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Since 2003, Fuorisalone.it has been the
reference platform of the Fuorisalone,
an event that together with the Salone del
Mobile.Milano defines the Milano Design
WeeKk.

Fuorisalone.it is recognised and promoted by institutions and insiders as
the official platform and communication channel, a registered trademark
with extensions dedicated to China and Japan.

Over the years, the platform has been chosen by companies operating

In various product sectors and by designers for the promotion of brands,
projects and events dedicated to Milan Design Week.

Today, Fuorisalone.it is much more than that.




Studiolabo and Fuorisalone.it

Studiolabo is a Milan-based company that has been involved in communication and concept
design since 2003. It provides strategic consulting, branding and graphic design services,
promotes and produces cultural events related to the world of design and territorial marketing,
and is the author and creator of Fuorisalone.it and Brera Design District.

Fuorisalone.it was created as a platform for orientation during Milan Design Week in 2020, but
because of the suspension of the physical event due to the pandemic, it has taken on a renewed
role as the reference voice for design and project culture, both nationally and internationally. A
place of experimentation for an all-digital dimension of design.

In 2021 the platform is revolutionized by becoming a true Design Guide - physical, digital and
hybrid - active all year round with projects and activities related to design brands and beyond.
The Events Guide will be active during Design Week with related tools and channels, becoming
the official and reference tool for finding your way around the more than 1,000 events of Design
Week.
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Why choose Fuorisalone.it

Many years of experience in serving clients, international brand value
and in-depth knowledge of digital marketing and communication logics.

Fuorisalone.it represents something unique on
an international level.

The event that celebrates Milan as the Capital
of International Design has confirmed its role
also in 2020, the year in which the trade fair was
cancelled for the first time, with a totally digital
communication plan developed by Studiolabo.

The experience gained has made it possible to
understand the value of the brand and the con-
text even beyond the 'moment' of the physical
event, developing a new platform at the service
of the public and customers that guarantees vi-
sibility on its tools and continuity over time, brin-
ging content, relations, and the culture of the

project to the centre of the format. The current
context requires: identity, relationships, flexibili-
ty, delocalisation, networking, multichannel. All
iIngredients at the basis of the platform.
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How, when and what to communicate

Fuorisalone.it speaks about design at 360°: from furniture design to tech,
from service design to automotive, real estate, art, fashion as well as
luxury, lifestyle, travel, well-being, sustainability.

The platform offers flexible solutions tailored communication plan, composing the different resources and creating new opportunities.
according to the customer's needs. formats to be exploited throughout the year,

You can choose to adhere to a standard whenever you wish. Studiolabo's expertise and

communication package, which guarantees knowledge of the context is shared with the

a presence on the different tools with direct client by offering a consultancy that supports

visibility at the event, or define a dedicated and helps him make choices, optimising
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The Fuorisalone.it platform

Fuorisalone.it is a media that talks about design, architecture, art and
lifestyle all year round. It reaches its peak during Design Week but aims
to distribute its communication activities according to an always active
editorial plan. The following data is composed by: reach of the event on
the city of Milan, data of the Desigh Week 2023 period and estimated

data for the year 2023.
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Impact of the event on the Design Week 2023 data Estimated data for the year
city | | | 2023

Data referring to the period February - April
2023 useful to evaluate the Fuorisalone

It offers an overview of the impact that the An estimate of data that we expect to achieve
performance at the event.

event has on the city of Milan through data In the year 2023 in our various communication
estimated by the Confcommercio Milano, Lodi, tools.

Monza and Brianza Studies Office in the Design

Week period.Presences in the city, general and

sectorial induced activities through the most

used activities such as hospitality services,

catering and shopping.
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Impact of the event on the city of Milan

Record numbers for the 2023 edition of Salone del Mobile.Milano and
Fuorisalone confirm their catalytic power.

A +15% (at the fair) and +25% (in the city) in attendance compared to 2022.
307,000 registered users at the fair and an estimated 500,000 people in the city, relaunching the entire system in an
international form.

According to the estimates of the Confcommercio Milano, Lodi, Monza and Brianza Studies Office, the induced
activities generated this year by the Salone del Mobile saw a significant increase in all sectors compared to 2022.

For accommodation services, the increase was 38% with 80% of rooms occupied with an average stay of 3.4 days,
for catering services 39.9%, for shopping 32.5%. In total, total revenue increased by 37.2% from 162.6 million in
June 2022 to 223.2 million in April 2023.

In terms of visitor numbers, the attendance figures recorded at the Salone del Mobile and estimated in the city saw
an increase in buyers and trade operators from abroad. China once again became the leading country after ltaly,
followed by Germany, France, the United States, Spain with Brazil and India in a tie.
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The numbers generated by Fuorisalone.it during the event

Ea
X

Web Site

+620k

Unique users

© f

Instagram Facebook

160k 41k

Followers (+20k since 2022) Likes (+300 since 2022)

+ 3.5mln page views

Average session length
03:28 minutes.

- 9.9mIn Impressions - 1.4mln Impressions

- 4.5mlIn Reach - 937k Reach

- 149 Published posts . 54k Page engagement
- 29k Media impressions - 215 Published posts

- 27k Media reach - 2.4 Media impressions

- 2k Media reach
- 67% women

- 33% men - 68% women
- 32% men
- 66% of followers are 25-
44 years old - 68% of followers are 25-
- 40% of followers are from 44 years old
WIETR - 56% of followers are
from Milan

LinkedIn

5,/k

Followers (+600 since 2022)

- 55k Impressions

- 24k Reach

- 103 Published posts

- 560 Media impressions

- 33% of followers are from
Milan

Data for Design Week / February - April 2023

™M

Newsletter

31,7k

Totals between B2B and B2C

. 20k Contacts interested
In receiving B2B
communications

. 44% Open rate

. 3.6% Click rate
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Actual data for the year 2023

The actual numbers achieved in the year 2023
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£ o f in &
Sito Web Instagram Facebook LinkedIn Newsletter
+970k 13,9miIn 1,9min 145k 30K

Utenti unici Impressions Impressions Impressions

Contatti tra B2C e B2B

+ 4,8mlin di pagine viste

Durata sessione media

. 161k Followers
. 7.8 mIn Reach
. 24.3k Media impressions

. 44.900 Followers
. 1.1 mln Reach
. (4.9k Page engagement

. 6k Followers
. 68k Reach
. 5k Page engagement

4 3%

Open rate

03:28 minuti. . 22.2k Media reach . 1.9k Media impressions . 450 Media impressions
. 1.8k Media reach . 33% dei followers
e di Milano
2%
Clic rate




Annual growth graph 2022/2023
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970,000

2022 2023

Unique Users

2,900,000
630,000 ‘

4,800,000

2022 2023

Page Views

161,000

140,000

2022 2023

Instagram
(FOLLOWERS)

44,900

40,600

2022 2023

Facebook
(FOLLOWERS)

5.000 6,000

2022 2023

LinkedIn
(FOLLOWERS)

30,000

23,000

2022 2023

Newsletter
(DATABASE)
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Our audience

Fuorisalone.it community reference data representative of the year 2021
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The tools at your disposal
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Milano Design Agenda  Event Guide Magazine Digital TV Social Media Newsletter
Events all year round in  Digital contents and News and insights Undemanding live Purpose-built digital Selected, formatted and
Milan. events in the Milan area. for staying updated programme content content based on the directed communication
on everything that is during events. tool and target audience toO the public.
happening in design. to be reached.
- Website - Website - News - Series - Instagram - L'iIndispensabile
- Agenda - Event Guide - Appointments - Interviews - Facebook Insight into the week's topics
- Event caption - Brand & Designer - Stories - Documentaries - LinkedIn - Osservatorio
- Share event - [tineraries - World Design Events - Talk - Pinterest Spotlight on trends and

strategies from a B2B
- Save to favourites - Landing page/mini website - Meets perspective

- Products and Brands - DayByDay

The unmissable events of
Milan Design Week

- Dem
Dedicated communications
for your brand
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Milano Design Agenda

Fuorisalone.it's new digital tool that keeps you updated all year round on events in the city.
A calendar organised day by day that anticipates future appointments and is constantly updated on current ones.
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With Milano Design Agenda you can

- View scheduled and ongoing events

- Share the event with your network, on social media or with messaging apps
- Save each appointment in your private area once logged in

- Orient yourself on the map of Milan to discover the nearest appointments

& online

MILANO DESIGN AGENDA

b
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International projects and collaborations

lobal and aims to involve a
es of innovation and culture.
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Not only Milan, the Fuorisalone network is
broad audience, responding to the,gviall

Fuorisalone China Fuorisalone Japan International Collaborations
The best of ltalian desi- The design network - We are an active part of the

gn on WeChat and Wei- between ltaly and International design network.

bo. Japan.

- WeChat - Events

- Weibo - Community
- Projects Italy/Japan

- Miniprogram

—

K iR it
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Reference scenarios

Discover below a series of case histories referring to experiences
dedicated to the promotion of: services, projects, products and
locations.
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Promoting a service with Fuorisalone.it

We offer the possibility of promoting services in different areas
(e.g. financial, transport, logistics, training) that are useful for our
community.

Intro

Do you aim to promote a service and company
values to reach a new community related to
the world of design and architecture?

Our company can guide you through careful
consultancy by proposing project concepts and
an editorial plan that defines the most functional
activities to achieve the objective. Depending

on the nature of the service (financial, transport,
logistical, educational...) we propose a different
communication and diffusion plan to facilitate its
distribution.

