
MOVEMBER 
IS COMING

To be part of the conversation just scan the QR code to grab your free POS kit. 
For every kit ordered, £2.50 will be donated to Movember to fund 

vital mental wellbeing projects. Now we’re talking.

LET’S OPEN UP ABOUT MENTAL WELLBEING.

Order here

TM ®,©, 2025 KELLOGG Europe Trading 
Limited. Offer open to UK pub and café 
operators aged 18+. Promotional period 
open from 16.09.25 to 29.10.25. One free 

Pringles Movember POS kit available per 
venue, while stocks last (500 kits total). 

For each kit ordered, £2.50 will be donated 
by Kellogg Europe Trading Limited to 

Movember, up to a maximum donation of 
£1,250. Movember Europe is a registered 

charity No. 1137948 (England/Wales).
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DIVERSITY IN ACTION
Key takeaways from Diversity 

in Wholesale conference

NO TRICKS, JUST TREATS
Embrace the spooky season 

and watch sales soar
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We find out what’s next for  
the innovative wholesaler
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What the UK can learn from 

India’s wholesalers
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boost your wine sales
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Tap into takeaways 
With food-to-go sales soaring, stocking the right 

packaging could be your secret to incremental sales

SECTOR FIRSTFWD launch ‘gamechanging’ DEI programme
STAND OUTWhat’s on offer from the latest FWD members?

SWEET TALKConfectionery remains a huge opportunity 
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 TOP OF THE CLASSBack to school and uni means it’s time to study your range

REFRESHING SALESSoft drinks mean one thing: big business for wholesale

PRIME TIME
The hit brand takes its hydration range on tour
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We turn the spotlight on some of the sector’s female leaders

Future focus 

A s the official 
magazine of Food 
and Drink Wholesale 

UK (FWD), Wholesale News is 
the  voice of UK wholesale; the 
authoritative, trusted and 
preferred source of essential 

information, updates and insight for everyone 
working in and alongside wholesale.

Wholesale News’ expert team works closely with 
the UK’s leading brands to bring your messages to 
life in a way that resonates with the thousands of 
key influencers in the channel. By partnering with 
brands to tell their stories, we help you to stand  
out, engage your target audience and, critically, 
deliver sales.

When it comes to delivering your products into the 
hands of shoppers, the journey begins in the depot. 
As genuine experts in the sector, we work closely 
with wholesalers and trade and brand marketing 
teams to create marketing and communications 
campaigns that deliver real results. 

From bespoke campaigns to a range of ready-to-go 

Drive your sales 
in WHOLESALE

print and digital content options, Wholesale  
News is the destination magazine for all  
suppliers and service providers who are serious 
about building lasting business relationships in  
the wholesale channel. 

Find out how we deliver solutions with the wow 
factor, just get in touch with me or my team.

  Wholesale News is the essential Wholesale News is the essential 
trade magazine for the sector, trade magazine for the sector, 

and the only one I read cover to cover and the only one I read cover to cover 
every issue. As the voice of FWD, it is every issue. As the voice of FWD, it is 
an authoritative, trusted source of an authoritative, trusted source of 
information and industry updates and at information and industry updates and at 
Lioncroft, we rely on it to help shape our Lioncroft, we rely on it to help shape our 
buying decisions and our plans to grow buying decisions and our plans to grow 
and evolve our business.and evolve our business.

Wholesale News is produced by The Bright Media Agency 
Limited, The Stables, Dovecote Court, Potters Marston, 
Leicestershire LE9 3JR
Tel: 0116 296 0200  www.thebrightmediaagency.com

GET IN TOUCH
EDITORIAL ENQUIRIES: 
wn@thebrightmediaagency.com
ADVERTISING AND PAID-FOR 
CONTENT ENQUIRIES: 
patsy@thebrightmediaagency.com

 Member of the  
Audit Bureau 
of Circulations

Average circulation 3,687 per
issue, July 2023 to June 2024

Dr Jason Wouhra OBE, CEO, 
Lioncroft Wholesale, Chair of Unitas

STEPHENIE SHAW Editor-in-Chief, Wholesale News
stephenie@thebrightmediaagency.com



THE EASIEST WAY TO WIN

More than 3,650 key decision  
makers turn to Wholesale News in print every 
issue to find out the brands and service providers 
that will support their business to make money, 
save money or improve efficiencies. 

Add to that an average of 4,200 
online users of the Wholesale News website who 
rely on it to stay in touch with the latest industry 
developments and to connect directly with 
suppliers and business providers, delivering an 
endless flow of leads to our clients.

With more than than 10,000 
followers on LinkedIn, we have the largest 
following of the sector’s trade press. With such 
active reader engagement, our content enables 
our readers and supporters to stay ahead of  
their competition.

FOUR WAYS TO WIN WITH WHOLESALE NEWS

1
3

2
4

Showcase your brand strengths 
and drive purchase with 
advertising that people notice 
and act on

Maximise the power of your 
networking activities and 
connect with the people who can 
make decisions and take action

Demonstrate your expertise with 
compelling thought-leadership 
content that builds profitable 
relationships that last

�Highlight your commitment to the 
wholesale channel by working 
with the official magazine of FWD, 
where all profit is reinvested back 
into wholesale.

WITH PERFET TI VAN MELLE
As the nights draw in, consumers will be cosying up at home,  

marking the perfect chance for independent retailers to cash in on the  

Big Night In occasion with delicious treats courtesy of Perfetti Van Melle

of an on-pack QR code. Stock up now on 

the nation’s favourite lollipop SKUs2 for 

guaranteed success this autumn.

GOODNESS
For health-conscious parents who want to 

ensure kids are getting treats infused with 

goodness and fruity joy, Fruit-tella’s 

delectable chews are the choice for family 

nights in. Containing real fruit juice and 

made with all-natural colourings and 

flavours, all Fruit-tella chews are 

individually wrapped to promote hygiene 

and portion control. Happily 

vegan-friendly, sharing bags of Fruit-tella 

Juicy Chews and #1 best-selling Berries & 

Cherry2 are the perfect snacks for families 

looking to enjoy a big night in treat 

without an added sugar-hit. 

Mentos, the nation’s #2 mint and chewy 

sweets brand2, gives customers even more 

reason to say ‘Yes to Fresh’ with delicious 

fruit and mint sharing bags. These 

vegan-friendly treats not only deliver 

bursts of mood-boosting citrus, berry and 

minty freshness but also feature the 

signature Mentos experience. The crisp 

(Sources: 1Circana Unify | All Outlets | L52w, L26w, L12w | Value & Unit Sales | w/e 20 Jan 

24; 2Circana All Outlets | Value Sales | 52 w/e 12th October 2025)

Big Night In
CASH IN ON THE

outer shell with soft, chewy centre that fans 

know and love is now ready to be shared in 

a larger format.
Mentos and Fruit-tella sharing bags are 

also available in PMP format, so retailers 

can assure customers that they’re getting 

both delicious taste and great value, 

building trust and keeping sweet eaters 

coming back for more. 
When choosing what to stock to help 

customers turn evenings in into nights to 

remember, Chupa Chups, Mentos, and 

Fruit-tella are the go-to brands to make 

moments of sharing even sweeter. 

S
haring bags are the most popular 

pack format in confectionery, 

accounting for 71.4% of sweet 

value sales1. So, whether 

entertaining at a get-together, 

celebrating Halloween or the festive season, 

or simply elevating an evening spent 

sofa-side, Perfetti Van Melle brands, 

including Mentos, Fruit-tella and Chupa 

Chups, offer treats primed to tap into all 

sharing occasions.
Launched ahead of Halloween to add 

some drama to spooky season, Chupa 

Chups has collaborated with Netflix’s iconic 

Stranger Things to launch two new 

multipacks filled with nine mystery 

flavours. Named after characters and other 

fan-favourite standout moments from the 

series, the secret flavours can only be 

revealed upon tasting adding an extra 

moment of delight.
Bold, eye-catching packs are 

set to stand-out on shelf and 

complement Chupa Chups’ 

existing bestselling range with 

flavour-guessing fun and 

gamified competitions at the scan 
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DRIVES BRAND AWARENESS

We put your brands, your voice and your 
key messages right in front of the channel’s 
decision makers.

One of the UK’s leading brands Tropicana 
reformatted its bestselling chilled juice 
range to become ambient in order to remove 
obstacles to purchase. To ensure wholesalers 
were aware, the brand worked with Wholesale 
News to communicate this change through a 
series of advertising, interviews, features and 
Q&As, and in-depot videography.

DEPOT LIVE
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T
here is no doubt that fruit juice is a 

staple product in households up 

and down the UK. A fact that is 

backed up by data, as a Mintel 

survey revealed earlier this year 

that half of UK adults drink fruit juice at least 

once a week. Hardly surprising, then, that for 

wholesalers, retailers and out-of-home 

operators, stocking the right juice brands 

results in a tasty sales opportunity for the 

entire supply chain.

Established in 1947, Tropicana was 

founded with one goal: to make the freshest 

juice available to everyone. Now, almost 80 

years later, the brand continues to choose just 

four varieties of orange, all of which are 

handpicked at the optimum moment and 

squeezed within 24 hours to prioritise taste 

and freshness.

And this focus has paid off, as Tropicana 

has not only been voted the best-tasting juice 

by UK consumers1, but it has also been voted 

the most-trusted fruit juice brand2. For 

wholesalers, it’s no surprise that Tropicana is 

also the top-selling juice brand in 

independents and symbols3, making it an 

essential brand to be stocking to support 

retailers to deliver what customers want.

However, what wholesalers and their 

customers may not realise is that 

Tropicana has changed its format to make 

life easier to stock and sell its products. As 

a result, its bestselling core range of single 

serve and take-home packs of juice are 

now available in ambient format. 

“By making our bestselling products 

ambient, not only does this remove the need 

to keep products stored in chillers in the 

depot and then in store, but it also means it 

offers a longer shelf-life,” says Emma Sutton, 

Shopper Marketing Manager – Impulse, 

Tropicana Brands (pictured above, right).

“Wholesalers can now stock Tropicana 

products alongside other soft drinks in the 

depot, making it easier for retailers to 

navigate and shop the category,” she 

continues. “And to make life easier, retailers 

can also stock up, especially when products 

are on promotion, to ensure they always have 

availability. Add in the longer shelf life, and 

it’s a win-win for everyone, especially as we 

know that one of the continuing trends in 

convenience is for on-the-go refreshment, 

which Tropicana single serve juice and 

Sparkling cans deliver.”

The brand’s bold decision to shift to 

ambient makes perfect sense. While chilled 

juice has seen a decline in sales, the ambient 

juice category has seen sustained growth 

since the pandemic and this shows no sign of 

slowing down. Now worth more than 

£907m1, the ambient juice category is 

growing twice as fast as its chilled juice 

counterparts.2

Since the launch of the new ambient range, 

Tropicana has been named as the fastest 

growing ambient juice brand in the UK. 

“The success of the range proves that taste 

remains the number one driver when it 

comes to soft drinks,” says Emma. “With 

health and wellbeing influencing purchasing 

decisions, as well as the shift towards  

all-natural ingredients, Tropicana is the 

perfect choice as it ticks all of the boxes that 

are important for consumers right now.”

It makes a great choice for retailers to stock 

up on too, as not only does it deliver what 

consumers want, but as the packs are 

available plain and pricemarked, retailers can 

be assured that the range communicates 

value to customers. 

