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Fueling Your Brand’s 
Growth with Strategic 
Insights and Unmatched 
Reach
Food & Beverage Business Magazine is rapidly 
becoming the go-to B2B platform for industry 
professionals seeking timely insights, emerging 
trends, and valuable resources. With a powerful 
combination of a robust digital presence and 
a high-quality print magazine, we offer an 
unparalleled opportunity for brands to expand their 
reach and cultivate meaningful connections.

Amplifying Your Brand Voice
Our platform has experienced extraordinary growth 
over the past year, as evidenced by our latest 
Google Analytics (GA4) verified data. Monthly 
pageviews consistently exceed 240,000, while our 
newsletter reaches over 18,000 highly engaged 
subscribers and continues to grow month by month. 
This impressive reach connects your brand with key 
decision-makers and influencers actively seeking 
the latest solutions in the food and beverage 
industry.

Position Yourself at the Forefront: 
Cultivating Growth Opportunities
By partnering with Food & Beverage Business, 
you place your brand at the center of a dynamic 
and influential community. Our audience includes 
industry leaders, innovators, and professionals 

eager to discover new products, services, and 
trends. This prime access translates into valuable 
growth opportunities and impactful brand 
awareness that drives meaningful engagement and 
conversions.

Insights That Drive Informed Decisions
More than just visibility, we offer curated, expert-
driven content that delivers actionable insights on 
the trends and challenges shaping the industry. Our 
editorial team works tirelessly to provide in-depth 
analysis and data-driven advice, ensuring that your 
brand is featured in content that matters. When you 
collaborate with us, you gain access to a knowledge 
base that empowers your company to make 
informed decisions and maintain a competitive 
edge.

More Than Just a Magazine: A 
Comprehensive Platform
Our platform extends far beyond the pages of our 
print magazine. We leverage the power of digital 
through our website and targeted email campaigns, 
creating a comprehensive multimedia presence. 
Each digital issue garners around 8,000 readers, 
with the website’s featured articles and advertising 
options achieving substantial visibility. Header ads 
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Google Analuytics statistics for 15 September - 2024-2025

alone have received nearly 200,000 views over a four-
week period, while sidebar placements achieved almost 
190,000 views in the same timeframe.
With over 240,000+ monthly pageviews and GA4-verified 
statistics, we provide transparency and confidence in 
our audience metrics—something not all publications 
can offer. Our featured articles benefit from enhanced 
publicity through our weekly newsletter, delivering 
sustained visibility and engagement for your brand 
throughout the year.

Join the Industry’s Leading Community: 
Partner with Food & Beverage Business
Food & Beverage Business is more than just a media 
outlet—it’s a vibrant community of professionals and 
innovators shaping the future of the food and beverage 
industry. By partnering with us, you gain access to a 
diverse network of companies ranging from emerging 
start-ups to established global conglomerates. Whether 
your objective is brand exposure, lead generation, or 
strategic partnerships, we provide the ideal platform to 

achieve your goals.
Our unique combination of print and digital media 
ensures that your brand’s message resonates with 
the right audience, at the right time, and through the 
right channels. The printed magazine is predominantly 
distributed at UK trade shows, while the digital version 
reaches thousands of readers worldwide. Our flexible 
advertising options—including long-term featured articles 
and prominent ad placements—provide enduring value 
and continuous engagement.

Choose Food & 
Beverage Business as 
your trusted partner, 
and watch your brand 
thrive in the ever-
evolving food and 
beverage industry.



Forward Features

Each month we explore a sector of the food 
and beverge industry with key insight to the 
biggest issues facing the global food and 
beverage industry. Encompassing researched 
editorial with expert opinion, comment, and 
insight from leaders, our approach continues to 
resonate with professionals and insiders.

