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“*  Olive Oil World Tour Experience Mexico 2022-2024 *

2 years




JOIN THE EUROPEAN HEALTHY LIFESTYLE WITH OLVE OLS FROMSPA

Olive Oil
World Tour

3 CONTINENTS e
3 years (2018-2021) Bl EURUPE
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POTENTIAL :
MARKET } Mexico

* Tariff barriers - free market
 Positive image of olive oils
= healthy food
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Source: International Olive Council Source: OECD Source: Focus Group Kantar 2022

GROWING DEMAND FOR HEALTHY FOOD:
O P P O R l U N | l Y MEXICAN CONSUMERS ARE INTERESTED
IN HEALTHY LIFESTYLES
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The initial goals

were ambitious ...

... but what has

been sown has
paid off

Increasing
imports

of European
Olive Qils
into Mexico
in 3,000 tons

il

To raise the purchase
intention of European olive
oils among Mexicans by 6.1%

6 out of 10 Mexicans

believe that the contents
of the campaign would increase the
purchase of European olive oils

57+ ©1%

Moment 0 Moment 1

Increase awareness of
European Olive Oils in the
country by 5.9%

More than 8 out of 10 Mexicans
say they have discovered or learned

something about European Olive
Oils with the campaign

53« 84}

Moment 0 Moment 1

| | |

*Source: Research on Olive Oil World Tour Experience Mexico. Moment 0 vs Moment 1. Ikerfel
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* European Message
What do Mexicans

think about the W
production method &
of European
olive oils?

89% of consumers think that
sean Olive Oils meet

\ p nion standards,
V' 5 most demanding
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Health

consider it to have many
health properties and
perceive its consumption
as healthy

Key
Nlessages

The excellence of the

"Three S's" in Spanish
seduce both the palate
and the heart of Mexican
consumers

Flavour

believe it is a premium
product, recognise its
great taste and highlight
its versatility

PN

Salud / Health ';,*xa Sustainability
Sabor / Flavour

Sostenibilidad/

appreciate that this

crop has been adapted
to the responsible
management of natural

Dale
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The An invitation for Mexican consumers
t g@ @[F@@ to join Europe's healthy
Con Cep 'a Vid a lifestyle with European Olive Oils

i ESAESIA ACTITUD
DE EURSPA!

Aceites de Oliva de Espaia

- AESABESIC
2ho \C’rml)nfam.*m
Aceites de . 5
‘Oliva de Espana
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Aspiring Chefs / ™ \b* Healthy
Foodies w0 Lifestyle
QU QU
9,2 9,7
millions of people millions of people
4 4
36% 38%
of the population of the population o) 1@
of Mexico City, of Mexico City,
Guadalajara Guadalajara
and Monterrey and Monterrey
Aimed at young
people
with +
° + 25 putrcﬁfs(i:ng power
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e A conventional media campaing
921 million impacts reached .25

740 million expected impacts

L )] Television Digital

* MasterChef More than * Kiwilimén
Vel A e 300 emissions « Cocina Delirante 131 million

« Ventaneando (TV Azteca) * Salud180 impressions

« Viva la Vida (Heraldo TV) 205 million

* Programmatic
contacts -

¢ OOHD Fixed
« OOHD

¢ OOH Inmall en

Shopping Centres A
585 million

impacts

Programmatic

* Parabus




I e it | IS B Experiential actions to bring
R = European Olive Oils close{
OM--n - B0 to Mexican consumers

16.955.290 contacts EZID

VRGN EXTRA

4.900.000 expected contacts

Source: Kantar + AREA MX




Experiential actions to bring
European Olive Oils closer
to Mexican consumers




R (# 5. K 4 \ 7 ade T W —
Launch Event Preview with Financial and General Media  Preview with Culinary and Lifestyle Media
with 50 journalists (16 one-to-one interviews) (36 one-to-one interviews)

- ¥

# An ambitious Public Relations Plan that has
~ put European Olive Oils on everyone’s mind...

Cooking Master Class Mixology Workshop Signature Cuisine
with 17 media outlets with 18 influencers of 65 journalists
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and which has made headlines in the country's
main top media outlets
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An always-on
informative
website )
to integrate ”

European Olive Oils
into Mexican diet

Total web traffic:

325,850 visits

Source: Google Analytics

More than 260,000
Uniques users

Cada Aceite de Oliva
tiene su
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Active

social media

networks,
didactic, with
originaland ;& ¥
differential
content [
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o, Amplified by more than

50 influencers
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For almost two years we have entered the
homes of millions of Mexicans and
accompanied them in their daily lives

Goa|s 668 million expected impacts |nveStment

Total 1,254@

' @ ) millions impacts reached*

Reach on social @ Social media networks

media networks

Experiential o
actions @ PR activities

® Influencers
(£10)]

PR impacts Conventional @ Conventional media campaign
Influencers media campaign @ Experiential actions
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Final phase of our exciting journey

WORL
OLIVE OIL

THE YOGA 8 = | THEWORLD R
FITNESS DAY

#YogaDay de los Aceites de Oliva b @
Next February 17th, = S%b\zg%@

our healthiest target
will live a unique experience.

And on February 21st,
S —_— o0 we will culminate with

a great recognition Gala,
where we will reward the

- ) _ protagonists of our
sabores la vida “ campaign:

b, Y ' stakeholders, chefs,
s 2 DY 11 restaurants, media,

la vida

influencers and celebrities
who have supported us
during these two years

of the campaign.






https://youtu.be/ahQKriHq-W8
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ACEITES DE OLIVA
DE ESPANA

Cofinanciado por

la Unién Europea

Don't forget to taste life
with Olive Oils.
ACEITE

DE OLIVA ENJOY IT'S FROM EUROPE!!

VIRGEN EXTRA

eflejan hecesariamentedos de Ja Union Etropea
ser.consideradds responsables de ell 1

LA UNION EUROPEA
RESPALDA LAS CAMPANAS
QUE PROMUEVEN LA VIDA SANA.

5 & 4

5

“ITSHoM
LUROPE




