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£1.20 or Free  to myWaitrose  members, John Lewis, Waitrose and Partnership cardholders

sePtember 2014

m o r e  o f  W h at  yo u  L o v e …

An apple a day
The best buns, pies and crumbles you’ve ever tasted

ExplorE  
BriTain’s 
vinEyards 
Where to go and 
what to drink Deliciously

easy meals
(on a student budget)

Baked apple and 
custard pie
(page 58)

pippa middlETon’s simple sauces
duck & WafflE’s haddock chowder
john TorodE’s mushrooms on toast

TRAVEL spEciAL
25 pages of hand-picked holidays lucas hollWEg’s 

auTumn fEasT
Fig salad, butternut gratin 

and anchovy artichokes 

Media pack



Waitrose Kitchen is the stylish magazine 
for people who love good food, drink and 
travel. A stunning feast of international 
food stories and thought-provoking 
columns from the world’s leading food 
writers, it’s packed with delicious 
seasonal recipes to inspire the novice  

as well as the expert cook. As Waitrose brand 
ambassador, it brings the premium brand experience to 
life and showcases Waitrose’s unrivalled passion for, and 
knowledge of, food and drink.

Waitrose Kitchen delivers readers who are excited about 
food and who actively look to the magazine to guide 
their purchasing decisions in Waitrose and beyond.  
Edited by the renowned food writer and broadcaster 
William Sitwell, it is cemented as the leading magazine 
in its field. And with Pippa Middleton’s column gaining 
exposure in newspapers and magazines from Sydney to 
New York, Waitrose Kitchen is without doubt the most 
famous food magazine on the planet. The title is free to 
myWaitrose members and provides brilliant ideas for 
shopping, cooking, eating and – more especially – foodie 
‘me time’ for these key customers. People who love food, 
and love thinking about food, love Waitrose Kitchen for 
delivering, month after month, brilliant, practical ideas on 
their favourite subject.

Media pack

People who love food, and love thinking  
       about food, love Waitrose Kitchen for delivering   
  brilliant, practical ideas on their favourite subject.

Award-winning Waitrose, the UK’s fastest-growing supermarket 

• ��June 2014 – Best supermarket in Which? 
(Supermarket satisfaction survey of 7,060 shoppers)
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the figures
Circulation 680,925 (Print run 700,000)

Sainsbury’s Magazine – 216,894	 BBC Good Food – 225,876  
Delicious – 61, 736	 Olive – 50,044 
(ABC Jan-June 2014)  
Waitrose Kitchen magazine has had the largest increase  
in readers in the past year (ABC July 2013-June 2014) 

Readership 2,043,000 (NRS 2013 Q4 AIR) 

	           3,017,000 (NRS 2013 Q4 ever read)

Demographics 
46% AB readers, 75% ABC1 readers,  
73% women, 27% men  
GB TGI 2014 Q2 (Jan 2013-Dec 2013)

Effectiveness 
As the key customer marketing channel for Waitrose’s highest-
spending John Lewis Partnership Account Cardholders and 
myWaitrose members, Waitrose Kitchen allows brands to 
speak directly to the highest-spending shoppers in store. It 
offers a direct touch point to Waitrose core shoppers and 
ultimately influences purchasing. Waitrose Kitchen is proven 
to drive trade and increase visits/spend. 

• 4.5 million myWaitrose customers (and growing)
• �myWaitrose shoppers spend 2.5 times more  

than non-cardholders
• �Over half of all transactions are from  

myWaitrose customers
• They visit more and spend more when they visit
• Top customers rate myWaitrose as the best loyalty scheme
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£1.20 or Free  to myWaitrose  members, John Lewis, Waitrose and Partnership cardholders

AUGUST 2014

M o r e  o f  W h AT  yo U  L o v e …

LocateLLi: ban spaghetti bolognese!
Perfect Pesto: a meal in 10 minutes
carLuccio: how i found peace in england

Neapolitan pizza 
(page 74) The UK’s besT 

iTaliaN cheap eaTs

PASTA SPECIAL
Right sauce, right shape 

and the five recipes 
you have to know

UlTimaTe 
homemade 
pizza 
(you won’t 
believe how 
good it is)

GET THE KIT
Must-have Italian 
cooking tools

Bring the taste and 
spirit of the Med 
into your kitchen

 THE 
ITALIAN 
ISSUE

Award-winning Waitrose, the UK’s fastest-growing supermarket

• May 2013 – Good Housekeeping Favourite Supermarket Award  
for the 6th year running



Supplier sales uplift directly attributed to the magazine  
• �35% sales uplift on John West Tuna Infusions 
• 56% sales uplift on Rombouts Café Ground Coffee 
• �13% sales uplift on San Pellegrino mineral water 
During publication period versus period prior, October 2013

Readers
Passionate yet discerning, Waitrose Kitchen readers love 
food, drink and travel. They want to be one step ahead of 
the crowd, whether they’re cooking a meal for friends or 
planning their next holiday. The WK reader is always on the 
lookout for fresh ideas and insider information.

