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CONTENT FIRST
DATA & INSIGHT DRIVEN
CREATIVE THINKING

Our lies in the ideas that emerge from data analy
strategic vision, multichannel and multistakeholder app
that places content at the center of the strategic and cr
process, excellence in media management, the determ
with which we measure the effectiveness of each indivi
action, of each individual campaign.

Is always our starting point, but
IS our daily commitment

50 YEARS
60 PROFESSIONISTI

ROME MILAN

IPRN 50 AGENCIES WORLDWIDE

INC©2025

10 PARTNERS AND AN EXECUTIVE LEASERSHIP 1
SENIOR CONSULTANTS

+11% REVENUE GROWTH OVER THEQASR B0ABAI
2024)

50+ ACTIVE CLIBOV&SRETENTION RATE)

Ll gwr W »[ D [ »w  O&PROYOKE MEL
GENDER EQUALITY CERTIFIED AGENCY

ACCORDING TO THE INTERNATIONAL STANDARD

MOST AWARDED PR AGENCY IN ITALY IN 2023 AN
35 AWARDS WON IN THE LAST 5 YEARS, IN ITALY



OUR INTERNATIONAL NETWGQO

orn

INTERNATIONAL PUBLIC
RELATIONS NETWORK

A DEEP KNOWLEDGE R et o oo
OF MARKETS ' '

more than 50 top agencies worldwide.

We are lItalian, but we are accustomed to operating in international s
PR STRATEGIES

Thanks to this international yet widespread structure, we offer our cl
global PR strategies based on a deep knowledge of local markets.

]
50 AGENCIES S CONTINENTS

30 COUNTRIES 7000 PROFESSIONALS
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Barilla
The Italian Food Company. Since 1877.

&
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W
WE ARE THE HEINEKEN S
LEAD PR AGENCY \ @ ovcrier oo
FOR GLOBAL AND LOCAL >
BRAND AND COMPANIES.

sl Groupama

CORPORATE PR 7w )

ISSUE & CRISIS MANAGEMENT
o33°SMEY




MEDIA RELATION ARE ONE
OF OUR AREAS OF
EXCELLENCE AND
SPECIALIZATION,
RECOGNIZED BY CLIENTS

AND THE MARKET.

+30.000
MEDIA HI
IN 2024

Our Media Team consists of over 25 Media 3pecetisise
qualified visibility for our clients' stories every day. They ar
traditional media and social media

The key to our success lies in the continuous application S
methodology, based on:

[ INC©2025 |

Relationshifdeased on trust, transparency, respect for ro
professionalism.

A strategic approach and creative dbaiecdmmunicate ki
messages in a useful and relevant way for our target at
making them newsworthy for the media and engaging f
media.

Direct knowledge of journalistic editoria) tedatk to the
right person at the right time and in the most profession
appropriate ways.

Shared and measurEBlIEwith a businemsented approach
using both quantitative and qualitative metrics.



OUR APPROACH TO CRISIS MANAGEMENT

'SOCIAL MEDIA GUIDELINES @

OUR
APPROACH
>

in the event of crisis,
the INC team is available

for clients 24/7




AVAVA
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Barilla  rorgicns
The Italian Food Company. Since 1877, Barilla
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FOR OVER 25 YEARS ALONGSIDE
THE NOT- FOR- PROFIT SECTOR

Social communication has long been an area of expertise of ours, but it is also a passion of ours.
‘ X .I ‘ ‘ ) ‘ oy ° ﬂ ‘ ) T

build reputation and raise funds..

