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InPublishing 
magazine
E ach issue of InPublishing magazine is a collection of objective, in-depth and original 

articles, covering all aspects of publishing strategy and written by leading industry figures 
and media commentators. The magazine, which launched in 2003, is published six times 

a year and has a controlled print & digital circulation of 7,088. The essence of the magazine 
is insight and inspiration and our readers typically read the title, cover to cover, at a leisurely 
pace over the two month period. Our target audience is senior management at UK newspaper, 
magazine and online publishers. InPublishing magazine provides suppliers with a perfect 
opportunity to promote their brand to senior management.

“It is, without doubt, the ‘bible’ of our industry and the best 
generic publishing magazine to have emerged in the last 50 
years. We all need to champion it because, without it, we 
would all be flying backwards.”  
Mark Allen, Chairman, Mark Allen Group

Prices Number of insertions
 1 2 3 4 5 6
Inside Front £2,115 £1,990 £1,865 £1,780 £1,685 £1,610
Outside Back £2,365 £2,240 £2,115 £2,030 £1,970 £1,870
DPS £2,670 £2,465 £2,245 £2,145 £2,055 £2,000
Full Page £1,610 £1,490 £1,365 £1,325 £1,285 £1,245
Half Page £880 £820 £755 £715 £675 £610
Quarter Page £565 £525 £485 £460 £430 £375

Cover wrap: £5,000
Barn door cover: £5,000
Gatefold cover: £3,500
Bellyband: £2,000

Loose inserts: For inserts up to 60g in weight, the price of a full run insertion is £995. If your insert is 
over 60g, the price is subject to weight and a bespoke quotation will be provided.

Carrier sheet advertising: The carrier sheet has a 10cm x 12.5cm advert position available  
with each postal issue of InPublishing magazine. The price is £500 for a full run insertion.

Circulation breakdown: reader profile
News B2B Consumer Customer Academic Suppliers Students Total

Publishing 279 714 590 133 69 1,785
Audience 233 283 328 40 33 917
Commercial 183 293 278 26 21 801
Editorial 509 515 510 129 60 1,723
Design 48 103 110 24 24 309
Technical 76 62 48 14 12 212
Finance 17 26 12 2 2 59
Other 93 93 98 24 41 349
Suppliers 906 906
Students 27 27
Total 1,438 2,089 1,974 392 262 906 27 7,088

Circulation breakdown: 
reader location

UK 6,436

Rest of world 652

Total 7,088

Circulation breakdown: 
delivery

Print 5,139

Digital 1,949

Total 7,088
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InPublishing is also a media partner of leading trade bodies PPA, AOP, FIPP and WAN-IFRA. During 
2025, we will be distributing copies of InPublishing magazine and the Publishing Partners Guide at 
major publishing events organised by these organisations. Where the events are held virtually, we have 
made arrangements with the organisers to share links to our digital editions with attendees.

*All media pack prices exclude VAT.

Z Digital edition

Z In print

Circ up by
28%

since 2021
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Publishing dates
Issue Booking Deadline (Wed) Artwork Deadline (Mon) Inserts Deadline (Mon) Mailing Date (Fri )
Jan/Feb 2025 5 Feb 10 Feb 17 Feb 21 Feb
Mar/Apr 2025 19 Mar 24 Mar 31 Mar 4 Apr
May/Jun 2025 21 May 26 May 2 Jun 6 Jun
Jul/Aug 2025 16 Jul 21 Jul 28 Jul 1 Aug
Sep/Oct 2025 24 Sep 29 Sep 6 Oct 10 Oct
Nov/Dec 2025 12 Nov 17 Nov 24 Nov 28 Nov
Jan/Feb 2026 4 Feb 9 Feb 16 Feb 20 Feb

Artwork dimensions
Dimensions Width Height
Double page spread bleed 430mm 307mm
Double page spread trim 420mm 297mm
Full page bleed 220mm 307mm
Full page trim 210mm 297mm
Full page type 188mm 273mm
Half page 188mm 130mm
Quarter page portrait 91.5mm 130mm
Barn door trim 420mm 594mm
Gatefold / bellyband / cover wrap dimensions available on request

Production specifications
✔ We prefer high-resolution PDF, EPS (with all fonts embedded or converted to outlines) or TIFF files. 

✔ �Open InDesign CS6 or CC files will only be accepted if all supporting images and fonts (both screen  
and printer) are correctly supplied. 

✔ Bleed, if required, must be at least 3mm on all bleed edges (trim marks must be included).

✔ Pictures should be TIFF, EPS or JPEG files. Minimum resolution is 300dpi. 

✔ All colours should be CMYK, not RGB. Pantones should be converted to CMYK. No spot colours.

✔ Artwork should be emailed to: production@inpublishing.co.uk

Y Bi-monthly magazine 
with a controlled 
circulation of 7,088 
UK senior publishing 
executives
Y Increased distribution 
through media 
partnerships with AOP, 
FIPP, PPA & WAN-IFRA
Y Brand awareness 
opportunities through 
display ads, Publishing 
Services Directory, loose 
inserts & carrier sheet 
advertising 
Y Thought-leadership 
opportunities via 
sponsored content and 
opinion pieces
Y Half page display ads 
available priced at £610 
each (when purchasing  
6 or more ads)

Ad sizes

Sponsored content & advertorials
InPublishing offers a range of tailored sponsored content and advertorial opportunities, 
from double-page Supplier Profile articles, through to single-page Q&As, Supplier 
Spotlights and our popular special features*.

* Special features are published in June and October respectively – don’t miss out, book ahead!

Page

Half page

Quarter 
page
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How vital are you to your customers? If the answer is ‘not very’ or ‘less than before’, then you could be in 
trouble. That is why, as Air Business’s Adam Sherman tells James Evelegh, it’s important to keep asking 

the question.

In February, they appointed Tony Farrow, who 
has a wealth of events experience, as head of 
event logistics. He said at the time: “Our aim 
is to take away the hassle for event organisers 
and exhibitors so that they can focus 100% of 
their attention on the show. We understand 
that happy exhibitors are crucial to successful 
events and this remains the primary focus for 
our team.”

Air Business is already providing freight 
services for three shows (including the recent 
kbb Birmingham event at the NEC, which 
describes itself as Europe’s largest dedicated 
kitchens, bedrooms and bathrooms exhibition) 
with � ve more in the pipeline later this year. 

Adam’s goal is to be the o�  cial logistics 
partner for � � y events a year in � ve years’ time.

���������
Another growth area for publishers – and 
their suppliers too – is eCommerce. 

Publishers are successfully selling a 
range of items, including bookazines, gi� s 
and merchandise. � e range of eCommerce 
services publishers need, and which Air 
Business already provides, include ordering, 
customer service, storage, stock control, pick, 
pack and despatch.

� e new string to their bow and which 
Adam expects to be the major growth driver 
of their eCommerce o� ering is their new 
shipping platform, Consero.

� e challenge many publishers face is 
exercising proper management control 
over their eCommerce operations. � is is 
especially the case with larger publishers 
with multiple brands, each with their own 
separate eCommerce arrangements.

Publishers can use Consero 
as a “control tower” to give them 
visibility and greater control over 
all their disparate eCommerce 
o� erings.

According to Adam, the 
beauty of the Consero system 
that they’ve developed is its 
flexibility – it is not in any 
way proscriptive. The system 
can be easily plugged into 
publishers’ existing ecommerce 
arrangements, so there’s no need 
to change existing suppliers – 
but by using Consero, publishers 

can get a handle on all eCommerce activity 
across their brands and divisions.

For publishers that are looking for a full 
eCommerce management system, which 
will handle everything from order taking, 
warehouse management, optimal routing 
through to despatch, then Consero can o� er 
that too. Publishers can use as much of the 
Consero platform as they need.

�hat are the challenges publishers 
face today? I asked Adam Sherman, 
CEO of Air Business, a leading 

supplier of distribution and subscription 
management services to the publishing sector.

“� ose publishers that had been heavily 
reliant on print sales are having to � nd new 
ways to be vital to their customers. � ere’s 
no getting away from the fact that print is 
in decline, a situation exacerbated by rising 
production costs and reduced discretionary 
spend,” he said; “Publishers are having 
to engage with customers in alternative, 
meaningful and monetisable ways.” 

And, it’s not just publishers 
that need to do that, he added, but 
suppliers like Air Business too.

