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LAVAZZA BLUE™: PROVIDING THE ULTIMATE COFFEE 
EXPERIENCE IN UK WORKPLACES. 

For more information: Lavazza Coffee (UK) LTD, 01895 209 750 & info@lavazza-coffee.co.uk or visit our website: www.lavazza.com
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THE NUMBER ONE MAGAZINE FOR THE AUTOMATIC RETAILER
Auto Vending, launched in 1991, has established itself as the market leading 
publication to the automatic retailing sector.

Auto Vending magazine is a much-loved and well-regarded source of up to date 
information, relating to industry developments, new products, technical information, 
success stories and legislative changes. With our commitment to helping the industry 
grow, we have added an extra 2,000 names to our circulation, meaning that in 
2008 Auto Vending will be read by *30,000+ readers on a monthly basis.

Packed with industry news, products, trends, and features it has become a 
necessary and favored read for everyone who is serious about their business.

AUTO VENDING HAS THE GREATEST PENETRATION IN THE MARKETPLACE
• Providing total coverage of all UK vending machine operators, suppliers and 

manufacturers.
• Coverage of principle/buying offi ces and larger units within the end user areas 

of local authorities, health (national and private), education, leisure and other 
public facilities, hotel/conference, catering (including contract caterers), travel 
and large employers in industry and commerce.

AUTO VENDING INNOVATION AWARDS         
This unique and prestigious, biennial vending Awards competition is owned and 
organised by Auto Vending magazine. The industry appreciates the importance 
of innovation and is enthusiastic about these awards, the only event of its kind.
The Vending Innovation awards recognises companies, which have shown 
innovation and achievement in any one of a number of categories – all regarded 
as key to the ongoing development of the British Vending Industry.
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For years, Mars companies have operated in a 
number of different industries around the world 
under a myriad of different names. For the fi rst 
time ever, they have all been re-branded under 
the Mars name. The move provides a focus for the 
global businesses under the powerful names of 
Mars, which people around the world can relate 
to and understand. Making the announcement 
in the US, Global President, Paul S. Michaels said: 
“A single corporate brand name will consolidate 
and leverage the credibility and goodwill that 
Mars has earned worldwide through its famous 
product brands. By introducing a unifi ed corporate 
brand name, Mars, we will reduce complexity, 
provide one point of reference and build greater 
awareness for our business.”

The re-branding initiative will enable Mars 
Drinks to build a positive, corporate reputation 
with increased recognition in the market place, 
communicating instantly to customers around 
the world that it is part of a world-renowned 
company. This is seen as an important part of the 
company’s competitive growth in future years.

�����������������
Co-Inciding with the re-branding, Mars Drinks 
has also introduced several new fl avours 
to its range of Klix® and Flavia® drinks. An 
industry fi rst addition to the Klix® In-Cup 
range is the new Cranberry Juice Drink. Made 
with real cranberries, this drink is high in anti-
oxidants and rich in vitamin C. Richard Marris 
explained: “We want people to be healthy at 
work and stay hydrated. This is the industry’s 
fi rst In-Cup Cranberry drink and we are very 
excited about it.”

New to Flavia® are two tea products 
under the Well Being range. Peppermint 
and Rooibush varieties refl ect the increasing 
importance of herbal varieties in the overall 
tea offering. Rooibush is a particularly 
popular fl avour at the moment.

Other teas offered by Flavia® in the Well 
Being range include Raspberry Spark with 
Gingki flavour and Ginseng, which acts as a 
‘perk up’; Blueberry Balance, which contains 
Echinacea, new Peppermint Cool which is a 

digestive and Lemon Balm.
Later this year, a Fairtrade tea will be 

introduced into the Klix® range to sit 
alongside Percol Fairtrade coffee, which is 
already offered. A sustainable tea will also be 
added to the Flavia® range. Again, Flavia® 
already has a sustainable coffee, Kenyan 
Dawn, which is sourced directly from a 
Kenyan Co-operative, cutting out the middle-
man and investing directly in the producers. 
Mars Drinks aims to take the same approach 
with its sustainable tea for Flavia®, which 
will be sourced from Malawi. This kind of 
partnership approach helps the farmers to 
plan, invest and increase their yields.