In 2022, we launched the INC NRRROFIT LAB, a dedicated initiative for thgradih sector, created to give back to a wdrdd has given us so much.
The Lab supports thikirdsector in navigating constant change by offering insights and tailored soluins )

A
s

Each year, we publish a report focused on a major social emergency of S INC e
our time, in partnership with a prestigious ally, the Italian public service . RS T -
broadcaster: RAI for SustainabBE§G «Poor us» in 2022 to investigate ~ N~ ™~ R o L'ERA

the fears of Italian in the pgsandemia. «The Era of Discomfort» in T ”’”4
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people about emotional awareness and preventing gesskxf “0‘
violence I



DIGITAL PI

WE HAVE CREATED # CarbonaraDay
#PolloArrostoDay

# WorldPastaDay

INC©2025

@cucinaconruben @soniaperonaci

AR @lulugargari

@emanueleferrari



DIGITAL PI

WE WORK SIDE BY SIDE WITH
INFLUENCERS AND CREATORS

Gruppo Montenegro UNHCR o ————
on Profit La -
EVENT E SOCIAL YOUTUBE LIVE AND 3
AMPLIFICATION SOCIAL AMPLIFICATION ENDORSER g
1R uUDID:» w DrArWw THE CLIMATE EMERGENCY IS A AND SOCIAL =
HUMANITARIAN CRISIS AMPLIFICATION

Mulino Bianco THE ERADFCOMFORT

SOCIAL AMPLIFICATION
HAPPINBESSBREAKEABIPAIGN

Zuegg

VIDEO CONTENT
CREATION

SKIPPERUNCH

. 8 8 4

Barbascura X Willwoosh L. del I5asqua Sofia Viscardi

Gabbani

| Mlchlelln Capotondl




PASQUALEDEPALMA

Pasquale is President and CEO of INC.

He has 40 years of experience in
corporate and brand communication,
with a focus on reputation and crisis
management. He has advised Italian
and multinational companies and trade
associations including Barilla Group,
Heineken Italia, Gruppo Veronesi,
Emirates, Findus, Danondriiafia,
Italian&ood arnghaltalia

linkedinpasqualedepalma

PAOLO MATTEI

Paol@vicepresidemindPartneatINC.
Aprofessiorjalrnalishéhaseen

involveid Brand & Corporate PR for 30
yearsspecialisimgcontentreatioand
media strategies. De@poissenirthe
food&drirdectoand sociséctors
Client®llowenhcludedHeineken Italia,
Barilla Group, British Anfefzamgo
Danone ltalia, Groupama Assicurazioni,

Rigamonti, Consorzio Bresaola Valtellina,

Unione ltaliana Food.

linkedin.paolomattei

OURLEADERSHIP TEA

FRANCESCARICCARDI

SIMONESILVI

)3
v

INC©2025

Francesca is PR Director and Partner at INC. SimonePR Director &adtneatINC. He
She has more than 10 years of experience in hasover 2@earsfexperienceith strong

creation and coordination of PR campaigns
and media relations management, focusing

on corporate social responsibility, social

expertise in corpocaigs and brand
communicatiémonie clients has
workedith are: Gruppo Montenegro, BAT

communication, category campaigns. At INC (British AmeridabacgoEmirates,

she leads the Social Communication and
coordinates together with Simone Silvi the

Media Relations Unit. I—_Ier main clients
include: UNHCR, LegaQiel, Widril

Airbnb, Sony Playstation, Facile.it,
Fondazione Barilla, Istituto Italiano Alime
SurgelaiineracquessoBitra
Confindustria ANIE, Confindustria ANCNM

Health Organization, WWF, ActionAid, Save and EICMA.

the Childré&smionkalian&ood, Barilla
Foundation; Heineken Italia.

linkedin.francescariccardi

linkedin.simonesilvi
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https://www.linkedin.com/in/pasquale-de-palma-9aab10/?originalSubdomain=it
https://www.linkedin.com/in/paolo-mattei-1b198633/
https://www.linkedin.com/in/simone-silvi-5abab766/
https://www.linkedin.com/in/simone-silvi-5abab766/
https://www.linkedin.com/in/francesca-riccardi-a1a07b90/

OURLEADERSHIP TEA

EMILY SZEREDA ROSANNA TETA LUCA CIPRIANO NOVELLAD'INCECCO VALENTINA LORENZONI

@

y ) )

