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~ “Morrison Bowmore's direction for the brand is not only-to
educate, but to launch McClelland's into new markets. We
* have the ability, distribution and sales force, so now we are
. setting the wheels in motion - watch this space”
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: : McCIeIIand s. A successful product, a quality serving, selllng reasonably well globally, has a Iarge :
foIIowmg yet received little or no attention and was, to put it bluntly.~ badly dressed. ' :

- The brand was successful, however somewhat stuck ina trme when |t_was once fashionable to be
- dressed in water colours. So, just as every good ‘artiste’ updates their laok to move with the times,
so.did McClelland’s. Giving it the due care and attention it deserves:.- and some serious results: .

_- Annual i increase of 25 A) in a global whrsky market growing at 7% per annum
NO 4 Single Malt in the United States of America : :

. Rapldly expandjng export 8 neW markets and ST".L growing -

, Slngle most profltable brand in any one market for Morrison Bowmore D|st|IIers

. Competlng dlrectly against huge competltors such as GIenllvet

- Glenfiddich and '_I'he Macallan. -

: @ The Glenlivet

@ Glenfiddich
The Macallan

o McCleIII-‘and's'
Balvennie -

“Despite solid growth in the past few years,
Glenmorangle was leapfrogged last year by the .
McCIeIIand s brand which-has more than doubled
in US volume since 2000”
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Improve the current design. Highlighting the unique selling prop05|t|ons, W|thout
alienating the current consumer.. -

* Encourage consumers to acquire knOWIGdge of the smgle malt Scotch
wh|sky and its regions .

* Actasan approachab|e non-patronising €ntry point for consumers into
smgle malt scotch whisky

« Fulfill a gap inthe market for a hlgh quality, acceSSiny priced

single malt Scotch whisky.

2} dc/u/mﬁmt

Establlshed in 1818, the McClelland's Slngle Malt family is a range of.Single Malt.
Scotch whiskies from four of Scotland's key whisky distilling regions - Highland, Islay, ‘
Speyside and the Lowlands. Priced at the lower end-of the single malt whisky market,
the brand acts as an entry level malt, educating the consumer about single malt, its
origins and history.

The pressing issue for McClelland's was the packaging, although successful in ‘its day’,
_ the labelling and outer casing were dated and tired, the bottlé widely adopted and the
image of the brand against the competitor was, well, poor. Organic growth was the key;
establishing a clear brand position within a tough global malt market.

Original-Packaging

SPEYSIDE
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: The gIObaI whisky market remains buoyant, growing at roughly 7% per annum*.
Optlmlsm is high based on a number of fundamentals mcludlng the wide range of
3 products on offer and a constantly gr0W|ng |nte reSt in the category

L

With so much mterest competltlon is fierce. Products need to appeal to a wide
spectrum of factors, ranging from aesthetics to the ‘quest for knowledge that’
so many drinkers display habitually. ‘

- But let's not forget the credit crunch. Consumer i |$ klng -and he '
is knowledgeable Now was the time for the reasonably prlced, quallty

whlsky to reign stnong

At
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* The Scotch Whisky Industry Review 2008
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' Th|s led to the blrth of Mr MCCIGIIand and the enrlchment of tones in the

 water colour paintings depicting the whisky's region. The new._packagmg still
 reflected the key elements of the region with StunNing landscapes

: now the work of recognised i-IIustrator Kathy Wyatt. The intention is for éénsu-meré to

be able to |dent|fy at first glance with a character that evokes the essence of

the reglon as well as hinting at the’ eXpreSSIon of the WhISky '

A Ionger glance from the customer will result in-a hidden story belng to_Id: that of

Mr McClelland, a Renaissance man, a writer and adventurer whose life is a journey

of’ discovery. He's well.educated, interesting and knowledgeable, with an infectious passion
for single malt whisky. With this persona he invites consumers to embark on a whisky
pilgrimage to uncover ‘the true spirit of Scotland by encouraglng them to sample the four
key expressmns '
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CClelland's

SPEYSIDE
SCOTCH WHISKY
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- Sales

The new packaging and branding concept provided immediate results. A 25% increase in \./olume
.~ was a result of not only new market gains but a re-focus for current markets as they began to take
- McClelland’s seriously as a Single Malt.

“People are asking for the brand now, asking how the other regions taste,
looking at the website - the following-has gone from buying based
' on price to brand-loyal”

Stote. Oonet, Mitta, Holland.

Increase in Market Distribution

- The new-look packaging and strong ésspciated point-of-sale items have won the approval
of-not only ‘current global distribution partners, but also 8 new ma rkets =8 new
distributors-and hundreds of stores world-wide.

No other whisky product in the entry-level bracket can compete with the power of 4 shelf
: facmgs Captlvatlng paCkage assouated support materlals and the overaII

educatlonal vaIue that is McCIeIIand S..

New markets inclu_dé:

~ Taiwan/ Germany/ South Africa / UK / Austria / Scandinavia Duty Free /-Holland / Russia

d

New Markets & E
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- Together with a'gl'obal price rationalisation and a volume increase Since the re-pack McCIeIIand's has

% dellvered over 18 /O R O l, all for a mere design fee of £15K in a global market growing at
an average of 7% per annum. '

", Moving forward, with an annual volume increase of 10% - 12% (as a result of stock restrictions),

abrand selling 40,000 cases in 2003 IThE bersl O0,000 in a few years time.

“The success of the brand in the USA makes it extremely valuable for the company,bringing in
more profit than any other brand in any giveh market. It is now the number four selling malt
USA wide, a huge accolade in itself due to the fierce competition which exists in the American
‘ marketplace Given the already established brand name, financial backing and dedicated

d - support, the brand can only go from strength to strength™

_%{ @rm czo Mmm %W Distitlers

-~

Research Sources

1/ The Scotch.-Whisky Industry Review, 2067, 2008
2/1WSR, 2009

3/ All figures on sales & distribution prt;vided by Morrison Bowmore Distillers, May 2009
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McClelland's: A Range

e lands I;I:.-li;ui

L Car

Gift Market - ‘'The Journey Tin' (4 x 5cl + Educational Booklet)

MEClellands
hiCiellam

L RIGy

MEClelands
ﬁr 2
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1920's Brand Information
Internal Comms - ‘The McClelland's News'

P.O.S Display




[Appenlces]
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The McClelland's 12 Year Old Range Fathers Day lllustration - Web
Christmas Animation - Direct Mail

“MeClelland's

McClelland's Web - Educational Resource Mr McClelland's On-line Blog
www.mcclellands.co.uk Follow Mr McClelland on Facebook / Twitter
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