�������������������
There are around 45 different drink options 
within the Klix® range. This diversity of choice 
means that not all sites are offering the best 
mix of top selling products and is an issue 
that Mars Drinks has sought to address. The 
company is in the process of compiling the 

Klix® Top Seven, best selling lines, which 
it is recommended every Klix® site 
offers. With some 16 beverage options 
within one machine, individual sites 
would still have plenty of opportunity 
to select their own favourites too, 
based on regional preferences or to 
suit their particular clientele.

The Klix® Top Seven best selling 
products are: Gold Blend white, 
Gold Blend white with sugar, PG 
Tips white, PG Tips white with sugar, 
Chocomento, Cappuccino and Latte. 
These last two reflect the strength of 
the trend towards speciality drinks 
and the expectation of the consumer 
that these are available. Offering these 
‘must have’ products will, Mars Drinks 
believes, enable sites to maximise 
throughput whilst still catering for 
individual taste profiles.

Other drinks in the Klix® range 
that customers can choose from 
include flavoured waters, Brita 
filtered waters, Belgian lo-calorie 
chocolates, three Knorr soups and 
Blast high energy drink.

�����������������
Mars Drinks has committed to a 
programme which it calls Brighter 
Tomorrow, which reflects its 
corporate social responsibility 
efforts. Dealing directly with the 
producers for certain products is 
part of this scheme but so are other 
environmentally-led initiatives. Mars 
Drinks is a supporter of the Save a 
Cup scheme and its plastic cups are 
simple to manufacture, lightweight and 
recylcable. The company also recycles 
parts of its machines and last year 
recycled 450 tonnes of machine parts 
recovered from old machines.

A considerable amount of work 
has also been done in preparation for 
WEEE and Mars Drinks believes it is 
more than ready for this legislation. 
Old machines are already returned 
to the factory for refurbishing and 
are either put back out on sites or 
recycled. Most of this work is done 
in-house.

Working closely with suppliers to 
ensure they are sourcing products 
in an ethical and sustainable way is 
another priority.  

0800 0323 444
www.klix.com

www.flavia.com
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l  The word chocolate is said 
to derive from the Mayan word 
xocoatl; cocoa from the Aztec 
word cacahuatl. The Mexican Indian 
word ‘chocolat’ comes from a 
combination of the terms choco 
(‘foam’) and lat (‘water’) as early 
chocolate was only consumed in 
beverage form. In fact, most people 
today are surprised to learn that 
chocolate has been drunk as a 
beverage since at least 1500BC.

In 18th Century Britain, so-
called ‘Chocolate Houses’ were as 
popular as coffee houses and the 
drink was so expensive that hot 
chocolate was considered a drink 
for the elite.
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Originally the drink was simply 
called ‘chocolate’; the subsequent 
popularity of the ‘chocolate bar’ 
forced the invention of the term 
‘hot chocolate’ to distinguish it 
from ‘chocolate’ which now means 
‘bar chocolate’.

Vended ‘hot chocolate’ is a 
sweet chocolate drink made with 
hot milk and powder containing 
chocolate, sugar and powdered 
milk. When made in a typical 
vending machine formula it is 
generally much thinner than the 
very thick European hot chocolate 
(such as Italy’s cioccolata densa) 
made in bars and restaurants. 
So what are the latest products 
available from the industry?

A chocolate drink containing 50 per cent less 
sugar than traditional recipes has just been 
developed by beverage specialist Barry Callebaut. 
Speaking for the company Martyn Herriott told 
AV: “With a 24 per cent cocoa content compared 
to a UK market average of 9-12 per cent, it is an 
excellent drink offering great machine functionality 
and good margins due to lower dosage 
requirements. This product is offered under the 
Van Houten® label - the reference for chocolate 
drinks in Europe.