I met with Adam in early 
March for a catch-up. It’s 
a challenging market, he 
acknowledged, with declines 
in print distribution and 
post-lockdown drop-offs in 
subscription numbers.

Air Business’s core market is, 
and will remain, publishing, but 
the company needs to increase 
the number of ways they can be 
useful to publishers, he said.

So, to address these declines and to carve 
out growth opportunities, Adam and his 
senior team have devised a six point strategy: 
1. Set up an event logistics division; 2. Extend 
the reach of their subscription management 
services beyond their traditional B2C and B2B 
markets; 3. Provide a ‘Destination Ireland’ 
hub for e-tailers serving customers in the 
Republic of Ireland (Air Business is owned by 
An Post, the Irish post o�  ce); 4. Expand its 
global eCommerce o� ering; 5. Make further 
acquisitions; a� er the lull in M&A activity 
caused by covid, Air Business is now back in 
the market for strategic acquisitions. 6. Embed 
a transformation and technology-� rst mindset 
into its company culture.

“Even though every company talks about 
the need for transformation,” says Adam, “at 
many organisations, it’s o� en part of a number 
of di� erent people’s jobs so tends not to get 
the attention it needs. Since 2021, we’ve had a 
full time dedicated strategy & transformation 
director, Lenka Booker, whose job it is to 
make sure that Air Business has the right 
shape, the right tech and right infrastructure, 
to deliver growth. Andy Haylar has joined Air 
Business as group IT director to support this 
ambition from a technology perspective. We 
see these roles as being fundamental to the 
future health of the company, supported by 
the rest of the already excellent senior team.”

What is the revenue potential of these new 
initiatives? I ask.

According to Adam, each has the potential 
to be a substantial business in its own right, 
to eventually form up to a quarter of Air 
Business’s total turnover.

During our chat, he was particularly keen 
to talk about two of the initiatives – their new 
event logistics division and the expansion of 
their eCommerce services.
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As any event organiser or exhibitor will tell 
you, event materials not being where they 
need to be is hugely frustrating. Sorting 

out freight problems is time-
consuming and stressful and, if 
not resolved, can lead to non-
delivery of stand materials (or 
whole stands) which will have a 
material impact on the success of 
the show.

As Adam sees it, event 
organisers’ need for a safe-pair-
of-hands event logistics partner 
is the big opportunity. Globally, 
events is a £2bn market with good 
long term prospects; one thing 
the covid lockdown experience 
demonstrated was the enduring 

need for in-person events. 
� ere is a gap in the market, Adam thinks, 

between the very large freight companies that 
o� en struggle to provide the personal service 
needed and the small operators who lack the 
resources to provide a comprehensive service.

“We believe that with our passion 
and constant drive to deliver world class 
customer service, paired with our established 
global network and expertise, we 
are perfectly positioned to close 
that gap,” says Adam.

Event organisers need to be 
con� dent that the ‘o�  cial logistics 
partner’ they appoint will provide 
a best-in-class freight service for 
their exhibitors.

Being available to take and 
deal with distress calls (“my 
shipment is stuck in customs, 
can you sort it?”) and having 
on-site presence at the events, all 
the while keeping the customer 
informed, will be central to Air 
Business’s events o� ering.

“It’s a question of good communications,” 
says Adam; “when a problem arises, one 
thing everyone wants is to be kept informed, 
to know what is happening and to know that 
you are doing everything humanly possible 
to resolve it.”

This year, Air Business’s focus is on 
building up their infrastructure and capability. 
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During our conversation, the recent Royal 
Mail fraud trial came up. In February, three 
directors of mailing company Packpost 
International were found guilty of defrauding 
Royal Mail out of over £70m.

As the trial judge explained: “� e Royal 
Mail operated a self-declaration system for 
large customers. � ese three defendants took 
advantage of this weakness to persistently 
under-declare mail for almost a decade.”

During the trial, the prosecutor said: 
“it is important not to fall into the trap of 
thinking that because the loss 
to Royal Mail was in excess of 
£70m, there must be a sum this 
large stashed away somewhere. 
Some of the gain obtained by 
defrauding Royal Mail and other 
postal operators was passed on to 
customers with lower prices.”

What did Adam make of all 
that?

“Sadly, fraud is not new 
in the mailing industry and 
it’s a huge frustration for 
those suppliers who run their 
businesses honestly. In 2005, it was another 
mailing company dumping hundreds of 
thousands of items in skips who were 
defrauding publishers, and, importantly, 
their subscribers, by not delivering the mail 

they’d been paid to deliver.”
“In this case the mail was being delivered, 

but Royal Mail was not being correctly 
compensated due to false declarations. As 
the prosecutor implied, it was not only 
Royal Mail that su� ered, but also 
honest mailing operators like 
Air Business, who were unable 
to compete with these fraudulent 
and underpriced rates. It was 
clear something unscrupulous 
was going on.”

“� e nature of the fraud put 
rates into the market 
that were literally ‘too 
good to be true’ and 
yet as the court case 
showed, Packpost 
did a lot of business. 
On occasion, over the period of 
a decade, we sought to highlight 
this anomaly, but as you might 
imagine it was just perceived as 
‘sour grapes’.”

What are the lessons for the 
industry?, I ask.

“It’s in everyone’s interest to 
root out fraud because it weakens the whole 
publishing ecosystem. Ultimately, if a price 
seems too good to be true, that’s because it 
probably is! Mail fraud comes in many shapes 
and sizes, and we all need to be diligent.”

�����������
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Is Adam upbeat about the future? Absolutely.

� e focus on transformation and their new 
six-point plan has had, he says, an amplifying 
e� ect on the company’s ambition. � ere is 

continuing enthusiasm for serving 
the publishing market as it evolves 
and excitement about the growth 
opportunities identi� ed.

Growth in event logistics 
and eCommerce is eminently 
deliverable because they are 
natural extensions of the services 
Air Business already provides and 
many of the likely customers of 
these new services are publishers 
with whom they already have a 
strong relationship with.

Adam is in the middle of a 
series of internal town hall meetings to explain 
the growth plan to sta�  and when we spoke in 
March, he had just got back from delivering one 
to the subscriptions division in Haywards Heath.

Over the last few years, Adam says he’s 
been inspired by the excellent creative and 
innovative work from publishers who have 
successfully pivoted their businesses. � ose 
who had embraced change and found new 
ways to sweat their brands were � ourishing.

Doing likewise is the future Adam 
envisages for Air Business – it’s all about 
staying vital. !
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 01727 890 600   hello@airbusiness.com  

 www.linkedin.com/company/air-business-limited   www.airbusiness.com
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In the fi rst of a new regular thought leadership series with 67 Bricks, 
Simon Epstein looks at the choices facing publishers.

personalised tuition (Khan Academy). By 
looking outwards, publishers can understand 
the direction of travel, and move to develop 
public-facing applications that meet a 
paradigm shi�  in user expectations.
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���It’s easy to get sucked into the hype around 
OpenAI’s ChatGPT, but publishers should 
make sure they are mindful of the wider AI 
landscape. When embarking on an AI project, 
they should investigate OpenAI’s competitors 
(like Llama 2 from Meta, or the MoE models 
from Mistral), and assess whether existing 
technology can do the work. A� er all, despite 
its power, ChatGPT also carries risks around 
both what happens to the data that is fed into 
it, and its fallibility for malicious prompts 
which can undermine security instructions 
it is given. 

If you are looking at purchasing a product 
powered by a large language model (LLM), 
a good understanding of the underlying 
technology will help you gauge what value you 
are getting over building the solution yourself. 
It’s also true that whilst you can solve many 
problems by using an LLM, AI is not a new 
� eld, and there may be cheaper, battle-tested 
technologies that are better suited for the 
task in hand. � e key is understanding your 
goals and working from there, sustainably 
integrating new technology to ensure it truly 
adds value to your company. !
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��� Before ChatGPT’s public release, 
Generative AI’s (GenAI) barriers to use 
meant its adoption was limited. But when 
ChatGPT put cutting-edge technology 
directly in the hands of consumers via a 
natural language interface, interest and 
utility exploded. It demonstrated a range 
of advanced text generation capabilities, 
from content creation, to writing code, 
and answering factual questions, and the 
world ran with it. That’s why ChatGPT 
reached 100m users in just two months. � e 
accessibility and capabilities of these models 
mark the commoditisation of AI and have 
sparked board and political discussions 
worldwide about AI strategy and ethics.
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���Firstly, they’ve quickly identi� ed GenAI as 
a disruptive technology. From there, they’ve 
started assessing current and likely future 
capabilities by engaging with experts and 
colleagues in the wider information space. 

