
HOT RUM COW FACTS
Hot Rum Cow is a 100-page magazine, 
compact in size and printed on an uncoated 
stock. The core colours are taken from 

the masthead although the design isn’t just 
limited to those. The core font families are 
Commercial Type’s Publico and Font Smith’s 
Lola with Sudtipos’s Candy used as a display 
face. These were chosen because of their inter-
esting features and the fact that they look good 
together on a page. Additional typefaces are 
used in features to add another dimension or 
highlight the topic being written about.
It is designed on Mac using Adobe InDesign 
and InCopy for editing. Adobe Photoshop and 
Illustrator are used for enhancing 
images and creating infographics. ”
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to grab readers’ attention. This is the 
same process book designers have to 
go through when they design the spine. 
Most books will be spine out in shops 
and therefore have to stand out from the 

competition. 
Magazines have to go through the same 

decision-making process as books do, 
will it appeal to their target market? Is it 
visually appealing? Hot Rum Cow works 
with upcoming artists to create bespoke 
illustrations for both the cover and the 
interior spreads.

Eric Campbell briefs illustrators about 
what he wants – but says that the best 
partnerships are when they bounce ideas 

Hot Rum Cow is a magazine created 
by design studio White Light Media. Even 
though Hot Rum Cow is a magazine, and 
magazine and book industries operate dif-
ferently, I think there is a lot to learn from 
other industries and their work in design.

Hot Rum Cow has received a lot of rec-
ognition for their work – their ‘Made in 
Scotland’ cover is shortlisted for Cover 
of the Year in the Professional Publishers 
Association 2016 awards and Eric 
Campbell (creative director of Hot Rum 
Cow) is shortlisted for 2016 Designer of 
the Year for Consumer Media which he has 
previously won in 2015.

While Hot Rum Cow is heavily designed, 
Eric notes that the content is its strength. 
When Hot Rum Cow was created, it was 
important to build “a solid framework that 
would ensure consistency throughout yet 
still be pretty flexible and easy to design 
into”.

Hot Rum Cow’s masthead is on the 
left side of the magazine, because the 
magazine sits on a newsstand and has 
to battle for attention. They try to make 
the strip that’s visible when the magazine 
is on a shelf as eye-catching as possible 

I attended the ‘Design in Discussion’ panel 
at SYP2020 conference where Eric Camp-
bell spoke about designing Hot Rum Cow 
and Jim Hutcheson, creative director of 
Birlinn (a Scottish publisher), spoke about 
his experience in book design.
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that the best way to get feedback and 
learn about trends is to talk to booksell-
ers, as they know what works and what 
doesn’t. 

Jim Hutcheson says there’s a market for 
well-designed limited editions and that 
you can sell those directly to the consumer 
depending on the product. 

Hot Rum Cow has a limited print run 
and is only available in certain upmarket 
magazine and design stores, and you 
can also subscribe on their website. Hot 
Rum Cow was designed with their target 
audience mind and to fill a gap in the 

off each other.
Jim Hutcheson agreed that it’s a priv-

ilege to work with illustrators, to start 
with an idea and go through the design 
process with them. To get the right design, 
Jim says to be self-indulgent and trust in 
yourself as a designer. Jim Hutcheson also 
mentioned that designers should get to 
know the author because they’re the ones 
who know the book best.

Illustrations and typography go through 
trends so it’s important to keep up with 
what’s happening. Jim Hutcheson noted 

market. Until then, while 
there were a lot of food 
magazines,but few only 
concentrated on drinks, and 
the existing drinks maga-
zines had dull designs. Eric 
Campbell was given a blank 
canvas to work with.

I really like the typogra-
phy of both designers. Hot 
Rum Cow’s bold, bright logo; 
and the airy, light fonts Jim 
Hutcheson uses on book 
covers. A lot of research goes 
into any good cover design, 
from font choice to colour 
palettes. 

You can tell when Eric and 
Jim speak that they both love 
what they and do and are 
continually learning more 
about design. Both designers 
experiment with different 
styles and layouts. They allow 
the illustrations to speak for 
the text and draw the reader 
in. It’s great tp be able to 
learn from their advice.
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