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THE ONLY THING WE  
LOVE MORE THAN  
WRITING ABOUT GOOD  
FOOD, IS EATING IT.  
WELCOME TO FOODISM: 
IT’S TIME TO TUCK IN
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THERE ARE MORE important things in life 
than great food and drink, but none of them 
taste half as good. That’s why foodism exists: 
it’s a media brand for those who need to know 
where to eat and what to eat, right now. More 
than that, foodism is a place where food lovers 
can plug in to the latest news, reviews and 
trends from London and beyond, whether 
eating out or eating in, with straight-talking, 
great-looking content from the makers 
of square mile and HEDGE magazines.

HAVING A 
VOICE TO 
COMMUNICATE 
IDEAS AROUND 
FOOD AND 
AGRICULTURE 
IS REALLY 
SPECIAL
TOM HUNT MP ON FOODISM
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Reader Profile
 + Age: 25-40
 + Gender: 45% male / 55% female
 + Average household income: £100k pa

Magazine
 + Circulation: 50,000
 + Readership: 200,000
 + Frequency: Six times a year

foodism.co.uk
 + Average unique visitors per month: 100k
 + Average page views per month: 240k
 + Average dwell time: 2mins 51secs

Social
 + Instagram: @foodismUK – 72k followers
 + Twitter: @foodismUK – 30k followers
 + Facebook: Foodism UK – 24k followers 

Newsletter
 + Frequency: Weekly 
 + Database size: 21k 
 + Average open rate: 35%

OVERVIEW

Brand
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Print

DISTRIBUTION

With a core distribution network 
within London zones 1 and 2, the 
print edition of Foodism reaches 
an affluent demographic in the 
country’s capital. More than 60% 
of the magazine’s distribution 
is direct to homes, with the 
remaining copies located in 
supermarkets, food halls and 
retailer stands in the Central 
London area.

Circulation 50,000

Readership 200,000
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THE PRINT INCARNATION of foodism 
is a high-quality guide to the best of 
London’s food scene, with features, 
interviews, insiders’ guides and tips for 
home cooks. A variety of high-impact 
advertising solutions and bespoke 
partnerships are available, and can 
be created by our production and 
editorial teams where required.

Print
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Print

DISPLAY RATE CARD

Front Cover Gatefold POA

Back Cover Gatefold POA

Inside Front Cover DPS £24,999

Outside Back Cover FP £19,999

Double Page Spread £15,999

Full Page £7,599 *

Half Page £3,999 *

Quarter Page £1,999 *

PARTNERSHIP RATE CARD

Integrated Cover Package £64,999

Advertorial DPS £20,799

Advertorial FP £9,749

IN LONDON 
YOU HAVE 
AFFLUENT, 
EDUCATED 
PEOPLE AND 
YOU’VE GOT 
CURIOSITY
ADAM RICHMAN, ON THE LONDON FOOD COMMUNITY

* Non-premium slots are offered at a 10% discount if 
a specific issue isn’t required. Where this is the case 
placements will be fulfilled within 3 issues of the booking.
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foodism’s online home is a bustling hub 
where readers can discover the latest 
movements and trends from London’s 
food scene and beyond. With reviews, 
news and recipes, it’s an essential read for 
anyone who wants the inside track on the 
best food and drink. With a careful eye on 
user interaction, our advertising solutions 
have been specifically designed to deliver 
response to our partners. Our click-
through rates are some of the strongest in 
the industry. Both standard and rich media 
advertising can be integrated into the site.

Website

FOODISM.CO.UK

Unique Visitors p/m 100k

Pageviews p/m 240k

Dwell time avg 2m 51s

COMPETITION PACKAGE

Online Competition £6,999

Print & Online Competition £12,749

RATE CARD

DIGITAL ARTWORK CREATION

Static banner creation 
2 x sizes, 3 x variants

£600

ROS IMPRESSIONS

MPU, Leaderboards £28 CPM

Double MPU £38 CPM

Epic Parallax £50 CPM

HOMEPAGE/CHANNEL TAKEOVER

Per week £6,999
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The foodism Directory makes it easier than ever for readers 
and users to find the right restaurant for the right occasion, 
providing a market-leading listing of London’s finest 
restaurants, bars, and venues. Users can navigate London’s 
diverse hospitality scene with ease thanks to bespoke search 
functionality. Each listing is linked to editorial mentions 
across the Foodism website – cutting through the noise with 
trusted recommendations.

