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FOOD & DRINK

Food & Drink is a full-colour, Berliner-sized newspaper, distributed with Th e Guardian and packed 
with the latest food and drink inspiration. Now more than ever, there is a great readership with a keen 
interest in new foods, recipes and culinary trends, and this guide will cover everything from alfresco 

dining to healthy ingredients. 

With the rise of the ‘foodie’ trend, Food & Drink provides readers with 
inspiring content covering new food and drink ideas, exotic ingredients and 
beverages, as well as healthy home-cooking and kitchenware.

Th e kitchen is the pride and joy of the house, and readers are always looking 
for new ways to improve the way they cook, with the healthiest of ingredients. 
Th is guide will provide informative features on the latest health trends, cooking 
classes, the best gadgets for your kitchen and the fi nest of wines and spirits, 

targeted especially for those wishing to improve their healthy-eating and 
discover new ways to cook and dine. Summer is the perfect season for this, so if 
you have a gadget or a restaurant you think would benefi t the foody-savvy, this 
is the ideal place to advertise them. 

It’s also published on a Saturday — the perfect time at the start of the 
weekend when most of us relax with a newspaper, and try out a new recipe or 
perhaps head out to a new restaurant. 

DISTRIBUTIONRATE CARD

Editorial features

262,000 printed copies distributed with 
the Guardian on 17th June 2017

Distributed within London, the South 
East, the Home Counties, Norfolk, 
Suff olk and the Welsh Borders

250,000 electronic copies

Double page spread £15,950

One full colour page £9,950

Half page £4,950

Quarter page £2,950

15% premium for advertorial features
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I t is so important to use the whole of the 
animal, not only out of respect for the 
animal, but equally so as to have as little 
or no wastage as possible.
Every morsel should be consumed and 

the lesser cuts, when cooked with thought 
and care, are even more delicious than the 
so-called noble, better cuts.
It takes little skill to cook a fi llet, whereas 

a hock or snout takes knowhow, time and 
fl air – and this delights the palate and soul!
It takes a lot of time, and resources, to 

produce good meat. The prime cuts – steaks, 
chops and hams, for example, are actually 
only a very small proportion of the carcass. 
In these days of food banks and heightened 
awareness of nutrition and animal welfare, 
we have to look at how to make an animal go 
much further than we have done in the past. 
We must make sure the beasts are raised 
well and that, ultimately, we use as much of 
them as we can.
We are getting better in Britain, although 

my stance on o  al and bits of the animal 
that most people would not eat is probably 
di  erent to most - I like to eat absolutely 
everything! Snout is a particular delicacy.
One particular favourite of mine is soupe 

aux abattis or giblet soup – oh, the fl avour! 
At home in France we always buy a 

chicken from the local farm, which comes 
with the head still on – so you have the 
neck, the giblets, the lot. This makes for an 
incredible, nutritious and fi lling soup.
If you look at the way our grandparents 

ate, I am sure they would be astonished at 
how much good meat we miss out on today.

Michel Roux Jnr
le-gavroche.co.uk

Michel has a deep respect for the classical foundations 
of French cooking, hates waste and espouses utmost 
respect for animals. Here the chef du grand patrimoine 
shares his passion for using the whole of the beast

STATE OF PLAY

STATE OF PLAY

MICHEL ROUX JNR

» 3  chicken necks, 
skin o� 

» 3  gizzards, cleaned 
and cut in half

» 6  chicken wings, 
including tips

» 6 chicken livers
» 6 cockscombs

» 6 chicken hearts
» 1 tbsp fl our
» 1  bouquet garni 

(thyme, bay leaf, 
parsley stalks and 
rosemary)

» 3   tbsp butter
» 1L chicken stock

» 500ml water
» 3  tbsp pre-cooked 

long-grain rice
» 2  sticks celery, sliced
» Salt, black pepper
» Olive oil

Ingredients (serves 6)

