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Brand Strategy and Ideas for Passport Scotch Whisky  

 

Background 

• Passport Scotch Whisky was one of the world’s fastest growing Scotch 

Whisky brands in the mid-90s 

• Fastest growing on a small base, of course, since it  was a relatively new 

Scotch Whisky targeted at the young drinker  

• I  looked up Passport’s website as well  as Pernod Ricard’s for the latest in 

sales or revenue, but in vain. According to this article in The Spirits 

Business, Passport Scotch grew its sales from 1.7 mill ion cases (9 l itre 

cases) in 2017-19 to 1.8 mil l ion cases in 2020 before reaching 2 mill ion 

cases in 2021, registering growth of 9.5% that year.  

• It  competes in the premium/prestige segment of Scotch whiskies with 

J&B Scotch Whisky as well  as Black & White Scotch Whisky, both from 

Diageo 

• According to the same article just cited,  Passport trails J&B Scotch by 0.8 

mill ion cases and Black & White Scotch by 1.2 mill ion cases.  

• Passport Scotch Whisky’s key and important markets are Europe, Asia 

and Latin America , and yet I  am surprised to see Pernod Ricard classify it  

under “strategic local brands”  

• It  was launched to attract young drinkers to Scotch whisky, otherwise 

seen as an o ld man’s drink  

• Its international brand positioning and strapline was a Scotch Whisky 

that you can enjoy in a style of your own  

• Time to build on those early years of good growth by strengthening the 

global positioning of  the brand and investing in its futur e 

The product and the brand’s  future 

• Passport Scotch Whisky is made from malt and grain whiskies, which are 

l ighter in taste and texture  

• Its main malt whiskies are Glen Keith and Strathisla (heart of  Chivas 

Regal)  

• Glen Keith is among the youngest disti l ler ies in Scotland and its malt 

reflects this in Passport’s l ight, delicate and sophisticated taste  

• The product is perfectly suited to a younger drinker’s palate and is also 

international in appeal  

• Since it ’s meant for a younger drinker, it  also competes with  white spirits 

such as vodka, gin and white rum  

https://www.thespiritsbusiness.com/2022/06/scotch-whisky-brand-champion-2022-johnnie-walker/


• All the above have seen excellent growth rates in the past decade or 

more, which means young drinkers’ alcohol consumption is growing along 

with more dining out and partying  

• This segment represents an importa nt consumer cohort for Pernod 

Ricard, therefore, and Passport Scotch is the only whisky from the 

company that addresses this segment  

• All the more reason why Pernod Ricard ought to invest much more in 

growing this brand from its Scotch Whisky stable 

Target Audience 

Passport Scotch whisky is international in  appeal and in its markets. The fact 

that it  is meant for younger whisky drinkers makes it  even more international 

in appeal, s ince the younger consumer cohort tend s to be similar across 

markets in many ways.  

• Young, urban affluent wines and spirits consumers across the world  

• Mostly male, but Passport Scotch has always included women consumers  

• In all  probability, a regular vodka, white rum or gin drinker and only 

occasionally imbibing Scotch Whisky  

• Has a good and favourable opinion about Scotch Whiskies in general,  but 

f inds them a trif le too old -fashioned and stuffy in image  

• Being young and partying frequently, would l ike to make and consume 

cocktai ls  

• Has admiration and awe for the Scotch Whisky drinking set, and would 

someday l ike to join it  

• However, it  won’t be at the cost of giving up freedom and individuality  

It  is the dilemma and mental trade -off between the last two points that 

Passport Scotch must endeavour to resolve for this drinker  

Competition 

As I said, the prospective drinker of Passport Scotch whisky is probably a 

regular vodka, white rum or gin drinker  and only occasional ly a Scotch drinker.  

This means these are competition for Passport Scotch, in addition to which we 

have Scotch Whisky brands such as J&B as well  as Black & White from Diageo. 

