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Objectives  

To reflect on how such a ‘dram good idea’ came 
into existence 

• How and why was it set up 

• What has been achieved 

• What have been the key activities 

• Why has it lasted 

 

To consider the key challenges in successfully 
‘maturing’ a 10 year old corporate relationship  

 

 



So how did it begin… 

• 2004 – RSPB Scotland centenary 



We became a supplier of ‘grouse goods’… 

And ‘win a bottle’ 

competitions in our 

membership 

magazine  



Then we heard about a plan for 

‘black grouse’ 



Real skill is spotting that key which 

will unlock that opportunity 
 

 

 



“What’s in it for me?” 

“How can you help me achieve 

my objectives?” 

“What are the benefits?” 



P.S.  That’s the company speaking, 

not you... 

 

 

 

 

 

 

The key is spotting what you can do for them!  

 



How do we launch and promote the 

new black grouse whisky into the 

‘mature’ UK Market?” 



Their approach... 



BUT political climate.... 



Our Approach... 

• Market Research – demonstrated that 

green messages work with consumers 
 

• Political advantages – supporting a Govt 

priority species would bring positive 

relationship with MSPs 
 

• All drinks sponsorship is  not ‘bad’! 



RSPB was the partner of 

choice... 



We represent over 1 million voices 

• Over one million members  

• Largest voluntary conservation 
organisation in Europe   

• 3 million people visit our 200+ nature 
reserves each year 

• 13,000 active volunteers 

• 1,800 staff across the UK 

• Conservation projects in 30 countries 
worldwide 



Over 200 Nature Reserves 



We communicate regularly 

with our million members 



We reach more people 

• 77% of the public know about the RSPB 

– 79% - Oxfam 

– 69% - National Trust 

 

• By social grade 

– 90% of AB 

– 82% of C1 

   



Effective PR  

Team  

• Proven track record of 

generating coverage in 

all media 
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Membership profile looks like potential 

customers: 
 

• 33% of RSPB members say they have drunk whisky in the 
past year (cf. 25% of the GB population) 
 

• 12% of RSPB members  say they have drunk The 
Famous Grouse within the last year (cf. 9% of the GB 
public as a whole)  
 

• TGI research shows that one in twenty Famous Grouse 
drinkers (5.5%) are members of the RSPB  
 

• Potential to expand consumption of the Famous Grouse 
brand among RSPB members. 

(source TGI 2006 © BMRB International ) 

 



Opportunities for your 

staff/contacts to get involved 

• Visits to Black Grouse viewing sites at 
Corrimony and Abernethy in Scotland  

• Chance to volunteer on reserves, plant 
trees etc. to help the black grouse 

• ‘Team days out’ Wales, Scotland and 
Northern England 



We inspired them and made 

them want to help! 



Trial of concept in trendy pubs 

and bars of Leeds and 

Manchester! 



Direct Link between the bottle 

and the bird 



‘Nature’s version of the singles bar’ 



 

With closely aligned objectives…. 

 

•The Famous Grouse wanted to sell more 
whisky… 

 

• RSPB wanted them to sell more whisky - 
so we could raise money for black grouse 
conservation 

 

•And so did The Famous Grouse! 

(100% owned by the Robertson Trust)  

The partnership 

launched in 2008 
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Black Grouse  

Population  

Distribution in 

the UK 



Specific Ambition to restore 85,000 

ha of Black Grouse habitat 

• Habitat objective (bird populations can go down as 
well as up…) 

• Public Access – consumers could come and see 
the restoration work 



Starting points 

Objectives 

http://www.rspb-images.com/saveas.cfm?image=21432


RSPB sites 

supported by  

The Famous 

Grouse Smoky 

Black 
Geltsdale 

Lake Vyrnwy 

Wood of Cree 

Inversnaid 

Corrimony 
Abernethy 

The Crannach 



Corrimony £138,000 Wood of Cree £54,000 

Geltsdale £60,000 Lake Vyrnwy £78,000 

Over £650,000 raised through the partnership so far 



The Crannach 

Wood of Cree 

Abernethy 

Inversnaid 

£165,000 £68,000 

£78,000 £12,000 

Three new black grouse research 

projects:  

 
Analyses to understand how new woodland 

creation benefits black grouse, what has driven 

population change across the whole of Scotland, 

and the habitats that are important for chick 

rearing. 

