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BRAND
PARTNERSHIP
OPPORTUNITIES

THREE DAYS. ONE CITY.  THOUSANDS OF PEOPLE TO CONNECT WITH.



Born in 2018 around the culture of gin, mixology, and food, Fish & Gin has
evolved over the years into an urban experience that brings together
nightlife, music, entertainment, gastronomy, culture, and the local
area.

Since 2026, the Festival has been held in the historic center of Galatina.

For three days, squares, clubs, businesses, buildings, and other
locations in the city become part of a single itinerary to be explored and
experienced.

THE CITY IS THE VENUE.
 THE FESTIVAL IS THE PLATFORM.

NOT JUST A FESTIVAL.
AN URBAN EXPERIENCE IN PUGLIA.

FISH AND GIN
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FISH & GIN TODAY
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FISH AND GIN

30000+ PEOPLE.
ONE HISTORIC CITY CENTRE.
THREE DAYS OF EXPERIENCE.
2026 marked the first year of Fish & Gin's new urban format in Galatina.

30,000+ ATTENDEES
during the three days of the

Festival

APPROXIMATELY 1 KM OF
CORE FESTIVAL ROUTE

4 MUSICAL AREAS

10 COCKTAIL
BAR

18 SELLING MODEL
STATIONS

Squares, shops, restaurants, historic buildings, rooftops, and cultural venues
complete a journey where the audience isn't left stuck in front of a single stage.

Source: Fish & Gin Festival organization data, Galatina 2026.
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YOUNG. BALANCED.
EXPERIENCE-DRIVEN.

THE NEW
 URBAN FORM

AT

The Fish & Gin audience profile was analyzed through independent
research conducted during the 2023 and 2024 editions of Gallipoli, with
questionnaires administered directly to the Festival audience.

88% UNDER 40
in the 2024 sample

46%
up to 25 years

20%
26–30 years

22%
30–40 years

51% WOMEN ·
49% MEN

A young audience, but not exclusively “young”,
substantially balanced by gender.

NOT JUST BEVERAGE.
 MUSIC. SOCIALITY. DISCOVERY. EXPERIENCE.
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MORE THAN A COCKTAIL FESTIVAL.
A CULTURAL AND SOCIAL GATHERING.
The 2024 research shows that Fish & Gin is perceived by the public through
a dimension that goes beyond the product.

88%

83%

82% consider Fish & Gin a cultural event

he considers it a mass event

of those who perceive it as a mass event, they attribute a positive value to this dimension

The Festival is experienced as a collective experience made up of:

MUSIC SOCIALITY CULTURE ENTERTAINMENT DISCOVERY TERRITORY

NOT JUST A BEVERAGE EVENT.

 A LARGE-SCALE CULTURAL AND SOCIAL EXPERIENCE.
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A GROWING DESTINATION.
A MORE INTERNATIONAL AUDIENCE.

PUGLIA. THE DESTINATION AROUND THE FESTIVAL

Fish & Gin lives within a destination that continues to strengthen its tourism influence.

In 2025 Puglia surpassed:

6.7 MILLION TOURIST
ARRIVALS

22.7 MILLION
ATTENDANCES

with a growth compared to 2024 of approximately:

+13% ARRIVALS

with a growth compared to 2024 of approximately:

+25.1% FOREIGN
ARRIVALS

+22.6% FOREIGN
PRESENCES

+10% ATTENDANCE

For a brand, being present at Fish & Gin
therefore means connecting with an
audience within a destination increasingly
capable of attracting Italian and
international visitors.

Source: Puglia 2025 tourism data collected in the Fish & Gin project materials.

THE FESTIVAL BRINGS THE MOMENT.
PUGLIA MULTIPLIES ITS VALUE.
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NOT JUST WHERE
FISH & GIN HAPPENS.
Galatina is an integral part of the experience.

In recent years the destination has recorded:

+27% TOURIST
PRESENCES

And June shows even more significant growth:

+53%
APPROXIMATELY
ATTENDANCES IN

THE MONTH

in the last four years
analyzed

A sign of an expanding tourist season and an
increasingly lively city even before the
traditional peak summer months.

