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Executive Summary

BRAND A, a distinguished luxury Scotch whisky brand, aims to enhance its global presence and dfjve
brand growth through a comprehensive marketing strategy encompassing traditional channels, digital
marketing, and influencer campaigns. This plan focuses on achieving long-term brand growth, increasing
consumer engagement, and solidifying BRAND A's position as a leader in the luxury whisky market.

INDUSTRY OVERVIEW

Premiumization Rising
Demand in Emerging
Markets Whisky
Tourism Innovation
and Product
Differentiation

COMPETITIVE LANDSCAPE

Macallan

Glenfiddich
Balvenie

CONSUMER INSIGHTS BRAND POSITIONING
Age Group Brand Heritage
Geographical Markets Craftsmanship
Lifestyle + Preferences :.:_imife_d E;?‘l'f;'ons

. . xperientia
Affluent Individuals Markefing
USP'S
Heritage

Artisanal Craftsmanship
Limited-Edition Releases
Innovation + Creativity
Experiential Marketing

The global whisky market continues to grow, driven by increasing consumer demand for premium and
luxury spirits. BRAND A's positioning as a high-end brand provides a unique advantage in capturing -
affluent consumers seeking exceptlonal quality and craftsmanship.

The whisky industry has been experiencing significant growth globally, driven by a combination of
factors such as rising disposable incomes, increased consumer interest in premium spirits, and a
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growing appreciation for artisanal and high-quality products. The global whisky market encompasses a

diverse range of products, including single malts, blended whiskies, and bourbons, each catering to
different consumer preferences and price points.

Market Growth Trends

Consumer Insights

BRAND A's Positioning
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Key competitors in the luxury whisky segment include The Macallan, Glenfiddich, and
Balvenie. Each of these brands has its unique selling points, but BRAND A's emphasis on
heritage, craftsmanship, and limited editions sets it apart. By continuously innovating and
maintaining its high standards, BRAND A can solidify its position as a leader in the luxury
whisky market.

Competitor Analysis

Key competitors include other luxury whisky brands such as Macallan, Glenfiddich, and Balvenie.
BRAND A's unique selling points (USP) include its rich heritage, artisanal craftsmanship, and
limited-edition releases.

In the competitive luxury whisky market, there are several key players that BRAND A contends with,
each boasting their unique strengths and market approaches. Understanding the competitive
landscape is crucial for positioning BRAND A effectively and capitalizing on its unique selling
points.

Strategic Marketing Plan “(f.%‘ 8
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Macallan

Strengths:

» Heritage & Legacy: Macallan is renowned for its rich history and heritage, dating back to
1824. It has built a legacy synonymous with luxury and premium quality. 9

» Brand Recognition: Macallan is one of the most recognized and prestigious whisky brands
globally, with a strong loyal customer base.

» Innovalive Releases: Known for its innovative product line, Macallan consistently
introduces special editions and unique cask finishes that attract collectors and enthusiasts.

» Marketing & Partnerships: Macallan's strategic partnerships and high-profile marketing
campaigns enhance its visibility and appeal among affluent consumers.

Challenges:

» Market Saturation: High presence in the luxury whisky market can sometimes lead to market
saturation, making differentiation challenging.

 Price Sensitivity: Premium pricing can limit accessibility for a broader range of consumers,
potentially narrowing the target market.
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Glenfiddich
(lenfiddich.
GRAN
RES
Strengths:

+ Diverse Product Range: Glenfiddich offers a wide range of aged expressions, appealing to a
broad audience from casual drinkers to connoisseurs. 10

+ Sustainability Efforts: The brand's commitment to sustainability and eco-friendly
production practices resonate with modern, environmentally conscious consumers.

« Global Reach: Glenfiddich has a robust global distribution network, ensuring wide
accessibility and brand presence in key markets.

« Award-Winning Quality: Glenfiddich's products frequently receive industry accolades,
reinforcing its reputation for quality and excellence.

Challenges:

« Brand Perception: While highly respected, Glenfiddich is often perceived as more accessible
compared to other ultra-premium brands, which may dilute its luxury positioning.

« Competitive Pressure: Intense competition from both established and emerging whisky
brands requires continuous innovation and brand differentiation.

Strategic Marketing Plan
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The Balvenie

revmss o PORTWOOD

Strengths:

+ Craftsmanship: Balvenie is renowned for its artisanal approach, with in-house processes such
as floor malting and traditional cooperage, highlighting its commitment to craftsmanship. 11

+ Unique Offerings: The brand's unique cask finishes and limited releases provide exclusivity
and differentiation in the market.

+  Family-Owned Legacy: As a family-owned distillery, Balvenie emphasizes heritage and a
personal touch in its production, appealing to consumers valuing tradition and authenticity.

- Engaging Experiences: Balvenie's dedication to whisky tourism and experiential events
fosters strong connections with consumers, enhancing brand loyalty.

Challenges:

« Limited Production: The emphasis on artisanal methods and limited releases can constrain
production quantities, potentially leading to supply-demand imbalances.

» Niche Market: Balvenie's focus on traditional and handcrafted processes may appeal more to
niche markets, requiring strategic efforts to broaden its consumer base.

Strategic Marketing Plan
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BRAND A's Unique Selling Points (USP)

Heritage: Similar to its competitors, BRAND A boasts a rich heritage that dates back to 1839,
adding a layer of historical prestige and authenticity that appeals to discerning consumers.

Artisanal Craftsmanship: BRAND A's dedication to artisanal craftsmanship and meticulous
production processes ensures a superior quality product that stands out in the luxury market. Each
bottle is a testament to the brand's commitment to excellence and tradition.

Limited-Edition Releases: BRAND A frequently introduces limited-edition whiskies and special
collaborations with other luxury brands, creating a sense of exclusivity and desirability. These unique
releases attract collectors and aficionados, enhancing the brand's appeal and market position.

Innovation and Creativity: While deeply rooted in tradition, BRAND A is also known for its
innovative approach, experimenting with different cask finishes and aging techniques to offer unique
taste experiences that resonate with modern consumers.

Experiential Marketing: BRAND A places a strong emphasis on whisky tourism and experiential
marketing, providing consumers with immersive brand experiences that foster emotional connections
and drive brand loyalty.

Luxury Positioning: BRAND A's strategic positioning in the ultra-premium segment ensures it
appeals to affluent consumers who seek superior quality and luxury. Its branding and marketing efforts
consistently reinforce this high-end image, making it a preferred choice among top-tier whisky
enthusiasts.

Consumer Insights

Target consumers are affluent individuals aged 35-55, who value luxury, craftsmanship, and
exclusivity. They are located in key markets including the UK, North America, EMEA, and APAC.

Target Demographics

BRAND A's target consumers are affluent individuals aged 35-55 who possess a refined palate and an
appreciation for luxury, craftsmanship, and exclusivity. These consumers have high disposable incomes
and are willing to invest in premium products that offer superior quality and unique experiences. The
key markets for these consumers include the UK, North America, EMEA (Europe, Middle East, and
Africa), and APAC (Asia-Pacific).

=
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Persona 1: ‘.

The heritage enthusiast

Demographics:
Age: 40-60
Gender: Predominantly male
: 2nd and 3rd generation Scots who
have assimilated into Asian countries

Background: This persona values tradition
and familial heritage. Often born in Scotland
or having Scottish lineage, these individuals
maintain a deep connection to their roots.
Residing in countries like Australia and New
Zealand, they celebrate Scotch as a means to
honour their ancestry.

Motivations:

Secking authenticity and quality
Preservation of cultural heritage
Interest in limited-edition releases that
resonate with Scottish traditions

Buying Behaviour:

Preference for established Scottish brands
with an authentic narrative

Participation in tasting events and heritage
festivals

Communication Channels:
Social networks focused on whisky
appreciation

Vineyard and distillery tours

Exclusive whisky clubs and associations

Psychographics and Lifestyle

1.

Luxury Seekers: The target consumers have a strong preference for luxury brands and
products. They value heritage, authenticity, and exclusivity, often seeking out brands that offer
unique and memorable experiences. These individuals are likely to purchase high-end products
across various categories, including fashion, travel, and spirits.

