
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

Overview	  	  
Distell is Africa’s leading producer of spirits, fine wines, ciders and ready-to-drinks (RTDs). 
Distell markets over 100 different alcoholic beverage trademarks across the brandy, cider, 
Cognac, gin, liqueur, vodka, whisky and wine categories. Their premium brands include 
Amarula, the world’s second largest cream-based liquor, Cognac brand Bisquit, and Savanna 
and Hunter’s cider. Distell - the world’s third largest cider producer and one of the top 10 
brandy producers - has an annual turnover of R14.2bn ($1.57bn) and employs nearly 5,000 
people.  

While historically, the company’s thrust was in the domestic market, there has been a growing 
focus on international markets in recent years with Amarula and other brands such as 
Nederburg, Obikwa and Two Oceans rapidly building presence in key European, North 
American and Latin American markets.  

With a track record of growth and above-average returns to shareholders, Distell cite high 
quality marketing and branding as a key contributor to this success.  This paper reveals how 
Brand Asset Management (BAM) has enabled Distell to empower regional and global 
marketers to use and re-use brand assets whilst ensuring consistency of message and 
compliance.  BAM has enabled Distell to reduce costs and improve marketing effectiveness. 

Business Challenge 

Distell’s global expansion required the fast distribution of their brand assets to operational 
marketers and distribution partners around the globe, in the right format, with the appropriate 
usage rights. Distell needed a solution that enabled them to retain control over brand assets to 
eradicate the risk of falling foul of usage rights and to avoid the potential for brand dilution 
through non-compliance with corporate brand guidelines. 

Distell’s existing in-house brand control system had reached capacity and marketers were 
increasingly frustrated with a system optimised for document archive and storage. The user 
journey was cumbersome and rights management was limited. There was no storage of brand 
guidelines and the system did not scale to accommodate Distell’s many brands. Distell 
marketers needed a solution that allowed for the on-going use and re-use of rich media brand 
assets such as logos, photos, images and video materials.  
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The Requirement for Brand 360	  	  
Distell named its BAM system ‘Brand 360’. From the outset Brand 360 was a collaboration 
between the Marketing and IT Departments. Jeremy Chames, who had previously 
implemented document management and workflow in marketing, had a deep understanding of 
marketing’s requirements, and worked with Distell’s marketing team to build a technical and 
functional specification. After “a rigorous selection process” Distell chose North Plains’ On 
Brand to power their Brand Asset Management initiative.   

Distell wanted a global online system and North Plains’ SaaS (Software as a Service) On Brand 
was both a pre-built and modular packaged solution that promised high scalability and rapid 
deployment. This was very important as Distell were determined to roll out a single solution 
with multiple branded interfaces quickly. 

Overview of Brand 360 

Brand 360 is where Distell's core marketing assets and guidelines are stored, monitored, 
managed and distributed to both internal and external work partners in the correct formats and 
with the correct usage rights. 

Brand360 has a very clean and highly intuitive user interface (see pictures below) Distell 
wanted a simple system that was easy to use and did not require users to leave the office for 
training courses. With minimal training, Distell users can quickly upload assets themselves and 
create and link brand assets with the relevant brand guidelines.  

The On Brand Guidelines module enables Distell’s marketers to quickly create structured sets 
of brand articles and folders including brand and product guidelines which provide global 
product and positioning strategies, logo use, colour swatches and typefaces.  

Having both the brand assets and guidelines housed in a single solution reduces the risk of 
non-compliant marketing material, and guidelines are updated in real time, eradicating content 
silos and out-of-date versions.  

Key Features of Brand 360 

There are five main options in Brand 360: Home, Brand, Assets, Workflow and Reporting.  

The Home page provides for corporate notifications and information, a ‘watchlist’ of user-
defined alerts, a ‘basket’ of assets as requested by the user and orders for brand assets.  

The Brand menu option provides Brand Guidelines / Brand Communications / Best Global 
Practice / and Brand 360 How-to information.  

The Assets menu provides details of ongoing marketing activities, campaigns, and the 
availability of brand assets.  

The Workflow menu ensures brand assets sign-off procedures are adhered to. Internal 
departments such as IT, Procurement and Legal, as well as third party marketing and 
advertising agencies (eg:  DRAFTfcb) use Brand 360’s collaboration features as part of brand 
asset approval processes.  

Enterprise Search facilities are also included as standard in On Brand, and Distell marketers 
can search by keyword, collections (i.e. light boxes), or public upload. The enterprise search 
facilitates the rapid retrieval and previews of brand assets so that users can view files 
immediately. 