SPARKLING SALES
To spread the word about its ambient range, 

Tropicana took its bestselling single-serve 

orange and apple juice and Tropicana 

Sparkling out on the road, visiting wholesale 

depots including Bestway’s Park Royal depot 

to talk to independent retailers and let them 

try the range for themselves.

For convenience retailer Josh, the news that 

Tropicana was available ambient came as a 

surprise: “I’ve always bought Tropicana and 

stored it straight in the chiller. I’ve noticed lots 

of consumers are opting to drink less alcohol 

and my soft drinks sales have taken off in a 

big way, including fruit juice.  Customers love 

the taste of Tropicana, and they love the price, 

so this is great news that I can stock up rather 

than buy one case at a time.”

“When I think of fruit juice, I don’t think  

of any other brand than Tropicana,” says Naz, 

an independent convenience retailer 

(pictured, p36). “My customers don’t look for 

any other brand in store, 

and when I’ve tried other 

brands, I’ve gone back to 

Tropicana every time. In 

fact, I even drink Tropicana 

orange juice every day – I 

love it! 
“By moving to 

ambient packs, 

Tropicana still offers 

the same great taste 

and the same great 

value for my 

customers, but it’s so 

much easier for me to 

stock, so I’m happy!”

 By making the range 

ambient, there’s no 

need to store the products 

in chillers, you can just 

serve chilled in store”

 Now the range is 

ambient, it still 

offers great value, great 

taste but it’s easier for me 

to stock, so I’m happy!”

In addition to delivering on taste, trust and value, Tropicana’s bestselling juice 

range also makes life easier for wholesalers and retailers with ambient format No need to CHILL 

Check out Tropicana’s 

visit to Bestway’s Park 

Royal depot here:

(Sources: 1Most trusted brand - BrandSpark and Newsweek, 2025; 2Fastest-selling ambient juice brand - Nielsen Value/Volume Independents & Symbols 

Longlife Fruit Juices FC/ NFC 52 w/e 24/08/24; 3Number 1 juice brand in independents and symbols: The New Fieldwork Company, 2024)

WW e wanted to reach the wholesale channel to e wanted to reach the wholesale channel to 
share our messages and Wholesale News share our messages and Wholesale News 

was the obvious choice to deliver impact that was the obvious choice to deliver impact that 
truly resonated with the sector. Working with truly resonated with the sector. Working with 
the team of content experts, Wholesale News the team of content experts, Wholesale News 
has enabled us to showcase our ambient range has enabled us to showcase our ambient range 
with compelling storytelling and we have been with compelling storytelling and we have been 
delighted with the impact and results.” delighted with the impact and results.” 
Tropicana Brands Group
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EASY PEASY orange squeezy
Stocking the UK’s most trusted fruit juice brand has never been easier

F or wholesalers, retailers  
and foodservice operators 
alike, Tropicana has 
made life a little easier. 
How, you ask? The  

iconic brand, voted the UK’s  
most trusted fruit juice brand by BrandSpark and Newsweek earlier this year, has reformatted its bestselling juice range so that it can be stored in depot, in store rooms and on shelf as ambient, rather than chilled as it was previously.    So why has this shift taken place? George Tuck, Head of Sales - Impulse, explains: “For wholesalers and retailers, we recognised that chilled products can present challenges which were obstacles to purchase,” he said. “By making our bestselling range ambient, we’ve instantly made it easier for retailers to purchase in depot and merchandise in store. Now, our single serve bottles and take-home cartons can be sold on shelf as well as from the chiller. From the shelf they can be taken home and chilled, while they’re ideal for meal deals and on-the-go consumption straight from the chiller. 

“This way we’re providing retailers with a quality brand on shelf as well as in the chiller to offer consumers more choice.”  

So what is it that makes Tropicana such a must-stock product for the independent channel?
“Tropicana is a standout 

product because of its taste,” says George. “It’s made with 100% pure juice, and it is a much loved and trusted brand. The main driver for soft drinks sales is taste, and this is where our range has the edge over the competition.”He continues: “In consumer testing, Tropicana was voted the UK’s best-tasting orange juice, and it is this satisfaction that leads to repeat purchase. Consumers also  tell us that they want their fruit juice to be natural, and we only use natural ingredients.”

RETAIL BENEFIT
Tropicana doesn’t just deliver on taste, but  it also delivers results for retailers. “Not only is our range designed to perfectly suit the needs of the convenience and impulse channels, but it also helps retailers protect their margins and offer a  point of difference,” said George. “As the juice sub-category has become more commoditised, it can be hard to drive the category forward. So many tertiary brands are focussed on value so 

Tropicana stands out by prioritising taste, which is what we know consumers want.”  
POWER OF PRICEMARK While quality remains a priority, Tropicana also recognises the need to offer great  value. As a result, its range is available  as pricemarked and plain packs.

“Retailers continually tell us that pricemarks remain the most popular,” says George. “Pricemarked packs are synonymous with value, and this way, consumers and retailers can be assured they’re getting a top quality product at a great price.”

WIN A SUMMER PACKED WITH PRIZESTropicana has launched a brand 
new incentive for consumers and 
retailers providing a summer 
packed with prizes. 
   Peel A Deal offers consumers 
the chance to win prizes such as  
tech gadgets, hotel stays and 
flights simply by scanning a QR 
code for an instant win. 

   And retailers can join in the fun 
too. By stocking any single serve 
Tropicana, Naked and Copella, 
retailers can take home a share  
of a £5,000 prize pot. 

“As well as increased sales,  
we wanted to give something  
back to retailers. They really are 
the beating heart of their 

communities, and we wanted to 
reward them for their custom,” 
said George. 

Retailers need to download the 
*Shopt app and upload their 
invoice to see if 
they’re a winner. 

WANT TO SHARE YOUR BRANDS WITH THE CHANNEL? GET IN TOUCH NOW
patsy@thebrightmediaagency.com



DRIVES BRAND AWARENESS

WANT TO SHARE YOUR BRANDS WITH THE CHANNEL? GET IN TOUCH NOW
patsy@thebrightmediaagency.com

OOver the last few years, we have ver the last few years, we have 
been using adverts and editorial in been using adverts and editorial in 

Wholesale News to help us to share our Wholesale News to help us to share our 
products and plans across the wholesale products and plans across the wholesale 
channel and see it as a critical part of our channel and see it as a critical part of our 
communicatiocommunication plan n plan to this extremely to this extremely 
important sector of the UK market.  important sector of the UK market.  

We find it particularly useful to be We find it particularly useful to be 
involved in the special involved in the special 
feature editions as feature editions as 
this brings together this brings together 
a lot of views on a lot of views on 
specific topics and we specific topics and we 
feel this really helps feel this really helps 
wholesalers to make wholesalers to make 
educated decisions.”educated decisions.”
Andy Brown,  
Director, Envis Snacks

WWe book media across the trade for e book media across the trade for 
some of the biggest brands on the some of the biggest brands on the 

globe, and as such, are trusted to analyse globe, and as such, are trusted to analyse 
and recommend only the best performing and recommend only the best performing 
spots. We have worked with Wholesale News spots. We have worked with Wholesale News 
for many years, and value the team as a for many years, and value the team as a 
truly collaborative media partner. truly collaborative media partner. 

They are true experts in the field, They are true experts in the field, 
showcasing passion and they always over-showcasing passion and they always over-
deliver on projects. They have an extensive deliver on projects. They have an extensive 
industry black book and are always industry black book and are always 
open to coaching our team on industry open to coaching our team on industry 
developments, as well as introducing us and developments, as well as introducing us and 
our clients to brilliant depots for activation.   our clients to brilliant depots for activation.   

 The team is always suggesting new ways  The team is always suggesting new ways 
to optimise our campaigns and consistently to optimise our campaigns and consistently 
deliver high-quality content, in particular, deliver high-quality content, in particular, 
dynamic in-situ videos that are showcased dynamic in-situ videos that are showcased 
widely on the WN website, as well as shared widely on the WN website, as well as shared 
by clients to motivate internally and to by clients to motivate internally and to 
support customer conversations.”support customer conversations.”
Frankie Mercieca,  
PR Director, Mercieca

STRAPLINE
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Tell us about this partnership...For the fifth year running, Pringles and Movember are teaming up to help pubs spark meaningful conversations about men’s mental wellbeing. This has never been more important; despite growing awareness, men are still far less likely to seek support for mental wellbeing challenges, making up just 36% of referrals to NHS Talking Therapies.1Suicide remains the leading cause of death among men under 50 in the UK2, with men in England and Wales three times more likely to die by suicide than women3. With some men feeling pressure to mask their emotions, the ability to check in and listen has never been more critical, so this campaign aims to stimulate and nurture opportunities to have those trickier conversations.

What does the campaign look like?Pringles is launching a limited-edition Movember tube in an exclusive 40g format for the on-trade. On each can, Mr. P’s iconic moustache is replaced with a QR code which customers can scan to access The Movember 

Scan a MO  
to help a BRO 
We catch up with Evie Pickering from Kellanova about Pringles’  partnership with Movember and their shared desire to support men’s wellbeing

Conversations tool, featuring advice and prompts to help encourage conversations in real-life situations. 
The campaign has been supported with free-of-charge PoS kits for pub operators, including coasters, t-shirts, bathroom mirror stickers and posters. For every kit ordered by a pub operator, Pringles will donate £2.50 to Movember, up to a maximum donation of £1,250, to support the charity’s wellbeing initiatives.

How can wholesalers help? 
Wholesalers can play a vital role in creating real, measurable change and 

by supporting this campaign, they can, quite literally, put practical tools right into people’s hands.
Pringles’ ethos centres around sharing and coming together and with Movember’s work to drive more open discussions around mental health, the brand and charity have successfully partnered together since 2020 over the shared goal of getting people talking. With a simple scan, people can access guidance that could help them support someone when it matters most. Because sometimes, it only takes one small moment to make a big difference.Together, we can make mental health support more visible, more accessible and more normalised in everyday spaces.

ADVERTORIAL

(Sources: 1https://www.therapyforyou.co.uk/post/mens-mental-health-matters#:~:text=According% 20to%20a%20recent%20survey,health%20condition%20at%20some%20stage; 2https://www.gov.uk/government/news/men-urged-to-talk- about-mental-health-to-prevent-suicide; 3https://commonslibrary.parliament.uk/research-briefings/cbp-7749/)

3 WAYS 
WHOLESALERS CAN SUPPORT THE CAMPAIGN

■  Drive sales by utilising digital marketing channels such as email bulletins, newsletters and social media channels.
■  Incentivise purchases by offering loyalty points or rewards linked to the Movember tube. 

■  Brief and educate account managers so they can talk confidently about the campaign and its benefits to their customers.

MOVEMBER:  1 – 30 NOV ‘25Movember is the leading 
global charity changing 

the face of men’s health

Wholesalers,  
join the movement at 

Movember and help open 
important conversations 

via The Movember 
Conversations tool by 

visiting conversations.
movember.com/en

Why wait for INSPO – TASTE IT!Contact us at hello@sunmagicdrinks.co.uk
*The fresh fruit drink sector grew at +12.8% - Nielsen IQ data for 52 wks w/e 25/01/25

Grab some now!The NEW deliciousjuice drink from Sunmagic

• 4 vibrant, exciting � avours
• Eye-catching design
• Great tasting
• Made with real fruit juice
• HUGE sales opportunity

Chilled Fruit Drinks is the fastest growing sector in the soft drinks  category, up by +12% YOY*

RMC383 INSPO Half Page Advert.indd   1
RMC383 INSPO Half Page Advert.indd   1

14/03/2025   16:3814/03/2025   16:38

Get in touch to see how we can help your business shine  hello@thebrightmediaagency.com

thebrightmediaagency.com |  0116 296 0200

PUBLISHING  l  MARKETING  l  DIGITAL  l  PR

 Create enduring connection and elevate your business with our compelling content, dynamic design and targeted comms strategies.