Discerning Taste: BRAND A's consumers possess a discerning taste for premium spirits and
are knowledgeable about whisky. They appreciate artisanal craftsmanship, intricate production
processes, and the rich history associated with luxury whisky brands.
Experience-Oriented: These consumers prioritize experiences over material possessions.
They are inclined to participate in exclusive events, whisky tastings, and distillery tours. They
seek out opportunities to engage with brands on a personal level, fostering a deeper connection
and loyalty.

Status-Conscious: The target demographic is status-conscious and often uses luxury
products as a means to signal their success and sophistication. They are influenced by brand
prestige and the social recognition that comes with owning and consuming premium products.
Tech-Savvy and Digitally Engaged: BRAND A's consumers are tech-savvy and engage
heavily with digital platforms. They use social media, online reviews, and digital content to make
informed purchasing decisions. Brands that offer seamless digital experiences and personalized
online interactions are more likely to capture their attention.

Strategic Marketing Plan (3%} 13
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Geographical Markets

1. United Kingdom: The UK remains a crucial market for BRAND A, with a substantial base
of whisky enthusiasts who value tradition and quality. The brand's Scottish heritage resonates
strongly with UK consumers, making it a key market for premium and luxury whisky sales. 14

2. North America: North America, particularly the United States and Canada, represents a
significant growth opportunity for BRAND A. The increasing demand for premium spirits,
coupled with a growing interest in whisky culture, makes this region a prime target for brand
expansion and consumer engagement.

3. EMEA (Europe, Middle East, and Africa): The EMEA region encompasses diverse
markets with varying levels of whisky appreciation. Key European countries such as Germany,
France, and Italy, along with Middle Eastern markets where luxury goods are highly sought
after, present robust opportunities for BRAND A.

4. APAC (Asia-Pacific): The APAC region, including countries such as China, Japan, and
Australia, exhibits a burgeoning demand for luxury spirits. As middle-class populations and
disposable incomes rise, consumers in these markets are increasingly seeking out premium
experiences and products, making it a critical area for BRAND A's growth.

Consumer Behaviour

1. Purchase Behaviour: BRAND A's target consumers exhibit a willingness to spend on
premium products, often purchasing limited-edition releases and collectible items. They are
influenced by brand storytelling, heritage, and the perceived value of exclusivity.

2. Engagement Channels: These consumers engage with brands through multiple channels,
including social media, luxury lifestyle publications, and word-of-mouth recommendations.
They appreciate content that highlights the brand's craftsmanship, heritage, and unique
offerings.

3. Brand Loyalty: Building brand loyalty is essential for BRAND A. These consumers tend to
remain loyal to brands that consistently deliver exceptional quality and unique experiences.
Loyalty programs, personalized marketing, and exclusive events can further strengthen this
bond.

By understanding and catering to the specific needs, preferences, and behaviors of its target
consumers, BRAND A can effectively position itself as a leading luxury whisky brand, driving
growth and fostering long-term loyalty.

Strategic Marketing Plan é”.‘&
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BRAND CONSUMER BRAND
AWARENESS ENGAGEMENT LOYALTY

STRATEGIE

KPI'S
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Increase Brand Awareness

Objective: Enhance BRAND A's global visibility through integrated marketing campaigns that utilize
a multi-channel approach to reach a broader audience, increase brand recognition, and establish a
strong presence in key markets.

Digital Marketing Campaigns:

o Social Media Advertising: Leverage platforms like Facebook, Instagram,
LinkedIn, and Twitter to create targeted ads that reach affluent consumers. Utilize
visually stunning content that highlights BRAND A's heritage, craftsmanship, and
limited-edition releases.

o Search Engine Opfimization (SEO): Optimize BRAND A's website content
to rank higher in search engine results, making it easier for consumers to discover the
brand.

o Pay-Per-Click (PPC) Advertising: Implement PPC campaigns on search
engines like Google to drive traffic to BRAND A's website and increase online
visibility. 16

o Content Marketing: Develop high-quality content, including blog posts, videos, and
infographics, that showcases BRAND A's unique selling points and engages with target
audiences.

Public Relations (PR):

o Media Relations: Build strong relationships with key media outlets and journalists
to secure positive coverage and features in luxury lifestyle publications, whisky
magazines, and online platforms.

o Press Releases: Regularly distribute press releases announcing new product
launches, limited-edition releases, and brand milestones to generate media attention.

o Influencer Partnerships: Collaborate with high-profile influencers and brand
ambassadors who align with BRAND A's brand values to create authentic and
compelling content that reaches a wider audience.

Experiential Marketing:

o Events and Tastings: Host exclusive events, whisky tastings, and masterclasses in
key markets to provide consumers with an immersive brand experience. These events
can be held at luxury hotels, high-end bars, and exclusive private venues.

o Distillery Tourism: Promote tours and experiences at BRAND A distillery in
Invergordon, Scotland, to give consumers a firsthand look at the brand's heritage and
craftsmanship. This can include VIP tours, private tastings, and special events.

o Pop-Up Experiences: Create pop-up bars and tasting experiences in major cities to
introduce BRAND A to new consumers and engage with existing fans.

Traditional Advertising:

o Print Advertising: Place ads in luxury lifestyle magazines, whisky publications, and
high-end travel magazines to reach affluent readers.

Strategic Marketing Plan é”.‘&
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Broadcast Advertising: Utilize television and radio ads to promote BRAND A
during prime time slots and on channels that target upscale audiences.

Ovutdoor Advertising: Invest in billboard and digital signage campaigns in
high-traffic areas, such as airports, city centers, and luxury shopping districts, to
capture the attention of potential consumers.

Collaborations and Partnerships:

(e]

Luxury Brand Collaborations: Partner with other luxury brands to co-create
limited-edition products, unique experiences, and joint marketing campaigns that
amplify BRAND A's reach and attract new consumers.

Sponsorships: Sponsor high-profile events, such as art exhibitions, fashion shows,
and sporting events, to enhance brand visibility and associate BRAND A with
premium lifestyle activities.

Corporate Partnerships: Collaborate with companies and organizations that align
with BRAND A's brand values to create exclusive experiences and offers for their
clients and employees.

Drive Consumer Engagement

Objective: Foster deeper connections with consumers through immersive experiential events and
interactive digital interactions that enhance brand loyalty and create memorable experiences.

Experiential Events:

Exclusive Tastings and Masterclasses: Host premium whisky tastings and
masterclasses in key markets, featuring limited-edition releases and special
collaborations. These events should be curated to provide an educational and sensory
experience that highlights BRAND A's heritage and craftsmanship.

BRAND A Distillery Experience: Promote the distillery in Invergordon, Scotland,
as a destination for whisky enthusiasts. Offer VIP tours, private tastings, blending
workshops, and behind-the-scenes experiences that allow consumers to engage with
the brand on a deeper level.

Pop-Up Bars and Lounges: Set up temporary pop-up bars and lounges in major
cities, offering consumers a chance to experience BRAND A in unique and stylish
settings. These pop-ups can include tasting sessions, cocktail masterclasses, and
exclusive brand merchandise.

Collaborative Events: Partner with luxury brands, hotels, and high-end restaurants
to host collaborative events that combine BRAND A's whisky with gourmet dining
experiences, fashion showcases, and art exhibitions.

Digital Interactions:

o

Interactive Social Media Campaigns: Leverage platforms like Instagram,
Facebook, Twitter, and TikTok to create interactive content that engages consumers.
Run campaigns that encourage user-generated content, such as photo contests,
hashtag challenges, and sharing personal whisky stories.

Strategic Marketing Plan é”.
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Virtual Tastings and Webinars: Offer virtual tastings and educational webinars led
by brand ambassadors and whisky experts. These online events can reach a global
audience and provide an interactive platform for consumers to learn about BRAND A
and its products.

Augmented Reality (AR) Experiences: Develop AR experiences that allow
consumers to explore BRAND A's distillery, learn about the whisky-making process,
and interact with virtual brand elements. These AR activations can be accessed
through mobile apps or QR codes on product packaging.

Engaging Website Content: Create dynamic and engaging content for BRAND
A's website, including blog posts, video stories, and interactive features that showcase
the brand's heritage, craftsmanship, and limited-edition releases. Ensure the website is
user-friendly and optimized for mobile devices.

Loyalty Programs and Personalized Marketing:

BRAND A Collectors Club: Establish a loyalty program for dedicated consumers,
offering exclusive benefits such as early access to limited-edition releases, invitations to
special events, personalized tasting notes, and bespoke merchandise.