®.r
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Promoting a service with Fuorisalone.it

What we can do together

The range of activities that our platform offers,
for the telling of a service and its values, are
many. There is the possibility of creating
editorial content for our community of readers
supported by social campaigns with the creation
of graphic cards and vertical newsletters.
Possibility of producing photo/video content as
a story of the service and its use through the
involvement of content creators (or e.Reporters)
who increase its value and perception through
stories or video reels on the main social media
and/or through thematic photo reports.

For tangible services, there is also the possibility

®.r

of publicising the product offered through
screen and script placements (visual and verbal)
embedded in photo/video activities with a
different context and narrative.

The creation of information pages that persist
on the platform, in the case of partner services,
which the user can always intercept throughout
the year and request information from the direct
contact person.

Tools that can be used
>~ Web platforn
™M  Newsletter
=lz Magazine

'Ll Social

©7] e.Reporter
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Promoting a service with Fuorisalone.it

Case history

(W HELBIZ EH bancaetica

¢
Sella & 3 EDISON

®.r

Investment

From To

5.000/18.000 €

The cost is purely indicative and may vary depending on the tools chosen for the
story, the number of activities and releases foreseen in the editorial plan and the type
of production required.
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Promoting a service with Fuorisalone.it

Swapfiets
1/4

s

ADV campaign to support Swapfiets bike subscriptions
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Promoting a service with Fuorisalone.it

Swapfiets
2/4

The brief

¥ =
-?'"i_:;_ T =

The goals B ‘« [ ~

MEDIA KIT

How to promote: storytelling about sustainability,
promotion of the service for getting around the city
during the Fuorisalone and beyond.

- Promotion of the brand values, which proposes a new
model of gentle mobility within the urban fabric;

- Promotion of the all-inclusive subscription service, to
get around during Milan Design Week and beyond.

®.r

- Reaching out to the Design Week community through
the development of branded content that tells the
brand values beyond the product. Emphasise the green
values of the brand, promoter of a new lifestyle under
the banner of sustainable mobility and reuse in urban
mobility;

- Generate attention with targeted call-to-actions that
aim to expand Swapfiets' catchment area in the Milan
area;

- Involve and stimulate the community on the topic of
sustainable architecture by activating social channels.
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Promoting a service with Fuorisalone.it

Swapfiets
3/4

The concept

The choice was to focus on telling the story of the
Dutch start-up founded in 2014 and its sustainability
values, already dubbed the Netflix of bicycles.

It" an all-inclusive subscription service that allows you
to rent traditional or electric bicycles. This service
already exists in Europe and has recently landed in the
city of Milan.

®.r

The production

- Production of a branded article in Fuorisalone
Magazine: an interview with Richard Burger, founder
and sustainability director of Swapfiets;

- Production of a DEM newsletter addressed to the
B2C database with all the details of the service;

- Sharing of articles on social channels Facebook,
Linkedin and Instagram (via Stories);

- Creation of an image gallery on Instagram,
highlighting the strong point of the project: circularity;

- Presence of a box within the daily newsletter
(DayByDay) during the event with Instagram Reel
landing.
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Promoting a service with Fuorisalone.it

Swapfiets
4/4
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semestrale.
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Instagram story
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Promoting a service with Fuorisalone.it

Helbiz

1/4

HELBIZ

HELBIZ HELBIZ
KITCHEN
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Presentation of the Helbiz Kitchen service
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Promoting a service with Fuorisalone.it

Helbiz
2/4

The brief

How to promote: a new food delivery service in Milan
and shared mobility.

- Promotion of the brand's values: a delivery service
focused on sustainability with electric scooters;

- Promotion of the Helbiz mobility subscription service
in the city of Milan.

®.r

The goals

- Reaching out to the Design Week community through
the development of branded content that tells the
brand values beyond the product. Emphasise the green
values of the brand, promoter of a new lifestyle under
the banner of sustainable mobility and reuse in urban
mobility;

- Involve and publicise the new food delivery service;
- Generate attention with targeted call-to-actions

aimed at expanding Helbiz's catchment area in the
Milan area.

HELBIZ
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Promoting a service with Fuorisalone.it

Helbiz
3/4

The concept

The choice was to focus on telling the story of the
world of ghost kitchens, narrating the design and

architectural aspect to the Fuorisalone community.

At the same time, we highlighted the social and
lifestyle elements linked to the food delivery
phenomenon.

®.r

The production

- Involvement of 30 relevant figures (designers,
curators, influencers, content creators) in the Milan
area, who received a gift box with a full meal from
Helbiz and made Instagram Stories of thanks;

- Realisation of a branded article in Fuorisalone
Magazine: an interview with Cipriani Foresio, Chief
Marketing Officer of Helbiz;

- Sharing of the article on social channels Facebook,
Linkedin and Instagram (via Stories);

- Production of a DEM newsletter addressed to the
B2C database with all the details of the service;

- Presence of a box within the daily newsletter
(DayByDay) during the event with Instagram Reel
landing.

HELBIZ
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Promoting a service with Fuorisalone.it

Helbiz
4/4
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Come si progetta una
ghost kitchen?

Ce ne parla Ruggero Cipriani
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Come si progetta una ghost kitchen?
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Facebook post

Foresio, Chief Marketing Officer di

Helbiz. La ghost kitchen della
societa e presente a Milano con
uno spazio di circa 2mila metri

quadrati dedicato al food delivery.

" | @LEGCI QU

Instagram story

HELBIZ

Cé né parla Helbiz, che a Miland ha und spadd di dirca 2mila meétr quadrati dedicato al faod

Mettl in evidenza Il post
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Promoting a service with Fuorisalone.it

Banca Etica

lllustrations promoting sustainability-related content promoted by Banca Etica
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bancaetica
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Promoting a service with Fuorisalone.it

Banca Etica
2/4

The brief The goals
How to promote: a financial service. - Reaching out to the Design Week community by
telling the dimension of ethical finance, highlighting
- Promoting the values and principles that guide the the differences with sustainable finance models;

activities of Banca Etica.
- Generating attention and raising awareness of the
Banca Etica universe.

®.r

B bancaetica
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Promoting a service with Fuorisalone.it

Banca Etica
3/4

The concept

The choice was to tell the value of ethical finance
models, exemplifying to the Fuorisalone community
what are the basic tools to orient oneself in the world
of ethical finance.

In particular, we thought of telling the key concepts/
values linked to Banca Etica.

®.r

The production

- Production of a branded article each month in
Fuorisalone Magazine that explores one of the topics
related to ethical finance;

- Sharing of the article on social channels Facebook,
Linkedin and Instagram (via Stories);

- Presence of the branded article in the weekly
newsletter L'indispensabile destined for the B2C
database with an ad hoc graphic box.

B bancaetica
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Promoting a service with Fuorisalone.it

B bancaetica

Banca Etica
4/4

@FUQHSHLGHEIT T HYUNOAI Sgwno sk all iz,

Fudrisalone.it -
Pubbhcato da Fabroo Somma @ - 23 e - iKY

Speesn & valenteEn e strategre di comummcazions ¢ marketing costruscond messaggr che lalsano
la realla,

LA T, pYERTY g g L — R L L -] ied ﬂ,

L'edizions 302081 Fuorisalons, it "Tra Spaxisd Tempa ™ ol

i @ el AT T A R b camtare e che isterngaasnad maoedde i
T, CHMBNTETI MRCCTREET PET JENCTMY MOV Ml precess & ool m bancaetica
el Sk £ lorig oo dioe veudel il s vilueie d ostio

Pl D0 sl plaetn e plogiarermase Secieo] o el Coiie e e Sogeiiees La mostre dﬂ HIHI-HI'E a Hﬂmhm

carpdeimeTin Firets I'isftnts, Soopaamo i Sl o maoding o moe pieden il

In guerarn comeats bimgTace anchye Oices detts Mmanes che s [T TP -5

e b rivercn dell o, Ma esisie wn spprodccha die anl, scdinis alls
FUORIEALOE T

Di cosa parliamo quando parliamo di greenwashing?
La sostenibalitd & entratd nella wita di ogni persona & impreda, ma spesso & valanhen l& strateg

e e neaie & i
Persone raggiurte Interazioni Funlegqio o distnbugsone Metti in evidenza il post

Facebook post

resherarase degh vmhe alls maeiirnanene da bericfl po e peraes b
iwtrae b e d pisirta

Sl 1TSSl AT Ok Pt oy e nes KRR, e enecs Bancs iralans
isperars, sppooin, 3l priocipl Sells Mosses siica, (e premds 0 coradenrsns
1=z asprilo amdioniale, mecude £ i premnener delle mmprese che weghidi
Naaniisie. [ derro che ke peisone Scponitano n R Elica wimie ol o
prclmivirnesle i PRgEall E Imparne pasivi. cucbudenda sirm, ford| Gk,
 lw et 1 o sy b, e o ko o etely e Tt b T T
b peranna @ U paras

Di cosa parliamo
quando parliamo
di greenwashing?

LCiarar & vrnten, e Al afiule da gaowrnn et  qpeecll el commirinsin slls eris
phmatisn ot vherm e i s prevedere pai e o Cambsirrses oog con ke s
s e iairan de v o il g i 0 el La responsabile e
el S bl v o ol Platord, paes sl e L apevelaneei o e

shrrerma Nirgpisgrremis o b dispantd wecnli

i prrevoami e, sulls paggine onfine i Fucrissone. s canab social o ol
el o Minfcre Je Uil ispenaslibe (00 isor e gquil, prenderanno forma
woria sspthr o gyt il il | lsrdiil] 8 cparsiti Br=al_ perchet | furd woldi on
el Tull eV d puieli ebebeiin e ok Chet Band [ pridalCidini,

La carbon footprint spiegata fo uno sguardo Spesso le strategie

alle stratogie di contrasto al climate change)

o e e di comunicazione e marketing

mgeronia eooiogca T B trafia i ura missra per vahutam
Fimpatio embianiale ST b emission di gis serm cha

G md k) B N e costruiscono messaggi

attualtl, 6oo0 un pRccobn yidkemaoUm par oreriarsl iR

prosssto, che falsano la realta.

