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MANIFESTO

We are all endowed with an aura, an energy that lives within us.
It evolves every day according to what we see, hear, learn.
A painting, a musical tune, the story of an opera:

we daily nourish ourselves with the benefits of art.

But if there is a nation whose cultural richness is undeniable, it is Italy,
and in particular thanks to its heritage, which the Peroni brand has been part of since 1846.

And as the greatest artists, Peroni evolves, innovates and grows.

[f the Nastro Azzurro never leaves its iconic blue ribbon,
it could be that the new version of itself is enjoying fewer degrees of alcohol,
without losing its inimitable character and aesthetic!
It thus becomes the emblem of an ageless, genderless community,

brought together by a taste for knowledge.

Finally, more than the artistic combination of a harmonious container and refreshing content,

the new Peroni Nastro Azzuro beer aims at being

the ideal partner for those who like to consume ART with LIGHTNESS.
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“WE DON'T SELL ITALIAN BEER, WE SELL ITALIAN LIFESTYLE"

C itatin ) (' myTH ) (ART IS TRENDY) (1846

Very attractive tourist destination: The country is known for its .. and sustainable, like Peroni! The brand is more than
3rd most visited European country, monuments and emblematic Art and culture are trendy, and 150 years old.
sth most visited country creations (painting, sculpture, offer moments of sharing, with In a nutshell, Peroni has
in the world in 2019. opera, fashion...) all over the world. loved ones, to drink a Peroni. crossed the ages, just like art!
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Campaighn title

ART OF LIGHTNIESS

Campaign background

The Peroni brand has succeeded in Creating a myth that has its origins

in the past but is now evolving at the pace of modernity.

We have U.l’ldﬁI'StOOd that art OCCUpiﬁS an important piace mn the Vaill€S

that Peroni share with its community throughout the world.

We have therefore imagined a communication campaign at your image,

haltway between tradition and innovation.

06



£ INSPIRING
An inspiring campaign that invokes Italian history, culture and ar,
lightness and lifestyle, to transport people into universe of fantasy, as art does.

0 CO

GAMIFICATION

Gamification of works of art, fashion, opera... It makes them more accessible,
people want to know more about them, and about Peroni.

ACCESSIBLE, YET PREMIUM

Premium and accessible beer: making art accessible, offering it to all consumers.

UNIVERSAL & AGELESS

Bringing the Italian dolce vita for everyone throughout the world:
communication that is neither gendered, nor old, nor geographically anchored,
and campaign that easily adapts to our three target markets.

THE PERONI BRAND

Campaign highlighting all the essential criteria of the brand: new product,

TRUE STYLE”

lightness, italianity, blue ribbon...

MULTICHANNEL & VIRALITY

Multichannel: the concept can be used in posters, TV ads, banners,
social media... Also campaign that will make people talk, because it integrates
consumers and communities.
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TARGETS AN

06

Sometimes when | leave the cinema, | want to cool
off with a beer, but the current offer doesn't suit me
because the beers | know are too alcoholic and

lacking lightness. ”

Jane, 42 yo, beer lover, vegan & sculptor
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NIIGHTY

| like beer, but at an event in a high standard

place, | will turn more to a cocktail,
wine or champagne.

Oliver, 26 yo, journalist, opera lover
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STRATEGY:

coghnitive goal

THE

IMPLEMENTATION

affective goal
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Art will be our central idea
throughout the strategy, from

the DNA of the brand, through
the idea of lightness, to imagining

a premium campaign, yet accessible.

D

Embedding our campaign in Peroni's DNA
[taly, art, fashion, design. Art is in the very genesis of Peroni,
in their DNA. It is essential for us to imagine our campaign

with a strong sense of Peroni's raison d'étre.

The idea of lightness

The focal point? This is a new light beer. Our axis to highlight
this lightness? Art. It is thus important for us that chis lightness
is present throughout our campaign, especially thanks to the

blue ribbon. We are going to combine art and lightness.

A premium campaign, and yet accessible

In our campaign, the art and the new 1ight Peroni beer will be

offered to everyone, both to (future) consumers and to the Peroni
community. The art and the 1ight Peroni will be accessible to everyone,

in different ways, which we will detail in the creation section.
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LAUNCHING STRATEGY
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Click here to find
the TV Spot on Youtube
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https://www.youtube.com/watch?v=EUJ1BAqSfwU&ab_channel=YanisM
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Visual content

< peroninastroazzurro @

Peroni Mastro Azzurro
Sponzarizd

1105 10,3k 712

Publications Abonnés  Abonneme...

Peroni Mastro Azzurro

We invite you to celebrate the moments missed this
year. Enjoy your Momento Peroni.

Voir la traduction

bit.ly/MomentoPeroni

yanismfx est abonné(e)

S'abonner Ecrire Adressee. v

@ c:.:j-
! FEEIONP

Walk With Us Radio Peroni #HousesOfP.
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LAUNCH
STRATEGY

Gifting strategy, 500 gift boxes will be

sent to micro-influencers (1o0-100k).
The goal is to increase the knowledge

of the new product and the consumer
confidence in the brand.
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e EXHIBITION DEDICATED TO THE HISTORY OF THE PERONI BRAND

A ALL DAY

THE ITALIAN TOUCH:
BETWEEN ART AND
FASHION

¥
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1l OFLIGHTNESS
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At the same time, in England, Romania and the Netherlands, a giant bottle of Peroni

will be spouting bubbles and blue ribbons in a square in front of a cultural venue.

