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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



M
E

D
I

A
 

I
N

F
O

R
M

A
T

I
O

N

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: Quarterly

Website
	+ URL: foodism.co.uk 
	+ Average unique visitors per month: 93,803 
	+ Average page views per month: 565,320 
	+ Average CTR since launch: 0.27% 
	+ Average dwell time: 2mins 51secs

Social
	+ Instagram: @foodismUK – 73.1k followers
	+ Twitter: @foodismUK –  31.4k followers
	+ Facebook: Foodism UK –  25.2k followers 

Newsletter
	+ Frequency: Weekly 
	+ Database size: 30,872 
	+ 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

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
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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 93,803

Pageviews p/m 565,320

CTR avg since launch 0.27%

Dwell time avg 2m 51s

COMPETITION PACKAGE

One month £6,999

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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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 51,872

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 73.1k

Twitter 31.4k

Facebook 25.2k
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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
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d, 

an
d i

s a
lre

ad
y s

ha
pin

g u
p 

to
 br

ing
 so

m
et

hin
g e

nt
ire

ly 

ne
w to

 th
e L

on
do

n b
ee

r 

sc
en

e. 
LB

W
 20

17
 w

ill 
ru

n 

fro
m

 M
on

da
y 1

3 M
arc

h-

Sun
da

y 1
9 M

arc
h.

Tic
ke

ts 
are

 on
 sa

le 
no

w at
 

dri
nk

up
.lo

nd
on

/b
ee

rw
ee

k
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BR
EW

S 
CO

N
TR

O
L

A
he

ad
 o

f 
L

on
do

n 
B

ee
r 

W
ee

k,
 

w
e 

lo
ok

 a
t 

so
m

e 
gr

ea
t 

be
er

s 
fr

om
 L

on
do

n 
an

d 
be

yo
nd

THE BREW
S

Cloc
kw

ise
 fr

om
 bo

tto
m

 

lef
t: 

Can
op

y B
ee

r C
o’s

 

Bro
ck

well
 IP

A; G
os

ne
ll’s

 

ha
s r

ein
ve

nt
ed

 th
e m

ea
d 

ca
te

go
ry

 in
 Lo

nd
on

; S
ha

rp
’s 

Bre
wer

y W
olf

 R
oc

k R
ed

 IP
A; 

Um
br

ell
a B
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wing

’s 
alc

oh
oli

c 

Ging
er

 B
ee

r; 
Clou

dw
ate

r 

Bre
w C

o S
or

ac
hi,

 a 
gr

ise
tte

-

st
yle

 so
ur

 be
er

; B
ad

ge
r’s

 

Fu
rst

y F
er

re
t; 

Bre
w B

y 

Num
be

rs’
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 07
 po

rte
r, 

m
ad

e w
ith

 sm
ok

ed
 ho

ps
 

an
d b
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 w
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 co
ffe

e
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as
 th

e 
lo

ok
 su

gg
es

ts
, i

s a
 th

or
ou

gh
ly

 

m
od

er
n ch

ee
se

 – 
an

d o
ne 

whos
e 

in
ge

nuity
 h

as
 b

ee
n re

war
ded

 w
ith

 6
5 

diff
er

en
t a

war
ds f

or
 it

s g
re

at
 fl

av
ou

r.

That
 fl

av
ou

r –
 u

niq
ue 

am
on

g 
blu

e 

ch
ee

se
s, 

with
 a

 su
pple

nes
s t

hat
’s 

m
or

e 

nuan
ce

d th
an

 it
s b

rig
ht a

m
ber

 h
ue 

m
ig

ht s
ugg

es
t –

 m
ea

ns t
hat

 it
’s 

eq
ual

ly
 

at
 h

om
e 

on
 th

e 
ch

ee
se

 b
oa

rd
 a

s i
n 

kitc
hen

s, 
in

 re
st

au
ra

nts
 a

nd h
om

es
 a

lik
e. 

Not
 o

nly
 is

 it
 la

uded
 b

y 
to

p ch
ef

s s
uch

 

as
 S

im
on

 R
im

m
er

 a
nd N

ig
el

 H
aw

or
th

, i
t 

m
ak

es
 a

 b
ril

lia
nt a

dditi
on

 to
 a

 la
rd

er
 fo

r 

ap
pro

ac
hab

le
 h

om
e 

co
ok

in
g 

as
 w

el
l. 

W
an

t s
om

e 
id

ea
s o

n h
ow

 b
es

t t
o 

use
 th

is 
del

ic
io

us c
hee

se
 in

 yo
ur o

wn 

kitc
hen

? W
hy

 n
ot

 tr
y 

it 
in

 a
 b

ee
f 

st
ro

ga
nof

f, 
was

hed
 d

ow
n w

ith
 a

 g
la

ss
 o

f 

fu
ll-

bod
ie

d re
d w

in
e?

 O
r, 

yo
u co

uld
 m

el
t 

it 
on

 a
 b

urg
er

 to
 a

dd p
unch

 a
nd ta

ng 
to

 

yo
ur w

ee
kday

 d
in

ner
; c

ru
m

ble
 ov

er
 a

 

st
ea

k o
r a

 fl
at

 m
ush

ro
om

 a
s a

 si
m

ple
 b

ut 

ef
fe

ct
iv

e 
re

pla
ce

m
en

t f
or

 a
 b

utte
r s

au
ce

; 

sp
re

ad
 o

nto
 cr

ust
y 

bre
ad

 fo
r a

 q
uick

 

sn
ac

k; o
r s

im
ply

 co
ve

r w
ith

 fi
gs

 a
nd 

hon
ey

 fo
r a

n in
dulg

en
t b

ite
 to

 e
at

.

If 
yo

u’re
 p

la
nnin

g 
to

 h
ea

d to
 a

ny
 

fe
st

iv
al

s t
his 

su
m

m
er

, k
ee

p a
n ey

e 
ou

t 

fo
r B

la
ck

st
ick

s B
lu

e, 
which

 w
ill

 b
e 

ro
ad

 

tr
ip

pin
g 

to
 a

 n
um

ber
 o

f t
hem

 a
cr

os
s t

he 

U
K w

ith
 st

al
ls 

wher
e 

yo
u ca

n ta
st

e 
it 

fo
r y

ou
rs

el
f. 

It’
s t

he 
per

fe
ct

 ti
m

e 
to

 tr
y 

a 

ch
ee

se
 th

at
 m

ig
ht j

ust
 su

rp
ris

e 
yo

u. ●

Fi
nd 

Bla
ck

sti
ck

s B
lu

e i
n M

&S,
 S

ai
nsb

ury
’s 

an
d 

sp
ec

ia
lit

y 
fo

od
 sh

op
s t

hro
ugh

ou
t L

on
do

n. 

