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During our escapades in the distilling industry, we have come across 
many extremely passionate distillers that love their craft just as much 
as they love their gins. But Tom Warner and Sion Edwards of  our 
February Gin of  the Month, Warner Edwards, are amongst the most 
passionate we have met, a passion that has contributed to their being 
voted the UK’s Favourite Gin and one that is evident in their story, 
for, as it says on every one of  their bottles, they are United In Spirit. 
   
Warner Edwards joins much more than the two university friends and 
kindred spirits. It joins Wales and England, West and East and the 
natural spring Water and Elderflower from their farm; the 
provenance that makes their gin a truly craft product, one made with 
much love that all gin lovers should taste.  

We did our best this month to emulate the passion portrayed by Tom 
and Sion in the pages of  GINNED! Magazine. There are stories 
about global industries rooted in their region, tales of  Queen 
Victoria’s plants that have ended up in WE gin, and debates of  what 
makes a product “craft”, a topic close to Tom and Sion’s hearts. 

So enjoy these stories and the lovely cocktails this February. Just as it 
is the month of  love, we’re sure you’ll love your Warner Edwards 
Harrington Dry and that you will taste the love that Tom and Sion 
have put in every drop. 

Cheers!

EDITORS’ NOTE
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Co-Founder 
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Co-Founder 
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When the dog bites 

When the bee stings 

When I’m feeling bad 

I think of  a few of  my favourite things  

And then I don’t feel so bad      
- Rodgers and Hammerstein, The Sound of  Music, 1959

The UK’s Favorite Gin

Falls Farm, Harrington, Northamptonshire
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If  life is a journey, many of  us spend it seeking out our favourite 
things, the pleasures that make our days enjoyable and those that we 
will cherish for years to come. As a Craft Gin Club Member, you are 
on a tasty trip to find your favourite gin. Is it floral or herbaceous, 
European or American, dry or flavoured? Whatever your favourite 
may turn out to be, your gin 
journey has begun in the 
comfort of  your home with 
friends and family.  

If  you were to elaborate your 
gin journey, looking for new 
friends to include in your 
alcohol adventures, fate 
would likely take you to the 
Northamptonshire town of  
Kettering. As you exited the 
train station, two lively 
fellows, Tom Warner and 
Sion Edwards, would be 
there to pick you up and to 
tell you tales of  the area as 
they drove you over country 
roads towards their home in the quaint village of  Harrington, a few 
miles from Kettering. “Harrington? What does that have to do with 
my gin journey?”, you may be asking. But fret not! For these chatty 
chaps are actually Master Distillers, jovial gin giants jaunting through 

rolling green fields past hay bales and hedgerows before landing you 
at their farm and distillery.  

It is here where your gin journey really begins, where you can 
continue your quest for your favourite. And, lucky you, your journey 

has begun with the UK’s 
Favourite Gin. 

FROM SCHOOL TO 
STILL 

On your trip from the train 
station, Tom and Sion surely 
t o l d y o u a b o u t t h e i r 
friendship dating back to 
their school days at Harper 
Adams University. How do a 
couple of  farmer pals from 
agricultural school end up as 
gin distillers? By drinking 
lots of  gin together, of  
course! On a night out with 
their wives - a night on 

which they may have had one or two too many - Tom and Sion 
discussed launching a business together. As they shook off  the night’s 
revelries the next day, they realized that their conversation wasn’t just 
gin-fueled dreams. They actually wanted to do it. 

Would you like some Union Jack with your gin?
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The next step: figuring out exactly what business they should get into. 

They began exploring ideas in what they knew best - agriculture - 
entertaining the possibility of  launching their own fruit-of-the-land 
business or making electricity from the methane produced by 
growing and burning high-energy crops. They even looked at internet 
businesses and toyed with producing essential oils.  

It was this last, ultimately-rejected idea that brought them to gin. To 
make essential oils, the producer must distill floral crops. Tom and 
Sion could have done so with local crops. The disadvantage of  such a 
business is that crops are seasonal. What does one do with the 
essential oil still when crops aren’t in season? Make booze! 

The two student friends first considered vodka and looked to Sion’s 
wife’s home country, Poland, for inspiration. One product that hails 
from Poland is Spirytus, a 95% ABV spirit that locals mix with a 
variety of  ingredients to make homemade liqueurs. Then it hit them: 
why make what is essentially a type of  flavoured vodka from Eastern 
Europe when they could make the world’s best “flavoured vodka” 
and the quintessential English spirit, gin? 

Gin was not only a brilliant idea, but brilliantly timed as well. As Tom 
and Sion began to devise their plan over the course of  2011 the spirit 
was beginning to make a strong comeback in the UK and small 
distilleries like the one they planned to open were leading the charge. 
With this realisation and while still in their former jobs, they began 
tests to determine what style gin Warner Edwards would distill. 

A connection at a 
f l a v o u r c o m p a n y 
supplied the budding 
gintrepreneurs with a 
variety of  essences for 
testing. For each test, 
they mixed twelve 
flavour combinations, 
four of  which they 
chose to keep. From 
those four they would 
make twelve additional 
variations, pare them 
down to four, and so 
on. After five months 
o f  weekend work 
whittling down their 
specimens, Tom and 
Sion landed on the 
taste they sought to produce. Now it was simply a question of  
reproducing the same flavour from a still with proper botanicals 
instead of  flavourings - not an easy task! 

But after throwing in to the still what they thought to be the correct 
percentages of  botanicals and crossing their fingers, the now-Master 
Distillers’ first product tasted one hundred times better than their 
flavour testers! Happy with the results, they bottled their first batch 
of  Warner Edwards Harrington Dry.
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HIT ME WITH YOUR ONE-SHOT 

For WE’s distillation, known as the “one-shot” method, Tom and 
Sion throw a measured bowl of  botanicals into their 500-litre still 
filled with equal portions of  neutral spirit and water. The distillation 
process begins immediately, not allowing the botanicals to macerate 
in the 50/50 mixture, but rather allowing the essences of  the herbs 
and spices to bind well and evaporate with the ethanol. Ten hours 
later, as the steamed spirit condenses, its floral result pours out of  the 
still at close to 90% ABV to be cut with water from the spring on 
Tom’s family farm to bring the gin to its bottling strength of  44% 
ABV.  

The advantage of  the one-shot method, according to the Warner 
Edwards distilling duo, is the final product is smoother and richer 
flavoured. The disadvantage is the limited volume they can produce.  

Most gins today find themselves in a bottle only after a two-shot 
distillation, if  not more. Through a two-shot distillation, the distiller 
adds enough botanicals to intensify the flavour of  the first spirit that 
spills from the stills. The intensity diminishes only after the distiller 
adds more neutral spirit, arriving at the flavour profile for which the 
recipe calls. The still’s production capacity essentially doubles through 
the two-shot method, making it a more efficient process than that 
used by Warner Edwards.  

