THE CREATIVE SELFIE U o
THE BRAND THE CAMPAIGN

Brand: Eisenbahn Campaign name: Eisen Mode. Jobs To Be Done:
Opco: B-razil ) _ Launch date: September 2023 1. Increase Eisenbahn’ s mental availability, through a consistent media plan (Salience).
Marketing Director: Renan Ciccone Formats: 30', 15/, 6, 5/, 9:16, 16:9 and 4:5. 2. Enhance Differentiation, with a communication that challenges status-quo (Different).

3. Strengthen emotional connection with consumers, with a powerful insight (Meaningful).
Brand In A Bottle:

Paste your ‘Brand In A Bottle’ as a picture

BRANDESSENCE Communications objective: Insight: Life is in 1x speed.

A v By activating Eisen Mode, you leave life’s We speed up everyday life so much that we fail to live fully everyday details that are in front of

CONTAINS THE VALUES BRANDROLE . . . . . . .
NECESSARY T0 HEL? 10U et e gou o e accelerated pace (2x mode) to live moments with us. We want to question this behavior and encourage people to live with more presence,
S N more calm and presence (1x speed). because at the end of the day, life happens at 1x speed.
CONSUMER INSIGHT oeilciesydoylite PENERITS

Functional Emotional Social
Insight Eisenbahn isawell  Opening an Eisenbahn  Holding an

rounded beer with allows me to Eisenbahn shows
Inaworldwhereour  Iwanttoslow Butthepressure  PACE YOURSELF Gt cqualty, docompr N

lifestyle has become down tolive each to lve a fast TO ENJOY THE the small moments'  make the right
hectic, complex and  experience with  culture does not  SMALLMOMENTS and details of choices and that T

mmedate.  qulty. alowmetoenoy  ANDDETAILS OF ooy et ke ety Campaign strategy and creative idea: Eisen Mode

life n details EVERYDAY LI BRAND whom 1 like ife.

ESSENCE Eisen Mode Campaign, that will be launched in September, considers a constant and massive presence on most relevant consumer touchpoints (OTV,
Embrace the beauty Meta, YT, TikTok, Display & Video Ads, Press + PR). However, efforts started in June warming up the theme in Press and introducing the subject with our
TARGET CONSUMER ofcruftliving REASONS TO BELIEVE . . . . R . R R
They are lder illnnis (31-40y0), satsfied withtheir TRADITION AND HERITAGE squad of influencers and content partners. We led a research with Datafolha Institute to deeply understand Brazilians relationship with time and used
resent lives and proud of who they are becoming. Being one of the first craft breweries in the country, since 2002 we . . . . N . . .
At cobished hy or o st e ey s artira o nare v oSS EL R data driven insights to start a conversation about the importance to live in present moment. More then 10MM people were impacted so far.

Know there s still a long way to go. They know that this is with care, alway's following the sclRIIER
not an individual journey, that's why they value
connections with family and friends and wants to keep peslRAND ::im:"::ﬁ::; il e N —
themiclase with attention to every single detall, taking care at all moments of
Rt production, because thisis what craft qulityis all about.
They have earned their independence, as well as their =Emh
RSV RO - c.cc altstic proud et vauwes MWBs: Demand Space:
aware of what their place in the world is. Keep evolving and aleEin We do everything with passion, valuing every moment, and

G G N s MWB #3 — Develop Breakthrough Communication. Good Times, Good Mood.

prioritizing depth over breadth.

Tension Need Tension

Creative Commitment: Put an ‘X’ in the appropriate boxes for the campaign
Core Creative Brand Idea: ”
3 t g : : A : 1A 2 3
Eisenbahn invites you to activate Eisen Mode, to stop living in 2x speed and go back (for strategic brands) Tor ey Crench) oA {rorall brand)
to 1x. Total reach among target consumers Total reach among target consumers Overall campaign duration Total number of channels

Market Context: . . . . . . . . . . . .

Eisenbahn is a Premium brand positioned in an increasingly competitive market <30%  30%-50% >50% <30%  30%-60% >60% <12wks 12wks-2yrs  >2yrs
landscape. We offer high quality liquids, from Pilsen to more complex craft styles

(Unfiltered, IPA, Session, Pale Ale and Weiss) for all consumer palates and tastes. Campaign assets: Assets will be shared Friday, on August 11th.

TESTING & RESULTS

Kantar pre-/during-campaign testing: 30 | 15 Post-campaign results: Not Available, Campaign Airing is in September 2023.

Key Optimisations: Assets are being

Meaningfulness score(s): 54 | 53 adjusted to improve message

30
#’ Difference score(s): 69 | 50 Understanding and overall Branding

Salience score(s): 65 | 47 throughout the copies.