Loo
k 

ou
t f

or
 it

s a
m

be
r h

ue a
nd 

pu
rp

le 

br
an

di
ng, 

or
 a

sk
 fo

r i
t b

y 
nam

e. 
Fo

r i
nfo

, g
o t

o 

bu
tle

rsc
he

es
es

.co
.uk

,  

@
Bu

tle
rsC

he
es

e 

on
 F

ac
eb

oo
k, 

or
 

@
bla

ck
sti

ck
sb

lu 
 

on
 Tw

itt
er

BLA
CKSTIC

KS 

BLU
E IS

 U
NIQ

UE 

AM
ONG B

LU
E 

CHEESES,
 A

ND 

M
ORE N

UANCED 

TH
AN IT

S 

BRIG
HT A

M
BER 

HUE M
IG

HT 

SUGGEST

CLO
CKW

IS
E FR

OM
 TO

P LE
FT

: B
lac

ks
tic

ks
 B

lu
e’s

 

dist
in

cti
ve

 lo
ok; 

with
 fi

gs a
nd ch

utn
ey

; c
ove

re
d in

 

waln
uts;

 a 
ste

ak
 w

ith
 m

elt
ed

 B
lac

ks
tic

ks
 B

lu
e
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A
BOLD

LY
 COLO

URED EXTERIO
R, 

ve
in

s o
f b

lu
e 

m
ou

ld
 in

sid
e, 

an
d a

 

vi
bra

nt o
ra

nge
 co

lo
ur –

 it
’s 

har
d 

not
 to

 n
ot

ic
e 

a 
pie

ce
 o

f B
la

ck
st

ick
s B

lu
e 

ch
ee

se
 w

hen
 yo

u se
e 

on
e.

But b
ey

on
d th

is 
dar

in
g 

Brit
ish

 

ch
ee

se
’s 

vi
su

al
 id

en
tit

y 
is 

a 
bea

utif
ully

 

cr
af

te
d p

ro
duct

; a
 ch

ee
se

 th
at

 b
al

an
ce

s 

punch
y 

flav
ou

rs
 w

ith
 a

 ri
ch

, c
re

am
y 

te
xt

ure
 a

nd a
 su

rp
ris

in
gl

y 
wel

l-r
ou

nded
 

ta
st

e. 
Lau

nch
ed

 in
 2

00
3, 

it’
s b

ec
om

e 
a 

hit 
with

 ch
ee

se
 co

noi
ss

eu
rs

 a
nd k

ee
n 

am
at

eu
rs

 a
ll 

ov
er

 th
e 

U
K.

W
ith

 a
 ri

ch
 h

er
ita

ge
 in

 ch
ee

se
m

ak
in

g, 

it’
s e

as
y 

to
 se

e 
how

 o
ne 

of
 th

e 
Butle

r 

fa
m

ily
’s 

new
es

t p
ro

duct
s i

s s
o 

re
fined

 

an
d e

le
ga

nt. 
The 

fa
m

ily
 h

av
e 

bee
n 

fa
rm

in
g 

in
 th

e 
In

gl
ew

hite
 a

re
a 

of
 

Lan
ca

sh
ire

 fo
r m

or
e 

th
an

 8
0 

ye
ar

s, 
sin

ce
 

th
ei

r a
nte

ce
den

ts
 R

ich
ar

d a
nd A

nnie
 

Butle
r fi

rs
t s

ta
rt

ed
 e

xp
er

im
en

tin
g 

with
 

cr
ea

tin
g 

th
ei

r o
wn ch

ee
se

 in
 th

e 
19

30
s 

with
 m

ilk
 fr

om
 th

e 
fa

m
ily

’s 
her

d. T
he 

fa
m

ily
 h

av
e 

bee
n a

m
on

g 
Brit

ai
n’s 

fines
t 

ch
ee

se
m

ak
er

s e
ve

r s
in

ce
, w

ith
 G

ill
, 

Dan
ie

l a
nd M

at
th

ew
 H

al
l c

ar
ry

in
g 

on
 

th
e 

tra
diti

on
 in

 th
e 

m
od

er
n d

ay
.

But t
his 

lo
ng 

an
d d

ist
in

gu
ish

ed
 

hist
or

y 
doe

sn
’t 

m
ea

n th
e 

bra
nd is

 o
ne 

to
 re

st
 o

n it
s l

au
re

ls.
 B

la
ck

st
ick

s B
lu

e, 

LI
KE A

 B
OLT

  

FR
OM

 TH
E B

LU
E

If 
yo

u’re
 a

 fa
n o

f b
lu

e 
ch

ee
se

s, 
Bla

ck
st

ick
s B

lu
e 

is 
on

e 
fo

r y
ou

. S
tro

ng 
an

d cr
ea

m
y 

with
 

a 
sm

oo
th

 te
xt

ure
, i

t’s
 a

 g
re

at
 a

dditi
on

 ch
ee

se
boa

rd
s a

nd h
om

e-
co

ok
ed

 d
ish

es
 a

lik
e
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A P
ERFE

CT 
SERVE

W
hitl

ey
 N

ei
ll 

in
fu

se
s a

 li
ttl

e 
bit 

of
 th

e 
sp

iri
t o

f C
ap

e T
ow

n in
to

 it
s s

piri
t, 

an
d th

e 

bra
nd’s 

sig
nat

ure
 g

in
 a

nd to
nic

 is
 a

 p
er

fe
ct

 d
rin

k fo
r s

prin
g’s

 lo
nge

r, 
brig

hte
r e

ve
nin

gs

JO
HNNY N

EILL
 

W
ANTE

D TO
 

USE E
LE

M
ENTS

 

OF H
IS

 W
IFE

’S
 

CHILD
HOOD IN

 

SOUTH
 A

FR
IC

A 

IN
 H

IS
 G

IN

IF Y
OU’RE TA

LK
IN

G ab
ou

t fl
 o

ra
 a

nd 

fa
una, 

th
er

e’s
 n

o 
dou

bt t
hat

 A
fr

ic
a 

is 
on

e 
of

 th
e 

m
os

t n
at

ura
lly

 b
le

ss
ed

 

en
vi

ro
nm

en
ts

 in
 th

e 
wor

ld
.

W
hitl

ey
 N

ei
ll 

is 
a 

gi
n th

at
’s 

use
d th

is 

fa
ct

 to
 it

s a
dv

an
ta

ge
 w

hile
 re

m
ai

nin
g 

tr
ue 

to
 it

s B
rit

ish
 ro

ot
s, 

re
su

lti
ng 

in
 a

 

pro
duct

 th
at

’s 
ch

ar
ac

te
ris

tic
al

ly
 E

ngl
ish

, 

but t
hat

 ta
st

es
 n

ot
hin

g 
quite

 li
ke

 a
ny

 g
in

 

yo
u’ve

 ev
er

 ta
st

ed
 b

ef
or

e.

The 
se

cr
et

 is
 in

 th
e 

so
urc

in
g:

 tw
o 

of
 

th
e 

ke
y 

bot
an

ic
al

s u
se

d in
 th

e 
dist

ill
in

g 

of
 W

hitl
ey

 N
ei

ll 
ar

e 
th

e 
bao

bab
 a

nd th
e 

phy
sa

lis
, o

th
er

wise
 k

now
n a

s t
he 

ca
pe 

go
os

eb
er

ry
. T

he 
fo

rm
er

 is
 k

now
n in

 

Afr
ic

a 
as

 th
e “

tre
e 

of
 li

fe
”, 

ow
in

g 
to

 th
e 

fa
ct

 th
at

 it
 p

ro
vi

des
 sh

el
te

r t
hro

ugh
 it

s 

ca
nop

y, 
fi r

ew
oo

d th
ro

ugh
 it

s t
ru

nk a
nd 

fo
od

 th
ro

ugh
 it

s f
ru

it.