But that speed doesn’t mean being purely 
reactive – smart publishers have sought 
to define AI governance structures that 
enable safe experimentation for their teams. 
By supporting access to this technology, 
their sta�  will be well-placed to build their 
skills, understand AI’s limitations, and then 
identify innovative applications for their own 
organisations. 

As well as leveraging the technology 
internally, savvy publishers have looked 
outwards. � at means understanding how 
their customers are likely to change their 
behaviour, and how those changes will shape 
evolving user expectations for future product 
development. 
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���Most urgently for publishers, there is a 
choice to be made as to how they will best 
maximise value from their content. Some will 
sign licensing deals with the GenAI products 
already in existence, while others may choose 
to focus on creating must-have information 
products for their users which cannot be 
replicated elsewhere with publicly available 
data. Investors are increasingly interested in 
this space, which only increases the pressure 
on publishers to have well-developed data 
strategies to guide them. 

In the technology space, we will see 
models from Meta and Google beginning to 
close the gap on ChatGPT, but parity with 
the rest of the GPT products (GPT-4 and 
Turbo, both of which are paywalled) is a tall 
order and OpenAI is already developing a 
new version likely to far exceed their current 
capabilities. OpenAI itself will be � ghting 
to keep its � rst-mover advantage as well as 
making big moves in content licensing, like 
its recent deal with Axel Springer. For all 
these companies, ensuring reliability and 
uptime will become increasingly important 
as GenAI services are integrated routinely 
into other companies’ products. 

More widely, I think AI is only going to 
become further embedded in work and society, 
through richer integration with familiar 
productivity tools, together with frequent 
contact with AI-powered services. � ere will 
also be pressure to use AI to address gaps in the 
workforce; in concert, this may trigger a degree 
of AI backlash and a resurgence of premium 
“human-centric” branding.
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���Whilst disruptive, GenAI technology is 
relatively immature. Publishers should invest 
time and resources in projects which seek to 
streamline and support internal processes, 
automating rote work whilst maintaining 
human intervention and validation. 

� e power of GenAI is that it makes it easy 
to create, use, and test smart systems that can 
do a lot with just a little bit of information. 
Publishers should therefore focus energy on 
outcomes, not inputs. Projects rooted in valid 
use cases, with baseline metrics to quantify 
performance, are likely to be more successful 
than open-ended experimentation.

As customers become increasingly 
familiar with AI, there will be an expectation 
for AI-powered user interfaces. We can see 
this already in search products (perplexity.
ai), research tools (elicit.org, Scopus AI) and 

������������������������������
�����
��
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In the next issue, 67 Bricks’ Will Bailey and Jennifer Schivas will be doing a deep 
dive into creating blended content and data products.

67 Bricks provides technology consultancy 
and full-service product development for 
information companies.

simon.epstein@67bricks.com  
www.67bricks.com
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Export Sales Director, Roularta Printing
 0032 51 26 65 07  0032 475 84 94 15

bart.declercq@roulartaprinting.be  www.roulartaprinting.be/en
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It might seem counterintuitive to print your magazines and newspaper supplements overseas, 

but Roeselare, home of Roularta Printing, is closer to London than Plymouth or Manchester. When 
considering print options, Steven Renders and Bart Declercq tell James Evelegh, there are lots of good 

reasons why UK publishers should talk to Roularta.

Magazine – to Roularta. 
As part of the announcement, Helen 

Konstantopoulos, VP international circulation 
& development at the New York Times, 
said: “We chose Roularta Printing to print 
T Magazine because of their high quality 
and signi� cant expertise. � eir location at 
the heart of Europe also allows us to achieve 
excellent distribution e�  ciency.”

� e agreement covers all copies distributed 
outside the USA. As Steven notes, this 
was Roularta’s � rst opportunity to print a 
signi� cant quantity for the British market.

“Finally,” Steven adds, “it’s worth pointing 
out that we put a great deal of emphasis on 
delivery. We don’t over-promise. We say what 
we can do and we deliver on that.”

So, if you want a realistic assessment of the 
feasibility of printing your copies, whether for 
UK or international distribution, then get in 
touch with Roularta Printing.

Bart Declercq is regularly in the UK, 
catching the Eurostar from Lille, and is happy 
to pay you a visit.

“We won’t promise you the moon,” says 
Bart, “but we will tell you whether we can 
print your magazine or supplement and what 
the distribution options are.” !

�oularta Printing, part of Roularta 
Media Group, Belgium’s largest 
publishing company, already prints 

magazines and supplements for UK publishers 
like � e Economist and Financial Times.

Up until now, copies printed have tended 
to be for the international circulation of those 
titles, but Steven Renders, general manager, 
is looking to print copies for UK distribution 
too.

“We’re very close!”, he says; “your copies 
can be despatched overnight from Zeebrugge, 
arriving in Tilbury early the next day.”

� ere are also regular crossings to Hull, 
Immingham and Teesport. 

“� e fact is that we can deliver into the 
UK in a short time. Overnight by ship is 
the preferred route but on the rare occasion 
that that’s not possible, we have the Channel 
Tunnel as an alternative route.”

Bart Declercq, export sales director, adds, 
“we are having conversations now with UK 
publishers about printing their UK copies and 
have scheduled some one-o�  print jobs to test 
the water. If all goes well, which we expect it 
to, we hope for those jobs to turn into regular 
work.”

“Some UK publishers,” Bart says, “have 
expressed nervousness about post-Brexit 
red tape, but we and our transport company 
handle all the import / export paperwork and 
customs clearance, so there is no hassle for the 
publisher. We take care of everything.” 

��������������
“Publishers choose Roularta,” said Steven, 
“because they see us as long term partners 
who care about the same things as they do. 
In us, they � nd a partner that has the same 
mindset.”

According to Steven, international 
publishers are drawn to Roularta for three 
primary reasons: its emphasis on high quality 
print production, its � nancial stability as part 
of a large publishing group and its ongoing 
investment in sustainability.

In 2023, Roularta invested €4.5m in 
energy-e�  cient drying ovens, reducing its 
CO2 emissions by 14%. 

Ian Denhard, circulation director CEMEA 
at the Financial Times said: “Roularta’s long-
term CO2 emissions reduction strategy, 
backed by substantial investments, make the 

company unique in our industry.”
Further investments in the pipeline this 

year include a new paper wrapping / banding 
line, new address printers that use water based 
inks instead of solvents and the planned 
addition of more solar panelling which will 
ultimately provide 15% of its electricity needs.

“We’re not scared to invest because we have 
a long term vision,” says Steven.

��������������������������
��
“We are seeing enormous consolidation in 
the print market in Belgium, in Holland and 
also in the UK,” says Steven: “We can o� er 
publishers peace of mind – being part of a 
large media group with deep roots in print 
gives our publishing clients the reassurance 
they need that we are in it for the long run.

“It’s important for publishers to carefully 
evaluate the � nancial stability of their print 
suppliers and to have alternative arrangements 
ready to go should their current supplier run 
into di�  culty. We advise publishers not to put 
all their eggs in one print basket.

A recent new client for Roularta is the New 
York Times, which in February, awarded the 
print contract for the international edition 
of their monthly lifestyle supplement – T 
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Join our experts on Wednesday, 26 June for an ‘AI Special – Q&A’ webinar 
when you will have the opportunity to put questions to them.
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We are experienced technology and product experts working with specialist information publishers to 
grow the value of their businesses. We deliver a spectrum of consulting services, from strategic advisory to 
product discovery, development and engineering, to enhance the value of information businesses.
Email: jennifer.schivas@67bricks.com
Web: www.67bricks.com
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A: First and foremost, go back to your customer to � nd use cases that serve 
new parts of the value chain. What are your customers doing on either side 
of interacting with your content, and are there ways that GenAI powered 
services could help them to do these things faster and / or better?

You should also ensure you’re aligning with business goals, as 
that will a� ect the use cases you choose to move forward with. 
Understanding what your drivers are, for example, cost saving vs 
revenue generation vs opening new markets, will help you focus 
on selecting the most valuable path forward, as well as give you the 
outcomes you want to measure success against. 

