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The objective for the 125ml pilot campaign was to:

increase awareness of the smaller wine measure  

amongst consumers in licensed premises in the 

East Dunbartonshire Council (EDC) area.

The pilot campaign was designed to:

• test whether this could be achieved

• whether the pilot approach was effective

• assess whether the approach could be rolled out to 

other parts of Scotland 

This report, prepared by Spreng Thomson and Story, 

highlights the effectiveness of the EDC pilot campaign 

which took place between November 2015 and July 

2016. 

Campaign objective 
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Stage 1 Trade launch  November 2015

• A high level media call took place at local restaurant and bar, Garvie & Co, in Milngavie. All partners were represented (EDC, Scottish 

Government, SAIP, and the trade)

Stage 2  Consumer campaign preparations April 2016

• Artwork developed for the consumer campaign

• Targeted local PR, social media strategies were developed

• A media partnership was negotiated with Johnston Press regional titles: Milngavie and Bearsden Herald and Kirkintilloch Herald

• A survey was undertaken to establish the level of consumer awareness of wine measures prior to consumer campaign launch

Stage 3 Consumer launch June 2016

• Promotional and POS materials were delivered to licensed premises by EDC Licensing Advisors

• Premises promoted 125ml by displaying the campaign coaster and posting on their social media channels

• Media partnership and social media campaign supported the drive to improve consumer awareness

Stage 4 Impact research and future look July 2016

• Consumers were surveyed once again to measure the impact the campaign has had on awareness of wine measures 

• Partnership de-brief session captured the positive performance and learnings of the pilot

• 125ml wine pilot press release developed

• Recommendations for future roll-out 

• 125ml pilot campaign Impact Report developed 

125ml pilot campaign process
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The 125ml wine pilot campaign partnership

• Scottish Government, with Scottish Alcohol Industry Partnership, aim to find 

new, lighter-touch ways of collaborating on measures to reduce alcohol 

harm, such as the 125ml wine campaign. 

• East Dunbartonshire Council was the first Local Authority in Scotland to 

volunteer to lead the 125ml wine pilot 

• Spreng Thomson, devised and delivered PR, social media and 

communications strategy

• Story developed the creative positioning and a subsequent online and 

offline creative campaign, including tactical placements in premises, and 

engaging social media activity.

• Johnston Press local titles in the area supported the consumer campaign 

with a  weekly editorial 
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125ml wine pilot project partners. L-R East Dunbartonshire Council Leader Rhondda Geekie pictured with EDC Licensing Advisors 

and proprietors of restaurant, Garvie & Co, Milngavie. 

Image: Mike Wilkinson 
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Key impacts 

Overall, the 125ml wine pilot campaign proved a successful way to improve both trade and consumer 

awareness of the smaller wine measure. It also attracted significant interest from the media 

(broadcast, print and social). Some campaign highlights are featured in the tables below.  

MEDIA IMPACT  

• 16 online articles

• 11 print articles 

• BBC Reporting Scotland feature 

• BBC Good Morning Scotland feature and bulletins 

• BBC John Beattie Show interview

• earned media reach of 1,589,771 for print alone

• 172 tweets sent by 140 contributors. 

• 515,454 total earned social media reach 

• broadcast media reached potential audience of 

4 million across Scotland 

TRADE AND CONSUMER ENGAGEMENT 

• 100% of the eligible licensed premises in East 

Dunbartonshire participated

• 70% improvement in consumer awareness of the measure* 

• 50,000 promotional campaign coasters delivered to 

participating venues

• 200 consumers surveyed 

• initial feedback indicates overall increase in sales of 125ml. 

• pilot led to a number of spin-off promotions in the trade 

including: 125ml wine spritzers and organic wine  

promotions with some restaurants including the 125ml 

measure as part of their set meal / lunch offers 

* pre-campaign 11% had seen the 125ml measure, 52% had seen it post-campaign
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What the campaign partners think 

“The Scottish Government was delighted to support this local 

campaign, which has been successful in making people aware 

smaller wine glasses are available. Clearly it is important people 

have the ability to choose a smaller measure if they wish and by 

offering the 125ml measure, businesses are giving their 

customers more choice and the opportunity to drink responsibly.

“This initiative is a good example of partnership working 

between local partners and wouldn’t have been possible without 

the joint input of East Dunbartonshire Council, participating pubs 

and restaurants and alcohol industry partners.” 