Personalized Email Campaigns: Utilize consumer data to send personalized
email campaigns that provide tailored content, product recommendations, and
exclusive offers based on individual preferences and purchase history.

Customer Feedback and Surveys: Implement customer feedback mechanisms
and surveys to gather insights on consumer preferences and experiences. Use this data
to refine marketing strategies and improve product offerings.

Community Building and Advocacy:

(e]

Whisky Enthusiast Communities: Foster a sense of community among whisky
enthusiasts by creating dedicated online forums, social media groups, and discussion
boards where consumers can share their experiences, ask questions, and engage with
BRAND A brand.

Brand Ambassadors and Influencers: Collaborate with brand ambassadors and
influencers who resonate with BRAND A's target audience. These advocates can
create authentic content, host events, and engage with their followers to drive brand
awareness and loyalty.

Corporate Social Responsibility (CSR) Initiatives: Launch CSR initiatives that
align with BRAND A's values, such as sustainability programs, charitable
partnerships, and community development projects. Highlight these efforts to
demonstrate the brand's commitment to social and environmental responsibility.

Strengthen Brand Loyalty

Objective: Cultivate a loyal customer base by delivering consistent and exceptional brand
experiences that foster long-term relationships and encourage repeat purchases.

Customer Relationship Management (CRM):

o

Personalized Marketing: Implement personalized marketing strategies that cater
to individual customer preferences and behaviors. Use data analytics to tailor content,
offers, and recommendations, ensuring each interaction feels unique and relevant.

o 4q
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o Loyalty Programs: Develop and promote a comprehensive loyalty program, such as
BRAND A Collectors Club, offering exclusive benefits like early access to limited
editions, personalized tasting notes, invitations to special events, and bespoke
merchandise. Reward loyal customers with points, discounts, and unique experiences.

Consistent Brand Messaging:

o Brand Storytelling: Maintain a consistent brand narrative that emphasizes BRAND
A's heritage, craftsmanship, and quality across all marketing channels. Use storytelling
to create an emotional connection with consumers, highlighting the brand's rich
history and unique selling points.

o High-Quality Content: Produce high-quality content that aligns with the brand's
image and values. This includes engaging social media posts, informative blog
articles, captivating videos, and visually appealing imagery.

Exceptional Customer Service:

o Responsive Support: Provide exceptional customer service through responsive
support channels, such as live chat, email, and phone. Ensure that inquiries and issues
are addressed promptly and professionally, enhancing customer satisfaction.

o Customer Feedback: Actively seek and incorporate customer feedback to
improve products, services, and overall brand experience. Use surveys, reviews, and
direct feedback mechanisms to gather insights and make data-driven improvements.

Exclusive Experiences:

o VIP Events and Tastings: Host exclusive VIP events and tastings for loyal
customers, providing them with unique and memorable experiences. These events can
include private tours of BRAND A distillery, special dinners with brand ambassadors,
and intimate tasting sessions.

o Product Customization: Offer limited-edition releases and customized products
that cater to loyal customers' preferences. This can include personalized labels,
custom packaging, and unique cask finishes.

Community Engagement:

o Whisky Enthusiast Groups: Foster a sense of community among BRAND A's
customers by creating and nurturing whisky enthusiast groups. These groups can be
established on social media platforms, online forums, and local clubs, providing a
space for customers to share their experiences, ask questions, and connect with other
whisky lovers.

o Brand Ambassador Program: Develop a brand ambassador program that recruits
passionate customers to represent BRAND A. These ambassadors can host events,
create content, and engage with their local communities, spreading brand awareness
and loyalty.

Recognition and Rewards:

Strategic Marketing Plan é”.‘& 19
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o Customer Recognition: Recognize and celebrate loyal customers by highlighting
their stories and experiences on BRAND A's website, social media, and other
marketing channels. This can include customer spotlights, testimonials, and
user-generated content. 20

o Reward Programs: Implement reward programs that offer exclusive benefits and
incentives for repeat purchases and long-term loyalty. This can include tiered rewards
based on spending, anniversary gifts, and surprise rewards for loyal customers.

Strategic Marketing Plan é”.‘&
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BRAND INTEGRATED BRAND

MARKETING
POSITIONIN
OSITIONING . municaTions “OYALTY

STRATEGIES

KPI'S

Brand Positioning

Position BRAND A as the epitome of luxury and craftsmanship in the whisky category, emphasizing
its heritage, unique production process, and premium quality.

Objective: Establish BRAND A as the epitome of luxury and craftsmanship in the whisky
category by emphasizing its rich heritage, unique production process, and premium quality.

Emphasize Heritage and Legacy:

o Storytelling: Highlight BRAND A's rich history dating back to 1839, emphasizing
its long-standing tradition of excellence and its commitment to preserving artisanal
craftsmanship. Share captivating stories about the brand's heritage, signature
expressions, and noteworthy milestones.

o Legacy of Excellence: Focus on the legacy and expertise of Master Distiller
Richard Paterson, who has played a pivotal role in shaping BRAND A's reputation
for quality and innovation. Showcase his achievements and contributions to the
whisky industry.

Unique Production Process:

o Atrtisanal Craftsmanship: Emphasize the artisanal techniques and meticulous
processes that go into creating each bottle of BRAND A. Highlight unique elements

oWy,
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such as the use of rare and carefully selected casks, traditional distillation methods,
and the brand's unwavering commitment to quality.

Cask Selection and Maturation: Showcase BRAND A's innovative cask
selection and maturation process, which includes finishing in exceptional casks such
as Matusalem sherry, Port pipes, and rare wine casks. Explain how these processes
contribute to the whisky's distinctive flavor profile and premium quality.

Premium Quality:

(@]

o

Signature Expressions: Highlight BRAND A's range of signature expressions,
including the iconic 12-Year-Old, 18-Year-Old, King Alexander III, and various
limited editions. Emphasize the unique characteristics and tasting notes of each
expression.

Awards and Accolades: Showcase the numerous awards and accolades that
BRAND A has received from prestigious whisky competitions and industry experts.
Use these accolades to reinforce the brand's position as a leader in the luxury whisky
category.

Luxury Experience:

Luxurious Packaging: Ensure that BRAND A's packaging reflects its premium
positioning. Use high-quality materials, elegant designs, and sophisticated branding
elements to create a luxurious unboxing experience.

Exclusive Releases: Continue to introduce limited-edition releases and special
collaborations that create a sense of exclusivity and desirability. Emphasize the rarity
and unique appeal of these offerings to attract collectors and connoisseurs.

Strategic Partnerships:

(e]

(¢]

Luxury Collaborations: Partner with other luxury brands in various industries such
as fashion, art, and automotive to create co-branded products and experiences. These
collaborations can enhance BRAND A's prestige and appeal to affluent consumers.
Event Sponsorships: Sponsor high-profile events, such as exclusive galas, art
exhibitions, and luxury lifestyle events, to enhance brand visibility and associate
BRAND A with premium experiences.

Experiential Marketing:

o

Distillery Tours and Tastings: Offer premium distillery tours and tasting
experiences at BRAND A distillery in Invergordon, Scotland. Provide VIP tours,
private tastings, and immersive experiences that allow consumers to connect with the
brand's heritage and craftsmanship.

Pop-Up Experiences: Host pop-up bars and tasting lounges in key markets,
offering consumers a chance to experience BRAND A in unique and luxurious
settings. These pop-ups can include interactive elements, exclusive tastings, and
branded merchandise.

Strategic Marketing Plan é”.‘& 22
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Create and maintain a strong
presence in key markets to
reach a broader audience.

PRINT

BROADCAST
EVENT SPONSORSHIPS

DIGITAL
EXPERIENTIAL MARKETING
INFLUENCERS

WEBSITE TRAFFIC
ENGAGEMENT METRICS
CONVERSION RATES
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Integrated Marketing Communications (IMC)

Traditional Media

Utilize print, broadcast, and outdoor advertising to maintain a strong presence in key markets.

Objective: Maintain a strong presence in key markets through effective utilization of print,
broadcast, and outdoor advertising to enhance brand visibility and reach a broader audience.