� at being said, there are o� en multiple outcomes from working 
with GenAI – we’ve worked with clients who have been focused on 
internal e�  ciencies, say automating semantic tagging to relieve internal 
workloads, but then unlocked additional value that can be passed on 
to users or even spun into a new o� ering. Increasing internal e�  ciency 
is intrinsically linked to creating more customer value as it frees up 

A: Our tried and tested method of delivering maximum ROI with AI 
projects is to work in an agile fashion. O� en, we start with a small proof 
of technology, testing the waters even before there’s a proof of concept 
to ensure things are possible as well as providing a hook to encourage 
buy-in from the rest of the business and the board. 

Once that’s done, building out the use case and folding in customer 
feedback to improve and iterate on the idea is the best way to ensure 
you are producing something of real value to your users. 

� roughout, it’s essential to involve commercial and operational 

headspace, person-hours and technology spend that can be directed 
towards better customer and commercial outcomes.

Once you’ve identi� ed these opportunities, you can also use 
GenAI to structure your data so that you can monetise assets that 
have previously been le�  out of your propositions. You might even 
be able to build new propositions to serve new segments using your 
existing content. Examples include:
^ third-party documents that go into producing a dataset which can 
form the basis of a knowledge base underpinning new products
^ archival content that holds value in aggregate that can be mined for 
useful insights to support your customers’ future decisions
^ publicly available datasets that could provide valuable enrichment to 
your proprietary data but would until now have required prohibitively 
expensive data science work to integrate
^ conference recordings which contain valuable insights and whose 
transcripts could add depth and context to your publications

stakeholders to ensure you are not only taking the right product to market, 
but that you’re also doing it in a way that captures as much value as possible. 

While creating new products or extensions to existing ones, it’s a good 
idea to involve those teams to ensure those people tasked with selling are 
ready to do things slightly (or even radically) di� erently. For example, if 
you are building a product which is aimed at a new audience, your sales 
teams will need to be prepared to � nd and sell to a new segment, and you 
want them to be ready to do so as quickly as possible, otherwise you’re 
leaving money on the table while they upskill themselves.

Y ������������������
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Three top tips
�

�����
����������������
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������
��
�������Embrace 
it as a paradigm shi�  in the way you produce and distribute 

content and the services you provide your community. It’s not just a 
chatbot on your website.

��� ����� ������ ��
��� ���� 
���
 ��� �
��­���� �
� ���������
While experimentation can be helpful, to ensure you are 

generating maximum ROI, you need to align your developments 
with the needs of your business and ensure they are delivering your 
commercial strategy. 

������������������������������� 
������
�������� ��� � �
����������
��­�����
���������� ��
��
��� e marketplace is 

rapidly changing and is full of di� erent options, with varying capabilities 
and weaknesses. You may be able to utilise an open-weight model and 
then train it on a highly speci� c dataset to give you the level of outcome 
you need – avoid overengineering a solution if it won’t release any 
additional value or revenue. � is will also prevent you being paralysed by 
the fear that the technology you choose may become obsolete quickly – if 
you’re learning lessons and constantly iterating, you’ll be in the strongest 
position as the technology matures.

� �

�
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Entertainment and Lifestyle, despite the obvious cross-over, are often treated separately. PA Media has 
brought them together under Kerri-Ann Roper, who explains to James Evelegh the thinking behind this 

and other recent enhancements to PA Media’s o� ering for publishers.

�he abundance of fakery, the 
explosion in the number of 
social media sources, the multi-

platform expectations of our audiences 
and the sheer amount of content out 
there vying for readers’ attention, is 
putting huge pressure on editorial 
teams. 

Professional publishers’ focus 
on creating original high-quality, 
veri� ed and fact checked, multi-media 
journalism is sucking up increasing 
amounts of resource at a time when, 
due to the digital disruption of 
traditional publishing business models, 
resource is in short supply.

Kerri-Ann Roper is Head of 
Entertainment and Features at 
PA Media and her message to UK 
publishers is that PA Media has the 
resources and expertise to provide 
high-quality content to supplement and 
enhance publishers’ existing output, or 
even to provide bespoke content for 
new products or channels, from scratch. 

Furthermore, recent changes to 
the way they work has resulted in a 
more rounded, more engaging content 
o� ering.

Kerri has been at PA Media for nine 
years. She started her journalism career 
working for Media24, one of South 
Africa’s largest media companies, based 
in Cape Town, initially starting in hard 
news.

After three years, she switched to the 
entertainment brief, in part because it 
involved a posting to Johannesburg (“a vibrant 
hub of new music”). Highlights of her time 
there included a cover-shoot with Nelson 
Mandela (“magnetic – when he walked into 
the room, the air changed”), an on-location 
week on the set of Casino Royale, a � lm made 
famous in part by Daniel Craig’s emergence 
from the sea in snug � tting blue swimming 
trunks (“I was there”) and tracking down 
Brad Pitt, a� er getting tipped o�  that he was 
lunching somewhere in Johannesburg with 
the Dalai Lama.

Moving to London, she worked as 
Showbiz News Editor at Sky for four years 
and then spent four years at MSN ending up 
as Managing Editor (UK/EMEA Celebrity 
and The Americas) before becoming 

Entertainment Editor at PA Media.
In November 2022, she was promoted 

to her current role overseeing both 
Entertainment (news and features) and the 
Lifestyle features department.

�����������������������������
����������

With 20 years’ entertainment journalism 
under her belt, Kerri is well placed to observe 
how it has changed. Four trends stood out 
for her:
^ ����� ����
� It’s not new, but the sheer 
volume of it that journalists have to wade 
through, is. Every story has to be veri� ed and 
fact-checked, which is time consuming and it 
o� en takes an experienced journalist to spot 
the fakery.
^ 	������� �������
� The advent of self-

publishing and the social media 
platforms that facilitate and amplify 
it along with the increasing volumes 
of AI-created content, mean that 
publishers are struggling to be 
noticed. Trust is what sets professional 
publishers apart, so the emphasis at 
PA Media is on only putting out well-
written, trustworthy and verified 
original journalism. 
^ ������������� ��� �������
� Long 
gone are the days when a celebrity’s 
agent would be the primary, perhaps 
only, source of news about them. 
Entertainment journalists nowadays 
additionally need to keep abreast of 
celebrities’ social media accounts as 
well as the output of bloggers, vloggers 
and other in� uencers (some of them 
well-informed and with enormous 
followings).
^ ���
�� ���� ��� ������� ������
�
Today’s audiences demand a multi-
media approach to their entertainment 
news. � ey want not only the words, 
but pictures and, increasingly, video 
too. A journalist with a smartphone can 
snap a picture, even shoot some video, 
but it’s unlikely to be as good as those 
shot by specialist photographers and 
videographers.

All of the above necessitates 
employing experienced, agile and 
properly trained journalists who 
can sniff out a story, write it up in 

a compelling way, whilst making sure 
everything has been su�  ciently veri� ed and 
fact-checked, brilliant photographers to take 
eye-catching pictures and videographers to 
capture the key moments on video.

None of this comes cheap and that is why, 
says Kerri, many publishers source much of 
their entertainment and lifestyle content from 
PA Media.

Since Kerri has been at PA Media, their 
Entertainment and Lifestyle offering has 
evolved in three distinct ways:

	������������������������
�������������������������

PA Media has brought the Entertainment and 
Lifestyle teams under one manager – Kerri – 
due to the frequent cross-over between the two.

“� ink of the number of times a celeb 

�����������������������������
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Angeles based correspondent, Ellie Iorizzo, 
to report on the latest news coming out of 
Hollywood.

“It’s all about making sure that we give 
publishers as comprehensive a package of 
content as possible – words, pictures and video.”

�����
“Our motto is ‘fast, fair and accurate’. We 
employ trained journalists who take the 
time to do the necessary due-diligence when 
it comes to verifying stories. We produce 
original well-informed journalism, clearly and 
concisely written and which adheres to PA 
Media’s high quality standards.

“We are increasingly data informed, so we 
stay on top of trending stories to make sure 
our clients get served with the content their 
readers want most. 

“And, because PA Media is a trusted 
outlet, we get lots of news exclusives. Death 
announcements, as was the case with Paul 
O’Grady and Michael Gambon last year, were 
broken by us because the families trusted us to 
handle the news professionally. Similarly, the 
announcement by Vicky Flind, Huw Edwards’ 
wife, which revealed him to be the BBC 
presenter at the centre of allegations made by 
� e Sun, was also made to PA Media.”

Kerri says she is keen to talk to publishers 
about how PA Media can enhance their 
Entertainment and Lifestyle coverage.