Aileen Campbell MSP, Minister for Public Health and Sport 
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What the campaign partners think 

Douglas Meikle, Head of Alcohol Policy, The Scotch Whisky Association

9

“On behalf of the Scottish Alcohol Industry Partnership, I can say that we 

are absolutely thrilled with the results and outcomes of the East 

Dunbartonshire 125ml wine campaign pilot. Our objectives at the outset 

were to encourage local pubs, bars, restaurants and hotels to offer the 

125ml serve and then to raise awareness of this smaller measure with the 

general wine buying public. With the fantastic support from the trade and 

our colleagues at the Local Council we have over achieved on both.” 

Mark Baird, Scottish Alcohol Industry Partnership 
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Recommendations for future roll-out 

Based on the success of the pilot campaign, the partners believe 

there is merit in rolling the campaign out to other local areas such 

as Edinburgh city centre or Glasgow’s West End, for example. 

The following recommendations are based on the views 

expressed in the campaign debrief discussion and incorporate 

Story and Spreng Thomson’s learnings from the pilot campaign. 

10
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Recommendations

Increasing buy-in 

• Identify and meet with a senior member of the local council 

early on, to sell the benefits of the campaign

• Meet with local licensing advisors at the new location. EDC 

Licensing Advisor, Neil Miller, has kindly offered to act as an 

ambassador for the pilot area to assist in its presentation to 

other licensing advisors at regional meetings if required 

• Work in cooperation with advisors to identify eligible target 

premises to ensure campaign is as focused as possible. 

• It is noted that licensing advisors may not have this 

information to hand. Spreng Thomson and Story can divide 

this piece of research 

• Communication is required from the advisors to the trade 

early on, to make venues aware of the campaign

• Run the consumer campaign immediately after the trade 

campaign finishes, capitalising on awareness and the 

cooperation of licensees

Recommendations

Proactive outreach activity

 Spreng Thomson and Story will tag-team engagement with 

venues initially, attending Pub Watch meetings if possible

 Story’s merchandising teams taking over on the run-up to 

the campaign live date

 Incentivise involvement for venues. The venue with the 

most 125ml selfies could win a table at the SLTA Awards, 

for example

Recommendations

Campaign creative assets

 Posters with social media competition details, laminate 

versions for restaurants 

 Shelf wobbler 

 Simple door / window sticker “125ml available here”

 Staff badge

 Replicate the high-quality coasters used in East 

Dunbartonshire but without #ED125ml 

 More GIFs / shareable tweet cards 
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Recommendations

PR ideas

 Future locations will be more content-driven rather than news-

driven 

 Refine the approach to suit the local media landscape 

 Create a targeted VIP blogger outreach event to engage 

proactively with lifestyle and food influencers

 Develop relationships with the wider hospitality industry and 

capitalise on existing success with trade and broadcast media 

 Work collaboratively with Story to generate content that 

complements the creative artwork 

Recommendations

Social media 

 Social media is an important part of the campaign in order to 

drive engagement of the millennial and younger target 

audience of consumers

 It is agreed that a competition is essential to incentivise 

consumers’ engagement with the campaign 

 Open the competition to more platforms (Facebook, Twitter 

and Instagram),also include optional email entry

 Ensure 125ml.org is up to date   

Recommendations

Measuring impact 

Commercial impact NEW 

 Venues that have an EPOS that logs glass measures 

can potentially share the commercial impact of the 125ml 

pre and post campaign. CGA could gather this data. 

 Capture any additional qualitative feedback from venues 

e.g. a campaign spin-off such as 125ml spritzer 

promotion

Consumer awareness impact 

 Outsource a street team to conduct pre and post 

campaign consumer awareness surveys. Spreng 

Thomson can coordinate this with the appointed 

agency. 
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Media and social media impact 
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Trade launch media impact 

• In November 2015, Spreng Thomson developed a successful high-level 

media launch engaging national broadcast media including BBC Reporting 

Scotland on 25 November, BBC Radio Scotland and BBC Online, with a 

potential reach of up to 4m listeners / viewers. 

• Coverage was largely factual with some discursive pieces focusing on 

measures and wider health benefits

• Twitter was buzzing with activity. A key word search revealed a reach of 

350,546 accounts and a volume of 100 tweets from 99 contributors

• Total earned media circulation for print media alone was 1,236,111
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L-R: Minister for Health, Maureen Watt MSP, Chief Executive of the SLTA, Paul Waterson, with EDC Council Leader, Rhondda Geekie.

