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INC

PR AGENCY
CONTENT FIRST




50 YEARS OF REPUTATION
BUILDING

65 PROFESSIONALS

2 OFFICES: ROME | MILAN

MEMBER OF IPRN
50 AGENCIES WORLDWIDE

10 PARTNERS
50+ ACTIVE CLIENTS
80% CLIENT RETENTION RATE

+18.4% ANNUAL AVERAGE REVENUE GROWTH
(last 5 years)

GENDER EQUALITY CERTIFIED

MOST AWARDED PR AGENCY IN ITALY
30+ AWARDS IN THE LAST 3 YEARS
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CONTENT CREATIVE REPUTATION
FIRST THINKING DRIVEN
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WE CREATE PR AND COMMUNICATION STRATEGIES
THAT BUILD REPUTATION, EARN TRUST, SHAPE PERCEPTIONS
AND DELIVER MEASURABLE IMPACT.



REASONS WHY WE STAND OUT




We are

the most awarded

PR agency in Italy.

Over the last three years, INC has emerged as
the most awarded PR agency in Italy, with more
than 30 international awards and recognitions.

INC has been ranked by Provoke Media among
EUROPE'S 60 BEST PR AGENCIES | THE WORLD'S 100 BEST CORPORATE PR AGENCIES | THE WORLD'S 100 BEST CONSUMER PR AGENCIES
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year after year

Revenue Growth

| over the last 5 years
We ended 2025 with more than €7 million in ‘ (000 Euros - 2020-2025)
revenue, marking +26% year-on-year growth.



We are the
lead PR Agenc
for global and italian
brands.

CORPORATE PR
BRAND PR

ISSUE & CRISIS MANAGEMENT

Barilla
The Italian Food Company. Since 1877.

wl Groupama

i
7 Assicurazioni

Q&

o33°SMEY

mEINEKEN

&

Em ll‘ElTQS

\Q*Dmnone

ONE PLANET . ONE HEALTH

AAAAAAAAAAAAAAAAAAAAAAA

PANARIAgroup

0dS1 tigre tig)c




We are leaders

N1lFood & Beverage [d;«

We work with some of Italy’s most iconic food and
beverage brands, combining corporate reputation,
Brand PR and sector advocacy.

Beyond brands, we help strengthen the reputation of
entire categories of Italian food excellence.
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We are leaders
Tilsocial impact
communication

We work with more than 30 NGOs, foundations
and non-profit organizations across Italy.

Since 2022, our INC Non-Profit Lab has published annual
research and reports focused on some of the country’s most
relevant social issues.
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We make it better

Lz,

We make

health stories matter

In 2026, INC expanded its expertise with the launch
of INC Health, a dedicated practice focused on healthcare
and life sciences communication.

8 InFecroPHARM

Knowledge is Health

The practice is led by Cristiana Ciofalo, a senior communications
consultant with more than 20 years of experience in the healthcare sector.

Boston
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We are trusted

advisorin

crisis managdement
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We support companies and organizations in preventing, Our erisis team is available 24/7
managing and responding to reputational crises, combining r CrISIS team 15 avaliab'e

4 . . ; . when critical issues emerge.
strategic advisory, stakeholder communication, media
management and executive training.



We are trusted advisor in
crisis management

CRISES MANAGED 2021 -26
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We are al 0] 3 &)
Agency

In 2024 and 2025, we obtained the Gender Equality
Certification with an outstanding score of 90/100.

We have strengthened our commitment to people, wellbeing and
professional growth through enhanced parental leave policies
and the appointment of our first Head of People & Culture

proud to work
for our agency

UNIPDR 125
BUREAU VERITAS |




In 2025,
we celebrated

L11[d50th anniversar

No other PR agency in Italy has operated under
the same independent brand for 50 years.

I’R AGENCY CONTEINT FIRS' T




We are shaping
the future with a new

leadership model

Between 2023 and 2025, five senior professionals
lbbecame partners at INC, strengthening our leadership
team and supporting the agency’s next phase of
growth.

