
GREETINGS 
WHISKY EXPLORER

Welcome to The GreatDrams of Scotland. 
I’m Greg Dillon, a whisky blogger, brand 
consultant and writer, and I want to take 

you on a spirited journey through the history 
of the brands that have built whisky. Along the 
way, I will delve into what whisky is today: a 
drink enjoyed neat, mixed, shaken, stirred and 
over rocks, but above all globally loved and 
celebrated. 

Did you realise that this has not always been 
the case? We will get to that in time. 

My journey into whisky spans more than 
a decade. My late father was a whisky man. In 
fact, Teacher’s was one of my dad’s favourite 

whiskies. I remember seeing the bottle around 
the house; he would have a dram or two after a 
long day’s work building the old family business. 
Years later I worked on the Teacher’s brand for a 
few months, which was truly fascinating and the 
first step into doing what I do now, with William 
Teacher’s innovative approach to the business 
piquing my interest in whisky. 

After I began to work with more whisky 
clients, I suddenly thought: ‘I am thinking and 
talking about whisky most days with clients, 
why am I not also blogging about it?’ and thus 
GreatDrams.com was born.

FOREWORD
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MAP OF SCOTTISH WHISKY REGIONS

Highland Park
The Dalmore 
Glenglassaugh Kininvie

The Macallan
Glenfiddich

Aberlour
Craigellachie

The Glenrothes

St. Magdalene
Kingsbarns 

Port Ellen
Laphroaig
Kilchoman 

Johnnie Walker
Teacher’s
The Famous Grouse
Chivas Regal
All independent  
bottlers 
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INTRODUCTION

HOW TO GET THE MOST 
FROM THIS BOOK

This might sound like an incredibly highbrow 
‘this book is too complicated’ way of 
introducing what we are about to share, but 

I want you to get the most out of this book, so 
I’ll briefly explain what you can expect… 

Throughout these pages, I will be talking 
through the stories of a number of Scotch whisky 
distillery brands; a few you will have heard of, 
a couple may be obvious and a few form an 
emerging ‘next generation’ of whisky producers. 
All have their place in the world of whisky and 

are deserving of conversation and spotlight. 
Each chapter includes a suggested whisky 

pairing or two. I like nothing better than sitting 
in a comfortable chair with a hearty measure of 
an appropriate whisky, and I thought you might 
like to get in on the act, too. 

The GreatDrams of Scotland is about 
storytelling and bringing to life the intriguing 
history behind this incredible liquid, one that 
we can ultimately pay immense amounts of 
money for. 

SPEYSIDE

HIGHLANDS

LOWLANDS
ISLAY

ISLANDS

CAMPBELTOWN

ALL OVER
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WHAT IS A BRAND TODAY?

There are so many definitions out there. Every 
design agency I have ever partnered has a 
different, proprietary definition of what ‘brand’ 
means to them. The reality is that brand is 
incredibly simple to explain, yet it is bloody hard 
to build one that sells millions of bottles per year. 

‘Brand’ is the visual and verbal shorthand for 
a product or service. More than a label or a logo, 
essentially it’s a convincer that differentiates one 
product from another in otherwise crowded 
marketplaces. Breakfast cereal, cars or even 

cities…you name it, you can brand it. Even 
yourself. For example, my personal brand is 
built around my ginger beard, my bold black 
glasses and whisky. What’s yours built around? 

Brand is the expression of why people should 
buy into what you make versus the alternative 
and, when done correctly, creates a perfect 
harmony of product benefits that respond to 
subconscious consumer needs to make loyalty 
and purchase a no-brainer. 

WHY BRANDING? 

Well, first let me explain the notion of branding 
in the whisky world and where it started. 

The first brand in the world was reported to 
be a whisky brand. Although the reality is this is 
hearsay and wishful thinking, the word ‘brand’ 
originates from a Norse word meaning ‘to burn’. 
To denote the maker, a simple mark was burnt 
onto each whisky barrel using hot irons, before 
being shipped to markets around the world. 
This has always seemed curious, bordering on 
magical, to me. We are talking about the early 

nineteenth century here – when John Walker was 
a grocer, not a superbrand, Diageo was in its 
infancy as a one-man band, with Andrew Usher 
II furthering his father’s attempts to perfect the 
art of blending whisky, and The Macallan was a 
small part of a farm in Speyside, not the pinnacle 
of luxury it is today. 

Those were simpler times than today’s 
whisky market, where NAS (whiskies with no 
age statement), age statements, cask finishes and 
a plethora of brands vie for attention. 
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WHY AM I TALKING TO YOU  
ABOUT BRAND?

There is a lot more to a whisky brand than the 
taste of the liquid. This anatomy of a whisky 
brand explores the various elements that make 
up the brand, from liquid to packaging, to the 
personality of the people involved. 

My background is in brand consulting, 
specifically in the whisky and luxury spirits 
markets where I have created, fixed and 
rebuilt countless brands around the world. I 
build my recommendations by responding to 
consumer needs, matching product and business 
competencies and expressing that through 
interesting storytelling.

Markets expand and contract in keeping 
with supply and demand. No matter how the 
market is moving, the winners will always be 
the products and services with very strong 
brands; they will be the ones who connect on 
both the rational and emotional levels that 
consumers require in order to make a purchase. 