“If you take our news and features already, 
hopefully you like our new approach. If 
you’re not using our content, but feel that 
your Entertainment and Lifestyle o� ering 
needs a lift, or, if you have a specific 
Entertainment or Lifestyle project, but not 
the editorial resource in-house to turn it into 
a reality, then get in touch.” !

launches a fashion line or brings out a beauty 
range. � ere is always a tie in and it’s brilliant 
to have the two teams working really closely 
together.

“Take TV and � lm as an example – we 
produce a set of TV and � lm features every 
week. � e two teams working together means 
that when we get access to talent, we really 
maximise it because we can do shorter news 
stories but then also do a longer form meatier 
interview as well.

“When we go on a � lm junket, we know 
we’re going to have 15 minutes with all the key 
talent. We will end up with a bank of content 
and will sit down and discuss what’s going to 
run as a news story and what are we going 
to hold back and run as a full feature and a 
longer read. 

“Similarly for our books content. We get 
brilliant access to authors. If we’re interviewing 
an author, and there’s something in the news 
about one of their titles that we’ve managed to 
get a really good news line, we run that quickly 
as news but equally, we hold back some really 
strong lines for a Lifestyle piece.

“� e two teams working together means 
that we get much more mileage out of the 
good access that we enjoy.”

“For our publishing clients, this means 
that the content they take from us is 
more comprehensive, less piecemeal. Big 
Entertainment news stories will be followed up 
with in-depth feature pieces giving readers more 
reasons to return and engage with your content.”

�������������������������
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������������
�������������

Kerri has repositioned PA Media’s approach to 
Lifestyle content so that it is more in line with 
the main news agenda.

Traditionally, ‘news’ and ‘features’ have 
been treated separately, but she has brought 
them closer together, so that the Lifestyle team 
is e� ectively now o� ering sister content for 
news stories.

“As an example, let’s say there’s a big health 
story in the news that’s making headlines. 
We make sure that our Lifestyle reporters are 
speaking to the news reporter to see what 
content we can provide to go alongside the 
news story, such as ‘explainers’ or ‘Q&As’, to 
add context and depth.

“Ultimately, this means that PA Media can 
o� er its publishing clients a more rounded, 
engaging and multifaceted content package.”

	��������������������������
In addition to the news and features 

PA Media puts out on the wire and to digital 
customers, they also o� er their services to 
publishers for speci� c projects.

� is, says Kerri, can take di� erent forms: 
“It could be working with a publisher to 
provide, sometimes at short notice, content 
for a special supplement, say, for the King’s 
coronation or the Taylor Swi�  tour.”

Or, it can involve longer term assignments.
One large digital publisher recently 

launched a new entertainment related channel 
on their website and commissioned Kerri and 
her team to provide all the content. Kerri 

sourced two journalists to work, full time and 
remotely, with direct access to the publisher’s 
content management system so they could 
upload new content every day.

“We can upscale quickly to meet demand. 
This means that publishers can get new 
products and channels o�  the ground quickly 
and cost-e� ectively.”

����������
��������
Being in all the places you need to be is a 
perennial challenge for over-stretched 
publishers.

“PA Media has the resource to be where 
you can’t,” says Kerri: “Our Entertainment 
team has eight journalists and our Lifestyle 
team nine, and we cover Entertainment 24/7.

“On top of that, we have a brilliant picture 
desk and video team, which we utilise, which 
can draw on photographers and VJs all over 
the country.

“If we’re going out on a news job, a 
photographer and a videographer will go 
along with the reporter. Similarly for Lifestyle. 
If somebody’s going to interview a chef, 
for instance, and we know there’ll be great 
pictures of them cooking on the day, they’ll 
take a photographer with them, and o� en a 
videographer as well.

“� is ability to put boots on the ground is 
one thing that sets us apart, something which 
was well demonstrated by our coverage of 
Sinéad O’Connor’s death last year, when our 
London-based team was supplemented by 
a team in Dublin getting local reaction and 
video footage of the funeral.

“Similarly with the Kevin Spacey trial. We 
had the resource to have a reporter in court 
every day of the trial, not just the start and end.

“On top of that, we have a permanent Los 
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Head of Entertainment and Features
PA Media

kerri-ann.roper@pa.media  www.pa.media
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Y Weekly e-newsletter 
sent to approx. 8,700 
email addresses
Y Brand awareness 
opportunities through 
sponsorship, banner, 
and text advertising
Y Banner ads available, 
priced at £80 each 
(when purchasing  
2-4 ads)
Y Mailing list cleaned 
weekly to remove 
unsubscribes,  
gone-aways and  
hard-bounces

InPubWeekly 
e-newsletter
InPubWeekly is a weekly email digest of the latest publishing industry news, emailed every 

Thursday morning to approximately 8,700 email addresses. The list is constantly monitored, 
cleaned and updated to ensure accuracy and improve deliverability. In addition to the news, 

InPubWeekly also carries in-depth articles and comment, the latest jobs and a featured category from 
our Publishing Services Directory.

Text advertising
Includes: Header (max: 75 
characters, including spaces) 
+ 566 x 190px image  
+ 100 words of text (which 
can include embedded links)
Image format: JPG, GIF or 
PNG
Max file size: 50kb
Prices: 
1 insertion  . . . . . . . . . . .            £125     
2-4 insertions . . . . . . . . .          £95 
5+ insertions . . . . . . . . . .           £75

Banner advertising
- 600 x 120px banner
Format: JPG, GIF or PNG
Max file size: 50kb
Prices: 
1 insertion  . . . . . . . . . . .            £100     
2-4 insertions . . . . . . . .          £80 
5-11 insertions . . . . . . . .          £60
12+ insertions . . . . . . . .          £50

E-newsletter headline 
sponsorship
Includes: 600 x 120px  
banner, 566 x 190px  
image + header (max: 75 
characters, including spaces) 
+ 100 words of text (which 
can include embedded links)
Banner & image format: 
JPG, GIF or PNG
Max file size: 50kb
Prices: 
1 insertion  . . . . . . . . . .            £250     
2-4 insertions . . . . . . . .         £175  
5+ insertions . . . . . . . . .          £150

Follow us on social media
for our latest news

J @InPublishing
O inpublishing-ltd



AUDIENCE
CIRCULATION CONSULTANCY SERVICES

CPUK Print Publishing
Michael Chinnery 01480 861 962 
michael@cp-uk.co.uk
www.cp-uk.co.uk

MagCirc Solutions
Neil Selby 07827 234496
neil@magcirc.co.uk
www.magcirc.co.uk

EVENT SUPPORT SERVICES

Air Business
Rob Barham 01727 890 600 
hello@airbusiness.com
www.airbusiness.com
YSee our ad on OBC

Fusion
Steve Russell 020 8149 9222 
hello@fusion-events.co.uk 
www.fusion-events.co.uk

Global Media Hub
Stephanie Hyde 01932 450 709 
info@globalmediahub.co.uk 
www.globalmediahub.co.uk

Gold Key Media
Chris Horn 020 7491 4065 
info@gkml.co.uk
www.gkml.co.uk

MAGAZINE / NEWSPAPER DISTRIBUTION

Global Media Hub
Stephanie Hyde 01932 450 709 
info@globalmediahub.co.uk 
www.globalmediahub.co.uk

Gold Key Media
Chris Horn 020 7491 4065 
info@gkml.co.uk
www.gkml.co.uk

InterMedia
Jamie Wren 01293 312 001
getintouch@inter-media.co.uk 
www.inter-media.co.uk
Y See our ad on P11.

MagCirc Solutions
Neil Selby 07827 234496
neil@magcirc.co.uk
www.magcirc.co.uk

Marketforce
Siobhan McNab 0330 390 6464 
hello@marketforce.co.uk 
www.marketforce.co.uk

NewsTeam Group
Andrew Parkinson 01782 358998 
andrew.parkinson@newsteamgroup.co.uk
www.newsteamgroup.co.uk

Select Publisher Services
Richard Hotchkiss 01202 586 848 
richard@selectps.com
selectps.co.uk

Self Select Distribution
Andy Barker 01204 667 123
andy@selfselectdistribution.co.uk 
www.selfselectdistribution.co.uk
Y See our ad on P43.

Seymour
Duncan Shearer 
duncan.shearer@seymour.co.uk 
www.seymour.co.uk

Warners Distribution Services
Natalie Smith 01778 395035 
natalie.smith@warnersgroup.co.uk 
www.warnerspublishing.co.uk

MAILING / DELIVERY SERVICES

Air Business
Rob Barham 01727 890 600 
hello@airbusiness.com
www.airbusiness.com
YSee our ad on OBC

ESco
Louise McHale 01371 851 800 
louise.mchale@esco.co.uk 
www.esco.co.uk
Y See our ad on IFC. 