FROM LEFT TO RIGHT: Paolo Mattei, Francesca Riccardi, Rosanna Teta, Emily Szereda,
Pasquale De Palma, Paola Canali, Francesco Pippi, Novella D'Incecco, Simone Silvi, Luca Cipriano.
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BARILLA GROUP / CORPORATE PR

WE ARE THE BARILLA GROUP'S CORPORATE PR PARTNER SINCE 2012.
WHAT STARTED AS A CRISIS MANAGEMENT CONSULTING ENGAGEMENT HAS EVOLVED INTO A BROAD
COMMUNICATIONS PARTNERSHIP ENCOMPASSING MEDIA RELATIONS, CORPORATE SOCIAL MEDIA MANAGEMENT
AND ENGAGEMENT WITH THE SCIENTIFIC COMMUNITY.

Q Notiticne Ia Repubblica K o
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«Parma. Barilla inaugura BITE, TR T
un nuovo centro per testarei «Pasta e Formula 1, tecnologia e Bl T ) e 4

prodotti» convivialita a tutta velocita» y & %

S
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«Filippo Magnini: da ragazzo . Barilla si conferma
mia madre il giorno delle gare I. o I l ;
mi preparava sempre una ’ azienda alimentare

bisteccona ma la vera benzina & e A < - italiana con la migliore

stata la-pasta. Ne mangiavo fino

a mezzo chilo al giorno» - : . i ;o reputazione

siky \&epL:8  CORRIERE DELLA SERA ﬂ [ it ',

«Barilla punta su lle rinnovabili: : g = 1l riconoscimento arriva da Global RepTrak 100. Nella classifica internazionale il Gruppo si posiziona al 25esimo posto,
il 50% dell’ener gn a pr odotta da F'é o . : s T scalando cosi 4 posizioni rispetto all'anno precedente
P o ? o

fonti green»

«PizzAut diventera anche
PastAut, con pasta Barilla»

& Roberto Bargane

«50 anni di storia: Milano
festeggia il Mulino Bianco»

Media Impact 2025 Social Impact 2025

* 10.560 media hits generated through press office activities * Over 4.5 million social media views

* 453 mln media impressions * +680K followers on LinkedIn, with an engagement rate above 11%
* 99% dedicated articles * +10% increase in interactions vs. 2024

* Maedia coverage increased 10x from 2019 to 2025, with a +45.4% CAGR.



2,586

media articles

() earsorgond iy SO
mermories 7777 i TN 25 i a0

lAN(o\
how we made Mulino Bianco’s L e\ 4 o 2 ; social conversations
anniversary unforgettable ; L as '\ =

Mulino Bianco, a love brand for Italy,
reconnected generations with their
fondest memories, turningits 50th
anniversary into a national celebration.

interactions

STRATEGIC SUMMARY

For the first time in 50 years, the MulinoSveglia, one of
the most iconic Mulino Bianco collectibles of the
1980s, appeared in a maxi format in Milan. In February
2025, Italians were given a special wake-up call as the
iconic gadget arrived in Piazza Gae Aulenti. The
installation became the talk of the nation and
continued its tourin Parma, Bari, and Ascoli, attracting
over 60,000 visitors, including consumers, journalists,
and celebrities.

journalists
attended
the event

25

THEINTEGRATED CAMPAIGN

A giant Mulino Sveglia installationin Milan
Immersive spaces filled with nostalgic objects
Press preview and tastings for consumers

Social amplification through creators and viral reels
An emotional TV commercial by Barilla
Alimited-edition biscuit

An online contest rewarding Mulino Bianco lovers
Anationwide tour in Parma, Bari, and Ascoli Piceno

«

A giant alarm clock in Milan: Half a century of Mulino Breakfast as the Mulino Bianco turns
Mulino Bianco celebrates 50 Bianco. How Italy antidote to stress 50: the celebrations

years in Piazza Gae Aulenti discovered the and frantic life begin
‘advertising family , +

visitors

Since 1975, Mulino Bianco brings joy & B S mOnat  ilvenerdl ANSAs IBGGe

to 23 million Italian families
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https://vimeo.com/1147634950?share=copy&fl=sv&fe=ci

WE ARE THE LEADING PR AGENCY FOR OUR LATEST CHALLENGE
HEINEKEN ITALIA.

