FISHAND GIN GALATINA COCKTAIL WEEKEND 11-12-13 JUNE 2027

BEVER/
BRAND
PARTNERSHIPS

THE CITY IS THE VENUE. YOUR BRAND BECOMES PART OF THE EXPERIENCE.
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TWO WORLDS.
AN INTUITION.

On one side, the Mediterranean: the sea, Puglia, the food culture.
On the other hand, gin: botanicals, research, craftsmanship,
mixology.

Fish & Gin was born from the meeting of these two worlds and the
desire to transform a pairing into an experience.
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A new way of talking about taste, made of contamination,
experimentation and discovery.

THE NAME TELLS YOU EXACTLY WHERE WE STARTEDEI?OM.



—~ Ry | [T AT
;% S a5 AR W w ,1 La T E VT
NN B & §,‘+ d & L S alEhs T,
_.93‘.’1—-' ‘ 5 [ .I X ‘\- (’ &%’/és.r.' LA\ AN 4.;' -
i MY e L ‘ \ ‘ g . 3 >
; \ 7\ ;f;i 4 la R *'J

FISH AND GIN R ll‘!-\ .o

THE FESTIVALHASGROWN. = -

TOGETHER WITH THE WORLD AROUND HIM.

Born in 2018 as an event dedicated primarily to the culture of gin and [HEEETTT TRERENL T e

mixology, Fish & Gin has followed the evolution of the beverage and
its audience over the years.

From a festival centered on gin, the project has gradually expanded its
scope, intertwining food and gin, entertainment, culture, music, and

local promotion.
The audience has also grown.

As well as the network of producers, brands and entities involved in
the project.

THE IDENTITY REMAINED.
THE WAY OF L1VI
CHANGEg GITHis
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FISH AND GIN

A LARGE HISTORICAL CENTER.
A CORE FESTIVAL ROUTE OF APPROXIMATELY 1KM.

Fish & Gin is located in the heart of Galatina's historic center, within an urban fabric of squares,
alleys, buildings, churches, shops, restaurants, and authentic places to discover.

A main route of approximately 1 km was selected for the Festival, which can be walked entirely in

about 12 minutes without stopping. It was chosen because it encompasses some of the historic
center's main meeting and consumption points.

Within the core Festival route:

« 4SQUARES AND SMALL SQUARES
e 10 COCKTAIL BAR
o 18 SELLING MODEL STATIONS
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« SHOPS AND COMMERCIAL ACTIVITIES
« COURTYARDS AND HISTORIC BUILDINGS
« ROOFTOPS AND ACCOMMODATION FACILITIES

* 4 MUSICAL AREAS . CHURCHES, MONUMENTS AND PLACES OF INTEREST
« RESTAURANTS AND FOOD BUSINESSES
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THE FIRSTYEAR OF THENEW FORMAT. /-7
AND THE NUMBERS TELL THE SIZE OF THE

FESTIVAL.

30,000+ 18 13.500+
ATTENDEES PRODUCERS CONSUMPTIONS

present in the Selling Model by the Festival

1.500 30.000+
TASTING PACKAGES SOLD ESTIMATED BEVERAGE
through tourist platforms CONSUMPTION

overall throughout the Festival, including partner cocktail bars

RGE AUDIENCE.
REAL-WORLD éc'iﬂs UMPTION. A PROVEN MODEL.



FISH AND GIN

ANADULT AUDIENCE.

YOUNG.
NIGHTLIFE-ORIENTED.

In 2026, Fish & Gin attracted a predominantly young-adult audience,
with a strong propensity for nightlife, discovery, and experiential

consumption.

A very limited presence of families and children makes the Festival
particularly consistent with the beverage categories involved.

Not just people attending an event, but a public that moves, tries,
consumes, discovers new products and experiences the city until
late at night.

THE RIGHT AUDIENCE FORA FESTIVAL
DESIGNED AROUND BEVERAGES.




FISH AND GIN

THE DIGITAL REACH

Even before arriving in Galatina, Fish & Gin enters its audience's feeds, conversations, and choices.