Emily, a Partner at INC, serves asRé¢sadna is Head of Contdpadndra Luca iBR Director and Partner at IN@vella is PR Director and Partner at ING/alentina has over 13 years of
of Digital. She has over 15 years ¢ft INC. She has over 35 years of expg4enegs more than 25 years of ~ where she joined in 2023 after a career experience in Brand & Corporate Pk
experience in digital marketing ané? Visual Design development, particd¥essional experience. A professiaaning over 18 years in international Rfgith a focus on managing media
communication for brands and " the;]Fo?d & BevheragE_"and Social sﬁBWFﬁalist, he deals with corporate 8Agnciéd0 of Wh'ﬁ_h I EN Ar‘fcoum g relations and coordinating PR plans,
companies. A trained Digital Strat%ﬂgt 25 PIBLEEE. e Sid1S 07 SLEDe) lﬂ%nd communication, crisis Director. During this time, she gained ¢,y girategic and creative ideation 1
integrated communication campaigns for . . xtensive experience in the development . .
she oversees the development ang_ o : rqaanagement, media strategies an§ o ) execution. She has worked with and
- : fi d . h ked f i nd coordination of national and global . K with cli h
implementation of integrated socigj  \¢ “nublic institutions, trade events. He has v_vor_ed or public .o mmunication campaigns across variouoNtinUes to work with clients such
media and Digital PR campaigns, ¥lciations, andmofit organizations. institutions, multinationals and  sectors, including lifestyle, food & beverzéé,””?‘ Group (Mulino Bianco,
a strong focus on client reputationangng the clients she has worked wig@mpanigseollows, among others,education, and architecture. Her past clin@ndistellPavesi), Findus, Heineken

INC©2025

innovation in the proposed ideas. Barilla, Mulino Bianco, Heineken,  clients such as Mulino Bianco,  include: Nespresso, iSethmontana ltalial¢hnusandBirraMessina),
recent years, Emily has also suppédedazione Birra MiotattisdDanone, Unaltali@&roupama Assicurazioni, SofidelSamsung, Landscape Festival, Unionkalian&ood, atthaltalia
the following organizations in crisi§¢naitaljglnionkalian&oodstituto Rigamorfiyegd)niongaliandood.  Istitutdviarangoni, Business University of among others.

management: Barilla Group, HeinéRéano Alim&irgelatConsorzio TutelaHe deals with crisis management f@hacBanariagroamd Gruppo Boero. At ) . )
ltaliaUnionkalian&ood, and Valtellif@asera BittaComitattel media training for companies, non!NC. she currently manages clients suchliikedin.valentinalorenzoni

'_Festamerﬁ(mlidaland Lega del Filo profibrganisatioasd institutions. Pangriagroti}meg, IUAV, Landscape'
CrR.wil O Festival, Heineken, Danone, Negroni, and

linkedin.emilyszereda ) _ linkedin.lucacipriano British American Tobacco
linkedin.rosannateta

Unaltalia

linkedimovelladincecco
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https://www.linkedin.com/in/novella-d-incecco-71867b25/?originalSubdomain=it
https://www.linkedin.com/in/novella-d-incecco-71867b25/?originalSubdomain=it
https://www.linkedin.com/in/luca-cipriano-948465156/
https://www.linkedin.com/in/emilyszereda/
https://www.linkedin.com/in/rosannateta/?originalSubdomain=it
https://www.linkedin.com/in/valentina-lorenzoni-a4726567/

REPUTATION
MANAGEMENT

ISSUE &CRISIS
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CORPORATE PR
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PEOPLE

We have abandoned the typical hierarchical structure of d&Roag@nizigsdiobuilt around the specialized
skillsneeded to create successful camptogmewadé valuable consulting to our clients.

INC©2025

WE ARE 60 PROFESSIONALS
ORGANIZED INTO
WHO WORK IN TEAMS FOR CLIENTS.

CREATORS & PLANNERS LEADERSHIP TEAM MEDIA & DIGITAL SPECIALISTS

,generate ideas, the business, manage the audgdience
and design PR plans that create value. relationship with the client, provide giving visibility to the stories of our
They design creative content and events. strategic advice on crisis management  customers. They are experts in traditiong
and corporate reputation. and digital media.