The Directory

ONLINE ONLY PACKAGE

60 words

Up to 5 images in a gallery

‘Book now’ button link for 1 year (to your site 
or preferred platform)

ONLINE & PRINT PACKAGE

Everything in the Online package plus:

An entry in the print highlights of the Foodism 
Directory

An entry on the Foodism newsletter

PREMIUM LISTING

Everything in the Print & Online package plus:

A mini feature written by the Foodism team 
and premium highlighting in the Directory

PREMIUM LISTING

Annual price £1,000

RATE CARD

REQUIREMENTS

60 words

Up to 5 JPG images, minimum 1920px wide x 
1080px

URL for your booking form

Website URL & contact phone number

Meta Data (see listing form for full details)

ONLINE & PRINT PACKAGE

Annual price £350

ONLINE ONLY PACKAGE

Annual price £150
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foodism’s subscribers receive a weekly 
newsletters into their inbox – a handy and 
quick-to-read dose of great-looking, snappy 
content. In them, you’ll find guides to 
the latest London food and drink trends, 
long reads, recipes, reviews and more – all 
written with foodism’s insider knowledge. 
The weekly newsletter contains two high-
impact ad units, placed alongside editorial 
designed for maximum dwell time. 
Opportunities for competitions inserts 
and dedicated promotional sections are 
available, as are solus newsletters – an 
entire dedicated send offering you 100% 
share of voice.

Newsletters  
& solus mailers

NEWSLETTERS

Average database size 21k

Average open rate 35%

RATE CARD

Super MPU £1,999

Solus newsletter £9,999
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foodism taps into a hugely enthusiastic 
and engaged community of foodies on 
its social media channels, delivered with 
the brand’s distinctive tone and style. 
The option to include social media posts 
alongside larger content-based campaigns 
and competitions can amplify reach.

Social

AUDIENCES

Instagram 72k

Twitter 30k

Facebook 24k
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Homepage 
takeover

A piece of prime real estate on the foodism 
website, the homepage takeover is a 
chance to deliver a strong, visual brand 
message next to the brand’s hero online 
content. The bespoke parallax integration 
delivers high impact, too – meaning 
readers are more likely to be drawn to the 
display advertising as they scroll.

Epic Parallax ad solutions are also available 
as Run-of-Site. 

RATE CARD

Homepage Takeover £6,999

ADVERTISING SOLUTION
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Integrated 
cover package

RATE CARD

Integrated cover package: 
includes bespoke Front 
Cover, Inside Front DPS, 
Inside Back Cover FP 
and Outside Back FP

£64,999

An advertising solution totally unique 
to foodism, the integrated cover 
package allows a brand to tie in a 
visually led branding campaign in 
a subtle and engaging way, with the 
most visible real estate available – the 
front cover of foodism magazine.

ADVERTISING SOLUTION
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Advertorials

Print advertorials for you to tell your 
brand’s story on your own terms. You’ll 
create a brief for our editorial team to 
work from, and they’ll follow your cues 
while tailoring the tone for our audience. 
Templated options are available, but 
there’s also the option of looking at 
promotional shoots, too.

RATE CARD

Full page £9,749

Double page spread £20,799

ADVERTISING SOLUTION



M
E

D
I

A
 

I
N

F
O

R
M

A
T

I
O

N

foodism’s competition packages allow 
you to take advantage of prime real estate 
on the foodism website and newsletter, 
with packages that include a dedicated 
advertorial page in the magazine, too. 
Opt-in data can also be included, meaning 
you keep the contact information of all 
entrants.