Attitudes 
• �Waitrose Kitchen readers are more likely to have taken 

4-5 holidays abroad in the past 12 months (278 index*)
• �Readers definitely agree, it’s worth paying more for 

quality goods (131 index*)
• 46% of readers own their home outright*

TGI 2014
* Highest index against BBC Good Food, olive, Sainsbury’s, 
delicious and Jamie magazines.

Distribution 
Redeemed by John Lewis Partnership cardholders and 
myWaitrose members at Waitrose and selected John Lewis 
branches. It can also be purchased by non-account holders 
for £1.20 in Waitrose.

Media pack

Award-winning Waitrose, the UK’s fastest-growing supermarket

• ��April 2013 – Best Food & Grocery Retailer at Verdict’s annual 
Consumer Satisfaction Awards for the 8th year running
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2014/15 deadlines
On sale dates 
Issues on sale the last Thursday  
of every month.

November	 30 Oct

December	 27 Nov

January	 2015	 29 Dec

February		 29 Jan

March		  26 Feb

April		  26 Mar

May		  30 Apr

June		  28 May

July		  25 June

August 		  30 July

September 	 27 Aug

October 		 24 Sept

      The 		
	     number 
of people 
coming into 
my restaurant 

and mentioning that they 
have read the column 
in Waitrose Kitchen 
and tried the recipes is 
staggering. Having written 
for olive and BBC Good 
Food magazine in the  
past, for over a year  
the difference is very 
noticeable
 

Insert delivery  
deadlines

November	 2 Oct

December	 30 Oct

January		  21 Nov

February		 22 Dec

March		  29 Jan

April		  26 Feb

May		  3 Mar

June		  28 Apr

July 		  28 May

August 		  2 July

September 	 30 July

October 		 28 Aug

Display advertising 

deadlines
November	 24 Sept 

December	 22 Oct

January		  7 Nov

February		 8 Dec

March		  16 Jan

April		  13 Feb

May		  18 Mar

June		  15 Apr

July 		  14 May

August 		  19 June

September 	 17 July

October 1	 3 Aug

,,

,, Matt Tebbutt
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App advertising deadlines
November	 9 Oct		      (issue on sale 30 Oct)

December           	 5 Nov		      (issue on sale 27 Nov)

January		  tbc		      (issue on sale 23 Dec)

February		 tbc		      (issue on sale 29 Jan)

March		  tbc		      (issue on sale 26 Feb)

April		  tbc		      (issue on sale 26 Mar)

May		  tbc		      (issue on sale 28 Apr)

June		  tbc		      (issue on sale 28 May)

2014/15 deadlines 
continued
Advertorial deadlines 
November	 22 Aug

December	 19 Sept

January		  tbc

February		 tbc

March		  tbc

April		  tbc

May		  tbc

June		  tbc

Ad-layout deadlines 
November	 1 Sept

December	 29 Sept

January		  tbc

February		 tbc

March		  tbc

April		  tbc

May		  tbc

June		  tbc
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Rate card 
Display pages 
Run of print (ROP)				    £15,700 
Front half facing matter (FH,FM)		  £17,270 
Inside front cover (IFC)			   £18,840 
Inside back cover (IBC) 			   £18,840 
Outside back cover (OBC)			   £20,400 
Half page					     £11,270

Advertorials – To include full shoot 
35% premium on display rate, plus net production charge  
(£2,500 full page; £3,500 DPS) 

Ad layouts – Using visuals and copy provided 
20% premium on display rate, plus net production charge  
(£900 half page; £1,500 full page; £2,500 DPS) 

Composite advertorials 
Three products per slot, incl. production 	 £4,900 each 

Coupons  
Four coupons per half page 			   £2,950 each

Inserts  
Loose (per single A5 sheet)			   £45/000 
Bound in					     £70/000 
 
Series, volume and business incentives available on application.  
 
If ad creative includes a recipe there is an additional £150 production 
charge for the WK food team to test the recipe.

Award-winning Waitrose, the UK’s fastest-growing supermarket 

• �September 2013 – Best Supermarket at the Soil Association’s Organic  
Food Awards 2013k
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Want to get creative?