— » | & LEGGIQUI

Editorial article Box NL L'indispensabile Instagram story

®.r — 31

MEDIA KIT




Promoting a service with Fuorisalone.it

Banca Sella
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|

Sella Foundation at the Lanificio Maurizio Sella and Banca Sella headquarters in Milan
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Banca Sella
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The brief The goals
How to promote: a financial service. - Reaching the Design Week community through
a story that generates interest and highlights the
- Promotion of Banca Sella's sustainability values, features of access to the 110% Superbonus;
with a focus on energy efficiency through the 110%
Superbonus. - Generate attention and raise awareness of the Banca

Sella universe.
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Promoting a service with Fuorisalone.it

Banca Sella
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The concept

Through the 'Inhabiting Change' project, the theme
of change as a central element for improving our
lives was addressed. The 110% Superbonus as an
opportunity: a tax break for renovation work that
improves the energy efficiency of buildings.
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The production

- Production of a branded article introducing the
collaboration and presenting the project "Living the
change" to the community;

- Production of a branded article addressing the topic
"How much does change matter?", highlighting how
our every action produces CO2 and consequently
pollutes;

- Sharing of articles on social channels Facebook,
Linkedin and Instagram (via Stories);

- Creation of ad-hoc graphic Instagram stories on the
theme "How much does change matter?"

- Presence of the branded article within the weekly
newsletter L'indispensabile intended for the B2C
database with an ad hoc graphic box;

- Production of a DEM newsletter dedicated to the

Sella

110% Superbonus;

- Presence of a banner on the Fuorisalone.it
homepage;

- Presence of a dedicated box in the daily newsletter
during Milan Design Week;

- Coverage during Design Week of the info points
dedicated to the 110% Superbonus in the Milan
branches through the activation of content creators.
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Promoting a service with Fuorisalone.it
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Il progetto di Banca Sella per un cambio di passo verso la sostenibilita, tema ormai ce
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Promoting a project or an event with Fuorisalone.it

Strategic consultancy and content production aimed at
promoting events, exhibitions or projects in Milan and
elsewhere, during the course of the year and/or during Design
Week.

Intro
Do you have the goal of promoting an during and after Milan Design Week.
exhibition, show or project to reach design Depending on the budget and the type of
lovers and the entire Fuorisalone.it community project, a precise positioning on our platform
of insiders? can be studied, and teasing activities can be
envisaged aimed at greater press coverage
Through careful consultancy, we can propose a during the launch period, taking advantage
communication plan dedicated to your branding of the media attention and the annual press
and content dissemination objectives over a conference we organise.

short or longer period, with a focus before,

®.r
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Promoting a project or an event with Fuorisalone.it

What we can do together

There are numerous solutions that we can
study for the telling of an event or project:
production of editorial content with publication
In the magazine, social activities to promote
and disseminate the content through stories
cards or classic post feeds on social channels.
Engagement of an external content creator or a
selected group of e.Reporters who, through ad-
hoc thematic photo/video content, can give a
personal point of view and account of the event/
activity with dissemination also to their own
community of followers. Use of the multi-article

®.r

newsletter with a dedicated box and dedicated
newsletter in case you want to make a focus

or create an engagement of participation in
targeted activities, inclusion of the event within
our dedicated event guide and activation of
highlight positions of your choice such as
slideshows, highlights bands, fixed banners or
with specific search tags, significant presence
iIn the material dedicated to press officers and
during the launch press conference.

@0 &

Tools that can be used

>>  Web platform

DM Newsletter

=lz Magazine
Social

Highlights banner
Press Kit

e.Reporter
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Promoting a project or an event with Fuorisalone.it

Case history

momscHe= @Valcucne  FENIXS

BOTTEGA VENETA

Investment

From To

15.000/50.000 €

The cost is purely indicative and may vary depending on the tools chosen for the
story, the number of activities and outings planned and the type of production
required.
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Promoting a project or an event with Fuorisalone.it

BOTTEGA VENETA - Vieni a vedere

1/4

=

Exhibition at the Bottega Veneta Milan showroom
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BOTTEGA VENETA

MEDIA KIT




Promoting a project or an event with Fuorisalone.it

ZB/?TTEGA VENETA - Vienl a vedere

BOTTEGA VENETA

The brief The goals
Promoting an event during the Fuorisalone week - Optimise participation in the event during Design
through a digital campaign. Week;

- Position the brand within Design Week;
- Generate brand awareness.
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Promoting a project or an event with Fuorisalone.it

?I?/?TTEGA VENETA - Vieni a vedere

The concept The production
The choice was to use creativity provided by Bottega - Activation of a dark Instagram campaign, with
Veneta, working on ad hoc targeting to reach a target segmentation based on precise customer
selected audience interested in the proposed content. specifications.

®.r

BOTTEGA VENETA
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Promoting a project or an event with Fuorisalone.it

E?TTEGA VENETA - Vienl a vedere
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Promoting a project or an event with Fuorisalone.it

1\%:\Ic:uc:ine - “LE3DERS"

& Valcucine

Exhibition at the Valcucine Milan Brera showroom

®.r

MEDIA KIT




Promoting a project or an event with Fuorisalone.it

Valcucine - “LE3DERS"
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The brief

How to promote: sustainability storytelling, promotion
of new products, exhibition at the Fuorisalone.

- Promotion of Valcucine's sustainability objectives, a
value that has been part of the brand's DNA for over 40
years;

- Promotion of "Sustainability beyond space and time",
the brand's approach to the Milan Design Week;

- Promotion of the 'LE3DERS' exhibition, hosted in

the Milan showroom, dedicated to LEED-certified
architectures in the world.

®.r

The goals

- Reaching out to the Design Week community through
the development of branded content telling the

brand values beyond the product, distributed in two
phases: l[aunching in advance of the event to generate
attention, direct promotion of the event during the
event;

- Generating traffic to the "LE3DERS" exhibition during
Milan Design Week;

- Involving and stimulating the community on the
theme of sustainable architecture by activating social
channels.

& Valcucine

LEED

BUILDINGS
IN MILAN
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Promoting a project or an event with Fuorisalone.it

Valcucine - “"LE3DERS"
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The concept

The choice was to focus on the message and tell
the story of the company's ongoing commitment to
sustainable production.

To do this, we created a series of branded contents
with an architectural theme, in the magazine and on
the Instagram channel, distributing the releases within
an editorial plan that anticipated the event by 45 days.

®.r

The production

- Creation of branded articles in Fuorisalone Magazine:
a news item dedicated to the city of Milan, included
among the top 5 cities in Europe for number of
sustainable buildings; an in-depth article dedicated

to green architecture to be discovered in Milan; an
article dedicated to the "LE3DERS" exhibition to be
discovered through augmented reality;

- Creation of a featured event card within the
Fuorisalone.it Event Guide;

- Presence of the event card within the daily newsletter
(DayByDay) during the event;

- Sharing of articles on social channels Facebook,
Linkedin and Instagram (via Stories);

- Creation of an ad hoc Instagram Reel, with the
involvement of a content creator, dedicated to the

& Valcucine

theme of LEED certification in architecture;

- Presence of a box within the daily newsletter
(DayByDay) during the event with Instagram Reel
landing.
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Promoting a project or an event with Fuorisalone.it

Valcucine - “"LE3DERS"
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Promoting a project or an event with Fuorisalone.it

Valcucine - “LE3DERS"
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& Valcucine
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Una passeggiata tra le architetture green da
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Promoting or launching a product with Fuorisalone.it
Strategic consultancy aimed at defining a concept and related
communication plan in order to promote the launch of a new
product or service to our community both during design week
and throughout the year.

Intro

Are you promoting a new collection or special formats proposed in our editorial plan.
collaboration, launching an innovative product

(design or non-design sector) or service and

would like to reach the Fuorisalone audience?

Thanks to a dedicated consultancy, we are
able to offer our customers targeted solutions,
to develop project concepts designed for the
context, and to translate them into the different

®.r
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Promoting or launching a product with Fuorisalone.it

What we can do together

There are various activities and possibilities that
we can implement for the launch of a product
during the year or in conjunction with Milan
Design Week: production of editorial content
such as interviews with relevant figures in the
company or designhers who have collaborated
on the creation of the product with consequent
publication in the online magazine, social
activities to promote the content through stories
cards or classic post feeds to support the social
channels, creation of ad-hoc content by content
creators or e.Reporter Fuorisalone that through
testing and use of the product can validate the
positioning and its perception.

Production of dedicated newsletters or boxes
promoting the product within the multi-

article newsletter or The Indispensable, also

®.r

associating discount codes if purchase is the
objective.

Insertion of the product card within our
dedicated event guide if there is an associated
launch event with linking of the brand and
designer card, activation of highlight positions
of your choice such as slideshows, highlights,
fixed banners or with specific tag search if there
are values, keywords to be enhanced within the
platform for associated content. Possibility of
making the product available to a small number
of influencers or specific targets with testing

In advance. Commissioning the strategy and
production of extra content and media to be
used as ADV advertising during the product
launch campaign or at other times.