In 2026, the Festival's communication generated:

5,160+ VIEWS

172,748 ACCOUNTS
REACHED

And it's not just about awareness:
24,813+ interactions with the profile and 23,258 visits to the official profile were recorded.

From first contact to experience.
The public begins to get to know the Festival before even experiencing it.
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FISH AND GIN

NOT JUST WHERE
FISH & GIN HAPPENS.

In the heart of Salento, Galatina is a city where culture,
gastronomy, tradition, and urban life coexist within an authentic
and recognizable historic center.

In recent years, the destination has seen its presence grow by
+27%, consolidating an increasingly strong tourist interest even
outside the peak summer months.

And June is becoming an increasingly important time: over the last
four years, visitor numbers have increased by approximately 53%, a
sign of a lengthening season and a city that's increasingly lively
even before summer.

This also means more people arriving, staying, passing through
and experiencing Galatina on the days when Fish & Gin comes to
life.
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This growth attracts audiences from Puglia,
the rest of Italy, and abroad, helping to
strengthen the city's role as a destination to
experience, not just visit.

AGROWING DESTINATION.
A GROWING AUDIENCE.
ACITY READY FOR JUNE.
FISH & GIN GROWS WITH IT.

Data processed and certified by the Puglia DMS
Observatory — analysis of tourist presence 2022-2026.




FISH AND GIN

EIGHT YEARS OF FESTIVAL.
CREDIBILITYBUILT OVER TIME. e

Since 2018, Fish & Gin has built a network of producers, brands, venues,
professionals, and partners who have chosen to join its ecosystem.

A journey that over the years has led the Festival to consolidate its position as
one of Puglia's key beverage events.

FOR FIVE CONSECUTIVE EDITIONS, FISH & GIN HAS BEEN AMONG THE 30
MAJOR EVENTS SUPPORTED BY THE PUGLIA REGION / PUGLIAPROMOZIONE.

An award that demonstrates continuity, structure, and planning ability.

IT'S NOTJUST AGROWING FESTIVAL.
ITIS APROJECT THAT HAS BUILT CREDIBILITY OVER TIME.
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FISH AND GIN

9 YEARS.
ONE PARTNERSHIP. REAL INTEGRATION.

FEVER-TREE X FISH & GIN
2022 — 2026

For five consecutive editions, Fever-Tree has chosen Fish & Gin as Category Partner

and Main Partner, building an integrated presence within the Festival.
A partnership developed not around simple brand visibility, but around its real

presence in moments of consumption.

PRODUCT INTEGRATION §| CONSUMER TRIAL SELLING MODEL

The product concretely enters the The public discovers and tries

The product isintegrated into the consumption

the product within the Festival. opportunities generated by the Festival.

service and the drink experience.

BRAND VISIBILITY THE RESULT.
The partnership extends to the VISIBILITY — TRIAL — CONSUMPTION

project's assets and communications.

The Fever-Tree case demonstrates how a partnership can evolve from the brand's _ \ |
presence to its concrete integration into the consumer experience. L
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FISH AND GIN

CASE HISTORY
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FISH AND GIN

TURN THREE DAYS INTOA
BRAND EXPERIENCE.

Fish & Gin connects the brand with a young, beverage-oriented, and nightlife-focused
audience, within a historic center transformed into an ecosystem of consumption and
experiences.

Here the brand enters into a relationship with the public throughout the entire experience:

DISCOVER TRY SHARE

new products and new experiences. attraverso tasting, cocktail e activation. content and experiences inside and outside the Festival.
in cocktail bars, experiences, and the interacts with the brand through ambassadors,
various touchpoints of the Festival. bartenders, activations, and dedicated moments.

For the brand this means being able to work simultaneously on:
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FISH AND GIN

BRAND TOACHIEVE?

Each brand comes to Fish & Gin with a different goal.

WHAT DO YOU WANT YOUR

That's why we don't start with a predefined package. We start with the strategy.

BUILD AWARENESS DRIVE TRIAL

CREATE CONSUMPTION

Reach new audiences and increase brand Bringing the product directly into the Transforming brand presence into real
awareness. hands and choices of the consumer. consumption opportunities.