During Fish & Gin, locals, visitors, and tourists
gather in the same historic center.

A GROWING DESTINATION.
 A CITY READY FOR JUNE.
 FISH & GIN GROWS WITH IT.

Source: Puglia DMS Observatory — analysis of tourist presences 2022–2026.

PUGLIA. THE DESTINATION AROUND THE FESTIVAL
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NOT ONE VENUE.
MULTIPLE TOUCHPOINTS.
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In Galatina the public does not enter a delimited space.

It crosses the historic center and moves continuously between:

PUGLIA. THE DESTINATION AROUND THE FESTIVAL

MUSIC FOOD & DRINK RESTAURANT

SHOPPING CULTURE NIGHTLIFE HOSPITALITY

Source: Feedback collected by the Fish & Gin organization
from local operators, Galatina 2026. The data is indicative

and does not derive from a certified statistical survey.

Source: Feedback collected by the Fish & Gin organization
from local operators, Galatina 2026. The data is indicative

and does not derive from a certified statistical survey.

During the 2026 edition, feedback collected from local operators revealed, in
some cases, business volumes up to 5 times higher than a normal weekend of
the same period.

For a brand, this means being able to connect with people at different times,
places, and in different ways.



BEFORE THEY REACH GALATINA,
WE REACH THEIR FEEDS.

1,055,160+
VIEWS

172,748 ACCOUNTS
REACHED

76.2% USERS REACHED
 WHO DIDN'T YET FOLLOW THE FESTIVAL

CHANNELS

24,813+
INTERACTIONS

23,258 VISITS TO THE
OFFICIAL PROFILE

FROM CITY EXPERIENCE TO DIGITAL REACH.

PUGLIA. THE DESTINATION AROUND THE FESTIVAL

FISH AND GIN
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In 2026 the Festival's communication generated:

The physical dimension of the Festival is thus combined with a digital
reach capable of reaching new audiences as well.

Source: Fish & Gin Festival social media report, 2026 campaign.
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FROM AUDIENCE TO OPPORTUNITY.
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THE AUDIENCE RECOGNISES THE
VALUE OF BRAND PRESENCE.
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The 2024 research shows that the presence of brands within Fish & Gin is
not perceived as an element extraneous to the experience.

92% believes that participation in events like Fish & Gin can help improve the
positioning and awareness of participating brands.

83% believes that the presence of internationally known brands increases the
perceived value of the Festival and the Puglia brand.

So it's not just a question of visibility.

Value is born when brands, festivals, and territories are able to mutually
strengthen each other within the same experience.

Source: Economic, sociological, and touristic effects of the Fish and Gin Festival, Gallipoli 2024 edition.

BRAND. FESTIVAL. DESTINATION.

 ONE SHARED EXPERIENCE.

BRAND RELEVANCE



FISH AND GIN

THREE DAYS.
ONE CITY.
ONE LIVE CONSUMER PLATFORM.
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Fish & Gin brings together audiences, territory, tourism, nightlife,
entertainment and content in the same context.

For a non-beverage brand, the opportunity isn't simply being visible at a
festival.

It's using Fish & Gin as a platform to create a real point of contact with
people.

A place where a campaign can become an experience.
A product can become a test.
A service can become a utility.
Content can be born from audience engagement. DON’T JUST ADVERTISE TO THE AUDIENCE.

BECOME PART OF WHAT THEY EXPERIENCE.

THE OPPORTUNITY
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FISH AND GIN

START WITH THE OBJECTIVE.
NOT WITH THE SPACE.

THE OPPORTUNITY

A partnership can be built on very different goals.

BUILD AWARENESS
Strengthen brand presence and recognition.

CREATE ENGAGEMENT
Transforming contact into participation.

GENERATE LEADS
Create concrete opportunities for acquisition and relationships.

DRIVE PRODUCT TRIAL
Bringing products and services directly into the hands of the public.

CREATE CONTENT
Generating experiences capable of becoming content.

BUILD RELATIONSHIPS
Engage customers, stakeholders, and strategic communities.