Print Advertising:

o Luxury Magazines: Place ads in high-end lifestyle and luxury magazines such as
Robb Report, GQ, and Vogue. These publications target affluent readers who are
likely to appreciate and invest in premium whisky brands.

o Whisky Publications: Advertise in specialized whisky and spirits magazines like
Whisky Advocate, Whisky Magazine, and Imbibe Magazine. These publications cater
to whisky enthusiasts and connoisseurs, enhancing BRAND A's visibility among a
discerning audience.

o Travel and Leisure Magazines: Feature ads in travel and leisure magazines that
highlight luxury destinations and experiences. This aligns BRAND A with premium
travel experiences and reaches affluent travelers.

Broadcast Advertising:

Strategic Marketing Plan 5’.’.? 23



Robbie Burns
Whisky Co.

(e]

Television Commaercials: Develop high-quality TV commercials that tell BRAND
A's story, showcasing its heritage, craftsmanship, and premium quality. Air these
commercials during prime time on major networks and specialty channels that cater to
upscale audiences.

Radio Advertising: Utilize radio ads on stations that appeal to luxury consumers
and whisky enthusiasts. Focus on storytelling and highlighting BRAND A's unique
selling points in a way that resonates with listeners.

Outdoor Advertising:

(e]

Billboards: Place large, visually striking billboards in high-traffic areas such as city
centers, luxury shopping districts, and airports. Use captivating imagery and

messaging to grab the attention of passersby and create a lasting impression.

Digital Signage: Utilize digital billboards and screens in prime locations to display
dynamic and engaging content. This allows for flexibility in messaging and the ability to
showcase multiple aspects of BRAND A's brand. 24

Transit Advertising: Feature ads on public transit systems, including buses, trams,
and subway stations, in key markets. This increases visibility among commuters and
travelers, reinforcing brand recognition.

Event Sponsorships:

o

High-Profile Events: Sponsor luxury events, such as art exhibitions, fashion shows,
and exclusive galas, to align BRAND A with premium events and reach an elite
audience.

Sporting Events: Partner with high-profile sporting events such as golf
tournaments, polo matches, and yacht races. These events attract affluent spectators
who are potential consumers of luxury whisky.

Digital Marketing:

Leverage social media, SEO, and PPC campaigns to reach a broader audience and drive

online engagement.

Objective: Leverage social media, SEO, and PPC campaigns to reach a broader audience, drive
online engagement, and enhance BRAND A's digital presence.

Social Media Marketing:

Platform-Specific Strategies: Develop tailored strategies for each social media
platform, including Facebook, Instagram, LinkedIn, Twitter, and TikTok. Use
high-quality visuals, engaging videos, and compelling storytelling to capture the
attention of target audiences.

Content Calendar: Create a content calendar to plan and schedule regular posts.
This includes a mix of product highlights, brand stories, behind-the-scenes content,
user-generated content, and interactive posts such as polls and contests.
Engagement and Community Building: Actively engage with followers by
responding to comments, messages, and mentions. Foster a sense of community by
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reposting user-generated content, hosting live events, and creating exclusive social
media groups for whisky enthusiasts.

Influencer Collaborations: Partner with influencers and brand ambassadors who
align with BRAND A's brand values. These collaborations should aim to create
authentic content that resonates with followers and enhances brand visibility.

Search Engine Optimization (SEQ):

o

Keyword Research: Conduct thorough keyword research to identify relevant terms
and phrases that potential consumers are searching for. Integrate these keywords
naturally into website content, blog posts, and product descriptions to improve organic
search rankings. 25

On-Page SEO: Optimize on-page elements such as meta titles, meta descriptions,
headers, and image alt text. Ensure that the website's structure and navigation are
user-friendly and search engine-friendly.

Technical SEO: Improve website performance by optimizing page load speed,
mobile responsiveness, and ensuring secure (HTTPS) connections. Implement
schema markup to enhance search engine understanding of website content.
Content Strategy: Develop a content strategy that includes regular blog posts,
articles, and guides related to whisky, luxury lifestyle, and BRAND A's brand story.
Create valuable and shareable content that attracts organic traffic and encourages
backlinks.

Pay-Per-Click (PPC) Advertising:

Search Engine Ads: Run PPC campaigns on search engines like Google Ads,
targeting relevant keywords and search queries. Create compelling ad copy that
encourages clicks and drives traffic to BRAND A's website.

Social Media Ads: Use paid advertising on social media platforms to reach a wider
audience and boost engagement. Utilize features like carousel ads, video ads, and
sponsored posts to showcase BRAND A's products and brand story.

Display Advertising: Implement display ad campaigns across relevant websites,
blogs, and online publications. Use eye-catching visuals and strategic placements to
capture the attention of potential consumers.

Retargeting Campaigns: Set up retargeting campaigns to reach users who have
previously visited BRAND A's website. Use personalized ads to remind them of their
interest and encourage conversions.

Email Marketing:

Segmented Campaigns: Create segmented email campaigns tailored to different
customer groups based on their preferences and behaviors. Send personalized offers,
product recommendations, and brand updates to keep subscribers engaged.
Automated Workflows: Set up automated email workflows for welcome series,
abandoned cart reminders, and post-purchase follow-ups. Use these workflows to
nurture leads and retain existing customers.

Engaging Content: Develop engaging email content that includes product
highlights, brand stories, seasonal promotions, and exclusive event invitations. Use
visually appealing designs and clear calls-to-action to drive engagement.
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Influencer Marketing

Collaborate with high-profile influencers and brand ambassadors to create authentic and compelling
content that resonates with target consumers.

Objecﬁve: Collaborate with high-profile influencers and brand ambassadors to create authentic
and compelling content that resonates with target consumers, enhances brand visibility, and drives

engagement.

Identifying the Right Influencers:

(e]

Brand Alignment: Select influencers and brand ambassadors whose values,
aesthetics, and audience align with BRAND A's luxury positioning. Look for
individuals who have a genuine appreciation for premium whiskies and a reputation for
high-quality content. 26

Audience Relevance: Ensure that the influencers' followers match BRAND A's
target demographics, including affluent individuals aged 35-55 who value luxury and
craftsmanship. Analyze audience demographics, engagement rates, and follower
interests to make informed decisions.

Building Authentic Partnerships:

(e]

Long-Term Collaborations: Establish long-term partnerships with select
influencers to create consistent and authentic content. This approach fosters deeper
connections between the influencers, their audience, and BRAND A brand.

Exclusive Access: Provide influencers with exclusive access to BRAND A's
distillery, limited-edition releases, and special events. This enables them to create
unique and engaging content that showcases the brand's heritage and craftsmanship.

Content Creation and Distribution:

(e]

Credaltive Briefs: Develop detailed creative briefs that outline the objectives, key
messaging, and guidelines for influencer content. Allow influencers the creative
freedom to express their personal style while adhering to BRAND A's brand
standards.

Diverse Content Formats: Encourage influencers to produce a variety of content
formats, including Instagram posts, stories, reels, TikTok videos, YouTube reviews,
and blog articles. This diverse content can reach a wider audience and drive higher
engagement levels.

User-Generated Content (UGC): Promote user-generated content by
encouraging followers to share their own experiences with BRAND A using branded
hashtags and tags. Repost UGC on BRAND A's official channels to foster a sense of
community and authenticity.

Measuring Impact and ROI:

o Engagement Metrics: Track key engagement metrics such as likes, comments,
shares, and saves on influencer posts. Measure the overall reach and impressions to
evaluate the campaign's success.
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Traffic and Conversions: Use unique tracking links and discount codes to monitor
the traffic and conversions generated by influencer campaigns. Analyze the data to
understand the impact on website visits, product sales, and brand loyalty.

Sentiment Analysis: Conduct sentiment analysis to gauge the overall reaction and
perception of the influencer content. Monitor positive mentions, testimonials, and
feedback to assess the campaign's effectiveness.

Amplifying Influencer Campaigns:

(e]

Paid Promotion: Amplify the reach of successful influencer content through paid
promotion. Boost sponsored posts, collaborate on paid social media ads, and use
programmatic advertising to target specific audience segments.
Cross-Promotion: Collaborate with influencers on cross-platform promotions,
where they share content across multiple social media channels. This approach
maximizes visibility and engagement with diverse audiences.

Experiential Marketing

Events and Tastings

Objecﬁve: Host exclusive events and tastings to provide consumers with an immersive brand
experience, foster personal connections, and deepen their appreciation for BRAND A's heritage and

craftsmanship.