We identify the insights able t0
fill the gap between what we. @@ e -
want to communicate, and wh@® ¢ -
is of interest for our target * ®®°

audiences.

METRICS & KPI

We set predi§eland

e @@
e @ e
. ..o
... 5
o0
[ ]
o
[ ] .
«® %qg
.09 e
c [ )
~ o
L ]

measure the communication
impact of each action, using
guantitative and qualitative
metrics.

PRAPPROACI

INC©2025

-’.0 - We create powerful creative content to
: .:. : communicate brands and corporate
. ®¢°®  messages that resonates with the target
. :. ® .~ audiences, the media, and on social
o ®o  nNetworks.
9%
e, 0 "
« ® -

Media Relations, Social Media, Influencer
Engagement, Events. We reach our target
audience with a mix of PR and Digital multi
channel strategies, integrating owned,
earned, shared and paid media.

16



I

Silver Awarbhtegratedarketingommunicatiotategory
SilverAward Corpora@mmunicatiocategory
SilverAward Events category

Mulino Bianco sweehemoriest Mulino Bianco
(Barilla Group

Silver Awar8mall budgetampaign
Lost and nevefioundT Facile.it

Il
Gold Award Media Relation category
Silver Award Food & Beverage category

Vig" Cuvt qpgGruppoBarildRc uv c "

Silver Award Media Relation category
Heineken Italigc The Boring Phone

Bronze Award Tech & ICT category
Facile.itt Beyond Stereotypes: The New Narrative

BronzeAward Influencer Marketing category
UIF, Unione Italiana FopdJnveilingltalys foodicons

1l
Certificate of Excellence in the Mobile App category
HiddenValtellina-CTBV Consortium for the
protection of Bresaola della Valtellina

i
Winner Be€€ampaigrEarnededia with Influencers + Community category
The climateemergencys a humanitariaremergency UNHCR
Certificate oéxcellencéor Original/Commissioned Research for PR
Heinekei@work Heineken ltalia
Certificate oéxcellencéor Agencyrhought.eadership
TheEra ofDiscomfort- INC Non Profit Lab

1

Best Worlthhousecorporateampaign
Best WorlthhouseMedia Relatiortampaign
Stop The Scams 202F-acile.it

I
GoldAward Events in BRmpaigonategory
Select welcome back homeGruppaviontenegro

SilverAward No Prof@ampaignategory
TheEra ofdiscomfort- INC Non Profitab

BronzéAward Media RelatiGampaign
StopTheScams2023- Facileit

I
Award Bedturopea€ommunications for website amdrositecategory
Stop theScams2022- Facile.it

1l
Award Small budgeimpaign
Stop alle truffe- Facile.it

AWARD So23-2025

1
Silver Award Finand@municatiooategory
Neverabandorus again- Facile.it

1
CommunicatioBestCampaign
Neverabandorusagain- Facile.it

INC©2025

I
Silver Award Corpor&@emunicationategory
Silver Award Media Relations & Stakekolgisgmentategory
Industry Award Tech & ICT category

Neverabandorusagain- Facile.it

Gold Award Produ¢omunicatiocategory
DestinatiorBresaola CTBV Consortium for the protection c
Bresaola della Valtellina

Gold Award Media Relations & Stakeleolg@agmentategory
Industry Award Food & Beverage category
My Green PastaUnione Italiana FoodPasta Sector

I

Best PRampaind/editerraneafirea
My Green PastdJnione Italiana FoodPasta Sector

17






CASE STUDY

Here you can find some of our successful campaigns. ,

-

A concrete way to show how we communicate corporate and con.sqnmer;qxeseagess ol

by creating creative content that is relevant to our target audie qﬁi?,ﬁe'm@WQ'rﬂiy'. AR
. [} -® e® < ® S0y

. ) o = . . - * LS LI T T S NS N
for the media, \a\nd engaging on social media. - ‘.4_....-:.’-..._..::‘ N R
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A T NN
OUR CHALLENGE: TALKING ABOUT TOBACCO ON MEDIA 1N -BaAT"