DAZZLE YOUR AUDIENCE

MOVEMBER 
IS COMING

To be part of the conversation just scan the QR code to grab your free POS kit. 

For every kit ordered, £2.50 will be donated to Movember to fund 

vital mental wellbeing projects. Now we’re talking.

LET’S OPEN UP ABOUT MENTAL WELLBEING.

Order here

TM ®,©, 2025 KELLOGG Europe Trading 

Limited. Offer open to UK pub and café 

operators aged 18+. Promotional period 

open from 16.09.25 to 29.10.25. One free 

Pringles Movember POS kit available per 

venue, while stocks last (500 kits total). 

For each kit ordered, £2.50 will be donated 

by Kellogg Europe Trading Limited to 

Movember, up to a maximum donation of 

£1,250. Movember Europe is a registered 

charity No. 1137948 (England/Wales).
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DIVERSITY IN ACTION
Key takeaways from Diversity 

in Wholesale conference

NO TRICKS, JUST TREATS
Embrace the spooky season 

and watch sales soar

TAKE THE BISCUIT
The latest teatime trends and 

must-stock brands
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BUILDS SUCCESSFUL PARTNERSHIPS

We help you cut through the noise 
and help your brands to connect with 
wholesalers and their customers. 

Working with Wholesale News, 
Nestlé has shared essential industry 
expertise, category insights and the 
latest consumer trends, all expertly told 
through a wholesale lens, to share the 
latest new product launches and brand 
developments with a wholesale audience 
to inform their decision making.

OOur collaboration with FWD and Wholesale ur collaboration with FWD and Wholesale 
News has been instrumental in effectively News has been instrumental in effectively 

communicating our plans and campaigns to communicating our plans and campaigns to 
the wider wholesale network. Through their the wider wholesale network. Through their 
support, we have successfully shared key support, we have successfully shared key 
information that aligns with our strategic information that aligns with our strategic 
objectives for Nestlé Coffee. objectives for Nestlé Coffee. 

The seamless integration of our initiatives The seamless integration of our initiatives 
within the network has not only enhanced within the network has not only enhanced 
visibility but also fostered engagement among visibility but also fostered engagement among 
stakeholders. Working with the Wholesale News stakeholders. Working with the Wholesale News 
team has been a pleasure, they bring a wealth team has been a pleasure, they bring a wealth 
of knowledge and experience that significantly of knowledge and experience that significantly 
enriches our projects and their enriches our projects and their 
commitment to building strong commitment to building strong 
relationships has fostered a relationships has fostered a 
collaborative environment collaborative environment 
where ideas can flourish. where ideas can flourish. 
We have created a robust We have created a robust 
partnership that continues partnership that continues 
to drive our success in the to drive our success in the 
market and further elevate market and further elevate 
the Nestlé Coffee brand.”the Nestlé Coffee brand.”
Nestlé
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FWD PARTNER

“When it comes to market reach, there’s no doubt that the wholesale channel is incredibly powerful, enabling brands to access a much wider audience than they ever could alone,” says Ollie Richardson, Wholesale and Convenience Controller, Nestlé Food & Beverages.
“We all know that consumer demand is continually evolving, and it is critical that brands can move at speed to reflect these changing dynamics and preferences,” he adds. “To me, this is where the wholesale channel truly excels. It has an unrivalled ability to pivot in  the blink of an eye to make the most of the latest trends and opportunities, which is hugely beneficial for everyone – for brands, for the wholesaler and for retailers who can then stock the products most likely to be in demand by their customers.”While Nescafé has long been  a UK household staple with a core range of bestselling products, the brand is more than aware of the huge opportunity offered by demand for coffee premiumisation. As a result, the brand is expanding its portfolio, which provides wholesalers and retailers alike with significant incremental sales opportunities. The latest launch from Nescafé is a great example of 

“How this channel brings brands to life is incredible”Nestlé Food & Beverages’ Ollie Richardson explains why 
wholesale has to be a priority for brands to reach shoppers

this. The ready-to-drink Nescafé Iced Latte range not only provides consumers with the opportunity to enjoy an out-of-home experience within their own homes but it also ticks the boxes for a convenient and affordable indulgence that consumers can enjoy every day.
POWER OF PMPSThe launch follows Nestlé’s decision to make its Nescafé Dolce Gusto coffee machine capsules available in pricemarked packs, in addition to extending its frothy coffee pricemarked pack range. 
“All of these, 

alongside Nescafé 
Iced Latte, will 
actively support 
consumers as they look to replicate 

their out-of-home experience at home” says Richardson.Launching NPD into wholesale is far from the challenge it once was. “How wholesale brings brands to life is just incredible,” he says. “Activations in depot and online can be transformational for brands, and there are so many wholesalers embracing this with creativity and passion which, in turn, is driving sales.
“Not only that, but wholesale is a channel that truly understands the importance of long-standing relationships. Wholesalers know their customers so well, they are the genuine experts in their local 

area, and this expertise is invaluable. Also, many of us have progressed through our careers alongside each other, as suppliers and wholesalers, and this long-standing connection is hugely beneficial when it comes to working together to drive sales growth and opportunities.”

CONNECTION
It’s no surprise then that Nestlé made the decision to sponsor FWDLive! for 2025. “Industry events such as FWD’s conference are essential,” admits Richardson. “Connecting with the wider industry, peers, wholesalers and sector experts is how we all move forward and open doors for the future. We can’t wait to showcase our NPD there, so come and find us for samples and goodies!”

COME AND TRY FOR YOURSELF
Enjoy refreshing and delicious iced coffee moments with Nescafé Iced Latte
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Whether it’s the perfect break or catching up with friends, enjoy 
the sweet taste and creamy texture of Nescafé Iced Latte in the 
comfort of your own home. 

Specially designed to be enjoyed cold, this Nescafé Iced Latte is made using 100% responsibly sourced coffee, supporting coffee farmers to improve their lands and livelihoods. You can learn more about our responsible sourcing initiatives at nescafe.com/responsible-sourcing.
Please come and speak to us at FWDLive! on 12 June, or speak to your national account manager for more information.
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HOT DRINKS

W
hen it comes to hot drinks, 

there are fewer traditions 

more rooted in families up 

and down the UK. From the 

essential espresso first thing in 

the morning, through to a refreshing 

morning brew or a comforting hot chocolate 

as you climb into bed, hot drinks are a daily 

staple for the vast majority of UK households. 

And this of course is great news for 

wholesalers as sales of hot drinks continue to 

grow. Whether enjoyed at home or on the go, 

hot drinks continue to provide more than 

refreshment and comfort, but also tasty 

opportunities for sales growth. 

Research from Circana earlier this year 

showed that, somewhat predictably, the hot 

drinks market is dominated by tea and coffee, 

accounting for 88% of volume and 91% value. 

In addition, 76% of shoppers prefer 

pricemarked packs* so stocking those  

will appeal to retailers looking to create 

trust around pricing.

“Hot drinks are worth more than 

£105m in symbols and independent 

stores,” says Mark Langohr, Category 

Controller, Unitas. “The category is 

experiencing growth, with a 10% 

increase in value and a 2% rise in 

volume sales**, and so it’s critical 

that wholesalers get their 

range right.” 

SPILL THE TEA
While the UK is globally recognised as a 

tea-drinking nation, it seems the traditional 

teatime favourite is now trailing behind coffee 

as the nation’s favourite hot drink. According 

to the 2023 Statista Global Consumer Survey, 

coffee overtook tea as the hot drink of choice 

for UK consumers. 

Despite this, tea maintains a loyal customer 

base of devoted drinkers, boosted by an 

influx of younger consumers discovering its 

appeal. Increased travel and social media 

content is noted as one of the reasons for 

younger consumers discovering and 

embracing global trends, new flavours  

and health and wellbeing choices.

And this plays out in the data too. 

According to Worldpanel by Numerator  

(July 2025), everyday tea and loose tea 

are seeing sales decline while demand 

Originally sold as a cold chocolate milk drink, FrieslandCampina 

has introduced a ready-to-heat variant, Chocomel Hot, which 

looks set to be a hit with younger consumers.

For consumers looking to recreate the out-of-home 

experience in their own kitchen, Nescafé’s Flat White and 

Cappuccino capsules are now pricemarked for the convenience 

channel. Meanwhile Yorkshire Tea has added Cherry Bakewell 

Brew to its Proper 

Breaks line-up 

and Pukka’s 

Supreme 

Matcha Green 

teabags are  

now available  

in 40-bag packs 

to meet rising 

demand.

HOT OFF THE PRESS...

Fancy a

As temperatures continue to cool, 

at least wholesalers, retailers and 

out-of-home operators can rely on 

sales of hot drinks heating up

Make Sterling your

partner for growth

Sterling Supergroup is a trusted and expanding 

members’ wholesale buying co-operative, with 

award winning product lines and decades of 

experience. A true market leader, we pride 

ourselves on being a free to join, not-for-profit 

group with exceptional pricing and a long term 

commitment to sustainability.

And that’s just for starters! 

What matters most is what our members have to say.

“Thanks to Sterling, we’ve seen accelerated growth in our 

business, due to having access to a direct supply of products 

and being able to share information with like-minded people 

in the group. 

Sterling head office provides us with excellent support as well 

as helping to negotiate competitive prices and special offers. 

It’s so good, we use their award winning Caterers Essentials 

range as our ‘own label’, giving us exclusivity in our delivery area. 

The Sterling trade shows throughout the year are also a great 

place to meet and connect with others in the industry and 

discover even more fantastic deals!

They also offer very effective Member Marketing Support, 

and a monthly publication “Under Our Hat” that includes own 

label and member updates, and priceless market information. 

In summary, being part of the Sterling Supergroup has had a 

hugely positive impact on our business.”