Looking at the price bands in India as well,  these do appear to be competitors 

for Passport Scotch.  

However, in image terms, J&B Scotch might be a bigger compe titor directly 

because it  is positioned along similar l ines as Passport Scotch is. J&B is about 

unconventional ity and it  is a much bigger and better -known brand than 



Passport. Its print advertis ing is legendary for its visual puns and product as 

hero.  

It  is also known as the party drink.  

Black & White Scotch Whisky is also targeted at the young drinker and is 

positioned on the idea of friendship, a la  the black and white Scottish terriers 

on the bottle.  

Both are much better-known brands, of course, and have  larger budgets behind 

them. We ought to consider them as the main competition as they can be 

formidable.  

Brand Objective 

The objective of a new strategy for Passport Scotch Whisky ought to be two -

fold: 

1)  To recruit new whisky drinkers around the world who a re young, hip, 

aff luent and well -travelled  

2)  To retain them and make mature Scotch Whisky consumers of them, 

preventing them from going to J&B and Black & White Scotch Whisky   

Only by building a strong brand franchise and consumer base for Passport 

Scotch Whisky can Pernod Ricard hope to make it  a highly regarded 

international Scotch Whisky brand for the young.  

Implications for strategy  

• This means the brand must connect with young, aff luent whisky drinkers 

on their considerations of what a good Scotch Whisky is  

• It  must offer them a benefit  so compelling that they would not want to 

shift  to any other Scotch whisky brand  

• The brand must be available at the world’s most frequented bars by this 

consumer group and at wine stores around the world as well  as online.  

What role does Passport fulfi l  in Pernod Ricard’s whisky portfolio?  

• Passport Scotch Whisky is the only Scotch Whisky targeted at  the young, 

aff luent whisky drinker  

• It  helps the company compete better with Diageo within this consumer 

segment  

• It  helps keep Pernod Ricard’s image young and contemporary  

• Passport Scotch Whisky can help reinforce Pernod Ricard’s corporate 

brand positioning (one that I  have recommended on my blog site) of 

https://peripateticperch.com/2021/04/15/building-a-corporate-brand-requires-a-change-in-mindset/


making better consumers of wines and spirits,  by helping address the 

young whisky drinker’s tastes and preferences and by guiding them  

• Passport Scotch Whisky could be the entry point for young Scotch whisky 

drinkers to discover a whole new world of Blended Scotch Whisky and 

Single Malts by helping them trade up later to Chivas Regal and  The 

Glenlivet.  

• The entire whisky l ineage or family tree of Chivas Brothers and The 

Glenlivet can play a very crucial role in  their Scotch Whisky journey.  

Done intell igently, Pernod Ricard can guide its young whisky drinkers through 

the Chivas Brothers ’  brands and help them trade up and explore new tastes, as 

you can see from the chart below , which i l lustrates the relationship b etween 

the brands as well as the consumer’s path to trading up .  

Ideally, Pernod Ricard and Chivas Brothers should consider launching Glen 

Keith Single Malt Scotch Whisky as a separate single malt brand, which will  

enable the trading up from Passport Scotch  Whisky.  

 



Aspects of the Passport Scotch brand to emphasise  

• Its l ight, delicate and sophisticated taste  

• The blend of Speyside malt and grain whiskies  

• The young contemporary image of the Glen Keith malt whisky and of 

Passport Scotch  

• The luminescent green square bottle as the gateway to what’s possible –  

not fantasy, but real  attempts at breaking with convention in the world 

of Scotch Whisky  

• Passport’s tasting notes  

• Connection with Chivas  and The Glenlivet  

Brand positioning of  Passport Scotch Whisky  

The Speyside Scotch Whisky that allows you to invent your own rules  

Brand promise 

Only Passport Scotch Whisky has the l ightness of a Speyside Malt to help you 

improvise and express yourself  the way you l ike to.  