FIRST THE OBJECTIVE.
THEN THE EXPERIENCE.



FISH AND GIN

ONE FESTIVAL.
FIVE WAYS TO BE PART OF IT.
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Brand presence can develop along five directions.

OWN
Associate the brand with a

space or moment of the Festival.

ACTIVATE
Create a proprietary experience that

directly engages your audience.

SERVE
Integrating a product or service into

people's real-world experiences.

AMPLIFY
Expand the project through content, social

media, creators, and communications.

Squares, commercial activities, historic buildings, music areas and
other places in the city can become the context of the project.

HOST
Creating experiences dedicated to

customers, stakeholders and communities.

Fonte progettuale: Brand Partnership Opportunities 2027.

NOT A FIXED FORMAT.
A CITY OF POSSIBILITIES.



OW
N A PART OF THE FESTIVAL

MAIN STAGE

MUSIC AREA
WELCOME AREASOCIAL HUB

BRAND LOUNGE URBAN HUB

DON’T JUST APPEAR AT THE FESTIVAL.OWN A PART OF IT.
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FISH AND GIN

PUT YOUR NAME ON A REAL PART OF
THE EXPERIENCE.
Recognizable spaces and moments of the Festival can become partnership
assets through dedicated naming and branding.

Depending on the project, the presence can integrate physical
branding, installations, LED walls, content, and communications
connected to the space.



DON’T JUST ENTER THE FESTIVAL.
BRING SOMETHING NEW TO IT.CREATE YOUR OW

N EXPERIENCE

Fish & Gin could become the context in which to create a proprietary brand format.
An existing concept can be brought to Galatina or developed together with the organization.

AUTOMOTIVE
Mobility Hub · Display · Test Drive

FASHION & BEAUTY
Pop-Up · Creator Activation · Photo Opportunity

TECH & TELCO
Digital Experience · Connectivity · Interactive Installation

BANKING & FINTECH
Consumer Engagement · Payment Experience · Contest

ENERGY
Charging Hub · Urban Installation

RETAIL & FMCG
Sampling · Gaming · Product Trial

In 2024, 77% of respondents said they would be willing to pay to access additional initiatives and
services related to the Festival.

This data indicates an openness to experiences capable of adding value to participation.

FISH AND GIN
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THE MOST EFFECTIVE BRAND PRESENCE
CAN ALSO BE THE MOST USEFUL ONE.
A partnership can integrate products and services directly into the life of the Festival.

MOBILITY
Solutions for arrivals, travel, and mobility.

ENERGY
Charging points and dedicated services.

TELCO & TECH
Connectivity, technology and digital experience.

BANKING & FINTECH
Payment experience and services related to purchasing moments.

OTHER SERVICES
New solutions can be developed based on the public's real needs.

The brand doesn't just communicate something. IT BECOMES USEFUL WHILE PEOPLE

LIVE THE FESTIVAL.



FROM
 EXPERIENCE TO M

EASURABLE RESULTS

EXPERIENCE
participants

access to activation
participants in dedicated activities

on-site interactions

PRODUCT & TRIAL
sampling distribuited

product trial
coupon e redemption

LEAD GENERATION
QR scan

registrations
contest entries
leads collected

CONTENT & AWARENESS
reach

views / impressions
engagement

content products
digital interactions

CONVERSION
redemption
transactions

sale when the format and tracking
systems allow it

EVERY ACTIVATION CAN
HAVE ITS OWN KPI.
A partnership is designed by defining, when technically possible, indicators
consistent with the activation objectives.

FISH AND GIN
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KPIs and measurement tools are defined during the design phase based on the activation.



BEFORE
Partnership launch

Activation presentation

Dedicated contents

FROM
 EXPERIENCE TO M

EASURABLE RESULTS

DURING
Social content

Reel and Stories
Live production

Creator activation
Experience story

AFTER
Post-event content

Recap Materials produced during the activation

Possible reuse in partner communications

WHAT HAPPENS IN GALATINA
DOESN’T HAVE TO STAY IN GALATINA.
The brand's presence can begin before the Festival, last
throughout the three days, and continue after the event.

