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PLANNING CONSIDERATIONS

MAKE THE NEW CAMPARI CREATE IMMEDIATE IMPACT LEVERAGE AUTHENTIC AND
BRAND SYNONYMOUS UPON LAUNCH AND SUSTAIN MEMORABLE BRAND
WITH SUMMER THE MOMENTUM EXPERIENCES TO ENGAGE THE

EXPLORER MINDSET



THE AUDIENCE OVERINDEXES ON CINEMA, DIGITAL AUDIO,

SVOD, SOCIAL MEDIA AND OOH
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MEDIA CONSUMPTION IN THE PAST WEEK

SOURCE: ROY MORGAN 2024



KEY MOMENTS THAT CAN BE LEVERAGED DURING
SUMMER TO BUILD

TRAVELLED BY TRAIN
TO AN EVENT (X 122)

TRAVELLED BY TAXI (IX
108)

PLAYED VIDEO
GAMES AT
HOME (X 167)

WENT TO A CAFE
FOR COFFEE OR
TEA (1X102)

LISTENED TO MUSIC
x121)

STREAMED A NEW
SHOW (IX 112)

BOUGHT
SOMETHING
OVER THE
INTERNET
(x101)

ORDERED FOOD

HOME (IX 151)

READ A BOOK (IX
100)

WENT TO THE
BALLET (IX 130)

PLAYED A SPORT
(x 143)

WENT TO AN
AMUSEMENT
PARK (IX 174)

EXERCISE REGULARLY
x 113)

HELD A DINNER PARTY
x121)

WENT TO A PUB TO SEE
LIVE ENTERTAINMENT (IX
146)

WENT TO THE

BEACH (X 113)

WENT TO A MUSIC
FESTIVAL (IX 179)

TRAVELLED TO
SYDNEY CBD
FOR WORK (IX

248)

TRAVELLED TO

BRISBANE CBD

FOR WORK (IX
114)

CAUGHT A FLIGHT (IX
115)

WENT TO A NIGHT
CLUB (IX 229)

SOURCE: ROY MORGAN 2024



KEY MOMENTS THAT CAN BE LEVERAGED DURING
SUMMER TO BUILD POSITIVE ASSOCIATION WITH MEDIA

BEHAVIOUR
DAY

SETTLER EXPLORER

NIGHT






PRE -
LAUNCH

# BROADSHEET

GENERATE HYPE WITH

EXCERPTS ON DIGITAL
PUBLICATIONS
CONCRETE ® BROADSHEET PEDESTR'&%“N
PLAYGROUND. - GROUP

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
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APERTIVO AFTERNOONS AMPLIFY A HYPE REEL FORMULATE A LARGE ACTIVATE PROG OOH PLAN 15”7 ADS ACROSS USE PROGRAMMATIC
USING THE FORMAT IMPACT BUY NEAR PARTNER BARS, BINGE, AMAZON PRIME AUDIO AND PODCAST
INFLUENCER AROUND SHOPPING OFFICE TOWERS, GYMS, AND YT TO GENERATE ADS TO INTERCEPT THE
CONTENT FROM THE PRECINCTS, BEACHES, STADIUMS, SHOPPING AWARENESS TARGET AUDIENCE IN
FIRST EVENT ON HIGH DWELL COMMUTE PRECINCTS AND KEY LISTENING
SOCIAL CHANNELS AREAS AND THE CBD BEACHES. MOMENTS DURING THE
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THROUGH FORTNIGHTLY PRESENCE

1 DRIVE CONSIDERATION FOR THE BRAND
ACROSS META, SVOD AND YT

ALWAYS-ON ALTERNATE BETWEEN META AND
SVOD,/YT TO REDUCE AD FATIGUE AND
PRESENCE

2

CAPTURE CONSUMERS ACROSS MULTIPLE
CHANNELS

CONSIDERATION TOWARDS THE BRAND
ON SUNNIER DAYS USING WEATHER
TARGETING

3 USE PROG OOH TO DRIVE



Channel

Comments Budget
Digital Publication ' .

Editorials Concrete Playground, Refinery 29, The Brag, Pedestrian $40,000
Event + Influencer |\ 00 Afe ith Paid talent amplifying the event $60,000
pare e pertivo Afternoons with Paid talent amplifying the even ,
Prog OOH Teaser Creatives $5,000

Social Hype Reel Activation across Snapchat, IG and Tiktok Brand $40,000
Takeover
Large Format Impact Sites across Sydney and Brisbane $120,000

$25,000 : Jan- Feb

Prog OOH Building Awareness in key moments through the day $45,000: Rest of
the year
Prog Audio Driving Consideration in Key Listening Moments through $25,000
the day
. . . .| $70,000 : Jan-Feb
Video Driving Consideration thr01.1gh SVOD and YT when TA is $70,000: Rest of
consuming content
the Year
Meta Driving Consideration towards the brand $100,000

Total

$600,000
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