The Waitrose Kitchen sponsorship team can build 
customised editorially integrated campaign solutions that 
engage, inspire, educate and deliver on your individual 
strategic objectives. Every solution produced will be 
innovative and influential, delivering multi-platform touch 
points to communicate your messages to our highly 
receptive audience.

Creative opportunities include: 
• ��Fully branded supplements
• Brand partnerships
• Bespoke sponsorships 
• Tip-on/poly-bagged sampling
• Gatefold cover executions
• ��Exclusive reader offers and competitions
Concepts and prices available on request  
– michelle.chandler@johnbrownmedia.com

<#L#>  Waitrose.com  September 2011

XXXXXXXXXXXXPoll

Tastes
Waitrose Kitchen reveals what British families are eating – and who’s

doing all the work – in an exclusive poll, sponsored by Kikkoman

We’re no longer a meat  
and two veg nation,  
we live on pasta, save  
our drinking for the 

weekend and we’d rather have a takeaway 
than friends round for dinner, according 
to Waitrose Kitchen’s exclusive new 
investigation into the cooking and eating 
habits of modern British families. 

The one constant is who’s doing all the 
work. In our survey of more than 1,000 
families with children aged between nine 
and 16, seven out of ten admitted that 
mums still do most of the cooking 
midweek. only 28 per cent of dads said 
they cook on weeknights, and a paltry  
six per cent of teenage girls and three  
per cent of boys said they lend a hand.

“These results sound about right to 
me,” says Rachel Johnson, novelist  
and editor of The Lady. “At our home,  
I do all the cooking, and the children  
– teenagers now – only help in so far  
as laying and clearing tables. Meat and 
veg really only happens on Sunday, 
when my husband does a roast.”

Journalist and author, lucy Cavendish 
agrees: “I do the cooking because I work 

from home. My teenage son never cooks, 
even though he does cookery classes at 
school. It worries me that women seem to 
be doing all the home cooking – especially 
when male chefs dominate our TVs.”

Pasta is the favourite weeknight 
supper for eight out of ten families, while 
Chinese and Indian takeaways are the top 
choice for Friday and Saturday nights.

“It’s interesting to see that Chinese has 
now overtaken Indian as the takeaway  
of choice,” says food writer and TV 
presenter Tom Parker Bowles. “And that 
pasta is our most regular midweek meal. 
We’ve always been great at assimilating 
food cultures into our own.”

Thirty-six per cent of dads said Sunday 
lunch is their time to cook for the family. 
Roast pork, lamb or beef are the top 
choices (67 per cent), with chicken  
a more popular option during the week.

“These results show that, for most, 
cooking is a chore,” says food and travel 
writer Kevin Gould. “Kids seem under so 
much pressure to perform at school that 
mums let them off helping at table. But 
unless we get our kids to love cooking,  
the situation will continue to fragment.”

of a nation
47%

of families say a  
Chinese takeaway  

is their favourite

Kikkoman – the everyday, all-purpose seasoning. See page 59 for exciting new ways to cook with soy sauce

 

A quarter aim to eat healthy 
midweek suppers, but just  
9% keep this up on Saturdays.
Eating out is more popular than 
entertaining at home, with 34% 
of families going to a restaurant 
on a Saturday night, but only 17% 
inviting friends over for a meal.
midweek, 36% of people don’t 
drink alcohol, but on Saturday, 
92% of us hit the bottle.
Sunday is still a day of rest, with 
the majority of families saying 
they prefer to stay at home, and 
over a third of dads saying they 
like to cook the family a meal.
teenagers are barely helping 
out in the kitchen at all – only 
6% of girls and 3% of boys.
Chinese is the top takeaway 
choice (47%), followed by Indian 
(42%) while only 25% of families 
now choose fish and chips. 

words  j e s s i ca  g u n n ,  d a n i e l  ta p p e r,  ve n et i a  c l a r ke

photographs  c r i s t i a n  b a r n et t,  m a t t  m u n ro ,  r i c h a rd  m o ra n

In the average  
UK famIly:

Award-winning Waitrose, the UK’s fastest-growing supermarket

• ���February 2013 – OLN’s Drinks Retailing Awards 2013 Wine Retailer 
of the Year, Spirits Retailer of the Year, Cider Retailer of the Year and 
Supermarket of the Yeark

october 2011  Waitrose.com  <#R#> 

exclusive competitionadvertisement feature

Win a week’s holiday and 
experience a taste of Taiwan 
One winner and their guest will enjoy exploring Northeast Asia’s  
most intriguing island with our unmissable competition

For those who have always longed to 
see the sights and try the tastes of 
northeast Asia, this month’s prize 

will make a dream come true. one lucky 
winner and their guest will visit the island  
of taiwan, a gastronomic paradise between 
the east china and south china seas. 