Unveilling 
the recipe 
for editorial 
excellence

January 
Facilities Management
Engineering 
Automation AI 
Sorting & Weighing	  
	  
February 
Loading Bays & Doors 
Containers & Pallets 
Microbiology & Testing 
Clean Air Solutions	  
	  
March 
Ready Meals 
Labelling, Coding & Marking 
Sieves & Separators 
Flavouring & Colouring
Pumps & Fluids	  
 
April 
Meat, Poultry & Seafood 
Ingredients 
Packaging Materials and Design 
Gears & Drives	

 

May 
Beverages 
Supply Chain 
Caps & Closures 
Slicing, Dicing & Cutting 

June 
Cleaning & Maintenance 
Frozen & Chilled Foods 
Sustainable Packaging 
Warehousing & Distribution
Flow Measurement & Control

July 
Temperature Control 
Snack Foods 
Health, Safety & Hygiene 
Engineering & Components 
 
August 
Processing
Cold Storage 
Software & Hardware 
Pouch Packaging

FOODANDBEVERAGE.BUSINESS    •     MEDIA PACK 2026



14  FOOD AND BEVERAGE BUSINESS MAGAZINE

IMPORT & EXPORT

Canada’s position in global food trade is under increasing scrutiny. In 2024, the country exported approximately CAD 
102.0 billion in agriculture, agri-food, and seafood products, reinforcing its position as the ninth largest 

exporter globally. This marks a notable increase from the 2023 total 
of CAD 99.1 billion. Imports, meanwhile, stood at roughly CAD 48.2 
billion for agricultural goods, making Canada a significant net 
exporter. However, behind these strong macro figures lies a more 
complex and evolving trade picture—one shaped by shifting 
geopolitical relationships, domestic inflationary pressures, and 
changing consumer behaviour both at home and abroad. Amidst this, 
the UK, as a historic ally and a major net food importer, plays an 
increasingly strategic role in Canada’s trade diversification efforts. 
The United States remains the dominant partner in Canadian agri-food 
trade, receiving nearly 60% of all exports. The deeply integrated supply 
chain between the two countries continues to serve the sector well. 

TRANSATLANTIC TIES
Canada’s agri-food sector is adapting to a changing global trade environment. While its processing capacity and net export position remain strong, rising inflation, evolving supply chain dynamics, and shifting consumer sentiment are forcing the industry to diversify and re-evaluate long-standing trade routes. For Canadian producers, the United Kingdom represents a key market for diversification and a long-standing partner undergoing its own post-Brexit trade evolution.
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IMPORT & EXPORT

TRANSATLANTIC TIES
Since 2000, agri-food export volumes to the US have more than quadrupled, with key Canadian products such as canola oil, processed meats, frozen potatoes, bakery goods, and other value-added items making up the bulk of shipments. But this reliance is also a source of vulnerability. While no sweeping tariff wars have erupted in 2025, as some speculative analyses had anticipated, ongoing trade tensions and sectoral disputes persist. These, combined with logistical bottlenecks and inflationary input costs, are prompting Canadian exporters to explore new markets and re-evaluate their exposure to single-

corridor risk. The April 2025 merchandise trade report from Statistics Canada revealed a 10.8% decline in exports compared to March, while imports fell by 3.5%, resulting in a record CAD 7.1 billion trade deficit. Among the hardest-hit sectors was agri-food, where exports of items such as chocolate, bread, and frozen foods dropped by 15.7%. While these figures are not linked to any formal tariff imposition, they underscore the fragility of established trade flows. In response, Canadian exporters are cautiously diversifying their market reach. Asia, the Middle East, and 

selected European nations are becoming more significant destinations for Canadian goods. The United Kingdom, in particular, is a focus for growth. Total trade in goods and services between the UK and Canada reached £27.6 billion in the four quarters to the end of Q4 2024. While services dominate this figure, UK imports of goods from Canada reached £6.5 billion in the same period, representing a significant increase of 22.8% from the previous year. Canola by-products, specialty proteins, pulses, 

16 aCOGNITIVE MACHINERY: 
AI, AUTOMATION, & THE FUTURE OF FOOD PRODUCTION
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A
utomation has long underpinned food production, but today’s 

systems are smarter, more adaptive, and more collaborative. 

Robotic arms sort produce by ripeness and fragility. Cobots 

adjust on the fly to work safely beside humans. AMRs and 

AGVs navigate dynamic environments, rerouting in real time. Robotics-

as-a-Service (RaaS) means even mid-size businesses can tap into these 

advances without prohibitive costs.

Meanwhile, predictive maintenance has matured from buzzword to 

business strategy. Sensors embedded in machinery continuously monitor 

pressure, temperature, and vibration. AI algorithms interpret this data to 

anticipate breakdowns, triggering just-in-time maintenance and ordering 

parts automatically. The result? Higher uptime, longer asset life, and 

lower risk.

