, A SPIRIT ~

b

NOT A GAME

x Hennessy

-

]

g 4

-
F

=

- g}

e/

i

3

A

/s

»



THE TEAM = _DATA/ANALYSIS

s

/5 CHALLENGE

= TACTICS
5 THECH S KPI

PROBLEM/SOLUTION = TARGET
%} PILLARS 5 TIMELINE



USION AGENC

d reshaping perceptions in Philadelpk
agency

STARTING IV

our all—wome

ANALYST

DATA



How can Hennessy partner with the Philadelphia
/6ers to capitalize on the season tip-off to
showcase Hennessy’s versatility and bring

cH ALLENGE awareness to its NEW cocktail campaign, in the

Philadelphia community?




THE
CAMPAIGN

“NOT A GAME, A SPIRIT”

The goal of our campaign is to highlight the
culture of Philadelphia’s spirit through an
authentic lense. This includes showcasing the
spirit of Philly as a hustle mentality, and
overcoming adversity to get things done.




THE
PROBLEM

The lack of proper representation
leads to an emotional disconnect
between the Philadelphia 76ers
and the local community, resulting
in missed opportunities for
attracting new fans, engaging
current fans and encoraging loyalty
for the 76ers and partners at
Hennesy.

THE
SOLUTION

Our solution is to tell authentic
stories of the Philadelphia
community, showcasing their
energy, resilience, and hustle, in
order to capture their spirit, thereby
strengthening the emotional bond
between the team and its
supporters and enhancing the
partnership's success.




THE
PILLARS

> ENERGY
3 RESILIANCE

> HUSTLE
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COGNAC BY THE NUMBER
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> Age/Generation” 30-49 year olds (Millenjals and Gen X) - 57% of.servings
= Gender: Male population - 78% of servings

s AL
S

3 Class: Middle incorne ($40 - 70k/y€ar) - 36% of servings ,,-”’f
| v
3 ‘Majority black population drirkers (55% of servings) e
/o “Routine” beveragt L
= 22% consumied relaxing afterwork __,f-““'
35% co ching television (18% for sports programming)
5 White populationdrinkers went from 26% to 40% L
o “Reserve
n.13% consumed during meal times
» 32% consumed during special occasions “,
) “Servings dropped by halfwhen watching sports on.tv (18% to 9%) R“‘nh
o -.-""-.
f_.-" ‘nhﬁ
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.
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-, %,
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= 1.81 million fellowers on Facebook

> 4.3 milli_on"on Instagram ’

= 2.3 miltion on Twitter o
= @787k on Tiktok | i

=¥ Reached the record high-of
= As of ©ctober 2023,

= In2022/23

=¥ Ticket'sales for home-games

icket'sales -/$122 million (22-23 season)
the Philadelphia®Z6ers had accumulated 1.8 million fans on their Facebook
e franchise's ‘efficial Twitter page had a total 0f2.34 million followers dtring this

&)

page. Meanwhile,
period.

e.regular season ho

e attendance of the francﬁise was 839,261, an average of
20,469 per game. '

dropped in the 2022/2023 season compared to.the 2021/2022*.,
season 3%.
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SPIRIT SURGE

Immersive LED Fan Experience

L JF THE
NBA
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Here’s a glimpse of our.$0cial
strategy and how it atso
expands into OOH advertising.

AND TIKTO OOH ADVERTISI
ROMOTION

1<

> Podcast ads
e 3 Flyers posted in Hennessy sering bars

¢ | .Q Find related content Search I:":-E:E:- :
B S5 B’a‘nmpjrgc?‘s’t}ﬁﬂ on SEPTA # PATCO and arena
L | .'.I g .‘.::E }
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. RESILIENCE. HUSTLE.

Hennessy

",

\\

Strategic distribution on'the right*social platforms
ensures thal the message reaches the target audience
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"B LLER FEST" Bringing the spirit.C
Streetball Tov::n‘f';ameﬁta Botherly Love.

streetball to the city
qﬁgnnessy b

Powered by: Sixers “

pecial Allen lverson-inspired-c




Team
IVverson

Team
Resilience

Team
Energy

Team
Hustle

<

Hennessy

FHTHaommoessy

Team
Rocky

Team
Love

Team
Bell

Team
Moet



ieing in some of your favoxite local
influencers, creatives, and artists, to

eceive a limited edition PR box.
Spreading the spirit apiongst the
fans on their socials for fans to later
on purchase at the opening game.

Hennessy

W \ |
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S\TXTH MAN SPOTLIGHT ... st amboaying i s so

Y

", of Philadelphia.and mirroring the diversity of the

L]

/ Hennessy
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1765
Hennessy
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[ Yy Superior O Pale
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The /6ers & Hennessy will select
10%usingsses/forward thinkers
t@honor. #F I B/ B a,ﬁ
| N N q

wards cere ony 76ers team and the versatility ofHennessy’s
Host: Milano Di Rouge (Regéiving 6th Man Award) culture. How'cotl.CiRenOt SICOIEIREORICIWO
matter the most?
-.-__.n"
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SIP + PLAY

APrega

Host: Quinta Brunson and Fyler Williams

> Who:Powered by Hennessey, 76ersiand Xfinity o

= Where: Xfinity Live 2
>y AVhat: A pregame rally f
~onthe three Hennes ,
s with a performance. Hands on. games will be readily available such as ping pong, arcade
basketball, cornhole, pool, etc. '

= Why: To seechow the fans show en




\' ‘ \/ ns can enjoy clubs and restau
HENNESSEY ACCOUNTS sinly provide Henness

\ / \ select'cocktail options.

Roar Night Club Prime RIb Steakhouse
F -
~ 3 Bottle girls wearing Hennessey shirt =} '76€rsix Hennessey inspired lunch menu
f;“’f 3 Sparklers out of the'bottle =/ Player menu _pic’“ks <Allen Iverson Meal”
4 3y Napkins 3¢ Allen Iverson infused drink
3 'DJ shout out for StreetBall powered by 3 Sip and play flyers given with che
/6ers.& Hennessey |

> Hennessey ingraved glass cups



COCKTAIL DRINKS

Hennessy's Newest Cocktails

x N=>7 »

. S S
1 Hennessy VS 2 Henney-Rita 3 Hennessy VSOP
Splash of cranberry

Hint of jalepeno
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KEY PERFORMANCE INDICATORS . et st
\ / \ / \ and the corrgSponding goal,
i
INncCrease impressions by 3.7 A

crease engagement by 279/o yd
Increase mentions'by 300°9/o

l use to

Increase # of cicks by 170%/o

ed CPC by 409/o =
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§@ The Greater Philadelphia Area > Target: Allijah
/" > Sixers Fans Age: 27
Bar Hoppers Bermn: North Jerse
~ : AL s . Superfan
3 Active on Social Media At Rt

Appreciation.for premium
Goes to Pafs.

ra




TIMELINE

SOCIAL BALLER LIMITED THE SIXTH
> meDia waLL >  epst O EDITIONPR MAN >} SIP & PLAY

BOXES SPOTLIGHT

X —.
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