The Famous Grouse named as funder. 

 

 

 



Conservation achievements so far 

• Aim in 2008 was to improve 4 important black 

grouse sites across the UK, owned and managed 

by the RSPB. 
 

• Extended to 6 sites and assisted with the 

acquisition of a 7th (The Crannach) in 2011. 
 

• Funding has enabled us to work in partnership with 

Scottish Natural Heritage (SNH) and Forestry 

Commission Scotland to review / identify habitat 

requirements for black grouse and to prioritise 

resources across the wider countryside.  
 

• General upward trend in population numbers in 

northern Scotland during the partnership. 

 

• Focus now on the wider countryside in southern 

Scotland. 
 

• Population in England has been increasing over 

the duration of the partnership but population in 

Wales is yet to respond. 



Black grouse response 
Year/ 

Reserve 
2009 2010 2011 2012 2013 2014 2015 2016 2017 

Abernethy 62 71 77 71 57 66 56 41 28 

Corrimony 40 43 41* 40 28 34 43 45 38 

Geltsdale 18 38 19 27 27 55 59 ° 27 45 

Inversnaid 6 7 8 + 4 1 2 3 2 3 

Lake 

Vyrnwy 
12 8 19 6 6 6 6 11 1 

The 

Crannach 
- - - 5^ 6 4 5 4 4 

Wood of 

Cree 
0 0 0 0 0 1 2 2 1 

* Most leks just off Corrimony reserve recorded increased numbers. 

° This is the highest ever count at Geltsdale. 
+ New lek formed just off Inversnaid reserve. Numbers across Loch Lomond, Loch Katrine and Glenfinglas 

area increased. 

^ The Crannach was acquired as a reserve in 2011. 2012 was the first year of lek counts. 

Figures based on 

the number of 

males present at 

leks on our 

reserves.  







PR RESULTS  

• RSPB message has 

consistently been included 

in media coverage, 

underlining importance of 

message in securing 

coverage 

 

• Table highlights that media 

interest in RSPB message is 

still high, and has in fact 

increased marginally over 

the three years 

 



So why has the partnership 

withstood the test of time? 

Diversification  



RSPB Visitor post in The Famous Grouse 

Experience 



Black Grouse Ambassadors 

Events over the years  

•   RSPB Members’ Weekend in York 

•   Scotland’s Big Nature Festival 

•   Cairngorms Nature Festival 

•   Edinburgh Foodies Festival 

•   Royal Welsh Show 

... and many more! 

Benefits: 

•   Providing new audiences 

•   Cost-effective promotion of the brand  

•   Tastings have the highest conversion rates of  

    all PR methods used 

 



Employee Volunteering 



Onsite acknowledgement 
Hand-carved interpretative bench at Abernethy listing key funders including The Famous Grouse 



Partnership web page 
www.rspb.org.uk/famousgrouse 

Hyperlink to The 

Famous Grouse 

website included 

One of 4 partnerships highlighted on our main Corporate 

Supporters landing page 



Competition in 

Nature’s Home  

– Winter 2015 

410 entries 

6 winners chosen at 

random each received 

a bottle of The 

Famous Grouse 

Smoky Black 



Coverage in Scotland News –  

Autumn 2015 



Coverage in 

Scotland News – 

Winter 2016 

First ever partnership 

feature in Scotland News 

Circulated alongside 

Nature’s Home 

magazine to 85,000 

members in Scotland 

every quarter   



Blog entry by 

Director of 

RSPB Scotland 

– August 2016 



State of the UK’s 

Birds report 

2015 

Powerful Partnerships 

feature mentioning The 

Famous Grouse included 

in the 2015 State of the 

UK’s Birds report 



Press coverage and articles 

Press release celebrating £600,000 

milestone in January 2017 

 

Picked up by 41 publications including: 

 

• scotchwhisky.com 

• The Scotsman 

• The Herald 

• Scottish Daily Mail 

• The Times 

• slrmag.co.uk 

• The Spirits Business 

• retailweek.co.uk 

• UK Fundraising 

• Scottish Business News Network 



Social media advent calendar campaign 

2016 overview: 
 

•  Facebook: RSPB Love Nature – total reach of 73,401 people,    

   3,226 post clicks 

•  Instagram: @rspb_love_nature – 11,000 impressions, reach 8,073 

2015 campaign: 2016 campaign: 

The 2017 

campaign will 

also feature a 

bottle of The 

Famous 

Grouse, 

personalised 

for the winner. 