Digital Factories Take Shape

Digital twins—virtual replicas of machines or production lines—are 

30 a

MACHINERY & EQUIPMENT

In the fast-evolving world of food 

and beverage manufacturing, 

machinery has become more 

than the engine of production. 

It is now the intelligent core 

of the operation—capable 

of analysing, adapting, and 

optimising in real time. As we 

move deeper into the second 

half of the decade, advances in 

AI, robotics, and sustainability 

technologies are converging 

with regulatory pressures to 

reshape how food is processed, 

packaged, and distributed. In this 

new era of cognitive machinery, 

manufacturers are no longer 

just buying equipment—they’re 

investing in data, resilience, and 

compliance.
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MACHINERY & EQUIPMENT

COGNITIVE MACHINERY: 
AI, AUTOMATION, & THE FUTURE OF FOOD PRODUCTION

September 
Dairy Industry 
Materials Handling 
Machinery & 
Equipment 
Dust Control 
Vision, Inspection & 
Detection
 
October 
Environmental 
Transport & Logistics 
Mixing & Blending 
Fruit & Vegetables

November 
Depositors & Filling 
Food Service 
Soups & Sauces 
Process, Control & Automation

December 
Bakery & Confectionery 
Traceability 
End of Line Packaging 
Recycling & Waste Management 
Conveying
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£1,800

Full Page 

Page 
297mm Height 
210mm Width

Type Area 
277mm Height 
190mm Width

Bleed 
303mm Height 
216mm Width£950
Half Page 

Page 
297mm Height 
210mm Width

Landscape 
136mm Height 
190mm Width

Portrait 
277mm Height 
92mm Width

£700

£1,750
£1,650
£1,950

Outside Back Cover

Inside Back Cover

Inside Front Cover

Run Of Paper

Adverts supplied as PDFs:
Adverts can be supplied as High Resolution PDF 
or EPS files, making sure that all colours are set 
to CMYK mode. No RGB, LAB, Pantone or special 
5th colours can be used within the document. All 
images and fonts must be embedded.

Please ensure when using white text on solid 
backgrounds that the trapping mode is set to 
KNOCKOUT. We will not take responsibility for 
text dropping out if this is not done.

All pictures must be high resolution 300dpi, 
and used at not more than 100% size, otherwise 
quality cannot be guaranteed. Files can be sent 
over as RGB jpg. Editorial can be sent as Doc, txt 

or within an email.

Delivery:
Email is the preferred method of delivery for 
advertising material: 
studio@foodandbeverge.business. The maximum 
file size we will accept via email is currently 10MB. 
Anything larger we would recommend wetransfer.
com.

Deadlines:
Copy must be received by 20th of the preceeding 
month. This will be printed on the confirmation.

ADVERTISING PROOFS WILL ONLY BE SENT 
FOR PRINTED MAGAZINES.
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F
rom 23 to 25 September 2025, 

the packaging sector will 

gather in Nuremberg again 

for FACHPACK, the European 

trade fair for packaging, technology 

and processing. At NürnbergMesse, 

preparations are in full swing. The 

around 1,400 exhibitors expected will 

be spread over 11 exhibition halls. 

Ninety percent of the display area has 

already been booked. As always, trade 

visitors can look forward to an exciting 

supporting programme alongside a 

wealth of products and services. The 

online ticket shop will open soon.

In just under six months, Exhibition 

Centre Nuremberg will once again 

become the place to be for the European 

packaging industry. As in previous 

years, the exhibitors at FACHPACK 2025, 

compactly spread over 11 exhibition 

halls, will cover the entire packaging 

supply chain. The focus is on packaging 

and packaging accessories, as well as 

innovative solutions from the packaging 

technology segment. Both these 

main segments are complemented by 

solutions for the printing and finishing 

of packaging and for intra-logistics. For 

trade visitors from packaging-intensive 

sectors like food, beverages, luxury 

foods, pharmaceuticals, cosmetics, 

chemicals, health care, non-food, pet 

food and other consumer goods, but also 

automotive, technical articles, medical 

devices and various other industrial 

goods, FACHPACK 2025 is an event not 

to be missed.