But Tom and Sion are more concerned with the quality of  the spirit 
they seek to produce rather than the volume. That’s not to say that
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two-shot gins are of  lesser quality. It simply means that Warner 
Edwards Harrington Dry wouldn’t taste like Warner Edwards 
Harrington Dry if  the two upped production. Tom compares the two 
methods as similar to that of  freshly squeezed orange versus orange 
squash - you can arrive at similar flavours but the squash taste will not 
be as “deep” as the pure orange juice. The addition of  ethanol to the 
first distilled spirit means that the gin’s botanicals don’t get the chance 
to bind as well with that extra alcohol as they do in the pot, resulting 
in a flavour that Warner Edwards finds less “deep”.  

ONE-SHOT TO WINNING 

Even though it differs from the large majority of  gins that pour out 
of  stills all over the world, Warner Edwards’ weather vane pointed 
them in the right direction when it came to the one-shot approach. 
Apart from being elected the UK’s Favourite Gin by fans at the 
beginning of  2015, in the distillery’s first year, 2013, WE Harrington 
Dry took home the Silver Medal at both the San Francisco World 
Spirits Competition and the International Wine and Spirits 
Competition (IWSC), arguably the two most important spirits 
competitions worldwide. As fine wine ages with time, it seems that 
WE gin does as well. In 2014, Warner Edwards won the Double Gold 
Medal for their category in SF and the Silver Outstanding at the 
IWSC, both the highest awarded medals for their style of  gin that. 

Even their brand extensions have won awards. With the Harrington 
Dry becoming popular, Tom and Sion began expanding their line 
which today includes an Elderflower Gin, a Sloe Gin and their 

Victoria Rhubarb (see “Gins”). The Elderflower won a 2014 IWSC 
Bronze medal for flavoured gins.  

With success like this, it seems that the UK’s Favourite Gin could one 
day become the world’s favourite gin!  🍸
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United in Spirit

Any pair of  friends that decides to start a business together 
immediately find themselves with a plethora of  crucial strategic 
questions to answer. For Tom Warner and Sion Edwards, the 
first was where to produce Warner Edwards Gin. 

Although he hasn’t lived their for some time, Sion grew up in 
Wales near the mountains and the sea - a “particularly awesome 
part of  Wales” according to Tom. A distillery at Sion’s home 

turf  would have afforded the entrepreneurs what could have 
competed for the most picturesque distillery in the UK. On a 
clear day, distiller visitors could take a look from the top of  a 
hill to see the spire of  Liverpool Cathedral and all the way up 
the Western coast to Cumbria. On a very clear day, Tom and 
Sion’s guest could have sipped their gin, discerning the 
homegrown elderflower on their tongue while also discerning 
the outline of  the Isle of  Man with their eyes.
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No matter how nice Sion’s Bryngwyn Mawr farm sounds, ultimately, 
the mates chose the more practical path, installing their still on Tom’s 
family farm in Northamptonshire outside of  the village of  
Harrington near Kettering. Apart from now being a distillery, Falls 
Farm is a finishing farm, welcoming cows and sheep to graze on the 
grassy lands for the few months before they head to the abattoir. This 
is not to say that Tom’s 
Harrington home doesn’t 
have its own attractive 
qualities. Surrounded by 
green fields and tree-pocked 
hills, Falls Farm provides 
postcard-worthy images at 
the heart of  England and 
proper British history to 
boot. 

A SPRING AND A STILL 

The land once hosted a 
manor dat ing back to 
Medieval times. After Henry 
the VIII dissolved the 
nation’s monasteries, the manor passed to private hands where its 
house was finally torn down in 1745. The remains of  the manor 
including terraced gardens, monastic fish ponds and sunken gardens 
continue their interment on what has become an archaeological site. 
The same spring water that filled those ponds and irrigated those 

gardens so long ago now brings Harrington Dry Gin down to 
bottling strength after collection from the spring 400 metres from 
where the still sits today. 

Tom and Sion invested in an Arnold Holstein from the German state 
of  Baden-Wurttemburg near the Bodensee. Many UK craft distillers 

have turned to Germany for 
their stills due to their 
expertise in fabricating 
smaller stills for which their 
British colleagues have lost 
their touch. Warner Edwards 
was the first to choose a 
Holstein starting a trend. 
Tom says that now the 
manufacturer has had a 
dozen more orders from UK 
distillers. 

The Warner Edwards pair 
also opted for what they 
considered a more solid 
construction and patented 

catalyzer that helps to make an especially smooth spirit. They had 
decided early on to make a gin that’s drinkable neat - something that 
they had trouble finding during their research. Their logic on making 
a sip-worthy gin? They thought of  a chef  who once said, “If  the wine 
isn’t good enough to drink, then it’s not good enough to cook with.” 

Are those monastic fish ponds full of Harrington Dry?
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With that in mind, the increased copper surface of  the 500-litre 
Holstein suited them best.  
  
As most distillers do, this distilling duo was charged with choosing a 
name for their copper baby and like any new parents, had trouble 
finding the right one. It came to them in a curious manner. The 
washroom of  the 200-year old barn that sits on Falls Farm required a 
slight makeover for the arrival of  the still, including a new floor. As 
the concrete settled a cat wandered in, indenting the floor with paw 
prints. As Tom and Sion racked their brains for a name, Tom’s 
brother-in-law let out “Curiosity” as in “curiosity killed the cat”. With 
the paw prints permanently pushed into the concrete, they had found 
the perfect name. 

THE ROYAL TREATMENT 

A primary aspect of  Falls Farm’s practicality over Sion’s Welsh farm 
was its location close to London where the WE team could more 
easily arrive at trade shows and speak with the movers and shakers of  
the UK spirits industry. This proved rather fortuitous for the brand’s 
visibility. During a visit to London in the early months of  production, 
the head of  wine and spirits at Fortnum & Mason, which has 
supplied the Royal Family, took Tom and Sion into the high end 
store’s Crypt. Upon tasting their wares, the drinks professional 
decided then and there that the product was to populate F&Ms 
shelves, front and center on the spirits floor display. That’s when Tom 
and his Irish fiancée (now wife) decided that it might be best to 
postpone their wedding plans a while. 

The location close to London also means more visitors for the 
distillery. The distillers will happily arrange to pick you up in 
Kettering if  you decide to go up for a visit. Occasionally they even 
receive distinguished guests. In December 2014, Prince Edward, 
Duke of  Kent, stopped off  to learn about the budding British craft 
distilling industry and to taste some of  WE’s gin, including the 
Victoria Rhubarb inspired by his great-grandmother, Queen Victoria.  