» Strengthening HEINEKEN Italia’s corporate

Since 2017, we have partnered with the Corporate Affairs & 2 reputation by increasing the visibility of the
Communication and Marketing teams, managing communications ' Group's initiatives and reinforcing its leadership
and public relations activities across Corporate, Brands (Birra J - position
Messinaq, Birra Moretti, Heineken®, Ichnusa), Osservatorio Birra, and B S i
Fondazione Birra Moretti. Over the years, we have developed and g > B tinG the Group's sustainablitv s R
executed communication campaigns that have helped tell the story 2025’ commu?\icating itspcommitmentsy RLDY

of the Group's evolution and its portfolio of brands, highlighting
innovation, quality, local heritage, and beer culture.

From product launches and corporate communications to
inability and responsible consumption initiatives, we have built
strong, credible, and consistent media presence across Italy's
leading national outlets.

achievements, and positive impact; shaping
cultural conversations and consumer trends.
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HOW A BEER BRAND PUT ITS REPUTATION BEFORE SALES TO FIGHT GLASS LITTERING

0% |m?

OF ITALIANS SARDINIANS

3 out of 10 Ital
abandoned a glass bottle at
intheirlifetime. In Sardinia, the
protagonists of this deg
bottles of Ichnusa, the most |
local beer. In response to this
Ichnusa decided to become an ac
part of the solution.

“If you abandon our bottles,
don't want you as a consumer”: a bold
and unconventional stance is at the
heart of acampaign that turns the fight
against environmental degradation
into a hot topic in the media and on
social networks.

N ONLNE
s 22,000

Ichnusa makes the first move:
aseries of days dedicated to collecting
abandoned glass in Sardinia involves
brewery employees and volunteers
from partner environmental NGOs. And
a national OOH campaign brings
Ichnusa's message to strategic nightlife
locations and ports and airports in
Sardinia.

Ichnusap’

Ia Repubblica ilvenerdi  panorama STUDIOQAPERTO + | B n U
J
[EGG® ANSA: @wenire  aNEcoNoMA

os  LUNIONE SARDA
' . MEDIASET
LANUOVA CORRIERE DELLA SERA I[eCOM 24.
Xaovs Bardesna

while ichnusa cleaning Days arrived in

the rest of Italy. Sardinian muralists
transformed | gl:
into works of
in  supp
redevelop
The result: a boost to reputati
national awareness, and local pride.
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INC AND EMIRATES: 14 YEARS OF ONGOING SUCCESS THAT CONTIN

Since 2011, we have served as Emirates' communications agency. For more than fourteen years,

we have acted as a strategic partner for the airline, overseeing its complete communications spectrum:
encompassing corporate communications, product promotion, CSR initiatives, and crisis management.
Throughout the years, we have effectively maintained consistent media attention. We have aligned

the global communications strategy with campaigns specifically designed for the local market.
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Circa 3,2 milioni di
kit firmati Bulgari
distribuiti ai
passeggeri nel corso
dello scorso anno,
piu di 3,7 milioni
di caffé Lavazza

Emirates vola con il superjumbo
«qmlenlhlle»

La compagnia emiratina ha effe

Clm ' WS: INDICI INCERTI ASPETTANDO IL CPI

2 EIirare

IN 2025' 1560 MEDIA HITS | 38 LOCAL PRESS RELEASES | 59 MEDIA AND CREATORS ENGAGED | 4 EVENTS




INC x () UNHCR .  WATCHTHEVIDEO B>

Thanks to so many,

aforcedinterruptionledtoa
concrete act of solidarity: s M

allowing UNHCR to keep saving
lives, without ever stopping. people reached

ISSUE
Millions of peoplein
East are facing worsening hunger due to °
dramatic cuts in humanitarian aid. But + /
saving lives cannot be put on pause. °

of donations driven
ACTION by PR activities

Eight top chefs joined a social campaign
highlighting interruptions in UNHCR’s
lifesaving work. Each posted areel where
arecipe suddenly stops, urging followers

to donate so both the video — and
essential food aid — could continue. The ‘
pause caught attention, sparking + /
comments, shares, and donations, °

turning thousands of food lovers into .
active supporters of UNHCR's mission. donations vs 2024

A digital PR campaign mobilizing top Italian
chefs to support UNHCR’s aid in East Africa

11

Some (0) f I taly ’S tOp Broken recipes on social medial
. chefs step up for the Sudan
chefs halt their emergency

recipes in protest: ANSAi
“My Neapolitan
Broken recipes: how chefs
mea t ba l IS A t Op serve solidarity on the plate
mid-preparation, la Repubblica
just likehumanitarian
Cooking for life: the social initiative

aid has stopped”
p p . of Italian chefs. Interrupted video
recipes tohighlight hunger in Africa
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chef onsocialmedia “kitchen alchemist”

1Michelin star

3 Michelin star 1Michelin star The king of Carbonara

The"activist"trattoria


https://vimeo.com/1168083449

£ \ THE OPPORTUNITY
)‘ B g7 Strengthen Lilly's relevance

around the Olympic Games,

moving beyond sponsorship

visibility to build a distinctive

; / narrative at the intersection

. / 3 of health, science and sport.

