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https://www.instagram.com/williamlawsons/


Challenge 
BULLSHIT
conventions 
in bold and 
humorous 
ways

BRAND PURPOSE:



They want the 
choices they make to 
reflect their bold & 
daring personality

BOLD & 
UNCONVENTIONAL

86% like to have a 
close, supportive 
group of friends.

ITS ALL ABOUT 
THE GROUP

83% just want 
to have fun and 
enjoy life’s pleasures.

IT’s ALL ABOUT 
HAVING FUN

66% are indifferent to 
what is 'in' right now / 

what is popular. Our 
audience follow  their 
own path. They lead. 

Often suggesting what to 
do and where to go next.

95% want to explore 
the world around them 
and 80% have a keen 
sense of adventure.

TRAVEL & 
ADVENTURE

Who ARE OUR WILLIAM 
LAWSON’S DRINKERS?



What do WE MEAN 
BY “NO RULES”?

‘NO RULES’ is about seeing unconventional solutions where others 
do not. Usually these solutions are bold and good humoured. 
There is the conventional, ordinary and expected way to react 
to a situation. And Then there is the ‘NO RULES’ way.

Rules NO 
RULES

What would everyone 
else do? Ie. What’s 

common, conventional, 
the norm?

What would a Highlander 
do? What’s bold, simple, 

unconventional and 
humorous?

SITUATION

faced with a challenging/ 
frustrating situation 

Choice?



WHY DO WE HAVE A 
”GREAT SCOTCH”?

‘SCOTCH’: did you know? legally, 
every drop of William Lawson's must 

be aged in oak barrels, in Scotland
for a minimum of 3 years before we 

can call it a “scotch”.

Legacy: est. in 1849 and  
Forged in a small coastal town 
from Scotland called Macduff

SINGLE malt BLEND: at the 
heart of our whisky lies ‘The Deveron’. 
a single malt as unpretentious as we 
are. We blend this with other fruity 

malts to get our bold lawson’s taste.

The Highlander Spirit: 
the man on our label is a Scottish 
‘highlander’. A symbol for being bold, 
brave and unconventional. A spirit 
we believe lives in us all.

Taste: notes of toasted cereals 
and butter toffee. Easy to mix or sip. 
We never use smoke because, well no 
one wants to drink a bonfire!

https://www.visitscotland.com/info/towns-villages/macduff-p238051


OUR BRAND
PERSONALITY



WE ARE:
We have a witty sense of humour 
that makes people laugh because of 
how unexpected and/or smart our 
jokes are. we look at the world 
through the highlander’s point of 
view. We never use toilet humour. 

WE ARE NOT:
• SEXIST
• ‘LAD’ HUMOUR
• TOILET HUMOUR
• Mean-spirited
• Confrontational

GOOD HUMOUR. DON’t
take life too seriously



bold. Be brave and do 
things your way!

WE ARE:
About Being a CONFIDENT, strong and 
HONEST INDIVIDUAL WHO Is 
uncomplicated; ALWAYS ready to act 
and react in  a Straightforward way. 
no matter your age, gender or race. 
It’s an attitude.

WE ARE NOT:
• Aggressive
• MACHO/SEXIST
• SHOW-OFF
• VAIN
• DEGRADING OTHERSl



UNCONVENTIONAL. THERE’s 
always another solution.

WE ARE:
REMAINING INSTINCTIVELY open-minded, 
QUESTIONING COMMONLY ACCEPTED 
SOCIAL NORMS AND THEREFORE acting in 
an unceremonious, daring YET honest 
way THAT IS IMPOSSIBLE TO IGNORE. Do 
things ‘your’ way.

WE ARE NOT:
• REBELLING AGAINST SOCIETY
• SHOWING OFF
• BEING DIFFERENT FOR ATTENTION
• being DIFFICULT
• DOING WHAT EVERYONE EXPECTS



OUR BRAND 
colours, 
symbols, 
Logos etc.



THE SYMBOL THE LOGO THE STYLE
THE HIGHLANDER on our bottle is 
not William Lawson's. he is the 

‘highlander’. a symbol for

Our core logo is the 
black background 

version above. The logo 
must always include ‘no 

rules. Great scotch’.
We use grunge effects to create 

bold tartan patterns, paint-striped 
backgrounds and stencilled 
symbols. Never too polished.

Our no rules spirit 
and attitude. We 
also use the kilt 

as a symbol of our 
Scottish heritage.



The brand colour 
palette is taken  from 
the Scottish Highlands. 
It has  an Authentic 
origin and a bold  
contemporary twist.
It is based on the most simple  
contrasts to ensure that the brand  
stands out. The colour wheel  
demonstrates the hierarchy of our  
colour palette and the importance of  
predominantly using our primary green. Screen

Web

Screen

Web

Screen

Web

White GREY

Pantone N/A

CMYK C 0 / M 0 / Y 0 / K 0

R 255 / G 255 / B 255

FFFFFF

Pantone 420 C

CMYK C 6 / M 4 / Y 7 / K 13

R 199 / G 201 / B 199

C7C9C7

Black

Pantone Black C

CMYK C 63 / M 62 / Y 59 / K 94

R 45 / G 41 /B 38

2D2926

Primary DARK GREEN

Pantone 348C Pantone 7735 C

CMYK C 100/M 0 / Y 85 /K 24 CMYK C 59 / M 0 / Y 69 /K 75

Screen R 0 / G 132 / B 61 Screen R 8 / G 50 / B 24

Web 00843D Web 36573B

Colour palette



THE BOLD HIGHLANDER COMES
FROM THE WILD, RUGGED
HIGHLANDS AND THIS
IS REFLECTED IN THE  
MATERIALS HE USES.

Wild /Highland Grass

Chunky Wood

Old Rustic Metal

Wooden Tiles

Wooden Planks

Rough Stones

The use of natural materials and  weathered 
textures help conveys  the distinct feel of the 
highlands. We do not use synthetic or moulded  
versions of these materials. If you  can’t make it, 
don’t fake it. Use the following example of how  to 
bring the William Lawson’s brand  world to life in a 
live environment to  create an authentic experience 
and maintain consistency across market.

Build materials



Thanks for reading our 
cheat sheet. If you have any 
questions drop our creative 
Director ricc webb an email. 

I’m sure he won’t mind.

mailto:rwebb@bacardi.com?subject=Yo!%20William%20Lawson's%20Brand%20Manager%20guy.%20I%20have%20a%20question...
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