As you drink your bottle of  Warner Edwards Harrington Dry this 
February, you will also be glad to know that each bottle receives the 
royal treatment from its founders. All bottles are filled, labeled, 
corked, waxed and boxed by hand. They want you to know that “a lot 
of  passion and care has gone into what you’re drinking.”  🍸

Drinking with Dukes and Distillers



THE GINS
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1. Juniper 
2. Coriander seeds 
3. Angelica Root 
4. Cinnamon 
5. Orange peel 
6. Black pepper 

7. Lemon peel 
8. Cardamom 
9. Dried Elderflower 
10. Ground Nutmeg 
11. A Secret!

Harrington Dry- 44%

Exceptionally smooth and clean on the pallet, 
with an initial strong burst of  juniper followed by 
a long and complex spicy finish.
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Tom and Sion use dried elderflower as one of  the botanicals in their 
Harrington Dry, elderflower that comes both from Tom’s farm in 
Northamptonshire and Sion’s farm in North Wales. One day, Tom’s 
mother walked in with a bottle of  Gordon’s that had been mixed 
with a little sugar and that had a stick of  elderflower in it. That was 
enough convincing for the two to launch their own elderflower gin.  

Instead of  using the dried elderflower like they do in the Harrington 
Dry, the two friends use fresh elderflower, harvesting it and placing 
in a vat with the Harrington Dry on the day that it is picked. The 
elderflower macerates in the gin for a week and is filtered out before 
the addition of  a little sugar. 

The result is a beautifully smooth and sweet floral gin with a hint of  
warm spice which is delightful on the rocks and incredibly 
refreshing in a G&T with a slice of  lemon.

Elderflower Infused Gin - 40%
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Everyone expected Tom and Sion to make a sloe gin, but nobody 
expected to make it in the manner that they’ve made it! In 
September 2013, they called upon their Northamptonshire 
neighbours to donate their fruit in a Sloe Swap. Participants were 
rewarded with gin: a voucher for 3kg, a free bottle of  Harrington Dry 
for 10kg and for 15kg, a bottle of  gin with the donors name on it.  

All of  the sloes gathered were locally grown, maintaining the 
distillery’s dedication to its provenance. Many people in the area 
already made their own sloe gins at home, so Warner Edwards had 
to differentiate itself. Instead of  using the Harrington Dry at bottle 
strength, they throw the slows into the gin straight from the still 
which comes off  at 90% ABV. The high alcohol content attacks the 
fruit, drawing out the maximum flavour before the gin is brought 
down to bottling strength with the spring water from Tom’s farm. 

Harrington Sloe Gin - 30%
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The story of  WE’s rhubarb injection is a matter of  
happenstance, history and heart. Tom and Sion were searching 
for a fruity follow-up to the success of  their Elderflower and 
Sloe gins, visiting an agricultural trade fair for inspiration. They 
pored over what was on display, talking to the farmers as they 
went from stand to stand. One farmer caught their attention 
thinking that his green gages and other types of  plums would 
work well in gin.  

That’s when he told the story of  his rhubarb and its 
long and regal history. 

The farmer’s strain of  rhubarb currently finds itself  on 
a farm in Lincolnshire where it arrived in the UK not 
too long ago after a fifty-year absence. It had 
disappeared from English lands after World War II 
bombings and its former keepers for years thought it 
lost. But found it was!  

Before its delicious return to the UK, the rhubarb 
grew at Áras an Uachtaráin, which means House of  
the President in Irish and is still today the official 
residence of  said President. Before the leaders of  the 
Emerald Isle moved into the mansion, it was the 
summer house of  the British Viceroy of  Ireland from 
1780 onwards. The house has received numerous state 

visits in its existence, for instance in 2011 from Barack and 
Michelle Obama. British monarchs have also rested their heads, 
including George V in 1911 and Queen Victoria in 1900.  

Nobody is completely sure, but it appears that the rhubarb may 
have arrived at Áras an Uachtaráin during this visit. For this 
particular strain of  rhubarb first grew in Queen Victoria’s gardens 

at Buckingham Palace, thus the gin’s name, Victoria 
Rhubarb.  

The two distillers loved the rhubarb’s story, secured a 
batch, and set to experimenting with it and how it would 
best accommodate their Harrington Dry. First they tried 
cooking it, but that didn’t work. Next they squeezed the 
juice from the vegetable with a cider press which 
resulted in a pink liquid. Instead of  using the spring 
water to cut the Harrington Dry down to bottle 
strength, they just added the pink rhubarb juice, and 
voila, Victoria Rhubarb Gin was born! 

The result: a sweet and crisp rhubarb flavour. The 
texture is creamy, and the gin is soft and smooth 
enough to be drunk neat. It makes an excellent Gin 
and Tonic, and also works very well with ginger ale. 🍸  

Victoria Rhubarb Gin - 40%
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Curious Cocktails 
& Love Stories

To celebrate Valentine’s Day, we’ve taken Warner Edwards’ cocktails and added a 
loving twist to their story. As you make your own stories with your loved ones over 
WE Harrington Dry this month, remember to remain curious in your gin drinking, as 
curious as the cat that made this paw print in the WE still room floor where Curiosity 
lovingly produces the drink in your hand. Oh, and there are also Dessert Pairings. 
Why? Because dessert makes St. Valentine’s curious cocktails even lovelier! ❤ ️
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THE GOODBYE THAT BEGAN WITH A GIMLET
In the genre of  crime fiction, there is perhaps no greater author than 
Raymond Chandler, and no better protagonist than his Philip 
Marlowe, who featured in nine Chandler novels and five 
short stories. Chandler discovered the Gimlet 
cocktail during a return trip from England in 
1952, deciding to work the drink into his 
novels. In the 1953 novel, The Long Goodbye, 
Chandler immortalizes the Gimlet in print, 
simultaneously using it to introduce the 
detective’s love interest.  

The cocktail’s first mention comes as Marlowe befriends a 
drunken playboy, Terry Lennox, who defines the “real gimlet” as 
“half  gin and half  Rose’s Lime Juice and nothing else.” Lennox 
referenced his ideal recipe in disgust at the incapacity of  their 
watering hole, Victor’s Bar, to stray from what it called a gimlet: 
“just some lime or lemon juice and gin with a dash of  sugar and 
bitters.”  

In later pages, Marlowe returns to Victor’s precisely for a Gimlet 
that Lennox had asked he have for him. To the private 
eye’s surprise, the barman had overheard Lennox’s rant 
and bought a bottle of  Rose’s Lime Juice. To the dick’s 
pleasure, a beautiful, mysterious woman sat alone at the 
bar “with a pale greenish-colored drink in front of  her and 
smoking a cigarette in a long jade holder.” The woman, dressed in 
black with “the reddest fingernails I had ever seen” opened the 
conversation by referring to the fact that Marlowe had just ordered 

the same thing she was drinking, teaching Marlowe that the drink was 
of  English origin. 

The two eventually slip into a more private 
booth where, over several more Gimlets, 
Marlowe learns who she is - Linda Loring, the 
sister-in-law of  his drunken, and disappeared, 
friend, Terry Lennox. A tense conversation 

ensues, ending with Mrs. Loring, “slid(ing) away 
into the traffic along the Strip” in her chauffeured 

Cadillac.  

