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Building  

Meaningful Design  

Partnerships



As youwait...

Walk theroomandcheck  
out theexamplesofôbefore&  
afterõ.Which example is the  

most interesting for you?

(Weõll ask each table to agree on one example toshare)



Agenda

10.00 Introductions

10.20 The Value of an AgencyRelationship

10.30 The CreativeBrief

11.20 Break

11.30 Case Study: LoughRee

12.00 The InsideStory

12.45 Lunch

13.15 Case Study:Clonakilty

13.30 The CreativeJourney

14.30 Creating BrandWorld

15.00 Wrapping Up:Principles



Introducing  
Brian & Mark
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TheValueof anAgency  

Relationship



Complementary  
expertise



Collaboration



Enduring  
Relationship



Emotional  
Commerce



Beyond  
Average



Mutuality



Getting The Most From Your AgencyPartners

Complementaryexpertise  

Collaboration

Enduringrelationship  

Emotional commerce  

Beyond average  

Mutuality

LEVERAGE



CreativeBrieýng

Here.



Here.
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Here.
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What ôusefulõ design means for ourclients:

Meeting your commercial objectiveswith  

award-winning creative work whichbuilds  

the value of yourbusiness.
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1.TheBrief

2.TheBrieýng

Here.
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1.TheBrief

Here.



Clarity

Here.
7

CreativityBrevity



Brevity

Here.
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Here.
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ñIhave only made this letter longer  
becauseI havenothadthetime

to make it shorter.ò

b l a i s e p a s c a l ( l e t t e r 16, 1657)



Here.
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Brief: The clue is in thename



Here.

A4
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Here.

Contradiction

Dataoverload MarketingeseInformation not insight

Vague target audiencedefinition

Sending the creatives into the forest to find a unicorn (aka lack of clarity)

A list of deliverables and nothing more

Tangents Too long ïitôs a brief not abook

Template-fiddling



Google Images 2019



Jaws. In Space.

Here.



Here.



Paint theCeiling

Here.



ñBring the glory of Godôs almighty creation into thisspaceò

(and choose the rightcreative)

Here.
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Clarity

Here.
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Here.
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Write in yourvoice!



Here.
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What are wedesigning? What is theobjective? Is there ananalogy?

Who is our competition?
Are there anycritical  

audience insights?

Detail/Dimensions/Legalities  

ProductionPracticalities



Creativity

Here.
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Here.
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Within any problem therein lies  
theseedof thesolution



EnglandPreserves
òWejust needtogrow upó

Here.
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Here.
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TheKraken
òKill theCaptainó

Here.
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Teatulia

òTo boldygo...ó

Here.
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Here.
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Here.

Bacardí
òThepolar oppositeof Vodkaó



Here.
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Putting all of thattogether

Here.



What is the headlinethought?

Here.

What are wedesigning?

Is there ananalogy?

Are there anycritical  

audienceinsights?

What is theobjective?

Who is our competition?

Detail/Dimensions/Legalities  

ProductionPracticalities
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2.TheBriefing

Here.



Work on thebrief together?

Here.
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Collaborate with others?

Here.
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Wheredoes the brieýng takeplace?

Here.
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Show the productionline?

Here.



Behonest about what you expect

Here.



CaseStudy:

LoughRee

Here.
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Here.



A meeting place for the senses



Our Vision



Family Business

Peter,Mike & Sheila



Modest Beginnings

ǒ Microdistillery

ǒ 1st in region for 175  

years

ǒ 150 Lit re Still

ǒ Mueller ïSWGermany

ǒ CommissionedAugust  
2018



Longer Term

Å 2,000m2 PurposeBuilt Facility & Visitor Centreby end2020

Å 70 K casesIrish Whiskey& 30 K casesGin

Å ú5 M Funding round currentlyopen



Brand Hierarchy



Starts with the bottle

ǒ AvailableRange500/700/750/1000 ml

ǒ Standout - On & Off Trade

ǒ Easy to Handle

ǒ Elegant

ǒ Implied Quality

ǒ Core Whiskey Bott leFirst

ǒ Decided to use same for Gin

ǒ Creative Freedom to develop somethingspecial

CreativeBrief



Introducing Sling Shot Gin



Considerations

ǒ BrandName

ǒ Labelling

ǒ Colouring

ǒ Closures

ǒ Signature

ǒ MOQôs

ǒ Cost

ǒ Informal FocusGroups

Sling Shot Evolution



Design Development



Learnings

ǒ Sampling

ǒ Packaging

ǒ Flexibilit y

ǒ FutureProofing

ǒ Mult ipleMedia

ǒ Success

Outcome



Founders Series- Vodka

Zesty

ǒ Launched 13th October 2019

ǒ Judged Best Irish Vodka 17th 

Oct 2019

ǒ 100 % Irish Whey Spirit

ǒ Certified Organic Citrus Fruit

ïLemon , Lime, Orange, Pink  

Grapefruit



The Bridge

ǒ Limit ed ReleaseWhiskey  

Series

ǒ Malt / Grain / Pot Still

ǒ 4- 18 yearsold

ǒ Finished by LRD in specially  

selectedcasks

ǒ First Launch 20th Nov2019

- 2010 Year Old SingleGrain

- TusMaithï(A goodstart )

First WhiskeyRelease



Thank you for your time  
and attention.