Sterling Caterers Essentials 

Essential Products Exceptional Prices

Call 01621 856300 or scan the QR code below

HOT DRINK
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surges for green, decaf, fruit and herbal blends and speciality black teabags. The rise in demand for green tea can be  in part credited to the rise in popularity of matcha. The Japanese tea saw a 91% boost  in value sales in Q1 of 2025, with no sign  of sales slowing down.*** As the UK has battled with the challenging economy, there has been a noticeable shift towards own label tea with value and volume growth of 6.3% and 1.2% respectively.  “Don’t overlook decaf,” urges Langohr. “Decaf tea may only account for a small percentage of total sales, but it is growing at pace so wholesalers must factor in at least one decaf option in their range to make the most of the opportunity. The Plan for Profit decaf bestseller is Tetley Decaf 40s.“Speciality teas are also rising in popularity in response to the increasing focus on health and wellbeing. Twining’s is a leading brand in speciality, fruit and herbal, and green teas.”
TIME FOR A COFFEE?Demand for the coffee shop experience continues to grow as consumers look to replicate the out-of-home experience in the comfort of their own home. While this may be driven by convenience, there has also been a shift in consumers looking for ways to cut down on spending, as 49% of consumers claim to visit coffee shops less to save  money (NielsenIQ). 
This money-saving effort is resulting in a sales boost for convenience store retailers as consumers stock up on coffee blends, pods and sachets to recreate their coffee shop favourite indulgence. It’s no surprise then that Nescafé has 

embraced the huge opportunity offered  by demand for coffee premiumisation, expanding its portfolio earlier this year  to provide wholesalers and retailers with significant incremental sales opportunities. “We all know that consumer demand is continually evolving, and it is critical that brands move at speed to reflect changing dynamics and preferences,” says Ollie Richardson, Nestlé Food & Beverages. “This is where the wholesale channel  excels – it has an unrivalled ability to pivot  in the blink of an eye to make the most of  the latest trends and opportunities, which  is hugely beneficial for brands, for the wholesaler and for retailers who can then stock the products most likely to be in demand by their customers.”This is demonstrated by Nestlé’s decision to make its Nescafé Dolce Gusto coffee machine 

capsules available in pricemarked packs,  ideal for the convenience channel. In addition, it also extended its frothy coffee pricemarked pack range, which includes caramel latte and toffee nut latte sachets,  to appeal to convenience shoppers.“This range ensures we are supporting consumers as they move away from the traditional concept of coffee at home and creating enjoyment and excitement that echoes the out-of-home experience,” continues Richardson.While premiumisation is driving sales growth, don’t forget the appeal of instant. According to NielsenIQ,  instant coffee still accounts for a staggering 78% of coffee drunk at home, which suggests a sales opportunity for premium instant coffee that not only delivers the quality taste consumers expect but also the convenience and value they associate with an instant product. While 91% of coffee sales are branded, own brand coffee is seeing a sales surge of +26%** according to Unitas. “Offering own brand alternatives to the leading coffee brands is crucial,” confirms Langohr.
SOMETHING DIFFERENTWhile it is easy to focus on coffee and tea, don’t be tempted to overlook the alternatives. Autumn is the season for hot chocolate and malted drinks such as Horlicks Original, Cadbury Instant Hot Chocolate, Cadbury Drinking Chocolate, Galaxy Instant Hot Chocolate, plus instant sachets.n

(Sources: *Lumina Intelligence Retailer Attitude and Behaviours Study 2024; **SmartView Convenience 52 WK Mat 17.07.2024;  ***IRI 12 w/e 17 May 2025)

 Decaf tea is growing at pace so you must factor in at least one decaf option to make the most  of the opportunity.”

To support foodservice operators meet growing demand for quality coffee, Nestlé Professional has launched a new range focussed on independent cafes and quick-serve restaurants, Nescafé Barista. Coffee beans are driving growth in foodservice as operators move away from instant to increase value per cup and enhance their coffee offering. Developed to provide independent businesses with an affordable, high-quality coffee option, the new range makes freshly brewed coffee more accessible and appealing to a wider range of operators. 

“We know that foodservice operators are looking for trusted, high-quality coffee solutions that can meet evolving consumer taste,” said George Burrell, Nescafé OOH Brand Manager, Nestlé Professional UK & Ireland. 
“With our new Espresso and Signature blends, we’re giving  them the tools to serve exceptional coffee experiences that customers will return for time and again.  This is barista-style coffee  worth waiting for.”

OUT OF HOME OPTIONS 

Text ‘CASH’ to 80800 together with the last four digits from a qualifying case of NESCAFÉ product for a chance to win £1,000. 12 PRIZES AVAILABLE TO BE WON* *T&Cs apply. 

Open to Wholesale shoppers/Convenience Store Owners in UK only. 12 prizes of £1000 available to be won in total. Max. one entry per Product type/per Wholesale 

shoppers/Convenience Store Owners. Max. one prize per person. Purchase of one of the qualifying products required to enter (retain receipt). Free entry via Text only from 01.10.25 

to 23:59 on 21.12.25. See below for more details. Abridged Terms and Conditions: UK Wholesalers customers & Convenience Store Owners, 18+ only. Normal exclusions apply. 

Employers/employee consent required to participate. Open from 01.10.25 to 21.12.25. Purchase a qualifying case of NESCAFÉ Original £4.19 PMP; NESCAFÉ Original Decaf £4.19 

PMP; NESCAFÉ Original £2.49 PMP; NESCAFÉ Gold Blend £4.79 PMP; NESCAFÉ Gold Blend Decaf £4.79 PMP; NESCAFÉ Azera £4.49 PMP; NESCAFÉ Latte £2.49 PMP; NESCAFÉ Gold 

Cappuccino £2.49 PMP; NESCAFÉ 2in1 £1.00 PMP; NESCAFÉ 3in1 £1.00 PMP; NESCAFÉ 3in1 Caramel £1.00 PMP; NESCAFÉ Dolce Gusto Americano PMP £3.99; NESCAFÉ Dolce Gusto 

Cappuccino PMP £3.99; Nescafé Caramel Latte £2.49 PMP; from a participating wholesaler and text the word “CASH”, and the four last digits from the barcode of a case of a 

participating product, to 80800 to be entered into the prize draw for a chance to win. Participants must retain a valid till receipt/invoice showing the purchase of a qualifying 

product during the stated promotional dates. 12 prizes of £1000 (payable as a BACs transfer) to be won in total across the duration of the promotion. Texts should be free of 

charge to send but participants may wish to check with their service provider if in doubt. Participants may enter once per qualifying product type, supported with a new till 

receipt/invoice showing the purchase of a qualifying product made during the promotional period. However, a maximum of one prize/win per person. Visit 

https://www.nescafe.com/gb/about-us/wholesaler- text-to-win-2025/terms/ for more details and full terms and conditions.

Promoter: Nestlé UK Ltd, Nestlé House, Haxby Road, York YO31 8TA 



BRINGS PRODUCTS TO LIFE 

Nothing beats being able to showcase your 
support for, and investment in, the wholesale 
channel than showing it in action. Our in-depot 
activations are best in class, helping you to get 
even closer to your wholesale partners and 
use their powerful testimony, and that of their 
customers, to raise brand awareness  
and visibility. 

Our expert team of journalists, photographers 
and videographers deliver industry-leading 
content, in print and online, that not only brings 
your brand to life, but communicates your 
key messages to meet your sales objectives, 
providing you with attention-grabbing collateral 
that actively supports your business growth. 

Earlier this year Prime, the smash-hit soft 
drink of 2024, repositioned its core range from 
energy to hydration. To spread the word, Prime 
took its hydration range on a tour of wholesale 
depots, and utilised Wholesale News to share its 
messaging with the channel. 

Wholesale News captured the Prime team 
in action, highlighting the benefits of the new 
range, sharing sales insight and harnessing 
feedback from wholesalers and retailers  
about the huge sales opportunity offered by  
the new range.

WW e were absolutely delighted by how e were absolutely delighted by how 
Wholesale News captured the high energy Wholesale News captured the high energy 

and fantastic retailer engagement from the day; and fantastic retailer engagement from the day; 
the feature and the video have been invaluable, the feature and the video have been invaluable, 
enabling us to showcase our new core range and enabling us to showcase our new core range and 
drive sales uplift across the wholesale and the drive sales uplift across the wholesale and the 
convenience channel. We’ve had some amazing convenience channel. We’ve had some amazing 
feedback so far.” feedback so far.” 
Prime

ACTIVATION
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ICE, ICE 
BABY

Natural ingredients, a simplified core range and price-marked packs? It’s no wonder PRIME Ice Hydration is flying off the shelves
Photography: Roy Kilcullen

W hen PRIME Ice launched in 
February 2025, it came as no 
surprise that the range was an 
instant hit with retailers and 
consumers alike.

The soft drinks brand, created by social media influencers Logan Paul and KSI who have a combined 39 million subscribers to their YouTube channels, already represents more than 10% of the sports category, and this looks set to go from strength to strength, courtesy of its UK tour of wholesale depots. “We’re touring the UK to spread the word about PRIME Ice Hydration and our brand- new core range,” said Jake Baxter, National Account Manager, Congo Brands. “There are a lot of competing brands in the 

category and we wanted to make it easier for retailers to stock, as well as for consumers to shop,” continued Jake. “When developing the core range, we looked at the data and saw that the three most in-demand flavours are berry, tropical and orange, and so we’ve built the range around them.” 

CRAZE
“However, retailers who remember the PRIME craze on social media in previous years don’t need to worry that a simplified range will mean less hype. Instead, PRIME will also launch a rotational piece of NPD to drive excitement. This NPD will be limited edition and highly sought after. We fully expect consumers to embrace this and be actively hunting out the latest PRIME.”And driving excitement is exactly what the brand is doing. Wholesale News caught up with the PRIME team at Parfetts depot in Birmingham and despite the fierce heat of  the day, retailers were flocking to the stand  to find out more about the core range and rotational NPD, and to take advantage of  the deals on offer. 

“PRIME has always been a massive seller for us,” said Bobby, a retailer who owns two independent convenience stores in Solihull’s Touchwood Centre. “From when it first launched to this day, it’s massive and we  can really struggle to stay on top of demand.“By simplifying the range, PRIME has really helped retailers as it means we can stock up on all the flavours and because they’re now adding the limited-edition flavours, this will keep it moving and exciting.
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POSITIVE
Jon Griffiths, General Manager at Parfetts, welcomed PRIME’s decision to move away from energy and into hydration. 

“PRIME was a huge product last year and its pivot into the hydration market has been very successful,” he said. “Hydration as a category is huge now and still growing. Customers are looking for ways to support their healthy lifestyles and products like this will really appeal to them.
“It was also a great decision from PRIME to reduce down the range to just three key flavours. This is a positive move as it makes  it much easier for retailers to satisfy customer demand while also maximising profit with the rotational NPD.” 

HEALTHIER
Another key message PRIME is keen  to convey is Ice Hydration’s ingredients. “A lot of people are still under the assumption that our hydration range is full  of sugar and caffeine, which couldn’t be further from the truth,” said Jake. “The fact is, the range is not only HFSS-compliant but there’s no caffeine in any of the range. Instead, there’s electrolytes, added B vitamins and  it’s made with coconut water and all- natural flavourings.”
Another retailer, Ash, who has two stores in the West Midlands, is 

delighted to hear the hydration range is suitable for his younger consumers. “The kids in my local area go absolutely mad for PRIME and this range is really popular as it’s not an energy drink but more of a ‘better for you’ option, which means their parents are happy for them to have it. “When we have the latest NPD, it’s almost like a buzz goes off in the local area and we have customers popping their heads in to see if it’s arrived yet.”

VALUE
As retailers all know, every product has to  be at the right price and the deal on offer has the PRIME Ice Hydration range available as £1.79 price-marked packs. 

“We stock all the bottles and at £1.79 they just fly off the shelves,” agreed Bobby. “Prices are creeping up in every single category and by pricing the PRIME range at this price, customers feel like they’re really getting value for money, especially when compared to some of the other brands stocked alongside  it in the chiller. Let’s be honest, everyone wants great value and this ticks all the boxes.”
Ash is quick to stock up on 

the core range as well as the 
limited-edition flavour. 

“As soon as I share the  
NPD on social media, the 
shop will be packed,” he said. 

“I can pretty much 
guarantee these 

will be gone by 
tomorrow!”n

To make life easier for retailers 
and consumers too, the  
PRIME Ice Hydration range  
is now available in three core 
range flavours.

Created to satisfy demand 
for the most popular flavours in 
hydration – berry, orange and 
tropical – the three core range 
products are available in Blue 
Chill, Red Chill and Orange. 

