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Building
MeaningfulDesign
Partnerships



Asyowvalt...
Walktheroomandcheck
outtheexamplesfo be & or e
a f tVéhrcloexamplasthe
mostinterestindor you?

( We 0 kedchtabletdagreeon oneexampldoshare)



Agenda

10.00
10.20
10.30
11.20
11.30
12.00
12.45
13.15
13.30
14.30
15.00

Introductions

The Valueof an AgencyRelationship
The CreativeBrief
Break
CaseStudyLoughRee
The InsideStory
Lunch
CaseStudyClonakilty
The Creativelourney
Creating@@randWorld
WrappingJp: Principles



Introducing
Brian& Mark



TheValueof an Agency
Relationship




Complementary
expertise
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Enduring
Relationship
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Emotional
Commeace




SO wld s

——




2
=
-
5
=



GettingThe MostFrom Your AgencyPartners

Complementargxpertise
Collaboration
Enduringrelationship
Emotionalcommerce
Beyondaverage
Mutuality

LEVERAGE




CreativeBr 1 ey ng







What0 u sdedgigmeéadsrourclients:
Meetingyour commerciabbjectiveswith
awardwinning creativework which builds
the valueof your business.

Here



1.TheBrief
2.TheBr i1 eyng




1. TheBrief







Here



N haveonly madethis letterlonger
becausé havenothadthetime
tomakets horter . O

blaise pascal (Ietter 16, 1657)

Here



Brief: The clueisin the name

Here



Here



Contradiction Tangents Toolongt 1 tabreef notabook

Sendinghe creativesnto the forestto find a unicorn(akalack of clarity)

Vaguetargetaudiencedefinition Templatefiddling

Dataoverload Informationnotinsight Marketingese

A list of deliverablesand nothing more

Here
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Jawsln Space
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A B r thegbpry of G o dainsghtycreationinto thiss p a c e o
(ancchooseaightreative)




Clarity




Write in your voice!



What arewedesigning?

Who is our competition?

Whatisthe objective?

Are thereanycritical
audiencensights?

Is thereananalogy?

Detail/Dimensions/Legalities
ProductionPracticalities

21






Within anyproblemthereinlies
the seedof the solution



EnglandPreserves
oWejud nexd togawv upd







The Kraken
o KthéClapt ai no

Here
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Teatulia
O Tholdg o . . .

Here
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Bacardi
ol hepdar oppaated Vackao

Here






Puttingall of thattogether




Whatisthe headlinethought?

What arewedesigning? Whatisthe objective?

Is thereananalogy? Who is our competition?

Are thereanyecritical Detail/Dimensions/Legalities
audienceansights? ProductionPracticalities




2. TheBrielng
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Wheredoestheb r | dakaplgce?










Cas&tudy:
LoughRee
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A meeting place for the senses




Our VISIOn LOUGH REE
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PeterMike & Sheila

Family Business
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Modest Beginnings

O« O«
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Microdistillery

1stin regionfor 175
years

150 Litre Still
Muelleri SWGermany

Commissionedugust
2018

LOUGH REE

------
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A 2,000n?PurposeBuilt Facility & Visitor Centreby end2020
A 70K casedrish Whiskey& 30 K casesGin

A (5 M Fundingroundcurrentlyopen

Longer Term Loys Bee




Lough Ree Distillery
( Parent Brand )

Core
Whiskey ' (;’mﬁ)
Brand

Brand Hierarchy




CreativeBrief
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Starts with the bottle
Available Range500/700/750/1000 ml

Standout- On & Off Trade
Easyto Handle

Elegant

Implied Quality

Core Whiskey Botte First
Decidedto usesamefor Gin

CreativeFreedomto developsomethingpecial

LOHGH El}yEE'



SHOT

DISTILLED
IRISH GIN
Introducing Sling Shot Gin

J LHC Z30R0IGH I



Considerations

~

0 BrandName

Labelling

@

O«

Colouring

Closures

O«

Sighature

O«

I\NESBOROUGH
DRY GIN

MOQO s

O«

Cost

Ox¢

O«

Informal FocusGroups

Sling ShotEvolution



SLING
SHOT

IRISH GIN

\-,
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SLINGSHO'
IRISH GIN

=

e

LOUGH REE

Ty

Design Development

LINGSHOT
DRY GIN

gi.

L0 t:;ﬁrr

LINGSHOT

DRY GIN

. "":K.