Competition 
Package

ADVERTISING SOLUTION

Newsletter slot

Social post

Competition 
print listing

RATE CARD

Online Competition £6,999

Print & Online Competition £12,749
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RATE CARD

8-page guide £49,999

The eight-page 
guide

The eight-page foodism guide is a 
comprehensive advertorial solution that 
lets brands tell their story, on their terms. 
You’ll work with our editorial team to 
create an engaging and holistic guide to 
the ins and outs of your brand, with  
a range of editorial and design  
templates available. 

ADVERTISING SOLUTION

WHEN IT COMES to sourcing 
ingredients, there’s no 
substitute for fi rst-hand 

experience. After all, each of Bombay 
Sapphire’s botanicals has a crucial role 
to play in the fi nished fl avour – and each 
of them has something to say about the 
region it’s sourced from – which means 
no half-measures can be taken. Whether 
it’s liquorice from China, cassia bark 
from Vietnam, grains of paradise from 
Ghana or angelica from Germany, all of 
the ingredients used to make Bombay 
Sapphire are harvested in small batches 
by trusted suppliers.

There’s a reason that these botanicals 
can be trusted for their quality and 

provenance: a man with more than 
30 years’ experience in sourcing, who 
spends his days hunting down the best 
botanicals available to use in Bombay 
Sapphire’s range of gins. 

His name is Ivano Tonutti, and he’s 
a master of botanicals like no other. 
He’s responsible for every part of the 
process, from sourcing and procuring the 
ten botanicals to maintaining the close, 
friendly and respectful relationships 
with the brand’s suppliers.

It’s a job that takes him all over 
the world, from Western Europe to 
Indonesia, West Africa and beyond. And 
it’s not just a love of travel that means 
he’s there in person to vouch for his 

SOME OF 
BOMBAY 
SAPPHIRE’S 
SUPPLIERS 
HAVE BEEN 
CULTIVATING 
THEIR LAND FOR 
HUNDREDS OF 
YEARS

T H E  S O U R C I N G

TAKE IT TO 
THE SOURCE
Botanical expert Ivano Tonutti and his journeys 
around the world are crucial to the sustainable 
sourcing process of Bombay Sapphire’s ingredients
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ingredients: it’s also to ensure the ethics 
of the whole operation are watertight. 

Ivano might have experience that 
goes back three decades, but the 
traditions of some of his suppliers go 
back far longer – some of them have 
even been cultivating their land and 
their products for hundreds of years. 
And maintaining these relationships 
with a personal touch ensures not only 
that the supply chain is rock-solid 
and mutually beneficial now, but for 
generations to come, too.

Ivano’s view on ethical sourcing 
echoes that of Bombay Sapphire itself: 
the brand’s ethos is to enrich the people 
and places who in turn enrich the spirit 

with flavour; to invest in local economies 
and carry on relationships that give, as 
well as take. 

The upshot of this is a gin unlike any 
other: one with a master of botanicals 
whose experience outweighs anyone 
in the industry; whose flavours can 
tell a thousand stories about people 
and cultures, methods and ingredients 
around the world in a single sip.

And that’s what’s at the heart of 
the Gin of Ten Journeys. For each 
botanical, there’s a relationship with a 
supplier; there’s a journey to the heart 
of the ingredient’s habitat; there’s an 
investment in ensuring that relationship 
and that environment for years to come.

Drinking Bombay Sapphire in a 
martini or a gin & tonic, it’s easy to 
forget that within the complex flavour 
of the spirit, there are many factors at 
work. There are farmers in Java hand-
harvesting cubeb berries, and there are 
lemons peeled almost effortlessly in one 
go in Murcia. And in every case, there’s 
a working relationship as beautifully 
balanced as the spirit itself. ● 

Want to know more about 
the environments that 
create Bombay Sapphire's 
botanicals? Here's where 
you can find three of the 
gin’s key ingredients:

JUNIPER FROM 
TUSCANY
The spiky, evergreen 
juniper bush might 
not look at first like it 
would produce great-
tasting fruit. But in the 
rolling hills of Tuscany, 
high above sea level, 
you’ll find the dark berries 
that give Bombay Sapphire its most 
characteristic flavour. It’s farmed by 
a skilled Italian family company with 
more than 200 years of heritage in 
cultivating this unique plant.