Tone and manner  

• Young, sophisticated and chic  

• Individualistic  

• An improvisor and trendsetter  

Summing up the strategy  

Maintain same strategic direct ion as before , but give it  a greater impetus in the 

areas of:  

• Inventiveness and improvisation  

• Breaking with conventions and rules of Scotch whisky drinking  

• International imagery  

Reactions to what I  see on the Passport Scotch Whisky website  

I  must admit I  did get quite a shock when I visited the brand’s website as it  

didn’t conform to my understanding of Passport Scotch Whisky at all .  Since I 

worked on the brand communication for it  in the mid -90s while at Ogi lvy Delhi 

on my second stint with them, and also attended an international agency -cl ient 

conference on the brand in Scotland, I  happen to know the brand well enough.  

These are some of my immediate reactions to what I  see now on the website 

and I would urge the client to consider them seriously:  

https://www.passportscotch.com/en/


• The only bit  of communication on the website that seems right to  me is 

the association of Passport Scotch with cocktails as this is relevant to 

our target audience. However, we need to f ind a distinctive way to do 

cocktai ls,  particular to our brand   

• On the packaging design, please revert to the earlier label design wit h 

white branding on black. If  you wish to retain the new contemporized 

font, you may do so  

• Please drop the f luorescent green curlicues as well  as lettering on the 

bottle label , as these add an element of artif ice to what is a beverage 

made from natural ingredients  

• Too much of a stretch to make Passport Scotch Whisky the spirit  of the 

1960s. In fact, it  means l itt le to consumers today, as I  have written on 

my blog and would make the brand seem outdated if  anything. What we 

can and must stress on is that Glen Keith is one of the youngest 

disti l leries in Scotland and that its malt which forms the heart of 

Passport Scotch is l ight and delicate , making it  suitable for cocktails  

• No need to labour the “born to travel” bit. Every Scotch Whisky and its 

drinker travel the world  

• Please share genuine and accurate tasting notes for Passport Scotch 

written by the Master Blender on the website, as the current tasting 

notes read l ike  a piece of confection or dessert .  

How communication can build the Passport brand  

Passport Scotch Whisky, l ike any brand, will  be built  in consumer’s minds 

through communicat ion. Communicating the right message and imagery is 

important for Passport Scotch.  

• Passport’s brand positioning of a Speyside whisky that you can enjoy 

in a style of your own must be communicated in myriad ways that are 

relevant and l ikely to reach our target consumer  

• By gently d ismantl ing or breaking with the rules and rituals of  Scotc h 

Whisky drinking in the brand communication, we will  introduce the 

consumer to new and perfectly acceptable ways of drinking Scotch 

among the young 

• We ought to use several media channels to communicate with the 

target consumer, from TV and video to print, digital ,  direct response 

and PR and we will  see how each of these can contribute to building 

the Passport Scotch Whisky brand  

• An important part of communicating with th e consumer is to be 

present at the kinds of bars, restaurants and nightclubs that  they visit  

and run promotions there as well  

https://peripateticperch.com/2019/03/22/making-sense-of-the-millennial-myth/


• Consider image promotions as well  in the form of events –  I  would 

strongly recommend live jazz concerts as they epitomize the Passport 

spirit:  improvisation and doing your own thing  

The world of Passport Scotch Whisky –  what it  is and what it  isn’t  

At this stage it  is important to understand what the world of Passport Scotch 

whisky looks l ike and what the drinker represents. These help to lay down some 

ground rules in creat ing communication for the brand , especially as we wil l  be 

attempting to invent, tweak or break some of the rules of Scotch whisky 

consumption.  