Depending on the project, PR, media and press office
activities can also be integrated.

Source: Social, digital, and PR assets planned by the partnership program.

FISH AND GIN
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NOT EVERY BRAND EXPERIENCE
HAS TO BE FOR EVERYONE.HOSPITALITY & RELATIONSHIP

Fish & Gin can also become the context for creating moments dedicated to the partner's guests.

PRIVATE EXPERIENCES
invitation-only events

private tastings
dedicated moments

FOOD & DRINK
dinners

cocktail pairings
food and wine experiences

CULTURE & DESTINATION
tours and experiences in Galatina

DEDICATED HOSPITALITY
customers

stakeholders
creators

collaborators
strategic communities

A partnership can thus work simultaneously on the consumer
audience and on the brand's strategic relationships. Source: Social, digital, and PR assets planned by the partnership program.

YOUR GUESTS.
A DIFFERENT WAY TO
EXPERIENCE PUGLIA.

FISH AND GIN
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BUILD YOUR PARTNERSHIP

ASSET LOCATION
DURATION ACTIVATION
BRANDING PRODUCTION
CONTENT SERVICES
HOSPITALITY
EXCLUSIVITY

THE RIGHT PARTNERSHIP IS BUILT
AROUND THE PROJECT.

NO STANDARD PACKAGES.
NO ONE-SIZE-FITS-ALL PARTNERSHIPS.
Fish & Gin does not offer a single price list valid for all partners.

The partnership is built on the basis of:

It can take different forms:

MAIN PARTNER
CATEGORY PARTNER
OFFICIAL PARTNER
ACTIVATION PARTNER

For more strategic projects,
the exclusivity of the product
category can also be assessed
based on the investment, the
scope of the partnership, the
assets required, and existing
partnerships.

Source: Fish & Gin 2027 commercial structure.

FISH AND GIN
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BRIEF
Objectives

Target
Needs
Budget

DESIGN
Concept
Format

Location
Touchpoint KPI

BUILD
Production

Services
Local Partners

Technique
Contents

ACTIVATE
The project enters the
Festival and becomes

part of the experience.

FROM
 IDEA TO EXECUTION

FROM BRIEF TO LIVE
EXPERIENCE.

ONE PARTNER.
ONE PROJECT. ONE PROCESS.
Each partnership is developed through a shared path.

The project enters the Festival and becomes part of the experience.

Fish & Gin can work directly with the brand or integrate with agencies,
suppliers, and partners already involved in the project.

Source: Partnership 2027 Operating Model.Source: Partnership 2027 Operating Model.

FISH AND GIN
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A PROJECT W
ITH CREDIBILITY

FISH AND GIN
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EIGHT YEARS.
A PLATFORM BUILT OVER TIME.
Since 2018, Fish & Gin has been building relationships with the public, brands,
producers, professionals, and the local area.

For five consecutive editions, the Festival has been among the 30 Major Events
supported by the Puglia Region / Pugliapromozione.

This journey has now allowed the project to enter a new phase: not only to grow
as a festival, but also to become an increasingly attractive property for brands
looking to engage in Puglia through audience, experience, and local territory.

Source: Fish & Gin Festival materials.

BUILT OVER TIME.READY FOR WHAT’S NEXT.



SCAN THE QR CODE TO
SUBMIT YOUR

APPLICATION.

STEFANO MAGLIO — MANAGEMENT / PARTNERSHIPS
DIREZIONE@FISHANDGINFESTIVAL.COM
+39 371 162 3228

FISH AND GIN GALATINA COCKTAIL WEEKEND 11 · 12 · 13 JUNE 2027

THREE DAYS IN PUGLIA.
ONE CITY TO ACTIVATE.
YOUR BRAND INSIDE
THE EXPERIENCE.
Fish & Gin 2027 is ready to build partnerships with brands
that want to go beyond traditional presence and create
something that the public can truly experience.