First Mailing
Stuart Searle 01480 450 661 
stuart@fi rstmailing.co.uk 
www.fi rstmailing.co.uk

Global Media Hub
Stephanie Hyde 01932 450 709 
info@globalmediahub.co.uk 
www.globalmediahub.co.uk

Gold Key Media
Chris Horn 020 7491 4065 
info@gkml.co.uk
www.gkml.co.uk

InterSend
Dave McGrory 01293 312 001 
getintouch@inter-send.co.uk 
www.inter-send.co.uk
Y See our ad on P11.

Mail Options
Mark Bradley 020 8571 2555 
mbradley@mailoptions.co.uk 
www.mailoptions.co.uk  
Y See our ad on P47.

Newsstand
Jo Bourne 01227 277 248 
jo@newsstand.co.uk 
www.newsstand.co.uk

Posthub
Neil Carter 07572 115 602 
neil.carter@post-hub.co.uk
www.post-hub.co.uk

Publishing Hub
Steven O’Hara 01507 529 535 
sohara@mortons.co.uk
www.mortons.co.uk/publishinghub

Spatial Global
Julie Birch 0845 6181904
j.birch@spatialglobal.com
www.spatialglobal.com

MARKETING AGENCY

HH&S
Mike Halstead 020 7751 8585 
mikeh@hhs.co.uk
www.hhs.co.uk

Jellyfi sh
Patrick Knight 020 7390 0469 
patrick.knight@jellyfi sh.com 
www.jellyfi shconnect.com

Spread the Word Media
Charlotte Baseley 01730 719600 
charlotte@spreadthewordmedia.com
www.spreadthewordmedia.com

PODCAST HOSTING SERVICES

Acast
Simon Franklin 020 3326 1050 
simon.franklin@acast.com 
www.acast.com

SOFTWARE - ACCESS CONTROL

OpenAthens
Kieran Prince 020 3880 2626 
contact@openathens.net 
openathens.net

SOFTWARE - AUDIENCE DEVELOPMENT

Bridged Media
Rishabh Lohia 
founders@bridged.media 
www.bridged.media

Clock
Jason Treloar 01923 261166 
jason.treloar@clock.co.uk 
www.clock.co.uk

SOFTWARE - E-COMMERCE

eMagazines
Blake Pollard +1 512 423 1069
blake@emags.com
www.emagazines.com
Y See our ad on P43.

SOFTWARE - NEWSTRADE DISTRIBUTION

Gordon & Gotch Publishing
Graham Elliott 0118 989 2003 x1 
graham@gordon-gotch.co.uk 
www.gordon-gotch.co.uk

PCS Publishing
Rich Mansell 01902 374 757 
hello@pcs-publishing.com 
www.pcs-publishing.com

SOFTWARE - SUBSCRIPTIONS / AUDIENCE MANAGEMENT

Abacus
Ian Eckert 020 7436 0070 
ian.eckert@abacusemedia.com
www.abacusemedia.com

Adept Data Services
Rob Sherwood 0800 634 3218
rob@adeptdataservices.co.uk
www.adeptdataservices.co.uk

AdvantageCS
Daniel He� ernan +1 734 327 3600 
daniel.he� ernan@advantagecs.com 
www.advantagecs.com
Y See our ad on P11.

A�  no
Markus Karlsson 020 3393 3240 
markus.karlsson@a�  no.com 
www.a�  no.com
Y See our article on P25. 

Atex
Alberto Mari 07500 433 157 
amari@atex.com
www.atex.com

Gordon & Gotch Publishing
Graham Elliott 0118 989 2003 x1 
graham@gordon-gotch.co.uk 
www.gordon-gotch.co.uk

knk Software UK
John Lawson 020 3985 0936 
john.lawson@knk.com
www.knkpublishingsoftware.com

Naviga
Mike Moore 020 7436 0070 
mike.moore@navigaglobal.com 
www.navigaglobal.com

PCS Publishing
Rich Mansell 01902 374 757 
hello@pcs-publishing.com 
www.pcs-publishing.com

Publishing Software Company
Stephanie Cope 020 3157 4044 
steph@p-s-c.co.uk
www.p-s-c.co.uk

The Engine Shed
Patrick Lidstone 0800 862 0427 
sales@TheEngineShed.com 
web.theengineshed.com

Workbooks
John Cheney 0118 3030 100 
success@workbooks.com 
www.workbooks.com

Zephr – A Zuora Company
Paul Wingfi eld 020 3691 6065 
info@zephr.com
www.zephr.com

�����������������������������
�
 www.inpublishing.co.uk/suppliers

������������������������������������������
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Y Supplier directory 
distributed across all 
InPublishing’s core 
platforms: bi-monthly 
print magazine, 
InPublishing, weekly 
e-newsletter, 
InPubWeekly, full online 
company profile
Y Unlimited 
‘newsworthy’ press 
releases (£95 each for 
non-advertisers)
Y Brand awareness 
opportunity
Y Every new issue of 
InPublishing magazine 
during your listing  
(six print issues over  
12 months)

1 PRICE, 3 PLATFORMS

Publishing Services 
Directory
A directory of suppliers to the newspaper, magazine and online publishing sector designed 

on the one hand to enable publishers to find the most suitable providers of services 
to match their needs, and on the other, to give suppliers as many opportunities as 

possible to demonstrate the full range of their services to prospective publishing clients.  
(Also, for listed suppliers, the standard £95 fee for publishing supplier press releases is waived. Our supplier 
press release guidelines are available from our website or on request.)

“Keep up the good work on InPublishing mag;  
it’s the only B2B mag I would ever read – very 
interesting and informative articles”  
Jez Harris, art director, Green Parent Media Ltd

InPublishing magazine

InPubWeekly e-newsletter
(one category featured each week)

InPublishing.co.uk

£295 
for 12 months

Preferential 
Partner Profile 
rate in PPG -  
see page 10

INTEGRATED 
MARKETING

Visit our website for 
our Supplier Press
Release Guidelines

Featured supplier
Extra exposure: under most 
articles on InPublishing.co.uk, 
we now include a ‘featured supplier’ 
box, selected by relevance to  
the article.

New!
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Y Average monthly 
unique visitors: 14,928
Y Brand awareness 
opportunities through 
banner advertising and 
site ‘takeover’
Y All banner ads are 
priced at £50 per 1,000 
impressions (capped as 
per your budget)
Y Site ‘takeover’ 
available at £300 per 
week
Y Article page ads are 
randomly served
Y Fixed positions also 
available on listing pages

Banner 
advertising on 
InPublishing.co.uk
InPublishing.co.uk is the gateway to InPublishing’s online news & features, and an 

impressive repository of online written, audio and visual content. The average number 
of monthly unique visitors (1 Oct 2024 – 31 Jan 2025) was 14,928. InPublishing.co.uk 

has a range of banner ad packages available to suit your budget.

Site takeover
We offer a ‘takeover’ of our listing and article 
pages for £300 per week. Currently this 
would deliver approx. 33,800 impressions of 
your takeover / banner artwork per month.

Artwork requirements:
Banner (desktop): 1016 x 124 px
Banner (mobile): 768 x 240 px
Tower (desktop): 300 x 600 px
Box (listing pages only): 230 x 210 px
 
Banner ads should be provided in two versions: ‘banner (desktop)’ and ‘banner (mobile)’.
Tower ads should be provided in three versions: ‘tower’, ‘banner (desktop)’ and ‘banner (mobile)’
Box ads should be provided in two versions: ‘box’ and ‘banner (mobile)’
 
The artwork should be provided as follows:
Z For ‘static’ images: an uncompressed file in either PNG or TIFF format only.
Z For ‘animated’ images: GIF format only (Max file size: 150kb).
Z In a ZIP file.

£50
CPM

Banner

Tower
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Y Live interactive 
event with InPublishing 
community
Y A minimum of 50 
registrations guaranteed!
Y Webinar packages 
provide thought-
leadership opportunity
Y Brand awareness 
opportunity through pre / 
post-event marketing
Y Direct-response 
mechanism via 
registration details and 
poll functionality
Y Investment provides 
a unique platform for 
your company to engage 
with the InPublishing 
audience

InPublishing 
Top Tips 
Webinars
One of the best ways of imparting information is through the immediacy and 

interactivity of our highly regarded Top Tips Webinar series. The emphasis is 
on providing our audience with actionable intelligence and insight from leading 

industry figures, through live events accessed from their own desktop, tablet or mobile device.

