
INTRODUCTION

Gin Magazine, the international publication covering gins from 
around the world, is devoted entirely to this great spirit. Gin 
Magazine will cover news, features, cocktails, reviews and, of 
course, tastings of the very best gins including winners from  
the World Gin Awards.

Exploring the lifestyle of gin, the bars, hotels, travel, fine dining 
and the pleasures of gin, Gin Magazine will be written by world 
class drinks writers and will be published as a print and digital 
edition. With topical social media, regular updates on www.
gin-mag.com, and the annual Gin Magazine Awards, enthusiasts 
and industry alike will be able to celebrate this world-class spirit 
throughout the year.

In a world where flavour is the new passion, Gin Magazine will  
take pride in celebrating the gins of the world throughout the 
year, in print, online and in person via our World Gin Awards, 
Icons of Gin and World Gin Awards Grand Tasting.

WHY ADVERTISE  

Covering all gins from around the world, Gin Magazine provides 
readers with market-leading content and insights.

Any single issue will cover a range of topics from tastings to 
distillery reviews, from behind the scenes perspectives to new 
and upcoming trends, all providing consumers with insight for 
their next purchase. 

Gin Magazine allows the advertiser to engage with a wide national 
and global audience, reaching business professionals who want 
to know where to enjoy gin around the world, distilleries to 
visit, where to buy and how to drink their favoured brand. Gin 
Magazine is the authority for experts, executives and novices 
alike to always be “in the know”. With the gin trade representing a 
significant percentage of our audience, Gin Magazine also creates 
the opportunity to create and expand brand awareness to the 
industry at all levels nationally and globally. 

KEY FACTS

• Four editions each year; November, February, May, August
• �Distributed throughout WH Smith and other leading retailers in 

the UK and Barnes & Noble in the US and Canada
• �Available as a gift with purchase from selected Travel Retail 

outlets worldwide
• �Global distribution targets: 40% UK & Europe;  

52% US & Canada; 8% ROW 

ADVERTISING RATECARD 2019  

Celebrating the gins of the world

READERSHIP

• �Readership 97,900 per issue

• ABC 1
• Gin enthusiasts
• Travellers with a passion for excellence
• The gin trade worldwide

Testimonials
  from the launch Gin special

“��With our brand now launched in  
15 different countries and travel retail,  
Gin Magazine offers me the opportunity  
to target a true global audience”

“��As a regular advertiser in  
Whisky Magazine, we now have  
another focused publication to  
promote our Gin to the  
drinks consumer”
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Seaside Gins

Seaside Gins

I Do Like to Be Beside the Seaside was 

written in 1907 by John A. Glover-Kind and 

first recorded by Mark Sheridan in 1909. It 

perfectly sound-tracked that time, long ago, 

when coastal holidays were a big trend.  

These early visits to the seaside and the 

recent boom in gin are both big industries. 

There really is nothing like basking in the sun 

with a cool glass of something delightful in 

your hand. 

As history dictates, the beach has always 

been a popular place to relax. As far back 

as Roman times we have an idea of the 

beach being for the prosperous and visits 

possessing a rejuvenating, almost spa-like 

quality. Back before air travel became so 

cheap and accessible, and before the early 

paid air flights of the 1950s to exotic places 

such as Corsica and Palma do Mallorca, city 

folk would escape the pressures of urban 

living with a holiday to the seaside. There 

are certainly parallels between these two 

institutions and in turn you’ll find all sorts 

of surprising seaside inspirations behind 

certain gins.

As the long summer days descend on us, we 

simmer in the sweltering heat. We long to 

feel the fresh cool breeze of the sea as it licks 

the edges of our shores. The distant twinkle 

of the ice cream van, mingling with those 

hushed washes of waves as we suck on sticks 

of rock and wiggle our toes into sand stuffed 

with shellfish and draped in seaweed.

All this heat is making me very thirsty. 