Exclusive Tasting Events:

VIP Tasting Sessions: Organize private tasting sessions for high-net-worth
individuals and key clients, offering them an intimate experience with BRAND A's
finest whiskies. These sessions can be hosted at luxury hotels, exclusive clubs, or
private residences.

Masterclasses: Conduct masterclasses led by BRAND A's Master Distiller or
brand ambassadors, providing an educational and sensory journey through the
whisky-making process. These classes can cover topics such as whisky tasting
techniques, cask selection, and the brand's history.

Limited-Edition Previews: Host preview events for limited-edition releases,
allowing select guests to taste and purchase exclusive whiskies before they are
available to the general public. This creates a sense of exclusivity and excitement
among attendees.

BRAND A Distillery Experience:

(e]

nd Heritage Events: Host cultural events at the distillery that celebrate Scottish
heritage, music, and traditions. These events can include live performances,
traditional Scottish cuisine, and whisky tasting experiences.

Pop-Up Bars and Lounges:
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(e]

Urban Pop-Up Bars: Set up temporary pop-up bars in major cities, offering
consumers the opportunity to experience BRAND A in unique and stylish settings.
These pop-ups can feature signature cocktails, whisky flights, and branded
merchandise.

Luxury Lounge Experiences: Create exclusive lounges at high-profile events, such
as art exhibitions, fashion shows, and luxury lifestyle events. These lounges can
provide a comfortable and elegant space for guests to enjoy BRAND A whiskies and
learn about the brand.

Collaborative Events:

(¢]

Brand Partnerships: Partner with other luxury brands to host collaborative events
that combine BRAND A's whisky with gourmet dining experiences, fashion
showcases, and art exhibitions. These partnerships can enhance brand visibility and
attract affluent consumers.

Themed Dinners: Organize themed dinners that pair BRAND A whiskies with
specially curated menus by renowned chefs. These dinners can be hosted at top-tier
restaurants and provide an immersive culinary experience. 28

Corporate Events: Collaborate with corporate partners to host exclusive events for
their clients and employees. These events can include whisky tastings, networking
opportunities, and brand presentations, fostering strong business relationships.

Distillery Tours:

Promote the distillery experience in Invergordon, Scotland, highlighting the brand's rich heritage and

craftsmanship.

Objective: Promote the Invergordon distillery experience to highlight BRAND A's rich heritage,
artisanal craftsmanship, and the unique production process, fostering a deeper connection with
consumers and enhancing brand loyalty.

Comprehensive Tour Packages:

(e]

Standard Tours: Offer guided tours that provide an overview of BRAND A's
history, distillation process, and maturation techniques. These tours should include
visits to the still house, maturation warehouses, and a tasting session of core
expressions.

Premium Experience Tours: Create premium tour packages that offer a more
in-depth experience, including exclusive access to areas typically closed to the public,
private tastings of rare and limited-edition whiskies, and a souvenir gift.

VIP Packages: Develop VIP packages that provide a personalized and luxurious
experience. These packages can include private tours with the Master Distiller,
custom cask tastings, blending sessions, gourmet meals paired with BRAND A
whiskies, and transportation services.

Marketing and Promotion:
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Website and Social Media: Promote the distillery tours on BRAND A's official
website and social media channels. Provide detailed information about the tour
packages, booking options, and customer testimonials.

Travel Partnerships: Partner with luxury travel agencies, tour operators, and
hospitality providers to offer exclusive distillery tour packages as part of high-end travel
experiences. Collaborate with these partners to feature BRAND A tours in their
promotional materials.

Influencer and Media Engagement: Invite influencers, journalists, and
industry experts to participate in the distillery tours and share their experiences with
their audiences. This can generate positive buzz and widespread publicity for
BRAND A.

Enhancing the Visitor Experience:

Interactive Displays: Incorporate interactive displays and multimedia
presentations within the distillery to provide visitors with an engaging and
educational experience. Use audio-visual elements to illustrate the whisky-making
process, the brand's heritage, and the significance of each stage.

Immersive Tastings: Offer immersive tasting experiences that highlight the unique
characteristics of BRAND A's expressions. Use sensory elements such as aroma
samples, texture comparisons, and flavor pairings to enhance the tasting sessions.
Whisky Shop: Create a well-stocked whisky shop at the distillery where visitors can
purchase BRAND A's products, exclusive merchandise, and limited-edition releases.
Provide a seamless and enjoyable shopping experience that complements the tour.

Special Events and Themed Tours:

(e]

Seasonal Events: Host seasonal events and special themed tours, such as harvest
festivals, holiday celebrations, and anniversary events. These events can include
special tastings, entertainment, and exclusive offers for attendees.

Private and Corporate Events: Offer the distillery as a venue for private events,
corporate gatherings, and bespoke experiences. Customize these events to cater to the
specific needs and preferences of the clients, providing a memorable and unique
experience.
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Product Innovation and Launches

Limited Editions:

CRM Onboarding

Limited Editions:

Introduce limited-edition releases and special collaborations to create excitement and exclusivity
around the brand.

Objective: Introduce limited-edition releases and special collaborations to create excitement,
exclusivity, and desirability around BRAND A brand, attracting collectors and connoisseurs while
enhancing brand prestige.

Limited-Edition Releases:

o Anniversary Editions: Celebrate significant milestones in BRAND A's history by
releasing special anniversary editions. These releases should feature unique
packaging, commemorative labels, and exceptional cask finishes.

o Collector's Editions: Introduce limited-edition expressions crafted from rare and
aged casks, ensuring a limited number of bottles are available. These editions should
cater to collectors and high-net-worth individuals, emphasizing exclusivity and
scarcity.

o Seasonal Releases: Launch seasonal limited editions that align with holidays,
festivals, or notable events. These releases can include special blends, unique
packaging, and festive themes to appeal to consumers looking for exclusive gifts and
experiences.

o Single Cask Releases: Offer single cask releases that highlight the unique
characteristics of individual casks. Each release can be numbered and include detailed
tasting notes, providing consumers with a one-of-a-kind whisky experience.

Special Collaborations:

o Art and Design Collaborations: Partner with renowned artists and designers to
create unique bottle designs, packaging, and labels. These collaborations can enhance
the visual appeal of the limited editions and attract art enthusiasts and collectors.

o Luxury Brand Partnerships: Collaborate with other luxury brands in fashion,
automotive, jewelry, and haute cuisine to create co-branded products and experiences.
These partnerships can amplify BRAND A's prestige and reach new consumer
segments.

o Celebrity Collaborations: Engage with celebrities and influencers who have a
genuine appreciation for whisky to co-create limited-edition releases. These
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collaborations can generate buzz and attract media attention, enhancing brand
visibility.

Marketing and Promotion:

(e]

Teaser Campaigns: Build anticipation and excitement for upcoming limited-edition
releases with teaser campaigns. Use social media, email marketing, and digital
advertising to create buzz and engage with consumers before the launch. 31
Exclusive Pre-Sales: Offer exclusive pre-sales to members of BRAND A

Collectors Club and loyal customers. This approach rewards loyalty and creates a
sense of exclusivity among the brand's most dedicated consumers.

Launch Events: Host high-profile launch events for limited-edition releases,
featuring tastings, entertainment, and brand storytelling. These events can be held at
luxury venues and promoted through media coverage and influencer partnerships.

Enhanced Packaging and Presentation:

(e]

Luxury Packaging: Invest in high-quality, luxurious packaging for limited-edition
releases. Use premium materials, elegant designs, and intricate details to enhance the
overall presentation and appeal.

Numbered and Signed Bottles: Number each limited-edition bottle and include
signatures from the Master Distiller or collaborators. This adds a personal touch and
increases the perceived value and collectibility.

Custom Accessories: Include custom accessories, such as branded glassware,
decanters, and display cases, with limited-edition releases. These additions enhance
the consumer experience and elevate the product's perceived value.

Strategic Marketing Plan é”.‘&



Robbie Burns
Whisky Co.

New Product Development

R&D + LAUNCH

Consumer Relationship Management (CRM)

R&D + Launch

Develop new products that cater to evolving consumer preferences and trends.

Objecﬁve: Develop new products that cater to evolving consumer preferences and trends,
ensuring BRAND A remains at the forefront of innovation in the luxury whisky market.