Jo
hnny

 N
ei

ll,
 th

e 
bra

in
s b

eh
in

d 

th
e 

bra
nd, w

an
te

d to
 u

se
 e

le
m

en
ts

 o
f 

his 
wife

’s 
ch

ild
hoo

d in
 S

ou
th

 A
fr

ic
a 

to
 cr

ea
te

 a
 g

in
 w

ith
 b

ot
h a

 u
niq

ue 

ch
ar

ac
te

r a
nd a

n in
del

ib
le

 li
nk to

 h
er

 

bac
kgr

ou
nd a

nd p
er

so
nal

 h
ist

or
y.

The 
use

 o
f t

hes
e A

fr
ic

an
 fr

uits
 d

oe
s 

ju
st

 th
at

 – 
but i

t’s
 a

lso
 w

hat
 le

nds 

W
hitl

ey
 N

ei
ll 

its
 ch

ar
ac

te
ris

tic
 fr

uit-

fi l
le

d ta
st

e, 
which

 yo
u ca

n co
m

ple
m

en
t 

per
fe

ct
ly

 w
ith

 ju
st

 a
 si

m
ple

 tw
ist

 o
n th

e 

cl
as

sic
 G

&T se
rv

e.

 W
hile

 m
os

t g
in

s c
al

l f
or

 a
 li

m
e 

ga
rn

ish
, y

ou
 ca

n o
pen

 u
p th

e 
ta

st
e 

of
 

W
hitl

ey
 N

ei
ll 

with
 a

 w
hee

l o
f o

ra
nge

, 

in
st

ea
d. J

ust
 h

al
f-fi

 ll
 a

 b
al

lo
on

 g
la

ss
 

with
 ic

e, 
ad

d 5
0m

l (
tw

o 
sh

ot
s)

 o
f W

hitl
ey

 

Nei
ll,

 to
p w

ith
 p

re
m

iu
m

 to
nic

 w
at

er
 a

nd 

ad
d th

at
 ze

st
y, 

brig
ht o

ra
nge

 g
ar

nish
.

As s
prin

g 
ap

pro
ac

hes
, h

av
in

g 
a 

new
 

drin
k in

 th
e 

ar
m

ou
ry

 to
 w

ile
 aw

ay
 b

al
m

y 

ev
en

in
gs

 is
 n

o 
bad

 th
in

g. 
And, l

ik
e 

with
 

W
hitl

ey
 N

ei
ll’

s G
&T, 

so
m

et
im

es
 a

ll 
a 

cl
as

sic
 n

ee
ds i

s a
 li

ttl
e 

tw
ist

. ●

W
hitl

ey
 N

eil
l i

s a
va

ila
bl

e a
t m

os
t m

aj
or

 

re
ta

ile
rs

 w
ith

 a
n R

RP of
 £

26
. F

or
 a

 b
it 

of
 

co
ck

ta
il 

in
sp

ira
tio

n, 

ch
ec

k 
ou

t t
he 

br
an

d’s
 F

ac
eb

oo
k, 

Tw
itt

er
 or

 In
sta

gr
am

 

at
 @

whit
ley

ne
ill;

 

whit
ley

ne
ill.
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m

107

PROM
OTI

ON

3_
whit

ley
ne

ill_
ad

v.in
dd

   1
07

21
/04

/20
17

   1
2:0

8

#D
IVIN

EADVENT 

M
ak

e t
he r

un-u
p to

 C
hris

tm
as

 as
 

sw
ee

t a
s c

an
 b

e w
ith

 th
e D

iv
in

e 

m
ilk

 ch
oco

lat
e a

dve
nt c

ale
ndar

. 

The d
es

ig
n o

f t
he c

ale
ndar

 d
ep

ict
s 

th
e n

at
iv

ity
, b

ut n
ew

 fo
r 2

01
6 i

s 

a c
lev

er
 an

d ed
uca

tio
nal 

to
uch

: 

beh
in

d ev
er

y h
ea

rt-
sh

ap
ed

 ch
oco

lat
e 

ar
e t

he w
ord

s '
M

er
ry

 C
hris

tm
as

' 

in
 a 

diff
er

en
t l

an
guag

e e
ac

h d
ay

. 

Sea
rch

 fo
r #

Div
in

eA
dve

nt o
r v

isi
t 

div
ine

ch
oc

ola
te.

co
m to

 le
ar

n w
ay

s  

to
 e

xt
en

d y
our f

es
tiv

e 
gre

et
in

gs i
n 

new
 la

nguag
es

. 

A FA
IR

ER TR
EAT

Choo
se

 D
iv

in
e’s

 lu
xu

ry
 F

ai
rt

ra
de 

ch
oc

ol
at

e 
ra

nge
 th

is 
Chris

tm
as

 fo
r h

ig
h-q

ual
ity

, 

et
hic

al
ly

 co
nsc

io
us g

ift
s, 

as
 w

el
l a

s a
n a

dv
en

t c
al

en
dar

 w
ith

 a
n in

te
rn

at
io

nal
 tw

ist

C
HOCOLA

TE A
ND CHRIS

TMAS go
 h

an
d 

in
 h

an
d, a

nd a
s i

t’s
 li

ke
ly

 yo
u’ll

 

be 
tre

at
in

g 
yo

urs
el

f, 
sh

ar
in

g 
an

d 

gi
fti

ng 
lo

ts
 o

f t
he 

sw
ee

t s
tu

ff 
ov

er
 th

e 

nex
t m

on
th

 o
r s

o, 
m

ak
e 

su
re

 it
’s 

not
 o

nly
 

th
e 

ta
st

ie
st

 a
nd h

ig
hes

t q
ual

ity
 th

at
 yo

u 

ca
n b

uy, 
but a

lso
 th

e 
kin

des
t.

Div
in

e 
is 

th
e 

on
ly

 ch
oc

ol
at

e 
co

m
pan

y 

in
 th

e 
wor

ld
 th

at
’s 

10
0%

 F
ai

rt
ra

de 
an

d 

co
-ow

ned
 b

y 
co

co
a 

fa
rm

er
s. 

As a
 re

su
lt,

 

th
e 

pro
duct

s n
ot

 o
nly

 ta
st

e 
gr

ea
t, 

but t
he 

th
ou

gh
tfu

l p
ro

duct
io

n p
ro

ce
ss

 e
nsu

re
s 

th
at

 fa
rm

er
s g

et
 a

 g
uar

an
te

ed
 p

ric
e 

fo
r t

hei
r c

oc
oa

, a
nd re

ce
iv

e 
a 

sh
ar

e 
of

 

th
e 

pro
fits

 to
 su

ppor
t t

hei
r f

am
ili

es
, 

co
m

m
uniti

es
 a

nd fa
rm

s. 

W
hen

 it
 co

m
es

 to
 b

uyi
ng 

Div
in

e 

ch
oc

ol
at

e 
as

 a
 p

re
se

nt, 
th

e 
hig

h-q
ual

ity
 

ra
nge

 is
 su

ita
ble

 fo
r e

ve
ry

on
e. 