Let’s pour a nice, cool gin. This issue I’m 

investigating how the seaside has influenced 

the world of gin and I’m looking at a 

collection of gins with a seaside theme.

Let’s take a walk. A walk along the shore. 

Along a stretch of coastline to see what 

inspiration we can find.

We find a busy beach. The fun fair, a pier. 

The waves roll along, washing up the side of 

the old, wooden pier’s stilts, before breaking 

and pulling gently back with each wet 

breath. The organ is playing, the seemingly 

ancient machinery clicks and clanks as it 

hauls punters up rails in rickety metal boxes. 

The air smells sweet. It’s permeated with 

smells so thick, you can almost taste the 

treats like candy floss, toffee apples and 

popcorn. Any trip to the seaside would not 

be complete without a stick of rock. This 

is where Brighton Gin excels in creating a 

trademark garnish, Brighton Rock. Brighton 

Gin Distillery is located close to the coastline 

and as Ella states, the gin is a, “Traditional, 

Gin-by-the-s
ea

Bask in the delight of a gin on the sand  

BY BERNADETTE PAMPLIN

“Now everybody likes to spend their summer holiday

Down beside the side of the silvery sea.

I’m no exception to the rule, in fact, if I’d me way,

I’d reside by the side of the silvery sea.”

very smooth, and slightly citrus-y gin, so 

it’s very versatile and therefore can be 

paired with the sweet and minty flavours 

of traditional rock. The Rocktail offers the 

chance for people to try something new 

from a G&T and the longer you leave it, the 

more the rock dissolves into the drink and it 

becomes bluer, sweeter and mintier.” 

The heat drives us to look for somewhere 

to sit. We find a blue and yellow stripy deck 

chair and ease back into it, gazing at the 

pier and we can easily think of versatile gin 

being added to ice creams and deserts. For 

those sweet tooths among us, we can get 

even closer to the fun fair by mixing up all 

manner of inspired cocktails. A quick search 

online brings up a Hendricks Gin Candy 

Floss Cocktail, recipe care of www.visa.co.sa, 

and the Cotton Candy French 75, as found on 

www.planningpretty.com, to name but a few. 

There are also all manner of fantastic 

flavours out there, such as Sipsmith’s 

popcorn gin (available through the sipping 

club) and made using a rare technique called  

‘fat washing’, and Poetic License’s Baked 

Apple and Salted Caramel Gin, evocative  

of those glorious toffee apples that took 

many a youngster’s tooth with its sweet and 

sticky coating.

It’s time to go. We continue our walk up 

and along the beach, away from the fair and 

human activity and things begin to become 

a little more natural, more rustic. The wind 

has picked up and carries a salty breeze 

from the crash of rugged waves. Black 

hooded gulls dive into the water hunting 

fish. Edinburgh Seaside Gin uses seaside 

botanicals to create its savoury namesake. 

Bladderwrack is a seaweed I’m familiar with 

down here on the cost of Portsmouth, as it 

drifts in from the Atlantic, but it also lives 

in the North Sea and as such, is common 

around the coast of Scotland. Along with 

Bladderwrack, Edinburgh Gin also utilises 

scurvygrass, a plant that doesn’t live in the 

sea, but lives along coastlines and is quite 

partial to the salt carried in the air.

www.gin-mag.com



ADVERTISING COSTS & SPECIFICATIONS

Size (w) x (h) 

DISPLAY
Full Page  £3,605
Bleed 221mm x 291mm		
Trim 215mm x 285mm 	  

Half Page  £2,085
Horizontal 185mm x 124mm	
Vertical 90mm x 247mm

Quarter Page  £1,100
89mm x 124mm

Inside Back Cover & Outside Back Cover  £4,685
Bleed 221mm x 291mm		
Trim 215mm x 285 mm 	  

DPS  £5,910
Bleed 436mm x 291mm		
Trim 430mm x 285mm

TASTINGS 
Quarter Page  £505
90mm x 117mm

CLASSIFIED 
Quarter Page  £505
88mm x 127mm

Eighth Page  £255
88mm x 62mm

SPONSORSHIP 
Per section £1,505

ADVERTORIALS
Minimum one full page +30%

Agency discount 
10% off all prices plus VAT.