Phuong Anh Do, Director of FACHPACK, 

comments: “I am looking forward not 

just to the comprehensive, trailblazing 

trade fair but especially to the lively 

discussions about the main FACHPACK 

theme ‘Transition in Packaging’. This 

dialogue is immensely important 

because the industry is undergoing a 

radical shift, and a sustainable digital 

transformation is unavoidable. And that 

is why here in Nuremberg in September, 

we will all come together again to 

discuss the important issues affecting 

the industry and provide new impetus 

about the potential opportunities of this 

transition and how they can be exploited 

– in keeping with the FACHPACK slogan: 

‘We create the future’.

 
Packaging sector stresses the added 

value of FACHPACK

The packaging community is also 

eagerly looking forward to FACHPACK 

2025. As Martin Rank, Head of Sales & 

Marketing at Etimex Primary Packaging 

GmbH, says: “FACHPACK inspires me 

year after year, because it is not only 

one of the leading fairs for packaging 

solutions in Europe but also a platform 

for innovation, dialogue, and sustainable 

developments. It’s where industry 

experts come together to discuss the 

latest trends and showcase innovative 

solutions. For our company, FACHPACK 

offers significant added value as it 

allows us to engage in dialogue with 

existing and potential business partners, 

absorb new ideas, and present our 

innovations to a professional audience. 

Anyone operating in the packaging 

industry simply cannot go past 

FACHPACK – it is the main platform for 

all those who want to help shape the 

future of the sector.”

Sonja Bähr, Director Business 

Development at B+P Creality, also 

underlines the importance of FACHPACK: 

“FACHPACK impresses me with its 

special combination of dependability 

and innovative strength. It consistently 

provides an exceptionally good overview 

of the latest developments, trends and 

technologies while offering a positive 

framework for candid discussions 

with industry experts. This is why 

for us, FACHPACK is an unmissable 

industry event. There is currently a lot of 

uncertainty due to the legal, economic 

and political constraints affecting the 

entire industry. It is therefore even more 

important for us to use FACHPACK as a 

key platform for dialogue, to stay up to 

date, and gain valuable inspiration for our 

business. Moreover, with new formats 

like Women4Packaging, the fair offers 

exciting new opportunities for discussion 

and development. This is why FACHPACK 

is an absolute must for us!”

THE MUST-DO EVENT 

FOR THE PACKAGING 

INDUSTRY

From 23 to 25 September 2025, the 

packaging sector will gather in 

Nuremberg again for FACHPACK, the 

European trade fair for packaging, 

technology and processing. At 

NürnbergMesse, preparations are 

in full swing. The around 1,400 

exhibitors expected will be spread 

over 11 exhibition halls.
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FACHPACK

Double Page 

Page 
297mm Height 
420mm Width

Type Area *
277mm Height 
400mm Width

Bleed 
303mm Height 
426mm Width

Discounts are available



Editorial Rates
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Editorial Options
Press Releases
Print Only 
Approximately 150 words & photo - £100 

Online Only
The article can be published in full on the website - £100

Both
The full length version will be online and a shortened version will be in the 
magazine with a QR code link to the full online version - £150

Newsletter
The post (title and introduction) can be added to 
the weekly newsletter - + £100
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Arla Urges Government Action to Address Farm Labor Shortages in the UK
Dairy giant Arla Foods urgently seeks government support 
to tackle the critical shortage of qualified workers in the UK 
farming sector.
Bas Padberg, the managing director for Arla in the UK, issued 
a stark warning about potential food shortages and increased 
prices unless immediate action is taken.“Farmers are responsible for feeding a nation with over 98% of 

people having milk in their fridge. What we’re seeing is the real 
impact of these workforce shortages on our farming industry, 
whether that’s in higher costs or lower milk production,” Padberg 
stated today (13 August).“The effect of this is ultimately going to be seen in the price 

and availability of products on supermarket shelves, affecting 
millions who rely on dairy as a key source of nutrition in their 
daily diet.”