The encounter marked the first of  several throughout The Long 
Goodbye and subsequent Chandler novels. Towards the end of  the 

1953 classic, Marlowe finds himself  in bed with the now Ms. Loring, 
one of  only two women Chandler had allowed his hero to sleep with. 
Loring toys with the idea of  marrying Marlowe figuring “It wouldn’t 
last six months”. In that particular novel, the idea remained just that 
as Loring leaves Marlowe the next morning and the book soon 
comes to a close.  

Loring reappears briefly at the end of  Chandler’s next 
novel, Playback, reestablishing contact with Marlowe 
only to return in the 1959 unfinished work, Poodle 

Springs, as Marlowe’s wife. Alas, we’ll never know how 
Chandler intended to end the story of  the star-crossed lovers as 

he died while writing the book (which was eventually finished in 1989 
by another author). But as you sip your Warner Edwards Elderflower 
cocktail, you’ll always know how it began: over a Gimlet.
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Method: Shake the ingredients in a cocktail shaker, over ice, and strain 
into a chilled martini glass. Garnish with a mint leaf  or a twist of  lemon. 

Dessert Match: Strawberry & Elderflower Fool

Of all the Gimlet Joints…
Bogey and Bacall get tied up in Hollywood’s  
version of  Raymond Chandler’s The Big Sleep

• 50ml Elderflower Infused Gin 
• 20ml lemon juice 
• 25ml elderflower cordial

Elderflower Gimlet
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Historically famous bartender, Harry MacElhone of  Harry’s New 
York Bar in Paris, first mixed what he called the White Lady while 
working in London. The drink began as a mixture of  Cointreau, crème 
de menthe, and lime juice, not a particularly 
palatable concoction as it mixed two liqueurs 
while neglecting to add a spirit. It wasn’t until a 
decade later MacElhone rejigged the original to 
replace the crème de menthe with gin and on top of  it 
all threw in an egg white, giving the drink a ghostly 
appearance.  

Not so coincidentally, a White Lady is just that: a ghost, more 
specifically, ghosts that were once in love. Folklore and tall tales 
recount stories of  earthly women betrayed by their better half  only 
to end up as bleached banshees who when they appear signal death 
for those that witness their wafting wear.  

What’s more, these heartbroken haunters heed no boundaries. 
Legends of  white ladies exist in a variety of  cultures, dating back to 
Medieval England all the way up to the present-day Philippines. In 
the United States, urban legends of  adolescent apparitions, the 
result of  limousine crashes on the way to the prom, 
penetrate popular perturbation. The Maltese believe a 
white lady that stalks a sixteenth century castle put herself  
in purgatory by throwing herself  off  the castle balcony in 
her white wedding gown to avoid marrying a man she did not love.  

In the UK, the legend of  the White Lady of  Portchester Castle, first 
built in the Third Century as a Roman fort on the present-day harbour 

of  Portsmouth, persists. This particular White Lady has friends. 
A spectral monk in his black cloak are said to float 
around the castle grounds and a rider on 

horseback is sometimes seen riding at ossified 
observers, its horse’s hooves even being captured on 

tape. The 12th Century church on the castle grounds 
continues to play host to paranormal activity as 

animal sacrifices continue to occur there. 

But the ghost that most haunts the castle is that of  the 
motherly White Lady, Charlotte White. In Victorian times, Ms. 

White is thought to have thrown herself  from the castle’s keep into 
the surrounding moat with the motive of  saving her baby who had 

fallen into the moat. It was not the fall that killed but her the search 
for her child which drowned her. Today, visitors to the castle report 
seeing her phantom floating over its walls before jumping while 
feeling a general sense of  evil in the air.  

If  all of  these tails inspired Harry MacElhone to create the White 
Lady will ne’er be known. But if  you find yourself  the 

victim of  a vaporous visit from a jilted lover while you 
sip your Harrington Dry White Lady, don’t say we didn’t 

warn you. 

A Ghost of a Cocktail
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• 40ml Harrington Dry Gin 
• 20ml Cointreau 
• 20ml Lemon Juice

Method: Shake vigorously for 30 seconds, pour 
into chilled martini glass and squeeze some 
orange zest over the top  

Dessert Match: Orange and Ginger Crumble

Harrington White Lady

The Ghost with the Most
The White Lady of  the New York Public Library, ca. 1984
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Warner Edwards, the UK’s Favourite Gin, has contributed a lovely 
Valentine’s cocktail for two in its Hedgerow Martini. Another UK 
favourite to reference the hedgerow comes from one of  the nation’s 
most recognized rock songs, Led Zeppelin’s Stairway 
to Heaven. The song advises that, “If  there’s a 
bustle in your hedgerow, don’t be alarmed now. It’s 
just a spring clean for the May Queen.” 

Although it is rumoured that the song refers to a 
female acquaintance of  guitarist Jimmy Page and singer 
Robert Plant, the song is not about love per se; more so a 
love of  the interpretation of  art and more generally, a love of  the 
song. A host of  theories as to the song’s meaning has over the years 
enhanced the mystique surrounding the ballad’s eerie chord 
progressions and cryptic lyrics. 

Most interpretations center around the materialism of  the song’s 
subject such as her belief  that “all that glitters is gold” and the 
rationale that the lady believes the things she accumulates 
will lead to happiness. More pessimistic analysts think it to 
be a Satanic message that shows Led Zeppelin made a pact 
with the devil. 

But the “hedgerow” line has perhaps attracted the most debate, and a 
little controversy. Historically, hedgerows in Britain typically divided 
the terrains of  the landed classes, leading some to think the trimmed 

bushes refer to the wealth of  the song’s subject. Others believe that 
the words speak to the lady, telling her to stay the path when things go 
wrong and good things will come.  

Those trying to prove the perceived links with 
Lucifer played the line in reverse, deciphering lines 
such as “And all the evil fools who made us suffer, 
sad Satan” from the backwards track. Some even 

go so far as to conclude that the movement in the 
bush and the “spring clean for the May Queen” 

literally refers to a young girl’s first menstrual cycle, her 
coming of  age in the springtime. 

The best way to interpret most art, of  course, is to go directly to the 
source of  the art. According to Page, the song means whatever the 
listener wants it to mean. Plant explained that his lyrics portrayed “a 
woman’s quest for spiritual perfection”, going so far as to calling it “a 

simple wedding song.” 

As for the “hedgerow” line and the menstrual 
interpretation, when an Australian TV presenter referenced 

it in an interview with band members, Plant made a strange 
face and responded, “What it is, it’s the beginning of  spring, it’s when 

the birds make their nests, when hope and the new year begins. And 
it’s nothing to do with any of  that weird stuff  you read about in 
America!” Ramble on, Robert. Ramble on.

