
‘The Orange Wave’ continues:

building sustainable success
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C A G R  2 0 0 3 - 2 0 1 8 ( 1 )

V O L U M E ( M M  L )  : + 1 9 . 6 %

(1) Internal Data

A c q u i s i t i o n  b y  C a m p a r i

V o l u m e  E v o l u t i o n

10x

Italy

+ Germany, Austria, Switzerland, Benelux

+ USA, France, UK, Nordics, Spain,    

Russia, Australia, Brazil, Chile, Czech Rep.

Phase One development

S A L E S  ( € M )  :    + 1 8 . 0 %
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V O L U M E  C A G R  2 0 1 5 - 2 0 1 8 ( 1 )

E s t a b l i s h e d + 8 . 9 %

(1) Internal Data, rounded

V o l u m e  E v o l u t i o n

P o t e n t i a l + 4 0 . 2 %

S e e d i n g + 5 6 . 7 %

90% 68%

2%

20%

12%

6%

I T A L I A N  M A R K E T  W E I G H T  %  

V A L U E

2 0 1 3 :  5 4 %

2 0 1 8 :  3 8 %

I T A L I A N  M A R K E T

2 0 0 3  – 2 0 1 8 :  + 3 3 %  S a l e s  C A G R

100%

2 0 0 3 :  1 0 0 %

F Y  2 0 1 8 :  + 1 5 . 3 %



Aperol Spritz: do consumers love the 

proposition?

…the strength of a powerful brand
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B u i l d i n g  a  p o w e r f u l b r a n d

M a y  9 ,  2 0 1 9

1 1 : 0 0  E T
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B u i l d i n g  a  p o w e r f u l b r a n d

M a y  1 0 ,  2 0 1 9

2 0 : 0 0  E T

# a p e r o l s p r i t z g a t e

M e d i a  R e a c t i o n
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B u i l d i n g  a  p o w e r f u l b r a n d

M a y  1 2 ,  2 0 1 9

M e d i a  C o v e r a g e :  

1 . 2  b n +  m e d i a  i m p r e s s i o n s , w i t h  
1 0 2 n e w s  f e a t u r e s ,  i n c l u d i n g  t h e
W a s h i n g t o n  P o s t ,  B u s i n e s s  I n s i d e r ,  
N e w  Y o r k  P o s t ,  N e w s w e e k ,  U S A  
T o d a y ,  H u f f P o s t ,  C N N  a n d N e w  Y o r k  
M a g a z i n e  ( G r u b  S t r e e t ) .  9 2 %  
p o s i t i v e  &  n e u t r a l  m e d i a  t o n e

S o c i a l  M e d i a  C o v e r a g e :

A p e r o l  6 3 +  m i l l i o n  T w i t t e r  
i m p r e s s i o n s ,  w i t h  # a p e r o l s p r i t z a n d  
# a p e r o l g a i n i n g  1 m +  a l o n e ,  w i t h  
T w i t t e r  d e e m i n g  i t  a n  “ A p e r o l  
S p r i t z  M o m e n t ”   

C e l e b r i t y  &  I n f l u e n c e r  S u p p o r t :

K a t i e  C o u r i c ,  M a r t h a  S t e w a r t ,  J o e  
J o n a s ,  K a t h e r i n e  M c P h e e ,  J a m e s  
C l a y t o n ,  K a t t e y O r t i z  a n d  m a n y  
m o r e …

4 8  h o u r s

N e w  Y o r k  C i t y  

T o t a l  M e d i a  V a l u e :  $ 1 6 m



Aperol Spritz: developing and refining 

the premium drinking occasion



A
p

e
r

i
t
i
v

o
 d

a
l
 1

9
1

9
S u s t a i n a b l e g r o w t h

C O N S I S T E N T  P E R F E C T  S E R V E

10

2 / 3 r d s  B E E R

1 / 3 r d  W I N E  &  

S P A R K L I N G  W I N E

C O N S U M P T I O N P R I C E  P O I N T

B E E R /  C R A F T  

W I N E  &

S P A R K L I N G  W I N E

S P I R I T S  &  
C O C K T A I L S

1 0 0

1 1 0

1 2 0

I N D E X A B V %

3-8%

9%

9-14%

15%+

S I G N A T U R E  B O W L E D  W I N E
G L A S S

F I L L  W I T H  I C E

E Q U A L  A P E R O L ,  
P R O S E C C O .  S P L A S H  O F  

S O D A

G A R N I S H  W I T H  O R A N G E  
S L I C E

7 0
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S u s t a i n a b l e g r o w t h

