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A leader in the hospitality design sector, Hospitality Interiors 
speaks to an exclusive audience of hoteliers, designers, 
architects, and industry suppliers via its international print and 
digital magazine and online and social media platforms. 

Launched in 2009, Hospitality Interiors has become a renowned 
title and brand and, with a team of experienced industry-
known editors at the helm, is an intelligent and relevant media 
resource that shares insight whilst reporting on the topics that 
are important to its readership.

A beautifully presented publication, Hospitality Interiors is a 
design-led magazine for a design-led industry. We create 
engaging content and commercial opportunities that connect 
suppliers  and manufacturers with designers, hoteliers, and 
specifiers internationally.

We speak directly to the brands and individuals responsible for 
bringing luxury hotel experiences to life, which puts us at the 
heart of the hospitality design industry. Our passion for what 
we do helps us to build close relationships with key decision 
makers. 

During the last two years, Hospitality Interiors has expanded 
to include a series of roundtable and conference events that 
have heightened its stature within the industry and placed the 
brand as a key-player in networking and community events 
with a global outreach.  

ABOUT US

“The breadth of news and insight 
available between the Hospitality 
Interiors magazine, digital platforms and 
events is exceptional, and again gives a 
wider context to our own work.”
David Kendall, Marketing and Communications Director,  
David Collins Studio

“Hospitality Interiors is the must read 
magazine for our leadership and team, 
an important source of well researched 
project information, detailed stories of 
hoteliers and designers.”
Monika Moser, Regional Managing Director, Campbell House

“I’ve had the pleasure to work with 
Hospitality Interiors for a number of 
years now. The team operate with total 
professionalism with next gen editorials 
dedicated to the hospitality industry 
with an innate ability to convey content 
that is relevant and engaging from 
the world’s best operators, owners and 
designers.”
Dennis Irvine, Director, Richmond International
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AUDIENCE

The current cross-platform readership for Hospitality Interiors 
is approximately 61,000 and is carefully created to ensure 
the publication is in front of decision-makers from a broad 
spectrum of professionals working across the hospitality 
industry.

Significant investment is made in developing and maintaining 
Hospitality Interiors’ targeted readership data to ensure your 
brand and sales message is seen by relevant specifiers in 
the sector. Our digital footprint with social media followers, 
newsletter and digital issue subscribers, and those receiving 
the magazine numbers in excess of 44,000.

Published bi-monthly, the 3,000 standard print circulation of 
Hospitality Interiors comprises all those involved in the design, 
creation and management of hospitality facilities, the majority 
being UK based. Accounting for a typical pass-on rate of 4, 
this creates a typical magazine readership of 12,000.

DATABASE
The print issue database is subject to ongoing augmentation 
– the database currently numbers 40,785, of which all 
businesses have a minimum £3million annual turnover.
Hotels/Owner/Operator: 18,302
Architects: 3,457
Interior designers: 1,378
Property development: 743
Specialised construction: 1,418
Restaurants/Bars/Clubs: 8,710
Other (including procurement and specification specialists, 
luxury cruise ship, plane and train owners and operators and 
travel groups): 6,777

READERSHIP SURVEY 
74% of readers make purchasing decisions based on content
87% used the website
95% rate the magazine ‘Good to Excellent’ 
69% read more than 65% of magazine 
64% would choose HI if they could only receive one magazine 
in this sector 

JOB FUNCTIONS 
CEO/Director/Proprietor/President/Vice President: 8,180 (49%)
Manager/Associate/Company secretary: 8,286 (50%)
Marketing/IT Manager/Landlord/Sales: 196 (1%)

 

  Hotels/Owner/Operator

  Restaurants/Bars/Clubs

  Other 

  Architects

  Specialised construction

  Interior designers

  Property development



Delivering a high quality read for professionals across the 
hospitality industry, both in the UK and overseas, Hospitality 
Interiors reports on a significant number of creatively inspiring 
worlwide projects and interviews some of the market’s key 
designers, architects, and hoteliers.  

Each year, Hospitality Interiors publishes two dedicated 
supplements: one for Bathrooms and the other for Lighting. 

