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Old school beer new school mediaOld school beer, new school media



The drive into digital is aThe drive into digital is a 
major shift in strategy for 
Stella Artois, which is 
known for big budget TVknown for big-budget TV 
commercials”commercials

‐ September 21, 2007,





Stella used AR in holiday e-cards toStella used AR in holiday e-cards to 
promote it’s ‘save a tree’ campaign 



AR + LBS ‘Le Bar’ app lets you find pp y
and rate bars that serve Stella



Instead of a traditional corporate site, 
Stella uses targeted themed sites



The Recyclage de Luxe site y g
focuses on green initiatives



Retro, witty web clips highlight ‘green’ 
programs and promotions

At Stella Artois we look backAt Stella Artois, we look back 
to a time when a hedge fund 
was just that – a fund to create 
hedges. Along which couples 
could stroll, swinging a picnic 
hamper, listening to birdsonghamper, listening to birdsong 
and laughing.

That’s why every time youThat s why, every time you 
buy a case of Stella Artois, 
we’ll invest in our hedge fund, 
to plant hedges all over the 
British countryside.



Custom Stella Artois YouTube 
channel provides further reach





Stella’s sponsored Cannes Films page 
on MUBI allows free viewing 



Formerly TheAuteurs.com, MUBI is 
i l t k fil t i ita social network film streaming site



MUBI uses groundbreaking tech to g g
deliver unrivaled quality and sound 



We worked with the folks at 
Mother to produce an engagingMother to produce an engaging, 
amusing, personalised, 

h i ll b d hitechnically boundary-pushing 
piece of digital ass kickery to 
support Stella Artois’ 
sponsorship of the 2010 Cannessponsorship of the 2010 Cannes 
Film Festival.”

‐March 2010, 



C t b it t f d tCorporate website transformed to 
support current Cannes promotionpp p





The campaign pulls content fromThe campaign pulls content from 
Facebook and promotes viral sharing



Flickr and Twitter help build a fullFlickr and Twitter help build a full 
profile for Jacques d’Azur



Smoothoriginals.com offers short 
fil d d ti 4% bfilms and advertises new 4% beer



Digital media is changing the way 
consumers discover, create andconsumers discover, create and 
share information.  We have to 
change how we connect withchange how we connect with 
Stella enthusiasts all over the 

ld W ’ b i i lworld.  We’re embracing social 
media and becoming part of the 
community we wish to reach.”

‐Alexander Lambrecht, Global Marketing 
Manager, Stella Artois



INTERACTIVEINTERACTIVE



Sites and clipsSites and clips
• Ecard: 

http://www.youtube.com/watch?v=ybKj8w5n0N0&feature=re
lated

• Le Bar guide: http://www.youtube.com/watch?v=sTERI1s‐Le Bar guide: http://www.youtube.com/watch?v sTERI1s
UyA&feature=player_embedded

• Recyclage YouTube channel: 
http://wwwyoutube com/user/stellaartoishttp://www.youtube.com/user/stellaartois

• Stellaartois.com 
• Jacques d’Azur Flickr: 

http://www.flickr.com/photos/lifeofjacques/4606371205/
• Jacques d’Azur twitter:  http://twitter.com/LifeofJacques
• 4% site: http://www smoothoriginals com/• 4% site: http://www.smoothoriginals.com/



CommercialsCommercials

• B&W French films 
http://www.youtube.com/user/stellaartois?blend=5&ob=4#p/
/ /0/bklFL8 SWa/u/0/bklFL8s_SWc

• Guy falling off villa into clothes 
http://www.youtube.com/watch?v=GSTC5PwefHk&feature=rp // y /
elated

• Piano http://www.youtube.com/watch?v=IiYkljQuNJY
• Paper boats 

http://www.youtube.com/watch?v=yw3IhRGGxwM