• Passport Scotch Whisky is not about wingback chairs and fireside chats 

in wood-panelled l iving rooms. It  is about post -modern architecture, 

plenty of glass, airy, naturally - l it  interiors  

• Passport is not about western classical music, ballroom dancing or 

waltzes. It  is about music and dance that is free -spir ited and improvising 

all  the time. Jiving, jazz music and modern ballet would be more up 

Passport’s al ley  

• Which is not to say that Passport consumers don’t l isten to classical or 

attend balls;  they do occasionally and are quite at home in such 

surroundings  

• Passport Scotch is not about grandstanding and snobbery. Nor is it  about 

social rules and rituals. Passport Scotch doesn’t stand on ceremony. It  is 

about easy social interactions, comfortable and wide -ranging 

conversations.  

• Passport Scotch Whisky doesn’t always conform to the rules of drinking 

Scotch Whisky. It  is a l ight Speyside whisky that allo ws f lexibi l ity and 

inventiveness in how people wish to drink it .  

• Although Passport is  highly individualistic, it  is never outlandish or 

outrageous. Nor does it  wish to shock people with its non -conformism 

• It  is about subtly dif ferent ways in which Passport  consumers l ike to 

enjoy their Scotch Whisky, their social engagements and the company of 

friends. Rather than being shocked by Passport, usually people are quite 

happy to go along with it .  

Creative Idea 

To present Passport Scotch Whisky as a breath of fresh air in the Scotch whisky 

drinking set, through pleasant surprises that only the Passport drinker can pull  

off.  



TV adverts or videos will  lead the campaign for Passport Scotch, followed up by 

print and digital which will  be a l itt le more informative to help consumers make 

the decision to try the brand.  

TV advert #1: (Decision Time)  

Film opens on a business lunch at a f ine dining restaurant. A group of nine or 

ten executives –  more men and a few women –  seated around a long table look 

at the restaurant menu trying to make up their minds.  

Light instrumental jazz music plays in the background.  

A l iveried waiter walks up to their table to take their order.  

Waiter: Ready to place orders for your drinks, sir?  

Passport man (gets up from his seat):  Allow me… exc use me folks.  

Next thing we know, he is walking towards the bar, along with the waiter. We 

then see him exchange a few words with the bartender.  

Meanwhile at the table, indecision reigns. Menu pages are turned, f ingers drum 

on table, one of the ladies looks at her mobile phone.  

And some wonder what their colleague is doing at the bar.  

Man: What has he gone to the bar for?  

Lady: Probably checking their wines.  

The waiter returns with a tray f i l led with several glasses of what looks l ike a 

cocktai l.  Passport man following waiter calls everyone’s attention.  

Passport man: Ladies and gentlemen, the Passport Spring Spritzer!  

An older gent looks incredulously at him.  

Passport man (unfazed): Try it.  Sure to spritz up this business lunch.  

As everyone around the table takes their  f irst sip, the Passport gent springs the 

biggest surprise.  

Passport man: Not on anyone’s expense account, but on me. That make it go 

down better? 

Immediately, he spies a couple of his friends grinning. While others commend 

his creation.  

Many voices together: Fabulous! Cool!  



End on Passport Scotch bottle and glasses on bar counter.  

MVO: Just one of Passport Scotch’s many surprises that you can enjoy in a 

style of your own.  

Super: A style of your own 

Cut to Passport man ’s boss turning off the l ights in his cabin as he leaves office 

in the evening. Sticks his head into Passport gent’s cabin and waves a goodbye, 

but asks him something.  

Boss (rather seriously) :  Passport Spritzer  recipe, please.  

Passport gent looks at boss, rather surprised.  

Boss (in a reassuring way): Don’t worry. Won’t affect your appraisal.  

 

TV advert #2 (New possibil ities)  

Film opens inside a busy office. A young lady walks out of a meeting in the 

conference room, fol lowed by many other executives.  

(Ambient sounds of an office –  chatter, phones ringing, typing sounds)  

She walks back to her cabin, when a colleague sitt ing in one of the office 

cubicles just outside, speaks to her.  

Colleague: Someone came asking for you. And left a parcel… it’s in your room.  