Throughout the year, we include additional product features, 
event previews and special features – keep in touch with the 
team to find out more. 

EDITORIAL CONTENT

NEWS & OPENING SHOTS: The latest industry news from new 
signings and appointments with first glimpses of big hotel 
developments coming up in the next five years.  

INTERVIEWS: We talk to some of the biggest names in design 
and hospitality to find out the inspiration behind some of the 
world’s most glamorous luxury design concepts and to get the 
lowdown on upcoming projects and expansion plans for the 
biggest hotel brands. 

ROUNDTABLE: Exclusive content from our closed discussion 
groups that give our readers closer insight on the topics 
discussed with select designers and manufacturers. 

RESEARCH & DEVELOPMENT LAB: Covering a different topic 
each month, we delve into the finer details and the research 
that goes into specific aspects of hospitality design, from 
sleep quality to water consumption.  

NEWH: Our close partnership with NEWH provides a platform 
for future designers and the organisation that supports them 
most to shine a light on their work and future events. 

PROJECTS: Reviews of the latest luxury hotel openings covering 
worldwide projects designed by some of the industry’s finest 
talent.

PRODUCTS: Our product pages showcase the latest innovations 
and collections from the industry’s leading manufacturers and 
FF&E suppliers. 

SHOWS & EVENTS: Previews and reviews of the world’s best 
design and hospitality trade shows with show highlights and 
recommendations.
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ESIN GÜRAL 
ARGAT

Vice President of the Board of Gürok Group 

A visionary with a passion for sustainability and female empowerment, Esin Güral 
Argat saw an opportunity to create a unique hospitality experience with the 

backing of Gürok Group to launch JOALI Maldives. Here, she talks to Hospitality 
Interiors’ Can Faik about the company’s ethos and dedication to giving back …
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the ocean will be increased. We believe it is 
our responsibility as a tourism facility in the 
Maldives to do our part to support sustainable 
tourism.
Maldives is a unique natural wonder with a very 
fragile ecosystem. From the tiniest creature 
to a single tree, each plays a role in the 
islands’ natural renewal cycle. When designing 
JOALI, the building was designed around the 
island’s trees to preserve the island’s native 
vegetation. This conscious decision saved 
more than 1000 original palm trees on the 
island today. Some examples of what we are 
doing today to implement sustainable tourism 
include offsetting all carbon emissions from 
guest accommodation – we have our own 
compacter, compact cans and systems that 
help us produce our own natural fertiliser. 
We protect nature with compost for all the 
wet garbage produced, a desalination water 
system to create our own fresh water bottled in 
glass, and rainwater harvesting for landscaping.

How important is interior design within your 
hotels?

JOALI’s design is very personal to me. I 
personally took care of every aspect of it, from 
its landscape to its interior decoration, from its 
architecture to its immersive art concept. The 
JOALI brand represents a story. We wanted to 
keep this story alive in every detail, from design 
to cuisine, from nature to art. I think the best 
thing guests can experience at JOALI is pure 
enjoyment. I think JOALI really stands out from 
other Maldivian resorts, with our attention to 
detail design and unique artworks positioned 
throughout the island.

With the recent opening of JOALI BEING, what 
we can expect from this property?
JOALI BEING is the fi rst nature-immersive 
wellbeing island retreat focused on wellbeing 
in the Maldives. We are not talking about an 
unconventional wellbeing approach that only 
offers spa therapies and special nutrition 
programmes. JOALI BEING is a centre that 
will allow you to return home with feelings of 
reconnection with yourself, cleansing from 
the ego. By improving our relationship with 
the natural world around us, our bodies and 

minds, we inspire one’s deepest conscious 
connections with oneself, with others, and with 
one’s environment. A transformative destination 
that aims to give and revitalise … we can say 
that it is a mechanism that brings art, wellbeing, 
nature and people together, with programmes 
consisting of four main principles including 
mind, microbiome, skin and energy.
JOALI BEING’s services are inspired by both 
modern Western science and the traditions 
it honours, while guiding its guests on their 
journey of self-discovery and renewal. With 
its dedicated team of naturopaths, therapists 
and movement specialists, it aims to provide 
physical and spiritual enlightenment and 
healing by offering a holistic approach.