Have you any questions?

Thank You



TheInsideStory

Here.
1

Here.



1. Inside a designerõsmind

2. Inside a designstudio

Here.



1.Inside a designerõsmind

Here.
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Here.

How can you get the most out of us?



S

W

8
Here.

E

Here.

Design MakeThink



Think

Here.
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w i l l i n g t o l e a r n

Here.
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One of our main motivations for working on a mix  

of projects is to have new experiences and learn  

about new subjects. When you work on a thedesign  

for a book you have no choice but to understand  

what you are designingfor.

How we research is an integral part of the design  

process so we encourage everyone in the studio  

to be original with their visual research.Original  

ideas wonõt be found in a Google imagesearch.

Instead weôre always trying to find moreunique

sources of inspiration: libraries, collections,  

galleries.



t h e b u s i n e s s

Designers are not scared of business ðwe like 

to  know how a businessworks.

Understanding your commercial challengescan  

really inform the creativeprocess.

Here.
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Here.
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E
Design



e n t h u s i a s M

Every designer is ambitious and will typically be  

excited to design beyond the brief. Sometime we  

get over excited ðwe are programmed tochallenge  

assumptions and that energy should be harnessed  

not reignedin.

Here.
13



Here.

Di V e r se Di e t

Designers enjoy the opportunity to consider a mix  

of design problems. We encourage our clients to  

explain the broader context of the projects that

we  are working on, in case there are other 

aspects of  the commincations mix that we can 

add valueto.
H A R D B A C K

A 4 S K E T C H B O O K 48 B lank Pages  14 0g s m

H A R D B A C K

A 4 S K E T C H B O O K 48 B lank Pages  14 0g s m

A 5  SKETCHB OO K 4 8  B l a n k  P a g es14 0 g s mA 5  SKETCHB OO K 4 8  B l a n k  P a g es  14 0 g s m

H A R D B A C K

L A N D S C A P ES K E T C H B O O K 48 B lank Pages 140g s m

H A R D B A C K

POS T C A R D  S K E T C H B O O K  12 Blank Pages 350g sm

COLOURINGP E N CI L S 12 Penci ls 3B lead

H A R DB A C K H A R DB A C K
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Make

Here.
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t a n g i b l e t a C t i l i t Y

Our ideas are meaningless if  they are not made  

real. In a digital age, we still take pride in  

producing tangible physical objects that speakto  

the hand as much as to theeye.

Donõt exclude designers from the production phase.  

Bring usin.

Here.
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M e e t i n g M a K e r s

Designers can be your ally with the production  

team and supply chain. Allowing contact with the  

people who will ultimately implement the designis  

a vital part of ensuring that the final outcome is as  

good as it possibly canbe.

Here.



2. Inside a designstudio

Here.



Here.
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The unspokensubject...



Money isnõt theonly consideration:

Here.
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Here.
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3 MONTHS



Here.
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3 MOLonNgevityTHS



CreativeOpportunity

Here.
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Here.
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Interestin subject



Here.
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Wherewill it takeyou?



Opportunityto learn

Here.
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Therearealsootherwaysof beingpaid:

Here.
28



Retainer

Sales BasedIncentives

Licensing

PartEquity

Increasing  

Complexity

Here.
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Here.
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How isall of thisstructured?

What does it looklike?



Here.
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Monday:

ScheduleBriefing

New Business Review  

Studio FinanceReview  

Partners Catch Up  

Design Briefings  

DesignReviews

ClientMeetings

Tuesday:  

DesignBriefings  

Design Reviews  

ClientMeetings

Wednesday:  

Design Briefings  

DesignReviews

PM Finance CatchUp  

Pre-Schedule Meeting  

Long Term Schedule  

ClientMeetings

Thursday:  

Design Briefings  

DesignReviews

PM Finance CatchUp  

ClientMeetings

Friday:

DesignBriefings

DesignReviews

Full ScheduleMeeting  

StudioLunch

ClientMeetings

Our workingweek:



Think Immersion Strategy

Write Immersion Naming
Brand  

Language

Design Immersion Concepts Development Refinement

Make Production  

Immersion

Pre  

Production  

Meetings
Artwork

Production  

Consultancy
Sourcing

PaCKa g i n g P r o J e C t

Here.
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Think

Write
Website  

Copy

Design Concepts Development Refinement

Make
Pre  

Production  

Meetings
Artwork

Production  

Consultancy
Sourcing

r e s t a u r a n t i D e n t i t Y

Here.
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Think Ideas

Write Ideas Copy

Design Ideas Concepts Development Refinement

Make Ideas Artwork

s e l F i n i t i a t e D P r o J e C t (b o o K )

Here.
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Think

Write

Design Concepts Development Refinement

Make Ideas Artwork
Production  

Management

P r o D u C t D e V e l o P M e n t

Here.
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Here.
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Here.

CaseStudy:

Clonakilty



BrandWorld

Here.
1

Here.



Think of Packaging asroot of all brand assets  

How thebrandcomealivebeyondpack?

Here.
1

Here.



Brand 

World

©JKR 2019



HIPPE-AS

©JKR 2019



Here.



Here.
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Here.



Here.
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main packaging

©JKR 2019


