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‘ Applying the Integrated

Evaluation Framework for
Campari Group
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CHIARA LATELLA

GLOBAL BRAND PR
MANAGER ITALIAN ICONS & GIN

CAMPARI
GROUP
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ALLISON SPRAY

DIRECTOR OF DATA AND
INSIGHTS
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WHERE OUR
STORY BEGINS >
/

Like the classic
Negronl, this perfect
mix
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THREE COMPONENTS

Clear
benchmarks
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WHY MEASUREMENT MATTERS
TO CAMPARI GROUP

= Create brand PR & Digital PR evaluation culture

= Set a common language and methodology defining global
standard KPI’s

= Be able understand and compare across brands and

markets (as well local vs. global) what worked, and what
did not
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CAMPARI GROUP’S PR
EVALUATION JOURNEY

2013 2017
Qualitative analysis Development of consistent
(Campari Calendar) global methodology

2015

AVESs are dismissed for
global projects
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ALIGNING TO THE
GLOBAL STANDARD

Adopting this framework provides a
consistent and credible approach which
can be tailored to very specific user cases

and objectives across Campari Group’s
different campaigns.
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DEFINING OUR MEDIA TYPES

Traditional Media Social Media

*  Print Media « Media’s social media

=  Online Media channels

= Web-TV =  PR-recruited Influencers
= Broadcast
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SETTING CLEAR
DEFINITIONS

@ Awareness
Engagement, Consideration
Knowledge, Preference

@
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DEVELOPING THE NEW
APPROACH

How can we support more consistent measurement, while
providing the required flexibility?
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A TIERED APPLICATION OF THE
FRAMEWORK

BASIC STANDARD COMPREHENSIVE
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DEVELOPING A
CUSTOM IMPACT
SCORE

What does an ideal piece of coverage
or social content look like?

v Key message delivery
Brand prominence
Images / visuals
Engagement rate

AN NI

! paolostella @
Milan, Italy

5,475 likes

paolostelia E dopo mesi di attesa (e di Campari) finalmente ¢i siameo! Domani ¢i sarg il grand

(o litadd i stedle
MISTERO
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EASY TO SHARE AND ENGAGING
REPORTING TEMPLATES

RED DIARIES 2018

GLOBAL PERFORMANCE OVERVIEW KEY MARKET DATA, 2018 OVERVIEW (WITH PR NEWSWIRE)

Campaign reach Campaign vol. PR Newswire reach PR Newswire vol. Impact score Target medialist Spokesperson Message uptake Engagement rate

572M 951 383M 1.5K 70  22% g 50% 6% 8% 0% 18%
4 r Vi, rl1 i =1

113% 42% = NEW! NEW! -7%. = NEW! 4% = NEWI = NEW :
(vs. 2017) (vs. 2017} (for 2018) (for 2018) s, targe] (for 2018}

RED DIARIES 2018

PR Newswire boosted

Top 10 Markets, by Reach and Impact Score reach, but markets
saw the best results
from earned

Reach & volume trends 2018: Coverage by channel YoY press office performance
Jamaica Cnverage.

Global PR campaign Global PR Campaign Campaign reach in traditional media

1M .
300M - Russia A';_g;; t'::a Argentina had a remarkable
' 30 M showing for both reach and impact

KF|s, primarily driven by earned
G Mexico coverage.

I 17 M . . .
Germany PR Newswire dramatically increased

@ 6M reach in some markets, particularly
the USA. Mote this coverage is not
Switzerland included in impact score as all pick-
Im up is identical.

250 M

200 M

150 M

Impact Scare

100 M

30mM

KEY TAKEAWAY:
¥ PR Newswire successiully
boosts reach, particularly in the
- - ) ) 50,000,000 100,000,000 150,000,000 200,000,000 USA
Influencer Social media .

Reach However, strong local market
press office is the best approach
for driving high quality and reach
{as in Argentina)

Traditional media reach

= Traditional Newswire
B Reach — s—tfo|ume

alent as well as all bartender
wailalle in appandiz.
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PUTTING IT
INTO ACTION




IMPLEMENTATION

@ Workshops with markets
Local toolkits
Recorded webinars + video assets

4
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THE REPORTING PROCESS

INSIGHT REPORT
PRODUCTION FINALISED
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RED DIARIES 2018

GLOBAL PERFORMANCE OVERVIEW

Campaign reach Campaign vol. PR Newswire reach PR Newswire vol. Impact score Target medialist Spokesperson Message uptake Engagement rate
n Tradiligasl Seeial + inflmncar Trad il Sacial + =llyerssr Pramited Organic
572M 951 383M 1 .5K 70 22 /ﬂ 05% 20°% b4% B% 0.1% 1.8%
113% 42% = NEW! NEW! -7%. = NEW! 4s% = NEW! i ot
(vs. 2017) (ws. 2017) (for 2018) (for 2018) s targe] (for 2018)
Reach & volume trends 2018: Coverage by channel YoY press office performance
Global PR campaign Global PR Campaign Campaign reach in traditional media
300 M 1,000
900
350,000,000
250 M 200 +17%
200 M 700 300,000,000
= 600 E
e
@ 150M 500 = S 250,000,000
- 400 2 3
100 M 300 5 200,000,000
200 E
S0M 100 £ 150,000,000
UM ) § 100,000,000
Q WY b P N D Coo
() N A A LY L AR
A% b Ak b VU W
%*x ,:}h ﬁh N o ,::IM“ ﬁm Influencer Social media
= Traditional Newswire 0
B Reach Volume 2017 2013
“Spokespeaple’ includes all key talent as well as all bartender
5 talent. Full list of spokespecple availakle in appendix.
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REMEMBER: THREE COMPONENTS

Clear
benchmarks
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