Lady: Really? … thanks.  

She walks into her cabin and spies a tall  gift  bag on her desk.  She opens it  and 

pulls out a bottle of Passport Scotch Whisky. Its luminescent green bottle glow s 

against the l ight from her desk lamp. Pleasantly surprised, she keeps it  aside 

and picks up the note to read it.  

(Note: For the woman who has helped me see only a world of possibil ities in 

the short time of our acquaintance.)  

She looks touched and calls someone from her mobile.  

Lady(smiling):  Thanks for the lovely gift.  Wil l  you help me partake some of 

this Scotch one of these evenings?  

… sounds great!  

Dissolve to the said evening. Passport guy at the lady’s  apartment door, 

dressed nattily in a polo jersey under a jacket.  



She invites him in and together, they walk across the drawing room, towards 

the bar. He takes in the lovely view from her apartment, as he heads towards 

the bar cabinet, where she is already pull ing out the Passport bottle and whisky 

glasses.  

Passport Man :  Uh, uh… allow me.  

He then proceeds to pull  out tall  cocktail  glasses, and looks around in her bar.  

Passport Man: Vermouth?  

Lady: This is Scotch Whisky.  

Passport Man: I  know. From the Speyside.  

He proceeds to pour ice,  whisky,  vermouth and what else he can f ind in her bar  

and her fridge.  

The lady can’t help looking taken aback and very amused at the same time, 

wondering what concoction he is rust ling up.  

Before you know it,  he has created two tall  glasses of a cocktail  that he carries 

to the drawing room area and towards the balcony.  

Passport Man (pointing towards balcony with the glasses):  Shall  we?   

They step out to what looks l ike a perfect evening sky, with city l ights twinkling 

below and all  around.  

He hands her the cocktail,  but not before holding it  up to the skyline -  the 

colours of the drink magical ly matching those of the skyline.  

Passport Man: The Passport Skyliner  

She looks quite amazed, as she takes her glass. After a sip –  which she is clearly 

impressed with –  she raises her glass.  

Lady: To the man who has just shown me new possibil ities with a Speyside 

Scotch Whisky.  

They laugh, as they enjoy their drink on a perfect evening.  

MVO: Just one of Passport Scotch’s many surprises that you can enjoy in a 

style of your own.  

End on the bottle of Passport at the bar with glasses.  

Super: A style of your own 



Cut to lady back at the office next morning with her colleagues  during what is 

obviously a chatty office break moment.  

Lady: Have any of you had a Passport Skyliner? 

The look on her friends ’  faces suggests they haven’t even heard of it .  

Lady smiles and turns towards the sky from her cabin and wistfully says:  

I  didn’t ask for the recipe, as that would depend on the sky!  

End on laughter, as she looks back at her friends.  

 

TV advert #3 (Devil’s due):  

Film opens on an outdoor cocktail  party in progress. Men and women, mostly in 

their thirties and forties mingle with each other, as do some older folk, in what 

appears to be a lovely and pleasant evening. The stars o ut in the sky and fairy 

l ights below make the atmosphere somewhat magical and festive.  

(Jazz music playing in the background)  

Our hero (the Passport man) weaves his way through several groups of people, 

when he f inally sees familiar faces. He stops to chat with them. Looks around 

to try and spot a waiter, and when he f inally sees one, he asks him if  he has 

any Scotch whisky cocktails.  

Passport man: Would you have Scotch whisky cocktails ,  by any chance? 

Waiter: Scotch cocktails? No sir,  but I’ l l  check.  

With that, he disappears into the crowd.  

This occurs a couple of more times. Finally, the Passport man accompanies the 

third waiter to the bar.  

He chats with the bartender and gives him instructions. As his cocktail  is being 

made, he notices f lashes of l ight in the sky. Shimmering green flashes, as in the 

Northern Lights.  