Strategies:

Consumer Research and Insights:

o Market Analysis: Conduct thorough market research to identify emerging trends,
consumer preferences, and unmet needs in the luxury whisky segment. Use data
analytics, surveys, and focus groups to gather valuable insights.

o Competitor Benchmarking: Analyze competitors' product offerings, innovations,
and market strategies to identify gaps and opportunities for BRAND A to differentiate
itself.

o Consumer Feedback: Collect and analyze feedback from current customers and
whisky enthusiasts to understand their preferences, desires, and expectations. Use this
information to inform product development decisions.

Innovative Product Concepts:

o Flavour Innovations: Experiment with new cask finishes, aging techniques, and
flavour profiles to create unique and innovative whisky expressions. Consider using
novel casks such as wine, rum, or exotic wood finishes to introduce diverse taste
experiences.

o Sustainable Offerings: Develop products that align with sustainability trends, such
as organic or eco-friendly whiskies. Highlight sustainable practices in production,
packaging, and sourcing to appeal to environmentally conscious consumers.

o Premium and Ultra-Premium Expressions: Continue to create premium and
ultra-premium expressions that showcase BRAND A's commitment to quality and
craftsmanship. These products should cater to high-net-worth individuals and
collectors seeking luxury and exclusivity.
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Collaboration and Co-Creation:

Artisan Collaborations: Partner with artisan producers, such as chocolatiers,
coffee roasters, or cigar makers, to develop co-branded products that complement
BRAND A's whisky. These collaborations can offer unique pairings and enhance the
overall brand experience.

Chef Partnerships: Collaborate with renowned chefs to create gastronomic
experiences that highlight BRAND A's whisky in culinary applications. This can
include special menus, cooking classes, and food pairings that showcase the
versatility of the whisky.

Innovative Cask Collaborations: Work with other distilleries, wineries, and
spirits producers to explore innovative cask exchanges and finishing processes. These
collaborations can result in unique and limited-edition whiskies that attract attention
and interest.

New Product Launches:

o

Seasonal and Limited Editions: Introduce seasonal and limited-edition releases
that create excitement and urgency among consumers. These products can be tied to
holidays, festivals, or special occasions, offering unique themes and packaging.
Experiential Marketing: Use experiential marketing to launch new products,
providing consumers with immersive and memorable experiences. Host exclusive
tastings, pop-up events, and virtual launches that engage and excite consumers.
Digital Campaigns: Leverage digital marketing campaigns to promote new product
launches. Use social media, email marketing, and online advertising to reach a broad
audience and drive awareness and sales.

Product Development Process:

(e]

(e]

Cross-Functional Teams: Establish cross-functional teams that include
representatives from marketing, production, research and development, and finance.
This collaborative approach ensures that new products are developed efficiently and
align with BRAND A's strategic goals.

Agile Development: Adopt an agile development process that allows for rapid
prototyping, testing, and iteration. This approach enables BRAND A to quickly bring
new products to market and respond to changing consumer preferences.

Quality Assurance: Maintain rigorous quality assurance standards throughout the
product development process. Ensure that all new products meet BRAND A's high
standards of quality, taste, and craftsmanship.
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Consumer Relationship Management (CRM)

Implement a robust CRM strategy to capture and analyze consumer data, enabling personalized
marketing efforts and enhancing customer loyalty.

Objecﬁve: Implement a robust CRM strategy to capture and analyze consumer data, enabling

personalized marketing efforts, enhancing customer loyalty, and driving long-term brand growth.

Data Collection and Management:

o CRM Software: Invest in a comprehensive CRM software platform that allows for the
collection, storage, and management of consumer data. Ensure the platform integrates

seamlessly with other marketing and sales tools. 34

o Consumer Data Capture: Use various touchpoints to gather detailed consumer
information, including purchase history, preferences, demographics, and engagement
behavior. These touchpoints can include website interactions, event registrations,

social media interactions, and loyalty program enrollment.
o Data Privacy and Compliance: Ensure compliance with data protection

regulations such as GDPR and CCPA. Implement robust data privacy policies and

practices to protect consumer information and build trust.

Data Analysis and Insights:

o Behavioral Analytics: Analyze consumer behaviour patterns to identify trends,
preferences, and opportunities for personalized marketing. Use this data to segment

customers into specific groups based on their interests and behaviours.

o Predictive Analytics: Leverage predictive analytics to forecast future consumer
behaviour and anticipate their needs. This allows for proactive marketing efforts and

enhances the overall customer experience.

o Customer Journey Mapping: Create detailed maps of customer journeys to
understand the various touchpoints and interactions consumers have with BRAND A.

Use these insights to optimize the customer experience and identify areas for
improvement.

Personalized Marketing Efforts:

o Targeted Campaigns: Develop targeted marketing campaigns that cater to

specific consumer segments. Use personalized content, offers, and recommendations

to increase engagement and drive conversions.

o Email Marketing: Implement segmented email marketing campaigns that deliver

tailored messages to different customer groups. Use personalized subject lines,
dynamic content, and data-driven insights to enhance email performance.

o Loyalty Programs: Enhance BRAND A Collectors Club by offering personalized

rewards, exclusive access to events, and curated experiences based on individual
preferences and engagement history.

Enhancing Customer Loyalty:
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Customer Engagement: Foster ongoing engagement with consumers through
regular communication, exclusive content, and interactive experiences. Use CRM

data to inform these efforts and ensure relevance and personalization.

Feedback and Reviews: Encourage customers to provide feedback and reviews on
their experiences with BRAND A. Use this feedback to continuously improve products,
services, and overall customer satisfaction. 35

Retention Strategies: Implement retention strategies such as special offers,
anniversary gifts, and personalized thank-you messages for loyal customers. Recognize
and reward long-term loyalty to strengthen the emotional connection with the brand.

Omni-Channel Integration:

(o]

Seamless Experience: Ensure a seamless and consistent consumer experience
across all channels, including online, offline, social media, and in-person interactions.
Use CRM data to maintain uniform messaging and personalized experiences.
Unified Consumer Profiles: Create unified consumer profiles that integrate data
from various touchpoints. This holistic view enables more accurate targeting and
personalization across different marketing channels.

Customer Support Integration: Integrate CRM data with customer support
systems to provide a personalized and efficient service experience. Use consumer
data to anticipate needs and resolve issues promptly.
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Implementation Plan

Timeline

Budget Allocation

Timeline

+«  QI1-Q2 2025: Launch integrated marketing campaigns and influencer partnerships. 36

+  Q3-Q4 2025: Host experiential events and limited-edition product launches.

« Ongoing: Monitor and optimize digital marketing efforts, CRM initiatives, and consumer
engagement activities.

Budget Allocation

Allocate budget across traditional media, digital marketing, influencer partnerships, experiential
marketing, and product innovation to ensure a balanced and effective approach.

Objecﬁve: Allocate the marketing budget across traditional media, digital marketing, influencer
partnerships, experiential marketing, and product innovation to ensure a balanced and effective
approach that maximizes brand visibility, consumer engagement, and ROI.
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Budget Allocation Breakdown:

10
INNOVATION

30
DIGITAL

20
EXPERIENTIAL

15

INFLUENCER
25

TRADITIONAL

Traditional Media (25% of Budget):

Print Advertising: Allocate funds for ads in luxury lifestyle magazines, whisky
pubhcatlons and hlgh end travel magazines. Ensure high-quality placements that

Oufdoor Adverflsmg Dedicate a portion of the budget to.b , s .. D,
- signage, and transit*advertising in high-traffic areas, ensuring strong brand VISIblllty T,
in key markets:

w g i o . X \
N S s
2 SOCIGI Med:a Marketing: Allocate-funds for content ereation, social media N
: managernent and paid advertising on platforms like Instagram, Facebook LinkedIn, .
*Twitter, and TikTok. et X
SEO and PPG:Campuaigns: Invest in search engine optimization to impi‘ove
\ organwh rankings, and run PPC campaigns on search engines and social media
N R platfdrms to drive traffic and engagement...
gontent Marketing: Dedicate a portion of the budget to developing high-quality
ntent/including blog posts, videos, and infographics, that shewecases BRAND A's
S Naat unlque selling points. -~ £
{ - o < - /—")\,,"»,,'“

£ - Influencer Parfnersh:ps (15% of Budget): . § ~ L

High-Profile Influencers: Allocate funds to collaborate with high-prefile P s
o ~ influencers and brand ambassadors who align with BRAND A's lux{lry positioning.
—~ Content Creation: Invest in creating compelling and authentic conztent that
resonates with target consumers, leveraging influencers’ reach and engagement.
Campaign Ampilification: Use a portion of the budget to boost successful

s [ - - influencer content through paid promotions and cross-platform collaborations.