All three are caffeine-free, 
made with coconut water and 
have zero added sugar. 

In addition, PRIME will also 
release NPD limited-edition 
flavours on rotation, ideal  
to drive excitement and 
engagement with consumers. 

AS EASY 
AS 1, 2, 3 

CLICK 
HERE

https://youtu.be/NxzPQDevtJ4?si=hhhRTpKw1-u7DBb_


To add even more value, we have created a 
range of marketing packages that are exclusive 
to FWD members and partners that allow you 
to utilise all of the marketing platforms that 
FWD and Wholesale News can offer. 

We will work with you to create a strategic 
plan that means that you maximise visibility 
across the wholesale sector at key moments 
throughout the year that align with your brand 
plans and key periods of activity. 

HOW WE WORK WITH FWD PARTNERS AND MEMBERS 

EASTER
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C hocolate. That sums up Easter  in one word. Yes, hot cross buns, cakes and alcohol sales spike, but chocolate is where the action is at. Over the first three months of 2024, seasonal treats sales were boosted by £88m compared with the same period the year before (Kantar). With Easter falling much later this year (18-21 April), offering  an egg-stra extended trading period for wholesalers, there’s potential for egg-cellent sales. We’ll stop now with the puns but it’s important to note this is a big opportunity  as Britain’s second-largest confectionery sales period after Christmas.

POCKETS OF OPPORTUNITYThe joy of Easter from a retailing perspective is the sales timeframe can be divided into three phases: fast start, building momentum and a gifting finish. Now is the time to focus on the building momentum phase, which means adding shell eggs and increasing your range of self-eat, impulse and hollow novelty lines – these products are important as, typically, more than half of all Easter confectionery is eaten before the Easter 

GETcracking
There are three extra 
weeks of trade this year 
for Easter, so it’s time 
to crack on and boost 
those seasonal sales

weekend, opening up another big opportunity: repeat purchases. Last year saw a 14% increase in trip spend and a 6% rise in more trips compared to the rest of the year (Kantar), so availability of bestselling lines  is key to drive spend.

WHAT’S NEW?
Carrying the season’s new products is  a no-brainer. Consumers love trying something new and NPD generates excitement and encourages impulse and repeat purchases, especially at Easter. And, of course, the well-known brands don’t disappoint. Mars Wrigley leads the charge with an impressive 11 brand-new  lines for 2025, alongside the return of its bestsellers. There are new self-eat treats such as M&M’s Crispy Bunny and Maltesers Bunny Popcorn Flavour.

The fastest-growing category is small sharing, which is currently seeing 28% growth and accounts for 24% of the Easter category (Nielsen). Mars Wrigley claims this segment helps cater to families with young children, and that’s a significant 56% of them (NRF data). The brand’s new hero SKUs – M&M’s Chocolate Eggs and Galaxy Minstrels Mini Eggs – look set to be must-stocks to capitalise on this growth category. Mars Wrigley’s other seasonal innovations span medium, large and extra-large shell eggs, and now giant ones too. According to the confectionery giant, medium eggs have  a key role to play in driving early-season sales and repeat buys, so offering a good range will support your retail customers in attracting new consumers into the category and driving impulse sales.
Another go-to for gifting is Ferrero and its 
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TOP TIP
Signpost the season Signpost the season 
early and make early and make 
customers aware customers aware 
through social media through social media 
and creating seasonal and creating seasonal 
spaces, along with spaces, along with 
Easter-focused sectionsEaster-focused sections

TOP TIP
Focus on a fast start for self-eat treats, 
Focus on a fast start for self-eat treats, then build momentum with a great range, 
then build momentum with a great range, followed by a gifting finishfollowed by a gifting finish

2025 line-up is exciting. There’s a unique new Raffaello white chocolate egg and Ferrero Rocher Classic Egg, plus a Kinder Milky Caramel Bunny, ideal for retailers to stock up on for those all-important impulse and repeat treats.
Meanwhile, Mondelēz has launched the Easter Favourites pouch, which taps into the tradition of egg hunts, a new addition 

to its Cadbury Ultimate Egg range in the form of Dairy Milk & White Marble Ultimate Egg, a Cadbury Caramilk Egg and a redesigned Cadbury Dairy Milk Hollow Bunny. 

KEY THEME 
Sustainability has emerged as a key theme for the leading brands with Mars 

Wrigley and Mondelēz products sporting eco-friendly packaging. Mars Wrigley has upgraded its packaging with sustainability in mind – including a plastic-free carton – and Mondelēz presents its first-ever confectionery pouch made from paper, making it easilyrecyclable, for its Easter Favourites. 

SEASONAL TREATS
Spare a thought for other Easter treats too, such as cakes, cookies and 

biscuits, which will be enjoyed over the holiday period. Simnel is, typically, a larger cake eaten at Easter and Mr Kipling Simnel Slices offers a smaller, convenient format to reflect demand for seasonal treats in a smaller size. And, as this is a limited-edition product, it will also drive demand and shopper engagement.
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Celebrating McVitie’s 

Chocolate Digestives

The global snacking company 

behind some of the UK’s 

most-loved and iconic brands is 

celebrating 100 years of McVitie’s 

Chocolate Digestives with an 

unmissable campaign. 

pladis is launching one of its 

biggest multi-million-pound 

campaigns for the brand to date, 

from eye-catching wholesale and 

in-store activations, dazzling 

hologauze projections on iconic 

landmarks and Piccadilly Lights 

Digital Out of Home to an 

immersive McVitie’s Chocolate 

Digestives Experience.

GENIUS
The McVitie’s Chocolate Digestive 

was invented in 1925 in Harlesden 

in north-west London – where it 

is still manufactured today – and 

the campaign idea is that while 

the world has witnessed many 

more inventions, none have 

come close to the genius that  

is the chocolate digestive.

An immersive concept store 

– The McVitie’s Chocolate 

Digestives Experience –  

launched alongside the campaign. 

The pop-up store, opened for a 

limited time from 2 to 5 May, and 

gave fans the chance to celebrate 

with one-of-a-kind biscuit- 

based artwork and exclusive 

merchandise. At the heart of the 

experience was the Biscuit Bar, 

where visitors could sample an 

exclusive range of innovative 

McVitie’s Chocolate Digestives 

treats, specially curated by 

McVitie’s Head Development 

Chef Robert Craggs.

“Very few things in life stay 

loved for a century, but the 

chocolate digestive has stood  

the test of time,” says Aslı Özen 

Turhan, Chief Marketing Officer, 

pladis UK&I. “This campaign is a 

fun, celebratory way to mark 100 

years, highlighting what makes 

McVitie’s Chocolate Digestives so 

special.”
McVitie’s is including the 

nation in the celebrations with an 

on-pack competition where £100 

is up for grabs every 100 minutes. 

Shoppers purchase a pack from 

the McVitie’s Chocolate 

Digestives range and scan the 

on-pack QR code for the chance 

to win a prize. The promotion is 

live now until 22 June 2025.

VISIBLE
McVitie’s Chocolate Digestives 

will also be visible in stores  

right across the UK. Shoppers 

will be disrupted during their 

path to purchase by front-of- 

store displays, sampling trucks, 

store media, and in-aisle and 

other touchpoint POS. The 

centenary is highlighted in the 

convenience sector with POS, 

FSDUs and shelf-wobblers to 

catch shoppers’ attention. 

Meanwhile, there is B2B 

activation across McVitie’s 

Chocolate Digestives PMPs in 

wholesale where retailers can 

also win cash every 100 minutes 

by texting WIN to 66222. There 

are also attention-grabbing depot 

displays and experiential tours. 

pladis is proud to make the 

100-year anniversary unmissable 

across the UK. “Because,” 

concludes Aslı, “when something 

has been adored for this long, it’s 

more than just a biscuit; it’s part 

of our culture, our history and, 

let’s be honest, it’s our best 

tea-time companion.”

pladis is commemorating a century of the iconic biscuit in showstopping style 

across supermarkets, convenience stores and wholesale with a huge campaign

More than More than 80m packets of  packets of 

McVitie’s Chocolate Digestives are 
McVitie’s Chocolate Digestives are 

sold every year in the UK. That’s 
sold every year in the UK. That’s 

around 1.7 billion biscuits
around 1.7 billion biscuits

At its peak, At its peak, 

pladis can pladis can 

make around make around 

13m  

McVitie’s McVitie’s 

Chocolate Chocolate 

Digestives a Digestives a 

day; around day; around 

9,000 a minute9,000 a minute
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Not for sale to minors. JUUL is an e-cigarette. This is an age restricted 

product and age verification is required at sale.

TM and  2025 JUUL Labs, Inc. All rights reserved.

If you don’t smoke or vape, don’t start.

Two new flavours exclusively for JUUL2

Stock up on the full range today.

WARNING: This product contains nicotine 
which is a highly addictive substance.

Category innovation is vital to keep consumers engaged and foster brand loyalty, but in the gum segment it serves a further purpose: adapting to the evolving motivations for chewing. While sugar-free gum is traditionally associated with  oral hygiene and refreshment, consumers are now looking for products to accompany them during specific moments related to lifting their mood and mental recharge. Research shows that  1 in 2 consumers chew gum  to accompany a ‘moment to themselves’. Half of consumers choose to chew gum during  a relaxing moment (other consumers listen to music)  or to avoid snacking1, making  it a unique category within confectionery. The evolution   
 

Take a moment to chew it overMars Wrigley is leading the charge in redefining what gum can 

offer consumers and explains what this means for wholesalersof the consumer motivation to chew to now accompany specific moments reinforces the growing opportunity for product innovation beyond form and function to become a companion.HEALTHY OPPORTUNITYEXTRA® Refreshers Watermelon Raspberry, launched in February this year, was developed based  on a deep understanding of such consumer behaviour, combining trending flavours and textures to provide a multisensory chewing experience for consumers looking for an uplift. “As consumer preferences  shift toward more purposeful chewing, our NPD is bridging the gap between traditional gum benefits and broader lifestyle needs”, says Hannah Lee, Gum Brand Director at Mars Wrigley.“In line with this, EXTRA® Refreshers Watermelon Raspberry was carefully crafted to meet evolving consumer 
expectations, delivering not just refreshment but also an 

exciting flavour experience.  With fruity flavour combinations poised to take centre stage this year, research shows 73% of shoppers find Watermelon Raspberry a unique flavour,  and 69% would purchase it2 – presenting wholesalers with a healthy revenue opportunity.”
DRIVE SALESGum innovation today is about more than just fresh breath.  With Refreshers Watermelon Raspberry, EXTRA® is leading  the charge in redefining what gum can offer while also accompanying consumers while they take ‘me moments’ to find balance, boost their mood and enhance their daily experiences. Additionally, superior product quality remains central to this evolution. Research shows  that EXTRA® Refreshers  Tropical and Bubblemint flavours provide a long-lasting, superior chew experience3. Hannah continues: “For wholesalers, the demand  for a variety of high-quality  gum options continues to grow, presenting an opportunity  to drive category growth by 

supplying innovative products, such as EXTRA® Refreshers Watermelon Raspberry. “By stocking a range of EXTRA® SKUs, wholesalers can meet the increasing demand for gum with innovative flavours that can accompany a ‘me-moment’, creating a strong point of differentiation to drive sales. The EXTRA® Refreshers Watermelon Raspberry NPD is positioned to capture a broad customer base and maximise profits, making  it a must-stock for wholesalers looking to fuel category growth and satisfy the evolving needs  of today’s gum consumers.”
STAYING AHEADStocking the right products  is key to staying ahead in the ever-evolving gum category. With EXTRA® Refreshers Watermelon Raspberry, wholesalers have a unique opportunity to meet consumer demand – don’t miss out on  the chance to drive sales for  you, and your customers.