Tools that can be used

== We platform

DM Newsletter

=5l Magazine
Social

@ &7

Highlights banner
e.Reporter
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Promoting or launching a product with Fuorisalone.it

Case history

w @& HYUNDAI ‘\
ididas
HENDRICK'
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Investment

From

5. 000/40 000 €

The cost is purely indicative and may vary depending on the tools chosen for the
story, the number of activities and outings planned and the type of production
required.
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Promoting or launching a product with Fuorisalone.it

Nike ISPA
1/5

Shots from the Nike ISPA model shooting
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Promoting or launching a product with Fuorisalone.it

Nike ISPA
2/5

The brief

Promoting the launch of a new collection, the
production of a report related to sustainability issues
and ultimately generating interest in the installation at
Milan Design Week.

- Launch of the new Impact Report FY21, celebrating
20 years of reporting on Nike's environmental impact.

- Promotion and launch of a new product.

ISPA (Improvise, Scavenge, Protect, Adapt) trainers:
two revolutionary models, Link and Link Axis, with
which Nike accelerates its journey towards a circular,
zero-carbon, zero-waste future. (Sustainability,
Regeneration, Circular Economy).

- Promotion of the D-iSPA-ssembly Park installation,
celebrating the shoe designed on the circular design
principle of disassembly. ISPA trainers are presented
during Milan Design Week in the Dropcity spaces.

®.r

The goals

- Reaching out to the Design Week community
through the development of branded content that
tells the brand values beyond the product, distributed
in two phases: launching in advance of the event to
generate attention, direct promotion of the event
during Design Week.

- Generating traffic to the installation during the days
of Design Week.

- Involve and stimulate the community in a debate
on the theme of circular economy by activating social
social channels.
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Promoting or launching a product with Fuorisalone.it

Nike ISPA
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The concept

The choice was to focus on the message

and the product, involving the Chief Sustainability
Officer of Nike in order to emphasise the most relevant
aspects of the project and the path undertaken by the
brand.

Giving support to the message by promoting collateral
activities in which the brand was involved, relevant

to our community, distributed in an editorial plan that
anticipated the event by 45 days, making the most of
our different tools.

®.r

The production

- Production of branded articles on Fuorisalone
Magazine: news dedicated to the "Plastic: Remaking
Our World" exhibition at the Vitra Design Museum;
interview with the designer who designed the new
ISPA trainers; interview with Noel Kinder, Chief
Sustainability Officer, on Nike's new strategy; article on
the Serena Williams Building, a new building designed
by Skylab and Mark Parker;

- creation of featured event in the Fuorisalone.it Events
Guide;

- Creation of a dem newsletter promoting the D-iSPA-
ssembly Park event;

- Presence of the event card within the daily newsletter
(DayByDay) during the event;

- Sharing of articles on social channels Facebook,

Linkedin and Instagram (via Stories);

- Creating Instagram Stories during one of the
workshops offered by Nike during the "D-iSPA-ssembly
Park" event;

- Creation of an image gallery in the Instagram, with
storytelling dedicated to the new ISPAs.
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Promoting or launching a product with Fuorisalone.it

Nike ISPA
4/5

@ FUORISALONE IT - HYUNDAI

M LA ] EAsTE CFIN T = LL =] L um L L Laal b D'

D-iSPA-ssembly Park

e e P Chpprge  Deyiyrsimbiig

=hlapy
b g e el Ll e Daiadi Bmia SO0 MEE prebesle 0550k jaerriiy Paik® D Cmamie
1 AL P e R o il R B 1 el 1T
P .

0SSP, pspdy Pies® & i Criirioes O Beaem EBPA 08 et ue PPle D DRI

B e Tl A TR T i S0 Tl 1 i P800 0 0G0 S Tl Fl bl W i

TS A O AR Wi ITAQEe T Lp ) PR AT il Il il b il i e 0 T wl By

rifigeny s wolonkd ol Foncisine| & Wi g racicsin eV Sal deega dal brand & efidany

bz abanun st 8 Fenorg o matocl rascd & migiori

| guniiro prirecipd sl Saee Seils Ticaofia O ISR won:

- Hon fermari el sfla primes aoiunons pet e probiems. PSR RS per vedere B

LT el s s migkorats

Micrros | megisdei marienal & s husl Beeogns, SUCTVA 8 et ndeme b meplor cpiiand

di e mar fasiere | peobierrs

L Tl St drvr FUEDTLEGEHT) Ol probSemi

A0 TTE huffe b ecioriors por sdiepuris @ 0o pofesdle pa) BT

~0-d, ympbly e coleben 0 Lick, @ 554 Lica By, ofe cappenanrienn e Riisg

— o " _—

Q Dropcity — Via Sammartini 38, Milano [ ——

Wb sdiia o arrrinn

Timm b ARSI R |07 D0 L

LEgD w rancoenarand poe B F oo 8 0

Programma
e L T ] By b D W L T laka i ki Caiiad d
—— - - - - - -
[T [P T memaw A s 07U wesrerw [7AR sy b PR e TR D
S e T [ ] trr=pnf e prmm o P e rre—i Pys el = e L R L R Fardy i n et
L s ]
T~

Pl - IS

Event page

®.r

Vedi anche...

D-i5PA-ssembly Park: l'inistallazione circolare
multisensoriale di NIKE
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House of Switzerland:

I'eccellenza del design
svViZrero

MNelia cornice di Casa degli Artisti,
un incontro tra Svizzera e lialia
per promuovers ed esaliane la
creativita o la vitalita ded design
alvatico,

7-12 giugno

Via Tommaso da Cazzanipa
angole Corso Ganbalgy
Scopri di pit

Hermés torna negli spazi
ex Pelota

Mel cuore di Brera, la maison

prasenta la nuova collazons per
la casa, con la dirgZione artistica
di Gharlotte Macaux-Perelman a

di Alexis Fabry alfraverso wn
allestimento spaciala.

B-12 giugne

is Palarmo 10
Scopri di pit

Box NL DaybyDay

A bordo del tram targato
Febal Casa

Lin tour ilinerante per le vie di
Milano alla scoperta del design e
del tabento., Tulli | giarni dalle 16
alle 22:30 con partenza da Piazza
Fontana.

6-12 ghugno
Piarza Fantana
Seopr di pil

"D-isPA-ssembly Park":
un'installazione circolare
multisensoriale progettata
da Mike

Presso Dropcity va in scena un
micre collattivo spadmentale che
coftiva attivameante approcai
d'avanguardia al design del
prodotto.

T-12 giugnao
Via Sammartini 38
Scopr di pid
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Nike ISPA
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@ FUORISALONE IT

"D-iSPA-ssambly Park™ un'installazione circolare
multisensoriale progettata da Nike

Dl 7 ol 12 glugno presso Dropoity, inovia Sammartind al numeno 34,
wa in scena *D-I5PA-ssembly Park®, una creaziono del team ISPA i
Hike: un micro collettive spoeimeniale cha coltiva attivaments

approcoi d'avanguandia ol design del prodotio el tentativo di catalizzam
una maggiore sperimentnzions creativa in Mike o oftnz.

"D-i&PA-asembly Park® celebra [SPA Link g 1598 Link Asds, che
rappresaniang per Mike ded mdicall passl in avanti nella ricerca di un
futurg circolans. Aftualments in mostra al Vitre Design Museum
rell'ambito defla moatra *Plasticc Remaking Our Wordd® . FISPA Link fods &
progetinta per uno smontaggic complets ed & tenuta insiene dalla
gecmetria mnzichs dalla colla o dal cesmaenta,

Concepito coma un gaarding 4 sculture & labsratons di comunitd, *D-
EEPA-szembly Park® presenta assamblaggl di cartone su larga scala
con forme astrathe estratie dal disegnd tecnici dellISPA Link fuds o della
precadents, |'I5P%, Link in arfvo & giugno 20¢2), che accompagnano |
wisitaton in un pencorso di progettazions & sviluppo circolare.

il team ha scetto di uWilizzare materiall economicl & di provenssnza locass
che passono assere facilmenie smoniaki & a cul & stata data wna ssconda
wita 2l termine dedl'installazione, in guesio caso, essendo briturati @
comeatith in file audio da PAN RECORDS, un'etichetia discografica
muiidisciplinare & una piattaforma per artisdi,

Scopri Nike ISPA

Dedicated NL
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Il design sperimentale & Brera Design Week 2022 il

protagonista della quarta programma
edizione di Alcova “Progetiane il presents, sceghises il

Il percorse sspositv, tra spacl inbems futuro™ & i titolo deil’edizicns che
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Nike ha svelato una sneaker che si smonta

L v IEpa Lirk FOEMPOno | :-a.mdagmi & i prodattano fel futuro. Ca e
paria Damyl Matthews VE, Catalys! Footwear Product Design del brand di
Beaverion,

{: Leggl artiecalo :I

Al Fuorisalone Toiletpaper Masterly-The Dutch in
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La nuova strategia di
Nike basata sulla
sostenibilita

Intervista a Noel Kinder, Chief
Sustainabilty Officer di Nike, che
comunica le mission dell'azienda e i
suoi obiettivi futuri da qui al 2025.