\Experiential Marketing (20% of Budget):
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o Exclusive Events and Tastings: Allocate funds for hosting exclusive events, VIP
tastings, and masterclasses in key markets. Ensure these events provide immersive
brand experiences and foster deep consumer connections.

o Pop-Up Bars and Lounges: Invest in temporary pop-up experiences in major cities,
offering consumers the opportunity to engage with BRAND A in unique and stylish
settings. 38

o Distillery Tours: Promote and enhance the distillery experience in Invergordon,
Scotland, ensuring it highlights BRAND A's heritage and craftsmanship.

Product Innovation (10% of Budget):

o New Product Development: Allocate funds for researching and developing new
products that cater to evolving consumer preferences and trends. This includes
experimenting with new cask finishes, flavor profiles, and sustainable offerings.

o Limited-Edition Releases: Invest in creating and marketing limited-edition
releases and special collaborations that generate excitement and exclusivity around
the brand.

o Collaborative Projects: Dedicate a portion of the budget to partnerships with
other luxury brands, artisans, and chefs to develop co-branded products and
experiences.

Implementation Plan:

MARKETING IMPLIMENTATIONAL PLAN
Q1 Qe Q3 | Q4 |

BRAND PERSONALISED PRODUCT, COMMUNITY ENGAGEMENT, BRAND RECALL SURVEYS, DIGITAL ANALYTICS TOOLS, BRAND AWARENESS IND

AWARENESS INFLUENCER PARTNERSHIPS EXCLIUSIVE EXPERIENCES, PRODUCT CUSTOMISATION + B
AMBASADORSHIPS, SENTIMENT ANALISIS, DASHBOARD REPORTING

LOYALTY PERSONALISED PRODUCT, LOYALTY PROGRAMS, CUSTOMER SERVICE INITIATIVES, VIP + TASTING EVENTS,

CUSTOMER PERSONALISED PRODUCT, LOYALTY PROGRAMS, CUSTOMER SERVICE INITIATIVES, YIP + TASTING EVENTS,

ENGAGEMENT AR, POP-UP BARS, COLLABORATIVE EVENTS,

COMMU BUILDING + CRS PROGRAMS

CRM SOFTWARE SELECTION _+ ONBOARDING, DATA COLLECTION PROGRAM. DEEP PERSONALIZATION CAMOPAIGNS, IMC CAMPIGN

LAUNCH TARGETTED CAMPIGNS, LOYALTY PROGRAMS, |
CRM, EXPERIENTIAL, LIMITED EDITION PRODUCT LAUNCH

NEW PRODUCT
LAUNCH CRM, ON-BOARDING
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PERFORMANGE MEASUREMENT

CONSUMER
SURVEYS AND POLLS EVENT ATTENDANCE
DIGITAL ANALYTICS SOCIAL MEDIA INTERACTIONS

BRAND HEALTH METRICS CRM DATA
S BRE ARSE OFTIZ RTON COMPREHENSIVE ENGAGEMENT DASHBOARD

BRAND LOYALTY SALES GROWTH

REPEAT PURCHASE RATE: REVENUE GROWTH

CUSTOMER RETENTION RATE: SALES YOLUME

NET PROMOTER SCORE (NPS): MARKET SHARE

CUSTOMER SATISFACTION SCORE (CSAT): CUSTOMER ACQUISITION COST (CAC)
ENGAGEMENT RATE ON SOCIAL MEDIA: CUSTOMER LIFETIME VALUE

Brand Awareness:

Consumer Engagement

Sales Growth

Brand Awareness

Increase brand awareness metrics through surveys and digital analytics.

Objective: Increase brand awareness metrics through comprehensive surveys and digital analytics
to track BRAND A's visibility, recognition, and perception among target audiences.

Surveys and Polls:

o Brand Recall Surveys: Conduct regular surveys targeting both current customers
and potential consumers to measure brand recall and recognition. Ask respondents to
name whisky brands they are familiar with and gauge BRAND A's position relative to

competitors.
o‘c'H W%
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Brand Perception Surveys: Assess consumers' perceptions of BRAND A in terms
of quality, heritage, craftsmanship, and luxury. Use these surveys to understand how
the brand is viewed and identify areas for improvement.

Net Promoter Score (NPS): Implement NPS surveys to measure customer loyalty
and satisfaction. Ask customers how likely they are to recommend BRAND A to
others, and analyze the results to gauge overall brand sentiment.

Digital Analytics:

Website Traffic Analysis: Monitor website traffic using tools like Google Analytics.
Track metrics such as unique visitors, page views, bounce rates, and average session
duration to understand how well BRAND A's website attracts and retains visitors. 40

Social Media Analytics: Use social media analytics tools to track engagement
metrics, including likes, comments, shares, followers, and overall reach. Analyze the
performance of individual posts and campaigns to identify successful strategies.
Search Engine Rankings: Monitor BRAND A's search engine rankings for key
branded and non-branded keywords. Use SEO tools to track organic search
performance and identify opportunities to improve visibility.

Paid Advertising Metrics: Evaluate the performance of paid advertising
campaigns, including PPC and social media ads. Track metrics such as click-through
rates (CTR), conversion rates, cost per click (CPC), and return on ad spend (ROAS).

Brand Health Metrics:

Brand Awareness Index: Develop a brand awareness index that combines various
metrics, including survey results, social media mentions, website traffic, and search
engine rankings. Use this index to track overall brand health and visibility.
Sentiment Analysis: Conduct sentiment analysis on social media and online
reviews to gauge consumer sentiment towards BRAND A. Identify positive and
negative trends and use this information to inform marketing strategies.

Reporting and Optimization:

Strategic Marketing Plan

Dashboard Reporting: Create a dashboard that consolidates key brand awareness
metrics, providing a real-time view of BRAND A's performance. Share this dashboard
with relevant stakeholders to ensure transparency and alignment.

Benchmarking: Compare BRAND A's brand awareness metrics against industry
benchmarks and competitors. Use this data to identify strengths and areas for
improvement.

Continuous Optimization: Regularly review and optimize marketing strategies
based on insights from surveys and digital analytics. Adjust campaigns and initiatives
to maximize brand visibility and engagement.

Brand Recall Rate: Measure the percentage of target consumers who can recall BRAND A

unaided.

Brand Perception Score: Assess changes in consumer perceptions of BRAND A's quality,
heritage, and luxury.

Net Promoter Score (NPS): Track customer loyalty and satisfaction through NPS surveys.
Website Traffic Metrics: Monitor unique visitors, page views, bounce rates, and session

durations.
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 Social Media Engagement: Track likes, comments, shares, followers, and overall reach.
« Search Engine Rankings: Evaluate improvements in organic search rankings for key

keywords.

 Paid Advertising Performance: Measure CTR, conversion rates, CPC, and ROAS.

Consumer

Engagement:

Measure engagement through event attendance, social media interactions, and CRM data.

Objecﬁve: Measure consumer engagement through various metrics, including event attendance,
social media interactions, and CRM data, to evaluate the effectiveness of marketing strategies and
enhance consumer relationships.

Event Affendance:

Ticket Sales and Registrations: Track the number of tickets sold or registrations
for exclusive events, tastings, and distillery tours. This metric indicates initial interest
and engagement levels.

Event Check-Ins: Monitor attendance rates by tracking check-ins at events. Use
digital tools such as QR codes or mobile apps to streamline the check-in process and
capture accurate data.

Post-Event Surveys: Distribute surveys to event attendees to gather feedback on
their experience. Analyze the responses to understand satisfaction levels, identify
areas for improvement, and gauge overall engagement.

Repeat Attendance: Measure the rate of repeat attendance at events to assess
customer loyalty and long-term engagement. High repeat attendance indicates strong
brand affinity and customer satisfaction.