Image: Mike Wilkinson 



Source: BBC News online (Scotland)
Click here to access the full article

Not disclosed 

Source: BBC News online (UK)
Click here to access the full article

Not disclosed 

16

http://www.bbc.co.uk/news/uk-scotland-glasgow-west-34915774
http://www.bbc.co.uk/news/uk-scotland-34920348


Source: Kirkintilloch Herald
Click here to access the full article

8,010

Source: Milngavie & Bearsden Herald
Click here to access the full article

3,842
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http://www.kirkintilloch-herald.co.uk/news/local-headlines/east-dunbartonshire-first-to-trial-new-scheme-to-help-wine-drinkers-drop-a-glass-size-1-3957971
http://www.milngavieherald.co.uk/news/local-headlines/east-dunbartonshire-first-to-trial-new-scheme-to-help-wine-drinkers-drop-a-glass-size-1-3957971


Source: BBC Radio Scotland 

Date/time: Wednesday 25 November

Circulation: 4 million +

• Additional hourly bulletins 
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http://www.thedrinksbusiness.com/2015/11/wine-drinkers-offered-small-glasses-in-trial/
http://www.thedrinksbusiness.com/2015/11/wine-drinkers-offered-small-glasses-in-trial/


Source: BBC, Reporting Scotland 

Date/time: Wednesday 25 November 6:30pm 
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Source: The Herald

Date: Thursday 26 November

Circulation:  34,379

Monthly Unique Users: 1,980,351

(Source: JICREG as of 01/04/2015)
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Source: I Independent 

Date: Thursday 26 November

Circulation: 274,639 (Print), 3,009 

(Digital).
Source: ABC
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Source: Daily Express 

Date: Thursday 26 November

Circulation: 411,225

Monthly Unique Users: 7,911,368  
(Source: Publisher June 2015)
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Source: The Times

Date: Thursday 26 November

Circulation: 488,947 
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Source: Harpers.co.uk 

Date: Thursday 26 November

Click here to read the full article

5,868
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http://www.harpers.co.uk/news/snp-backs-small-wine-measures-to-tackle-scotlands-alcohol-problem/528307.article


Source: theconversation.com 

Date: 30 November

Click here to read the full article

Reach: not provided 

25

http://theconversation.com/why-wine-raises-tricky-problems-for-tackling-excess-drinking-51430


Source: SLTN 

Date: 15 December 2015

Click here to read the full article

15,072
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http://sltn.co.uk/2015/12/15/100-licensees-lead-the-way-on-consumer-choice/
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Consumer campaign
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Source: Kirkintilloch Herald Week 1 (print and online) 

Date: 15 June 2016

Circulation: 32,726
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http://www.kirkintilloch-herald.co.uk/news/local-headlines/increasing-choice-smaller-wine-glasses-launched-across-east-dunbartonshire-1-4156329
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Source: Kirkintilloch Herald Week 1 (print and online) 

Date: 15 June 2016
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http://www.kirkintilloch-herald.co.uk/news/local-headlines/increasing-choice-smaller-wine-glasses-launched-across-east-dunbartonshire-1-4156329
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Source: Kirkintilloch Herald Week 1 print

Date: 16 June 2016
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Source: Kirkintilloch Herald Week 2 (print and online) 

Date: 23 June 2016

Unique visitors: 44, 204
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http://www.kirkintilloch-herald.co.uk/news/local-headlines/raising-a-glass-to-the-125ml-wine-campaign-1-4162158
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Source: Kirkintilloch Herald Week 3: Print and online

Date: 8 July 2016

Circulation: 32,726

32

http://www.kirkintilloch-herald.co.uk/news/local-headlines/beauty-queen-is-a-glass-act-1-4172681
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Source: Kirkintilloch Herald Week 3: Print and online

Date: 8 July 2016

Unique visitors: 44, 204
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http://www.kirkintilloch-herald.co.uk/news/local-headlines/beauty-queen-is-a-glass-act-1-4172681
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Source: Kirkintilloch Herald Week 4: Print and online 

Date: 13 July 2016

Circulation: 32,726
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Source: Harper’s Wine and Spirit (online) 

Date: 14 June 2016

Reach: 5,868
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http://www.harpers.co.uk/news/the-scottish-alcohol-industry-partnership-launches-a-125ml-consumer-choice-campaign/537554.article
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Source: SLTN (online)

Date: Wed 15 June 2016 LAUNCH DAY

Note: Homepage takeover and main article

Circulation: 15,072
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http://sltn.co.uk/2016/06/15/trade-campaign-measures-up/
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Source: John Beattie, BBC Radio Scotland 

Date: Wed 15 June 2016 LAUNCH DAY 

Reach: 4m listeners + digital streaming  

ED125ml campaign interview extracts

Paul Waterson: “We want to give customers the choice of smaller 

measures if they want them…we’re responding to customer’s needs 

and hopefully that can help them plan out their drinking better…there is 

this thought in Scotland that the wine should fill the glass and we’re 

trying to get away from that, especially with 125ml…talk about the 

quality of the wine and enjoying the wine in the smaller measure…you 

know some people will perhaps order 2 different wines at 125, instead 

of 250, to try and taste different wines, so there’s that side to it as well. 