Other Promotional activities 

Using our influence with 

external organisations 
 

Whisky tasting at Institute of 

Directors dinner thanks to 

our contact Richard Powell – 

former Regional Director, 

East of England 

 

Coverage in Institute of 

Directors magazine 

 



An award-winning partnership 

 

Marketing Society Star Awards 2012 

Bronze award – Cause Related and Charity 
 

Institute of Fundraising Awards 2010  

Best Charity Corporate Partnership – Highly commended 
 

SCVO Scottish Charity Awards 2009 

Best Partnership Award - Winner 

  
 



An award-winning partnership 
Nature of Scotland Awards 2016: Corporate Award – Winner 
 

Bottle of The Famous Grouse included in prize draw 

for 2017 event and listed in the programme 



•    Presentation at the International  

     Union for Conservation of Nature  

     (IUCN) UK Peatland Conference in  

     Inverness in 2014 

 

•    Presentation at the Institute of  

     Fundraising National Fundraising      

     Convention in London in 2012 –   

     promoting our collaborative work  

     as an example of a great 

     partnership to inspire peers 

Presentations about the  

partnership 



Other F2F promotion 

Drinks receptions at: 
 

•   Nature of Scotland Awards – November 2015 
 

•   Dover House event – November 2015 

 

Whisky tasting at: 
  
•   The RSPB’s AGM in London – September 2015 
 

•   Members Weekend in York – April 2016 
 

•   State of Nature Conference – January 2016 

 

Whisky tasting at Foodies Festivals across the UK 

and Scotland’s Big Nature Festival in 2015 

 

Miniatures included in the  

Big Nature Festival 2016  

goody bags 

 

 

  



2016 RSPB market research 

• Approximately 26% of RSPB members are 

whisky drinkers; this compares with around 

20% of the general public. 

 

• RSPB Members are more likely than the 

general public to be drinkers of both malt 

(20% vs 12%) and Scotch (16% vs 13%). 

 

• In 2016, 8% of members drank one or more 

Famous Grouse product (compared with 

5% of the GB public) 

 

• TGI shows that an estimated 10% Famous 

Grouse Smoky Black drinkers are current 

members of the RSPB  

 

 

Source: TGI 2016 © Kantar Media. TGI is a nationally representative consumer survey of circa 25,000 adults in GB aged 15+. 

 

RSPB Insights team produced a full report, including these highlights: 



Challenges 

• Changes in staff 

• Changes in Business and the Whisky Market 

• Changes in Branding  



Needed to move with the times 

• More engagement with other types of grouse, 
especially red grouse 

• Reducing budgets, but could still raise profile, 
more targeted activity 

• Build relationships with new staff 

• Raise awareness of the long corporate history 

• Be mindful of other business objectives in a 
period of change 

• Unique ‘natural fit’ always helps… 



Ten year 

anniversary in 

2018 

 

Plenty to 

celebrate… 

 

 



Celebrating 10 years in partnership 

in 2018 

 
Black grouse safari at Corrimony 

• In March 2018, representatives from The 
Famous Grouse watched black grouse 
lekking at Corrimony. 

 

Whisky sampling at events 

• Sampling at food festivals across the UK to 
spread the word about the partnership 

 

Father’s Day caption competition 

• RSPB Love Nature Facebook page hosted a 
black grouse caption competition in the run up 
to Father’s Day in June 2018 

 

10th anniversary celebration event 

• 25th October 2018 at The Edrington Offices in 
Glasgow 

 

 

RSPB publications 

• About to launch promotion and coverage of 
the 10 years….Look out for articles about the 
partnership in publications such as Nature’s 
Home, Nature Returns, News & Views and on 
the RSPB web pages and intranet 
 

 

 



Conclusions – It is Challenging! 

• Our partnership has worked because of: 

 
– Relationship building across all levels 

– Flexibility 

– Creativity 

– Relentless effort 

– Natural Fit  

– Similar attitudes to time, (conservation and whisky take a long 
time to mature!) 

– Culture (Philanthropic minded staff) 

– Similar customers, audiences, objectives 

– Not ‘green wash’ – genuine concern and interest 

– Perseverance 

– Success in both primary objectives 

– Rewarding – lots of fun! 

 



Here’s raising a glass to another 10 

years? 