HOW WE SUPPOST RAT ITALWS COMMUNICATION 2 THE COMRLEX FELD

\\\\\\
P

“  THE TMOSAIC OF “WONDERS

Wowesey
A COUBCIVE wole OF AN 0 AT O tain v

-

= . COSTELLAZIONI NEGRONI i ‘mismusmoazint, P

ENGAGING YOUNG GENERATIONS, GIVING SHAPE |
~TO THEIR DESIRES AND EXPECTATIONS ~ !
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OUR CHALLENGE: TALKING ABOUT TOBACCO ON MEDIA ‘ INC ~BAT>

HOW WE SUPPORT BAT ITALIA'S COMMUNICATION IN THIS COMPLEX FIELD

EE—— o
1! G o —

Since 2024 we have supported BAT ltalia
in its corporate and consumer communication.

‘:;lo for art” event - Mllao Design Week & a 3 o
: TLY A : AP .

We promote the company's mission and vision < { 7
and its purpose ‘A better tomorrow” by developing . » (oPh
the most effective strategies to address thorny E L

and sensitive topics such as tobacco. yy
At the same time, we give visibility to BAT's ~
most important brands in specific territories

»% OVER500
S« 600 MLN

and closer to consumers, as we are doing

5 MLN

for the glo brand.

OUR APPROACH FOR glo: e MIEER VANITY FAIR "DECOR

USE ART AN D MUSIC ; 3 ' { FLOWER UP, torna I'ﬂarAte accessibile di “glo ‘r‘il‘_’ forart i‘('{“'ll‘lt'i("’l‘”'i‘l'i T gl T S TEASEE
TO VEHICULATE OUR CONTENTS o - L T8Y st e liano pongg |

With the aim to communicate the values of positivity
linked to glo and to enhance the ‘glo for art’

and ‘glo for music' projects, which emphasise

the central role of music and art in expressing values
and dialoguing with the community in a dynamic
and inclusive manner, we are activating various
communication levers, such as high-impact events —— g
or collaborations.with renown artist. = = o ik BN

FIRST RESULTS D - \'7 Iy . PFuorisalone 2024

In just a few months we have carried out a special
project between “glo for art” and Emiliano Ponzi,
an ltalian artist well known internationally during
t.he e suppprtmg the. et s 'uorisalone 2024: tutte le 4
tion of a press conference with the artist novita presentate dai brand : glo™ for art presenta
’ o ' r FLOWER UP

and BAT General Manager and an exclusive night party ol decicn
with a DJ set by Venerus.




Ig“c SELECT, THE AUTHENTIC VENETIAN APERITIF RETURNS HOME

JELECT How we generated positive visibility for the brand by narrating

g the authentic connection between Select, a genuine Venetian aperitif, and its hometown
thmllglLamek of events and an international opening.
% -

i, » ‘ U IE o 4:\-.:;.‘; . ‘.‘
e i . _
moderna
i VENICE ON THE ROCKS
ILGAZZETTINO

AT Select returns to the lagoon,
and that cocktail that speaks Veneto
: i S = i M INNOVARE IL MADE IN ITALY 4
5 - 8 : il o B e «MISSIONE» MONTENEGRO Y
VENICE IN A GLASS E L = e s LOLCOK

§ Ca’ Select, casa dello spritz |
e del Serenissimo aperitivg

Over 60 million 200,000 60,000
Opportunity to See (0TS) | impressions | social interactions | WATCH THE VIDEO @

€ 3 ACTION RESULTS ——— P ;