A Martini for the May Queen: for the Love of Stairway
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Interpretation Breakdown
Page and Plant Ramble On to Hell

• 2 shots Harrington Dry Gin  
• 3 shots sloe gin  
• 1 shot fresh lime juice  
• ¾ shot of  elderflower cordial  
• 2 fresh blackberries  
• 2 frozen blackberries (for the garnish)  
• ice  

Method: Shake vigorously for 30 seconds, pour through a 
cocktail strainer into the chilled martini glasses. Garnish with 
the blackberries 

Dessert pairing: Dark Chocolate Raspberry Cheesecake

Hedgerow Martini (serves 2)
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In addition to its magnificent story of  originating in Queen Victoria’s 
gardens, Warner Edwards’ Victoria Rhubarb carries a number of  
health benefits known for millennia starting with the Chinese who still 
use the plant in their herbal medicines. The prevention of  tumors and 
facilitation of  digestion are examples of  rhubarb’s bodily benefits.  

But the more interesting of  the two main ingredients in the Rhubarb 
and Ginger Sour, at least in terms of  perceived 
human health, is the ginger, especially around St. 
Valentine’s Day. For ginger is historically one of  
humanity’s most-used, and most-loved, 
aphrodisiacs. From Confucius, who is said to 
have eaten ginger every day, to the Koran, which 
welcomes its followers to Paradise with a drink 
of  ginger, to the Kama Sutra, which prescribes 
ginger for stimulating sexual drive, the spicy root 
has titillated the senses for millennia. 

But perhaps there is no more an infamous 
ginger-as-an-aphrodisiac pusher than the 18th Century French 
mistress, Madame du Barry. Born to a single mother, father unknown, 
as Jeanne Bécu, du Barry found her way to Paris, selling what little she 
had and working odd jobs along the way to survive.  

As a young girl of  twenty years, she met and became the mistress of  
an upper-class pimp, Jean-Baptiste du Barry, who installed her in his 

brothel where she began to attract a Rolodex of  wealthy clients, 
eventually making it to Versailles and gaining the interest of  King 
Louis XV, who became quickly enamored with the young courtesan. 
Due to her background, she was received coldly by the majority of  
Versailles’ bourgeoisie but her beauty - and her skill - quickly 
established her as the King’s Maîtresse-en-titre, and the court’s envy.  

One of  those skills was knowing how to animate 
her rich customers, including the King, many of  
which had moved well on in years. She did this 
through her charms, of  course, but also with 
ginger, having her suitors ingest the fresh root to 
set their blood flowing in the right direction. 

Du Barry and her centuries of  predecessors 
knew a psychological and physiological half-
secret: the smell and taste of  ginger stimulate the 
brain whereas its natural characteristics heat the 
body internally and increase circulation, all traits 

that can lead to arousal. But from a purely scientific perspective, there 
is no evidence that ginger - or any supposed natural aphrodisiac - 
directly leads to sexual proclivity. 

Does this mean that our minds are more influential in our sexual 
perception than our bodies? We suggest you drink your WE Rhubarb 
and Ginger Sour with your partner and find out for yourselves!

A GINger Fille de Joie fit for a King
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A pseudo-queen before the Guillotine
Madame du Barry holds court - and Louis XV - at Versailles in Sofia Coppola’s Marie Antoinette

WE Rhubarb & 
Ginger Sour
• 60ml Warner Edwards Rhubarb 
• 30ml Fresh Lemon Juice 
• 10ml Ginger Syrup 
• 3 Dashes Orange & Mandarin Bitters 
• 1 Egg White 
  
Method: Dry shake all ingredients then shake with 
ice before double-straining into chilled cocktail glass. 
Garnish with a lime twist. 

Dessert Match: Rhubarb Custard Pie
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FACEBOOK FRIENDS AND THE 
UK’S FAVOURITE GIN 

As the world welcomed 2015, we here at the Craft Gin Club team 
set a challenge for ourselves, for our craft distillery partners and 
for gin lovers all over the UK: to determine the nation’s favourite 
gin brand. Our February Gin of  the Month, Warner Edwards, 
came out on top, earning over 10% of  the more than 1,700 total 
votes. The “favourite” aspect of  the survey, meant to 
demonstrate the level of  loyalty felt amongst each gin’s fans, 
proved something to the more than 100 brands mentioned in the 
survey: that social media like Facebook are crucial to their 
business strategy. 

For starters, if  it weren’t for social media, the survey never 
would have seen the light of  day. The cost of  distribution 
otherwise - printing brochures, traditional and search 
advertising, email lists - would have been too great. But due to 
the nature of  the question, “What is the UK’s favourite gin?”, an 
eye-catching teaser for gin lovers, it resonated well on social 
media channels, which are pretty much word-of-mouth 
recommendations on steroids. 

the importance of social media for small business
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Distributing the survey was simple enough: 
1. The Craft Gin Club posted links to the survey on its Facebook and 
Twitter pages, tweeting directly to over 100 distillers 
2. The distillers shared the survey with their fans and followers 
3. Gin lovers shared the survey with their friends on Facebook and 
twitter followers, feeding the domino effect 

Not surprisingly, the distillers that most actively spread news of  the 
survey on their social channels received the most votes. Every day 
during the week of  the survey, Warner Edwards encouraged fans to 
show their support by posting links to the survey on their social 
media channels. 

SOCIAL SPRITS 

For independent craft distillers, brewers and budding spirits and beer 
brands, social media is integral to and essential for their businesses. 
Most of  the craft distillers with which the Craft Gin Club speaks 
refer to the importance of  the channel for their brand with some 
going so far as to say that if  it weren’t for social media, they would 
not even have launched their business.  

Tom Warner of  Warner Edwards told the Craft Gin Club just how 
crucial the medium is. “Ten years ago when there was no Facebook 
or twitter, how did you build a fan base?” he asked. “Through social 
media and talking to bloggers, we’ve driven over 150,000 unique visits 
to our website. That’s huge traffic and traffic that once would only 

have been possible through traditional PR for which guys like I us 
don’t have the budget.” 

Tom and the craft distilling industry are far from the only small 
businesses using social media to build their companies. Facebook 
claims over 30 million small business pages as of  June 2014; twitter, 
4.5 SMB accounts as of  November 2013. Many of  these businesses 
have accounts on a number of  networks: LinkedIn, Instagram, 
Pinterest, Snapchat… the list goes on.  

Outside of  the occasional item that “goes viral”, the marketing 
budgets of  small businesses are increasingly spent on social media 
that can provide more reach and engagement with potential 
customers than comparable forms of  digital advertising. Targeting by 
age group, location, birthday, interests, etc. is all possible on these 
channels, allowing small businesses to get their message only to the 
people that are interested in them. 
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Just take the gin industry. There’s Elephant Gin whose entrepreneurs 
spent time in Africa and decided to dedicate a portion of  their profits 
to two elephant reserves with which the brand works. This story has 
afforded it over 21,000 Facebook likes and over 2,200 twitter 
followers. Or a big brand such as Tanqueray whose first batch 
dripped from its Bloomsbury-based stills in 1830, granting it nearly 
200 years of  history on which its marketing can lean.  