Glanbia has reported a 6% increase in group revenues, reaching 
$1.93 billion, compared to $1.82 billion in HY 2024. This 
growth stems from uplifts in volume (0.9%), pricing (3.4%), and 
acquisitions (1.7%).
However, EBITDA pre-exceptional has declined to $241.3 million, 
representing a 7.5% decrease.CEO Hugh McGuire noted that both the Health & Nutrition (H&N) 

and Dairy Nutrition (DN) businesses, the latter now operating 
independently, are gaining momentum.“First half results were driven by volume growth, earnings, 

and margin progression in H&N and DN, reflecting strong 
customer demand. This was offset by anticipated reduced 
performance in PN [Performance Nutrition] primarily as 
a result of elevated whey costs during the period,” he explained.

GLANBIA DIVESTS ONLINE SPORTS NUTRITION DIVISION AND ACQUIRES INGREDIENTS COMPANY

NEWS

Beyond Meat has engaged an external adviser to revitalize its 
struggling alternative meat business, as the company faces a 
notable decline in sales alongside workforce reductions.
Recent reports indicate that the California-based supplier of 
alternative proteins plans to remove “meat” from its corporate 
title, signifying a shift away from imitating animal-derived 
products. In conjunction with this strategy, Beyond Meat has 
appointed an interim chief transformation officer.John Boken from consultancy AlixPartners took on this role 

on August 6, bringing with him valuable corporate turnaround and restructuring experience, as detailed in the company’s second-quarter filings.The latest financial results reflected a further decline in 
revenue during the three months ending June 28. Notably, the 
only sector showing growth was foodservice in the U.S., while 
both U.S. and international retail sales, as well as the out-of-
home category internationally, fell significantly.

Beyond Meat Brings in External Advisor to           Support Turnaround Strategy

Agency discount
5 Online PR per month for £300 or 5 Online and Print PR for £400
10 Online PR per month for £600 or 10 Online and Print PR for £700

Featured Editorial
Profile Page
A single page editorial about you, your products or services, includes 
a photo and a logo - £600

Profile & Advertising Page
A single page editorial about you, your products or services, includes 
a photo and a logo and a Full Page advert - £1,100

Insight
A Double Page Q&A of 4 or 5 questions to get to know your company 
or products better - £750
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Hoffmann Family of Companies Acquires U.S. Chocolate 
Manufacturer ElmerPrivate-equity investor Hoffmann Family of Companies has acquired a controlling interest in Elmer Chocolate, a notable player in the food and beverage industry.While the financial 

details of the transaction remain undisclosed, the acquisition allows Louisiana-based Elmer to continue operating under the direction of third-generation family members, Rob and Michael Nelson. They will maintain “partial” ownership and engage actively in the company’s management.This strategic partnership is designed to expand Elmer’s year-round offerings, aligning well with current consumer trends in the food and drink business. Known for its Celebrate with Chocolate Valentine’s Day assortments, Elmer boasts sales of over 40 million assorted chocolate hearts annually across North America.

Finsbury Food Group Acquires 70% Stake in Bakery Brand Lola’s
Finsbury’s recent acquisition marks its inaugural entry into the direct-to-consumer market. This strategic move aims to expand on Lola’s robust e-commerce platform, which already contributes to half of its sales.

Lola’s boasts a network of 45 kiosks and collection lockers situated in high-traffic areas, such as transport hubs. The business generates impressive annual revenues of £25 million and employs a workforce of 400 staff members.Asher Budwig will continue in his role as managing director, a confirmation from Finsbury indicates.
For Finsbury, this acquisition is a crucial element of its long-term growth strategy. It includes targeted investments in high-growth segments of the bakery market. This deal follows Finsbury’s recent acquisition of confectionery and meringue producer Lees Foods Ltd in 2023.

“Today marks an exciting milestone in the trajectory of Finsbury Food Group as we welcome Lola’s into the family,” stated John Duffy, chief executive of Finsbury Food Group.

SALMON SURVIVAL RATES BOOST DOMESTIC SALESTrade body Salmon Scotland has reported a notable increase in 
overall salmon farm survival rates, rising by an impressive 10% year-
on-year. This enhancement has led to a significant uptick in domestic 
salmon sales, benefiting consumers and the industry alike.
From January to June 2024, monthly salmon survival rates averaged 
an outstanding 99.12%. Salmon Scotland attributes this achievement 
to “continued improvements in fish health and environmental 
conditions.” Such advancements contribute positively to the 
sustainability of salmon farming practices across Scotland.

