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Background: Nova Scotia 
• 11 universities (6 in HRM) 

• Second most bars per 
capita in Canada 

• Second lowest rate of 
growth in Canada but 
recently increased 

• Urban (57%) vs rural (43%) 

6 universities in 
Halifax 



% Heavy drinking* ≥1/month  
(12+ years old) 

*Heavy drinking = men: 5+; women 4+ 

20.1% 

Taylor, G. (2015). The Chief Public Health Officer’s Report on the State of Public Health in Canada 2015. Alcohol consumption in Canada.  



How will this have changed 
almost a decade later? 

Schrans, T., Schrellinck, T & Yi, Z (2009). Child and Youth Drinking: The Context of Alcohol Use Among Adolescents in Nova Scotia. 



We are concerned 
 

Harms from alcohol use among youth 
 
Declining age of first drink 
 

Alcohol marketing as a vector to drinking 
initiation 



How do Nova Scotia 
residents feels about 
alcohol marketing in their 
communities? 



Advertising ~ Sponsorship 
 
• 71% of residents = we do not support alcohol 
advertising or promotion on municipally owned 
property, or in community areas, such as sports fields 
 

• 70% of residents = alcohol sponsorship is a viable 
source of funding for public events 

Labreque, M. (2015). Municipal alcohol policy  (“MAP”) consultation. Halifax, NS. Retrieved from 

http://legacycontent.halifax.ca/council/agendasc/documents/150721cai07.pdf  

http://legacycontent.halifax.ca/council/agendasc/documents/150721cai07.pdf


HRM Tall Ships Festival (2012) 



“Tall Ship Takeover” 





The Campaign:  
2012 Tall Ships Sponsorship 
Business objectives: 

•  Grow Captain Morgan Trademark 
•  Increase brand awareness (5% → 25%) - ↑ sales 

Sponsorship objectives: 
• Increase brand loyalty by  

I. Leveraging current brand positioning, the Nova 
Scotia Spirit campaign, and the 2012 Tall Ships 
Festival 

II. Emotional connection with Captain Morgan’s 
Brand Purpose of “Sparking Legendary Times” 

 



Halifax Waterfront, July 2012                    

Captain 
Morgan 
“Morganettes” 
Photobooth at Halifax Tall 
Ships  

 

 

*Note little girl walking in 
background. 



The Strategic Approach:  
Heart → Mind → Wallet 

  Retail 1: Air Miles draw to win Tall Ships VIP package 

  

  Retail 2: Nova Scotia-specific custom branded 
Captain Morgan Private Stock 

 

  Event: Captain Morgan Island Party on George’s 
Island (5000 people in attendance) 



“Captain Morgan hijacked the 

Tall Ships festival by throwing 
a legendary party on 

George’s Island – a legendary 

island that very few had set 

foot on; or in fact it was the 

first time there had been an 

event to this magnitude on 

the island, and it was Captain 

Morgan that made it happen! 

The party was a sold out event 

and was presented exclusively 

by Captain Morgan.” 

Captain Morgan entry for the Sponsorship Marketing Awards 2013. Retrieved 

from http://www.sponsorshipmarketing.ca/sma_pastwinners.html#2013  

Images Retrieved from 

http://thechronicleherald.ca/artslife/119505-georges-island-makes-concert-debut 

http://www.sponsorshipmarketing.ca/sma_pastwinners.html#2013


Results of Sponsorship 
   
     Increase in Private Stock sales at NSLC by $81,000 in 
the 2-month period (annual impact expected 
minimum $300,000) 
  

Contest appeared 8,556 times in users news feeds – 
54% of users clicked through to contest link 

 
◦  2,790 participants in contest 
◦  9,015 FB friend nominations  
◦  7,264 shares for contest entry 

 



Results of Sponsorship (Cont’d) 

  
    5% to 35% awareness (600% lift in awareness) 

    Sales of Private Stock during concert = sales of beer 
(beer typically = 80%) 

    Increase in market performance 

    Captain Morgan Trademark saw improved sales 
and share during and post promotion 

 



“Overall, from a Diageo perspective this 

truly integrated promotion was flawlessly 

executed, and held up as a best in class 

example of how to emotionally connect 

with our consumers by leveraging a 
regional asset.” 

Captain Morgan entry for the Sponsorship Marketing Awards 2013. Retrieved from https://www.youtube.com/watch?v=0-YJZvOaF64 





https://www.youtube.com/watch?v=0-YJZvOaF64 

https://www.youtube.com/watch?v=0-YJZvOaF64
https://www.youtube.com/watch?v=0-YJZvOaF64
https://www.youtube.com/watch?v=0-YJZvOaF64


The Captain Morgan Tall Ships 

promotion, which took place in 

June and July, was also a huge 
success. This promotion included a  

Tall Ships customized label on 

limited quantities of Captain 
Morgan Private Stock,  

a Tall Ships collectible glass and 

in-store promotions for VIP passes 

to George’s Island Captain 
Morgan concert. 

NSLC = Nova Scotia Liquor Corporation 

 
Retrieved from www.mynslc.com 

 



Conclusions 
  
 Community members were not opposed to this 
sponsorship even though they are opposed to alcohol 
advertising on public property 
 
 Sponsorship activities increase exposure to 
alcohol brands and increase brand awareness 
 
 Young people are being exposed to alcohol 
marketing at family-centered events 



Policy Recommendations 
I. Close the knowledge gap – change perceptions 

II. Amend current alcohol policy regulations to include 

sponsorship as advertising 

III. Define sponsorship: clear understanding of function 

and potential outcomes 

IV. Develop municipal alcohol policies  

V. Monitor alcohol industry activities 

VI. Consider alcohol industry denormalization 
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