Presenter @ £2,500
For webinars with a sole presenter delivering a ‘top tips’ presentation (subject matter to 
conform to InPublishing editorial guidelines)
Z Co-branded together with InPublishing on all pre / post event materials
Z Pre-event marketing to InPubWeekly & InPublishing.co.uk audiences (4 weeks)
Z Full registration data
Z A minimum of 50 registrations guaranteed!
Z Moderator supplied by InPublishing
Z 20 minute PowerPoint presentation during “live” event
Z 10 minute “live” Q&A hosted by the moderator
Z Polling (optional)
Z Link to archived webinar
Z Recording of the webinar (MP4 file) for use on your own site

Roundtable @ £3,000
For webinars with up to three panellists (linked via webcam) discussing a key area of 
publishing (subject matter to conform to InPublishing editorial guidelines)
Z Co-branded together with InPublishing on all pre / post event materials
Z Pre-event marketing to InPubWeekly & InPublishing.co.uk audiences (4 weeks)
Z Full registration data
Z A minimum of 50 registrations guaranteed!
Z Moderator supplied by InPublishing
Z 35 minute discussion
Z 10 minute “live” Q&A hosted by the moderator
Z Link to archived webinar
Z Recording of the webinar (MP4 file) for use on your own site

Webinar promotion
InPublishing promotes every webinar heavily. 
This includes three solus e-blasts and a 
dedicated section in InPubWeekly.

Live event
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Y Promote your 
vacancies to 
InPublishing’s audience 
of senior publishing 
executives 
Y Weekly promotion 
of your vacancy via 
our InPubWeekly 
e-newsletter
Y Block booking 
discounts available

Jobs Board
The InPublishing audience is a mix of senior management working in UK 

newspaper, magazine and online communities. InPublishing’s content is 
targeted at companies working across print, online and digital platforms.

Each job vacancy is posted for 8 weeks on our jobs board (this period can 
be extended at no extra cost) and sent out every Thursday morning via our 
e-newsletter, InPubWeekly, to approximately 8,700 email addresses. When first 
posted, your job vacancy will be included in an email alert.
Current vacancies are also listed in each issue of InPublishing magazine.
Whether you are a company looking to hire a new member of staff, or a recruitment 
agency looking to fill several vacancies; InPublishing can help.

Typical job posting

Prices
start
from
£195

Prices
Do it yourself (DIY): £195
Have us set it up for you: £250

Recruitment Agencies
Please contact us to discuss block 
booking discounts.

Publicising your vacancy

Company Job Title Location Salary

DVV UK Audience Development Executive Sutton £25k

Gold Key Media Publisher Account Manager London Competitive

Warners Group Publications plc Publisher Account Manager Bourne, Lincolnshire Commensurate with 
experience

 Perception

 Andy Kirk 01825 701 520 
andy@pmps-uk.com 
www.publisher-crm.com

Publishing Software Company

Stephanie Cope 020 8088 2737 
steph@p-s-c.co.uk
www.p-s-c.co.uk

The Engine Shed (UK)

Patrick Lidstone 020 7183 0200 
patrick@theengineshed.com 
www.theengineshed.com

Weaver Software

Alan Weaver 020 7739 9208 
alan.weaver@weaver-software.com 
www.weaver-software.com

Subscription Consultancy Services

Off The Page Consultancy

Wendy Gregory 01227 769 337 
wendy.gregory@offthepageconsultancy.co.uk
www.offthepageconsultancy.co.uk

Zenith Marketing Services

Simon Howarth 01254 832 750
simon@zenith-marketing.co.uk 
www.zenith-marketing.co.uk

Subscription Websites / Online Newsagents

isubscribe

Hannah Wood 020 7199 0163 
Hannah.wood@isubscribe.co.uk 
www.isubscribe.co.uk

Jellyfi sh Connect

Ian Remmer 0207 608 6337 
ian.remmer@jellyfi shconnect.com 
www.jellyfi shconnect.com

Readly

James-Lee Breen 020 7340 6392 
james.breen@readly.com
www.readly.com

Subscriptions Bureaux

 Abacus e-Media

 Charles Arthur 020 7766 9810 
info@abacusemedia.com 
www.abacusemedia.com

Air Business

Dave Appleton 01444 445 517
hello@airbusiness.com
www.airbusiness.com
Y See our ad on Outside Back Cover.

Beeline Data Services

Daniel Verrells 01342 312593 
daniel@beelinedata.co.uk
www.beelinedata.co.uk

BPI Associates

Tony North 01462 636 264 
tnorth@bpiassociates.co.uk 
www.bpiassociates.co.uk

circdata

James Ormiston 01635 869 868 
j.ormiston@circdata.com
www.circdata.com  
Y See Profi le on P16 & ad on P37.

dsb.net

Angus Chenevix Trench 01604 251032
angus.chenevixtrench@dsbnet.co.uk 
www.dsbnet.co.uk

ESco

Alistair Wood 01371 851 800 
alistair.wood@esco.co.uk
www.esco.co.uk  
Y See our ad on P23.

Intermedia Brand Marketing

John Bardsley 01293 312 001
john.bardsley@inter-media.co.uk 
www.inter-media.co.uk

 Perception

 Andy Kirk 01825 701 520 
andy@pmps-uk.com
www.publisher-crm.com

TCO Services

Julie Enever 020 8597 0181
tco-services@dial.pipex.com
www.tcoservices.co.uk

TIIFS

Ian Macfarlane +31 20 4874 482 
ian.macfarlane@timeinc.com 
www.tiifs.com

Warners Group Publications

Collette Smith 01778 391 188
collette.smith@warnersgroup.co.uk
www.warnersgroup.co.uk/
services/subscriptions

Telemarketing Services

Merit Group

Ben Tindall 0845 226 0631
ben.tindall@meritgroup.co.uk 
www.meritgroup.co.uk

Trade Associations

The UK Association of Online Publishers

Sarah Lomax 020 7025 8040 
sarah.lomax@ukaop.org
www.ukaop.org

Video Production Services

 Nemorin Creative

 Pete Fergusson 0330 122 47 14 
hello@nemorin.com 
www.nemorin.com 

Website Design / Creation

Bluetel Solutions

Jan Kolasinski 0121 643 7469
info@bluetel.co.uk
www.bluetel.co.uk

Clock

Jason Treloar 01923 261166 
jason.treloar@clock.co.uk
www.clock.co.uk
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[Job vacancies]

Job vacancies
To submit a vacancy, go to the jobs section of the InPublishing website.

 www.inpublishing.co.uk/jobs

See the jobs section of the InPublishing website for full details on vacancies below
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Promoted in InPubWeekly e-newsletter

Current vacancies are listed in 
InPublishing magazine
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Y Brand awareness 
opportunities
Y Thought-leadership 
via advertorial content 
(print & digital)
Y Annual A5 print 
publication
Y Print run: 10,000
Y Also made available 
as digital download
Y Distributed with 
InPublishing magazine 
and at leading industry 
events

Publishing 
Partners Guide
The Publishing Partners Guide (PPG) is an annual publication from InPublishing.  

The PPG is designed to help UK newspaper, magazine and online publishers source 
the very best service providers.

10,000 copies of the A5 guide are published in January, with the initial 5,139 mailed with 
the Jan/Feb issue of InPublishing magazine. The balance of the printed copies are then 
distributed throughout the year, including at prestigious publishing events as a part of our 
partnerships with PPA, FIPP, AOP & WAN-IFRA. Where the events are held virtually, 
we have made arrangements with the organisers to share links to the digital edition with 
attendees.
A digital version of the PPG will be heavily promoted via InPublishing’s website, via the 
weekly e-newsletter, InPubWeekly, and through social media channels.

2025

An InPublishing publication

Finding the 
right service 

provider

Partner Profile
Price: £845  
(£500 if you have a current Publishing 
Services Directory listing with 
InPublishing - see page 6)

Advertorial
Price: £900

Display Advertising
Prices: Inside Front Cover: £1,250
Outside Back Cover: £1,350
Inside Back Cover: £950
Inside display pages: £875

Magazine / Newspaper 
Distribution

Event Support Services

Subscription Websites / 
Online Newsagents

Mailing / Delivery Services

Gold Key Media are a specialist audience engagement 
agency. We add value and drive revenue for our clients, by 
effectively engaging their target audiences in innovative and 
exciting ways.