Rates shown are per issue, includes colour and are exclusive  
of VAT. Further specifications are available on request. 

Discounts available for series bookings
We offer a 10% discount on bookings of 2 issues 
and a 20% discount on bookings of 4 issues.

GIN MAGAZINE DATES

World Gin Awards entry deadline	 5 October 2019

Gin Magazine Awards dinner		  21 February 2019

EDITORIAL FEATURES  
AND SPECIAL DISTRIBUTION 

REGULAR FEATURES FOR EACH ISSUE 
WILL INCLUDE: 

• Botanicals explored

• Cocktails

• Competitions

• Contributor’s Word

• Distillery Tours

• Editor’s Word

• Food and gin

• Gin in Travel Retail

• Gin Palace – great gin bars guide

• Ginstragram

• Gin Heroes and Heroines

• Interviews

• Jenever

• Mixers

• News from the world of gin

• Producer Profile

• Production

• Question and Answer 

• Seasonal

• The Gin Lifestyle

• The History of… 

• Travel, music, literature, film and gin

• Where to Buy

PLUS: Tastings in every issue from around the world

www.gin-mag.com



CONTACT

Commercial Director
James Houlder	 	
james@paragraphpublishing.com

Commercial Managers
Joanne Robertson	
joanne@paragraphpublishing.com
Rob Crane	
rob@paragraphpublishing.com
James Shepherd	
JamesS@paragraphpublishing.com

Production Manager 
Anita Johnson		
production@paragraphpublishing.com
Tel: +44 (0) 1603 633 808

TERMS AND CONDITIONS 
Paragraph Publishing Ltd 
Standard terms and conditions of advertising 

1. Definitions 
In these conditions (i) the ‘Advertiser’ means the person placing with the Pub-
lisher the order for the insertion of the Advertisement, which expression shall 
include any advertising agency involved in placing the Advertisement (ii) the 
‘Publisher’ means Paragraph Publishing. 

2. Warranties 
The Advertiser warrants that (i) it contracts with the Publisher as a principal 
notwithstanding that the Advertiser may be acting directly or indirectly for 
another party as an advertising agent or media buyer (ii) the reproduction 
and / or publication of the Advertisement by the Publisher will not breach 
any contract or infringe or violate any copyright or trademark to render the 
Publisher liable to any proceedings whatsoever (iii) any information supplied 
in connection with the Advertisement is accurate, complete and true (iv) the 
Advertisement complies with the requirements of all relevant legislation for 
the time being in force or applicable in the USA and United Kingdom (v) the 
advertising copy submitted to the Publisher is legal, decent, honest and truthful 
and complies with the American and British code of Advertising Practice and 
all other relevant codes under the general supervision of the Advertising Stand-
ards Authority. 

3. Indemnity 
The Advertiser will indemnify the Publisher against any costs, damages  
or other charges falling upon the Publisher as a result of any claim against the 
Publisher arising from the publication of an advertisement placed by  
the Advertiser. 

4. Publisher’s Rights 
The Publisher, may, without derogation from the warranties contained in Con-
dition 2, refuse or require to be amended any artwork, materials and copy so 
as (i) to comply with the legal and moral obligations placed on the Publisher 
or the Advertiser (ii) to avoid infringing a third party’s rights or any code of 
practice. The Publisher reserves the right to refuse or stop orders. Every care is 
taken to avoid mistakes, but the Publisher cannot accept liability for any errors 
due to third party, sub-contractors or inaccurate copy instructions. 