BOON OR BURDEN? 

While social media provides obvious advantages for entrepreneurs of  
all types, the importance of  the medium begs the question, “Have 
small businesses become too reliant on social media?” The issue first 
arose with Facebook which regularly modifies its algorithm, 
sometimes with detrimental results to its users. Beginning in 2013, the 
number of  people that saw posts organically - reach for which 
businesses don’t have to pay - began to drop, and drop significantly.  

One distiller with which the Craft Gin Club recently spoke expressed 
his concern that his Facebook posts’ reach had witnessed a fall of  
over 60% even while his fans nearly tripled. In more concrete figures, 
a study by ad agency Ogilvy showed that where 16% of  a page’s fans 
used to see a page post, now that figure is often under 1%.  

Simultaneously, Facebook introduced business pages with the option 
to “boost” their posts, meaning that they can pay money to make sure 
that a post gets seen by more people. Now, small businesses with 

limited budgets need to decide whether the platform is providing 
them with the results they seek or whether other channels will be 
more effective in getting their gins onto the tastebuds of  their fans.  

To learn more from craft distillers, we suggest contacting them via 
social media. They’d love to be your friend in gin!  🍸

Warner Edwards 10.67%

Hendrick's 8.74%

Pinkster 7.27%

Rock Rose 6.98%

Mason's 6.28%

Pickerings 5.57%

Tarquin's Gin 5.16%

Anno Gin 4.34%

Edgerton Pink Gin 3.81%

Edinburgh Gin 3.64%

UK’s Favourite Gin Survey Top 10
(% of total vote)
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About twenty miles from the medieval manor house on which the 
Warner Edwards distillery sits, lies the town of  Wollaston, a bastion of  
a British industry that dates back as far as the manor. Wollaston, 
like many towns in Northamptonshire, once housed some of  the 
county’s many shoe factories. As Warner Edwards has become 
the UK’s Favourite Gin brand, Wollaston is home to one of  the 
world’s favourite, and most iconic shoe brands, Dr. Martens.  

DR. MARTENS’ SHOD STARS 

Dr. Mar tens a r r ived in the UK in 1960 when 
Northamptonshire-based shoe manufacturer R. Griggs 
Group Ltd. purchased the UK rights to a German 
brand of  footwear that had exploded in popularity 
due to its air-cushioned soles made from the 
leather of  worn rubber first used by the German 
air force. The shoe’s original 
designer was actually named 
Dr. Märtens. German army 
doctor Klaus Märtens, 
upon injuring his ankle, 
developed shoes for 
h i m s e l f  m o r e 
comfortable than his 
military-issued equivalents.  

When Dr. Martens arrived in the UK, their utility design made them 
popular amongst the working classes: postmen delivering the mail, 

policemen, factory workers and the like. It 
wasn’t long before that same utility 

design fed them into popular culture 
and put them on the main stage of  a 
booming British rock scene whose 
evolutions through the decades Dr. 
Martens has followed closely. 

The Who guitarist Pete Townshend, fed 
up with the slightly effeminate, drafty 

clothing of  the burgeoning hippy 
movement - clothing that interfered 
with his style of  guitar playing - 
switched to more practical clothing 
in 1966, including strapping a pair 

of  black, Dr. Martens 1460s to 
his feet. The durability and 
comfort of  the shoes allowed 
Townshend to bounce around 
the stage uninhibited yet with 
control, contributing to his 

blistering performances for which 
The Who is known.

GIN AND BOOTS: THE RISE AND FALL - AND RISE - OF DR. 
MARTENS AND THE NORTHAMPTONSHIRE  SHOE INDUSTRY
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Since Townshend, hundreds of  celebrities have donned Dr. Martens 
over the years. Elton John, in collaboration with The Who, sported a 
hugely oversized pair of  Dr. Martens in the Pinball Wizard scene of  
the film version of  the rock opera 
Tommy. Sid Vicious made them a 
staple of  his punk attire as Kurt 
Cobain did while playing his 90s post-
punk power chords. Miley Cyrus and 
Rhianna cont inue the brand ’s 
popularity today.  

Just as the stars have adopted the 
Northamptonshire-based brand as 
their footwear of  choice, their fans 
have followed. Dr. Martens came to 
define the fashion of  a number of  
subcul tures over the decades : 
skinheads in the late 60s and early 70s, 
punks and new wave music groups in 
the 80s, grunge fans in the 1990s. At 
the height of  their popularity during 
the grunge era, Dr. Martens was 
earning over $400 million (£266 
million) in annual revenues.  

But as fashion trends vacillate, so does cash intake. As grunge phased 
out towards the end of  the 1990s into the noughties, Dr. Martens 

became less visible in pop culture and sales suffered. In the seven years 
to 2006, revenues plunged 70% to $127 million (£84.5 million). A few 
years earlier, the company had flirted with bankruptcy and under the 

pressures of  globalization stopped all 
production in the UK moving it to 
Asia. 

The fortunes of  Dr. Martens mirror 
t h e m u c h l o n g e r h i s t o r y o f  
shoemaking in Northamptonshire. 

NORTHAMPTONSHIRE SHOES 
GO SOUTH 

With first official records of  shoe 
production dating back to 1452, 
Northamptonshire’s shoemaking 
industry blossomed due to the 
favourable resources populating the 
area as well as its geography. The 
abundance of  cattle is arguably the 
primary reason why the industry 
enjoyed success for centuries: the ease 
of  sourcing cow leather permitted 

Northamptonshire cobblers to experiment and find the most 
comfortable patterns. Plenty of  water and oak bark in the area 
facilitated the tanning of  leather. The region’s location between

A 

“And to think, I used to be a Tiny Dancer.”

“And now, ‘Who are you?’”
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London and northern cities meant that merchants passing through 
could pick up inventory on their way south. 

As the industry developed, 
Northampton, the county town, 
b e c a m e t h e c e n t r e o f  
production. At the industry’s 
apex in the mid-1800s, a census 
showed that there were 1,821 
shoemakers in the city itself. As 
the Industr ia l Revolut ion 
unfolded, these shoemakers, 
who had until then enjoyed 
cons iderable profess iona l 
independence in making their 
own schedules and working 
from their home workshop, 
began to become aggregated 
u n d e r m a n u f a c t u r e r s , 
manufacturers that eventually 
brought in the machines that 
mechanised many of  the tasks 
that independent experts had 
performed for centuries.  