LOUGH REE'



Learnings

6 Sampling

6 Packaging

6 Flexibility

6 FutureProofing
Ssliilg 5 Mult ipleMedia
S 5 Success

Outcome Lojes s



'HE FOUNDERS' SERIES

) Zeég 6 Launched 13" October 2019
C”RUS = ; 6 Judged Best Irish Vodka 17t
Oct 2019
6 100 % lIrish Whey Spirit
0 Certified Organic Citrus Fruit

I Lemon , Lime, Orange, Pink
Grapefruit

Founders Series- Vodka
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The Bridge

Limit ed Releas&Vhiskey
Series

Malt / Grain/ Pot Still
4- 18 yearsold

Finishedby LRD in specially
selectedcasks

FirstLaunch20th Nov2019
-2010YearQOld SingleGrain
- TusMaithT (Agoodstart)

FirstWhiskeyRelease




Thank you for your time
and attention.

Have you any gquestions?

Thank You "”
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ThelnsideStory




l.Insidead e s | Qnnce 1
2.Insidea desigrstudio




l.Insidead e s | Qnnce r




How canyou gethe mostoutof us?

Here
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willing to | earn

One of our mainmotivationdor workingon a mix
of projectasto havenew experiencesdlearn
aboutnewsubjectsWhenyouworkon a thedesign
for a bookyouhaveno choicebut to understand
whatyouaredesignindpr.

How weresearcis anintegralpartof thedesign
processoweencourageveryonen the studio

to beoriginalwith theirvisualresearctOriginal
ideasv 0 mhéfoundin a Googleimagesearch.
Insteadw e Galwaystrying to find moreunique
source®f inspirationlibrariescollections,
galleries.




t he business

Designerarenot scaredf businesd welike
to knowhowa busineswg/orks.

Understandingourcommerciathallengesan
reallyinform the creativeprocess.







enthusiasM

Everydesigneisambitiousandwill typicallybe
excitedo desigrbeyondhe brief. Sometimave
getoverexcitedd weareprogrammedo challenge
assumptionandthatenergyshouldoe harnessed
notreignedn.




DiVer se Diet

Designergnjoythe opportunityto considea mix
of desigmproblemsWeencourageur clientsto
explainthe broadecontextof the projectshat
we areworking onjn casehereareother
aspectsf thecommincationsix thatwecan
addvaludo.







tangibletaCtility

Our ideasaremeaningless theyarenot made
real.In a digitalage westill takepridein
producingangiblephysicabbjectshat speako
the handasmuchasto theeye.

D o ne&ctudadesignerfrom the productionphase.
Bringusin.




Meeting MaKers

Designerganbe yourallywith the production
teamandsupplychain.Allowingcontactwith the
peoplewvhowill ultimatelymplementhe desigrs
a vital partof ensuringthatthe final outcomesas
goodasit possiblycanbe.




2.Insidea desigrstudio




The unspokersubject...

Here









L ongevity

Here
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Opportunityto learn




Therearealsootherwaysof beingpaid:



Retainer

SaleBBasedncentives

Increasing
Complexity

Licensing

PartEquity



How Isall of thisstructured?
Whatdoest looklike?



Monday:

Scheduleriefing
NewBusinesfeview

StudioFinanceReview
PartnersCatchUp
DesignBriefings
DesignReviews
ClientMeetings

Our workingweek:

Tuesday:

DesignBriefings
DesignReviews
ClientMeetings

Wednesday:
DesignBriefings
DesignReviews

PM FinanceCatchUp
PreSchedul®eeting
LongTermSchedule
ClientMeetings

Thursday:
DesignBriefings
DesignReviews

PM FinanceCatchUp
ClientMeetings

Friday:
DesignBriefings
DesignReviews

Full Schedul&leeting
StudioLunch

ClientMeetings

31



PaCKaging ProJdeCt

Think

Write

Design

Make

32



restaurantiDentityY

Think
. Websie
erte Copy
DeS|g n Concepts Development Refinement
M a ke Progl:ition Artwork Production Sourcin
Consulancy 9

Meetings

33



selFinitiateD ProJeCt(booK)

Think

Write

Design

Make




ProDuCtDeVeloPMent

Think

Write

Design

Concepts

Development

Refinement

Make

Ideas

Artwork

Production
Management

35



Casstudy:
Clonakilty




BrandWorld



T hink of Packaging asroot of all brand assts
How the brandcomealivebeyonapack?




organic chickpea pufis

HIPPEAS

organic chickpea puffs

HIPPEAS




©JKR 2019



Here
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19

main packaging

Here.

10