Cut each chicken neck 
into three pieces and 
the gizzards in half. 
Trim the thickest part 
of each wing to reveal 
the bone by pushing 
down the meat so it 
resembles a lollipop 
and keep these for 
later. Trim the rest of 
the giblets as necessary.
Heat a tablespoon of 

the butter with a little drizzle of 
olive oil in a large saucepan and 
fry the necks, gizzards, wing tips 
and combs. Sprinkle in the fl our 
and stir well until brown, then 
pour in the stock and 500ml 
of water.
Add the bouquet garni and 

seasoning and simmer for an 
hour or until all the meat is 
tender. Pass the soup through 

a strainer and keep 
it warm.
Pick the meat o   the 

necks and slice the 
gizzards and combs. 
Heat a tablespoon of 
butter in a small pan 
and gently cook the 
sliced celery until 
tender. Fry the livers, 
hearts and wing 

lollipops in the rest of the butter 
and a little oil until golden, 
then season.
Add the cooked rice to the soup 

and warm through. Serve the 
soup in deep plates with the 
roughly chopped meat.

Michel’s � e French Kitchen: 200 
Recipes From the Master of French 
Cooking is available from 
Weidenfeld & Nicolson

CALIBRE Food & Drink is published by APL MEDIA. Every 
care is taken in compiling the contents of the publications but 
the publishers assume no responsibility in the e  ect arising 
therefrom. Readers are advised to seek professional advice before 
acting on any information which is contained in the publication. 
APL MEDIA do not accept any liability for views expressed, 
pictures used, or claims made by advertisers. All prices correct at 
time of going to press.

Cheap, tasty, warming and fi lling, this soup is made with parts of the 
chicken that some people would throw away. Not in France though! 

GIBLET SOUP (soupe aux abattis)
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From grilling to toasting, cooking and baking, the flexibility and 
convenience of the removable plate system lets you create a 
multitude of delicious meals in no time. 
Unique to the Evolve grill is an intense 260° Super Sear function 
which will provide restaurant quality results on steak in the comfort 
of your home. Not only is it a healthier option with grill channels 

*Measured against 20% fat content beef burgers (113g) **available to buy online

that remove up to 42% of fat, the grill plates have an extra durable 
ceramic coating, are removable and dishwasher safe for mess free 
easy cleaning.

Transform your cooking skills with the George Foreman Evolve Grill.

Available now from georgeformangrills.co.uk
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A TASTE 
OF TECH
Take a look at some of the 
latest hi-tech and lo-tech 
en vogue equipment for 
your kitchen, before some 
of it even hits the shops!

» COFFEE MAKER
1. POPPY POUR-OVER
£TBA, poppyhome.com 
This beautiful co� ee maker from Poppy 
can be scheduled to make a perfect cup of 
co� ee on demand. Using the Wink app you 
can get automatic refi lls on your favorite 
co� ee beans, water fi lters, and co� ee 
fi lters supplied by Amazon, when the 
machine detects that you are running low.
You can brew boutique roasters’ beans 

exactly as they were intended with the 
machine’s smart presets.
You also can adjust variables like water 

temperature, grind size, and brew time 
to recreate that hand-crafted, pour–
over process.
The grinder even crushes, instead of 

grinding, to preserve as much of your 
chosen co� ee beans’ essentials oils 
as possible.

This beautiful co� ee maker from Poppy 
can be scheduled to make a perfect cup of 
co� ee on demand. Using the Wink app you 
can get automatic refi lls on your favorite 
co� ee beans, water fi lters, and co� ee 
fi lters supplied by Amazon, when the 
machine detects that you are running low.
You can brew boutique roasters’ beans 

exactly as they were intended with the 

You also can adjust variables like water 
temperature, grind size, and brew time 
to recreate that hand-crafted, pour–

The grinder even crushes, instead of 
grinding, to preserve as much of your 
chosen co� ee beans’ essentials oils 

1

A TASTE OF TECH

Francesco Cirio was the canned vegetable industry pioneer, starting back  in 1856. Nowadays his 
Cirio brand is loved throughout Italy along with 70 countries all over the world. With top 
quality produce from a huge farmers Cooperative, Cirio products are controlled from 
“seeds to table”.  The exquisite taste of our juiciest Italian tomatoes is created with 
care  and expertise, by processing them in just 24 hours. 
We bring true Italian � air to your cooking: taste the di� erence!

quality produce from a huge farmers Cooperative, Cirio products are controlled from 
“seeds to table”.  The exquisite taste of our juiciest Italian tomatoes is created with 

We bring true Italian � air to your cooking: taste the di� erence!