5. Payment 
Payment is due within 30 days of the invoice date. The Publisher reserves the 
right to impose a surcharge at the rate of 3% per month on outstanding balanc-
es, and the right to charge the full rates quoted for orders unless cancellation is 
received in writing 6 weeks prior to publication. Should discounts be given on 
the prices quoted for a series of insertions and the series be cancelled before 
all insertions have appeared, the company may charge the full rates for all 
insertions that have appeared, and raise any additional invoices as necessary 

6. Jurisdiction 
The contract which incorporates these conditions shall be constructed under 
and governed by the law of England and the parties submit to the exclusive 
jurisdiction of the English Courts.
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Trending

Trending

Predicting what is on the horizon for the 

world of gin is perhaps a thankless task. 

Tastes change, while as our lifestyles vary, 

how we consume our drinks follows suit. 

Even the weather plays its part – we’ve been 

drenched in sunshine this summer, so has this 

encouraged us to reach for premixed cans, 

summer cups and orange gins? It is hard to 

say, however here’s what 2018 has stood out 

for so far. 

PREMIXED GINS:

Hardly the new kids on the block, but there 

seems to be a growing presence of canned 

or premixed G&Ts, as we increasingly 

seek ready-to-drink options. Once just for 

established brands, the so-called ‘craft’ 

distilleries are getting in on the act, perhaps 

inspired by their beer counterparts. Expect 

to see these grow in numbers over the 

next 12 months. For picnickers, or those 

whose love of all things gin requires instant 

satisfaction. Here are a few to keep an eye 

out for:

Gordon’s G&Ts

A household name that has moved with 

the times. Gordon’s is now available in a 

variety of canned options including a classic 

Gordon’s & Tonic, Elderflower, Slimline 

Tonic, and Pink Gin & Tonic (all 5% ABV). 

They have partnered with Schweppes, so not 

only is it convenient, but also comes mixed 

with a recognisable tonic. In the UK, these 

are available at most supermarkets for £1.80.

Edinburgh Gin

Edinburgh Gin introduced its cans in April 

2018, starting with Rhubarb & Ginger 

Liqueur with Ginger Ale (5% ABV) and 

the Edinburgh Gin & Tonic (6% ABV). The 

Rhubarb & Ginger Liqueur with Ginger 

Ale is perhaps the most striking of the two 

– warming and perfect for the Autumnal 

evenings. They’re available at supermarkets 

in the UK for £1.80.   

Fentiman’s & Bloom

A standout in this list because of its use 

of the traditional Fentiman’s glass bottle. 

Fentiman’s Rose Lemonade and its tonic is 

mixed with Bloom Gin and readily accessible 

via a screw cap. The two in the range, Rose 

Lemonade & Bloom Gin and Bloom Gin & 

Tonic are both 6.5% ABV and are available 

across UK supermarkets for £2.50 and 

internationally for a 12 pack on Amazon  

for £39.97.

Portobello Road

Like Gordon’s and Bloom above, Portobello 

Road have partnered with a tonic brand to 

produce their premix cans, in this instance, 

Franklin & Sons. Proudly sharing their 

London roots, both Franklin & Sons and 

Portobello Road have kept their premix 

simple, using the Indian Tonic Water and 

original Portobello Road Gin. Available for 

£2.50 for a 250ml can at UK supermarkets.

SUMMER CUPS:

Has a brand dominated a drinks category 

(and in the UK, become so synonymous  

with summer), quite to the extent that 

Pimm’s has? Gin producers are now getting 

in on the act and reaching for that crown, 

mixing their flagship gins with seasonal 

botanicals. The result, an alternative to the 

G&T worthy of sipping during summer’s 

finest occasions. As distilleries play around 

with the spirits they are creating and the 

botanicals they use, it would be no surprise 

if this list is quite a bit bigger in the not too 

distant future. 

Sipsmith London Cup (29.5% ABV)

London’s Sipsmith Distillery has produced 

this punch with its London Dry Gin at 

the core, an infusion of Earl Grey tea and 

botanicals including borage, rose petals 

and lemon verbena. The borage provides a 

flavour of cucumber, the rose petals a floral 

note, while the lemon verbena, inspired by 

the Cotswolds garden of master distiller 

Jared Brown, brings notes of citrus. Most 

brilliantly of all, the London Dry Gin sings 

throughout. Just load up with ice and 

lemonade and you’re off!