STRENGTHEN POSITIONING

ENGAGE & CONNECT

Associate the brand with nightlife, lifestyle, territory, Build relationships with consumers, bartenders, Ho.Re.Ca.
cocktail culture and new experiences. operators, buyers, stakeholders, and the community.

FROM HERE WE BUILD THE PARTNERSHIP.

OBJECTIVE - AUDIENCE -
EXPERIENCE - ASSET - KPI
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FISHAND GIN /'( The brand enters WHYITMATTERS

OWN A PIEcE o F THE "I G H HENpsopLEARatthemostnatura, moment of the svening

E READY TO DISCOVER,TRY AND CONSUME.
A cocktail bar in the historic center becomes the brand's point of contact with the Fish & Gin audience.

The Brand Hubs transform one of the 10 cocktail bars on the core Festival route into a dedicated space,
where the brand can enter the evening through products, services, people, and content.

It's not just a simple logo presence. I"VESTME"
It is a real-world context where the public can discover, try and choose the product. FROM €1’500
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SIGNATURE SERVES CONSUMER ACTIVATION

Cocktail dedicati e product integration. Tasting, interaction and mechanics designed to engage the public.

AMBASSADOR & GUESTS CONTENT

Bartenders, ambassadors, and other professionals capable of describing the product. Moments and content built around pa rtnership.

BRAND PRESENCE

Personalization and visibility within the premises.
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o the table

BRING THE BRAND TO THE TABLE.

The moment of consumption can become something more than an opportunity to try a product.

Through food pairings, signature menus, aperitifs, and dinner experiences, Fish & Gin allows the brand to
enter the Festival's gastronomic narrative and create an experience built around the product.

PAIRING SIGNATURE MENU INVESTMEN
The product meets the kitchen A gastronomic proposal built around the FROM €20 |

through studied combinations. brand.

BRAND STORYTELLING

HOSPITALITY

An ideal format for engaging customers,
partners, creators, buyers, and stakeholders.

The product becomes part of a broader story
made of taste, territory and culture.

DINNER EXPERIENCE

A dedicated moment, designed to delve

deeperinto the product and its universe. A CONTEXT I" WHICH THE BRAND CA" WORK 0":

PRODUCT DISCOVERY - POSITIONING -
EDUCATION - HOSPITALITY -CONTENT

174

means increasing the time and
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FISHAND GIN PP ermHYI TMATTERS
GIVE YOUR PRODUCTA
MOMENT TO BE DISCOVERED.

CANUDIS - THE CREATIVE HUB OF FISH & GIN

In the heart of Galatina, CanUdis is a space where design, culture, hospitality, and
local culture meet.

During Fish & Gin, the location becomes the home of gin and a hub for content, FROM €200
experiences, and meetings between brands, professionals, and the public.
The proposal is built based on location, duration, level
of branding, activity and production.

Thisis where the product can transcend the realm of simple consumption and
become a narrative, a form of knowledge, and a relationship.

MASTERCLASS GUIDED TASTING PORTFOLIO PRESENTATION

A moment dedicated to the history, Guided tastings to help the public A space to showcase more products and

production and identity of the brand. discover the product. tell the story of the brand.

PRODUCT LAUNCH TRADE SESSION PRIVATE EXPERIENCE
A format dedicated to the launch or Trade session dedicated to products, Sessions dedicated to buyers, distributors,

presentation of a new product. portfolios, and business opportunities. customers, creators, or stakeholders.
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FISH AND GIN

BRING YOUR IDEA.
WE’LL BUILD THE EXPERIENCE.

Not all partnerships need to start with a predefined format.

Fish & Gin can become the context in which a brand brings its own
idea and transforms it into a real experience.

INVESTMENT
CUSTOM PROPOSA

A branded activation can arise from a product, alaunch, a campaign, a
. . rs . . e proposal is built based on 10Catio O
collaboration, or a specific objective. of branding, activity and product1on

PRODUCTLAUNCH BRANDEXPERIENCE CONSUMERACTIVATION

A new product introduced through A proprietary format built around the Meccaniche di engagement, tasting, contest,

a dedicated experience. brand identity. gaming e interaction.
GUESTEXPERIENCE CONTENTACTIVATION COLLABORATION

An exclusive moment for customers, An experience designed to generate content A project developed together with restaurants,
partners, creators, or stakeholders. before, during, and after the Festival. bartenders, artists, creators, or other local

businesses.
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FISH AND GIN

DON°’T JUST BE PRESENT.
OWN YOUR CATEGORY.