' » | @LEGGI QUI

Instagram story

La scarpa Nike
che si smonta
per essere riciclata
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Hendrick’s
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Installation and backstage promotional activities related to Hendrick's
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HENDRICK’S

—2GIN&—
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Hendrick’s
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The brief The goals
How to promote: an extra Milan Design Week activity - Reaching out to the Design Week community through
and installation. an engaging narrative that speaks to the city of Milan

about sustainability through the installation designed
by Matteo Cibic, thanks also to the involvement of
Promotion of the 'Neptunia Gin by Hendrick's' project, zeroCO2 and Worldrise associations together with
which involved the creation of a green artwork by artist Hendrick's Gin and eight Milanese venues;
and designer Matteo Cibic.
- Generating attention and raising awareness of the
Hendricks's world.

®.r

HENDRICK’S

— =2 GIN&E—
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Promoting or launching a product with Fuorisalone.it

Hendrick’s
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The concept

The decision was made to make an art video in
collaboration with director Patrizio Sacco inside the
Brera Design Apartment. The protagonist is the artist
and designer Matteo Cibic, author of the installation
"Neptunia Gin by Hendrick's".

®.r

The production

- Realisation of a teasing video that anticipates and
reveals the artwork realised by Matteo Cibic;

- Realisation of stage photographs during the
recording of the video project, to be used in the
communication phase;

- Sharing of the video on Fuorisalone TV,

- Sharing of the video in Reels format on Fuorisalone's
Instagram channel;

- Production of a branded article dedicated to the story

of the "Neptunia Gin by Hendrick's" project;

- Sharing of the article on social channels Facebook,
Linkedin and Instagram (via Stories);

- Creation of a dem newsletter promoting the

HENDRICK’S

— 3G ING—

"Neptunia Gin by Hendrick's" project;

- Presence in the weekly newsletter L'indispensabile.
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HENDRICK’S

Hendrick’s SeINe
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Promoting a location with Fuorisalone.it
We offer the possibility of promoting venues and spaces for
events both in Milan and oriented towards design week or other

events.

Intro

Do you have the objective of promoting an
event space and the services offered to
reach the Fuorisalone.it community made
up of industry insiders but also pr and event
agencies?

Our organisation can propose an editorial plan
that defines the promotion and communication
activities of the space and its uses. Depending

on the type of space, its peculiarities, and the
services offered, a different communication plan
IS proposed, aimed at creating a narrative of

the place, also based on the previous activities
hosted through in-depth content related to the
brand and the place, and campaigns aimed at

a B2B audience with the intent of generating
traffic and interest in the structure and the
manager.
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Promoting a location with Fuorisalone.it

What we can do together

The possibilities our platform offers for telling
the story of a service and its values are: creation
of editorial content with supporting social
campaigns and newsletters. Possibility of
producing photo/video content as a tale of the
place.

Creation of information pages (landing pages)
that clearly and comprehensively describe the
DNA of the place and that can serve as a landing
page for any social/digital campaigns.

Tools that can be used

= Piattaforma web
DM Newsletter

=lz Magazine

'Ll Social
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Promoting a location with Fuorisalone.it

Case history

THE vy\

cloiin  whos
MILANO

®.r

Investment

From To

3.500/8.500 €

The cost is purely indicative and may vary depending on the tools chosen for the
story, the number of activities and outputs planned and the type of production
required.
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Promoting a location with Fuorisalone.it
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Location Valetellina 25 and The Cloud
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Case history

The Cloud
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Case history

Fuorisalone.it's experience with international clients allows us to
identify the most suitable activity and content to achieve the best results
In a targeted way.
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Reference goals

We develop digital strategies by designing them according to objectives
and needs, and then define a targeted action plan.




Promote your brand with tailored social content
You aim to make your brand known to a wider audience through
creative content that activates engagement.

Whatwe cando

Through a taillor-made strategy we can build a
series of contents that can create engagement
and reach the Design Week community, during,
before or after the event. A tailor-made path that
can position and tell the brand values beyond
the product.

®.r

Tools that can be used

To do this, in collaboration with our team [_:] Social
of content creators, we are able to develop

creative content on Instagram designed for the Content Creator
Reel and Stories format.

MEDIA KIT




Promote your event in synergy with our influencers
You alm to enlarge your catchment area and make an event
known to a select audience of young, dynamic design lovers.

What we cando

The offer involves 10 influencers selected by The selected influencers are l[talian, specialised
Flatmates being present at different times at the In different topics and well profiled, from
Fuorisalone event, interacting and publishing lifestyle to architecture via travel. The brands
content on their channels. Each influencer will will thus be able to access a new, broad
promote 2/3 contents on Instagram/Tik Tok with audience that is genuinely interested in getting
brand mention. to know them.

®.r

Tools that can be used

[;] Social

Content Creator
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Other Case Histories

Brief, objectives, concept and production.




Case history

%}rategy Innovation

Strategy
Innovation
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Case history

Strategy Innovation

2/4

The brief

How to promote: a hackathon involving young
students

- Event promotion: a hackathon entitled "Spaces and
Times of Living" by Strategy Innovation, at Combo
Venezia, where 14 young designers from the luav
University of Venice shared spaces and times for 36
hours.

- Promoting the values and principles that guide the
Strategy Innovation project.

®.r

The goals

- Reaching out to the Design Week community

by recounting the collaborative dimension of

the hackathon: an intensive experience that saw
participants from different backgrounds engage with
areas such as sociology and psychology thanks to the
expertise brought by Strategy Innovation;

- Generating attention and publicising the activities of
the IUAV University.

L 5 71|
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i
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Strategy
Innovation

MEDIA KIT



Case history

Strategy Innovation
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The concept

The choice was to narrate the opportunity generated
by IUAV University and Strategy Innovation through

the involvement of young designers in an intensive full

immersion format.

®.r

The production

- Realisation of a branded article on Fuorisalone
Magazine dedicated to the hackaton at the Crociferi in
Venice;

- Production of a branded article in Fuorisalone
Magazine: an interview with Everel, a company
specialised in the production of electronic and
electromechanical components, which participated in
the project with one of its designers.

- Sharing of the articles on social channels Facebook,
Linkedin and Instagram (via Stories);

- Creation of storytelling about the hackathon through
a series of Instagram stories with shots taken live
during the event;

- Presence of the branded article within the weekly
newsletter L'indispensabile aimed at the B2C

Strategy
Innovation

database;

- Presence of the interview within the Osservatorio
newsletter intended for the B2B database;

- Presence of the hackaton best-of video on
Fuorisalone TV.

MEDIA KIT



Case history

r Innovation
%/5 ategy Innovatio

@mmmms IT & HYUNDAL
@ FUORISALONE IT

HAGAES] DU TWENTI  PUBCONHE  AWAED WAREN  URYT T G s i

&

Spazie tempi :
ell'Abitare: un ) =7 y| ® Il Manifesto

R AN oC i CrociEees i | dellAbitare @7 4= *

1T Bdndfecs i AT ALSTRAD & iy Blrueman]o olle ala Progaiazces dagl
apan dormetie gl Tutung,

Sirmipgy MMedvalion Ml voiulo coalnire kb sun oo Koenks ety ln
foerza cafle parchs, utikrzanda, per cosl diem, un rencerng lestuals.
Cinsouna siaren O desoritin n moeco inky da stemolione rifesskon o e, al
senizio di echiett, designer & urbasnisll

Fsplorses Pebitare shitands insscme & la afids delbackaton oapitsia il 4-f wprile

s Comba Veneels. o ol 14 plees| progaerie 48 Universins sy di

Wemciii harnd condivis spai © b e [ ong

Frutta i un vore congiunio ra Smabtegy innovalion, Studolabs,
Fosriialons. i @ alcuns afends parren, U llicafedic cal’Abiias &  prima
fucrireijunti piorenrean (s da lismames divene (dosigh, commnicaene Eaana o un percornd B LNg0, un imdle & collabonann & & ilituis un
archiictiora, whennsbics, plarsficasione, arl, medsd ¢ ol sooo comibomisi snche [ SRk il B GeiCADEND D Jasicerabl o Sosterill

cownlamzan diilla sogaodeia o Sella puonegg grare ala compsmenay o il

E stain (on AT 1 pes froarn: far La perirrs vt 6 e harmao bvecaa n

UVEERERETLRE e b ol baritita Tl iesereetbon. Pt L P vidta i

Saravegy Innavacion: per b prima vols o & espress wna coflabosackens fumive

tra i, Cd” Fencart - con lsos spin ol Sasingy |nsdnalion - ¢ Fondasaon: & s Iﬂ It

Vimewia, pravey al sippeetn dil st Kvongl che ha ireaggraso sl grepparun

Pt e i o

-ﬁ-.
FUORISALONE.IT = in @
£)

1 sk ane sowte §iemel O SN EL ¢ P e e e i ) sl
demiriamale chisve ¢ b Oahiors vien ameste perteralo dal " ManiPessn

dclilAbiare™, claborato da Mratogy bnaovation n cocasbone & Fuorsalone foai

chup TostiTuiacy wn best: crickeo: ui i alls definicoss & spar domeic pi

detiddewgbali @ movnem bl Mok & segoi o 3 quese ifleoiond indagando b lrmearibm
divere falare il oul ] piogetio prossle Reitha poi copitaes Lo codrgeleiiil

Al shitare prowrsie £ fuloen, in oo spasio @ Lernpss v be dass variabsdi ol o

v hsiare | irmos 1o s oo sod pd e

Editorial article Dedicated NL

®.r

MEDIA KIT

Strategy
Innovation

Fuarisalone. it i
Fubblicato da Dunya Hadlaow @ - 12 aprile - &

14 giovani progettisti dellUniversitd luav per una maratona culturale di 36 one,
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Images supporting the Teva campaign
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Case history

MEDIA KIT

Teva
2/5

The brief The goals
How to promote: a graphic design within an existing - Reaching out to the Design Week community through
product a story that shows the importance of brand image and

graphics applied to the pharmaceutical world;

- Promoting brand innovation in drug packaging: the

case of Teva. - Generate attention and raise awareness of the Teva
world.