The Passport Man smiles a wicked smile to himself  and asks the bartender to 

send over a trayful of the cocktail .  He heads back to the group of familiar 

people, when one of them asks what he’s drinking.  

Friend: What are you drinking?  

Passport Man (looking skyward): In Scotland, they call  it  the Angel’s Share.  



Friend looks at the sky as well  and notices the northern l ights. He immediately 

alerts the others.  

Passport Man: Elsew here, it’s the Devil’s  Due.  

Friend (with a chuckle):  Looks l ike it  too.  

A tray full  of Passport Devil’s Due arrives,  and the group exclaims in 

astonishment.  At the drink and at the sky.  

Friend: Passport Devil’s Due, folks.  

The group of friends all  enjoy a  glass of this cocktail .   

MVO: Just one of Passport Scotch’s many surprises that you can enjoy in a 

style of your own.  

Bottle of Passport at  the cocktail  bar, gleaming in the dark.  

Super: A style of your own 

Cut back to the group of friends who are relish ing this new Scotch cocktail .  

Friend (raises his glass and pointing to the Passport Man): You’ve got to give 

this devil  his due!  

Laughter.  

 

Print Campaign for Passport Scotch  

In print, the campaign for Passport Scotch will  take a sl ightly different 

approach in order to emphasise its Scotch whisky credentials as well  as share a 

l itt le more information about the brand.  

In this four-advert print campaign, we attempt to sti l l  surprise the reader with 

Passport Scotch, its taste, versati l ity and its l ineage.  All  four adverts are 

typographical and copy led, with product as hero. The headlines are lettered 

inside a black box reminiscent of the Passport Scotch label.  

Print advert #1:  

Headline: The old-fashioned is just a whisky glass.  

It’s what goes into all  the other glasses in your bar cabinet that matters.  

Body Copy:  



Welcome to the Scotch blend from the Speyside region of Scotland that reflects 

today's contemporary taste.  

The Glen Keith malt at the heart of Passport Scotch lends it  a l ight and 

distinctively delicate taste, with hints of vanil la, oak and pear. Best enjoyed 

with a few drops of water or ice.  

But it  also has the versatil ity to make new and refreshing cocktails. Want to 

know how? Let our master blender, . . . . . . . . . . . . .guide you, at 

www.passportscotchwhisky. com 

Sign-off:  Passport Scotch 

A style of your own 

 

Print advert #2:  

Headline: A wine couldn’t match these tasting notes.  

Even less, its mixabi lity and readiness to mingle.  

Body Copy:  

Colour: Light, clear golden.  

Nose: Hint of vanil la, pear and oak.  

Palate:  Light and del icate, with clean crisp notes of vanil la and fruit.  

Finish: Honeyed sweet, creamy finish  

Passport Scotch Whisky  from the Speyside region of Scotland reflects today's 

contemporary taste. In more ways than one.  

Its Glen Keith malt lends it  a l ight and distinctively delicate taste, that is best 

enjoyed with a few drops of water or ice.   

But it  also has the versatil ity  to make new and refreshing cocktails. No wine in 

the world can match this. Want to know more? Let our master blender, 

.. . . . . . . . . . . .guide you, at www.passportscotchwhisky.com  

Sign-off:  Passport Scotch 

A style of your own 

 

Print advert #3:  

http://www.passportscotchwhisky.com/
http://www.passportscotchwhisky.com/


Headline: The oldest malt whisky in this blend is from the youngest disti l lery 

in Scotland.  

Are you the right age for it?  

Body Copy:  

Located in the Speyside region of Scotland , is the Glen Keith disti l lery that 

produces the main malt whisky of Passport Scotch.  

If  it  reflects today's contemporary taste ,  it ’s because the Glen Keith malt lends 

it  a l ight and dist inct ively delicate taste .  

The vanil la, pear and oak taste goes best with a few drops of water or ice. And 

you’d be surprised at the delicious cocktails it  can make.  