Find us on Facebook
Facebook.com/CirioUK

Follow us on Twitter
@CirioUK

Come in
www.cirio1856.com

Cirio is the sponsor of th
e

 Italian Chefs Federation

From Italy with love!

Capri

Authentically Yours,Francesco Cirio 1856

Join the Cirio UK Facebook community to 
discover our GREAT ONLINE COMPETITIONS!

Autentico Italiano

ADV_Capri.indd   1 13/05/15   16:47
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 Duncan MacRae

THE MAGIC INGREDIENT

T here is currently a boom of independent 
producers and retailers in the UK, 
which means it is easier than ever to 
access quality, fresh ingredients that 

have been ethically sourced.
Heading down to your local highstreet 

and chatting to the butcher, fi shmonger 
and grocer is the best way to learn about 
the ingredients you are cooking with. 
These guys are passionate about what they 
do, really know what they are talking about 
and are more than happy to share that 
knowledge with you.
As well as the highstreets, fresh food 

markets are increasing in number. You can 
always fi nd some new, local and interesting 
ingredients to play around with in the 
kitchen. This phenomenon of local 
shopping is happening across the UK with 
the large supermarket chains feeling the 
squeeze on their market share for certain 
food stu� s.  
While local produce is very in vogue, we 

all like something a bit more exotic every 
now and then! Peruvian cuisine, for 
example, looks set to be the next big thing 
in the UK. Exotic ingredients tend to be 
harder to fi nd - something that can cause 

cooks real frustration when it comes to 
trying new, more unusual recipes.
Brits are generally adventurous when it 

comes to trying new foods, and we are also 
big travellers. “With so many tourists 
visiting Peru, it was inevitable that the 
word would eventually get out,” says Adam 
Mileusnic, founder of Viva Peru, said to be 
the UK’s fi rst Peruvian food store. “The 
food itself is really diverse,” he continues, 
“and there’s something for everyone. Plus, 
lots of the dishes - such as the famous fresh 
fi sh dish, ceviche - are very healthy.”
And so it is no wonder that Peru has been 

voted as the world’s number one gastro 
destination every year since 2012 in the 
World Travel Awards. “We think it’s 
going to just grow and grow,” Mr 
Mileusnic predicts.

PERUVIAN PECULIARITIES
» Aji Amarillo
Aji amarillo is a Peruvian yellow chilli, 
which is indispensable and irreplaceable. 
It is a fragrant chilli with a medium heat, 
and is the key ingredient to some of the 
country’s most famous dishes such as aji de 
gallina (a spicy, creamy, nutty shredded 

All great meals begin with great 
ingredients - whether the freshest 
produce, ethically sourced meats, or 
something a little more exotic

Local food markets are on the up, and so are the opportunities for you to try and buy new, local, and exotic ingredients

“Chatting to your butcher or grocer is the 
best way to learn about your ingredients”

MAGIC INGREDIENTS

Did you know?
Sales of organic products 

increased by 4%
 in 2014 to 

£1.86 billion
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By Appointment To 
Her Majesty The Queen 
Purveyors of Champagne 

Champagne Lanson Père et Fils 
London 

Crafted with care. Best enjoyed the same way.            www.champagnelanson.com

Proud Royal Warrant Holder 

and supplier to the 

British Royal Household  

since 1901 

IN THE KITCHEN &
A TASTE OF TECH

All the latest gadgets for your 
home and kitchen

HEALTHY FOOD & DRINK 
New food trends for the 

health conscious

WINE & SPIRITS
Th e best wines, spirits and 

boozy desserts

ALFRESCO DINING
Th e best BBQs, pizza ovens, 

and outdoor dining

CULINARY TRAVEL
Th e best culinary 

experiences in the UK 
& abroad
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DESIGN PROCESS
Once all material is submitted according to specifiction. APL Media Ltd will 
layout/design your advertorial within the house style of the publication. Layouts  
may vary depending on images and/or text supplied. APL Media Ltd rreserve 
the right to make changes to make grammatical changes and corrections to 
ensure it meets house style.