How does design play a role in driving 
customer loyalty?
JOALI’s island design was inspired by the idea 
of being the private space of a sophisticated, 
earthy, creative, intelligent and charismatic 
woman, who is collecting unique artworks and 
top-quality furnishings from around the world. 
We decorated the facility lovingly, with attention 

“The main challenge has been to create a strong brand presence in such 
a crowded market. I believe we have successfully accomplished this.”

›  
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What does your current position involve?
In 1992, I started my business life with Güven Çini 
and Seramik, which is my own venture. In 1998, 
I executed the structuring of all processes of 
LAV, one of the key brands of the Gürok Group, 
from the concept stage to its positioning, from 
the determination of the production process 
to the creation of the supply network. The LAV 
brand, which makes a difference in its fi eld, is 
today the fi fth-largest glass manufacturer in 
the world.
In 2008, I started to manage the tourism 
investments of the Gürok Group, leading the 
opening of the Ali Bey Resort Side facility during 
this period. In 2016, we made a successful entry 
into the luxury hotel segment in the Maldives 
with the JOALI Maldives brand, focusing 
on foreign investments in tourism. In 2021, 
we launched JOALI BEING with its wellbeing 
concept, the second property in the Maldives. 
JOALI BEING is the only property in the Maldives 
to have this concept.Since 2009, I have been working as the 

Vice President of the Board of Gürok Group  

companies, including LAV, GCA, Ali Bey Hotels 
& Resorts, JOALI, Lapis Yapı, Gürok Kiremit, 
and Turkey’s leading consumer, tourism and 
industrial brands. In this context, I lead the 
group’s domestic and international investments 
and brand processes.

Why did you choose the Maldives as the 
setting for the resorts?In addition to my many years of management 

experience in the hospitality sector, I always try 
to keep my explorer side alive. I have travelled 
the world to understand guests’ expectations 
and experience the distinctive features of luxury 
resorts. I found that there was great food and 
great service in the luxury hospitality industry, 
but there was one thing missing – the ‘soul’. 
We set our goals accordingly. We didn’t just 
make a big luxury facility investment, we set 
out to give a new brand an identity and a story. 
JOALI Maldives was our fi rst step on this path. 
We were looking for an authentic, unique and 
special place for our guests to experience 
our brand. Maldives is a very characteristic 

place in this sense. It’s unlike anywhere else. It 
is a place that fascinates with its beauty, and 
most importantly, that tourism continues for 12 
months.

What is the biggest challenge you’re facing in 
improving guest experience today?
The main challenge has been to create a 
strong brand presence in such a crowded 
market. I believe we have successfully 
accomplished this.In 2016, as a result of the El Niño event, reefs in 

the Maldives and around the world experienced 
high ocean temperatures for an extended 
period of time. As a devastating result, up to 
95% of corals in the Maldives were damaged, 
leading to mass coral deaths. At JOALI we grew 
coral pieces in an underwater nursery and 
eventually transplanted them to the main reef. 
With the Reef Restoration Program, we carried 
out studies to enlarge the island’s reef. The 
more institutions and hotels operating in the 
Maldives that do this, the more the Maldives’ 
coral reefs will grow, and the biodiversity of 

“JOALI’s design is inspired by a commitment to sustainability, a belief in 

immersive travel. From the inspiring power of art to the life-changing 

gifts of nature, we celebrate life in all its vibrant glory.”
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ISSUE 105
JANUARY / FEBRUARY 2023 
Booking deadline: 23rd December 2022
Features: R&D… Sleep quality 
HIX review
Cruise Ship Interiors review
Sustainable Design Summit review
Surface Design Show preview

ISSUE 106
MARCH / APRIL 2023
Booking deadline: 24th February 2023
Features: R&D… Guest room tech
Surface Design Show review
Salone del Mobile preview

