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This is the story of how a small 
Scottish brewery with limited 
resources and minimal marketing 
budget achieved outstanding 
commercial and creative success in 
a global niche throughout 2013. 
 
That’s right, we sold out of the first ever 
‘vintage’ barrel-aged beer within 48 hours after 
launching, we were responsible in-part for a 
renewed interest in the craft beer market and 
doubled our year on year sales of one of our 
core brands! 
 
Not bad for a wee brewery in Clackmannashire, 
don’t you agree? 
 
 
 



Ola Dubh is a luxury, whisky-barrel-aged 
beer brand, brewed by us, Harviestoun 
Brewery, and launched to much acclaim in 
2008. Over the ensuing years, the three core 
‘expressions’ (Ola Dubh 12, Ola Dubh 16 and 
Ola Dubh 18) were discovered by an ever-
growing number of beer aficionados who 
consistently rated the taste and presentation 
well above others in the competitive set. 
 
We have found that the classic Ola Dubh 
drinker is, historically, a ‘collector’ or a ‘ticker’. 
They typically try a beer once, and move on. 
As a result, the original organic growth of the 
brand slowed and eventually plateaued.  
 
Let us tell you how we tackled this issue 
head on…	  
 

Background 



Our strategy 
We set ourselves the objective to 
double our year-on-year sales of the 
Ola Dubh brand – not an easy task by 
any measure! 

It was proposed that the launch of a 
Limited Edition would help spark 
conversations around the brand, be 
commercially successful in its own right 
and support sales of the core brands. 



Our strategy contd... 
We unfortunately faced three key 
challenges: 
 
1)  How to design a special addition that 

was noticeably ‘Ola Dubh’ but different 
enough to pay attention to? 

2)  How to encourage drinkers to return to 
the brand and how to introduce the 
brand to new drinkers? 

3)  Would the market go for it?  



First steps 
Being canny individuals here at Harviestoun we  
looked to the whisky industry for inspiration and 
found a long history of ‘Vintage Editions’ the like of 
which had not yet been pursued in the beer 
industry. Bingo! Therein lay the answer to creating 
a point of difference whilst keeping the brand in 
the family. 
 
The act of creating a new edition would, it was felt, 
appeal to our target audience of ‘collectors’ who 
were already familiar with the brand, as well as 
make further inroads into that market by potentially 
introducing the brand to more ‘collectors’. 
 
We also felt that we had yet to exploit the gifting 
market, and that a ‘Vintage Limited Edition’ 
supported by the creation of new marketing 
literature would create a new market for the brand. 
 



Ola Dubh 1991  
As a result Ola Dubh 1991, a 
powerhouse of sweet and 
savoury flavours and bottled at 
full strength (10.5% ABV) was 
born. 



Execution & Implementation 
Research 
We had conversations with partners in all the 
major channels. People such as Matthias 
Neidhart of B.United International in the USA 
and Iron Mendes of Beer Maniacs in Brazil. 
They suggested that the market was hungry 
for a new brand development and that this 
would be very attractive to buyers and 
consumers alike. 
 
We made sure to keep these people in the 
loop; drip-feeding them information while the 
idea was being worked on, building 
anticipation and ensuring our brand 
development strategy met not only their needs, 
but our customers wants and needs. 
 



Execution & Implementation 
Design 
The design was implemented by our 
design partners, threebrand, and echoed 
the pattern of Highland Park Vintages. It 
was important to reflect the artisan 
philosophy of the Ola Dubh brand within 
the bottle design. To achieve this we 
chose a simple craft like design with a 
clean and almost naïve typography. 
 
An equally simple two colour label printed 
on craft style stock was chosen to reflect 
the handcrafted nature of the brew and 
finishing touches such as individually 
numbered packs and hand labelling were 
employed to further emphasise this feel. 



Execution & Implementation 
Copywriting 
To further distinguish the 1991 design from the 
core Ola Dubh range and to add further 
appeal to the gifting market, a bottleneck card 
adornment was added. Here we created a 
humorous link with world events from 1991, 
cheekily tying them back to Ola Dubh.  
 
For example,”1991 – Over 600 crop circles 
appeared across Britain. One even 
materialised in front of the Prime Minister’s 
country residence, despite constant patrol by 
the nation’s most vigilant troops. Hoax? Or 
evidence of aliens? We at Harviestoun see it 
more as a waste of damn good barley.” 
 



And here’s the best bit… 
We brewed 20,000 bottles of Ola Dubh 1991 
ahead of the launch. We very simply warmed up 
buyers by sending a single email to our trade 
partners with imagery, copy and our rationale. 
The result? 
 
We pre-sold the entire run within 48 hours! 
 
It was clear that the liquid and bottle design 
combined spoke volumes to our customers. 
1,000 individuals have talked about Ola Dubh 
1991 on Untappd, meaning that for every 20 
bottles sold, someone has talked about the 
brand publically on the internet and the beer has 
also generated dozens of blog posts, news 
articles and video reviews. 



We didn’t stop there… 
It was obvious Ola Dubh 1991 was 
something special. Based on its rationale, 
design and flavouring alone it was 
responsible for getting the Ola Dubh brand 
back to the forefront of the craft beer 
market. 
 
To capitalise on this unbelievable success 
we implemented a series of initiatives that 
would strengthen the positioning of the core 
Ola Dubh brand… 
 



New Drinking Occasions 
We worked with local artisan 
producers to creating food pairings 
such as 
 
•  Ola Dubh & Cheese  
•  Ola Dubh & Chocolate  
•  Ola Dubh & Cured Meat  
 
We commissioned bespoke 
photography to communicate these 
pairings and other drinking 
occasions. Communicating these 
images and ideas to our trade 
partners around the world.  



Advertising 
We placed a series of adverts in 
specialist publications associated 
with eating occasions, such as 
Weber Life. A publication by Weber 
Stephen BBQs that is sent to over a 
few tens of thousands ‘foodies’.  
 
The ads offer those who place an 
order, quoting the unique reference 
code, free shipping.  



Ola Dubh Easter Eggs 
We continued our marketing initiative of Ola 
Dubh by running a competition to win ‘Ola 
Dubh Easter Eggs’, chocolates that included 
Ola Dubh as an ingredient. These were made 
by a local chocolateir and were delicious, even 
if we do say so ourselves! 
 
The competition was run through our social 
media channels and had a budget of only 
£500. But, this didn’t stop us generating over 
450 entries, receiving a staggering 150,000 
social media impressions, or increasing our 
social media followers across Twitter and 
Facebook by 400. 



Summary 
As a result of our brand extension with Ola 
Dubh 1991 we successfully initiated a 
substantial renewed interest in the Ola 
Dubh brand. This was supported by 
targeted, well developed marketing 
initiatives that were well suited to our target 
market. 
 
Not only did we renew interest in Ola 
Dubh we achieved our initial objective of 
doubling our year-on-year sales of the 
brand.  
 
Value of the Ola Dubh brand increased by a 
massive 100% from £150,000 to £300,000 
and we increased production volume by an 
amazing 65%, going from 200 barrels to 
330 barrels. 



Last thoughts 
The Ola Dubh brand development was 
set against a backdrop of the UK beer 
production rate steadily declining. 
 
And even though independent beer 
production rose 5% in the period of 
brand development, we think it’s pretty 
impressive that we exceeded this 
market trend with our whopping 65% 
growth in production! 

 
Goes along way to show that 
you don’t have to be big to be 
great!  
 
	  
	  



for taking the time to read our submission, we hope you agree that it 
merits your consideration. 
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