®.r



Case history

=
N
<
O
Ll
=

Teva
3/5

The concept The production
Through two targeted interviews, it was decided to - Production of a branded article introducing the new
give space to the theme of graphic innovation a story graphics for Teva branded drug packaging. Interview
of the evolution of drug packaging to encourage with Umberto Comberiati, Business Unit Head of Teva
more correct and conscious taking of medicines, thus Italia;

facilitating adherence to therapy.
- Production of a branded article explaining
what it means to innovate communication in the
pharmaceutical field;

- Sharing of articles on social channels Facebook,
Linkedin and Instagram (via Stories);

- Creation of a dem newsletter promoting the digital
event 'Teva for you. When design is at the service of
health".

- Presence of the event card within the daily newsletter
(DayByDay) during the event.
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Come sara la cucina del domani?

Tra dasign @ furdonalitl, ma anche passions, Gian Paolo Larzer di
Straleqy innosation & hcoia Michelon, CEQ dil Unox, i accompagnana
ndla clcing per Ascoprime il valon,

Gussrda il videa

Gli highlights del giorno

Londonart presenta la Il design a servizio della
nuova colleziona The salute
Daydreamer

Gt "anno in oocasions dal
L nilstrea linga o wallpaper creata Fuprisalons Digital Tewva, azienda
da Glopagard & una farmaceutics, propons i wabinar
reinterpratazions oi segni "Tava par be. Cuanda [ design &
distinting, in un linguaggho stikstico ol parvizio della salufa®, in

ecieflicn ¢ denso programemsas martedi 13 apile alle
' immaginazions, are 11230,
Soopa o pil Scop di piu
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Le migliori foto di architettura nominate al Sony
World Photography Award 2021

Ecco i vimciton del prestigioso roconoscimento internazionale rvolto al
mondo della fotografia. Tra le calegorie premiate ¢'é anche una sezione
dedicata all'architettura.

( Leggi Farticolo )

Teva si rinnova e presenta nuove grafiche per le
confezioni dei suoi farmaci

L'azienda farmaceutica si & avvalsa di un approccio di design thinking per
dare una nuova veste al suol prodotti, Ce ne para Umberto Combeiati,
Business Linit Head di Teva Htalia

( Leggi Varticolo )

Box NL L'indispensabile

L'innovazione
grafica secondo Teva

Dal 2009, I'azienda leader
nei farmaci equivalenti

e biologici, ha avviato un
processo di ottimizzazione

grafica delle confezioni
del propri farmaci.

Instagram story

teva

Fuorisalone.il
Pulszhientn da Alessandra Mitotn @ 29 quogne 2031 - &

“Un buon packaqing @ di vitale importanza; | pazienti possonc assumere farmadi tulti | Giommi, per
cui il design conta malto per lora, nen 2ol da un punta di vista tecnico ma anche grafica”

FUOIRISAL OMEIT
Linnovazione grafica secondo Teva
L un percorso avviato nel 2009 quelio che ha portato Fazienda farmaceutica Teva a studiare un...

Facebook post
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The brief The goals

How to promote: an event during Milan Desigh Week - Reaching out to the Design Week community, inviting 'l !! !l “

them to take part in the event, including talks and
- Promotion of the IKEA Festival, hosted in the BASE exhibitions;
spaces.

NARE™
, ﬁﬁu im
YO

- Consolidate attention and raise awareness of the
innovations of the IKEA world within the framework of
the Milan Design Week.
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The concept The production
Through the creation of branded content, it was - Production of a branded article dedicated to the
decided to tell the news of the event, which this Festival;
year dealt with the theme of the future of retail and
design, investigating how people's relationship with - Sharing the article articles on social channels
their homes has evolved and showing how to improve Facebook, Linkedin and Instagram (via Stories);
everyday life by living the domestic spaces in a
conscious way. - Creation of an event card dedicated to the Festival;

- Presence of the event card within the daily newsletter
(DayByDay) during the event;

- Presence of a banner on the homepage and in the
Events section;

- DEM newsletter dedicated to the Festival.
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255 Lo Dove: Biblioreca Nazionale Brasdense, via Brers 28, Milamo - ofal o all 8 gingoo Come saranno le citta del futuro?

Dal & al 12 giugno provera a rispondens Valcucine con il
percorse “LEED Buildings [tinerary in MBan® e la mostra
“LEZDERS", in collaborazione con Archivibe, dove verranno
svalati | modelli 3D in realtd avmentata di edifici certificati
LEED progettati da Important! studl di architettura
internazionali.
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IKEA torna al
Fuorisalone conun

Festival di eventie

ingtallazioni

IKEA Egsfigal

HIE Y e o [T ===

. Una settimana di event] ed esperienze immersive per ot
raccontare [| futuro del retall e del design. IKEA P —
Festival propone al visitatori installazioni esclusive, Iy p— FEEA v o
nuovie collabarazioni con designer di fama

il wrrvae W Puod baslssez, gl apatd (5 AT

- bk opnd Pl Bk O i [sitaTiitel son e il Ehe, e oollermomd (ifrmese Ja Bread

internazionale, esperienze musicall e un ricco Do IKEA racconta il futuro del retail e del dESIgﬂ con :::F,.lﬂ.t.:‘_‘:*u..-.“w-" Fm s —— I
calendario di eventi per indagare come si & evoluto il bl "IKEA Festival" _ -
rapporto delle persone con la propria casa e e A, prarmive Aad vesmaa o Mo baafionse o cuaestssins, Tra Sparn ¢ Terepon, d pabnscan
raccontare come sia possibile migliorare la vita g Installazioni esclusive, nuove collaborazioni con designer di fama internazionale, A5 IKEA Festlval sarh dedbontc sl smccomo e fusarn del real e el devig,
mﬂlﬂlﬂl vivendo 'F" midﬂl‘“ﬂtu in modo ] Jia by 8 cali soco calends die ' d i o | irnbigdo comie el B oty il agapoet o e S rroed S0 L PO Ce @
:m“m EEPLTICNES MUSHAN© U TICOD CRlcm Omre o avenii PET EMCIRERATT COITE 5L CV0 o e i sl il rndgfirwnr b vica i wivrsl gl s
il rapporto delle persone con ka propria casa ¢ raccontare come sia possibile T b o DO
e rn'.t:_Iiu:m:;:' |z vita -.llmli.di:n:l. vivendo |:|;|i spaw domestici in modo CONSAPEV: e, i gt el i
=iREA Pove: BASE, via Torfona e Milano - dal & af g2 RJ:H]HHJ. cornpagria i onflabsased di kirggs Eats ¢ dheugne O sl o Rega o begnd
L O T Uil il b L rirmeoapiiiiat, 190 gh e, o Predriks inger. Glohal g
= Fugrinslors lverd —_ . Hlaijptd di TR EA ol Sweden, i) Iheslpn Masapns |ohan Ejddss | disigned
] ' p— Ratiewnd Mikue] Aueksins ¢ Priss Witrms, b deslpmes beirnnies lse
Ao || B L biearage || sz || ecian Deog Cramford ¢ ladesigner Sablsc Misroclin, bawsis o Rosenlm . San modine “True To Mature™: IKEA torna al Fuorisalone

r"\."I"I'J'l' NTHFEIT T el vl o cvrnts sctall o it intemuirional

Evento selezionato per il Fuorisalone
Award

L&n b sieteciparons @V sdirorss LT Selke Ciriegn Wosl, WES telabni la vl i Gka
Lo BEA, Fifthedl s o patvieilo @ il o e iafun et Do fel0oetien
| Pl B Al @ el ), Pl DOFTaR B b el B AREITO Gale Depriep L0
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Pae tuma s pememara, gank posbbds waswes Opoaablich - & Ll st e silbiiion
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wilih B Fphangiong, in Svaria, o cusls BEA peiecipa con Mobssitec o coairues "la citil
pou!pribie deil 'uiura” Lome dee § nome defla rmoukra - Ogoeblich m ovedess wgnlica
“rraTaeeln” © EEA il 8 00t Cor | St Bomeni & vl i Afelihho fell Mo
%yl U Dl Felppinndd B OOTIeSie g #ETD Ol dpetil pseldg dremie deal TeRid
1l i [ral seirael e Supfadavoiey sl §ladue Geel i =uRypecey ol R
TRGOETES Oy vl oY i Gl il Gulla pegdonela (ErepeErakire Ol (e RoTe B g
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s Bepo

Incitre, on crragrges. el ok capoiiagn O deagen riskara, nelo tpase minreo prencierd
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pbftariond oy rpcchiudene s v o ire Biveree fenigie » nisconfiess s pboris o ol
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Superdesign Show 2022

Un “village™ spontanes, che si sviluppa per aree di interesse con “adific™ ¢
installazioni site specific nei grandi sadoni di Superstudio P, in cui aggirarsi
liberamente, Gli argomenti propasti dagli espositon affrontanao tematiche di
grande attualivh guardande, appunto, lontano

Powe: vig Torrons 27 Milamo - daf & af 12 gRLgric,

Box in multievent article

Editorial article

B wiwiln el i i grognes, shésiamo oot reio i Deslgn. Maniges
Johan Bhema, per conoscerg ke aflde ¢ b opportunita che palarsmdy ooms

FEEN s slfromiznd

s Endadae 3 Lvorens prosacs IKEA nal 150 {os © quanco ¢ caamiara
Faxhindda In quasth 30 annid

Busrag la peapeears pigi emrvia o chet alema creseni meskao: |3 g rdicanua s
il o gikdan @ il nree b el faridd b L vins o a2l res derlr o e
of UTUE T e kgt 1] rewsrn eanmads, Biand, @ neonginug maduriondg

iperwin sy augl irmeevs £ aully decissrd di 55l da SoruTTarTE

Signature Kitchen Suite
celebra il legame con la
natura

Un"esperianza immersiva che
prerda il via nella galleria estarma
adiacents agl archi di Porta
Muova per proseguine lungo i fre
piani deflo showroom,

6-12 giugne
\ia Alesszandro Manzon! 47
Scopr di plil

con un Festival di eventi e
installazioni

Appuntamento negli spazi di
BASE Milano con un ricco
programma do incontn ed
esparenza immearsive, accanio
alle nuowve colbaziani firmate da
designer e collaborator esterni.