LEMONS FROM 
MURCIA
Lemons in this part of 
the world soak up the 
Murcian sun, resulting 
in a rich, zesty peel 
that gives a refreshing 
acidity and bitterness 
to the finished gin. The 
lemons are hand-harvested 
to protect the fruit, and then peeled 
by hand skilfully in one unbroken 
strip, before being hung out to dry.

CUBEB FROM JAVA
At first glance, cubeb berries might 
look like peppercorns. And 
although they carry similar 
flavour characteristics, 
as well as a similar 
aroma, they impart 
different notes to the 
gin. Cubeb berries 
(used in dried form 
in Bombay Sapphire’s 
gin) give not only a 
spicy flavour but a nasal 
sensation that’s a key part of 
Bombay Sapphire’s long-lasting finish. 
They’re harvested, separated from 
their stems and dried using ages-old 
processes in a particular part of Java.

T H E  P R O C E S S

FROM LEFT: A Bombay Sapphire gin and tonic 
with garnish; the brand’s master of botanicals 
Ivano Tonutti, whose journeys around the world 
to source ingredients are key to the gin’s flavour
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WHAT IF WE told you that getting 
on a train in your free time 
could be an exhilarating 

experience? And if we said this train was 
packed with food from a top chef, with 
selectively crafted cocktails created to 
match? All aboard? We thought so.

The Grand Journey, which runs this 
17-23 July in London (and makes stops 
in other cities across the continent, too) 
is a truly immersive pop-up – a chance 
for you to follow in Bombay Sapphire’s 
footsteps, and head on your own 
botanical journey. It takes the form of a 

gleaming, blue train carriage, its tables 
decked out with tableware and cutlery 
and presided over by Michelin-starred 
chefs, each of whom have created dishes 
that harness the unique fl avour profi le 
of Bombay Sapphire’s ten botanicals.

The London leg will be curated 
by Tom Sellers, chef-patron at the 
acclaimed, Michelin-starred Restaurant 
Story. Sellers’ sense of connection 
with his ingredients and his knack for 
creating food that infl ames the senses 
made him a natural choice to head 
up the experience in the capital. The 
cocktails will be created by Bombay 
Sapphire’s brand ambassadors to 
perfectly complement the dishes.

As well as fi lling you up, the Grand 
Journey can enlighten you, too: the 
experience aboard the Laverstoke 
Express will explore the gin brand’s 
connection to its botanicals, how they’re 
sourced and where they come from. 

After all, you can’t tell the story of 
Bombay Sapphire’s spirit without telling 
the story of the botanicals that make it 
what it is, and the people from across 
the world who make it all possible. ● 
For more information and to book 
your place on The Grand Journey, go to 
thegrandjourney.com

YOU CAN’T 
TELL BOMBAY 
SAPPHIRE’S 
STORY WITHOUT 
TELLING THE 
STORY OF ITS 
BOTANICALS

T H E  E V E N T

MAKING 
TRACKS
This July, take part in The Grand 
Journey, a unique multi-sensory 
experience that pairs top-level food 
with Bombay Sapphire cocktails
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SUMMER SERVES
All this talk of bountiful botanicals got you in the mood for a drink? Try out 
these signature Bombay Sapphire serves – each of them perfect for a summer day

THE GIN & TONIC
When the sun’s shining, there’s not much 
that hits the spot like a gin & tonic. The 
combination of cool, clean Bombay 
Sapphire, ice-cold tonic and the zing 
and zest of a fresh wedge of lime is a 
quintessential refresher for a reason. But 
while it’s a simple concoction, getting it 
absolutely perfect requires dedication. 
With that in mind, have a look at this this 
classic recipe, born to bring the best out 
of Bombay Sapphire’s unique flavour. A 
surefire summer winner.

INGREDIENTS 
 ◆ 50ml Bombay Sapphire
 ◆ 100ml tonic
 ◆ Lime wedge

Squeeze a lime wedge in the glass before 
pouring the gin. Fill with ice and top with 
tonic.