❒ Explore the range and  stock up today by visiting availabilityintoaction.co.uk 

(Sources: 1Ipsos Chewing Gum Understanding (Current Gum Chewers), US 2022;  

2Flavour Pantry Sensory research 2023; 3Mars Refreshers gum claims, October 2024)

 The demand for a variety of high-quality 

The demand for a variety of high-quality 
gum options continues to grow”

gum options continues to grow”
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The season of goodwill
For the second year running, CCEP is partnering with FareShare to deliver up to 300,000 meals for the homeless this winter with a little help from wholesale

 It’s fantastic to see so It’s fantastic to see so 
many of our wholesale many of our wholesale partners getting behind this 

partners getting behind this 
initiative to tackle hunger initiative to tackle hunger 
across the UK this Christmas”
across the UK this Christmas”

F ollowing on from the huge success of last year’s wholesale partnership with FareShare, CCEP is ready to create yet more festive magic. 
From the beginning of December and running through to 6 January 2026, CCEP will donate five meals to FareShare to feed the homeless for every case of Coca-Cola Zero qualifying packs sold through participating wholesale depots. 

MAKING A DIFFERENCE“Last year, we were amazed by the success of the initiative which saw so many of our wholesale customers partner with us to support FareShare in their mission to fight food insecurity and reduce food waste, especially during the festive season when no one should go without a meal,” said Ruth Fawcett, Associate Director for Wholesale and Convenience, CCEP.
By working with FareShare, the UK’s leading food redistribution charity, CCEP is determined to make a real difference this season. For every Coca-Cola Zero 12 x 500ml pack sold through 100 Unitas and Bestway wholesale depots, CCEP will donate the equivalent of five meals to FareShare, up to a maximum of 200,000 meals. And that’s not all, CCEP is also donating the equivalent of five meals for every 6 x 2ltr Coca-Cola Zero pack sold across 108 participating Booker depots, up to a 

maximum donation of 100,000 meals. “This activity with our wholesale partners is just one of the ways in which CCEP and Coca-Cola are supporting FareShare to make a meaningful difference,” continued Fawcett. “It’s fantastic to see so many of our wholesale partners getting behind this initiative to tackle hunger across the UK this Christmas.” The activity will be supported by in-depot displays and digital screen activations, plus CCEP have created a full suite of animated digital assets that wholesalers can share across their own communications channels to spread the word.

ICONIC
This promotion runs alongside Coca-Cola’s annual Christmas Truck tour which sees the 
brand’s iconic red 
truck visit cities across 
the UK. Fawcett 
continued: “We are 
inviting visitors to take 
part in the Making Cans 
Count initiative on  
our Coca-Cola 
Christmas Truck 
tour. For every 
can crushed at 
a dedicated 
station on  
the tour, 

Coca-Cola will donate the equivalent of a meal to FareShare with the aim to provide up to 1 million meals this season.”
There’s also plenty of festive cheer for customers as CCEP rolls out its prize giveaway. Wholesalers, retailers and out-of-home operators can enter via My CCEP for a chance to win a Gold, Silver or Bronze gift bundle, worth £2,000 to £4,000. And, for each entry, CCEP will also donate  £5 to FareShare.
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07947 924085 
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07514 623564
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1Focus on range simplification, 

reduce duplication and offer  

a range that delivers a good, better, 

best tiering to make it easy for 

retailers to shop. 

2Breakfast is the fastest-growing 

meal occasion and juice is the 

number one cold beverage choice at 

breakfast. Stock Tropicana Smooth 

Orange Juice so your retail customers 

can capitalise on this trend. 

3Utilise price-marked packs to 

create trust with retailers and 

encourage loyalty and frequency of 

purchase with their customers.

4Utilise all POS, digital and social 

assets to drive brand awareness. 

Lipton Kombucha combines Lipton 

Iced Tea and great-tasting 

flavours: Strawberry Mint, 

Raspberry and 

Mango 

Passion Fruit, 

in 250ml 

single cans 

and 4-packs.

Sunmagic INSPO Citrus Smash, Berry 

Blast, Ruby Crush and Tropical Punch 

are social influencer inspired for Gen Z 

appeal. 500ml rPET bottles, RRP £1.49

Daymer Bay Mocktail 

4-packs in Classic 

Mojito, Passion Fruit 

Martini and 

Strawberry Daquiri 

are real fruit blends in 

250ml glass bottles 

to be enjoyed on their 

own or with spirits.

with soft drinks the number one category 

bought on these missions.2 Drink-now 

formats grew faster than take-home formats 

in 2023, up 17.2% to £2.5bn, with a 4% 

volume sales increase.3

Carlsberg Britvic’s range includes 

well-known brands Fruit Shoot, Robinsons, 

Tango, J2O, London Essence, Teisseire, 

Plenish and Jimmy’s Iced Coffee. Under 

exclusive PepsiCo agreements, the company 

is also licensed to make, market and sell 

popular drinks including Pepsi MAX, 7UP, 

Lipton Iced Tea and Rockstar Energy. 

The bestselling brands should be a key 

focus, but are brands as important as they’ve 

always been? 
“Consumers are less brand 

loyal than ever before,” admits 

Lewis. “They are willing to shop 

around to find what they want 

at a price they’re willing to pay. 

With that in mind, wholesalers 

need to review their ranges 

regularly to reduce duplication, 

keep up with changing trends 

SUPPLIER TOP TIPS 
GEORGE TUCK
Tropicana

and tastes, and create space for the latest 

on-trend flavours and types of drinks.”

Clearly, value remains critical. 

Price-marked packs are increasingly 

important, as TWC reports that 51% of 

shoppers say they provide reassurance that 

they aren’t being overcharged.4

Tuck agrees: “PMPs are essential for the 

independent convenience retailer. We fully 

appreciate how important they are, both in 

single-serve and take-home packs, as they 

communicate value and trust in a way that 

resonates with both retailer and consumer.” n

THE FUTURE 
Soft drinks innovation is likely to 

continue centring around low- and 

no-sugar products that meet HFSS 

regulations and offer better-for-you 

options. Younger consumers will be 

drawn to new flavours while demand 

for adult soft drinks will continue to 

grow as consumers look for appealing 

alternatives to alcohol.

Suppliers are embracing developing 

tech to give shoppers greater access 

to product information and locate 

products in store. Carlsberg Britvic’s 

Robinsons Fruit Shoot has added 

NaviLens technology to its packaging, 

enabling visually impaired shoppers to 

scan a code with their mobile phone 

to read ingredients and nutritional 

information. The code also helps them 

find products with sounds, arrows and 

vibrations using haptic technology.
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ISSUES LAND DATE FEATURES COPY SUBMISSION 
DEADLINE

AD ARTWORK 
DEADLINE

MARCH 26 Feb
Soft drinks and waters 
Tobacco, vapes and nicotine products  
Healthy lifestyles

19 Jan 12 Feb 

APRIL 26 March
Functional drinks 
Beers, wines, spirits, RTDs and ciders 
Buying group feature

16 Feb 12 March

MAY 30 April
Confectionery, chocolate and mints 
Foodservice overview 
Summer occasions and trends

19 March 16 April 

JUNE 28 May
Grocery top-up  
Crisps, nuts and snacking 
Improve efficiency: technology, AI and communications

17 April 14 May

JULY 25 June
Back to school/uni 
Biscuits, cakes and treats 
Improve efficiencies: logistics, fleet and warehouse 

15 May 11 June 

AUGUST 30 July
Halloween 
Autumn opportunities including Diwali and Big Night In 
FWDLive! summary

22 June 16 July 

SEPTEMBER 27 Aug
Power of PMPs, pricing and promotions 
Meal occasions 
Christmas planning (foodservice)

20 July 13 Aug 

OCTOBER 24 Sept
Festive food and drink 
Beers, wines, ciders, spirits and RTDs 
Improve efficiencies: how can service providers help?

17 Aug 10 Sep

NOVEMBER 29 Oct
Vegan, plant-based and healthy options  
Distributors 
Over the counter meds and personal care

21 Sep 15 Oct

DECEMBER 26 Nov
Soft drinks, water and low-and-no options  
Key occasions for 2026 
Brand reflections and products of the year

19 Oct 12 Nov 
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Iced coffee context & insight 
• 13% cups are consumed cold in UK 
• 19.2% YOY OOH Iced coffee growth 
• 397% RSV Growth in RTD MultiserveBarriers  

• Too much hassle • Can’t recreate coffee shop quality 
• Think they need special equipment 
Nescafé Iced lattes overcomes theseRange detail • £3.00 RRP*, £2.50 Promo* • 750ml x 2 variants: Caramel and Latte 

• 3 servings per carton

Nutritional information  • ALL NON-HFSS • 92 kcal Calories per serve • Only MS RTD under 100kcals •  Sugar per serve (Latte 10.5g,  Caramel 10.6g) AmberThirsty for more?Please either scan the  QR code or speak to  your Nestlé National  Account manager.
®Reg. Trademark of Société des Produits Nestlé S.A.  Circana + Kantar: 52 w/e 2020-2024

SCAN HERE

NEWNEW

Nescafé iced lattes have arrived

Indulge in sales I t’s well known that soft drinks form a major part of any wholesaler’s business.  In fact, the soft drinks category continues 
to go from strength to strength, driven  by an endless stream of NPD. Now worth 

a whopping £4.2bn in convenience and impulse,1 there’s proof that soft drinks is  a key category to hone to perfection.According to Lumina Intelligence’s 2023 
Retail Attitude and Behaviours Study, soft 
drinks are the biggest single generator of footfall and sales in convenience stores, bought in more than one in four visits and 

found in more than twice as many shopper 
baskets as alcohol. In IGD’s Category Benchmark research, more than half of  all soft drink buyers (57%) stated these products were the  main reason they went  

to the store, and 34% would go without or 
shop elsewhere if they weren’t happy with  
the to-go drinks available.“Satisfying consumer demand is critical,” 

says George Tuck, Head of Sales – Impulse, Tropicana. “However, while consumer preferences may 

WORK HARD
Making soft drinks

Maximising soft drinks sales in wholesale simply comes 

down to leveraging the brands and getting your range right

Words: Charles Smith

evolve, the key driver for this category remains taste. If customers can’t find what 
they want, they will go elsewhere and retailers 
risk them not returning. This is why soft drinks is such a key category for retailers  

to get right throughout the year.”And as consumers’ taste evolves, it’s no 
surprise that soft drinks suppliers’ ranges 
extend far beyond fizzy pops and fruit squash 
to include variants such as iced tea, cold coffees and energy drinks. Not only that,  

but the growing focus on health and wellness 
is making low- and no-sugar still drinks, 
carbonates and juice drinks increasingly attractive for shoppers looking to reduce their 

sugar intake and reflect their health and wellbeing choices.

HEALTH AND WELLBEING“There’s no doubt that today’s shoppers are making more mindful choices when it comes  to supporting their health and wellbeing goals, and those soft 

drinks that 
are made of 
natural ingredients and contain no added sugars or additives are immediately front  

of mind,” continues Tuck. “Last year we launched Tropicana Sparkling, made with 30% fruit juice – which 
is more than twice the fruit juice content of 
our competitor brands – infused with a gentle 
fizz and it quickly became a bestseller as it 
ticks every box for on-the-go consumers 
looking for refreshment and great taste without compromising their health choices.”