ISSUE 107 
MAY / JUNE 2023
Booking deadline: 28th April 2023
Features: R&D… Material matters – the fabric of design 
Supplement: Bathroom
Salone del Mobile review
Clerkenwell Design Week preview

ISSUE 108
JULY / AUGUST 2023
Booking deadline: 23rd June 2023
Features: R&D… Gym kit for the active guest
Clerkenwell Design Week review
Maison & Object Preview

ISSUE 109
SEPTEMBER / OCTOBER 2023
Booking deadline: 25th August 2023
Features: R&D… Surface design and innovation
Supplement: Lighting
Focus/23 preview
Independent Hotel Show preview
Decorex preview

ISSUE 110
NOVEMBER / DECEMBER 2023
Booking deadline: 27th October 2023
Features: R&D… Work from hotel – the bleisure market
Independent Hotel Show review
Decorex review
HIX preview
Cruise Ship Interiors preview
Sustainable Design Summit preview

EDITORIAL SCHEDULE
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the existing structures, which meant taking 
down some of the original features – like the 
cornicing – and creating replicas to put up, 
which we weren’t expecting to have to do. 
There were a lot of things like that.”

Choosing the right interior designers for 
the project was top of Teddy’s priorities once 
Virgin had been given the go-ahead, and he 
tells me how important it is that the designers 
know and understand the locality for every 
Virgin project. “It’s such an important decision, 
so we take it very seriously. We get to go to 
the market and explore and see what makes 
the culture tick. Before working on Virgin Hotels 
Edinburgh, I’d never been to Edinburgh before, 
so I got to spend some time there and fi gure 
things out.” Teddy picked up a city guide 
published by a design title and said he was 
struck by the name of one of the contributors, 
which appeared throughout the guide. “That 
was Four-by-Two, which is the creative agency 
that we ended up hiring to design the hotel. I 
went to their studio, met with them, introduced 

them to the development partners, we had 
an interview process, and they got the job! 
It happens very organically in most cases, 
especially in markets I really don’t know that 
well – but then, in some markets, I know exactly 
who I want.”

Talking more about the design process, 
Teddy describes it all as very collaborative 
between the brand and the design studio. 
“We do a very extensive brand immersion 
where we talk about what Virgin is, because 
a lot of people will think they know what it is, 
but few people are really educated on it. The 
design studio gets a really good idea of what 
we’re about and then they get to go away 
and design for a month and come back and 
present their ideas to us.” 

Guest expectations, especially for an 
established brand, like Virgin, moving into a 
new market, can sometimes be unpredictable, 
but Scott says the new hotel has been very 
well received so far, and that’s probably 
because the brand is so in tune with what 

people are looking for from a travel and 
hospitality experience. “Travellers are looking 
for more than just a material product,” he says. 
“The quality of the linen and the glassware is 
still important, but that’s just a starting point, 
that’s what’s expected. For us as a luxury 
lifestyle brand, our ethos is getting to our 
guests, it’s tapping into who are our guests, 
why are they travelling, what can we do to help 
our guests stay the way they want to. We want 
people to come, have fun, and be themselves.” 

Scott explains that the majority of the staff 
are from the local market, which is purposeful 
in delivering as authentic an experience as 
possible: “People are travelling to a destination 
to experience something they can’t get 
anywhere else. You can travel anywhere in 
the world and order Champagne, but people 
want to know what they can see in Edinburgh 
that they can’t fi nd anywhere else, so we really 
want to showcase the best that Edinburgh has 
and give them something they’re not going to 
experience anywhere else, and that’s as much 

“We saw an opportunity and developed a relationship, and really the rest is history. In the hotel 
world it often happens like that – things are far more opportunistic than you might imagine”
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PRINT ADVERTISING	 X1	 X3	 X6	