Choo
se

 

fro
m

 th
e 

ta
st

in
g 

se
t o

f c
la

ss
ic

s f
ea

tu
rin
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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 or DPS 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

Twitter post

Competition 
print listing

RATE CARD

Digital Only £6,999

Intermediate £8,499

Advanced £27,899
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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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THE GIN 
OF TEN 

JOURNEYS
— A FOODISM GUIDE —

Want to go around the world in 
a single sip? Let us guide you 
through the journeys that make 
Bombay Sapphire

 ◆ An introduction to Bombay Sapphire
 ◆ The map: introducing the ten botanicals 
that make the perfectly balanced gin

 ◆ Ivano Tonutti and the sourcing principles 
of Bombay Sapphire

 ◆ The Grand Journey and summer serves
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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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— A FOODISM GUIDE —

Want to go around the world in 
a single sip? Let us guide you 
through the journeys that make 
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 ◆ An introduction to Bombay Sapphire
 ◆ The map: introducing the ten botanicals 
that make the perfectly balanced gin
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RATE CARD

Sponsorship of 
the Recipe section 
(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

WHETHER YOU’RE AFTER a 
rustic starter or a sharing 
plate, this stewed rabbit 

dish – which makes use of some of the 
offal – is a great shout. Rabbit is used 
throughout Italy, often braised with 
olives, but here it’s kept simple with 
just a little wine, lard and tomatoes.

Method
1 Add the rabbit pieces to a bowl, 
cover with the wine and set aside to 
marinate for about two hours. Drain 
and reserve the marinade.
2 Heat the oil in a deep sauté pan, 
add the garlic and brown. Remove and 
discard the garlic. 
3 Add the rabbit and brown each 
piece on all sides. Drizzle with 150ml 
of the marinade and cook until the 
liquid has evaporated. 
4 Wrap the pieces of liver and offal in 
the basil leaves to form small rolls and 
place in the pan with the rabbit pieces. 
5 Add the lard and tomatoes to the 
pan, season with salt and pepper, and 
cook over a medium heat for about 40 
minutes, adding hot water if the pan 
gets too dry. Adjust the seasoning if 
needed.
6 Serve on a platter. Garnish with 
aromatic herbs, such as basil, sage, 
rosemary, or wild fennel. f

TIME
Preparation

 ◆ 20 minutes 
(plus 2 hours 
marinating)

Cooking
 ◆ 60 mins

Serves
 ◆ 6

The Silver Spoon’s

ISCHITANA-
STYLE RABBIT
Equally brilliant as a starter or sharing plate, the rabbit really shines through in 
this simple dish that uses offal and fresh herbs to add extra layers of flavour

A long braise makes 

the meat in this dish 

tender and full of rich 

flavour

INGREDIENTS
 ◆ 1.5kg rabbit pieces (liver and 
other offal kept separate)

 ◆ 250 ml dry white wine
 ◆ 120ml olive oil
 ◆ 4 cloves garlic, unpeeled
 ◆ Handful of very large basil 
leaves

 ◆ 2 tbsp lard
 ◆ 15 cherry tomatoes, 
quartered

 ◆ Salt and pepper
 ◆ Fresh herbs, for garnish
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CLICK
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COURGETTI? NOT QUITE. This 
is proper Italian pasta, and the 
courgette here makes a base for 

a simple, delicious pesto that’s stirred 
through the pasta before serving.

Method
1 Heat three tablespoons of oil in 
a small frying pan. Add the sliced 

almonds and cook, stirring from time 
to time, until browned. Set aside.
2 Bring a large pot of lightly salted 
water to a boil. Add the courgette and 
cook until crisp-tender. Scoop out 
the courgette and set aside to cool. 
Reserve the pot of cooking water.
3 In a blender, process the courgette 
with the mint, parsley, chopped 

almonds, garlic, and parmesan. With 
the machine running, drizzle in 150ml 
oil. Season with salt and pepper.
4 Bring the pot of reserved courgette 
cooking water to a boil, add the pasta, 
and cook until al dente. Drain and toss 
with the courgette pesto. Drizzle with 
oil, season with pepper, and garnish 
with the toasted sliced almonds. f

INGREDIENTS
 ◆ 200ml olive oil
 ◆ 40g sliced almonds
 ◆ 600g courgette, halved 
lengthwise and seeded

 ◆ 25 mint leaves
 ◆ 2 tbsp chopped parsley
 ◆ 60g blanched almonds, 
chopped

 ◆ 1-2 cloves garlic, coarsely 
chopped

 ◆ 120g grated parmesan 
cheese

 ◆ 600g linguine

The Silver Spoon’s

PESTO 
LINGUINE
In this fresh take on a classic, traditional basil and pine 
nuts have been replaced with courgettes and almonds

TIME
Preparation

 ◆ 40 mins
Cooking

 ◆ 40 mins
Serves

 ◆ 6-8

Instead of parmesan, 

this dish is topped 

with toasted sliced 

almonds for crunch

29
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INGREDIENTS
 ◆ about 3/4 cup (200 ml) olive 
oil

 ◆ 1 1/2 oz (40 g) sliced 
almonds

 ◆ salt
 ◆ 1 1/4 lb (600 g) zucchini 
(courgette), halved 
lengthwise and seeded

 ◆ 25 mint leaves
 ◆  2 tablespoons chopped 
parsley

 ◆ 2 oz (60 g) blanched almonds, 
chopped

 ◆ 1–2 cloves garlic, coarsely 
chopped

 ◆ 11⁄3 cups (120 g) grated 
Parmesan cheese

 ◆ pepper
 ◆ 1 1/4 lb (600 g) linguine

www.smeguk.com
THE 

TASTE
OF ITALY

www.smeguk.com

The Silver Spoon’s

CHESTNUT 
SOUP
An intensely fl avoured broth plays host to all manner 
of hearty ingredients in this comforting one-pot meal

30
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THIS SIMPLE BUT e� ective cake, 
made with semolina (� our that’s 
made from corn, not wheat) is 

a sure� re crowd-pleaser. Dried and 
candied fruit can be added to amp up 
the � avours if you wish.

Method
1 Preheat the oven to 180°C/gas 
mark 4. Grease and � our a 20cm 
round cake pan.
2 Pour the water into a pan and bring 
to a boil. Stirring constantly, sprinkle 
in the semolina and salt. Cook for 

eight minutes ,then remove from the 
heat. Transfer the semolina to a bowl 
to cool for about 10 minutes, stirring 
constantly.
3 Whisk in the sugar and lemon zest. 
Whisk in the egg yolks one at a time. 
Whisk in the whole egg, vanilla, and 
milk, until the mixture’s soft.
4 Pour the semolina mixture into the 
prepared pan and bake until the top of 
the cake is a dark, golden brown (the 
cake will have a runny, pudding-like 
texture) – about one hour. Let cool. 
5 Serve sprinkled with icing sugar. f

The Silver Spoon’s

SEMOLINA CAKE
This cake isn’t just delicious, it’s also versatile – add dried 
fruit into the mix, or serve it with fresh summer berries

TIME
Preparation

 ◆ 20 mins
Cooking

 ◆ 70 mins
Serves

 ◆ 6-8

INGREDIENTS
 ◆ 700ml water
 ◆ 150g semolina
 ◆ Pinch of salt
 ◆ 100g granulated sugar
 ◆ 1 tsp grated lemon zest
 ◆ 2 egg yolks
 ◆ 1 egg
 ◆ 1 tsp vanilla extract
 ◆ 150ml milk, at room 
temperature

 ◆ Icing sugar

GET 
THE 
BOOK
Naples and 
the Amalfi  

Coast from The Silver Spoon is 
published by Phaidon (£24.95). 
Photography Simon Bajada.