As long as you’re of legal drinking age, head to  www.passportscotchwhisky.com 

where our master blender…………… wil l  guide you.  

Sign-off:  Passport Scotch 

A style of your own 

 

Print advert #4:  

Headline: Chivas Regal and The Glenlivet are its Speyside cousins.  

Lineage any Scotch whisky would die for.  

Body Copy:  

They all  hail  from the Speyside region of Scotland, famous for its Scotch 

whiskies that are del icate, elegant and full -f lavoured.  

However, Passport Scotch str ikes out a l i tt le on its own, thanks to t he Glen 

Keith malt at its heart. Its l ight and dist inctively del icate taste, with  hints of 

vanil la, oak and pear  has found favour with young, discerning consumers 

around the world   

It  is also the only Scotch whisky with  the versat il ity to pull  off  a wide range of  

refreshing cocktails. Want to know how? Let our master blender, . . . . . . . . . . . . .guide 

you, at www.passportscotchwhisky.com  

Sign-off:  Passport Scotch 

A style of your own 

 

http://www.passportscotchwhisky.com/
http://www.passportscotchwhisky.com/


Digital campaign for  Passport Scotch Whisky  

Being a Scotch whisky for the young whisky drinker with a contemporary taste 

and l ifestyle, Passport Scotch ought to communicate with its consumers on the 

digital medium.  

It  ought to be on Instagram and Twitter with advertis ing that  reflects a style of 

its own. The adverts ought to lead to a section on Passport’s website where the 

master blender guides drinkers on how to best enjoy Passport, including an 

array of cocktails specially made with Passport, given its uniquely l ight and 

delicate taste.  

These adverts are based on similar subjects as the print campaign, but are 

treated with an element of visual surprise.  

Digital advert headlines:  

1. Cocktails love its l ight , delicate taste.  

2. Black-tie or disco, it  l ivens up any occasion.  

3. Lineage, that any whisky will  die for.  

4. Tasting notes, no wine can match.  

With the kind of visual surprise element in digital adverts, these would make 

excellent airport lounge communication for the brand.  Can also be adapted to 

electronic bar displays at select luxury bars frequented by  our consumer.  

    



 

Other ideas for the digital medium  

Passport ought to team up with Spotify to l ivestream their l ive jazz concerts 

and to play the Passport Selection of Jazz from bars around the world.  

This could be a useful tool to recruit new drinkers of Passport Scotch as well  as 

keep existing consumers engaged and attached to the brand.  

Direct Marketing Ideas for Passport Scotch  

If  we are to build a strong brand franchise for Passport Scotch whisky, it  is 

imperative that the brand build and s trengthen relationships with consumers 

both offl ine and online.  

Since the Passport consumer is a young whisky drinker, he or she is l ikely to be 

a heavy user of the digital medium and of social media. Therefore, the brand 

must advertise as well  as regularl y communicate with consumers online. In this 

regard, I  thought that the metaverse might be a good idea for Passport Scotch 

to explore.  

Metaverse is in its early days and from what l itt le I  have read about it  recently 

(considering I don’t otherwise read Forbes magazine) online brands seem to be 

using it  mostly for gaming. At the moment because of its sheer novelty,  

companies and brands seem to be f locking to it .  I  am not sure how it  wil l  

develop in the months and years ahead, but I  am sharing an idea that will  help 

Passport Scotch engage better and regularly with its consumers  though the 

metaverse.  

Passport Universe  

Passport Universe is a world on metaverse where Passport consumers create 

their own avatars and go partying with their friends. Almost al l  the world’s best 

https://www.forbes.com/sites/forbesbusinesscouncil/2022/04/13/the-future-of-brand-opportunities-in-the-metaverse/?sh=599785b709e2


and hippest bars are present here and the Passport consumer can travel and 

discover them virtually onl ine.  