“This new drink is a first response in the 
field of healthier hot beverages. Van Houten® 

Choco Less Sugar gently mixes the pleasure 
and indulgence images to a healthier drink 
alternative,” repor ted Mar tyn. 

The launch is supported by a visual clearly showing 
the cocoa content on the label together with the 
reduction in sugar content. Professionals will be 
offered the choice of announcing the presence of 
this new vending machine beverage with stickers and 
labels for the machine menus. 

Van Houten® beverages are supported with a full 
range of point of sale material.  

07973 239537 
www.barry-callebaut.com
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Nestlé FoodServices’ new product - Aero 
Bubbly Hot Chocolate has  been described as 
‘chocolatey, creamy tasting, extremely bubbly’ 
- and it is now available In-Cup. 

“For the fi rst time, the brand, which has 
revolutionised the hot chocolate market over 
the past 18 months in both the retail and out 
of home markets, is available to the vending 
sector,” commented Martin Lines, marketing 
director for Nestlé FoodServices.

With its trademark chocolatey bubbly 
appearance and texture, the Aero Bubbly Hot 
Chocolate In-Cup has all the same characteristics 
as the instant variety, which has achieved great 
success – for example a staggering 18.7 per cent 
market share of the cash’n’carry sector since its 
launch, said the company.

Extensive product innovation and advanced 
patented technology now ensure an exclusive 
extra frothy vended cup of Aero Bubbly Hot 
Chocolate.  To achieve such optimum results, 
Nestlé FoodServices undertook signifi cant 

product development, adapting the technology 
and ingredient formulation to ensure consistency 
in chocolately taste, fl avour and bubbliness. 

“With proven 66:34 consumer preference 
versus the leading competitor in taste tests, 
Aero Bubbly Hot Chocolate In-Cup can 
be relied upon to provide a non-watery, 
fl avoursome drink.  The proven customer 
preference, the combination of a unique 
product and the willingness to pay more for 
a premium product, translates to increased 
revenue and profi ts, the new 7oz branded cup 
provides further consumer reassurance of just 
this,” confi rmed Martin.

“With the vending industry accounting 
for such a large proportion of the out of 
home market, it was important to us to meet 
consumers’ aspiring needs for a premium hot 
chocolate offering In-Cup. The result is a great 
product consumers will enjoy and buy time 
and time again,” he concluded.

Aero Bubbly Hot Chocolate is available in 

����������������������������������������������
702kg and 25kg packs.

To help retailers drive sales and promote 
impulse purchases and trials, wobblers and posters 
are available by dialling a freephone number:

0800 742842
www.nestle.co.uk

���������Mainly grown in a narrow belt 
within 10oN and 10oS of the equator. 

���������������Criollo is known as the 
prince among cocoa trees. This variety is fragile and 
produces small harvests. Forastero is a stronger tree 
that is easier to cultivate and produces larger yields. 
They make up about 90 per cent of the world’s 
production.  Trinitario is a cross of Criollo and 
Forastero trees and has characteristics of both.

�����������������The cocoa tree starts 
producing pods after fi ve years. Trees are 
productive for about 25 years.

�������The growing season is continuous 
due to rainfall throughout the year. 

�������������After six months, the 
cocoa pods are full-grown and have ripened 
from green to yellow, orange or red. They are 
ready to be harvested.

�����������The pods are cut from the 
trees and gathered by hand. Machetes are used 
to remove pods growing closer to the ground.

�����������The farmers break open the 
pods with a hammer, machete or other sharp tool. 

The husk and inner membrane are discarded. The 
pulp contains 40 to 50 seeds - the cocoa beans. 

�����������The beans are then left to 
ferment for fi ve to seven days. This takes place 
on the ground or in trays where the beans are 
covered with banana leaves. This natural process 
removes the raw, bitter taste of cocoa. During 
fermentation, any remaining fruit pulp around the 
beans is removed. The beans change from gray to 
brown to purple, and develop their aroma.