Email newsletters to users can be sent out directly from within Brand 360, and collections are 
grouped so that ‘everything is in one place’. For example, press releases, images, and 
marketing communications that pertain to a particular brand are all visible on a single page.  

Reporting is the final piece of the BAM solution providing feedback on core BAM functions 
such as asset downloads and views. 

“It was a really easy decision 
for us in the end . . . VYRE 

(now North Plains) seemed to 
get to grips with our problem 
and our needs in a very short 
space of time without much 

input from ourselves”. 
  

Jeremy Chames, Project 
Leader, Brand 360, Distell 
	  

“Brand 360 has become a 
critical part of the 

marketer’s toolset at Distell. 
It allows our regions secure 
yet easy access to our key 

brand assets”.  
 

Siobhan Thompson, 
Global Category Manager 

Amarula, Liqueurs & 
International Whiskies, 

Distell 
	  



  

70+ Branded Interfaces	  

A key strength of On Brand is its ability to have different views for different brands and user 
roles.  Distell created unique user interfaces for each of their brands so that each has a 
customised look and feel, and brand assets and brand guidelines sections are personalised. 
This creates an intuitive user experience that supports both user adoption and satisfaction 
ratings. 

Key to the successful roll out of sites is the speed and simplicity of their deployment.  On 
average, a new branded site is deployed in two weeks and that includes the application of 
branded design, setting up of users, and the populating of brand guidelines and asset 
sections. This has enabled Distell to deploy over 70 sites in little more than a year. 

 

 

 

 

 

 

 

 

 

The Change Management Process 

Distell was very pro-active in the change management process. Flagship brands Amarula and 
Two Oceans were two of the early brands to deploy North Plains On Brand. Marketers from 
these brands acted as product evangelists, encouraging adoption by other brands through 
demonstrating the facilities, and articulating the business benefits internally. Also Distell’s 
external agencies such as DRAFTfcb advocated and endorsed Brand 360.  

This transformed the adoption process, and Brand 360 scaled well to meet the accelerating 
demands of an increasing number of Distell marketers. Brand marketers were encouraged to 
discuss and detail their own specific requirements for the presentation of their brand assets. 
Highly usable brand interfaces were created to reflect the different Distell brand personalities. 
Users were strongly engaged in the change management process from the outset, and as a 
result adoption was universal.  

End Results and Benefits Gained 

The success of Brand 360 can be seen by management ‘at a glance’. A simple key statistics 
dashboard shows both total brand asset usage activity and that for all individual brands. Brand 
360 now has 70+ brands live and over 500 registered users who can access c. 7,000 
published assets. Fifty new users are added every month. The speed of implementation and 
adoption were key success factors for Distell. Within 2 months, 20 brands were using Brand 
360 and within 7 months, 55 brands were ‘live’.  

Distell are benefitting, as many other branded companies are, from greater central control over 
the use of their brand assets. Consequently there is more brand consistency and brand use 
discipline. Operational marketers benefit from having a ‘one-stop-shop’ where they can 
directly access the correct version of brand assets with the appropriate rights approvals. 
Finally, brand asset approval processes are streamlined and encompass all relevant internal 
and external creators and approvers. Any process logjams are transparent for timely corrective 
management intervention.  

“We wanted something we 
could easily deploy to get 

running quickly, get people 
using it easily, and get the 

benefits as soon as 
possible. On Brand 

delivered on all fronts.” 
 

Jeremy Chames, Project 
Leader, Brand 360, Distell 
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ABOUT NORTH PLAINS 

North Plains is recognized as the world leader in helping companies effectively leverage their visual 
media including images, graphics, videos, presentations, 3D designs and others to maximize 
market success.  Providing a complete array of products, services, and solutions, North Plains is 
uniquely positioned to help corporate marketers, advertisers, content creators, and publishers to 
be more agile throughout the creative marketing lifecycle, from the creative development process 
to the management and distribution of marketing and brand communications.  Customers can 
maintain control of their visual assets and support processes globally, while improving 
collaboration and efficiency.   
 
Since 1994, North Plains has helped its customers stay ahead of their rapidly changing marketing 
needs by expanding and evolving its suite of offerings to include Digital Asset Management (DAM), 
Marketing Resources Management (MRM), Creative Workflow and more. With offices in Canada, 
USA and Europe, North Plains counts many of the world’s leading companies and brands among 
its 1,400+ clients and 1,000,000+ users. 
 
North Plains’ On Brand clients include a mix of enterprises and their agencies including Diageo, 
Nokia, Shell, Virgin Holidays, BBC, ESPN STAR Sports, Nestle, Lowe & Partners, Grey Advertising, 
JWT, and FutureBrand. 
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