Using semolina 

instead of plain flour 

gives this cake a 

beautiful consistency.
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www.smeguk.com
FRESH 
PASTA

MADE EASY

www.smeguk.com

THIS SOUP IS described by the 
writers as a stable of Cilento 
countryside eating, and we can 

see why: it’s classic cucina povera. 
A thin broth made with chestnuts 

and legumes, it might seem like a light 
starter, but cereals and beans make 
it heartier than you’d imagine, and it 
would work just as well as a main.

Method
1 In separate bowls, cover the barley, 
lentils, peas, beans, and chickpeas 
with water and soak for 12 hours. 
Drain and set aside.
2 Heat the oil in a large pan. Add 
the onion, carrot, celery, tomato and 
garlic and stir until soft. Remove the 
garlic as soon as it browns.
3 Add the soaked legumes, enough 
cold water to cover the vegetables 
and legumes, the sage and rosemary. 
Cover and cook for 45 minutes.
4 Add the chestnuts and cook, 
stirring from time to time, until 
everything is tender, about 45 minutes, 
adding hot water if necessary. 
5 Season with salt and pepper. 
Remove from the heat.
6 Place a piece of toast at the bottom 
of each bowl and ladle in the soup. 
7 Drizzle with olive oil, sprinkle with 
chilli pepper (if using), and serve. f

TIME
Preparation

 ◆ 40 minutes 
(plus 12 hours)

Cooking
 ◆ 120 mins

Serves 
 ◆ 6-8

INGREDIENTS
 ◆ 100g pearl barley
 ◆ 100g lentils
 ◆ 100g dried peas
 ◆ 100g dried cannellini beans
 ◆ 100g dried chickpeas
 ◆ 100ml olive oil
 ◆ 1 onion, thinly sliced
 ◆ 1 carrot, fi nely chopped
 ◆ 1 stalk celery, fi nely chopped
 ◆ 1 tomato, diced
 ◆ 1 clove garlic, peeled but 
whole

 ◆ 4 sage leaves
 ◆ 1 sprig rosemary
 ◆ 400g fresh chestnuts, shelled 
and peeled

 ◆ Salt and pepper

For serving
 ◆ 6-8 slices bread, toasted
 ◆ Olive oil, for drizzling
 ◆ Chopped chilli pepper 
(optional)

BITE-SIZED
FOODISM.CO.UK/
NEWSLETTER

This is dish is heartier 

than its name 

suggests, and is really 

a meal in itself  
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PERFECT 
STONEBAKED

PIZZA IN MINUTES

www.smeguk.com/victoria
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Portofino is Smeg’s most technically advanced range cooker 
featuring professional market leading technology.

The range comes in eight beautiful colours inspired by the Italian 
Riviera; a fantastic way of introducing style to your kitchen.

Portofino. Rich tones of the Italian Riviera.

BRING YOUR 
KITCHEN 

TO LIFE
www.smeguk.com/portofino
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COAST WITH 
THE MOST

Recipes

THE SILVER SPOON’S BEAUTIFUL NEW BOOK ‘NAPLES AND THE AMALFI COAST’ 
SHINES A LIGHT ON THE RUSTIC, SUN-DRENCHED CUISINE FROM THE SHIN OF ITALY

Ever since it was formed in northern Italy in 
1948, iconic appliance manufacturer Smeg 
has been shaped by its rural surroundings, 
and influenced by a characteristically Italian 
passion for quality food and ingredients, a 
love of entertaining at home, and of course 
the Italian flair for design and fashion. 

Family-run and passionately ‘Made 

in Italy’, Smeg continues to produce 
an extensive range of eye-catching yet 
functional products, from ovens and range 
cookers to the archetypal 1950s-style retro 
fridge and small appliance collection. All of 
them have one thing in common: a perfect 
combination of technology and style.
smeguk.com

IN THE REGION of Naples, local cuisine 
reigns supreme.” This statement comes 
from Naples and the Amalfi Coast, the 

latest in the iconic Silver Spoon series of 
cookbooks, where it’s also described as 
the “birthplace of pizza, ragu, Mt Vesuvius, 
tomatoes and limoncello.” 

It’s quite the roster – although given  
Naples’ reputation in the pantheon of 
Italian cooking, it hardly seems necessary 
to overstate quite how much the region has 
given to Italian cuisine and, in broader terms, 
to the wider world. And that’s only one part 

of the book: it also features sections on the 
surrounding Caserta, Salerno and the Amalfi 
Coast, and Avellino and Benevento, each of 
which bring their own characteristic dishes to 
the table, full of regional flourishes.

The food of these regions is usually 
sparing, often hearty, and pretty much always 
delicious. And it’s so plentiful that it probably 
needed a book that’s rich in context and 
history as well as recipes to attempt to sum 
it up. Luckily, that’s precisely what The Silver 
Spoon has done with the latest in its series of 
regional cookbooks. Grab a fork and dig in. f

FOODISM RECIPES, IN ASSOCIATION WITH SMEG

FOLLOW US
 @FOODISMUK
 FOODISMUK

PHOTOGRAPHS BY SIMON BAJADA

“
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Selector section 
sponsorship

RATE CARD

Sponsorship of 
a Selector section 
(includes book end Full Page 
ads or a single DPS ad)

£19,999

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

Sun’s out, beers out. W
e’ve teamed up with Budweiser Budvar to tell you the 

best places in London to park up and drink like a Czech, plus the finest places 

for pudding, London’s top big restaurants, and cocktail menus with a concept
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epublic
. 

Beer a
sid

e, y
ou’ll

 � n
d th

e afo
re

m
entio

ned 

to
werin

g gin
 lis

t, a
 lo

unge w
ith

 it
s o

wn bar o
n 

a m
ezzanin

e � o
or o

verlo
okin

g th
e re

st 
of t

he 

bar, a
nd an ‘A

nth
olo

gy of A
les’ 

th
at s

erv
es a

s a
 

beer m
enu, w

ith
 ale-ta

sti
ng m

aste
rc

lass
es o

n 

o� e
r, t

oo. F
ood is

 class
ic pub fa

re
: d

eli s
harin

g 

board
s, 

pies, 
ste

aks, 
and it

s f
am

ous ‘
hangin

g 

kebabs’. 
Perfe

ct a
fte

r a
 couple of p

in
ts.