LET’S BUILD
YOUR NEXT

BRAND MOMENT
IN PUGLIA.

mailto:direzione@fishandginfestival.com
mailto:direzione@fishandginfestival.com

	BRAND PARTNERSHIP OPPORTUNITIES
	FISH & GIN TODAY

	NOT JUST A FESTIVAL.
	AN URBAN EXPERIENCE IN PUGLIA.
	Born in 2018 around the culture of gin, mixology, and food, Fish & Gin has evolved over the years into an urban experience that brings together nightlife, music, entertainment, gastronomy, culture, and the local area.
	Since 2026, the Festival has been held in the historic center of Galatina.
	For three days, squares, clubs, businesses, buildings, and other locations in the city become part of a single itinerary to be explored and experienced.
	THE CITY IS THE VENUE.
	THE FESTIVAL IS THE PLATFORM.
	FISH AND GIN


	30000+ PEOPLE.
	ONE HISTORIC CITY CENTRE.
	THREE DAYS OF EXPERIENCE.
	2026 marked the first year of Fish & Gin's new urban format in Galatina.
	30,000+ ATTENDEES
	during the three days of the Festival

	APPROXIMATELY 1 KM OF CORE FESTIVAL ROUTE
	4 MUSICAL AREAS
	10 COCKTAIL BAR
	18 SELLING MODEL STATIONS
	Squares, shops, restaurants, historic buildings, rooftops, and cultural venues complete a journey where the audience isn't left stuck in front of a single stage.


	FISH AND GIN
	THE NEW URBAN FORMAT

	YOUNG. BALANCED. EXPERIENCE-DRIVEN.
	The Fish & Gin audience profile was analyzed through independent research conducted during the 2023 and 2024 editions of Gallipoli, with questionnaires administered directly to the Festival audience.
	88% UNDER 40
	in the 2024 sample

	46%
	up to 25 years

	20%
	26–30 years

	22%
	30–40 years

	51% WOMEN · 49% MEN
	A young audience, but not exclusively “young”, substantially balanced by gender.
	NOT JUST BEVERAGE.
	MUSIC. SOCIALITY. DISCOVERY. EXPERIENCE.


	82%
	83%
	88%
	PUGLIA. THE DESTINATION AROUND THE FESTIVAL
	FISH AND GIN


	A GROWING DESTINATION.
	A MORE INTERNATIONAL AUDIENCE.
	Fish & Gin lives within a destination that continues to strengthen its tourism influence.
	In 2025 Puglia surpassed:
	For a brand, being present at Fish & Gin therefore means connecting with an audience within a destination increasingly capable of attracting Italian and international visitors.
	6.7 MILLION TOURIST ARRIVALS
	22.7 MILLION ATTENDANCES
	with a growth compared to 2024 of approximately:

	+13% ARRIVALS
	+10% ATTENDANCE
	THE FESTIVAL BRINGS THE MOMENT.
	PUGLIA MULTIPLIES ITS VALUE.
	with a growth compared to 2024 of approximately:


	+25.1% FOREIGN ARRIVALS
	+22.6% FOREIGN PRESENCES
	PUGLIA. THE DESTINATION AROUND THE FESTIVAL
	FISH AND GIN



	NOT JUST WHERE FISH & GIN HAPPENS.
	Galatina is an integral part of the experience.
	In recent years the destination has recorded:
	A sign of an expanding tourist season and an increasingly lively city even before the traditional peak summer months.
	During Fish & Gin, locals, visitors, and tourists gather in the same historic center.

	+27% TOURIST PRESENCES
	And June shows even more significant growth:
	A GROWING DESTINATION.
	A CITY READY FOR JUNE.
	FISH & GIN GROWS WITH IT.

