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N - . dropped as more and more consumers turned to ‘
s (B%
| > EVlan '\iSS expensive water. During this time, the brand
] s one of the most o | ml:rr\'t( through a restructure tp keep from losing its
| B owned by the French foogs Mineral water 06 T’t share. As a result, Evian has a prermium and
%19, Each year, approximatel “Products groyp angu gr positioning in France, Switzerland, the UK,
| o %old in more than 140 y 1.§ billion bottles : elgium, whule. it is a luxury brand in almost
are B iling 1o the countries across the all the other countries. This is due to the fact that
B the Eui market research compan i EUVODS_. the brand is sold inj every supermarket,
yrd Brown, vVian brand can pe yg Y whereas in many other countries across the world,
11,027 m|ll|on..The success of the brand | ued at the brand is sold only in urban centers. Evian gener-
ntinuous iNnovation and powerfy| g 'Z aresult ates 50 percent of its sales outside of France.
munication. nd original A bottle of Evian can reach three times the price
At the end of the 19th century, Evia of a regular soft drink. The brand caters to a very nar-
, was sourced from a natural Sl'I)rin ”bWater, row urban market, and it therefore felt the need 10
for its “miraculous” healing prop%rti :Came unify its brand communication in favor of something
peing sold in pharmacies. By mid-1930s SE&Z?\ more global. It is in this regard that Evian and BETC

e ecommended as the perfect : decided to pick up from where the water babies
reco water for babies. left off and launched the “Roller Babies” campaign.

Health and purity of the Alps were abandoned in
favor of a single message, “Live young.” This ad-
vertisement was broadcast around the world and
: : went on to become one of the most-watched ads
ﬁe{ggg;t:\se/\g;\%az g;?:;(tzgdéo i ever on YouTube with 254 million views, and held the
n and the concept of equilibriuma(“tt;- Guinness world record in this category at one point.
") was dropped. The theme of e It was the advert of the year for Time Magazine, Wall
o B b Al of purity ~ Street Journal, and The Guardian. It was also the 20
diff eh! e-geln g el competi- percent most effective ad ever (source: GfK France,
hig positioning of the product. Belgium, and Germany).
pted a e SlOQQn to reflect this In Asia, however, consumers did not understand
you drink is as important as the  quite well the relationship between Evian, seen as the
. pinnacle of luxury, and babies on rollers dancing to
ian in association with its advertiser hip-hop music. BETC, then, had the idea of creating
ad the hugely successful ad cam-  T-shirts with images of baby bodies and launched
» that had babies swimming in a campaign showing people of all ages dressed in
phor through which the brand these tees. With this, the advertisers wanted to rep-
the approval rating for this  resent their brand as one that keeps adults young at
the recognition score was 91 heart. The T-shirts were a huge success globally and
ymmercial had a very strong created the desired brand awareness.
ious of people. In 2013, Evian launched “Baby & Me," its third
od on purity and used  major campaign with BETC since 1998. This com-
Press advertisements mercial used a baby-and-adult mirrored-dancing
ful black angel ly- concept to highlight their “Live Young" slogan. The
t down rain with 2  idea behind this video was to allow consumers to
nching her thirst reconnect with their inner child, in line with the brand
ces in product-  promise.
brandphas al- Since 2009, Evian's global brand communica-
: tion strategy has been focused on both digital and
a nega- traditional media. With the Web, Evian can target

' ' ' f the
ecisely and reach masses easily, and is one of the
| water. Sales pr y 4

5

gns designed to target mother idwi

al S, midwives,

mrs were dgveloped consequently. In the
Eman vyas still catering to this segment but

munication added a new reference to health
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ffirming its positioning on heg,
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