8=12 giugna

Wiz Bergognoneg 34
Boopri di piu

Box NL DaybyDay
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IKEA Festival: event] ad esperienze immersive per
raccontare il futuro del design

Can la parieciparong alledione T022 dells Desgn Waak, IKEA calabea
Iy vitn i Cacten son [KEA Feathagl: on fced palemists of il ad

S EEIENDS IMmmsaive i raccontans Il fulurs del retad & del dasign,
indiagare coma & & evoluto i rapporic delle persone con ki progeia casa o
muastrare come sin possibile mighorans bn vitn guotidiana viendo gil spas
OFEEC] I MOd0 COPaaHD

Far 1uftn bn saflimans, aach poasibds visites Ogonblick - A Lite at homme
exhibdtion, wavvincents inslalasions fisca & digiaks che & isHin &d
H23, un progetto che ha presc vitn ad Helsingborg, In Sveca, ol quale
IKEA pariecipa con Foblottivo ol cosirun "la citth soabonibde del foluo®.

Irening, in oMBggee Mlla S50 capoiungo cil desagn Rakano, nelo Spadic
R prdradink Wit Ll CEIaec “Chia di ringhlen™ milariae, che
corpdurmd | visitabad ala scoperts dl abitapiond che racchiudons la vita
di bre diverse famighs e raccontanc la storia di chd ke abila

E pir tugli colora cha cesiderang immeegerst uiencrmssnis nal mondo dol
chogagn, i v lagho o saprian e cihd IKEA offrinh durardo @ FicsBval sk
ampio; dalle peediew dells protaime collasiond ad incanis in compagnia di
eollabadibon O lunga data & detigrer & talenso egal al brand. Tra quast,
Frodrika inger, Global Range Manager & IKEA of Sweden, il Design
Manager Johan Ejdema, | designer infernd Mikaed Axeisson o Friso
m.hmmnulmcmi i dasgne Sabine
Marcslis, basals o Rollerdam

Sars imoln postibile vvens esparienze musicali ad eventi serall con
artistl intornazionali. nling, IKEA Festval proporma al pubblico ura food
EapErience Hpcamenin oeedens

Scopri il proegramma
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IKEA Festival

Contenuti extra collegati a IKEA Festival

Video page Fuorisalone TV

Funtialons &
Eao’sl Wano

i HYLINE

Tuixiialoss @ n fckiiors S
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FEEE AT etrvals un sEttemans & deige
talis. preserianon o noove codezani
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® Braze milano - Via Tortora. 54
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IKEA FESTIVAL
BASE Milano,
Tortona distri

o :!_'__,*_. 06/20;
ani E‘ﬁ;
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Fuorisalone. it ves
Fubbfiato da Dunya Hadlaoui @ « 17 maggio - i

Un programma ricco di inconin ed esperienge presso BASE Milano,

FLILRSALLIPE.T]

@ IKEA torna al Fuorisalone con un Festival di eventi e installazioni
Cral 6 al 12 giugno appuntamento neqgll spazi di BASE Milano caon un ricco programma di inco

1.427 32b T +2,2% superiore
Persone raggiunte Interazioni Puntigoeo dh disinbusione

Instagram story

Instagram and Facebook post
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Floating Forest 2022 - Darsena Milano
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The brief The goals 2
How to promote: an installation during Milan Design - Reaching out to the Design Week community, inviting f I'-"
Week them to discover and immerse themselves in the

floating installation.
- Promotion of the Floating Forest installation by

Stefano Boeri Interiors. - Promoting the values of sustainability, an integral

part of the brand, conveyed during Milan Design Week
through the installation.

®.r
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The concept

Through the creation of branded content, it was
decided to tell the story of Floating Forest: a floating
multisensory forest, created as an independent
ecosystem on the water of Milan's Darsena, for a
greener city.

®.r

The production

- Production of a branded article dedicated to the
installation;

- Presence of the article in the weekly newsletter
L'indispensabile;

- Sharing of the article on social channels Facebook,
Linkedin and Instagram (via Stories);

- Creation of an event card dedicated to the installation

- Presence of the event card within the daily newsletter
(DayByDay) during the event;

- Presence of a banner on the homepage and in the
Events section;

- DEM newsletter dedicated to the installation.

Timberland &

MEDIA KIT
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Stefano Boeri Interiors
h

'ﬁmherland
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Stefano Boeri Interiors ha progettato una foresta
galleggiante per Timberland

*Floarting Forest™ ¢ il titolo del progetto malizzaio da Stefane Boeri
Intariors par Timbsariand in occations della Milsns Dedsgn Woas: und
lomats multrsansanas gaileggianio realEzath Comn BeOsEtema
ndipendents sullacgua deila Darsena, per una oiftd pii werde,

L'instakaricena oi Timbardand, b cul missions & squipagglans & ispirans
lp nuoYs ensraThang & TaF progrocs || mondo, Nasos dallimportanza
dad ruols cha fa la natum, enfatizzando & visiono del marchio par un
futura pli verde ad equa, oSl corma cal concetlo 3 clreolarita, dove
Aula viers Sprack 0.

*Fioating Fomst™ preveds un’esperkenza immersiva, sia fisica cha
virtuale. G§ elementi sersodali saranno fusi con un'esperienza digitale in
aean, manke per chi non polrd parbecipdnd al Fuorsaions Mesperienta
sara orls, Lin yien @ propris landmark degmpente sl inbenng del
PAERAGOID Lrhans mansghing: i foesta & concattualmanta o fiscamsenta
shudiata come un scosistema indipendants, dove 510 albard & pid di 30
gpacia maoltiplicans la biodversitd, attivarda | benefcs srbisnink gt
mia Torpaiarans urbana, in Sonnessions con gl BN pari vend di

LEAR T

il progetio ha |'obettivo o stimolane | visitatod o recuperare @l proprio
tempo & SERDS D000 BESATE imimsral nela toreala o i nvila & acoprine
o Bedlozza ¢ 'importanen delln Naturs, por un monds plu e, Il
perconso all'inteno dell'instafazions ovra Quatiro topes fondamental
agate & dhvent sénsl ¢ portérd | vishator ad & il acageng con ke ulima
BEO-FNoVEESH i Drodotha @ | vlhon dil beanal.
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prospattiva tecnologica nel XX sacola, il brand di auto sportive esplora
l'interaziona fra natura & innovazions nella storica cornice di Palazro
Clerici

I': Leggl 'articolo -_\:J

IKEA torna al Fuorisalons Stefano Boeri Interiors ha
con un Festival di eventi e progettato una foresta
installazioni galleggiante per

Dad 6 sl 12 gugne sppuntamenta negy  1imberiand

spar o BASE Milano con un reco Si ntitola “Floating Fosest™ & aarnk
PrOGPRMITIE O INCOnin e aaperanee wvisible in occasione dal Fucrsaiana
e sula Darsaca di Milana,

Laggl Famicale Legai articoly

Casavo racconta la casa con gli -::lggetti di chi la
vive

Med vivace Tortona Distrct, Casavo alleslisce uno spazio ped pensare alla
vita, al camblamenti wissutl, quelll ancora da vivere e be cose che
portiamo con noi. Casa dopo casa.
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Timberland presenta Floating Forest,
progettata da Stefano Boeri Interiors

Una foresta multisensoriale galleggiante, realizzata
come ecosistema indipendente sull’acgua della
Darsena di Milano, per vna citta pid verde, realizzata
in occasione della Design Week 2022

+ Nefwrfare Baanti brde=way

Contenutl extra collegati a Timberland presenta Floating Forest, progettata da Stefano
Bosri Interiors
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HOTELS & RESORTS
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The brief The goals
How to promote: opening a new hotel - Activate the Design Week community by previewing
the Baglioni Hotels project through an art event open
- Promoting the opening of the new Baglioni Hotels, to all.

signed Spagnulo & Partner, which will take place by the
end of the year.

- Generating traffic to the exhibition during Design
Week.

®.r
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BAGLIONI

HOTELS & RESORTS

?I?/?glioni Hotels & Resorts

The concept The production

Through the creation of branded content, it was
decided to narrate the art exhibition IN-BETWEEN. Tra
Arte e Design hosted at the hotel site during the Milano
Design Week. An itinerary curated by the Spagnulo &
Partners studio that describes the delicate relationship
between art and design.