THE LEMON & THYME 
TWIST 
The gin & tonic is a classic serve, and 
while many would argue that it’s perfect 
the way it is, that doesn’t mean you can’t 
play with the formula. Loads of different 
garnishes will do the combination justice, 
but this one – fresh lemon and a sprig of 
thyme – adds a deliciously savoury note, 
offsetting the sweetness of the tonic and 
the sourness of the lemon beautifully. It’s 
the perfect summer starter: one that’ll get 
your appetite going before dinner.

INGREDIENTS 
 ◆ 50ml Bombay Sapphire
 ◆ 100ml tonic
 ◆ Thyme sprig
 ◆ Lemon wedge

Place one small thyme sprig and a 
squeezed lemon wedge in the glass 
before pouring in the gin. Fill with ice 
and top with the tonic. Garnish with a 
thyme sprig.

THE LAVERSTOKE 
For something a little more complex in its 
make-up, the Laverstoke cocktail – named 
after Bombay Sapphire’s distillery – is sure 
to go down a treat this summer. It uses the 
sweet and herbal notes of Martini vermouth 
and offsets it with elderflower cordial 
(or St Germain, a punchy, flavoursome 
elderflower liqueur, if you’d prefer), and tops 
it with ginger ale before adding a touch of 
ginger and mint for a fresh, lasting finish. 
The resulting cocktail is a little sweet, a 
little savoury, a little fiery, and completely 
delicious. A perfect pick-me-up.

INGREDIENTS 
 ◆ 35ml Bombay Sapphire
 ◆ 15ml Martini vermouth (Rosato or Bianco 
are best for summer)

 ◆ 10ml elderflower cordial or St Germain 
liqueur

 ◆ 75ml Ginger ale
 ◆ 2 wedges of lime
 ◆ Slice of ginger
 ◆ Sprig of mint

Squeeze in the lime wedges before pouring 
the gin and cordial, fill with ice and top with 
ginger ale. Garnish with a ginger slice and a 
mint sprig.
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A WORLD 
OF TASTE
Sustainably sourcing botanicals for Bombay 
Sapphire requires journeys to all corners of 
the globe. Here are the places where the ten 
botanicals are carefully grown and harvested

T H E  B O T A N I C A L S

LEMON PEEL, 
SPAIN: A key 
component of the 
gin’s balanced 
fl avour, the lemons 
(pictured above 
left) are hand-
harvested and 
peeled in Murcia.

ALMONDS, SPAIN: 
The almonds in 
Murcia are sweet, 
not bitter, bringing 
complexity to the 
gin’s fi nal fl avour.

GRAINS OF 
PARADISE, 
GHANA: This 
plant’s fruits 
(pictured left) 
have a fl avour and 
texture reminiscent 
of black pepper. 
They’re farmed 
in small villages 
in Ghana, as they 
have been for 
generations.
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ANGELICA, 
GERMANY: A 
sweetly scented 
wild plant that’s 
similar in make-up 
to celery. The roots 
are farmed in 
Saxony, Germany, 
and dried before 
being used in 
the gin making 
process.

JUNIPER, ITALY: 
Probably the 
best-known gin 
botanical, juniper 
berries (pictured 
above) are the  
rich, fresh fruit of 
the juniper bush. 
The family that 
produces Bombay 
Sapphire’s juniper 
has been doing so 
for 200 years.

ORRIS, ITALY: 
A dried root 
that’s also used 
in perfumes, it’s 
produced for 
Bombay Sapphire 
in the hills of 
Tuscany.

LIQUORICE, 
CHINA: This 
area beyond the 
mountains near 
Beijing produces 
liquorice that’s 
instilled with a 
vibrant, rich scent 
and fl avour.

CUBEB BERRIES, 
JAVA, INDONESIA: 
Java is perhaps 
best known for 
producing coffee, 
but the cubeb 
berries (pictured 
left) used in 
Bombay Sapphire 
come from here. 
They’re harvested, 
prepared and dried 
by hand.