NEWS
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the packaging sector will 
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for FACHPACK, the European 

trade fair for packaging, technology 

and processing. At NürnbergMesse, 

preparations are in full swing. The 

around 1,400 exhibitors expected will 

be spread over 11 exhibition halls. 

Ninety percent of the display area has 

already been booked. As always, trade 

visitors can look forward to an exciting 

supporting programme alongside a 

wealth of products and services. The 

online ticket shop will open soon.

In just under six months, Exhibition 

Centre Nuremberg will once again 

become the place to be for the European 

packaging industry. As in previous 

years, the exhibitors at FACHPACK 2025, 

compactly spread over 11 exhibition 

halls, will cover the entire packaging 

supply chain. The focus is on packaging 

and packaging accessories, as well as 

innovative solutions from the packaging 

technology segment. Both these 

main segments are complemented by 

solutions for the printing and finishing 

of packaging and for intra-logistics. For 

trade visitors from packaging-intensive 

sectors like food, beverages, luxury 

foods, pharmaceuticals, cosmetics, 

chemicals, health care, non-food, pet 

food and other consumer goods, but also 

automotive, technical articles, medical 

devices and various other industrial 

goods, FACHPACK 2025 is an event not 

to be missed.

Phuong Anh Do, Director of FACHPACK, 

comments: “I am looking forward not 

just to the comprehensive, trailblazing 

trade fair but especially to the lively 

discussions about the main FACHPACK 

theme ‘Transition in Packaging’. This 

dialogue is immensely important 

because the industry is undergoing a 

radical shift, and a sustainable digital 

transformation is unavoidable. And that 

is why here in Nuremberg in September, 

we will all come together again to 

discuss the important issues affecting 

the industry and provide new impetus 

about the potential opportunities of this 

transition and how they can be exploited 

– in keeping with the FACHPACK slogan: 

‘We create the future’.

 
Packaging sector stresses the added 

value of FACHPACK

The packaging community is also 

eagerly looking forward to FACHPACK 

2025. As Martin Rank, Head of Sales & 

Marketing at Etimex Primary Packaging 

GmbH, says: “FACHPACK inspires me 

year after year, because it is not only 

one of the leading fairs for packaging 

solutions in Europe but also a platform 

for innovation, dialogue, and sustainable 

developments. It’s where industry 

experts come together to discuss the 

latest trends and showcase innovative 

solutions. For our company, FACHPACK 

offers significant added value as it 

allows us to engage in dialogue with 

existing and potential business partners, 

absorb new ideas, and present our 

innovations to a professional audience. 

Anyone operating in the packaging 

industry simply cannot go past 

FACHPACK – it is the main platform for 

all those who want to help shape the 

future of the sector.”

Sonja Bähr, Director Business 

Development at B+P Creality, also 

underlines the importance of FACHPACK: 

“FACHPACK impresses me with its 

special combination of dependability 

and innovative strength. It consistently 

provides an exceptionally good overview 

of the latest developments, trends and 

technologies while offering a positive 

framework for candid discussions 

with industry experts. This is why 

for us, FACHPACK is an unmissable 

industry event. There is currently a lot of 

uncertainty due to the legal, economic 

and political constraints affecting the 

entire industry. It is therefore even more 

important for us to use FACHPACK as a 

key platform for dialogue, to stay up to 

date, and gain valuable inspiration for our 

business. Moreover, with new formats 

like Women4Packaging, the fair offers 

exciting new opportunities for discussion 

and development. This is why FACHPACK 

is an absolute must for us!”

THE MUST-DO EVENT 

FOR THE PACKAGING 

INDUSTRY

From 23 to 25 September 2025, the 

packaging sector will gather in 

Nuremberg again for FACHPACK, the 

European trade fair for packaging, 

technology and processing. At 

NürnbergMesse, preparations are 

in full swing. The around 1,400 

exhibitors expected will be spread 

over 11 exhibition halls.
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Online Advertsiing
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Header – £1,000 month
728px x 90px

Featured Image Advert – £700 month
728px x 90px

Consumer Advert – £300 month
728px x 90px

Lower Section Advert – £300 month
728px x 90px

Sidebar lower – £300 month
300px x 250px

Sidebar - All pages (like the header) £500 month
300px x 250px

 