This is not just true of whisky. Think about 
Nike’s ‘Just Do It’ positioning. It stands for 
exactly what it says: make things happen and 
be all you can be by getting on with it. 

In the beer world you have Stella Artois’ 
‘Reassuringly Expensive’ message from a 
few years back. It stands for quality through 
mitigating the price point – 15–20 per cent 
above comparable mass lagers – and being open 
about quality being linked to price. 

Finally, think about Glenmorangie’s 
‘Unnecessarily Well Made’ campaign, which 
was all about getting the message out there 
that whilst the average whisky drinker may not 
know, see or care about the process and the 
perfection the brand strives for, it still makes 
every effort because that’s what makes its spirit 
as good as it is. 

Ultimately, the whisky itself could well  
be the best in the world, but more often than 
not, the liquid itself will get you the second sale, 
not the first. 

Allow me to explain… 
Market data suggests that 42 per cent, 

a statistic that rises to around 63 per cent in 
global duty-free, of Scotch sales in the UK is 
accounted for by gifting purposes. Notably, 
much of this is chosen based on the look and 
feel of the bottle and secondary pack (that’s 
the presentation tube or box that bottles often 
come in) as well as the stories the brand tells 
about the product on the front and back of the 
pack. 

Of course, price also plays a massive role in 
purchasing decisions, with customers expecting 
to buy something within their budget, big or 
small, that looks and feels like a lovely gift, be 
it for a birthday, a colleague’s leaving party or 
just because. 

My point thus far is that whisky can be 
great, it can be good, it can be not so good, but 
it’s the overarching brand experience, rather 
than the matured spirit itself, that we enjoy and 
remember the most.

Strategist finds out all 
there is to know about a 
brand, the competitors, 

the market and, crucially, 
the current and target 

consumers. 

Strategist, with input 
from the creative team, 

defines the strategic 
direction of the brand 
in relation to the brief 

and where the brand will 
connect best with its 
consumers and where  
it will stand out from  

the competition. 

Creative team, with 
input from the strategist, 

builds the strategic 
direction defined above 
into creative territories 

that give both the agency 
and the client options 

on where the packaging 
could go. 

Chosen creative territory 
is then worked up into 

final designs, prototyped 
and built, then, once 
approved, produced  
and sent to stores. 

…are set loose to review and engage with whisky drinkers around the world.

  THE BRAND
Whisky shoppers see 

the bottle in store with the 
associated price and stories  

on the label and tube. But to get 
to that point requires a lot of 

people and takes time.  
Here is a simplified  

version of what 
happens:

Within the design agency, they set about creating 
something compelling for consumers.

DISCOVERY STRATEGY CREATIVE DELIVER

BLOGGERS, INFLUENCERS and LAUNCH CAMPAIGNS…

Wants to create a 
product

BRAND

Sets the flavour 
profile

DISTILLER

Decides on a name 
and briefs an agency 
to create the brand

MARKETING
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SOME SWIFT 
DEMYSTIFICATION

Suggested whisky: 

your day-to-day favourite 

(This chapter will only take a few minutes of your time)

SINGLE MALTS ARE BETTER  
THAN BLENDS

The perception amongst many whisky drinkers 
and commentators is that single malts are best. 
This is patently untrue. Anything other than 
single cask Scotch is a blend. Let that settle. 

Single malt Scotch whisky is still a blend, 
but it is a blend of whiskies from one distillery, 
whereas blended Scotch whisky is a blend of 
whiskies from multiple distilleries. 

According to many sources across the 
industry, blends make up over 90 per cent of 
the global whisky market. Seriously. They are 
enjoyed the world over by whisky newbies 

through to whisky connoisseurs and collectors, 
and it’s all because they came first, commercially 
at least. Single malt as we know it only started 
being sold to consumers in 1963 (more on which 
whisky brand launched the first single malt later), 
but prior to that, single malt was reserved for the 
lucky distillery workers and locals. Everyone else 
was interested in blends, or so they thought. 

I always think of single malt as being the 
perfect expression of a distillery’s product, 
whereas I view blends as being a blender’s 
masterpiece. The skill of the blender is in crafting 
the same flavour profiles year after year, batch 
after batch, bottle after bottle, not to mention 
using whiskies made with different ingredients 
than were available the previous year.
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CHAPTER ONE

SINGLE 
MALT

(Exaggerated)

Highland Park 12 Sherry Cask

Highland Park 12 Bourbon Cask

Highland Park 12.5

Highland Park 16

Highland Park 16.5

Highland Park 15.5

Highland Park 12.25

Highland Park 17

Highland Park 19

Blended 
Scotch  

(Exaggerated)

CAMERONBRIDGE – GRAIN – 60%

MALTS – EACH A SMALL %

Auchroisk • Benrinnes   

Blair Athol • Caol Ila • Cardhu 

Clynelish • Cragganmore 

Dailuaine • Dalwhinnie •Dufftown 

Glendullan • Glen Elgin 

Glenkinchie • Glenlossie • Glen Ord 

Glen Spey • Inchgower • Knockando 

Lagavulin • Linkwood • Lochnagar 

Mannochmore • Mortlach • Roseisle  

Strathmill • Talisker • Teaninich

Ardbeg 8 Year Old  

Sherry Cask Matured  

filled April 2008,  

bottled April 2016,  

Cask number xxxx

SI
N

GLE CASK
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