More premises are trying to offer more wines by the glass…(units info) 

it’s very important that our staff know that and pass that on to 

customers, and that’s what this is all about, trying to get people to 

realise what they’re drinking, how much they’re drinking…East 

Dunbartonshire licensing standards officers have been excellent and 

we’re really happy with the collaborative working that we’ve had on 

this.”

Claire Smith: “We’re quite established with the 125ml measure…we 

have had conversations with customers as to whether they think 125ml 

is a good option and they did like the option. So I took the sales figures 

for last night as an example and it turned out that 40% of the glasses of 

wine which we sold were actually in the smaller measure…it’s perfect 

for the mid-week…if you just want a small glass with your dinner, or to 

relax with your friends.”

Skip to: 43mins 10secs - 51mins 20 secs

http://bbc.in/1Uei5ct

37

http://bbc.in/1Uei5ct
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Source: DRAM online

Date: Thurs 16 June 2016

Circulation 25,000
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http://dramscotland.co.uk/2016/06/16/east-dunbartonshire-licensees-trial-125ml-wine-measures/
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Source: Trade Talk: Scottish Licensed Trade Association online

Date: Thurs 27June 2016 

Reach: not provided 
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http://dramscotland.co.uk/2016/06/16/east-dunbartonshire-licensees-trial-125ml-wine-measures/
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Source: Community Magazine (print) 

Date: July 2016
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Source: Kirkintilloch Herald (print and online) 

Date: 16 June 2016 
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Source: Kirkintilloch Herald (print and online) 

Date: 23 June 2016

Source: Kirkintilloch Herald (print and online) 

Date: 24 June 2016
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Venues engagement – Twitter  
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Date: Wed 15 June 2016 LAUNCH DAY 2:00pm Date: Thurs 23 June 2016, 11am  
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Spreng Thomson actively monitored, reviewed and reported the 

performance of the #ED125ml wine glass Twitter campaign. Content 

was developed and emailed to partners. 

Prior to this, we engaged with venues and partners directly by email 

and over the phone to identify how we could support their involvement. 

Reasons given for low engagement included: conflicting promotions, 

disinterest in the campaign, lack of understanding about the 

competition element, insufficient POS materials, not so active on 

Twitter, too busy. 

We set up a reactive (temporary) Facebook campaign page -

developed in response to low uptake from consumers and venues. This 

was complemented with Facebook paid posts, to boost visibility with 

the target demographic. 

As a result of this action, we saw an increase in engagement and 

competition entries. The activity saw 6,200+ opportunities to view, 

contributing to the shift in consumer awareness towards the 125ml 

wine glass.  

Reactive social media campaign 
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Venues engagement – Facebook  
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Venues engagement – Facebook  
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Selfie entries (zoom to view) – Twitter + Facebook   
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Selfie entries (zoom to view) – Twitter + Facebook   
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Wider engagement – Twitter  
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Appendix 
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Appendix

125ml Consumer Campaign Evaluation
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A new consumer campaign to raise awareness that a 125ml measure of wine is available.

This is a pilot scheme for East Dunbartonshire which will hopefully be rolled out nationwide.

Campaign Overview

54
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Primary:

• Raise awareness that a small 125ml measure of wine is available at participating venues in East 
Dunbartonshire

Secondary:

• Engagement with the social media competition

Objectives

55
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Primary Audience

Female Wine Drinkers 18+

Secondary Audience

All Wine Drinkers 18+

• The majority of wine drinkers in East Dunbartonshire are ABC1s, 25+ and female

• Most are unaware of the availability of the 125ml wine measure in East Dunbartonshire

• Our aim is to increase awareness of the availability of the 125ml wine measure in East Dunbartonshire

Audience

56
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Creative
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Creative Proposition

Leading to creative route: 

We come in all shapes and sizes

We’re pleased to be selling small 125ml glasses of wine here

Building on the ‘Drop a glass size’ campaign and aimed at women in East Dunbartonshire

58
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URL  inclusion for more info

Sub headline focuses on 
the locality of the 
campaign

Three sizes of wine glasses as the main 
image highlighting the  options available