there are a host of cultural experiences to 
enjoy and beauty spots to visit, such as the 
stunning sun moon lake, above. it’s also 
said that there is a food stall every three 
steps and a restaurant every five in taiwan 
– the island is reputed to have the finest 
chinese cuisine in the world. Famous 
taiwanese specialities include crab cakes 
made with sticky rice and the intriguing 
‘Buddha jumping over the wall’ – a rich dish 
of abalone seafood, scallops, spare ribs and 
mushrooms cooked over charcoal. 

the prize includes return business  
class flights from the uK with china Airlines 
to taipei. the stay includes four nights at 

the luxurious Regent taipei hotel, top right, 
and two nights at the sumptuous silks place 
hotel, above right. 

the Regent taipei is Formosa 
international Hotels corporation’s flagship 
hotel and taipei’s best known international 
five-star hotel. it is perfectly positioned in 
the city’s financial, shopping and cultural 
district. the mountainside silks place hotel, 
in Hualien county, is the only five-star hotel 
within the taroko national park. elegant 
and sophisticated, it is set near a beautiful 
gorge and benefits from stunning river views.

An english-speaking guide will be on hand 
to drive the pair around the sights. 

 
Cox & Kings organises escorted small-group 
tours and private tailor-made travel to 
Taiwan. To find out more, visit coxandkings.
co.uk/taiwan or call 0845 564 2889. For more 
about China Airlines and Regent Hotels, visit 
china-airlines.com/uk and regenthotels.com

For your chance to win, answer this 
question: What is the name of the 
capital of taiwan? To enter, call  
090 1030 8253, then leave your 
answer, name, address and phone 
number (calls cost 25p from BT 
landlines), or send a postcard to: 
Waitrose Kitchen-Taiwan, John Brown 
Publishing, 136–142 Bramley Road, 
London W10 6SR, or enter at waitrose.
com/kitchen. The closing date is  
31 October 2011; for competition  
terms and conditions, see page 109.

Taiwan perfectly combines age-old traditional culture and arts with 
pulsating modern street life. Full of variety, the unspoiled scenery and rare 
wildlife are a delightful contrast to the vibrant cities – both are breathtaking 
and full of exciting discoveries. Taiwan’s culinary offerings are diverse and 
delicious, with wonderfully authentic Chinese food vying with unique local 
cuisine as well as Japanese influences. Less than 250 miles long and just  
89 miles at its widest point, Taiwan is an easy destination to discover for 
yourself. And with non-stop flights to Taipei from Heathrow with China 
Airlines, getting there couldn’t be more convenient!

taiwan.net.tw        

Marvel at the spectacular sights and sample the 
delicious cuisine of the unsung hero of the East

Discover  
a wonDer
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Contacts

Ali Carter – Acting Ad Director 
T:  020 7565 3399  E: ali.carter@johnbrownmedia.com

Dinah Williams – Senior Sales Executive 
T: 020 7565 3303  E: dinah.williams@johnbrownmedia.com

Emily Wilson – Senior Sales Executive 
T:  020 7565 3314  E: emily.wilson@johnbrownmedia.com

Michelle Chandler-Campbell – Creative Solutions  
& Travel Specials 
T: 020 7565 3248  E: michelle.chandler@johnbrownmedia.com

Award-winning Waitrose, the UK’s fastest-growing supermarket 

• ��November 2012 – IWSC Retailer of the Year (Wine and Spirits) and  
Spirits Retail Buyer of the Yeark



The NEW Waitrose Kitchen app
Our new Waitrose Kitchen app (across iPad and Android) 
provides readers, suppliers and brands with an exciting 
multi-channel offering, enabling all myWaitrose members 
to download each edition for free. The app replicates the 
magazine, with additional content and videos. 

Audience
• 4.5 million myWaitrose cardholders (and growing)
• ��myWaitrose cardholders display higher frequency and 

higher average spend per trip
• ���25% of all Waitrose online transactions come via tablets 
• ��Higher than average app consumption*. Our readers are 

176% more likely than the general population to have 
downloaded magazine tablet apps in the past 12 months

• �They are 88% more likely to have downloaded paid-for 
apps for tablets in the past 12 months

• �They are 50% more likely to have downloaded free apps 
for tablets in the past 12 months

• ��Mean spend: £30.26 on any apps in the past 12 months  
– that’s 23.5% more than the national average 

*Source: TGI (July 2012-June 2013)

Rate card
£2 ,500 per full display page per month
Advertorials based on print version, 35% premium on 
display page, plus net production charge
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