With the onset of  factories, production boomed. By the mid-1860s, 
steam-fueled manufacturing houses were able to churn out 100,000 

pairs of  shoes per week - a far cry from the handful of  shoes an 
individual could cobble together in a day. And production kept 
growing. Over 45 million pairs of  shoes were produced in the region 

for soldiers in World War I, 
culminating in 1955, when the 
county’s factories stitched up 
160 million pairs. 

But just as skinheads and 
punks began adopting Dr. 
Martens in the 1970s and 
1 9 8 0 s , t h e b u l k o f  
Northamptonshire’s shoe 
industry - as is true of  many 
manufacturing industries since 
- moved to Asia, hurting the 
local economy which has 
s i n c e d e v e l o p e d i t s 
engineering prowess (see 
Formula 1 article). Only 25 
shoe b rands r ema in in 
Northamptonshire, brands 
which are for the most part, 
high end.  

But it is exactly these luxury brands that may just save an industry 
from decades of  decline.

The wrecking ball or the star 
of Northamptonshire shoes?
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WORKING CLASS TO UPPER CLASS 
  
In May of  2014, the Wall Str eet Jour nal reported that 
Northamptonshire’s shoe barons were experiencing a renaissance to 
rival that which they lived through over five hundred years ago. 
Ironically, today’s interest in top-quality, handmade British products 
like those made in Northamptonshire comes directly from the region 
to which the county’s once-strong industry exported its production: 
Asia. China, Japan, South Korea and even the Philippines have placed 
English craftsmanship in high demand leading to the opening of  
branded stores in those countries’ major cit ies. Some 
Northamptonshire shoemakers claim 70% of  their sales come from 
overseas.   

At the same time, Dr. Martens is undergoing its own revival after 
having been purchased by private equity group Permira Funds in 2013. 
Revenues increased to £209 million in the year to March 2014, a rise 
of  30%. During the same period, nearly 30 new Dr. Martens brand 
stores opened in Europe, Asia and the US.  

For a similar boost to Northampton’s burgeoning gin industry, perhaps 
Warner Edwards should get a bottle of  its Harrington Dry into the 
publicly-scrutinized hands of  the Dr. Marten’s-shod Sienna Miller.  🍸  

We won’t get shoed again
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It’s not every day that you get a little royalty in your life. But to the 
surprise of  Warner Edwards’ two distillers, Tom and Sion, their 
entrepreneurial, Northamptonshire-based spirits shop received a visit 
from the top of  the UK class system. One day, Prince Edward, Duke 
of  Kent stopped by for a taste of  the region’s first independent 
distiller’s wares, learning about the production methods and the 
booming British industry.  

Tom and Sion are thrilled by the visit and happy to have had the 
Duke try their gin. At the same time, they know that the Duke was 
primarily in the area for other reasons. For the Duke holds Formula 1 
close to his royal heart, and a large part of  the international racing 
industry is based in Northamptonshire.

DRINKING AND DRIVING WITH DISTILLERS 
AND DUKES IN THE HOME OF FORMULA 1
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A FORMULA FOR ECONOMIC SUCCESS 

The county makes up part of  what has become known as 
Motorspor ts Va l l ey, a reg ion concentra ted a round 
Northamptonshire and Oxfordshire. As tech startups cluster at 
Silicon Roundabout in London, engineering companies have 
congregated in Motorsports Valley, both British and foreign. Eight 
Formula 1 teams from Red Bull to Mercedes have established 
bases in the Valley in order to have direct access to engineering 
talent and as a central point from which to ship their exquisitely-
designed machines to races around Europe.  

Formula 1 contributes tremendously to the local economy. In 2013 
alone the area’s motorsport-related activities generated £9 billion 
in revenues, almost double the intake of  2000. 41,000 people are 
indirectly employed by the industry across 4,500 companies with 
5,000 people directly making a living from Formula 1 companies. 
With research and development investments at 25% of  revenues, 
motorsports also holds one of  the UK’s highest places in investing 
in the country’s future businesses and products. 

The reason for the pool of  innovation, as often occurs, has to do 
with the military and its investment in engineering for wartime 
machines. In this case, Northamptonshire and the surrounding 
area were particularly suited for the development, construction 
and flying of  the lightweight aircraft designed to outmaneuver the 
enemy in World War II. With the close of  the war, the engineers in 
the area perceived a shortage of  automobiles which they 
enthusiastically began constructing, testing and racing on the 
tracks of  the airfields no longer in use.  

One of  those airfields used by the Royal Air Force as a bomber 
station, RAF Silverstone, was transformed after the war into what 
remains today the UK’s premier race track, Silverstone Circuit. 
Silverstone hosted the first modern British Grand Prix in 1950, a 
race that also marked the first world championship Grand Prix 
held by Formula 1. The Circuit continues to host the British 
Grand Prix, a contract it holds until 2026, and is the main 
attract ion for the over 2 mil l ion people that vis i t 
Northamptonshire motorsports venues annually.
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BRITISH RACING LEGINS 

Before Silverstone, the British Grand Prix had enjoyed a brief  moment 
in the 1920s. A young daredevil named Henry Seagrave, who 
eventually became Sir Henry O’Neil de Hane Seagrave, founded the 
r ace a t the Sur rey -based 
Brooklands Oval in 1926 after 
singlehandedly creating an 
interest for motorsports in 
Britain by winning the French 
and San Sebastian Grand Prix a 
few years prior. But the first 
British Grand Prix series lasted 
for a mere two years. Seagrave 
didn’t even race in one. By the 
time the race arrived in England, 
Seagrave, had moved on to even 
riskier pursuits, chasing the land 
and water speed records, both of  
wh i ch he c ap tu r ed , he ld 
simultaneously, and for which he 
was knighted.  

Even if  his attempt at establishing a British championship race was 
short-lived, Seagrave did pave the way for the permanent Grand Prix 
as well as for a man similar to himself  that rekindled the country’s 
interest in motorsports in the 1960s, Scottish racer, Jim Clark. Clark 

won five British Grand Prix between 1962 and 1967, including three at 
Silverstone - two of  which were World Championships - and four 
consecutive races from 1962 to 1965.  

The young driver had a penchant for Lotus automobiles which helped 
him to win twenty-five Grand 
Prix races in total, more than 
anyone else at the time of  his 
untimely death. Ironically, the 
cars he loved so much led to 
his demise as his Lotus 
careened off  the track during a 
minor race in Germany, 
crashing into t rees and 
breaking his neck. The UK 
hero, who is considered to be 
the greatest race driver of  all 
time by some, was only 32. His 
predecessor, Seagrave, had 
met a similar fate at 33 after 
crashing his boat while trying 
to beat his own speed record. 
But neither died at their 

favourite race track, which has seen four racing deaths in its relatively 
short existence, all evidence that drinking is far from the only danger 
while driving.  🍸  

Sir Seagrave sans Silverstone
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Next you jaunt down to the local butcher to pick up some meat to 
enjoy after your Warner Edwards Harrington Dry Gin Martini, you 
may be lucky enough to continue enjoying Tom and Sion’s products. 
As the botanicals seep into the base spirit, the two distillers maintain 
a side job of  hosting cattle and sheep that feed on the grassy terrain 
of  the Manor House turned distillery that then go on to the abattoir. 
Little to the livestock’s knowledge, they sit at the center of  an 
international debate pitting marketing departments against consumer 
protection associations and overseen by differing governments. The 
debate concerns how to label the livestock and a host of  
complementary foodstuffs on consumer-facing packaging, which 
some shoppers feel fools them with exaggerated terminology. 