Lead headline plays on the idea of 
clothing sizes, which is further 
promoted through the glasses  tags 

The campaign creative  builds on the 
‘drop a glass size’ campaign previously 
run

Master Campaign Creative

59
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Campaign Executions

60
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POS Materials

• Feedback from the group was that venues 
wanted unique POS materials

• With this in mind we created riveted coasters 
and top and tail mirror vinyls

• POS packs were delivered to participating 
venues w/c June 6th by the East 
Dunbartonshire Licensing Advisors

• 50,000 Coasters

• 200 Mirror vinyls

61
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Social Media

• Story designed a suite of GIFs and still 
images inspired by the core creative

• It added colour and humour to the 
digital assets to encourage share-
ability for the social media campaign 

• The GIFs and stills were shared with 
the campaign partners as well as 
participating venues 

62
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Results
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Executive summary* Please refer to full Spreng Thomson report for further info

The post-campaign survey evidences a positive shift in consumer awareness towards smaller measures - including the 125ml 
wine glass. 

• Pre-campaign survey found that 11% had seen the 125ml wine glass compared to 52% in this survey (70% improvement)

• 49% had seen 175ml glass size, compared with 31% in the post-campaign survey. 

• Pre-campaign survey revealed 38% had seen 250ml glass size, compared to only 16% in this survey 

A multiplatform approach encompassing PR / media partnership, social media and campaign collateral underpinned a 
transformation in awareness of the 125ml wine glass. 

• Pre-campaign 40% heard about the 125ml glass size, compared to 69% in the post-campaign survey 

• 52% heard about it through on-premises campaign materials 

• 49% heard about it in the local newspapers

• 14% said they heard about it through social media 

• A further 7% heard about it on the radio 

• 51% said they had seen the campaign coaster, while 49% had not seen the coaster before

Survey Results

64
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• 90 outlets were visited by East Dunbartonshire 
Licensing Advisors to disseminate the POS 
resources

• Based on venue capacity, provided by the Licensing 
team, this offered us a potential OTS of over 550K in 
the 4 week campaign period

• Feedback from the Licensing Advisors showed the 
coasters were well received by venues, with 
positive comments on the quality and also the 
campaign tag line ‘We come in all shapes and 
sizes…’

• Post survey results showed that 52% of people 
surveyed had heard about the campaign through on 
premise materials, with 51% recognising the 
coaster 

Merchandising Results
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• Feedback from the Licensing Advisors showed the coasters 
were well received by venues as was the campaign creative

• Consumer awareness survey 

• Media partnership – lessons learned for future approach

• Spreng Thomson media communications and Story creative 
collateral – providing solutions to challenges – good dialog 
throughout!  

• Reactive Facebook campaign by Spreng Thomson 

• BBC Radio Scotland piece featuring Paul Waterson 

What worked well
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• Pre-campaign outreach activity to increase buy-in from 
licensees. This could include a Licensing meeting where POS 
packs could be handed out.

• Include a venue incentive to promote the competition and 
campaign

• Shorten campaign duration by running the consumer campaign 
shortly after the trade launch, capitalising on awareness

• The coasters were well received, however we don’t have any 
information on use of the mirror vinyls, which leads us to 
believe these should not be repeated

• Include posters in the POS materials as these were well 
received by the venues Story and Spreng Thomson visited. This 
also offers a cheap and effective way to explain campaign and 
competition

• Ensure 125ml.org is up to date

What would we do next time

67



© Spreng Thomson 2016

Appendices
premises05_licnopremises05_Name Premises05_Address Premises05_Address_2 Premises05_Address_3 Premises05_Address_4 Capacity Week Capacity Month Capacity

La Vita 185/187 Kirkintilloch Road Bishopbriggs Glasgow G64 2LS 95 665 2660

Burnbrae Milngavie Road Bearsden Glasgow G61 3DG 512 3584 14336

Auchinairn Tavern 137 Auchinairn Road Bishopbriggs Glasgow G64 1UT 444 3108 12432

Smiths Hotel 3 David Donnelly Place Kirkintilloch Glasgow G66 1DD 758 5306 21224

The Torrance Inn 96 Main Street Torrance Glasgow G64 4EL 175 1225 4900

The Indian Cottage 10 Kilsyth Road Kirkintilloch Glasgow G66 1QD 297 2079 8316

Cyan 14 - 16 Stewart Street Milngavie Glasgow G62 6BW 217 1519 6076

Delhi Darbar 4 Woodhill Road Bishopbriggs Glasgow G64 1JL 76 532 2128

The New Manor Garden 13 Baljaffray Precinct Grampian Way Bearsden Glasgow 72 504 2016

