Italian beer gets a splash of La Dolce Vita in $50m push
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Peroni: using 'La Dolce Vita'
LONDON – The iconic Trevi fountain scene from Fellini's 'La Dolce Vita' is to be recreated, without CGI, in a new $50m (£28.5m) global ad campaign for SABMiller's premium Italian lager Peroni Nastro Azurro.
The multinational brewer said it secured permission from the Italian government to conduct what it claims is the first shoot at the famous Roman tourist attraction since Fellini made his film nearly half a century ago.
Anita Ekberg, the actress who frolicked in the fountain in 1959, attended the shoot to watch Landi Swanepoel reincarnate her performance, along with Fellini experts who helped the producers to authentically reproduce scenes from the film.
The cinema ad will debut in London in April, followed by the US, South Africa and Romania. The campaign will also include print, outdoor and point-of-sale materials featuring photography by Tom Stoddart. A consumer experience and PR programme will play a key role too.
SABMiller bought a majority stake in Italian brewer Birra Peroni in May 2003, and invested in a new look and premium positioning for Nastro Azzurro (Blue Ribbon) last year. 
According to Chris Taylor, the brand's international director, that move paid off with strong adoption by consumers. 
"Our offer is simple, yet resonant: Italian style in a bottle," he said.
SABMiller will spend $50m over the next 18 months to amplify that message by paying homage to 'La Dolce Vita', which with its sharp suits and scooters remains the embodiment of Italian style for an international audience, as well as giving the English language the word "paparazzi".
Taylor said: "Italy is the original birthplace of style: Fellini, Ferrari, Prada and Peroni, just to name a few. We believe this new campaign will reinforce the iconic status of Peroni Nastro Azzurro, and drive consumers to fall in love with our beer just as they have with Italy."
The Bank is the lead creative agency for Peroni Nastro Azzurro worldwide. Enterprise IG and sister agency The Added Value Group worked with the SABMiller team to develop the new global positioning and packaging and JDO designed the new global beer font. Gabrielle Shaw Communications is the lead PR agency for the brand worldwide.
