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Campaign name: “A Toast to Nature’
Launch date: Aug’23 - Ongoing

Job To Be Done:

Get 25% of other Mainstream brands’ consumers to trade up
Formats: Brand Act (Recycle and exchange pts for branded to Cristal by reinforcing their perception that Cristal is a
clothing made out of recycled materials), PR (Take over of differentiated brand due to its higher quality & meaningful
Fashion Week to present concept), OOH, TV (Prime time values.

branded content), Digital (YT, SN, KOL) & Experiential (Pop up

Brand In A Bottle:

BRAND PURPOSE

Embrace Nature’s true values

Communications objective: Insight: ) )
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:xg.‘“:',%}:.’:;:f ) o Strategy: Cristal harnesses its passion for nature by leveraging a very strong brand purpose, raising awareness and educating consumers around
i ¢ the importance and benefits of recycling and making it super accessible to do so.
Creative Idea: Let's raise our glasses not just for friends and family, but for the same landscapes that inspire us. Through this campaign, we invite
everyone to join a movement that celebrates nature with every sip. By committing to recycling and repurposing materials, we’re giving nature the
respect it deserves and ensuring that it continues to be the backdrop of our best memories.
L e 8 MWBs:
’ #1: Refined positioning to focus on how Cristal reconnects me with
Nencomformist 2 Nature & Friends in our path to new discoveries
fesaueEtt #3: Brand Act supported by breakthrough communication &
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Demand Space:
Unwinding Together
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(for game-changer brands)
Total reach among target consumers

(for strategic brands)

Total reach among target consumers
Market Context:
In a saturated market where competitors play in higher energy occasions &
communicate around worn-out symbols (e.g. summer / beach, football, or <30% 30%-50% >50% <30% 30%-60% >60%
regional traditions), Cristal aims to build clear differentiation by playing in
‘Unwinding Together’, leveraging its region of Origin (‘Tierras Altas’) as a
strong Quality Credential & embracing Sustainability as a platform to suppo
its Upper MS positioning.

Campaign assets: https://we.tl/t-utxTm7afb9

TESTING & RESULTS

Kantar campaign testing:
‘Por la Naturuleza’.
‘Escdpate’ @

YTD RESULTS

Pre-campaign testing: Strong scores reinforcing
the relevance of Sustainability & clear link with the ” ing i
brand : : (+2pp)

Volume: +30% YTD Jun’24
Revenue: +31% YTD Jun’24

Post-testing: Content delivering very high score in
VIEANIGN & D REN

(for all brands)
Overall campaign duration

<12wks  12wks - >2yrs

BP (Q2’24 vs. Q4°23): 5.9% (+0.2pp) / Difference Index 110 (+4)
Consumption funnel (Q2’24 vs. Q4’23): Trial 71 (+5pp), Regular 40 (+4pp) & Most Often 18

3
(for all brands)
Total number of channels



https://we.tl/t-utxTm7afb9

@RAND PURPOSE

CERVEZA CRISTAL

HEINEKEN PANAMA

Embrace Nature’s unique experiences
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