020 7600 5050; th
etr

ad
ing

ho
us

e.u
k.c

om
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 2 
 Pra

gue B
ar 

6 K
ingsla

nd Road, E
2 8

DA

If 
you’re

 afte
r a

 place to
 hang out a

nd drin
k 

pils
ner, t

he aptly
 nam

ed Pra
gue B

ar p
ro

bably 

isn
’t a

 bad place to
 st

art.
 It

s S
hore

ditc
h 

ite
ra

tio
n (t

here
’s 

a se
cond si

te
 aro

und th
e 

corn
er i

n Ess
ex R

oad, N
1) d

oes a
 parti

cularly
 

convin
cin

g jo
b of m

akin
g you fe

el li
ke you’ve 

ju
st 

ste
pped in

to
 C

entra
l E

uro
pe, w

ith
 ru

gged 

fu
rn

itu
re

, ti
ny circ

ular t
ables a

nd, o
f c

ourse
, 

m
ore

 beer t
han you can sh

ake a ta
nkard

 at.

020 7739 9110; b
arp

rag
ue

.co
m 

 3 
 Th

e H
ydra

nt 

Equita
ble House

, 1
 M

onument S
tre

et, E
C3R

 8B
G

A big, lo
ungy pub firm

ly in
 th

e ‘p
ost-

work
 

beer’ 
m

ould
, Th

e H
ydra

nt i
s j

ust 
beggin

g you 

to
 pitc

h up w
ith

 so
m

e colle
agues a

nd si
nk a 

few pin
ts.

 Th
ere

 are
 lo

ads o
f b

eers 
on dra

ught, 

but o
ur a

dvice is
 to

 lin
e up so

m
e pils

ners 
and 

ta
ke re

fu
ge in

 one of it
s c

irc
ular b

ooth
s. 

All 

th
e bette

r i
f y

ou ord
er a

 fe
w plate

s o
f t

asty
 

sh
arin

g sn
acks t

o accom
pany th

em
.

020 7623 5446; th
eh

yd
ran

t.c
o.u

k

 4 
 G

alvin
 at W

in
dows 

22
 Park La

ne, W
1K

 1B
E

A M
ichelin

-st
arre

d re
sta

ura
nt a

t t
he to

p 

of a
 to

wer i
n Park

 Lane m
ight n

ot f
eel 

quin
te

ss
entia

lly
 C

zech, b
ut g

uess
 w

hat? 
If 

you 

don’t f
ancy a w

in
e flight o

r a
 class

ic cockta
il 

at t
he bar, y

ou can opt f
or a

 ta
ll g

lass
 of la

ger 

while
 you w

ait 
to

 be se
ate

d. F
ood-w

ise
, 

you’re
 in

 pro
per M

ichelin
 te

rri
to

ry
: n

ot li
ght 

on pric
e, b

ut a
rtf

ul, F
re

nch-ro
ote

d, m
odern

 

Brit
ish

 plate
s, 

with
 an arra

y of t
asti

ng m
enus 

availa
ble fo

r t
he gastr

onom
ically

 curio
us.

020 7208 4021; g
alv

ina
tw

ind
ow

s.c
om

 

 5 
 Zigfrid

 von U
nderbelly

 

11
 Hoxton Square, N

1 6
NU

One th
in

g m
ain

land Euro
pe does p

arti
cularly

 

well i
s p

arty
in

g, a
nd w

heth
er i

t’s
 a fe

w pin
ts 

in
 th

e gard
en or a

 pro
per n

ight o
n th

e ti
les, 

th
is 

quin
te

ss
entia

l H
oxto

n haunt h
as y

ou 

covere
d. B

eer-w
ise

, it
’s 

one of t
he only venues 

in
 London, a

sid
e fr

om
 Th

e T
ra

din
g H

ouse
, 

th
at y

ou’ll
 find B

udvar’s
 Tankové Pivo, to

o.

020 7613 1988; z
igf

rid
vo

nu
nd

erb
ell

y.c
om
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Photographs by (Pizza Pilgrims) Hannah Sherlock

JU
ST 

DESSERTS

TH
E S

EL
EC

TO
R

So
meti

mes
, y

ou
 ju

st 
ne

ed
 a 

su
ga

r r
us

h. 
Ge

t y
ou

r 

fix
 fr

om
 on

e o
f L

on
do

n’s
 sw

ee
tes

t d
es

se
rts

 1  
Pizza Pilg

rim
s

13
6 S

horeditc
h High Stre

et, E
1 6

JE

If 
you’re

 plannin
g to

 dro
p in

to
 Pizza Pilg

rim
s’ 

new si
te

 in
 Shore

ditc
h fo

r d
in

ner, y
ou’ll

 

pro
bably have a good id

ea of w
hat’s

 on 

offer: 
nam

ely sm
ash

in
g so

urd
ough pizza 

in
 auth

entic
 N

eopolit
an st

yle, a
 handfu

l o
f 

gre
at s

id
e dish

es a
nd st

arte
rs,

 and th
e gro

up’s 

first
 B

YO offerin
g. B

ut t
ake a couple of y

our 

favourit
e chocolate

 bars,
 and so

m
eth

in
g 

m
agical w

ill
 happen. Th

e te
am

 w
ill

 sw
addle 

your c
hose

n bar i
n N

eapolit
an dough and 

bake it
 in

 th
e pizza oven, tu

rn
in

g it
 in

to
 th

e 

calzone of d
re

am
s. 

Im
agin

e th
at. W

hat w
ould

 

you choose
? D

airy
 M

ilk
? S

nickers?
 A

 M
ars 

bar?
 O

r…
 K

in
der B

ueno? Th
e poss

ib
ili

tie
s 

are
 endless

. Y
ou m

ay even have to
 have m

ore
 

th
an one. In

 th
e nam

e of ‘r
ese

arc
h’, o

bvio
usly

.

020 3019 7620; p
izz

ap
ilg

rim
s.c

o.u
k

 1

 5

2
3

4

 2 
 O

klava 

74
 Lu

ke Stre
et, E

C2A
 4P

Y

M
olte

n sa
lty

 cheese
, li

ght a
nd cru

nchy filo
 

pastr
y, d

riz
zled w

ith
 st

icky verju
s s

yru
p, 

ro
aste

d gra
pes, 

yogurt 
parfa

it 
and pist

achio
s. 

Oklava’s 
sta

r d
ess

ert 
com

es f
ro

m
 th

e hand 

of S
elin

 K
iazim

, w
ho’s 

m
ade w

aves w
ith

 her 

m
odern

 sp
in

 on Turk
ish

-C
yprio

t c
ookin

g.

020 7729 3032; o
kla

va
.co

.uk

 3 
 Veneta

 

3 N
orri

s S
tre

et, S
t J

ames’s
 M

arket, S
W

1Y
 4R

J

Veneta
 boasts

 a se
rio

usly
 dro

ol-w
orth

y 

gelato
 bar, s

erv
in

g a burra
ta

 ic
e cre

am
 w

ith
 

basil
 gra

nita
 and st

ra
wberri

es t
hat s

ounds 

alm
ost 

ru
dely good, a

s d
o th

e sc
oops o

f b
itt

er 

chocolate
 and w

hite
 chocolate

 gelato
s w

ith
 

vanill
a cre

am
 and cru

nchy m
erin

gue. 