Home Page Prices

Editorial Posts –
Magazine Only – £100
Photo and 150 words approximately

Online Only – £100
Photo and up to 1,300 words with 
do-follow link will appear on the 
homepage and the section page

Please see editorial Options for 
further opportunities

Sidebar

Sidebar

Sidebar

Header

Featured Image

Consumer

Lower section

Lower section

Lower section



Online advertising
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Section / Post Page Prices

Section Header Advert – £300 
per month – per section
728px x 90px

Section Sidebar advert – £300 
per month – per section

This advert will appear on the 
side of the category page and 
also on the side bar of all posts in 
that category
300px x 250px

Featured Article Prices

Feature Article Sponsor Adverts 
– £500 Year 

The advert will appear on that 
article twice for a year
728px x 90px

 



Newsletters

Newsletter Advert Prices

Header Advert  – £400 per email
468px x 60px

Lower Adverts – £200 each per 
email
468px x 60px

Post – +£100 on the magazine/
web option

Upper advert

Dedicated Newsletter 
Price

We can send your own 
email to our subscribers 
- £500
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Exhibitions

Trade Shows
Our popular Media Partnerships are a 
great way to bring your Exhibition to 
the wider Food and Beverage Business 
audience and give your exhibitors the 
chance to be seen. 

As a premier platform in the food and 
beverage industry, we offer a well-rounded 
experience for a vast audience of engaged 
professionals

Our team delivers event coverage through 
exclusive promotions on the website, 
newsletters and within the magazine. With 
our extensive readership and engaged 
audience, you will receive maximum 
exposure opening up a gateway to an 
audience comprising decision-makers and 
influencers actively interested in the food 
and beverage industry and services. This 
offers a strategic advantage to position 
your event at the forefront of their minds 
and catalyse growth opportunities.

We even have up and coming shows on 
our emails.

To learn more on how we can help 
enhance the profile or your event please 
contact 
events@foodandbeverage.business.
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IN 2025 WE WERE REPRESENTED AT OVER 70 TRADE SHOWS, EXHIBITIONS AND SEMINARS
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Business Directory

FREE
Company Name

1 Category
Address
Phone

Website
100 Words

STANDARD - £100
Logo on Map Marker & Listing 

Page
Company Name
Motto / Tag Line

5 Categories
Address
Phone

Whatsapp
Email

Website
Twitter

Facebook
LinkedIn
Youtube

Instagram
Youtube Video

10 Images
1,000 Words

PREMIUM - £250
As STANDARD plus:

On Homepage and at top of each 
Category listing

Header – £1,000 month
728px x 90px

Header
Header



YOUR NEXT 
CONTRACT 
IS HELD IN 
THESE HANDS

FOOD &
BEVERAGE
B U S I N E S S

Stop Wasting Your Budget. Start Reaching Buyers

She’s the Director of Operations for a national food 
group, and for the next 15 minutes, she is doing 
one thing: reading. 
 
She’s reading about AI, processing, manufacturing, 
and supply chain innovations that will shape her 
budget for the next financial year. She’s reading           
foodandbeverage.business 
 
In a world of digital noise, we deliver what 
marketing budgets crave: genuine, focused 
engagement with the people who make the critical 
purchasing decisions. 

Direct Access
Reach the C-Suite, Directors, and 
Senior Managers who are actively 
seeking solutions

Unrivalled Credibility
Position your brand within content that 
our readers trust and rely on to make 
critical business decisions. 

Guaranteed Visibility
Your message placed in a premium, 
uncluttered environment - whether 
in print or online - ensuring the right 
audience sees  

When you advertise with us, you aren’t just 
buying space. You’re buying:

sales@foodandbeverage.business

foodandbeverage.business

PRINT • ONLINE • EMAIL 
foodandbeverage.business is where industry leaders engage,       

make decisions, and open doors to new opportunities



UK & Europe: editorial-ukeurope@foodandbeverage.business
North America: editorial-northamerica@foodandbeverage.business
Europe & Rest of World: editorial-eurow@foodandbeverage.business

Sales: sales@foodandbeverage.business
Finance & Admin: accounts@foodandbeverage.business

Design: studio@foodandbeverage.business

foodandbeverage.business