The Station 2 Station Road Bearsden Glasgow G61 4AN 152 1064 4256

Eagle Lodge 2 Hilton Road Bishopbriggs Glasgow G64 2PN 1226 8582 34328

Gulistan Tandoori Restaurant 4 Beech Road Bishopbriggs Glasgow G64 1NE 64 448 1792

Meitai Restaurant 15 Station Road Milngavie Glasgow G62 8PG 28 196 784

The Grove Millersneuk Shopping Centre Millersneuk Road Lenzie Glasgow 280 1960 7840

Glazert Country House Hotel 25 Milton Road Lennoxtown Glasgow G66 7DJ 340 2380 9520

Talbot Arms 30 Main Street Milngavie Glasgow G62 6BU 161 1127 4508

Lunastal 44/46 Station Road Milngavie Glasgow G62 8AB 32 224 896

The Wheatsheaf Inn Main Street Torrance Glasgow G64 4EN 290 2030 8120

The Redbrae Redbrae Road Kirkintilloch Glasgow G66 2BX 900 6300 25200

Taste Indian Cuisine 25-27 St Mungo Street Bishopbriggs Glasgow G64 1QT 158 1106 4424

Garvie & Co. 1 Station Road Milngavie Glasgow G62 8PG 440 3080 12320

Royal Garden 12 Arnold Avenue Bishopbriggs Glasgow G64 1PE 32 224 896

The Kirky Puffer 9 Townhead Kirkintilloch Glasgow G66 1NF 504 3528 14112

The Avenue 177 Kirkintilloch Road Bishopbriggs Glasgow G64 2LS 472 3304 13216

Atash Bar 23/25 West High Street Kirkintilloch Glasgow G66 1AB 95 665 2660

The Den 128 Drymen Road Bearsden Glasgow G61 3RB 214 1498 5992

Ashoka 9 Kirk Road Bearsden Glasgow G61 3RG 82 574 2296

Crow Tavern 118 Kirkintilloch Road Bishopbriggs Glasgow G64 2AB 118 826 3304

The Larder 5 Kirk Lane Bearsden Glasgow G61 3RU 100 700 2800

Kirkintilloch Miners Welfare & Charitable ClubTownhead Kirkintilloch Glasgow G66 3AA 700 4900 19600

Massimo 3 Kirk Road Bearsden Glasgow G61 3RG 177 1239 4956

Cook & Indi's World Buffet 74 Kirkintilloch Road Bishopbriggs Glassgow G64 2AH 310 2170 8680

Lion and Star Bar and Kitchen 32 Townhead Kirkintilloch Glasgow G66 1NG 174 1218 4872

Boclair House 100 Milngavie Road Bearsden Glasgow G61 2TP 380 2660 10640

Raffaelle's 151-155 Milngavie Road Bearsden Glasgow G61 3DY 105 735 2940

Oriental Palace 14a Eastside Kirkintilloch Glasgow G66 1PY 50 350 1400

Thai Cafe 45a Townhead Kirkintilloch Glasgow G66 1NG 60 420 1680

Alessio's Cafe & Bistro 121 Cowgate Kirkintilloch Glasgow G66 1JD 60 420 1680

Atash Restaurant 17a West High Street Kirkintilloch Glasgow G66 1AB 50 350 1400

Bar Bliss 1 Cowgate Kirkintilloch Glasgow G66 1HW 130 910 3640

Spice Chilli Restaurant 9 Baljaffray Shopping Centre Grampian Way Bearsden Glasgow 25 175 700

Rainbow Restaurant 173 Kirkintilloch Road Bishopbriggs Glasgow G64 2LS 56 392 1568

Classic India 5 Douglas Street Milngavie Glasgow G62 6PA 42 294 1176

Ashoka Brasserie 93/97 Cowgate Kirkintilloch Glasgow G66 1JD 135 945 3780

Milngavie Bowling Club Station Road Milngavie Glasgow G62 8BY 110 770 3080

Venue Capacity Report
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premises05_licnopremises05_Name Premises05_Address Premises05_Address_2 Premises05_Address_3 Premises05_Address_4 Capacity Week Capacity Month Capacity

Clober Golf Club Craigton Road Milngavie Glasgow G62 7HP 170 1190 4760

The Stables Glasgow Road Kirkintilloch Glasgow G66 1RH 474 3318 13272

The Lenzie Club 48 Victoria Road Lenzie Glasgow G66 5AP 65 455 1820

Kincaid House Hotel Birdston Road Milton of Campsie Glasgow G66 8BZ 400 2800 11200

