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BRAND CAMPAIGN

WHO? P18 -34

WHERE? nsw and qld 

WHAT?
make people aware of the Campari’s new brand being launched in 

the apertivo sector

WHEN? campaign dates: december 01
st

 2024 – december 31
st

 2025

WITH?

PLAN 

ON A PAGE



Planning Considerations

Make the new Campari 

brand synonymous 

with Summer

Create immediate impact 

upon launch and sustain 

the momentum

Leverage authentic and 

memorable brand 

experiences to engage the 

explorer mindset
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P 18-34

THE AUDIENCE OVERINDEXES ON CINEMA, DIGITAL AUDIO, 

SVOD, SOCIAL MEDIA AND OOH

MEDIA CONSUMPTION IN THE PAST WEEK
SOURCE: ROY MORGAN 2024



Key moments that can be leveraged during 

summer to build positive association with media

PLAYED VIDEO 

GAMES AT 

HOME (ix 167)

explorersettler

day

behaviour

night

Ordered food 

home (ix 151)

Bought 

something 

over the 

internet 

(ix101)

Played a sport 

(ix 143)

Went to the 

beach (ix 113)

Exercise regularly 

(ix 113)

Held a dinner party 

(ix 121)

Went to a pub to see 

live entertainment (ix 

146)

Went to a music 

festival (ix 179)

Went to a night 

club (ix 229)

Went to a cafe 

for coffee or 

tea (ix102)

Travelled by taxi (ix 

108)

Went to an 

amusement 

park (ix 174)

Travelled by train 

to an event (ix 122)

Read a book (ix 

100)
Went to the 

ballet (ix 130)

Streamed a new 

show (ix 112)

Travelled to 

sydney cbd 

for work (ix 

248)

Travelled to 

brisbane cbd 

for work (ix 

114)

Listened to music 

(ix 121)

Caught a flight (ix 

115)

SOURCE: ROY MORGAN 2024



Caught a flight (ix 

115)

Key moments that can be leveraged during 

summer to build positive association with media

PLAYED VIDEO 

GAMES AT 

HOME (ix 167)

explorersettler

day

behaviour

night

Ordered food 

home (ix 151)

Bought something 

over the internet 

(ix101)

Played a sport 

(ix 143)

Went to the 

beach (ix 113)

Exercise regularly 

(ix 113)

Held a dinner party 

(ix 121)

Went to a pub to see 

live entertainment (ix 

146)

Went to a music 

festival (ix 179)

Went to a night 

club (ix 229)

Went to a cafe 

for coffee or 

tea (ix102)

Travelled by taxi (ix 

108)

Went to an 

amusement 

park (ix 174)

Travelled by train 

to an event (ix 122)

Read a book (ix 

100)
Went to the 

ballet (ix 130)

Streamed a new 

show (ix 112)

Travelled to 

sydney cbd 

for work (ix 

248)

Travelled to 

brisbane cbd 

for work (ix 

114)

Listened to music 

(ix 121)

Travelled by taxi (ix 

108)

Caught a flight (ix 

115)

ACTIVATE

Listened to a 

podcast (ix 

125)

ACTIVATE

SELECTIVE PRESENCE

SELECTIVE PRESENCE



APERTIVO AFTERNOONS



Get Ready, Australia! This Summer, Campari Is 

Bringing You The Ultimate Aperitivo Experience. 

Stay Tuned For The Hottest New Drink Dropping 

Soon!

PRE - 

LAUNCH

GENERATE HYPE WITH 

EXCERPTS ON DIGITAL 

PUBLICATIONS

SOFT LAUNCH THE DRINK WITH 

INFLUENCER SOCIAL POSTS THAT 

ALIGN WITH THE TARGET AUDIENCE’S 

INTERESTS

USING PROG OOH TO TEASE THE  

LAUNCH OF THE BRAND AROUND HIGH 

TRAFFIC AREAS



APERTIVO AFTERNOONS AMPLIFY A HYPE REEL 

USING THE 

INFLUENCER 

CONTENT FROM THE 

FIRST EVENT ON 

SOCIAL CHANNELS

FORMULATE A LARGE 

FORMAT IMPACT BUY 

AROUND SHOPPING 

PRECINCTS, BEACHES, 

HIGH DWELL COMMUTE 

AREAS AND THE CBD

IMPACT BURST

ACTIVATE PROG OOH 

NEAR PARTNER BARS, 

OFFICE TOWERS, GYMS, 

STADIUMS, SHOPPING 

PRECINCTS AND 

BEACHES. 

PLAN 15” ADS ACROSS 

BINGE, AMAZON PRIME 

AND YT TO GENERATE 

AWARENESS

USE PROGRAMMATIC 

AUDIO AND PODCAST 

ADS TO INTERCEPT THE 

TARGET AUDIENCE IN 

KEY LISTENING  

MOMENTS DURING THE 

DAY

Campari Group
Advertisement



ALWAYS-ON 

PRESENCE

DRIVE CONSIDERATION FOR THE BRAND 

THROUGH FORTNIGHTLY PRESENCE 

ACROSS META, SVOD AND YT

ALTERNATE BETWEEN META AND 

SVOD/YT TO REDUCE AD FATIGUE AND 

CAPTURE CONSUMERS ACROSS MULTIPLE 

CHANNELS

USE PROG OOH TO DRIVE 

CONSIDERATION TOWARDS THE BRAND 

ON SUNNIER DAYS USING WEATHER 

TARGETING

1

2

3



IMPACT

AWARENESS

CONSIDERATION

Channel Comments Budget

Digital Publication 
Editorials 

Concrete Playground, Refinery 29, The Brag, Pedestrian $40,000

Event + Influencer 
Partnerships

Apertivo Afternoons with Paid talent amplifying the event $60,000

Prog OOH Teaser Creatives $5,000

Social
Hype Reel Activation across Snapchat, IG and Tiktok Brand 

Takeover
$40,000

Large Format Impact Sites across Sydney and Brisbane $120,000

Prog OOH Building Awareness in key moments through the day
$25,000 : Jan- Feb
$45,000: Rest of 

the year

Prog Audio
Driving Consideration in Key Listening Moments through 

the day
$25,000

Video
Driving Consideration through SVOD and YT when TA is 

consuming content

$70,000 : Jan-Feb
$70,000: Rest of 

the Year

Meta Driving Consideration towards the brand $100,000

Total $600,000



Dec 1st half Dec 2nd half Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Budget: $600k

Pre-Launch Launch Burst Always on Presence

Digital 

Publication 

Editiorials

Event plus Influencer 

activation

2 week bursts non-

overlapping
2 week bursts

Influencer 

Social Posts

Social Hype Reel

Tiktok Ads, IG Video Ads, 

Snapchat Video Ads

Meta

Meta, Tiktok, 

Reddit
YT

Meta YT Meta YT Meta SVOD &YT Meta
Prog OOH 

teaser 

creative

15" Video ads across 

Binge, Amazon Prime 

and YT

LF Impact Buy

Prog ooh
Prog ooh

Digital Editorials

SVOD & YT Meta

Prog OOH

Prog ooh Prog ooh

Prog Audio
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