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Brief and objectives: 

In 2017, we helped Bushmills Irish Whiskey deliver an event series using an authentic blend 

of touch points to create an uplift in sales to report the brand’s best sales year to date. 

How? We devised an immersive event strategy, combining great content and customer 

experiences to truly engage the 25-35 year old audience. 

__ 

BACKGROUND 

Bushmills Irish Whiskey is all about firsts. Founded in 1608 when Bushmills was granted the 

world’s first license to distill, the spirit of innovation is how the brand still lives 400 years 

later.  

BRIEF 

Bushmills wanted to make its handcrafted whiskeys, created for centuries in a village on 

Ireland’s north coast, relevant to a younger (25-35 year old) consumer.  

We needed to transition from traditional ‘Irish Whiskey’ messaging and appeal to younger 

demographics who crave brand experiences and interaction. 

OBJECTIVES 

Build awareness and drive trial of Bushmills to help deliver strong sales growth. 

Reach 100k+ consumers within our target demographic.  

Create a constant stream of content, achieving 100+ pieces of local media coverage across 

seven months. 

Ensure 85%+ positive sentiment for the brand. 

Organic social media growth of 50%. 

Create a campaign microsite and drive audiences to register for events on site with use of 

URL in 60% of coverage.  

__ 



To establish our consumer experience strategy we stripped it right back to two basic parts; 

the brand and the audience. What does the brand want to say? And what does the audience 

want to hear? 

Rationale behind event, including research and planning: 

TARGET AUDIENCE 

• 25 - 35 y/old 

• craves authentic brand experiences 

• sociable, spirited, discerning story tellers 

RESEARCH 

We gathered research from 243 people (25-35 y/o) in Northern Ireland. One thing that really 

struck a chord with us was 76% of people said they weren’t currently doing what they love. 

We saw this as a massive opportunity. 76% of our target market were yet to answer their call 

and were craving the freedom to do so. 

PLANNING 

We wanted to tell the stories of those who are doing what they love to inspire the three 

quarters of people who weren’t. 

Our strategy was to leverage these stories to create a seven month series of events, content 

and experiences to engage our target audience and position Bushmills as a brand that 

stands for independence and innovation. 

Strategy and tactics, including creativity and innovation: 

COLLABORATION 

We partnered with local thinkers, creators and entrepreneurs to discover their stories and 

asked them to help us tell ours with a series of immersive events, supercharging the 

campaign messaging. 

Our cast of 11 local collaborators represented authenticity, independence and a thirst to do 

things differently. These people would help us tell the Bushmills story while we told theirs. 

We leveraged these stories to create a seven month series of events, content and 

experiences to engage our target audience and position Bushmills as a brand that stands for 

independence and innovation. 

INNOVATION 

It may sound simple but, rather than us telling collaborators what they were to say and do, 

we asked them to tell us what they would like to do and what they felt would work best with 

these audiences. 

That’s where the innovation lies and how we were able to create a campaign that oozed 

authenticity at every touchpoint. 

 



CREATIVITY 

From a local tattoo artist to bearded artisan candle makers, an inventor to underground 

street artists and a street food vendor to an independent bookseller - we hosted a forum 

whereby they each told us how they had answered the call and and how they would like to 

use their skills and knowledge to help others do the same. From this we were able to build a 

seven month event strategy focusing on the unique talents of these collaborators to create 

events where consumers could experience Bushmills whilst also learning new skills. 

TACTICS 

We leveraged the creativity and innovation of these talents and told their stories, shared their 

crafts and created consumer touchpoint across: 

- a dedicated campaign microsite (hosted stories, event registrations and 

competitions)  

- a dynamic and content-rich media relations programme 

- a beautiful series of social media activity 

- six themed consumer events in key trade accounts which also showcased Bushmills’ 

hero product, Black Bush with three glass-in-hand moments per event 

Implementation of tactics, including details of design, production and support 

teams employed: 

We immersed consumers in the worlds of these talented people to inspire them to answer 

their own call and to experience Bushmills in all its glory.  

Throughout the campaign, audiences could register on the campaign microsite for: 

- Whiskey by Candlelight 

Hosted by The Bearded Candlemakers (a Black Bush candle making workshop and whiskey 

tasting.) 

- Whiskey and Words 

Creative writing session with owner of independent book store, David Torrans.) 

- Black Bush Block Party 

Bank holiday party with live street art, beard sculpting, Black Bush-infused Tacos created by 
street food vendor, Kevin Pyke. 

Whiskey and Strings 

An intimate event with local guitar legends. 

Whiskey and Muses 

A fine art exhibition created by local street artist, Visual Waste. 

 



Whiskey and Inventions 

Extreme up cycling workshop using scrap metal and disused Bushmills products hosted by 
Inventor, Ciaran Larkin.) 

Using talent as the mechanic to promote key messaging and deliver events, and using 

events as the catalyst to deliver Black Bush sampling in key accounts, we created a powerful 

yet authentic consumer experience that tied back to our campaign aim; telling the stories of 

those who are doing what they love to inspire the people who aren’t. 

 

Measurement and evaluation: 
OUTPUTS 

 

Seven month PR and experiential campaign resulting in; 

 

- A series of six masterclass and sampling events with over 600 attendees selected by 

entry into microsite ballot. 

- Over 300 pieces of media coverage across online, print, social and broadcast. 

- 13 premium photoshoots to gather assets for media, microsite and social media to 

amplify event series.  

- Dedicated microsite hosting 11 collaborators stories, event registrations and 

competition entry points.  

- Over 300 pieces of media coverage with 37.8 million potential reach (100% positive 

sentiment.) 

 

OUTCOMES 

- 2017 was Bushmills’ best performing sales year in Northern Ireland. 

- Over 1,400 Black Bush serves were sampled at events. 

- Social media following grew by 76% across Facebook, Twitter and Instagram. 

- 236 social media posts created generating over 750k impressions amongst UK 

adults. 

- Engagement of 21.7k across Facebook, Twitter and Instagram (all organic) 

- #AnswerTheCall trended in Belfast during August’s Whiskey and Muses event. 

 

Budget and cost effectiveness: 

** CONFIDENTIAL ** 

AGENCY FEES 

Design & Creative     £10,400 

Microsite                 £4,165 

PR and social media fees    £72,000  

Disbursements      £3,500   

 



COSTS 

Photography & Videography   £16,800 (including styling) 

Collaborator Fees & Expenses  £10,445 

Events x 7     £31,044 

Point of Sale     £19,660 

Media Partnership    £12,000 

 

TOTAL:     £180,014 

With a reach of 37.8 million, we delivered 209 eyeballs for every £ spent. 

 