�������After fermentation, cocoa 
beans are spread out and left to dry in the 
sun for about six days. They lose most of 
their moisture content and more than half 
their weight. Drying is essential to stop the 
fermentation process and to prevent spoilage.

��������When the beans are dry enough 
the cocoa farmers bring their harvest to a 
collection centre. A sample of 100 beans is cut 
open to check the quality. They are then given 
a quality code. 

��������Cocoa beans are weighed 
and packed in 50-60 kg jute sacks. Thousands 
of sacks of cocoa beans are taken from the 
collection centres to warehouses. After a 

second quality control check, sacks are shipped 
to plants for processing into cocoa or chocolate.

���������Cocoa beans from different 
origins are examined for quality and then 
mixed into a blend to obtain chocolate with a 
specifi c taste and aroma. 

���������Cocoa beans are cleaned and 
the shells are broken and removed, leaving 
pieces of kernel or “cocoa nibs.” The cocoa 
nibs are roasted, which develops their aroma.

�����������The nibs are ground to a very 
fi ne liquid mass - the cocoa liquor - one of the 
main ingredients of chocolate. Cocoa liquor 
can be further processed into cocoa butter 
and cocoa powder, or it can be used directly as 
an ingredient to make chocolate.

��������������������������������������������������������
Barry Callebaut, the world's only vertically-integrated cocoa and chocolate supplier from bean to cup challenges you: 
do you know your beans and what it takes to make an excellent cup of hot chocolate?

* based on 3 readers per copy. Source - Auto Vending 2006 Reader Attitude Survey



 NOT JUST A TRADE MAGAZINE...

As well as the all important trade sector Auto Vending also reaches key customers 
who have responsibility for purchasing or specifying equipment products or 
services, across all business sectors of industry, education hotel/conference, 
catering, leisure and other public facilities, local authorities and health.
By constantly updating our database, we guarantee that the recipients of Auto 
Vending magazine are those with true purchasing authority or infl uence.
Auto Vending is received monthly by over 10,000+ named individuals, with 
direct or indirect decision-making authority / infl uence.

MONTHLY DISTRIBUTION

Operators
Manufacturers/Suppliers
International Trade
Contract Caterers
Local Authorities
Travel (Rail, Road, Sea, Air)
Schools, Colleges, Universities
Public Services
  (Police, Armed Forces etc.)
Facility Managers
Leisure Centres
Healthcare Purchasing

Total Circulation: 

THE READERSHIP BREAKDOWN
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849
304
169
226
155
69

3125
56

2865
1302
976

10096
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Kenco FreshSeal Hot Drinks Station
The Kenco Coffee Company
Size: 413 x 347 x 541 mm
Capacity: Five litres of water; 17 
Freshseal drinks
Selections: A fantastic range of nine 
well-loved branded hot drinks, including 
products sourced from Rainforest 
Alliance Certifi ed™ farms
Colours: Brown
Suitability: Any ‘on-the-go’ 
environments; travel, leisure, 
convenience outlets, stadia
USP: Easy to serve branded hot drinks in 
coffee shop style cups
Optional: Cup stand available without hot 
drink dispenser.

 0870 241 4820
www.kencocoffeecompany.co.uk    

Kenco In-Cup The Style 5
The Kenco Coffee Company
 Size: 890 x 780 x 470 mm
Capacity: Up to 385 Kenco In-Cup
Selections: 5 selections - a range of 
branded drinks such as Kenco Sustainable 
Development Coffee, PG tips tea, 
Suchard Hot Chocolate and Knorr soup
Colours: Gold and silver with branded 
decals
Suitability: The ideal choice for 
establishments that have low to medium 
usage and require a simple, consistent 
drinks solution
USP: Offers a broad range of consistent 
hot drinks, has a high cup capacity and is simple to operate
Optional: Matching base cabinet, high quality water fi ltration system
Versions: Various branded decals to match selections on offer.