CORIANDER, 
MOROCCO: A 
well-known spice 
in Moroccan 
cooking, the fruits 
of the coriander 
plant (pictured 
above right) impart 
a zesty but still 
delicate fl avour to 
the gin. CASSIA BARK, 

VIETNAM: The 
bark of the cassia 
tree is an integral 
part of Bombay 
Sapphire’s fl avour. 
It’s a little similar 
to cinnamon, and 
it’s farmed, cut 
and prepared by a 
family in the north 
of Vietnam.
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FROM ALL AROUND 
THE WORLD
The unique fl avour of Bombay Sapphire’s gin doesn’t happen by accident – it’s the 
result of decades of careful sourcing, and journeys to far-fl ung places for ingredients

THERE’S A LOT that goes into a 
bottle of Bombay Sapphire. Not 
just the grain that’s used to distill 

the spirit, or the botanicals that lend 
it its balanced, rounded taste, or its 
quintessentially English location 

at Laverstoke Mill in Whitchurch, 
Hampshire – but years of proud tradition 
and expertise, too.

Bombay Sapphire is a London Dry 
gin, which means that it’s infused with 
juniper, citrus and other botanicals. This 
might be only one part of the process, 
but it’s perhaps the most important one. 
Because although it’s called London 
Dry, the spirit is the result of a truly 
global group of people: from those who 
farm its botanicals in places ranging 
from Tuscany, Italy to Java, Indonesia, 
to the people whose life’s work is to 
source them and bring them together 
in Bombay Sapphire’s gin. That’s why 
it’s important to shine a light on the 

people and the journeys that make this 
possible. Bombay Sapphire’s story might 
start in England, but within it are ten 
chapters from ten locations around the 
world, all of which bring a distinct and 
unique characteristic to the gin. 

It’s also a story of caring for the 
environment. It’s one of working with 
people across the world to ensure that 
these ingredients – wherever they come 
from – are sourced and collected in a 
way that preserves these traditions. 
And in a way that ensures the next 
generation of farmers and distillers 
can keep making Bombay Sapphire 
in the way it’s made today – with no 
compromises made along the way. ●

T H E  S T O R Y

BOTANICALS 
ARE SOURCED 
IN A WAY THAT 
PRESERVES 
TRADITION
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RATE CARD

Sponsorship of 
the Recipe section in the 
first third of the magazine 
(includes bookend Full Page 
ads and bookend Third-page 
Strip ads)

£29,999

Recipe section 
sponsorship

foodism’s home cooking content is 
all about bringing expertise from the 
cookbooks you like to read and restaurants 
you love to dine at into your own kitchen. 
With foodism’s recipes, you can advertise 
next to a section of the magazine that pulls 
in a crowd of aspirational, ambitious and 
highly enthusiastic home cooks.

ADVERTISING SOLUTION

In association stripOpening advert

1/3 strip advert 1/3 strip advert Closing advert
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Selector section 
sponsorship

RATE CARD

Sponsorship of 
the Selector section in the 
last third of the magazine 
(includes bookend Full Page 
ads and bookend Third-page 
Strip ads)

£24,999

The Selector is a jewel in the crown of 
foodism’s print magazine – a section 
all of its own, full of venue round-ups, 
put together by our editorial team 
from their experience of the best of 
the vibrant London food and drink 
scene. Sponsoring this section allows 
you to advertise subtly alongside this 
content, which can be planned to 
complement the advertising brand.

ADVERTISING SOLUTION

In association stripOpening advert 1/3 strip advert 1/3 strip advert

Closing advert
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Get in touch

ADVERTISING ENQUIRIES
advertising@foodism.co.uk

EDITORIAL ENQUIRIES
stories@foodism.co.uk

ADVERTISING PRODUCTION
production@foodism.co.uk

SUBSCRIPTIONS
subscriptions@foodism.co.uk

RECRUITMENT
jobs@foodism.co.uk

F A C E B O O K . C O M / F O O D I S M U K 

@ F O O D I S M U K

@ F O O D I S M U K