OUR APPROACH

We turned Lilly’s Olympic
partnership into a compelling media
story around resilience and
perseverance. An immersive launch
event, amplified across media and
digital channels, brought together

OFFICIAL SPONSOR OF : ) S j journalists, athletes and scientific
MILANO CORTINA 2026 e 7 e ity
Bringing health to the heart of the Games by

connecting sport, science and human resilience.

Strong media engagement and
nationwide visibility, with 53 journalists

53 journalists joined us for an immersive media experience

spotlighting Lilly’s role at Milano Cortina 2026. A . ; 3 / attending, 663 media clippings and
o % 3 s over 61 million OTS. The campaign
mountain-inspired press setting, bespoke details and a reinforced Lilly’s reputation beyond

healthcare, connecting the brand with
innovation, resilience and human
potential.

Beyond Limits

high-altitude lunch brought the Olympic spirit to life.

Marta Bassino, alpine skiing Prevention and health:
champion: Sport taught me Lilly becomes a partner
to take care of myself. of Milano Cortina.

fa Repubblica "2 DRY

Beyond limits: sport and Milano Cortina: the
science together to overcome most beautiful gold > M I O
every challenge. goes to research.”

JOURNALISTS MEDIA CLIPPING OTS

CORRIERE DELLA SERA Corriarad..Spor
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BECOMES MEDIA REACH
12+ mia
) 7 " . SOCIAL REACH
How we turned the bond between Valtellina’s PD0 and PGl food &
wine specialties and their territory into a place-marketina platform bl "L . 30 0 +
designed to generate value, awareness and new experiences. - %{;gﬁs =’ ¥ R - ’éjr/ ACTIVEPARTNERS
\\ \\’ \}r~-65/:”£ir;, '7:___‘,1" &\;’, ‘ p o @ g R
&% = . AT L /A 7 1
e : 2 D) R T METODO
CHALLENGE STRATEGY RESULTS » @ VALUEGENERATED |/ PRPLATFORM Dgr, 2 S BETWEEN PDO/PGI PRODUCTS
Valtellina is home to We created a place- High-quality media * Greater destination ~ EVOCATIVE STORYTELLING, e - AND THE DESTINATION
a unique heritage of marketing platform coverage, an active awareness " | ' MEDIARELATIONS, DIGITAL PR,
nature, culture and powered by integrated community, thousands |+ Enhanced value for BAlnED CONTENRT WES AFS 5
PDO/PGI food & wine PR, turning Valtellina's of engaged visitorsand | PDO/PGI products SEVENTS PARTNERSINPS.
specialties still largely PDO/PGI specialties into a strong partner network | Authentic, memorable -
to be discovered. a gateway to the turned tourists into experiences EXPERIENCES: LIVE THE DESTINATION
The challenge was to destination and using ambassadors for « Stronger local A - T A
strengthen awareness the territory itself to Valtellina and its food& ecosystem /,})’@ Sﬁ L’Q? P <.’;3)
of the destination and enhance their value. wine heritage. * Growth in tourism and g s
its products by telling the local economy Trekking Tastmg Local  Culture& Like a Local
the story of their & Cycling Dorgdﬁ Gl cuisine traditions ~formats
ggg&entlc, e Immersive mneraneitﬁodcasts and guides to discover
' Valtellina in an authentic and unforgettable way

Viaggiare in Valtellina: Dal food ai viaggi, Valtellina: la campagna

VANITY FAIR Travel

au 20 esperienze e 23 luoghi

del cibo per una vacanza
“di emozione”

B L L

della primavera

: le lifestyle news

all'insegna della “Vitamin T
per trasformare il viaggio
in benessere




Luggage Nightmare: T

facile.it
why your holiday needs an insurance // P

INC o= (=)

p—

How do you get Italians to buy baggage ,
insurance? It’s simple: play on every .
traveller’s nightmare-lost luggage! \ articles

Facile.it reports 4.7 million cases and shows
how insurance.can save holidays.

