




To create a shortage, we also advertised the product in outdoor 
media. Because the best publicity for a product is the fact that it is 
already sold out.

SAKU MERCHANDISERS HAD SPECIAL 
“REFRESHENER” T�SHIRTS DURING THE 

TEASER PERIOD.

To attract attention and highlight the topic we also 
temporarily highjacked the biggest news portals...
The banners directed people to the countdown 
page of the most important beer news.
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OUTDOOR BANNER WITH 
ANIMATED LED LIGHTS.



The refreshing worked surprisingly well.

70% of the people questioned felt that the 
refreshing of Saku Originaal was expected.

During the quick exhaustion of the advertised 
product, for every fifth old Saku Originaal, one 
Refreshing Originaal was bought as a sample. 
Stories about the freshness of the new taste 
started spreading from day one.

In the rapidly declining beer market, 
Saku Originaal’s market share has increased by 
several percent after the launch, being today 
9.5%.

Result

To promote the news 
of the freshening we 
even let the Originaal’s 
Facebook feed to be 
managed by the 
humourist Vello 42, 
generating thousands 
of new followers.