 0870 241 4820
www.kencocoffeecompany.co.uk    

Kenco In-Cup The Minicup Flex
The Kenco Coffee Company
 Size: 555 x 560 x 360 mm
Capacity: Up to 225 Kenco In-Cup
Selections: 5 manual selections - a 
range of branded drinks such as 
Kenco Sustainable Development 
Coffee, PG tips tea, Suchard Hot 
Chocolate and Knorr soup
Colours: Gold and silver with 
branded decals
Suitability: The ideal equipment 
choice for establishments with a 
lower throughput who require a 
simple and effective refreshment 
solution
USP: Offers a broad range of consistent hot drinks and has a small footprint
Optional: Matching base cabinet, high quality water fi ltration system
Versions: Various branded decals to match selections on offer.

 0870 241 4820
www.kencocoffeecompany.co.uk    

Kenco In-Cup The 
Carousel
The Kenco Coffee 
Company
 Size: 645 x 480 x 480 mm
Capacity: Up to 440 Kenco In-Cup
Selections: 10 manual selections - a range of 
branded drinks such as Kenco Sustainable 
Development Coffee, PG tips tea, Suchard 
Hot Chocolate and Knorr soup
Colours: Black with branded decals
Suitability: An ideal solution for the smaller 
establishment that needs a versatile, practical unit
USP: The Carousel is the simplest possible 
solution for a wide range of quality hot 
drinks; easy to fi ll, clean and use
Versions: Various branded decals to match 
selections on offer

 0870 241 4820
www.kencocoffeecompany.co.uk    

Table-Top Beverage Machines

Studio table top
Crane Merchandising 
Systems Ltd
Size: 780 x 540 x 600 mm

Capacity: 240 x 7 oz squat

Selections: Up to 10 hot drink options

Colours: Silver

Suitability: Business and industry

USP: Compact footprint, stylish design, 

automatic cup sensor

Optional: Jug facility, base cabinet

Versions: Single and double fresh brew

01249 444807
sales@cranems.co.uk
www.cranems.co.uk

Genesis
Crane Merchandising 
Systems Ltd
Size: 750 x 540 x 590 mm

Capacity: 230 x 7oz squat cups

Selections: Nine + hot milk, hot water, extra 

milk / sugar

Colours: Platinum or silver with a choice of 

three graphic panels

Suitability: Workplace

USP: Unique table-top machine offering 

instant, double freshbrew and bean-to-cup 

selections in compact footprint

Optional: Base cabinet

Versions: Instant, double fresh brew, bean-to-cup

01249 444807
sales@cranems.co.uk
www.cranems.co.uk
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Kenco Singles
The Kenco Coffee Company
Size: 470 x 350 x 430 mm + 50 mm 
clearance
Capacity: Unlimited when plumbed (30 
cup water tank when not plumbed)
Selections: 14 branded hot drink 
options, including products sourced 
from Rainforest Alliance Certified™ 
farms
Colours: Black and silver or branded 
Kenco Sustainable Development (as 
shown)
Suitability: Office, staff restaurant, 
meeting room, reception and training 
areas
USP: Offers a broad range of freshly 
brewed filter hot beverages and is easy 
to use and maintain
Optional: Payvend, freevend, token vend, plumbed, 
manual fill, capsule dispenser
Versions: Choice of floor standing cabinets

0870 241 4820
www.kencocoffeecompany.co.uk

Komo
Jede UK  
Size: 460 x 315 x 395 mm
Capacity: Two cartridges, 2.5 litres 
of water
Selections: Cappuccino, espresso, latte, 
coffee - white or black, hot water
Colours: Silver
Suitability: Offices, conference rooms, 
restaurants, pubs, receptions, waiting 
areas etc
USP: Beautifully styled to fit into any 
surroundings whilst at the same time 
producing a drink that would grace any 
High Street coffee shop; easy to use and easy 
to maintain
Versions: Manual fill or mains operated