	+53% APPROXIMATELY ATTENDANCES IN THE MONTH
	in the last four years analyzed
	PUGLIA. THE DESTINATION AROUND THE FESTIVAL
	FISH AND GIN



	NOT ONE VENUE.
	MULTIPLE TOUCHPOINTS.
	In Galatina the public does not enter a delimited space.
	It crosses the historic center and moves continuously between:
	MUSIC
	FOOD & DRINK
	RESTAURANT
	SHOPPING
	CULTURE
	NIGHTLIFE
	HOSPITALITY
	During the 2026 edition, feedback collected from local operators revealed, in some cases, business volumes up to 5 times higher than a normal weekend of the same period.
	For a brand, this means being able to connect with people at different times, places, and in different ways.
	PUGLIA. THE DESTINATION AROUND THE FESTIVAL
	FROM CITY EXPERIENCE
	TO DIGITAL REACH.
	FISH AND GIN



	BEFORE THEY REACH GALATINA, WE REACH THEIR FEEDS.
	In 2026 the Festival's communication generated:
	1,055,160+ VIEWS
	172,748 ACCOUNTS REACHED
	76.2% USERS REACHED
	WHO DIDN'T YET FOLLOW THE FESTIVAL CHANNELS

	24,813+ INTERACTIONS
	23,258 VISITS TO THE OFFICIAL PROFILE
	The physical dimension of the Festival is thus combined with a digital reach capable of reaching new audiences as well.


	FROM AUDIENCE TO OPPORTUNITY.
	92%
	83%
	THE OPPORTUNITY

	THREE DAYS.
	ONE CITY.
	ONE LIVE CONSUMER PLATFORM.
	Fish & Gin brings together audiences, territory, tourism, nightlife, entertainment and content in the same context.
	For a non-beverage brand, the opportunity isn't simply being visible at a festival.
	It's using Fish & Gin as a platform to create a real point of contact with people.
	A place where a campaign can become an experience.
	A product can become a test.
	A service can become a utility.
	Content can be born from audience engagement.
	DON’T JUST ADVERTISE TO THE AUDIENCE.
	BECOME PART OF WHAT THEY EXPERIENCE.

	FIRST THE OBJECTIVE.
	THEN THE EXPERIENCE.
	NOT A FIXED FORMAT.
	A CITY OF POSSIBILITIES.
	OWN A PART OF THE FESTIVAL

	PUT YOUR NAME ON A REAL PART OF THE EXPERIENCE.
	Recognizable spaces and moments of the Festival can become partnership assets through dedicated naming and branding.
	MAIN STAGE
	WELCOME AREA
	SOCIAL HUB
	MUSIC AREA
	URBAN HUB
	BRAND LOUNGE
	Depending on the project, the presence can integrate physical branding, installations, LED walls, content, and communications connected to the space.

	DON’T JUST APPEAR AT THE FESTIVAL.
	OWN A PART OF IT.
	CREATE YOUR OWN EXPERIENCE


	DON’T JUST ENTER THE FESTIVAL.
	BRING SOMETHING NEW TO IT.
	Fish & Gin could become the context in which to create a proprietary brand format.
	An existing concept can be brought to Galatina or developed together with the organization.
	AUTOMOTIVE
	Mobility Hub · Display · Test Drive

	FASHION & BEAUTY
	Pop-Up · Creator Activation · Photo Opportunity

	TECH & TELCO
	Digital Experience · Connectivity · Interactive Installation

	BANKING & FINTECH
	Consumer Engagement · Payment Experience · Contest

	ENERGY
	Charging Hub · Urban Installation

	RETAIL & FMCG
	Sampling · Gaming · Product Trial
	In 2024, 77% of respondents said they would be willing to pay to access additional initiatives and services related to the Festival.
	This data indicates an openness to experiences capable of adding value to participation.


	THE MOST EFFECTIVE BRAND PRESENCE CAN ALSO BE THE MOST USEFUL ONE.
	A partnership can integrate products and services directly into the life of the Festival.
	MOBILITY
	Solutions for arrivals, travel, and mobility.

	ENERGY
	Charging points and dedicated services.

	TELCO & TECH
	Connectivity, technology and digital experience.

	BANKING & FINTECH
	Payment experience and services related to purchasing moments.

	OTHER SERVICES
	New solutions can be developed based on the public's real needs.
	IT BECOMES USEFUL WHILE PEOPLE LIVE THE FESTIVAL.
	The brand doesn't just communicate something.