Ben Parker, VP Sales – Off Trade, Carlsberg Britvic, agrees: “Consumers have become increasingly interested in health and wellness over the last few years, thanks to the HFSS regulations. Britvic’s consistent approach to low- and no-sugar reformulations has resulted in 85% of our Britain and Ireland soft drinks being low- or no-calorie, while maintaining our commitment 

(Source: 1NielsenIQ RMS – impulse & convenience, total soft drinks Britvic defined, value sales,  

52 w/e 30.12.23 – combined with CGA by NielsenIQ – out-of-home 52 w/e 31.12.23 vs a year ago)

7UP’s latest launch is 7UP® Pink Lemonade, 
a new zero-sugar variant in 330ml cans, 
8x330ml can multipacks, 500ml bottles, 
plain or PMP, and 2l bottles.

New Tango Blast flavours Raspberry Blast and Cherry Blast in ready-to-drink 500ml formats appeal to Gen Z shoppers wanting on-the-go soft drinks in bold and exciting flavours in a 500ml format, MRSP £2.15.

Tango’s latest new ‘Editions’ flavour  is sugar-free  
Strawberry Smash, in 330ml cans, 500ml bottles, including PMPs,  2l and 8- or 24-can multipacks. 



DISPLAY ADVERTISING RATES

FULL COLOUR	 1 ISSUE	 4 ISSUES	 6 ISSUES	 10 ISSUES

FRONT COVER	 £4,000	 £4,000	 £4,000	 £4,000

OUTSIDE BACK COVER	 £2,450	 £2,310	 £2,145	 £1,925

INSIDE FRONT COVER	 £2,200	 £2,100	 £1,955	 £1,760

DOUBLE PAGE SPREAD	 £3,300	 £3,150	 £2,915	 £2,640

FULL PAGE	 £1,925	 £1,850	 £1,732	 £1,570

HALF PAGE	 £1,320	 £1,265	 £1,155	 £1,020

Get in touch if you would like to discuss loose and 
bound inserts, bellybands, spreadmarkers, false 
covers and other specific advertising treatments.

Prices above are per advertisement

DEPOT  
LIVE 

ACTIVATION 
FROM

£6,600 
PLUS VAT



TECHNICAL SPECIFICATIONS FOR PRINT

ALL AD MEASUREMENTS ARE WIDTH 
BY HEIGHT AND SHOULD BE SUPPLIED 
AS HI-RES PDFs WITH 5MM  BLEED

n	� Front page 
210 x 197mm plus bleed

n	� Full single page 
210 x 297mm plus bleed

n	� Half single page 
Horizontal 210 x 142mm plus bleed  
Vertical 102 x 297mm plus bleed

n	� Third single page 
186 x 76mm plus bleed

n	� Double page spread 
420 x 297mm plus bleed

n	� Keep all critical information and logos  
10mm from the page trim 

n	� Artwork should be supplied  
as CMYK only

n	� Image resolution should be an effective  
PPI of 300 minimum

n	� Artwork to be sent to production@
thebrightmediaagency.com

�UNSAFE AREA FOR TYPE WITHIN PAGE 
– KEEP ALL CRITICAL COPY AND LOGOS 
WITHIN 190MM X 277MM AREA

PLEASE NOTE: To ensure your advert is reproduced as 
accurately as possible the artwork MUST be supplied in 
CMYK.  

If artwork received includes RGB or spot colours, we will 
convert to CMYK in Adobe Photoshop. This will provide a 
high-quality advert but text and vector graphics will inevitably 
lose sharpness to a degree. We also cannot guarantee 
colour integrity with regard to spot colour conversion.

We will allow a certain amount of tolerance with regard to 
image resolution but if we feel that quality is compromised 
we will ask for the ad to be resupplied.

CONTACT DETAILS
FOR MORE INFORMATION ON 
ADVERTISING AND SPONSORED 
CONTENT IN WHOLESALE NEWS,  
PLEASE CONTACT: 
PATSY KELLY
07514 623564
patsy@thebrightmediaagency.com



RATES AND TECHNICAL SPECIFICATIONS FOR ONLINE ADS

CONTACT DETAILS
FOR MORE INFORMATION  
ON ONLINE ADVERTISING IN 
WHOLESALE NEWS, CONTACT:
PATSY KELLY
07514 623564
patsy@
thebrightmediaagency.com

ALL  ADS SHOULD BE SUPPLIED 
AS 150 PPI JPGs
n	� Top homepage leaderboard (at the top, just 

below the menu bar) 728px width by 90px depth

n	 �Leaderboard beneath top story  
on homepage 
728px width by 90px depth

n 	 �Side widget panel on homepage 
and every news page (right-hand side,  
above “subscribe now” panel) 
330px width by 255px depth

n	 �Splash page 
768px by 768 px, maximum

n	 �Advertising banner in the weekly  
Wholesale News e-newsletter 
600px width by 75px height

LOCATION	                               PER MONTH

TOP HOMEPAGE LEADERBOARD	                         £440

SIDE WIDGET PANEL	                          £275

SPLASH PAGE	                         £770

WEBSITE TAKEOVER	                            £1,320

WEEKLY E-NEWSLETTER BANNER	                    £220*

Ads can also be supplied as GIFS

*Price per weekly e-newsletter ad insertion



TERMS AND CONDITIONS

Wholesale News is produced by The Bright Media Agency Limited
The Stables, Dovecote Court, Potters Marston, Leicestershire LE9 3JR
Tel: 0116 296 0200  www.thebrightmediaagency.com

1.	 Interpretation
1.1	 Definitions:
	� Bright Media: The Bright Media Agency 

Limited incorporated and registered in 
England with company number 09185239 
whose registered office is at The Stables, 
Dovecote Court, Potters Marston, 
Leicestershire LE9 3JR.

	� Client: the person, firm or company that 
places an Order for Services with Bright 
Media.

�Customer Materials: any and all materials, 
documents, records, research, photography, 
logos, designs, or other property (including all 
Intellectual Property rights therein) belonging 
to the Client, which are provided to Bright 
Media by or on behalf of the Client.
�Contract: the contract between the Client 
and Bright Media for the supply of the 
Services in accordance with the Order and 
these terms and conditions.
�Deliverables: all copy, layouts, artwork, 
storyboards, presentations, drawings, 
documents, charts, graphics, photographs, 
films and/or other materials created or 
produced by or on behalf of Bright Media for 
the Client in the course of providing the 
Services, on any media. 
�Fees: the fees for the Services as agreed in the 
Order.
�Intellectual Property Rights: patents, rights 
to inventions, copyright and related rights, 
trade marks, business names and domain 
names, rights in get-up goodwill and the right 
to sue for passing off, rights in designs, 
database rights, rights to use and all other 
intellectual property rights, in each case 
whether registered or unregistered and 
including all applications and rights to apply 
for and be granted, renewals or extensions of, 
and rights to claim priority from, such rights 
and all similar or equivalent rights or forms of 
protection which subsist or will subsist now 
or in the future in any part of the world.
�Order: the Client’s order for the Services as 
set out in the Client’s written acceptance of 
Bright Media’s quotation or the Client’s 
purchase order form. 
�Services: the advertising services to be 
provided by Bright Media to the Client as set 
out in the Order.
�Third-Party Fees: fees payable by Bright 

Media to third parties relating to the 
provision of the Services which are not 
included in the Fees.
�VAT: value added tax chargeable under the 
Value Added Tax Act 1994.

1.2	� A reference to a statute or statutory provision 
is a reference to it as amended, extended or 
re-enacted from time to time.

1.3	� A reference to writing or written includes 
fax and email.

2.	 Advertising Services 
2.1	� Bright Media shall supply the Services to the 

Client in accordance with the Contract. 
2.2	� In supplying the Services, Bright Media shall:

�(a) perform the Services with reasonable care 
and skill;
�(b) ensure that the Deliverables, and all goods, 
materials, standards and techniques used in 
providing the Services are of satisfactory 
quality and are fit for purpose;
�(c) take reasonable care of all Customer 
Materials in its possession and make them 
available for collection by the Client on 
reasonable notice and request. 

2.3	� The Client accepts that Bright Media will not 
be liable if it is not able to perform the 
Services or publish any advert as part of the 
Services in the exact position, edition or time 
agreed in the Order. For the avoidance of 
doubt, time for performance of the Services 
shall not be of the essence. 

3.	� The Contract and duration of the Contract
3.1 	� An order for Services placed by the Client 

constitutes an offer to purchase the Services 
in accordance with these terms and 
conditions. The Client’s order shall only be 
deemed to be accepted when Bright Media 
issues written acceptance of the Order or 
Bright Media performs the Services at which 
point the Contract shall come into existence. 

3.2	� For the avoidance of doubt, a quotation 
given by Bright Media shall not constitute an 
offer to supply Services.

3.3	� The Contract shall continue, unless 
terminated earlier in accordance with these 
terms, until the Services have been 
completed. 

4. 	 Amendments to Services
4.1	� The Client may request, and Bright Media 

may recommend, a change to the Services (a 
Change) in writing at any time before 
publication of an advert or before the 

Services have been completed. Bright Media 
will inform the Client of any effect on the 
Fees as a result of the Change. If the Change 
is accepted by both parties, full details of the 
Change shall be agreed in writing and signed 
by both parties.

5.	 Client Obligations
5.1	� The Client shall co-operate with Bright 

Media and shall provide to Bright Media, at 
Bright Media’s request, such information 
concerning the Client and the Client’s 
requirements in respect of the Services as is 
reasonably necessary to enable Bright Media 
to perform the Services.

5.2	� It is the Client’s sole responsibility to ensure 
that the details of the Order and all 
information provided to Bright Media are 
accurate and complete in all material 
respects.

5.3	� The Client shall ensure that all Customer 
Materials requested or required by Bright 
Media for the provision of the Services are 
provided within any deadlines 
communicated by Bright Media. 

5.4	� If the Client is acting on behalf of a third 
party, the Client warrants that it has the 
authority and requisite power to enter into 
this agreement on behalf of that third party. 

5.5	� If Bright Media’s performance of its 
obligations under the Contract is prevented 
or delayed by any act or omission of the 
Client, its agents, subcontractors, consultants 
or employees, Bright Media shall: 

(a)	� not be liable for any costs, charges or losses 
sustained or incurred by the Client that arise 
directly or indirectly from such prevention 
or delay;

(b)	� be entitled to publish an advert previously 
published by Bright Media on behalf of the 
Client in the event that the Client fails to 
comply with clause 5.3;

(c)	� be entitled to payment of the Fees despite 
any such prevention or delay; and

(d)	� be entitled to recover any additional costs, 
charges or losses Bright Media sustains or 
incurs that arise directly or indirectly from 
such prevention or delay.

6. 	 Service standards 
6.1	� If at any time, in Bright Media’s reasonable 

opinion, the Customer Materials provided 
for the purposes of the Services do not 
comply with the requirements of this 

agreement or are not of a suitably high 
standard, Bright Media may notify the Client 
and the Client shall resubmit the Customer 
Materials. If the revised Customer Materials, 
in the reasonable opinion of Bright Media, 
still do not comply with the requirements of 
this agreement and/or are otherwise not of a 
suitably high standard, Bright Media shall 
notify the Client that either:

(a) 	� Bright Media terminates the Contract, in 
which case Bright Media shall be entitled to 
charge any Fees and Third-Party Fees 
incurred in respect of the Services or 
Deliverables supplied prior to the date of 
termination; or

(b) 	� Bright Media will publish an advert 
previously published by Bright Media on 
behalf of the Client and Bright Media will be 
entitled to charge the Fees and Third-Party 
Fees agreed in the Order.