FRONT COVER	 £4795	 -	 -	 Subject to editors approval

DOUBLE-PAGE SPREAD	 £2695	 £2295	 £1695	 H300 x W470mm + 3mm bleed

BACK COVER	 £2495	 £1995	 £1495	 H300 x W235mm + 3mm bleed

INSIDE FRONT COVER	 £2295	 £1795	 £1295	 H300 x W235mm + 3mm bleed

INSIDE BACK COVER	 £2295	 £1795	 £1295	 H300 x W235mm + 3mm bleed

FULL PAGE	 £1795	 £1445	 £1095 	 H300 x W235mm + 3mm bleed

HALF PAGE	 £995	 £795	 £595 	 H125 x W195mm

INSERTS/OUTSERTS	 £ call	 Up to A4 in size	

EDITORIAL

FULL PAGE	 £995	 up to 3 hi-res images, headline, web address, maximum 400 words

HALF PAGE	 £595	 up to 2 hi-res images, headline, web address, maximum 200 words	

PRODUCTS	 £295	 1 hi-res image, headline, web address, maximum 100 words

CONTENT		 £495	 product campaign in print, online, e-newsletter, and social media

With six printed issues per year, an advertising campaign 
with Hospitality Interiors magazine is a worthwhile and highly 
cost-effective element as part of an overall annual strategy.  
A multitude of standard options and endless bespoke 
solutions can be designed and delivered to achieve a variety 
of objectives.

PRINT MARKETING

Magazine celebrating hospitality 
design in bi-monthly print and 
digital issues

Typical print readership of 12,000 
per edition

Roundtables and thought 
leading discussions tailor-made 
to suit with selected participants

i

A Hospitality Interiors Supplement
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ONLINE
Website - 12,700+ monthly users

20,000+ monthly views

Weekly email newsletters - sent to c.10,000. 
12% ave. open rate. 30% ave. CTR

Bespoke email campaigns - sent to 7,000. 13% 
ave. open rate. 6% ave. CTR.

Digital Edition - 13,000+ page views. 90,000+ 
page impressions

SOCIAL MEDIA
Over 124,000 impressions on LinkedIn

Hospitality Interiors interacts and converses with its audience 
24/7 on all key social platforms – serving up the right content, 
in the right platforms at the right time, and as the online 
presence of Hospitality Interiors magazine grows, hospitality-
interiors.net provides global reach across the most important 
markets for targeting an affluent audience. We are investing 
significantly in both our online editorial output as well as 
driving innovation in advertising. This is driving significant 
growth across all markets and reinforces Hospitality Interiors 
position as a leading global online design destination.

DIGITAL MARKETING

DIGITAL ADVERTISING	 X1	 X3	 X6

WEBSITE BANNER	 £500	 £400	 £300
H90 x W940 px

NEWSLETTER BANNER	 £500	 £400	 £300 	
H100 x W600 px

MARKETING EMAIL	 £700	 £600	 £500

MULTI PLATFORM 
CONTENT CAMPAIGN	 £695	 £395	 £295

FURTHER OPPORTUNITIES
Hospitality Interiors strives to deliver exceptional customer 
outcomes and experiences. This means as our customers’ 
expectations and needs change, we will continue to evolve our 
products and services. Our mantra has always been to create 
engaging products that empower our clients to communicate 
effectively with their chosen audience and strengthen their 
brand, providing the necessary support to ensure our editorial 
content and events not only meet but exceed expectations.

WEBSITE/NEWSLETTER BANNERS: 
The best-known form of digital advertising is typically run in 
conjunction with a print campaign to generate a specific 
response to key events. There are a variety of standard sizes 
but we can also create bespoke work to suit your needs. For 
a £30 flat fee, we can create your copy from images and text 
supplied.

MARKETING EMAIL: 
This is a high-impact method for reaching audiences when 
required. Supply your own finished HTML (with hosted images, 
and with a plain text file version) or request a bespoke solution. 
In all cases, include a subject line title. The completed e-shot 
can be sent to the Hospitality Interiors reader or supplier 
databases, or to all.

MULTI PLATFORM CONTENT CAMPAIGN:
This online, newsletter and social media package is perfectly 
designed to achieve maximum results from your content 
and includes your article featured on hospitality-interiors.net 
home and products pages, your article on one newsletter and 
one social media post across Twitter, Facebook and LinkedIn. 
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