savings. Precision cuts, sanitary stainless-
steel design, backed by service and support 
for the long life of your machine.

Discover more Urschel cutting 
solutions at urschel.com.
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For more information contact:
Alex Bell, Editor - alex@jandmgroup.co.uk
James Morgan, Advertising - james.morgan@jandmgroup.co.uk 

All dates correct at time of going to press. 
For the most up-to-date information, visit sandwichandfoodtogonews.co.uk
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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 and are available on both  
www.sandwichandfoodtogonews.co.uk and www.sandwich.org.uk.

Solus HTMLs are also available and sent to circa 7,000 email 
recipients on a chosen date. We feedback statistical results. 
Availability is limited so pre-booking is recommended.  
Prices start from £250 per solus HTML.

We also publish a monthly e-letter, The Sandwich Round, at the 
end of each month. This incorporates several press releases per 
issue and costs start from £100. Please supply circa 150 words 
text, headline, picture and link before the end of any month 
to james.morgan@jandmgroup.co.uk and your release will be 
created and sent.

Please contact James Morgan for all options, as prices vary 
according to time-scale etc.

The magazine is distributed to over 10,000 people 
within the industry, either as hard copy or digitally, or 
both. Recipients include 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!, lunch! North and 
FoodEx. It is also emailed out on each publication date to 
our 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 specifically 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 HEAT IS ON
Flavour innovation is injecting some 
much-needed heat into food-to-go 
sauces, condiments, relishes and 
chutneys, a segment which is currently 
largely dominated by big brands with 
multi-pack formats. 

As consumers demand more from 
table sauces and condiments, keen 
to experiment with fl avour thanks 
to inspiration from foreign travels, 
widening trends and social media 
– aka the TikTok eff ect – it’s clear 
foodservice and retail operators 
need to step up their game. 

Trends such as spicy honey, fusion 
condiments and world cuisine are 
driving engagement, helping to break 
away from the reliance on traditional 
mainstream options and brands.

It’s worth noting that it’s the 

smaller, more innovative companies 
that operators should be turning 
to. They can work quickly and 
collaboratively with foodservice and 
retail partners under time constraints 
to turn around and develop products 
according to consumer trends. 

For example, at The Flava People, 
our 50 years of experience in 
developing innovative sauces and 
seasonings with our owned and 
licensed branded portfolio allows us 
to be reactive and collaborate with 
our customers. We have bespoke 
capabilities to create any sauce 
fl avour, with over 30,000 developed 
recipes on fi le. And in a variety of 
formats – whether it’s bottles, sachets, 
jars, tubs or buckets. We’re a long way 
from being a one-stop-shop.

SPICE IS NICE
Spicy sauces remain a driver of 
growth, with trend data showing 
steady increases in chilli-based 
products. But shoppers aren’t just 
looking for heat – they want layered, 
complex fl avours that enhance meals 
rather than overwhelm them.

Spicy honey is a prime example of 
how consumers are embracing bold 

new pairings. The blend of sweetness 
and spice makes it incredibly versatile, 
appealing to both adventurous 
eaters and mainstream consumers. 
Retailers and foodservice operators 
that move quickly to capitalise on 
these trends see strong engagement 
but product range reviews often slow 
the introduction of emerging fl avours. 
This is where agile SMEs like The Flava 
People have an advantage – we can 
react fast to demand.

CREATURE COMFORTS
Health consciousness is growing but 
condiments are largely about comfort 
and indulgence. That said, our own 
approach focuses on balancing bold 
fl avours with cleaner ingredients, 
ensuring sauces remain exciting. 

FTG operators off ering a choice 
of options to customers, with clear 
signposting in terms of ingredients, 
nutrition and fl avour, can ensure they 
meet their health needs eff ectively. 

QUESTION OF RELEVANCE
Ketchup remains dominant when 
it comes to sauces. However, data 
suggests it is driving the biggest 
decline. Brown sauces are also on 

Value 
added 
taste

Scott Dixon, managing director 
at The Flava People, gives us the 
lowdown on how to cash in on 
premium fl avours shaking up FTG. 

© The Flava People

SAUCES & CONDIMENTS
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a downward trend, illustrating that 
legacy fl avours without innovation are 
losing relevance with consumers. 

BBQ sauces, however, are growing 
in popularity with a large number of 
brands available to operators. The 
risk is product congestion, with 
little room for trend-led innovation. 
People are increasingly demanding 
diff erent and new.

Operators need to focus on 
strategic range expansion that 
prioritises unique fl avours over 
volume-driven options. 

TELL A STORY
Foodservice operators and retailers 
looking for trend-led fl avours should 
consider working with brands – both 
established and up-and-coming 
– delivering innovation, superior 
ingredients and strong customer 
loyalty. Ultimately, branded sauces 
and condiments need to be able to 
demonstrate their value beyond price. 
They need to leverage storytelling, 
brand-led engagement and innovative 
product development to maintain 
consumer interest. 

The Flava People off ers a range 
of licensed Guinness sauces and 
condiments, amongst dozens of 
other collaborative inventions such 
as Guinness gravies, infused salts, 
marinades and classic British recipe 
dishes, which carry the appeal of a 
quality brand consumers know and 
love. It includes: Guinness Smoky 
Ketchup, Guinness Smoky BBQ Sauce 
and Guinness Spicy Chipotle Sauce.    