	FROM EXPERIENCE TO MEASURABLE RESULTS


	EVERY ACTIVATION CAN HAVE ITS OWN KPI.
	A partnership is designed by defining, when technically possible, indicators consistent with the activation objectives.
	EXPERIENCE
	participants
	access to activation
	participants in dedicated activities
	on-site interactions

	LEAD GENERATION
	QR scan
	registrations
	contest entries
	leads collected

	CONTENT & AWARENESS
	reach
	views / impressions
	engagement
	content products
	digital interactions

	PRODUCT & TRIAL
	sampling distribuited
	product trial
	coupon e redemption

	CONVERSION
	redemption
	transactions
	sale when the format and tracking systems allow it
	KPIs and measurement tools are defined during the design phase based on the activation.
	FROM EXPERIENCE TO MEASURABLE RESULTS

	AFTER
	Post-event content
	Recap Materials produced during the activation Possible reuse in partner communications
	FISH AND GIN



	WHAT HAPPENS IN GALATINA DOESN’T HAVE TO STAY IN GALATINA.
	The brand's presence can begin before the Festival, last throughout the three days, and continue after the event.
	BEFORE
	Partnership launch
	Activation presentation
	Dedicated contents

	DURING
	Social content
	Reel and Stories
	Live production
	Creator activation
	Experience story
	Depending on the project, PR, media and press office activities can also be integrated.
	HOSPITALITY & RELATIONSHIP
	FISH AND GIN



	NOT EVERY BRAND EXPERIENCE HAS TO BE FOR EVERYONE.
	Fish & Gin can also become the context for creating moments dedicated to the partner's guests.
	YOUR GUESTS.
	A DIFFERENT WAY TO EXPERIENCE PUGLIA.
	PRIVATE EXPERIENCES
	invitation-only events
	private tastings
	dedicated moments

	FOOD & DRINK
	dinners
	cocktail pairings
	food and wine experiences

	CULTURE & DESTINATION
	tours and experiences in Galatina

	DEDICATED HOSPITALITY
	customers
	stakeholders
	creators
	collaborators
	strategic communities
	A partnership can thus work simultaneously on the consumer audience and on the brand's strategic relationships.


	ASSET LOCATION DURATION ACTIVATION BRANDING PRODUCTION CONTENT SERVICES HOSPITALITY EXCLUSIVITY
	MAIN PARTNER CATEGORY PARTNER OFFICIAL PARTNER ACTIVATION PARTNER
	FROM IDEA TO EXECUTION

	ONE PARTNER.
	ONE PROJECT. ONE PROCESS.
	Each partnership is developed through a shared path.
	DESIGN
	BUILD
	BRIEF
	ACTIVATE
	The project enters the Festival and becomes part of the experience.
	The project enters the Festival and becomes part of the experience.
	Fish & Gin can work directly with the brand or integrate with agencies, suppliers, and partners already involved in the project.

	FROM BRIEF TO LIVE EXPERIENCE.

	A PROJECT WITH CREDIBILITY
	BUILT OVER TIME.
	READY FOR WHAT’S NEXT.
	FISH AND GIN


	EIGHT YEARS.
	A PLATFORM BUILT OVER TIME.
	Since 2018, Fish & Gin has been building relationships with the public, brands, producers, professionals, and the local area.
	For five consecutive editions, the Festival has been among the 30 Major Events supported by the Puglia Region / Pugliapromozione.
	This journey has now allowed the project to enter a new phase: not only to grow as a festival, but also to become an increasingly attractive property for brands looking to engage in Puglia through audience, experience, and local territory.
	FISH AND GIN
	GALATINA COCKTAIL WEEKEND
	11 · 12 · 13 JUNE 2027

	THREE DAYS IN PUGLIA.
	ONE CITY TO ACTIVATE.
	YOUR BRAND INSIDE THE EXPERIENCE.
	LET’S BUILD YOUR NEXT BRAND MOMENT IN PUGLIA.
	SCAN THE QR CODE TO SUBMIT YOUR APPLICATION.
	STEFANO MAGLIO — MANAGEMENT / PARTNERSHIPS
	DIREZIONE@FISHANDGINFESTIVAL.COM
	+39 371 162 3228