In each of the 3 squares, an exhibition on the history of the Peroni brand,
together with the giant bottle, will attract people all morning long.

At 12 o'clock on the dot, the bottle will let bubbles and blue ribbons spurt out lightly.
Dancers will come out of the crowd to dance, in blue flying outtits, with blue ribbons.

An opera singer will also come out of the crowd to sing an Italian opera, the one from

our signature film.

People dressed as waitresses and waiters will hand out Peroni blue ribbons,
which will entitle you to two Peroni instead of one for your loves ones

for the purchase of a pack of the new light Peroni.

Our teams will shoot these different happenings, to make videos that

| we will widely spread on social networks.
T — : 23
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BRAND IMAGE STRATEGY

through a social media strategy;
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CANVA STORIES

'CANVA STORIES 400

CNVFILM F400

| __ZBl]

CANVA STORIES

'CANVA STORIES 400

CNVFILM F400

| __ZBl]

CANVA STORIES

'CANVA STORIES 400

Lemnaru lulian & Laura Giurcanu
for Romania

Yara Michels & Angelo Diop
alias Rotjoch for Netherlands

& Mali-Koa Hood and Florence
Given for United Kingdom

All of them have a talent.
All like to create.

All carry the values of their
country.

We have chosen them
to represent you in their
communities and beyond.

It is not a simple collaboration

but a true inspiring team
that we suggest to create.
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SOCIAL MEDIA ANNOUNCEMENT

‘ sabrinastavenjord * 5'abonner

sabrinastavenjord Date night in
} day 332, @B As it's National
Pizza Day, it only seems nght to
celebrate with BB B! Tonight
we're dining in with
@pianopianotherestaurant’s
limited edition 9P pizza and

Peroni: P&

From now until Feb 15, you can
enjoy 3 limited edition heart-
shaped pizzas: From Rome with
Love (Carbonara), The Love of
the North (Truffle, Heart Nuts) or
Calabrian Kiss (N'duja, Red
Onion, Oregano) with a pack of
refreshing @Peroni_ca!

| mean, how else are you going
fmbrmstm - ]
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3432 J'aime

B LI e

jociastula = S'abonner
BASTARDI

w jociastula Hasta el dltimo cachito

Until the last bite

#burger #brunch #brunchtime
#brunchideas #burgerlover
#peroni #fries #ketchup #deli
#madrid #theanswer #tarifa

’ “ i #foodlover
1
‘_ claulls @& & &

£ mentians J aime

Répondre

& 0QVY
N

895 J'aime

®

ih shaunbirley @ » S'abonner

*B shaunbirley @ Nothing = ‘ ‘

encapsulates the Australian
Open better than cold beers on
ahot v

Augrrzlian Opan

844 Jaime

@ @

”

good to finally be back in the
city of non stop enterfainment
and sport. Thank you very much
@peroni_au for hosting ancther
epic event. Fperani Tperaniau

i}

#Faustralianopen 2402
=shaunbirleystyle =stylishtrave|

Qv A

Cheers, guys!

| am proud to announce my

@ et o collaboration with the Italian

beer Peroni on the occasion
of the launch of the new

Peroni Nastro Azzurro light!

keziahcorreia « S'abonner
Burger Factory Morjim

B In a few days, a big surprise

keziahcorreia Liquid beach diet

efa . 1
awaits us... but | won't tell you

#beers #beerstagram #peroni
#beersofinstagram #tropical
#tropicalvibes #beaches 'l' 'I' d '
#beachesofgoa #goa #morjim m O re ! S Gy u n e *
#ashwem #mandrem #siolim
#anjuna #¥vagator #northgoa
#girlswhodrinkbeer

sudip.majumder.182 Have o
am awesome time in Goa

#TheArtoflLightness #Peroni
- #PeroniNastroAzzurro

Aepondre

achich N7 n? &8 6l

Qv A

184 Faime

26




O = vV - 3 -

< r~p>=--

EXCLUSIVE
DESIGNS



- .

- » O T

- Z mg< m

28



’ PN LNFLUENCE STRATEGYT CALENDAN

28 May
Post on

COLLABORATION
ANNOUNCEMENT

Instagram

7-12 June
Trip to Roma

13-30 June 2 July

POST-EVENT

Content about Design revedl

the weekend

6 July
BIG Give Away
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TV SPOT

)

INFLUENCERS, TRAVEL, DESIGN

&

GIVE AWAY
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May-22

June-22
July-22
August-22
sept.-22

STEP 1 - PRODUCT LAUNCH STRATEGY

Commercial (TV)

Commercial (cinema)

[|——— .

Advertising display

In-store merchandising

Social media (ad content)

Social media (gifting operation)

Street Happening

STEP 2 - INFLUENCE STRATEGY

Collaboration announcement

Trip

Back-up

Give away

From May to September 2022
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= TV spot
Street Happe ning

uﬁ;&wertlﬁlng -|:|'r5|:-lr:|},.'
m Gift boxes

= In-store merchandising

® Influence strategy

= 3,8 M€
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GRAZIE MILLE

LA SUA ATT

NZ
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