®.r

- Creation of a branded article dedicated to the
exhibition;

- Production of a branded article dedicated to the
official opening of the hotel;

- Presence of the articles in the weekly newsletter
L'indispensabile;

- Sharing of articles on social channels Facebook,
Linkedin and Instagram (via Stories);

- Creation of an event card dedicated to the exhibition;;
- Presence of the event card within the daily newsletter

(DayByDay) during the exhibition;

- Presence of a banner on the homepage and in the

Events section;

- DEM newsletter dedicated to the exhibition.
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Baglioni Hotels & Resorts apre e porte del cantiers
di Casa Baglionl con un progetto firmato Spagnulo &
Partners @ una selezione di opere della Stefano
Cecchi Trust Collection durante la Milano Design
Week
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Wall Saucony Corso Garibaldi Milan and product shooting
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The brief

How to promote: new product launch, installation at
Fuorisalone

- Promotion of the 30th anniversary of the iconic
SHADOW 6000 trainer.

- Promotion of the installation realised on the occasion
of Milan Design Week: an 80 square metre mural in
the Brera Design District signed by the street artist
EricsOne.

®.r

The goals

- Reach out to the Design Week community through
the development of branded content telling the brand
values;

- Generate traffic to the installation during Design
Week.

’y

Saucony

Originals

MEDIA KIT



Case history

Saucony
3/5

The concept

The Californian brand's relationship with design and
creativity was illustrated by unveiling the collaboration
with street artist EricsOne and the trainer proposed
for the occasion in an exclusive limited edition that
interprets the classic version of the original model in a
modern key.

®.r

The production

- Creation of branded articles in Fuorisalone Magazine:
a news item dedicated to the anniversary of the
SHADOW 6000 trainer and an interview with EricsOne,
Milanese artist born in 1983, author of the work in the
Brera Design District;

- Creation of a featured event card within the
Fuorisalone.it Events Guide.

- Creation of a dem newsletter promoting the event;

- Presence of the event card within the daily newsletter
(DayByDay) during the event.

- Sharing of articles on social channels Facebook,
Linkedin and Instagram (via Stories).

MEDIA KIT
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e -Samny Originals festeggiaiil
30° anniversario dell'iconica
SHADOW 6000
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Dopo molti mesi di lockdown ¢ in occasione del 30°
anniversario dell'iconica SHADOW 8000, il marchio
di sneaker americano Saucony Originals reallzzerd
un murale durante la Milano Design Week per
portare energla e positivita alla citta In occasione
della riapertura.
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Saucony Originals con
I'artista EricsOne
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Prosegue il Fucrisalone: le vie e i distretti della citta
tornano ad animarsi sotto il segno del design con oltre

Ecco la nostra selezione di quelli da segnare in agenda,
tra novita di prodotto, progetti di designer affermati ed
emergenti, mostre, installazioni e talk.
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Gli highlights del Fuorisalone

Signature Kitchen Suite
celebra la terra, la natura e
i sapori autentici

Lo showrsom meneghino dal
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immarsivo con b installazioni
vegatali di P'arcnouvean, il pop-
up farm market sotto gli anchi di
Porta Muova @ e degustazeen &
terma True 1o Food.
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Guarda verso I'alto e rimani sintenizzato: Sauceny
Originals & pronto a festeggiare un'icona.
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Saucony Originals con
I'artista EricsOne celebra
la riapertura di Milano

Per il 30° anniversario
dell'iconica SHADOW
6000, Saucony Originals
realizzera un murale
durante la Milano Design
Week per portare energia
e positivita alla citta:

A SCOPRIDIPIU

Instagram story

Instagram story
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Pulbrlicato da fabrizio Somema @ 31 agosto 2001 W

Per portare energia ¢ positivitd alla citth durante il Fuonisalone.
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Saucony Originals con 'artista EncsOne celebra la napertura di Milano

EnceDine, articta milanese il cui stile inconfondibale & statd definito ‘cubsmo di strada’; realizze,
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The brief The goals
How to promote: launching a product at Milan Design - Reaching out to the Design Week community through
Week an engaging narrative that showcases Faemina's
innovation and design features, able to offer an
- Promotion of Faemina, the new coffee machine with excellent performance in terms of quality to both
which Faema enters the Home and Small Business coffee experts and those who aspire to a complete,
segment for the first time high-level emotional coffee experience.

- Generate attention and raise awareness of the Faema
world.
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The concept

It was decided to make an author's video in
collaboration with director Patrizio Sacco and thanks
to the involvement of four eclectic figures from the
worlds of design, fashion, graphics, art and food: Fabio
Fantolino (designer and architect), Francesco Franchi
(Art director), Nic a Ricciardi (Miart director), Luisa
Bertoldo (P.R.) and Andrea Vigna (Chef).

®.r

The production

- Realisation of the video series Un caffe al Fuorisalone;
- Sharing of the series on Fuorisalone TV,

- Sharing of the series on Furisalone's Instagram
channel;

- Production of a branded article dedicated to the story
of the Un caffe al Fuorisalone project;

- Sharing of the article on social channels Facebook,
Linkedin and Instagram (via Stories);

- Creation of a dem newsletter promoting the Un caffe
al Fuorisalone project;

- Presence in the weekly newsletter L'indispensabile.

FAEMA
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Event page
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Un caffeé al Fuorisalone = |
Presentazione Fagmina
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Grupps Cimball, ean il sus brand Fasma, entra per |a
prima valta nel segments Home & Small Business
presentando Fasmina, la nuova macchina per il caffé
espresso firmata HalDesign.

L i b

+ Basix o F Sdbarel 3113
~a ot & b - Pt D

Egmrad s wofis PR Foofel b o Wil Y O D e i Ul 4 i
PRI L e i ARty DR el T el D P (LR
T P 0 il R B R o T P e el B SO P R e
ST CfTil el DO & ook B Dl

Farruans ris FoalDusign. - oy ST Rrar e 0 g n Ty Fademiong § un vt ngenn

i cpmban. B iegarns
I P O PR TR A R

Chpa e 2l B 0l 10 ReCTambe®, Fliemuna Ll St pui i Flagihg Snone
Faams inwis Forosls T o M Suls e 0 sila caw il

i e AN WTETE R o O i el FilsteTar A0 el PR

Irdgernl Dasgn Facinrg. via Fipon Tersdi B, Mianc
it hussn, e Ardoras Loceisi B, Wiasrg
Pedird Brera, como Ganibelcl 0 Mien:

A nrienie [vwnio Hew Colffes caperisnce presss Pedind Drera, Ore 17-50

Un caffé alla Milano Design Weak

Ly g s e wy Dy

Faber: Frsodro Slmigrer 1 phaetid, Fracoc Freng’s L gewcioe], Boods oo Desiiorr
Bl g e Dbt [F 9 op raSrgm Walgrap [T Fepl | prms ool el oaem P T rm
eyl o B L e el s facraedar ] ien L m e pagnas 0 nmain d
a1y Ve g o a1 i e 1 Pt com e

Q Daes
Fprr=a | mgifep
diem - s En
et whin | AT
- Bl

I Caasds
e 1 e b SO

Cormatii
CALERTL RN R
Wi, Mariurs, 19
FoOB] Wi (U

Trmtmn
R G e

Wil i i

0O 2 o

@ FUORISALONE IT

Gli appuntamenti imperdibili B
della Milano Design Week 2021 oA

Ciao,

Proseque il Eyorsalona: ke vie & | distralli della citth
tornano ad animarsi sotto il segno del design con olire

S00 appuntamienti.

Ecco la nosira selazione di quelli da segnane in agenda,
tra novitd i prodotto, progetti di designer affermati ed
amarganti, mostra, installazioni & talk,

Si ncovia o Macoiisd i singal svantl & egolermentalo cagl
OOJRNEITaNON, sl FERDEITO i N ani-Covid Soood gl ol

Gli highlights del Fuorisalone

Il nuove shownoom di
Porcelanosa a Milano

A dus passl da Plarrale Cadorma,
NG SR o G0N restrl uabdrati
dlistribust sy due pEan, facita ai
prolesssonsh dell’ ancrebetbam,
dailnterior design & del dasign,
chied Goders LN apentiha

4 - T caftevnbes
Fiazza Cosiolo T8
Maggion info sullevenio

i caffé come al bar con
Fasmina

1l Grupps Cambal et nal
segreno FoEms Con W ruova
machena par il caffé esprosso dal
Saign unico, E por Moot
Frvita Girue professionisli 4
podons un buon caffl: Fabio
Fardodno, Francesoo Franchs,
Ninola Riociwrd, Liuss Barcics o
Andran Vigra

Maggion info sulleventa

Box NL DaybyDay

Un caffeé alla Milano Design Week

Fabio Fariolno, Francesco Franchi, Mecola Ficcismd), Lusas
Bastolos & Andres Vigna sona capiil dello aparis Fasma.
Tra una cagusiazions o caffa o la visita dedio spazio
raccontana il iom lavono & be loro passloni, § Asuft2io & una
chaschierata inbima tra ared, ufd pausa di iflessans
conciian

Guarda | vidoo

Stefano Mancuso progetta I'ufficio del futuro
insieme a Kengo Kuma
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Case history

Faema
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Un caffé alla Milano Design Week | Luisa
Bertoldo

Altri episodi di Un caffé alla Milano Design Waek
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Un caffé alla Milano Design Week

Fuorisalone TV Video page
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Instagram story
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Cinquee pratagonisti del monda del design, dell’arte, della moda, del food e dell’aditaria, tra una

degustazione di caffé preparato con la nuova Faeming, ¢ raccontana il lore lavero e le loro
passioni, Buona visicne =
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Un caffé alla Milano Design Week

. - C o | i
(auarda | videa su Fuornsalone TV

Instagram and facebook post
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Contacts

Via Palermo, 1
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