The Spritz has %mm beloved and consumed "On May 25th, Ca Select is inaugurated, the new home of the authentic Venetian aperitif, and the first An engaging and novel storytelling approa h st mg the rlght balance
‘ apermfs worldwide: lt:gp as grown significantly in recent Select Spritz Week kicks off. To showcase the brand's economic, historical, cultural, and value-based between product and values, allowed us to bring Select back into the

years, along with;numerous variationsthat have somewhat commitment to Venice, we orchestrated a comprehensive 360-degree PR campaign. This included a media spotlight, both nationally and locally, as the authentic Venetian

overshadowed theiok ‘anal récipe. Our challenge was to reclaim the press preview for over 30 selected Italian and international journalists, an exclusive invitation-only aperitif. This approach engaged stakeholders and reached consumers

spotlight for t% authentic Venetian Spritz, made strictly with olives evening featuring a performance by Francesca Michielin, a two-day exploration of the most authentic through an immersive social narrative, coupled with the brand's

and Select, reaffirming the brand's positioning and its connection to corners of Venice involving 20 journalists and influencers, and a charity partnership with OCEAN SPACE tangible and experiential involvement in the Venetian region. The

the city of Venice, where Select was born in 1920 TBA21 that highlighted over 40 social and cultural activities in the region. outcome was an impressive achievement of over 60 million

Opportunity to See (OTS) and 500,000 social impressions.


https://vimeo.com/897131292?share=copy

= THE MOSAIC OF ‘WONDERS

‘}i-IEINEKEN

A COLLECTIVE WORK OF ART FOR THE COMMUNITY. A GIFT OF BIRRA MESSINA CRISTALLI DI SALE TO SICILY.

HOW WE BROUGHT TO LIFE THE CONNECTION OF A LOCAL BEER WITH ITS TERRITORY, THROUGH
THE POWER OF ART AND WONDER. A 10-SQUARE-METER MOSAIC, 9 TALENTED SICILIAN CERAMISTS,
A GIFT TO THE CITY OF MESSINA TO CONTRIBUTE TO THE REDEVELOPMENT OF A SUBURBAN AREA.

Environmental and social
sustainability: Birra Messina
inaugurates the Mosaic
of Wonders

4 INTERVIEWS 144 LOCAL RELEASES 205 NATIONAL RELEASES OVER 300 DEDICATED MEDIAHITS 37.548.216 015 ¢ 450.486 AVE

CHALLENGE

Birra Hessina Cristalli di Sale is the latest addition to the Birra Messina family (Heineken group).
Brewed in the city from which it takes its name, with salt from the marinas of Trapani, it is the
icon of a region and a city. It is a brand that interprets and witnesses the beauty of its land. Our
challenge was engage with young people, from gen z and beyond, to tell them all about the es-
sence of Birra Messina Cristalli di Sale, to promote its strong local identity and an undisputed
connection to the island, increasing its relevance, both in Sicily and throughout Italy.

2 The art to redevelop the
i suburbs: the Mosaic of Wonders '
of Birra Messina inaugurated

Jt Messanacro Gazzetta del Sud
In Messina
“the Mosaic of Wonders™,
a tribute to Sicily

The Mosaic of Wonders
af Fondo Sacca

in Sicily

STRATEGY

We conceived for Birra Messina Cristalli di Sale “ The Mosaic of Wonders *_ A 10-square-meter mosaic, hand-de-
corated by 9 talented Sicilian ceramists, donated to the city of Messina to contribute to the redevelopment of a
suburban area at the center of the city's regeneration project. A meaningful initiative to pay homage to its land
which brought together visions and talents, associations and local artists to make people rediscover the mea-
ning and the importance of “wonder”. A concrete commitment by the brand to promote culture and respect for
beauty, preserving it as the heritage of all A tribute to the ancient art of Sicilian ceramics and a gift to the city
of Messina.

QUOTIDIANONAZIONALE

‘ ‘ adn<ronas
Zaminga, Heineken Italy:
“it is a work that aims

to pay homage to the city
of Messina™

The Mosaic of Wonders:
Birra Messina’s homage

fo Sicily

RESULTS

In just 48 hours, “The Mosaic of Wonders™ appeared in
major and influential local and national media, generating
a media coverage of more than 300 media hits, with over
37 million OTS.

WATCH THE VIDEO (»)

«BIRRA »

MESSIN

A CRISTALLI DI SALE



https://vimeo.com/896850670