Fort Theatre Kenmure Avenue Bishopbriggs G64 2DW 120 840 3360

Bishopbriggs Bowling Club 11 Kenmure Avenue Bishopbriggs Glasgow G64 2RG 60 420 1680

Campsie Bowling Club Lennox Place Lennoxtown Glasgow G66 7HD 120 840 3360

Killermont Bowling Club 55A Woodvale Avenue Bearsden G61 2NY 150 1050 4200

Cawder Golf Club Cadder Road Bishopbriggs Glasgow G64 3QD 320 2240 8960

Hilton Park Golf Club Auldmarroch Estate Stockiemuir Road Milngavie Glasgow 199 1393 5572

Bearsden Ski Club The Mound Stockiemuir Road Bearsden Glasgow 220 1540 6160

West Highland Gate Beefeater 103 Main Street Milngavie Glasgow G62 6JQ 256 1792 7168

The Rambler 17 Main Street Torrance Glasgow G64 4EX 160 1120 4480

Glasgow Golf Club Killermont Bearsden G61 2TW 550 3850 15400

Chase Inn 93 Merkland Drive Kirkintilloch Glasgow G66 2QF 361 2527 10108

Club Bliss 17 High Street Kirkintilloch Glasgow G66 1PP 650 4550 18200

Ghiloni's 77 Townhead Kirkintilloch Glasgow G66 1NN 100 700 2800

Kirkintilloch Golf Club Todhill Campsie Road Kirkintilloch Glasgow 170 1190 4760

Riverside Bar and Grill 8-14 Eastside Kirkintilloch Glasgow G66 1PY 268 1876 7504

West of Scotland Football Club Burnbrae Glasgow Road Milngavie Glasgow 880 6160 24640

Douglas Park Golf Club Hillfoot Bearsden Glasgow G61 2TJ 130 910 3640

Andiamo 1 Glasgow Road Milngavie Glasgow G62 6AQ 220 1540 6160

Milngavie Golf Club Laighpark Milngavie Glasgow G62 8EP 100 700 2800

Cadder Freestone Social Club 5 St Mungo Street Bishopbriggs Glasgow G64 1QT 508 3556 14224

Lenzie Rugby Football Club Viewfield Viewfield Avenue Lenzie Glasgow 140 980 3920

The Lenzie Bowling Club Regent Square Lenzie Glasgow G66 5AE 80 560 2240

Mariana 141 Cowgate Kirkintilloch Glasgow G66 1JT 80 560 2240

Campsie Golf Club Crow Road Lennoxtown Glasgow G66 7HX 90 630 2520

Victoria Bowling Club School Road Torrance Glasgow G64 4BZ 100 700 2800

Billington's 114 Kirkintilloch Road Lenzie G66 4LQ 25 175 700

Milton of Campsie Bowling Club Kincaidfield Milton of Campsie Glasgow G66 8ER 120 840 3360

Rasoi Unit 1 Millersneuk Shopping Centre Millersneuk Road Lenzie 80 560 2240

The Restaurant at 19 19 New Kirk Road Bearsden Glasgow G61 3SJ 55 385 1540

Campsie Glen Coffee Shop Aldessan House Campsie Glen Glasgow G66 7AB 40 280 1120

Frankie & Benny's Site Between Unit 9 & 10 Strathkelvin Retail Park Crosshill Road Bishopbriggs 185 1295 5180

Nonna's Kitchen 126 Cowgate Kirkintilloch Glasgow G66 1HF 200 1400 5600

Bullands 27 Mugdock Road Milngavie Glasgow G62 8PD 48 336 1344

Stewart House 16 Stewart Street Milngavie Glasgow G62 6BW 150 1050 4200

Meet Me @ The Corner 44 Main Street Milngavie Glasgow G62 6BU 90 630 2520

Roma 181 -183 Kirkintilloch Road Bishopbriggs Glasgow G64 2LS 180 1260 5040

Cathay Cuisine 3 Gavin's Mill Road Milngavie Glasgow G62 6NB 100 700 2800

Café Crème 6/7 The Cross Court Bishopbriggs Glasgow G62 2RD 35 245 980

The Lion & Star 32 Townhead Kirkintilloch Glasgow G66 1NG 174 1218 4872

Allan Glens Sports Club 212 Kirkintilloch Road Bishopbriggs Glasgow G64 2NE 225 1575 6300