7. 	 Fees
7.1 	� In consideration for the provision of the 

Services, the Client shall pay the Fees to 
Bright Media. For the avoidance of doubt 
any Fees agreed for the Services shall not 
determine or influence the fees chargeable by 
Bright Media for other or future services. 

7.2	� All amounts payable by the Client exclude 
amounts in respect of value added tax (VAT), 
which the Client shall additionally be liable 
to pay to Bright Media at the prevailing rate 
(if applicable), subject to receipt of a valid 
VAT invoice.

7.3	� The Client shall reimburse Bright Media for 
all Third-Party Fees that have been incurred 
by Bright Media and approved by the Client 
in advance.

7.4	� Bright Media shall submit invoices for the 
Fees plus VAT if applicable and Third-Party 
Fees to the Client when the relevant issue of 
the magazine goes to press.

7.5	� The Client shall pay each invoice due and 
submitted to it by Bright Media within 30 
days of receipt, unless longer terms are 
agreed in writing. 

7.6	� If the Client fails to make any payment due 
to Bright Media under the Contract by the 
due date for payment, then:

(a)	� the Client shall pay interest on the overdue 
sum from the due date until payment of the 
overdue sum, whether before or after 
judgment. Interest under this clause will 
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accrue each day at 4% a year above the Bank 
of England’s base rate from time to time, but 
at 4% a year for any period when that base 
rate is below 0%; 

(b)	� Bright Media shall be entitled to withdraw 
any discount on the Fees previously offered 
by Bright Media; and

(c)	� Bright Media may suspend all Services until 
payment has been made in full.

7.7	� All amounts due under the Contract from 
the Client to Bright Media shall be paid by in 
full without any set-off, counterclaim, 
deduction or withholding (other than any 
deduction or withholding of tax as required 
by law).

8. 	� Compliance of Customer Materials with 
the law

8.1	� The Client warrants that all Customer 
Materials shall in all material respects as 
delivered by the Client and in their use 
within the Services, shall:

(a)	� comply with all applicable laws and any 
other applicable laws, regulations, regulatory 
policies, guidelines or codes in each case 
from time to time in force, including all such 
guidelines and codes issued by statutory, 
regulatory and industry bodies;

(b)	� not infringe the Intellectual Property Rights 
or proprietary rights of any third party; and

(c)	� not be defamatory, libellous, obscene or 
otherwise offensive.

8.2	� The Client shall indemnify Bright Media 
against all liabilities, costs, expenses, 
damages and losses (including but not 
limited to any direct, indirect or 
consequential losses, loss of profit, loss of 
reputation and all interest, penalties and 
legal costs (calculated on a full indemnity 
basis) and all other reasonable professional 
costs and expenses) suffered or incurred by 
Bright Media (Losses) arising out of or in 
connection with any third-party claims or 
any action, adjudication or decision taken 
against Bright Media by any regulatory body, 
in each case directly or indirectly arising (in 
whole or in part) out of any breach by the 
Client of clause 8.1, or any other act or 
omission of the Client.

8.3	� If either Bright Media or the Client become 
aware that there is risk that part or all of the 
Customer Materials are not in compliance 
with clause 8.1, each shall promptly notify 
the other, and, without prejudice to any 
other right or remedy of Bright Media, 
Bright Media shall be entitled to make any 
modifications which may be necessary to 
remedy that defect in the Customer 
Materials. Any modifications shall be at the 
Client’s cost unless the problem was due to 
Bright Media’s act or omission.

9.	� Ownership of Intellectual Property Rights
9.1	 It is the intention of the parties that:
(a)	� Bright Media and its licensors shall retain 

ownership of all Intellectual Property Rights 
in the Deliverables; and

(b)	� the Client shall retain ownership of all 
Intellectual Property Rights in the Customer 
Materials. 

9.2	� The Client grants Bright Media a fully 
paid-up, perpetual, worldwide, 

non-exclusive, royalty-free, non-transferable 
licence to copy and modify the Customer 
Materials for the purposes of providing the 
Services to the Client in accordance with the 
Contract and for the purposes of 
reproducing and publishing the Deliverables 
in any country and at any time. 

9.3	� The Client shall procure that its personnel, 
subcontractors and its subcontractors’ 
personnel and all artists, photographers, 
actors, models and other third parties used 
by the Client in connection with any 
Customer Materials provided to Bright 
Media for the provision of the Services 
provide all  necessary consents, releases, and 
approvals to use their work or images in the 
Services. 

10.	 Trade Mark licence
10.1	� The Client grants Bright Media a 

non-exclusive, non-transferable, royalty-free 
licence, and permit its subcontractors to use, 
the Client’s trade marks in the creation and 
publication of the Deliverables and 
performance of the Services.

10.2	� Bright Media acknowledges that it will not 
gain any right, title or interest in the Client’s 
trade marks or associated goodwill, which 
shall vest automatically in the Client and 
Bright Media shall not make any use of them 
except in accordance with the terms of this 
agreement.

11.	 Limitation of liability
11.1	� Nothing in this agreement shall limit or 

exclude Bright Media’s liability for:
(a) 	� death or personal injury caused by its 

negligence;
(b) 	 fraud or fraudulent misrepresentation; or
(c) 	� any other liability which cannot be limited or 

excluded by applicable law.
11.2	� Subject to clause 11.1, Bright Media shall not 

have any liability to the Client, whether in 
contract, tort (including negligence), breach 
of statutory duty, or otherwise, for any loss of 
profit, or for any indirect or consequential 
loss arising under or in connection with this 
agreement.

11.3	� Subject to clause 11.1, Bright Media shall 
under no circumstance be liable for and the 
Client shall indemnify Bright Media for any 
losses, costs, damages, charges, fees, 
penalties, levies incurred by Bright Media as 
a result of performance of the Services, 
including publication of any of the Customer 
Materials or any error or defect within the 
Customer Materials. 

11.4	� Subject to clause 11.1 and clause 11.2, Bright 
Media’s total liability to the Client, whether 
in contract, tort (including negligence), 
breach of statutory duty, or otherwise, 
arising under or in connection with this 
agreement shall be limited to the Fees 
payable for the Services.

12.	 Termination
12.1	� Bright Media may cancel all or part of the 

Services and/or terminate this agreement 
without cause, by giving written notice of 
immediate cancellation and/or termination 
to the Client at any time and for any reason.

12.2	� Without affecting any other right or remedy 
available to it, either party may terminate 

this agreement with immediate effect by 
giving written notice to the other party if:

(a)	� the other party commits a material breach of 
any term of this agreement which breach is 
irremediable or (if such breach is 
remediable) fails to remedy that breach 
within a period of 14 days after being 
notified in writing to do so;

(b) 	� an order is made or a resolution is passed for 
the winding up of the other party, or an 
order is made for the appointment of an 
administrator to manage the affairs, business 
and property of the other party, or such an 
administrator is appointed, or a receiver is 
appointed of any of the other party’s assets or 
undertaking, or circumstances arise which 
entitle a court or a creditor to appoint a 
receiver or manager or which entitle a court 
to make a winding-up order, or the other 
party takes or suffers any similar or 
analogous action in consequence of debt, or 
an arrangement or composition is made by 
the other party with its creditors or an 
application to a court for protection from its 
creditors is made by the other party; or

(c) 	� the other party suspends or ceases, or 
threatens to suspend or cease, carrying on all 
or a substantial part of its business.

13. 	 Consequences of termination
13.1 	� On expiry or termination of this agreement:
(a) 	� Bright Media shall immediately cease all 

further performance of the Services;
(b) 	� Bright Media shall be entitled to invoice the 

Client for all outstanding incurred Fees and 
Third-Party Fees in respect of any part of the 
Services that have been performed, which 
shall be payable by the Client in accordance 
with the provisions of clause 7; and

(c) 	� the Client shall be entitled to request that 
Bright Media returns all copies of Customer 
Materials in its possession at the Client’s cost. 
If the Client does not request for the 
Customer Materials to be returned more 
than 12 months after expiry or termination 
of this agreement Bright Media shall be 
entitled to destroy or delete the Customer 
Materials without consulting the Client.  

13.2 	� Termination or expiry of this agreement 
shall not affect any rights, remedies, 
obligations or liabilities of the parties that 
have accrued up to the date of termination or 
expiry, including the right to claim damages 
in respect of any breach of the agreement 
which existed at or before the date of 
termination or expiry.

13.3 	� On termination or expiry of this agreement, 
any provision of the Contract that expressly 
or by implication is intended to come into or 
continue in force on or after termination or 
expiry of the Contract shall remain in full 
force and effect; and.

14. 	 Force majeure
	� Neither party shall be in breach of this 

agreement nor liable for delay in performing, 
or failure to perform, any of its obligations 
under this agreement if such delay or failure 
result from events, circumstances or causes 
beyond its reasonable control. 

15. 	 Severance
	� If any provision or part-provision of this 

agreement is or becomes invalid, illegal or 
unenforceable, it shall be deemed modified 
to the minimum extent necessary to make it 
valid, legal and enforceable. If such 
modification is not possible, the relevant 
provision or part-provision shall be deemed 
deleted. Any modification to or deletion of a 
provision or part-provision under this clause 
shall not affect the validity and enforceability 
of the rest of this agreement.

16. 	 Waiver
	� No failure or delay by a party to exercise any 

right or remedy provided under this 
agreement or by law shall constitute a waiver 
of that or any other right or remedy, nor shall 
it prevent or restrict the further exercise of 
that or any other right or remedy. No single 
or partial exercise of such right or remedy 
shall prevent or restrict the further exercise 
of that or any other right or remedy.

17.	 Entire agreement
17.1	� This agreement constitutes the entire 

agreement between the parties and 
supersedes and extinguishes all previous 
agreements, promises, assurances, 
warranties, representations and 
understandings between them, whether 
written or oral, relating to its subject matter.

17.2 	� Each party acknowledges that in entering 
into this agreement it does not rely on, and 
shall have no remedies in respect of, any 
statement, representation, assurance or 
warranty (whether made innocently or 
negligently) that is not set out in this 
agreement.

18.	 Variation
	� No variation of this agreement shall be 

effective unless it is in writing and signed by 
the parties (or their authorised 
representatives).

19.	� No partnership or agency
	� Nothing in this agreement is intended to, or 

shall be deemed to, establish any partnership 
or joint venture between any of the parties, 
constitute any party the agent of another 
party, or authorise any party to make or 
enter into any commitments for or on behalf 
of any other party.

20.	 Third-party rights
	� A person who is not a party to this 

agreement shall not have any rights under 
the Contracts (Rights of Third Parties) Act 
1999 to enforce any term of this agreement. 

21. 	 Governing law
	� This agreement and any dispute or claim 

arising out of or in connection with it or its 
subject matter or formation (including 
non-contractual disputes or claims) shall be 
governed by and construed in accordance 
with the law of England and Wales.

22. 	 Jurisdiction
	� Each party irrevocably agrees that the courts 

of England and Wales shall have exclusive 
jurisdiction to settle any dispute or claim 
arising out of or in connection with this 
agreement or its subject matter or formation 
(including non-contractual disputes or 
claims).