020 3874 9100; s
alt

ya
rdg

rou
p.c

o.u
k

 4 
 C

ora
zon 

29
 Poland Stre

et, W
1F

 8Q
R

At C
ora

zon, th
e tr

es
 le

ch
es

 cake re
igns 

su
pre

m
e. It

’s 
an in

dulgent c
ondense

d m
ilk

 

sp
onge to

pped w
ith

 to
aste

d m
arsh

m
allo

w 

fro
sti

ng, w
hich you’ll

 also
 find in

sid
e th

e 

Six M
ilk

s s
undae w

ith
 hom

em
ade ca

jet
a 

(M
exican dulce de le

che) a
nd ic

e cre
am

.

020 3813 1430; c
ora

zo
nlo

nd
on

.co
.uk

 5 
 Flesh &

 B
uns 

41
 Earlh

am Stre
et, W

C2H
 9L

X

Th
ere

’s 
a gre

at s
electio

n of d
ess

ert 
sh

arin
g 

plate
s t

o be fo
und here

: th
in

k black su
gar 

custa
rd

 kin
ako donuts,

 chocolate
 fo

ndant 

with
 m

atcha ic
e cre

am
 and a se

lectio
n of 

m
ochi b

alls
. If

 you’re
 in

 it
 fo

r t
he ’g

ra
m

, to
ast 

your o
wn s’

m
ore

s o
ver a

 ta
ble-to

p bra
zier.

020 7632 9500; b
on

ed
ad

die
s.c

om
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Photographs by (The Langham) Bernard Zieja; (W
histling Stop) Addie Chinn

BRIG
HT 

ID
EAS

TH
E S

EL
EC

TO
R

Th
es

e c
on

ce
pt 

ba
rs
 do

n’t
 ju

st 
se

rve
 cr

ea
tiv

e 

co
ck

tai
ls 

– t
he

y o
ffe

r a
n e

xp
er
ien

ce
 as

 w
ell

 1  
Am

erican B
ar

The Savo
y H

otel, S
tra

nd, W
C2R

 0C
U

You don’t b
ecom

e a m
ain

sta
y in

 th
e to

p five 

of t
he W

orld
’s 

50 B
est 

Bars 
lis

t f
or n

o re
aso

n, 

and desp
ite

 m
ore

 th
an a centu

ry
 of h

ist
ory

, 

Th
e Savoy hote

l’s
 A

m
eric

an B
ar i

sn
’t o

ne to
 

re
st 

on it
s l

aure
ls.

 It
s n

ew m
enu, C

oast 
to

 

Coast,
 is

 pre
se

nte
d as a

 jo
urn

ey th
ro

ugh th
e 

UK, fr
om

 so
uth

 to
 north

. S
ta

rt 
with

 K
entis

h 

fru
it-

fille
d cre

atio
ns f

ro
m

 ‘Th
e G

ard
en of 

England’, to
 herb

aceous b
lends i

nsp
ire

d by 

Sherw
ood Fore

st,
 and finish

 up w
ith

 st
ro

ng 

whisk
y drin

ks i
nsp

ire
d by Edin

burg
h C

astl
e. 

Drin
kin

g your w
ay aro

und th
e entir

e country
 

in
 one evenin

g? H
ow in

cre
dib

ly B
rit

ish
.

020 7836 4343; fa
irm

on
t.c

om

3

2

4

5

 1

 2 
 C

larendon C
ockta

il C
ella

r 

52
 Cambrid

ge Stre
et, S

W
1V

 4Q
Q

Take film
 appre

ciatio
n to

 a w
hole new 

level a
t t

his 
Arti

st 
Resid

ence cockta
il b

ar: 

it 
se

rv
es d

rin
ks i

nsp
ire

d by th
e m

ovies, 

fro
m

 th
e A

irp
lane – O

ld
 G

ra
ndad B

ourb
on, 

str
awberry

-in
fu

se
d A

pero
l, B

old
 London 

Spiri
t a

nd le
m

on – to
 th

e Th
e G

irl
 W

ith
 th

e 

Dra
gon Tatto

o. W
heth

er y
ou’re

 in
 th

e m
ood 

fo
r c

om
edy or t

hril
ler, t

hey’ve got i
t c

overe
d.

020 3262 0501; c
am

bri
dg

es
tre

et.
co

.uk

 3 
 Tem

ple &
 Sons 

22
 Broad Stre

et, E
C2N

 1H
Q

Ja
so

n A
th

erto
n’s 

Tem
ple &

 Sons i
s a

n hom
age 

to
 U

K pro
duce and din

in
g tr

aditi
ons, 

in
 

a se
tti

ng in
sp

ire
d by a tr

aditi
onal B

rit
ish

 

gro
cery

 st
ore

. H
ouse

-b
re

wed la
ger a

nd pale 

ale are
 on th

e drin
ks m

enu, o
r y

ou can go 

all-
out w

ith
 a ‘T

em
ples t

ip
ple’ –

 th
e ‘B

ad 

M
edicin

e’ fe
atu

re
s c

ola-b
ottl

e in
fu

se
d vodka.

020 7877 7710; te
mple

an
ds

on
s.c

o.u
k

 4 
 A

rte
sia

n 

The La
ngham Hotel, 1

C Portl
and Place, W

1B
 1J

A

Even th
e m

ost 
se

aso
ned cockta

il d
rin

kers 

will
 be su

rp
ris

ed by so
m

e of t
he concoctio

ns 

cre
ate

d by th
e ic

onic A
rte

sia
n’s 

new 

head barte
nder G

abor F
odor f

or t
he bar’s

 

‘P
erc

eptio
n’ m

enu. It
’s 

not ju
st 

th
e blends 

th
at c

halle
nge, th

e w
ay th

ey’re
 se

rv
ed m

akes 

you th
in

k, to
o. P

ut i
t t

his 
way: d

on’t b
e 

su
rp

ris
ed if 

you end up w
ith

 a bro
ken glass

. 

020 7636 1000; a
rte

sia
n-b

ar.
co

.uk
 

 5 
 W

orship
 Street W

histli
ng Shop 

63
 W

orsh
ip Stre

et, E
C2A

 2D
U

Victo
ria

n gin
 palace-m

eets-
sp

eakeasy
 is

 th
e 

vib
e at t

his 
su

bte
rra

nean bar. Th
em

ed aro
und 

an atla
s, 

th
e m

enu fe
atu

re
s 3

6 drin
ks, 

each 

re
latin

g to
 a place and ti

m
e, p

lo
tti

ng a course
 

th
ro

ugh th
e hist

ory
 and geogra

phy of b
ooze. 

W
e’re

 parti
cularly

 ta
ken by th

e T
ra

ns S
ib

eria
n 

M
ule, a

 m
ix of v

odka and orie
nta

l s
pices.