This would mean that Passport Scotch must invite the world’s trendiest bars to 

participate in this direct marketing programme  along with them. Online, the 

consumer discovers new and unusual cocktails made with Passport Scotch as 

well.   

What’s more ,  since I  am also recommending that Passport Scotch strongly 

associate itself  with jazz music, famous jazz bars across the world must also 

participate in this metaverse. Here, Passport consumers also get to attend l ive 

jazz concerts online.   

In return for their t ime spent in the Passport Universe and the numbers of bars 

vis ited, they earn reward points or win special offers at participating bars in 

the real world. These can perhaps be downloaded as Passport pages stamped 

with the name and logo of the partic ular bar.   

Passport Universe will  also communicate with Passport consumers through 

email,  especial ly to keep them informed about Passport events/ jazz concerts, 

the latest offerings from bars and dining places, new cocktail  recipes as well  as 

invitations to discover the Glen Keith disti l lery in Scotland’s Speyside in 

person.  

If  the cost of developing a metaverse direct marketing programme exclusively 

for Passport Scotch proves to be too expensive, Pernod Ricard can consider 

sharing the costs with particip ating bars. Alternatively, they could create a 

common metaverse world for three or four of their brands that target a similar 

consumer profile, eg. Passport, Absolut, Bal lantine ’s and any other.  

On the other hand, s ince we would l ike a true -to-life virtual experience for this, 

perhaps it  can be developed without metaverse. Virtual tours are already 

possible on the internet.  

PR ideas for Passport Scotch  

Passport Scotch Whisky being a young person’s Scotch whisky ne eds the 

credibi l ity of editorial media to support the brand’s positioning of a Scotch that 

can be consumed in a style of your own.  

That said, young drinkers don’t consume much editorial media  these days, 

especially in print. Keeping this  constraint in mind, Passport Scotch ought to 

devise a PR plan that  delivers to very specif ic objectives:  

1.  Demonstrate credibly the fact that Passport Scotch can be consumed in 

several interesting and ingenious ways  



2.  In markets where l iquor advertising or communication is stri ctly 

regulated, such as India, for example, PR takes on the mantle of 

communicating the versatil ity and contemporaneity of Passport Scotch  

• For the f irst objective, Passport Scotch must get its master blender to 

interact with media and share his thoughts on  the blend, the signif icance 

of the Glen Keith malt in the drink’s versatil ity, and some ideas on whisky 

cocktai ls made with Passport Scotch. This can be done through digital 

editions of print publicat ions read by the Passport Scotch Whisky drinker 

as well  as video.  

• Interact ions with leading bartenders at the trendiest bars in the world 

talking about Scotch cocktai ls made with Passport. These series of 

conversations on video can be branded Passportails.  

• For the second objective of communicating the brand’s benefits in 

strict ly regulated markets, PR will  be required to play the role of print 

advertis ing for most of the information to be imparted.  

-  These can be in the form of articles/videos on Passport’s l i neage of 

belonging to the Speyside and its Glen Keith malt  

-  Cocktail  recipes and partying ideas with Passport Scotch  

-  Passport and jazz music association  

-  Reviews of the trendiest bars in the world brought to you by Passport 

Scotch Whisky  

Armed with all  these  ideas and a differentiating brand strategy, Passport 

Scotch can go on to conquer new whisky drinkers’ hearts and minds. Finally, 

they will  be admitted to the Scotch Whisky drinking club, but on their own 

terms!  

It  is important that Pernod Ricard realise t he signif icance of this consumer 

cohort and the role that Passport Scotch plays in addressing them. Invest in 

Passport Scotch and see consumers start their Scotch whisky journey early 

within the Chivas and Glenlivet fold.  

 

This brand strategy and ideas d ocument and the thoughts and ideas it  contains 

are written by Geeta Sundaram, advertising professional and blogger who can 

be reached at geetasundaram08@gmail .com and via 

https://www.linkedin.com/in/geeta-sundaram-aka-wise-owl 
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