Bearsden Bowling Club Station Road Bearsden Glasgow G61 4AW 110 770 3080

Total Capacity 19856 138992 555968

Venue Capacity Report Continued
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Appendix
Pre-campaign consumer awareness survey. May 2016.
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Pre-campaign consumer awareness survey findings 

• 46% responded that they do think about the amount of wine in the glass when buying a drink

• 49% have seen 175ml glass size

• 11% have seen 125ml glass size

• 60% were not aware of the 125ml glass size

• For those who were aware of the 125ml glass size, 76% heard about it through on-premises 

campaign materials, with a further 10% saying they heard about it on the television

• Of the 101 respondents, 85 agreed to their opinions being reported. The vast majority, 71% 

were in favour of wider availability of 125ml 
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• 85 chose to provide feedback

• 71% were in favour of the 125ml glass size, 12% were opposed, 2% neutral and 12% no comment. 

• Some voiced concerns about whether the 125ml glass size would offer the same value for money as 
the other larger glass sizes. 

• Some voiced concerns that the 125ml glass size may confuse consumers who may mistakenly believe 
this will keep them within Scotland’s drink driving laws.

Qualitative feedback highlights 

“I think it (125ml size) gives the impression that 
people will be under the drink drive limit.”

“Trying to lose weight so a good idea.”

“I usually go for a small –
I don’t want it going to my head.”

“Nice to see options being offered.” 

“I choose depending on the time of 

day e.g. out for lunch or dinner.”

“I don’t enjoy a small glass.”
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A number of the respondents made positive statements about the advantages of wider 
availability of the 125ml glass size. These included:

• Helps people make healthier lifestyle choices

• Helps people manage their weight 

• Helps change perceptions of the current drinking culture

• Improves consumer choice

Emerging themes
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Number of completed responses: 101

Areas covered

Bishopbriggs: 21

Kirkintilloch: 19 

Bearsden: 17

Milngavie: 14

Lennoxtown: 10

Milton of Campsie: 8

Torrance/Balmore: 3

Lenzie: 1

Other (visitors to the locality): 8 

Demographic profile 

33% of interviewees: 45 – 59

29% 30 - 44 

22% 60+ 

16% 18 – 29

• 83% female

• 17% male 

Pre-campaign consumer awareness survey sample. May 2016.
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Pre-campaign consumer opinions 
The following section captures respondents’ individual comments on the new 125ml glass size
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Appendix
Post-campaign consumer awareness survey. July 2016. 

85



© Spreng Thomson 2016

The post-campaign survey evidences a positive shift in consumer awareness towards smaller measures -

including the 125ml wine glass.

• Pre-campaign survey found that 11% had seen the 125ml wine glass compared to 52% in this survey 

• 49% had seen 175ml glass size, compared with 31% in the post-campaign survey. 

• Pre-campaign survey revealed 38% had seen 250ml glass size, compared to only 16% in this survey 

_____________________________________________

A multiplatform approach encompassing PR / media partnership, social media and campaign collateral 

underpinned a transformation in awareness of the 125ml wine glass. 

• Pre-campaign 39.6% had heard about the 125ml

• Post-campaign  69% said they had heard about the 125ml (29% improvement in awareness)

• 52% heard about it through on-premises campaign materials  

• 49% heard about it in the local newspapers  

• 14% said they heard about it through social media 

• A further 7% heard about it on the radio 

• 51% said they had seen the campaign coaster, while 49% had not seen the coaster before

Key findings – Awareness of wine glass sizes
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Number of completed responses: 96

Areas covered

Kirkintilloch: 21 (3 more) 

Bishopbriggs: 15 (6 fewer)

Lenzie: 6 (5 more) 

Bearsden: 14 (3 fewer) 

Milngavie: 14

Lennoxtown: 10

Milton of Campsie: 4 (4 fewer)

Torrance/Balmore: 3

Other (visitors to the locality): 9 

Demographic profile 

30% of interviewees: 18 – 29

28% 45 – 59 

25% 30 - 44 

16% 60+ 

• 90% female

• 10% male 

Post-campaign consumer awareness survey sample. July 2016.
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Contact 

Meadhbh Hendrie, Consultant

meadhbh@sprengthomson.com

Graeme Thomson, Consultant

graemet@sprengthomson.com

T:  0141 548 5191

W: https://sprengthomson.com/

Follow us on Twitter @SprengThomson

Aidy Fenwick

Story Partnership Manager

aidy@story.co.uk

T: 0131 4756 7515

W: http://www.storyuk.com/

Follow us on Twitter @StoryUK
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