In vogue
Whether its orange or savoury, here are some 

trends to watch out for

BY SAM COYNE
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Get up to scratch with the classic making a comeback

BY NATASHA BAHRAMI

Understanding that the spectrum of gin is 

constantly evolving, with a new generation 

of distillers, varying botanical blends and 

creative base spirits, most of us avid  

drinkers are receptive to tasting new flavours 

and categories.

FACT #1 GENEVER IS NOT GIN

The resurgence of genever, neither new nor 

gin, is regaining popularity in cocktail bars 

around the world as a rich spirit packed with 

both botanical savvy and a malty mouthfeel. 

As the technical predecessor to our favourite 

gins, genever is often misclassified as a gin, 

a mistake that undervalues the hundreds of 

years of expertise in malt wine production 

that goes into every glorious bottle of 

genever. With cocktail bartending at a high, 

it’s the perfect climate for malt wine to make 

its comeback... 

FACT #2 GENEVER LOVERS HAVE AN 

OBSESSION FOR MALT

In the simplest flavour breakdown, genever 

is a gorgeous cross between the botanical 

and juniper distinguishing characteristics of 

gin and the varying grain bills of the whisky 

world. The main differentiation between a 

gin and its ancestor genever is the presence 

of Moutwijn, a malt wine distilled from rye, 

corn, wheat or barley malt. Genever retains 

much more of the flavour of its fermented 

grains than its neutral based counterpart, 

making the character, distillation and grain 

breakdown of the malt wine as significant 

as it is in whisky and thus the distinguishing 

backbone of a stand out genever. The two 

general categories of genever, oude and 

jonge refer to the percentage of malt wine 

present in each style, the oude requiring at 

least 15 per cent often with upwards of 50-70 

per cent presence and jonge style requiring 

under 15 per cent malt wine presence. The 

remaining percentages are blended with a 

juniper and botanical infused neutral based 

spirit, though unlike gin, the juniper does 

not have to be the dominant flavour profile. 

Currently there is revival in production of 

100 per cent malt wine genever as demand 

from bars and cocktail recipes

Genever
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Publication Date 
22 Feb 2019
Artwork deadline 
25 January 2019
Special Distribution
Gin Live London
Gin Magazine Awards

FEATURES 
Regional Tour: 
Colorado, USA
Botanicals: Citrus
Bars Guide: 
Copenhagen, Denmark
Production: Aged Gins
Cocktails: Gin & Tea Cocktails
Gin Experiences: 
Foraging

Plus distillery focus, interviews 
and much more!
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Publication Date 
17 May 2019
Artwork deadline 
19 April 2019
Special Distribution
Ginposium 2019
Gin Guild Dinner

FEATURES 
Regional Tour: Italy
Botanicals: World’s Most 
Expensive Botanicals; Saffron 
& Vanilla
Bars Guide: Bogota, Colombia
Production: The role of the 
limited-edition expression
Cocktails: 
Summer Cups
Gin Experiences: 
The Gin Hotel

Plus distillery focus, interviews 
and much more!

ISSUE 8 

Publication Date 
16 August 2019
Artwork deadline  
19 July 2019 

FEATURES  
Regional Tour: Schiedam, 
Netherlands
Botanicals: Native & Regional 
Botanicals
Bars Guide: Bangkok
Production: One-shot versus 
Concentrate
Cocktails: Sloe Gin Cocktails
Gin Experiences: Gin School

Plus distillery focus, interviews 
and much more!

ISSUE 9

Publication Date
15 November 2019
Artwork deadline  
16 October 2019

FEATURES 
Regional Tour:  
Yorkshire, UK
Production: Sourcing 
Botanicals
Cocktails: Spiced Gin 
Cocktails

Plus distillery focus, interviews 
and much more!
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