0161 371 6100
jede.uk@jede.com
www.jede.co.uk

Lavazza LB1000
Lavazza

01895 209 750
info@lavazza-coffee.co.uk 
www.lavazza.com

Lavazza LB2200
Lavazza

01895 209 750
info@lavazza-coffee.co.uk 
www.lavazza.com

Lavazza Espresso Point Matinée
Lavazza

01895 209 750
info@lavazza-coffee.co.uk
www.lavazza.com

Lavazza Blue Colibri  
Semi-Automatic
Lavazza

01895 209 750
info@lavazza-coffee.co.uk 
www.lavazza.com

Size: 365 x 275 x 290 mm

Capacity: Water tank - 1400cc; drawer holds 

10 capsules ; automatic system to check 

when the capsule drawer is full; adjustable 

cup-support tray for use with large cups

Colours: Grey

Suitability: Ideal for bakeries, night clubs 

and small cafés, hotels offering a prestigious 

in-room service, small offices.

USP: Designed by Pininfarina, LB 1000 is 

compact and easy to use; perfect for fitting into small spaces; functions 

exclusively with single-dose Lavazza BLUE capsules; features a steam arm.

Size: 360 x 235 x 310 mm
Capacity: Water tank - 3000 cc
Colours: Stainless steel with gold trim
Suitability: Ideal for smaller office 
environments, eye catching  and user-friendly, 
it delivers the ultimate Italian espresso
USP: Designed by Pininfarina, the Lavazza 
MATINÉE machine functions with Lavazza 
Espresso Point cartridges; equipped with a 
hot water option, this eye catching machine 
is perfectly suited for smaller working 
environments, where a strong espresso is 
much appreciated 
Options: Automatic water-level control 
system; automatic ejection of used cartridges; 
drawer holding used cartridges; counter to control the consumption of coffee; 
setting options for four different dose units; free dosing

Size: 650/840 x 410 x 490 mm
Capacity: 140 capsules Lavazza Blue; capsule management: 
automatic hopper system with single-dose Lavazza Blue capsules; 
manual loading of: cups, stirrers and sugar
Selections: Including a hot water option
Colours: Silver   
Suitability: Ideal for larger offices and boardrooms; offers a 
variety of incredible hot beverages including an intense espresso, 
a creamy cappuccino and a deliciously smooth mokkaccino
USP: The Colibri “semi- automatic” is ideal for larger offices and 
boardrooms; a quick and stylish machine with a simple touch 
selection and a hot water option; guaranteed continuous quality 
through technically advanced LAVAZZA BLUE capsules system and 
always 100% fresh
Options: Can be mounted on the equipped cabinet provided, 
possible connection to payment systems, self- supplying system 
with water container available.

Size: 391 x 327 x 473 mm
Capacity: Water tank - 4000 cc; drawer 
holds 20 capsules; electronic system to 
check when the capsule drawer is full; 
double cup-support tray (small and large 
cups)
Colours: Silver.
Suitability: Perfect for small businesses, 
reception areas, tea rooms, night clubs, 
fast-food restaurants and office environments
USP: Designed by Pininfarina, LB 2200 is compact and versatile; functions 
exclusively with single-dose Lavazza BLUE capsules and has a powerful steam 
arm for preparing the smoothest cappuccino or latte
Options: Connectable to the water mains upon request

Table-Top Beverage Machines
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Telemetry & Data Retrieval
Table-Top Systems
Food Vending
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The Industry’s Preferred Choice

AUTO VENDING REGULARLY PRESENTS ITS READERS WITH: 
• Industry News • Latest Products • Appointments • Features • News from Europe