Now in our 25th year, our team have knowledge and 
experience across the media landscape, helping our clients to 
access audiences that are otherwise inaccessible via traditional 
marketing routes.

Our methods of engaging audiences continue to evolve as 
we adapt to the ever-changing world around us. Representing 
over 300 international publishers, our campaigns are bespoke to 
match our clients’ strategic requirements.

Gold Key Media’s distribution is independently audited by 
ABC, BPA and OJD for both print and digital publications. 

A selection of our key services:
 Copy placement & sales: Bespoke copy placement and 

sales in venues including luxury hotels, health spas, private 
members’ clubs, private jet centres, first class lounges, private 
medical facilities & universities.

 Hotels & spas: We are the hotel industry’s preferred supplier, providing print & digital content 
to the world’s most prestigious hotels globally. 

 Corporate offices: Dedicated media stands in the most prestigious business addresses 
throughout London, Birmingham, Manchester, Paris, Frankfurt, New York, Singapore & Dubai.

 Event access: Our event coverage is now global, providing publishers with privileged and often 
exclusive access to audiences attending some of the most iconic and sought after events of 2025. 
No event is too big or too small. These include: The World Economic Forum, The Ryder Cup, Women’s 
Rugby World Cup, Cannes Film Festival, Monaco Boat Show, Arts & Antiques Fairs, The Open, Paris, 
Milan, London Fashion Weeks, Formula 1 Grand Prix’s, The Oscars, Wimbledon, The Super Bowl, UK 
political party conferences and many, many more.

 Airport lounges: Now supplying airport lounges globally for Collinsons, Swissport, Aspire, 
Airport Dimensions, Priority Pass, JP Morgan Chase Sapphire etc. with innovative digital media 
platforms and bespoke print media packages.

 Brand to Hand sampling: Bringing product directly to the hands of the consumer across a 
broad range of global locations.

 Residential & business hand deliveries: Targeted national delivery to homes and 
businesses using the latest Mosaic demographic profiling software. 

 Digital: Innovative digital entertainment platform, supplied to hundreds of luxury venues 
globally, including 5 Star hotels, travel operators & exclusive members’ clubs.

 Project Wingman / NHS lounges: A founding sponsor of the Project Wingman charity; 
providing magazines, newspapers and product samples to frontline health workers.

 Digital screen advertising: Our media stands in corporate HQs have in-built digital display 
screens, allowing advertisers a highly visual and targeted method of audience engagement.

 Logistics: Highly competitive rates for international freight, parcel distribution, mailings, & print 
site pick-up.

 Student sampling: Direct access to students in universities across the UK.
 Subscription service: Gold Key Media Subscriptions sells magazines to salons, spas, dentists 

and other waiting room environments.

Chris Horn
Managing Director
Gold Key Media
2 East Poultry Avenue
London
EC1A 9PT
 020 7491 4065
 chris.horn@gkml.co.uk
 www.gkml.co.uk
 www.linkedin.com/company/gold-
key-media
 www.instagram.com/goldkeymedia

Gold Key Media

Get in touch today:
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How to improve news gathering: 
Innovation at the service of 
journalists – by Atex’s Sara Forni

In today’s rapidly 
evolving media 

landscape, artificial 
intelligence 
(AI) is playing a 
transformative role in streamlining news 
gathering processes. Recognising this 
potential, Atex concluded its first ‘AI 
Challenge’ at the end of 2024, advancing 
innovative ideas to benefit journalists and 
newsrooms globally. The competition 
attracted numerous creative proposals 
from publishers, with many focusing on 
optimising the critical news gathering 
phase.

The challenge highlighted three 
standout submissions that leverage AI to 
address common newsroom challenges 
related to the news gathering process:

 Machine learning for news 
sorting: This winning project tackles 
the overwhelming influx of daily news 
and agency feeds. By employing machine 
learning, the solution introduces an 
interactive platform capable of prioritising 
and categorising thousands of incoming 
stories. Using analytics from previously 
published articles, it identifies high-impact 
content, enabling editors to make informed 
decisions swiftly. This approach not only 
saves time but also ensures readers receive 

the most relevant 
stories. Furthermore, 
the platform allows 
for real-time updates, 
ensuring that editors 

stay ahead of breaking news and shifting 
trends, a crucial feature in today’s 24/7 
news cycle.

 Local event coverage: The second 
project, developed in collaboration with an 
online local publisher in Italy, is focused on 
aggregating diverse sources – including 
social media, press releases, agency feeds, 
and Facebook groups – to create a unified 
event calendar for over 100 small Italian 
municipalities. Generative AI drafts articles 
based on these event schedules, allowing 
journalists to refine the content while 
focusing on storytelling. The integration 
of this tool not only enhances productivity 
but also allows for consistent promotion of 
local culture, a vital aspect of maintaining 
community engagement. By providing 
comprehensive event coverage, newsrooms 
can establish themselves as indispensable 
resources for their audiences.

 Smart media monitoring: This 
project was pitched by a press release 
monitoring service, a company that 
tracks and collects press releases 
and news from various sources. 

Their customers are businesses that need 
to monitor their media mentions and 
want to increase the reach of their own 
press releases. The project aims to solve 
the ‘press release overload’ problem for 
journalists by providing a flow of highly 
targeted press releases to each journalist, 
sending them only the ones that resonate 
with their topics of interest, and even 
helping them draft articles using their own 
personal style and tone of voice.

Why AI matters in news 
gathering
The projects demonstrate how AI can 
revolutionise newsrooms by automating 
repetitive tasks such as filtering, 
categorising, and drafting content. This 
efficiency allows journalists to concentrate 
on investigative reporting and creative 
storytelling. Moreover, AI tools like these 
are accessible to smaller newsrooms, 
enabling them to compete on a larger 
scale and better serve their audiences. 
Additionally, such innovations align with 
the growing demand for hyper-localised 
content, allowing news organisations to 

maintain relevance in 
diverse communities. 

About us
Atex solutions leverage cutting-edge technologies and services to empower 
publishers and media outlets to build a sustainable future. With decades of 
expertise, we help newsrooms, media organisations, and content creators 
streamline workflows, enhance collaboration, and deliver stories to audiences 
with precision and speed. Our offerings enable today’s publishers to not only 
tackle challenges but also scale effortlessly to meet the demands of tomorrow.

       info@atex.com
       www.atex.com
       www.linkedin.com/company/atex
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Expert postal solutions
from a dedicated team

We go above 
and beyond

We save 
you money

We make 
a difference

Visit: www.post-hub.co.uk

Receive personalised support
from your dedicated Account
Manager based on your
postal needs

Limited 
availability - 
Book early!



Contact Martin Maynard to discuss your requirements  
 01730 719 601   07885 861 422   martin.maynard@inpublishing.co.uk
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The InPublishing 
Podcast
Launched in 2020, The InPublishing Podcast is an occasional audio interview 

with a leading figure in the UK publishing sector, presented by editor James 
Evelegh. The in-depth interviews explore key moments in the interviewee’s 

career, their publishing strategies and goals and their views on the opportunities 
and challenges facing the sector as a whole. Since launching in 2020, our podcasts 
have been downloaded 11,500 times. The podcast offers an exciting opportunity to 
associate your brand with thought leaders from the publishing industry.
Each podcast is publicised widely through social media, the InPubWeekly 
e-newsletter and via a solus e-shot to the full InPublishing database. They also 
form part of a growing podcast archive on InPublishing.co.uk.

Sponsorship @ £2,400 (for six episodes)
Each podcast sponsorship includes: 
Z �2x mentions of your company name (including a short strapline) during the podcast 

at the beginning and end
Z Company logo included on the dedicated podcast webpage on InPublishing.co.uk
Z Co-branded together with InPublishing on all pre- / post-event materials, including:
	 z Promoted via the InPubWeekly e-newsletter
	 z Included in posts across InPublishing’s social channels
Z �1x logo in the post-event sponsored content highlights write-up which will appear 

in a print issue of InPublishing magazine and on the website

Y Brand association 
with industry leaders
Y Brand awareness 
opportunities through 
multi-platform podcast 
marketing
Y Your logo will 
be served approx. 
150k times during six 
episode sponsorship

InPublishing.co.uk

InPubWeekly e-newsletter

Available via all major podcast 
platforms.