\
= g

Facile.it turned the common lost luggage

nightmare into a powerful insight, transforming a

niche product into a compelling case for baggage
insurance. By quantifying, for the first time, how
many travellers lose their bags, the campaign
showed how insurance protects both holidays
and wallets. Strategically launched during the July
2025 national airport staff strike, it sparked a
nationwide conversation and positioned baggage
insurance as a smart, practical choice.

Facile.it faced the challenge of making a niche
product like luggage insurance relevant and
appealing, while reinforcing its position as an
opinion leader in the travel insurance space.
From a PR perspective, the goal was to break
through the summer media clutter—when
travel dominates the news—and turn
awareness into action by driving traffic to
Facile.it’s insurance pages and increasing
quote requests.

\OTS in 5days /
+21v%

visits for travel
' insurance
/

With a budget of just €1,000, Facile.t launcheda
national survey to reveal — for the first time —
how many ltalians had lost, stolen, or damaged
luggage. The findings became a strong PR hook:
4.7 million travellers are affected. Released
during the July 10th national airport staff strike,
the data turned a common travel fear into

breaking news. A simple five-step guide turned - g P e /'/ + Py \\
our insight into action, positioning luggage l ’ /o

insurance as a smart choice, driving widespread .
media coverage, +21% visits, and +9.9% quote e \ quotesin 24h

requests in 24 hours. sky TG/ a TGCOM'M- M \ //



https://vimeo.com/1147985535?share=copy&fl=sv&fe=ci
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CONSULTING & SERVICES
@

Reputation Advisory  Strategic Communications Ampilification
Reputation Strategy Corporate Communications Media Relations
Reputation Intelligence Brand Communications Influencer & Creator Relations
Issues & Crisis Management NGO Communications Social Media
Brand Positioning Healthcare Communications Events & Experiences

Media Training

Earned Creqtivity _

PR Concept | Creative Strategy | Experience Design | Creative Production
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A DEEP KNOWLEDGE
OF LOCAL MARKETS
FOR GLOBAL

PR STRATEGIES

We are members of IPRN, one of the largest and most

established networks of independent PR agencies in the world,

founded in 1995, which now brings together more than 45 top
agencies worldwide.

We are Italian, but we are accustomed to operating in
international settings. Thanks to this international yet
widespread structure, we offer our clients global PR strategies
based on a deep knowledge of local markets.

INTERNATIONAL NETWORK

®

[
International

I r n Public Relations 100
Network

CITIES




LEADERSHIP TEAM

PASQUALE DE PALMA
PRESIDENT & CEQ, PARTNER

Pasquale is President and CEQ of INC. He has

over 40 years of experience in corporate and

brand communication, with a strong focus on
reputation and crisis management.

Linkedinpasqualedepalma

PAOLO MATTEI
VICE PRESIDENT, PARTNER

Paolo is Vice President and Partner at INC.
A professional journalist, he has been
involved in Brand & Corporate PR for 30
years, specialising in content creation and
media strategies.

linkedin.paolomattei

FRANCESCARICCARDI
PR DIRECTOR, PARTNER

Francesca is PR Director and Partner at INC.
She has more than 10 years of experience in
the creation and coordination of PR
campaigns and in media relations, with a
focus on corporate social responsibility.
linkedin.francescariccardi

SIMONE SILVI
PR DIRECTOR, PARTNER

EMILY SZEREDA
HEAD OF DIGITAL, PARTNER

Emily, a Partner at INC, serves as Head of
Digital. She has over 15 years of experience
in digital marketing and communication for

brands and companies.

linkedin.emilyszereda

Simone is PR Director and Partner at INC. He
has over 20 years of experience, with strong
expertise in corporate, crisis and brand
communication.
linkedin.simonesilvi

ROSANNA TETA
HEAD OF CONTENT, PARTNER

Rosanna is Head of Content and a Partner at
INC. She has over 35 years of experience in
visual design and content development,
particularly in the Food & Beverage and Social
sectors.
linkedin.rosannateta