• New Legislation • Bi-lined Articles • Industry Trends • The Last Word 
In every issue there are also SPECIAL FOCUS FEATURES spotlighting specific aspects of automatic 
vending in the 21st century. Naturally, editorial material appears on merit, free of charge, at the 

discretion of the editor.
Editorial email address: amanda-roberts@btconnect.com 

Advertising: gavin.rimmer@rephotopublishing.co.uk



WHAT THE READERS SAY ABOUT AUTO VENDING 

READING HABITS*

• 98% of Auto Vending readers, read each issue immediately or within a week.
• 86% of Auto Vending readers read 50-100% of each issue

PASS ON READERSHIP*

• 51% of readers pass it on to 1 or more colleagues
• 39% of readers keep it for future reference
• 63% pass their issue to between 1 and 5 people
• 6% of readers pass their copy to between 6 and 10 people
Based on these figures, Auto Vending has an average pass on readership of 3 
readers per copy, providing 24,000+ readers on a monthly basis

HOW THE READERS VALUE THEIR COPY OF AUTO VENDING*

• 92% of readers stated the editorial style to be excellent of good
• 75% of readers stated the range of issues to be excellent or good
• 86% of readers stated the quality feel to be excellent or good

*source – Auto Vending 2006 reader attitude survey

THE AUTO VENDING WEB SITE
- A VENDING INTERNET PRESENCE
www.auto-vending.co.uk has established itself as the industry’s principal 
comprehensive reference service for vending equipment, products and services.

www.auto-vending.co.uk is fully searchable by company, product, services 
and operators.

au
to

The Industry’s Preferred Choice

Special promotional / advertising 
packages are available on the 
Auto Vending web site, for full 
details please contact us to 
discuss your requirements.
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MECHANICAL DATA

Quarter Page  85 x 125
Quarter Page Strip 55 x 297*
Half Page Horizontal 185 x 125
Half Page Vertical 95 x 287
Page Type Area 200 x 287
Page Bleed  216 x 303
Page Trim  210 x 297

*plus 3mm bleed on outside edge.

Rephoto Publishing Ltd
Rephoto House, Plough Road, Smallfield, Surrey RH6 9EZ • Tel: +44 (0) 1342 844444 • Fax: +44 (0) 1342 844488
info@rephotopublishing.co.uk • www.auto-vending.co.uk
Registered in England No 2612260

LOOSE INSERTS

Inserts are accepted for either the full run of the mailing list or for specific categories (breakdown 
available on request). The rate for an insert weighing less than 28 grams is £350 per 1000 for specific 
categories or £1200 for the full run.

AGENCY DISCOUNT

10% discount is available only to recognised agencies.

ORIGINATION

All origination work is recharged in all instances. An estimate (if required) and proof will be sent or 
faxed once advertisement copy has been received and examined by our in-house design team.

COPY SUPPLY BY E-MAIL

Please ring 01342 844444 to confirm that the copy is being supplied and fax or send a hard copy to 
our offices.
We are unable to take any responsibility for the incorrect publication of material without hard copy 
being supplied.
Please ensure any digital images supplied are a minimum of 300 dpi resolution.
email: production@rephotopublishing.co.uk

ADVERTISING RATES AND 
MECHANICAL DATA
EFFECTIVE 1ST JANUARY 2009

www.auto-vending.co.uk

*Front Cover Package comprising the front cover, a double page spread of 
editorial together with 1000 reprints of four pages to include; the cover, double 
page spread editorial and an additional page advertisement.

ADVERTISING 1 6 12

DPS £3,950.00 £3,753.00 £3,555.00

Page Colour £1,995.00 £1,895.00 £1,795.00

Half Page Colour £1,150.00 £1,092.00 £1,035.00

Quarter Page Colour £825.00 £784.00 £742.00

SPECIAL POSITION

Front Cover Package* £4,500.00 £4,280.00 £4,050.00

Inside Front Cover £2,400.00 £2,280.00 £2,160.00

Outside Back Cover £2,500.00 £2,375.00 £2,250.00

CLASSIFIED ADVERTISING £30 per single column centimetre

LINEAGE 80p per word minimum of £25.00

BOX NUMBER £15.00

SPOT COLOUR £250 extra (special colours by seperate quote)