AT A PREMIUM
FTG outlets wanting to shift their 
sauces and condiments up a gear 
should consider premium and 
diff erentiated products, rather than 
traditional staples. 

In this way, operators can 
demonstrate to consumers they are 
listening and responding to trends, 
providing another reason to engage 
the consumer. We know that off ering 
premium trend-led sauces and 
condiments is another opportunity 
for engagement.

In summary, 2025 is about 
prioritising premium fl avour 
innovation over pricing and bulk 
purchasing. Removing some of 
the declining legacy fl avours and 
investing in the latest fl avour trends 
is key to inspiring consumers and 
off ering diff erentiation versus 
competitors – as well as encouraging 
people to trade up to those more 
premium options.

SAUCES & CONDIMENTS
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www.urschel.com

#1 Best Selling Provider
of industrial cutting machinery
throughout the world.
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Explore Urschel
Cutting Solutions

Rely on Urschel to reduce ingredients for 
ideal spreads, sauces, and relish products.

Sanitary, stainless-steel design, every machine is 
crafted to Urschel quality standards; backed by 
service and support for the life of your machine. 
Operation at a push of a button – to reduce 
time and labour costs. Machines designed for 
continuous, uninterrupted production to promote 
the highest outputs.
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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......................... £2600
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
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Back
to nature

As a pioneering force in labels and packaging, new product and 
legislatory insights from Planglow are always worth listening to. 
We caught up with marketing director Rachael Sawtell. 
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Packaging is a complicated issue in 
2025. What advice would you give 
operators and how can you help?
In addition to ensuring you are up 
to date with regulations such as 
Simpler Recycling and food labelling 
requirements, we’d recommend an 
audit to reassess your needs – could 
you be using fewer materials, is food 
staying fresh in your current packs, 
what are the available disposal 
methods? We seek to develop fit-for-
purpose products that offer a range 
of shelf-life options, while remaining 
compatible with multiple waste 
streams. Whether this is through home 
composting, industrial composting 
or recycling, our packs offer greater 
flexibility and help to minimise both 
food and packaging waste.

What’s exciting as we move into the 
second half of the year?
While traditionally focusing on 
compostable packaging, we’ve 
expanded our approach by joining the 
ORPL and launching Back to Nature 
– our first plant-based recyclable 
packaging and labelling range, 
developed in response to the new 
Simpler Recycling legislation. 

Meanwhile, we have expanded our 
award-winning Street Food range. This 
began as a three-piece mini collection 
in 2015 and now encompasses 11 
key items for hot and cold foods, 
including two takeout cartons/noodle 
boxes; a tray; a burger box; a larger 
hot food clamshell pack; and most 
recently, a chip cup suitable for all 
sorts of things such as wraps, kebabs, 
chicken bites and other fried foods. 
The Street Food collection has been 
developed to accommodate a wide 
range of global cuisines, lending a 
festival twist to the provider’s overall 
presentation. Products can be recycled 
or composted (home and industrial) 
post use, depending on the preferred 
disposal method.  

Your range must have expanded a 
great deal in recent years?
Indeed! The grab-and-go industry was 
hit hard by lockdown and subsequent 

mini budget. It wasn’t until 2023 
that we saw the market reach pre-
pandemic levels, and it has taken 
another hit over the past year in line 
with the contracting economy. 

Three years ago, we saw sales of our 
sandwich products – which had been 
in decline since lockdown – plummet 
to just one-in-nine grab-and-go 
purchases (Apr 2022-Mar 2023). Over 
the preceding 12 months, sandwiches 
made a phenomenal comeback, as 
sales increased more than twofold, 
levelling off last year at what we 
estimate to be around a quarter of all 
grab-and-go purchases (in line with 
pre-pandemic sales). And hot grab-
and-go offerings – which peaked at an 
estimated one-in-five sales (Apr 2022 
to Mar 2023) – have now dropped to 
an estimated one-in-six.

During and post pandemic, 
sandwiches, salads and baked goods 
– even hot drinks – fell out of favour 
as dwindling lunchtime footfall led 
to an uptake in hot FTG and takeout. 
Products with a shorter shelf life 
bore the brunt, and even within 
the sandwich category, baguettes, 
bloomers, rolls and subs did not get 
their mojo back until 2023. While 
sandwich sales dipped slightly last 
year (with the exception of wraps), 
they remained level, broadly speaking, 
with pre-pandemic and the previous 
year’s sales.    

Classic triangular-cut sandwiches 
had fared much better in the post-
pandemic landscape due to tamper-
evident, long-life options (heat-seal 
and peel and seal packs that help 
safeguard a longer life while offering 
greater peace of mind). These lost 
momentum as the demand for freshly 
made, same-day products returned, 
so sales of longer-life sandwich packs 
have fallen 25% in the past year. 

Over the same four-year period, 
demand for hot grab-and-go went 
the opposite way. In 2022, consumers 
were twice as likely to have hot takeout 
over a pre-packaged sandwich. Last 
year, hot grab-and-go sales were 
levelling off at around one-in-six; pre-
pandemic, it was one-in-eight. 
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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.

Profiles: Occasionally we will 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.

OUR EDITORIAL POLICY AND GUIDELINES

www.sandwichandfoodtogonews.co.uk