LUCA CIPRIANO
PR DIRECTOR, PARTNER

Luca is PR Director and Partner at INC.
He has mare than 25 years of professional
experience. A professional journalist, he
specialises in corporate and brand
communication, crisis management,
media strategies and events.

linkedin.lucacipriano

NOVELLA D'INCECCO
PR DIRECTOR, PARTNER

Novella is PR Director and Partner at INC.
She has more than 20 years of experience in
the development and coordination of national
and global communication campaigns across

a wide range of sectors, including lifestyle,
food & beverage, education and architecture.
linkedin.novelladincecco

VALENTINA LORENZONI
PR DIRECTOR

CRISTIANA CIOFALO
PR DIRECTOR

Cristiana is PR Director and Head of INC
Health. She has over 20 years of experience in
corporate and product communications
relations and coordinating PR plans, within the healthcare sector, gained through
from strategic and creative ideation to her work at international PR agencies.

execution. linkedin.cristianaciofalo
linkedin.valentinalorenzoni

Valentina has over 13 years of
experience in Brand & Corporate PR,
with a focus on managing media


https://www.linkedin.com/in/paolo-mattei-1b198633/
https://www.linkedin.com/in/francesca-riccardi-a1a07b90/
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* SABRE - In2 Awards EMEA 2026
Certificates of Excellence
Mulino Bianco Sweet memories- Mulino Bianco (Barilla Group)

Certificates of Excellence
The broken recipe - UNHCR

* SABRE Award EMEA 2026
Best Agency in the Mediterranean area

If it's going to end like this, don't even drink it - Birra Ichnusa
(Heineken Group)

% The PRize 2026
Gold Award Consumer PR Campaign
Silver Award Integrated Campaign
Mulino Bianco Sweet memories - Mulino Bianco (Barilla Group)

Gold Award Integrated Campaign

Silver Award Food & Beverage Campaing

Where There's Friendship - Amaro Montenegro (Gruppo
Montenegro)

Gold Award Influencer & Social Engagement
Silver Not for profit & Charity Campaign
The broken recipe - UNHCR

Silver Award Event, Launch or Stunt Category
How glo™ Hyper Portal lit up Milano Design Week - BAT ltalia

Bronze Consumer PR Campaign
Lost and found - FACILE.IT

AWARDS EZED

* The PRize 2025
Gold Award Media Relation Campaign
Silver Award Food & Beverage
The Astronaut’s Pasta - Gruppo Barilla

Silver Award Media Relation Campaign
The Boring Phone - Heineken Italia

Bronze Tech & ICT Category
Beyond Stereotypes: The New Narrative - Facile.it

Bronze Influencer Marketing Category
UIF, Unione Italiana Food - Unveiling Italys food icons

% LITALIA CHE COMUNICA Awards 2025
Silver Award Integrated Campaign
Silver Award Corporate Campaign
Silver Award Events Category
Mulino Bianco Sweet memories-Mulino Bianco (Barilla Group)

Silver Award Small Budget Campaing
Lost and never found - Facile.it

% SABRE - In2 Awards EMEA 2025
Certificates of Excellence Mobile App Category
Hidden Valtellina - CTBV Consortium for the protection of
Bresaola della Valtellina

% SABRE Awards 2024

Best Campaign Earned Media with Influencers & Community
The climate emergency is a humanitarian emergency - UNHCR

Certificate of excellence for Original/Commissioned
Research for PR

Heineken@work - Heineken Italia

Certificate of excellence for Agency Thought Leadership
The Era of discomfort - INC Non Profit Lab

IPRA Golden World Awards 2024
Best World Inhouse corporate campaign

Best World Inhouse Media Relations campaign
Stop The Scams 2023 - Facile.it

% The PRize 2024

Gold Award Events in PR Campaign
Select, welcome back home - Gruppo Montenegro

Silver Award No Profit Campaign
The Era of discomfort - INC Non Profit Lab

Bronze Media Relation Campaign
Stop The Scams 2023 - Facile.it

INC has been ranked by PRovoke Media

Among the 60 Best PR Agencies in Europe 2026
Among the Top 50 PR Agencies Europe 2025

Among the Top 100 Corporate PR Agencies Worldwide in 2025
Among the Top 100 Consumer PR Agencies Worldwide in 2025




INC

PR AGENCY CONTENT FIRST

Wwww.inc-comunicazione.it. | direzione@inc-comunicazione.it
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