020 7247 0015; w
his

tlin
gs

ho
p.c

om
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Photograph by (German Gymnasium) Thomas Alexander Photography

4

 5

3

2

ROOM  

IN
 H

ERE
TH

E S
EL

EC
TO

R

Gr
ab

 yo
ur
 m

ate
s f

or
 a 

mea
l o

n m
as

s –
 in

 th
e c

as
e 

of 
the

se
 hu

ge
 re

sta
ur
an

ts,
 bi

g i
s d

efi
nit

ely
 be

tte
r

 1  
Tra

m
shed

32
 Rivi

ngton Stre
et, E

C2A
 3L

X

Ever w
ondere

d w
here

 to
 keep th

at c
ow 

pre
se

rv
ed in

sid
e a giant t

ank th
at y

ou’ve 

got c
asu

ally
 ly

in
g aro

und? I
f w

e w
ere

 you, 

we’d lo
ok in

sid
e a fo

rm
er t

ra
m

 genera
to

r 

in
 east 

London fo
r i

nsp
ira

tio
n. O

bvio
usly

. 

And th
en, w

hile
 you’re

 at i
t, w

hy not t
urn

 th
e 

sp
ace in

to
 a re

sta
ura

nt t
hat s

erv
es u

p class
ics 

su
ch as t

he m
uch-lo

ved ro
ast 

chicken w
ith

 

chip
s (

yum
) a

nd a huge varie
ty of s

horth
orn

, 

here
fo

rd
 and aberd

een angus s
te

aks (
double 

yum
)? 

Only you can’t d
o th

at, b
ecause

 

Tra
m

sh
ed’s 

got t
here

 first
. It

’s 
a w

in
nin

g 

concept, a
 m

uch-lo
ved venue, a

nd th
e fo

od 

is 
excelle

nt –
 pro

bably because
 it

 com
es f

ro
m

 

vaunte
d B

rit
ish

 chef M
ark

 H
ix.  

020 7749 0478; h
ixr

es
tau

ran
ts.

co
.uk

 1

 2 
 G

erm
an G

ym
nasiu

m
 

King’s B
lvd

, K
ings C

ross
, L

ondon N
1C

 4B
U

Occupyin
g England’s 

first
 purp

ose
-b

uilt
 

gym
nasiu

m
, th

is 
M

itt
el-E

uro
pean bra

ss
erie

 

has o
ver-t

he-to
p elegance down to

 a te
e. 

Th
ere

’s 
m

arb
lin

g, g
ild

in
g and plu

sh
 pin

k 

accents,
 and th

e build
in

g it
se

lf i
s s

o big th
at i

t 

house
s t

he re
sta

ura
nt, t

wo bars 
and a te

rra
ce.

020 7287 8000; g
erm

an
gy

mna
siu

m.co
m

 3 
 Tayyabs 

83
-89

 Fi
eldgate Stre

et, E
1 1

JU

Th
e Punjabi t

andoor s
pecialis

t h
as b

een 

cookin
g up ta

ndoori 
class

ics s
in

ce 1972, a
nd 

it’s
 so

 m
ass

ive th
at w

hat i
s o

ne si
te

 to
day use

d 

to
 be fo

ur s
epara

te
 fo

od outle
ts.

020 7247 9543; ta
yy

ab
s.c

o.u
k

 4 
 B

ra
sserie Zedel 

20
 Sherw

ood Stre
et, W

1F
 7E

D

Bra
ss

erie
 Z

edel is
 gra

nd. In
 th

e Englis
h se

nse
, 

with
 gild

ed, m
arb

le-c
lad in

te
rio

rs,
 but i

n th
e 

Fre
nch se

nse
, to

o, b
ecause

 it
’s 

huge. F
ood is

 

as F
re

nch as i
t c

om
es: s

nails
; s

te
ak ta

rta
re

; 

beef b
ourg

uignon – you’ll
 be hard

-p
re

ss
ed to

 

find a class
ic th

at’s
 not o

n th
e m

enu.

020 7734 4888; b
ras

se
rie

ze
de

l.c
om

 5 
 M

ASH 

77
 Brewer S

tre
et, W

1F
 9Z

N

M
ASH is

 a no-h
old

s-b
arre

d in
terp

re
tatio

n of 

US st
eak and w

in
e cultu

re
, s

erv
in

g up beautif
ul 

USDA m
eat in

 an eye-w
aterin

gly huge ro
om

 

fille
d w

ith
 lo

ungey booth
s u

ndern
eath

 Soho.

020 7734 2608; m
as

hs
tea

k.c
o.u

k
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Sun’s out, beers out. W
e’ve team

ed up w
ith Budw

eiser Budvar to tell you the 
best places in London to park up and drink like a Czech, plus the finest places 
for pudding, London’s top big restaurants, and cocktail m

enus w
ith a concept

TH
E S

ELEC
TO

R

In association with

For the unfi ltered guide to 
Budvar’s Czech Republic, 
visit czechstories.com

A COLD 
CZECH

THE SELECTOR

When the sun’s shining, a lager will do wonders. 
Here are fi ve places to drink it, Czech-style

 1

 1   � e Trading House
89-91 Gresham Street, EC2V 7NQ

It might seem incongruous to talk about 
the lager at a bar that’s best known for its 
eye-watering gin collection, but that’s also 
what you’ll � nd at this palatial bar in the City. 
From July, it’ll be one of the only places in 
the UK where you’ll � nd Budweiser Budvar’s 
Tankové Pivo: premium lager that comes 
unpasteurised and un� ltered from a tank 
above the bar, meaning you’ll get to taste 

creamy, fresh beer just as you would in its 
home in Budweis, in the Czech Republic. 
Beer aside, you’ll � nd the aforementioned 
towering gin list, a lounge with its own bar on 
a mezzanine � oor overlooking the rest of the 
bar, and an ‘Anthology of Ales’ that serves as a 
beer menu, with ale-tasting masterclasses on 
o� er, too. Food is classic pub fare: deli sharing 
boards, pies, steaks, and its famous ‘hanging 
kebabs’. Perfect after a couple of pints.
020 7600 5050; thetradinghouse.uk.com
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WE HERE AT SMEG 
LOVE  FOODISM , A GREAT 
PUBLICATION PRODUCED 
TO THE HIGHEST 
STANDARD. IT’S A MUST 
ON OUR MEDIA PLAN.
JOHN DAVIES, BRAND MANAGER, SMEG

IT HAS BEEN OUR PLEASURE TO WORK WITH THE TEAM AT FOODISM - THEY ARE 
NOT ONLY CREATIVE, EFFICIENT AND PROFESSIONAL – THEY REALLY CARE ABOUT 
DELIVERING RESULTS AND ARE A WONDERFUL TEAM TO WORK WITH.
TONI LAW, BRAND MANAGER, HI-SPIRITS – SOUTHERN COMFORT

What our clients are saying OUR PARTNERSHIP WITH 
FOODISM PROVIDED THE 
PERFECT PLATFORM TO 
BRING OUR ‘SPIRIT OF 
SUMMER’ STORIES TO 
LIFE FOR THE FOODIE 
COMMUNITY WITHIN 
LONDON. THE  FOODISM  
TEAM ARE A PLEASURE TO 
WORK WITH – EFFICIENT, 
DILIGENT AND WITH A 
STRONG CREATIVE POV, 
ALL OF WHICH WAS BEST 
DEMONSTRATED WHEN 
THEY EXPLORED OUR 
SMOKEHOUSE RANGE 
TO PRODUCE A MOUTH-
WATERING ADVERTORIAL 
AND SET OF COVERS.
JANE STILLER, HEAD OF BRAND & MARKETING, M&S
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A selection of our advertisers
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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
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