1 s t  – 7 t h  Y E A R 8 t h  – 1 3 t h  Y E A R 1 4 t h  Y E A R  +

B u i l d o n - p r e m i s e ,  
r e c o g n i t i o n ,  

a p p r e c i a t i o n ,  
s u m m e r e v e n t s ,  

l i q u i d t o  l i p s ,  
c o n s i s t e n t  p e r f e c t
s e r v e ,  r e l e a s e  t o  

o f f - p r e m i s e

D e - s e a s o n a l i s e

i n t o w i n t e r , b u i l d

f r e q u e n c y b e y o n d

s u m m e r ,  w i n t e r

e v e n t s ,  w i n t e r

s p o r t s

F o o d  p a i r i n g ,  

s o c i a l   o c c a s i o n s  

o w n e r s h i p

G E R M A N Y

A U S T R I A

S W I T Z E R L A N D

R U S S I A

A R G E N T I N A

B R A Z I L

M E X I C O

G T R

N O R D I C S

E A S T E R N  E U

S O U T H  A F R I C A

R . O . W

I T A L Y

E s t a b l i s h e dP o t e n t i a lS e e d i n g

PHASE 1 PHASE 2 PHASE 3

B E N E L U X

F R A N C E

C H I L E

U S A

A U S T R A L I A

S P A I N

U K

C A N A D A
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S u s t a i n a b l e g r o w t h

12

PHASE 1
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S u s t a i n a b l e g r o w t h
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PHASE 2
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PHASE 3
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R e a c h i n g p o t e n t i a l :  l o o k i n g

a t  P e r  C a p i t a  C o n s u m p t i o n ( 1 )

E S T A B L I S H E D

(1) Internal Data, IWSR
(2) Organic sales growth FY 2018

V o l u m e  E v o l u t i o n

15

P C C  A p e r o l ( l ) P C C  B e e r ( l ) P C C  W i n e ( l )P C C  C A G R  

2 0 1 2 - 2 0 1 8
A p e r o l F Y 1 8 ( 2 )

+ 1 5 . 3 %

6 0 . 6  m l n  

p e o p l e

0 . 2 7 + 5 . 2 % 3 1 . 6 4 4 . 7

S O U R C E

+ 2 2 . 6 % 0 . 0 8 + 4 . 2 % 1 0 3 . 0 3 0 . 8

S O U R C E

8 2 . 8  m l n  

p e o p l e

+ 1 3 . 5 % 0 . 2 0 + 1 4 . 9 % 1 0 4 . 9 3 0 . 2

S O U R C E

8 . 8  m l n  

p e o p l e
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R e a c h i n g p o t e n t i a l :  l o o k i n g

a t  P e r  C a p i t a  C o n s u m p t i o n ( 1 )

V o l u m e  E v o l u t i o n

P O T E N T I A L

16

P C C  A p e r o l ( l ) P C C  B e e r ( l ) P C C  W i n e ( l )P C C  C A G R  

2 0 1 2 - 2 0 1 8
A p e r o l F Y 1 8 ( 2 )

+ 7 3 . 7 %

3 2 5 . 7  m l n  

p e o p l e

0 . 0 0 5 + 3 3 . 4 % 7 3 . 3 1 0 . 0

S O U R C E

+ 3 8 . 8 % 0 . 0 3 + 4 8 . 3 % 6 6 . 4 2 3 . 1

S O U R C E

2 4 . 6  m l n  

p e o p l e

+ 5 6 . 0 % 0 . 0 2 + 6 9 . 8 % 6 7 . 6 1 9 . 1

S O U R C E

6 6 . 0  m l n  

p e o p l e

(1) Internal Data, IWSR
(2) Organic sales growth FY 2018



Aperol Spritz: How dependant is 

Campari Group?
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(1) Internal Data, 

B r a n d  g r o w t h

%  o f  S a l e s

C a m p a r i G r o u p  

F Y 1 8 ( 1 )

%  o f  S a l e s

C a m p a r i G r o u p  

F Y 1 3 ( 1 )

S a l e s  C A G R  

2 0 1 3  – 2 0 1 8

+ 1 4 . 3 %
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(1) Company information 

( 1 )

B r a n d  g r o w t h

C o m p a n y A  

( U S A )

T o p  b r a n d  a s  

%  o f  s a l e s

C o m p a n y B  

( F r a n c e )

T o p  b r a n d  a s  

%  o f  s a l e s



Aperol Spritz: 

Together We Joy! 
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C e l e b r a t i n g 1 0 0  y e a r s

1 0 0  Y E A R S  – H A P P Y  T O G E T H E R :

A p e r o l  t u r n s  1 0 0  y e a r s  o l d  a n d  f o r  1 0 0  
y e a r s  i t  h a s  c o n n e c t e d  p e o p l e .  I t s  
p h i l o s o p h y  h a s  a l w a y s  b e e n  t h a t  o f  H A P P Y  
T O G E T H E R ,  a n  o d e  t o  s o c i a l i t y  a n d  s h a r i n g ,  
w h e r e  A p e r o l  S p r i t z  a c t s  a s  a  l i n k  t h a t  
j o i n s  p e o p l e ,  w o r l d s ,  s i t u a t i o n s  t h a t  a r e  
a p p a r e n t l y  d i f f e r e n t  f r o m  o n e  a n o t h e r .

I N  O R D E R  T O  C E L E B R A T E  T H E  C E N T E N A R Y  O F  
A P E R O L ,  T H I S  Y E A R  T H E  G R E A T  M U S I C  E V E N T  
“ A P E R O L  H A P P Y  T O G E T H E R  L I V E ”  W I L L  B E  
H E L D  I N  T H E  W O N D E R F U L  S E T T I N G  O F  
V E N I C E ,  O N :

V E N I C E ,  S A T U R D A Y  2 9 T H  J U N E  2 0 1 9

21