In the same way that Tom and Sion’s guests are at the center of  a 
naming debate, so do the two distillers find themselves at the center 
of  another: the labeling of  products in the spirits and beer categories. 
As gin genies and beer boozers enjoy the wide variety of  spirits and 
ales produced by small-scale entrepreneurs, they have cried foul as a 
growing number of  multinational corporations label their own 
products with cutesy names that might not reflect the true origins of  
the drinks.  

The breadth and vagueness of  this labeling terminology can be 
confusing at best and pave a path for outright lies at worst. The next 
two pages takes a look at some of  this terminology, both for food 
and drink, to try to make some sense of  the maze of  marketing mojo.

Cows and Craft
The Controversial Terminology of 
Food and Drink Marketing
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The term sounds pretty direct, but “grass-fed” proves a bit more difficult to 
comprehend than you’d think. The American Grassfed Association defines a 
grass-fed cow by four traits: diet, confinement, antibiotics and hormones, 
and origin. An American-born cow whose farmer would like to label it grass 
fed in the supermarket cannot feed the cow any type of  grain which cows do 
not eat naturally as diet is limited to grasses, hays and legumes as well as 
mother’s milk after birth. Cows must be able to roam pastures and not be 
shoved in feedlots, places which often inject the cows with antibiotics and 
hormones also banned by the grass-fed label. Even if  a cow falls ill and is 
treated with antibiotics, it no longer qualifies as grass-fed. The term “grass-
fed” falls under the category of  “free range” by some definitions.  

Despite its seeming transparency, “natural” is actually less natural than 
“organic”. The only requirements for “natural” restrict the use of  artificial 
ingredients, flavourings or colourings. Natural meats can be “minimally” 
processed, according to the US Department of  Agriculture, meaning that 
ground meat qualifies. However, natural meat can come from animals that 
have been finished in feedlots which are widely considered to be unsanitary 
for the animals and for the environment. Animals whose meat is considered 
“natural” are also likely to have been injected with growth-promoting 
hormones and antibiotics. There are also no rules against feeding “naturally-
raised” animals genetically modified foods (GM). 

GRASS-FED

NATURAL

“Organic” goes beyond the way in which animals are fed or plants are raised 
to encompass the food production cycles as well as the treatment of  the land 
on which the food is produced. UK organic standards are enshrined in 
European law, enforced by DEFRA and campaigned for by the Soil 
Association, a charity. Obtaining an “organic certification” allows food 
producers to label their products as such. For food producers to qualify for 
an organic certification, they must meet European Commission regulations 
which stipulate that for a food to be labeled organic, 95% of  its ingredients 
must be considered organic. Natural fertilizers and pesticides can be used to 
protect crops, but chemically produced substitutes are not allowed. 
Hormones and antibiotics are also banned when treating animals. 

ORGANIC

The debate over Genetically Modified Organisms has raged for nearly thirty 
years, from about the time when the American government first permitted 
their use. The genetic makeup of  these foods is modified in laboratories for 
reasons as diverse as making them resistant to pests and rot to increasing 
growth rates and yields. Although widely used in the Americas and Asia, the 
European Union has for the most part banned their use. However, in the 
UK, many farmers use genetically-modified animal feed unbeknownst to 
consumers. Although many remain wary of  consuming GMOs, there is not 
yet any scientific proof  that they are dangerous for human consumption. 
Proponents also point to the perceived necessity to use GMO crops to 
replenish food shortages as the global population grows.

GENETICALLY MODIFIED
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Legislation first introduced by the European Union in 1992 aims to certify 
that certain products come from specified places using traditional methods 
of  production. The regulations pertain to a wide scope of  agricultural 
products including cereals, fish and even wool. Protected Designation of  
Origin (PDO) ensures that, for instance, a British cheese producer cannot 
label her product as Camembert, as real Camembert cheese can only be made 
in the French village according to its methods. Many wines, beers and spirits 
are also protected and are labeled as such. In the UK, Scotch Whisky is 
defined as having an ABV of  at least 40% and that all production must be 
done in Scotland. Until recently, Plymouth Gin enjoyed a PDO but the 
brand’s owner, Pernod Ricard has declined to renew the protection. 

As Northamptonshire’s Warner Edwards is one of  the UK’s first micro-
distilleries, the world’s first microbrewery opened its doors in 
Northamptonshire in 1974. Alongside beer production, the Litchborough 
Brewery included training classes and training courses which a number of  
aspiring UK microbrewers attended. “Micro” originally referred to the size 
of  breweries’ production but grew to represent a movement of  
conscientious drinkers fed up with the low-quality, mass-produced beers and 
spirits that dominated the market in the 1960s, 70s and 80s. Brewers and 
distillers that consider themselves micro often sell directly to consumers on 
their premises for home consumption whereas setups such as brewpubs and 
distillery bars serve visitors pints and cocktails on the premises.

DESIGNATION OF ORIGIN

MICRO

“Craft” can be, at the same time, an all-encompassing and a rather vague 
term. In the United States, the Brewers Association originally defined a craft 
brewery as one that uses at least 50% “traditional or innovative” ingredients 
but removed the clause in order to allow long-existing brewers with a craft 
heritage whose products included adjuncts as ingredients. In the UK, the 
Craft Distillers Association applies its interests to “small spirits producers 
(and related industries) from across the world wishing to retail their products 
in the United Kingdom”. The American Distilling Institute takes this a step 
further, capping the maximum level of  production of  a craft distiller to 
52,000 annual cases and ensuring that the spirit is produced in a distillery at 
least 75% owned by craft distillers - not a contract distiller. 

CRAFT

Whereas “craft” and “micro” have varying levels of  definitions by industry 
bodies, other words you may have seen used by alcoholic beverage producers 
lack any sort of  oversight. Terms such as “small-batch”, “artisan” and 
“handcrafted” sound nice when put on a bottle or packaging and for the 
most part, the brewers, distillers and winemakers that employ those terms do 
indeed abide by the methods they represent. But beers, spirits and wines 
produced by large firms often print these terms on their labels as well, 
leading to market confusion. Consumers can be easily duped by a drink that 
sells itself  as small-batch but is actually produced by a large corporation. 
Indeed, these terms, however effective at convincing consumers to fork over 
cash, are largely marketing jargon. 

ALTERNATE TERMS
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