Social Media Interactions:

o Engagement Metrics: Track likes, comments, shares, and saves on social media
posts across platforms such as Instagram, Facebook, LinkedIn, Twitter, and TikTok.
These metrics provide insights into how well the content resonates with the audience.

o Follower Growth: Measure the growth in social media followers over time. An
increasing follower count indicates rising brand interest and engagement.

o Hashtag Performance: Monitor the performance of branded hashtags, such as
#TheDalmore and campaign-specific hashtags. Analyze the volume of user-generated
content and the reach of these hashtags.

o Social Media Mentions: Track mentions of BRAND A on social media to
understand how frequently the brand is being discussed and in what context. Use
sentiment analysis to gauge the tone of these mentions.

CRM Data:

o Customer Segmentation: Use CRM data to segment customers based on their
engagement levels. Identify high-engagement segments (e.g., repeat purchasers,
frequent event attendees) and target personalized marketing efforts to these groups.
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o Email Campaign Metrics: Analyze metrics for email campaigns, including open
rates, click-through rates, and conversion rates. These metrics provide insights into
how well email content engages recipients and drives desired actions.

o Loyalty Program Participation: Monitor participation rates and engagement
within BRAND A Collectors Club. Track metrics such as membership growth,
reward redemption rates, and activity levels.

o Purchase Behavior: Use CRM data to analyze purchase patterns and repeat buying
behavior. Identify trends and preferences that can inform targeted marketing strategies.

Comprehensive Engagement Dashboard:

o Develop a Dashboard: Create a comprehensive engagement dashboard that
consolidates key metrics from event attendance, social media interactions, and CRM
data. This dashboard provides a real-time view of consumer engagement and helps
identify opportunities for improvement.

o Regular Reporting: Generate regular reports that highlight engagement trends and
insights. Share these reports with relevant stakeholders to ensure alignment and
transparency.

o Data-Driven Optimization: Use the insights gathered from the dashboard to
optimize marketing strategies, enhance consumer experiences, and drive deeper
engagement.

Key Performance Indicators (KPIs):

» Event Attendance Metfrics: Track ticket sales, registrations, check-ins, and post-event survey
responses.

 Social Media Engagement: Measure likes, comments, shares, saves, follower growth,
hashtag performance, and mentions.

« Email Campaign Performance: Analyze open rates, click-through rates, and conversion
rates for email campaigns.

» Loyalty Program Engagement: Monitor participation and activity levels within BRAND A
Collectors Club.

« Purchase Behavior Metrics: Assess repeat purchase rates, purchase frequency, and overall
customer lifetime value.

Sales Growth

Effective sales and revenue management is paramount to the sustained success and growth of BRAND
A. This section outlines the strategies and processes employed to optimize sales performance and drive
revenue growth. By implementing precise sales forecasting, pricing strategies, and inventory
management, BRAND A can maximize profitability while meeting consumer demand. Furthermore,
data-driven decision-making and continuous performance monitoring enable BRAND A to adapt to
market dynamics, ensuring long-term financial health and competitive advantage in the luxury whisky
market. By closely monitoring these metrics and adapting your strategies based on the insights gathered,
you'll be able to gauge the effectiveness of your IMC campaign in driving sales growth for BRAND A.
Track sales performance and market share in key markets.

o Set Clear Objectives: Define specific sales growth targets and timeframes.
o Track Sales Data: Monitor sales volume and revenue before, during, and after the
campaign.

CH M,
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o Identify Key Performance Indicators (KPIs): Identify relevant KPIs such as website
traffic, conversion rates, and average order values. 43

o Analyze Marketing Channels: Evaluate the performance of different marketing
channels (e.g., traditional media, digital, experiential) in driving sales.

o Customer Feedback: Gather customer feedback through surveys and reviews to
understand campaign impact on purchasing decisions.

o A/B Testing: Conduct A/B testing to compare different campaign elements and
optimize strategies based on performance.

o Revenue Growth: Measure the increase in total revenue generated from BRAND A's
products.

o Sales Volume: Track the number of units sold during the campaign period compared
to previous periods.

o Market Share: Assess changes in BRAND A's market share within the luxury
whisky segment.

o Customer Acquisition Cost (CAC): Calculate the cost of acquiring new customers
through the campaign and compare it to the revenue generated.

o Customer Lifetime Value (CLV): Estimate the long-term value of new and existing
customers gained through the campaign.

o Return on Marketing Investment (ROMI): Evaluate the overall return on
investment for the marketing spend.

Brand Loyalty:

In order to achieve sustainable growth and establish BRAND A as a leading luxury whisky
brand in the global m t, it is essential to measure and analyze the effectiveness of our
Integrated Marketing Communications (IMC) campaign. This section delves into the
methodologies and metrics used to gauge both sales growth and changes in brand loyalty,
providing a comprehensive understanding of the campaign's impact. By leveraging
data-driven insights and continuously optimizing our strategies, we can ensure that BRAND A
meets and exceeds its ambitious objectives, fostering long-lasting connections with our
discerning clientele. Assess customer retention rates and loyalty program participation.

o Conduct Surveys: Periodically run surveys to measure customer satisfaction and
brand loyalty.

o Monitor Repeat Purchases: Track the frequency of repeat purchases by individual
customers.

o Analyze Customer Retention Rates: Calculate how many customers continue to
purchase over a given period.

o Evaluate Net Promoter Score (NPS): Use NPS surveys to assess customers'
likelihood to recommend BRAND A to others.

o Monitor Engagement on Social Media: Assess the level of engagement (likes,
comments, shares) on BRAND A's social media channels.

o Customer Lifetime Value (CLV): Estimate the long-term value of loyal customers.

o Monitor Brand Mentions: Use social listening tools to track mentions of BRAND A
across various platforms.

o Incentive Programs Participation: Track participation rates in loyalty programs or
special promotions.

o Repeat Purchase Rate: Measure the percentage of customers who make repeat
purchases within a certain period.

o Customer Retention Rate: Calculate the percentage of customers who remain with the
brand over a specific timeframe.
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o Net Promoter Score (NPS): Gauge customer satisfaction and likelihood to
recommend by using NPS surveys.

o Customer Satisfaction Score (CSAT): Track customer satisfaction levels through
feedback and post-purchase surveys.

o Engagement Rate on Social Media: Monitor how actively customers are engaging with
your content on social media platforms. 44

o Customer Lifetime Value (CLV): Measure the total revenue expected from a loyal
customer over their relationship with the brand.

o Brand Mention Volume: Track the number of times BRAND A is mentioned
positively across different channels.

o Loyalty Program Enrollment: Measure the number and activity of participants in
loyalty or reward programs.

By regularly tracking these metrics and adapting your strategies based on the insights gained, you can
effectively measure changes in brand loyalty for BRAND A and take action to further strengthen
customer relationships.

Conclusion

By diligently executing this comprehensive strategic marketing plan, BRAND A is poised to solidify its
position as a preeminent luxury whisky brand in the global market. The integrated approach,
combining traditional media, digital marketing, influencer partnerships, experiential events, and
product innovation, ensures that BRAND A engages its target audience through multiple touchpoints,
creating a cohesive and compelling brand narrative.

The emphasis on personalized marketing and customer relationship management (CRM) will enable
BRAND A to foster deeper connections with its consumers, enhancing brand loyalty and driving
long-term growth. By leveraging data-driven insights and continuously optimizing marketing strategies,
BRAND A can anticipate and respond to evolving consumer preferences, maintaining its relevance
and appeal in the luxury segment.

Experiential marketing initiatives, such as exclusive events and distillery tours, provide consumers with
immersive and memorable brand experiences that go beyond traditional advertising. These initiatives
not only enhance brand perception but also create lasting emotional connections with BRAND A’s
discerning audience.

Product innovation, including limited-edition releases and special collaborations, generates excitement
and exclusivity around BRAND A brand. By continuously introducing unique and high-quality
products, BRAND A can captivate whisky enthusiasts and collectors, reinforcing its reputation for
excellence and craftsmanship.

The cohesive and multi-faceted marketing plan ensures that every aspect of BRAND A's brand
strategy is aligned and executed with precision. The continuous monitoring of key performance
indicators (KPIs) and data-driven adjustments will enable BRAND A to achieve its marketing
objectives and drive measurable results.

Together, these efforts will ensure that BRAND A not only meets but exceeds its ambitious goals,
solidifying its status as an iconic luxury whisky brand known for its heritage, craftsmanship, and
innovation. The strategic marketing plan positions BRAND A to navigate the dynamic landscape of the
whisky industry, achieving sustainable growth and long-term success.
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