APPROVALS & AMENDMENTS
 �APL Media Ltd will provide a PDF for client approval. 
 �The client will have the option of two sets of amendments before final 
approval. 

 �The final third PDF is for fact checking and approval/records only. 
 �Amendments over and above the two rounds of amendments, will incur extra 
charge of £45 per round of changes / per hour. As such please ensure any 
amendments are clear and concise. 

 �Approval is required within 48 hours.

Where a client cannot provide the advertisement/advertorial material and 
requires the Publisher to create this content, this will incur a production charge 
of 25% of the value of the contract, unless otherwise agreed, or a minimum 
charge of £600†. The service provided is outlined in this Media Pack and online.

IMAGE SPECIFICATIONS
Please supply images as high resolution (300dpi) CMYK JPEGs. We can not use 
images from a client website as these are too low resolution for print. 

T: 020 7253 9909
production@aplmedia.co.uk
www.aplmedia.co.uk

*Image use subject to editorial discretion and may vary depending quality, size and layout. Full pages: 2-5 
used; half pages and smaller, may use just one image. 
† Excludes image(s) cost; image searches £40 per hour; and copy writing £40 per hour

SUPPLYING FINAL ARTWORK

DIMENSIONS
 Height 202mm
 Width 287mm

DIMENSIONS
 Height 202mm
 Width 141mm

Advertisement sizes

DIMENSIONS
 Height 444mm
 Width 287mm

ADVERTORIAL SUBMISSIONS

Advertorial feature requirements
FULL PAGEFULL PAGE

HALF PAGEHALF PAGE

QUARTER PAGEQUARTER PAGE

 �Headline: 10-20 characters
 �Main body copy: 700-1200 words supplied in 
a word document

 �Box copy: 10-30 words, which could include 
an offer flash, contact details and address

 �Images: 3-5 high resolution images*

 Headline: 10-40 characters
 �Main body copy: 500-600 words supplied in  
a word document

 �Box copy: 10-30 words, which could include 
an offer flash, contact details and address

 �Images: 1-2 high resolution images*

 ��Headline: 10-30 characters
 �Main body copy: 300-380 words supplied in  
a word document

 �Box copy: 10-30 words, which could include 
an offer flash, contact details and address

 �Images: 1-2 high resolution images*

NAMING FILES
Artwork should be supplied with a colour proof and be clearly labelled using 
the correct naming convention. Publication name, month of insertion, year and 
name of advertiser. eg. GFD0617_YOURCLIENTNAME.pdf

DIGITAL FILE SPECIFICATIONS
 �Our preferred method of delivery is Adobe Acrobat PDF’s sent via email. 
Standard: PDF/X-1a:2001 Compatability: Acrobat 4 (PDF1.3). Colour Profile / 
Output intent: ISOnewspaper26v4  
 �All images are high resolution (at least 300dpi) & CMYK colour. 
 �Avoid RGB and spot colours.
 �Ink density is no higher than 245%
 ��Single colour text is no smaller than 6pt and is not tinted or screened as they 
will not be legible. 
 ��Coloured text or reversed out white text on coloured background is no smaller 
than 8pt bold
 �Avoid using fine serif type faces, line weight must not be less than 1pt 

We cannot guarantee the quality of the final print for files supplied outside of 
these specifications. Colours variations will occur if your files do not utilise the 
colour profile and respect the ink density limit outlined above. 

FILE TRANSFER
Files less than 8Mb can be emailed directly to production@aplmedia.co.uk.
For larger files please call the Production Department  on +44 (0) 20 7553 7372 
for further information.
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