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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:

Å test whether this could be achieved

Å whether the pilot approach was effective

Å 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

Å 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

Å Artwork developed for the consumer campaign

Å Targeted local PR, social media strategies were developed

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

Å 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

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

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

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

Stage 4 Impact research and future look July 2016

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

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

Å 125ml wine pilot press release developed

Å Recommendations for future roll-out 

Å 125ml pilot campaign Impact Report developed 

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

Å 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. 

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

volunteer to lead the 125ml wine pilot 

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

communications strategy

Å Story developed the creative positioning and a subsequent online and 

offline creative campaign, including tactical placements in premises, and 

engaging social media activity.

Å 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  

Å 16 online articles

Å 11 print articles 

Å BBC Reporting Scotland feature 

Å BBC Good Morning Scotland feature and bulletins 

Å BBC John Beattie Show interview

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

Å 172 tweets sent by 140 contributors. 

Å 515,454 total earned social media reach 

Å broadcast media reached potential audience of 

4 million across Scotland 

TRADE AND CONSUMER ENGAGEMENT 

Å 100% of the eligible licensed premises in East 

Dunbartonshire participated

Å 70% improvement in consumer awareness of the measure* 

Å 50,000 promotional campaign coasters delivered to 

participating venues

Å 200 consumers surveyed 

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

Å 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 

ñThe 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.

ñThis initiative is a good example of partnership working 

between local partners and wouldnôt have been possible without 

the joint input of East Dunbartonshire Council, participating pubs 

and restaurants and alcohol industry partners.ò 

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
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ñOn 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.ò 

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 Glasgowôs West End, for example. 

The following recommendations are based on the views 

expressed in the campaign debrief discussion and incorporate 

Story and Spreng Thomsonôs learnings from the pilot campaign. 

10
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Recommendations

Increasing buy-in 

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

early on, to sell the benefits of the campaign

Å 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 

Å Work in cooperation with advisors to identify eligible target 

premises to ensure campaign is as focused as possible. 

Å It is noted that licensing advisors may not have this 

information to hand. Spreng Thomson and Story can divide 

this piece of research 

Å Communication is required from the advisors to the trade 

early on, to make venues aware of the campaign

Å 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

¶ Storyôs 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 ñ125ml available hereò

¶ 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 

consumersô 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 

13



© Spreng Thomson 2016 14

Trade launch media impact 

Å 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. 

Å Coverage was largely factual with some discursive pieces focusing on 

measures and wider health benefits

Å 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

Å 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 
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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 +

ÅAdditional 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 
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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


© Spreng Thomson 2016

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

31

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
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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 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: Harperôs 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: ñWe want to give customers the choice of smaller 

measures if they want theméweôre responding to customerôs needs 

and hopefully that can help them plan out their drinking betteréthere is 

this thought in Scotland that the wine should fill the glass and weôre 

trying to get away from that, especially with 125mlétalk about the 

quality of the wine and enjoying the wine in the smaller measureéyou 

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

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

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

itôs very important that our staff know that and pass that on to 

customers, and thatôs what this is all about, trying to get people to 

realise what theyôre drinking, how much theyôre drinkingéEast 

Dunbartonshire licensing standards officers have been excellent and 

weôre really happy with the collaborative workingthat weôve had on 

this.ò

Claire Smith: ñWeôre quite established with the 125ml measureéwe 

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 measureéitôs perfect 

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

relax with your friends.ò

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

http://bbc.in/1Uei5ct
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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/













































































