The Category Partnership is designed for brands that want to build a cross-cutting
and recognizable presence within Fish & Gin.

INVESTMEN
FROM €2,000

Not a single touchpoint, but an integration of the product in the different moments
in which the public discovers, tries and consumes.
IVIIE N JUK PROL

18 SELLING MODEL STATIONS 10 COCKTAIL BAR e VALUE
MASTERCLASS & TASTING FOOD & DINNER EXPERIENCE -, ..coorchiv o incion oriority oresence,
BRANDED ACTIVATION etusivity, dopencing on the eataory and the

brand's objectives.

dIHSY3INLYVd AH0IILVI

E TOUCHPOINTS. MORE TRIAL. N ‘
MOR MORE RECALL. - nﬁ_r - ’ E
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FISH AND GIN

ONE PORTFOLIO.
MULTIPLE BRAND ROLES.

ONE FESTIVAL. DIFFERENT ROLES.

BRANDA — BRAND HUB Nightlife & consumption

BRAND B — MASTERCLASS & TASTING Education & discovery
BRAND C — FOOD EXPERIENCE  Pairing & gastronomy
BRAND D — SPECIAL PROJECT Launch&engagement

BRAND E — PREMIUM EXPERIENCE  Hospitality & positioning

NOILVAILOV 01I704140d

ONE STRATEGY. Each brand maintains its own identity, but is part of a
DIFFERENT OBJECTIVES. coordinated portfolio strategy.
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Fish & Gin allows multi-brand beverage groups, importers, and distributors to activate multiple brands
simultaneously, assigning each to the context most consistent with their positioning and objective.

INVESTMENT
CUSTOM PROPOSAL

We can differentiate:

TARGET - LOCATION -
TIMING - CONSUMPTION -
STORYTELLING -
MARKETING OBJECTIVE



FISH AND GIN

OWNAPLACE IN o WV ITMATTERS
THE FESTIVAL.

BRAND

EXPER,E,\\%EH A PLACE, A MOMENT. A
Associating your name with an area means becoming part of the

physical and mental map of Fish & Gin.

The brand can transform a space or experience into a recognizable
point of reference during the three days of the Festival. I"VESTME"T

POSSIBLE NAMING

BRAND MAIN STAGE BRAND M
AREA BRAND EXPERIENCEH

Nammg can be mtegrated into:

AREA BRAND WELCOME / INFC

dIHSY3INLYVd VIV / SLHIIY ONIWVN
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FISH AND GIN

THE VALUE

PUT YOUR BRAND IN A e TG
DIFFERENTSETTING. O ity ..,

Fish & Gin can extend the experience beyond the core Festival route, bringing the
brand to some of Galatina's most authentic and evocative locations.

INVESTMEN
FROM €500

Historic buildings, courtyards, rooftops, terraces, and hospitality venues
become settings for more intimate, premium, or invitation-only experiences.

PRIVATE TASTING ROOFTOP APERITIF

Tastings reserved for selected guests. Sunset experience with product, music, and hospitality.

BRAND LOUNGE PRODUCT LAUNCH

A space dedicated to customers, buyers, distributors, and stakeholders. Presenting a new reference in a distinctive context.

PRIVATE DINNER / COCKTAIL EXPERIENCE SECRET EXPERIENCE

A food & beverage experience built around the brand. An invitation-only format, with select access.
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FROMEXPERIENCETO  \\ . iy,
MEASURABLERESULTS. ') ¢ =05
When the project allows, Fish & Gin can build mechanics that take the WHAT CAN WE MEASURE?

An effective partnership is not only measured by visibility.
audience along a measurable path: FOOTFALL & INTERACTIONS
PRODUCT TRIAL QR / REDEMPTION
CONSUMPTION SOCIAL
PERFORMANCE CONTENT OUTPUT

PR
ORDER Choose the product. & MEDIA COVERAGE

CONSUME |consumed it.

REPEAT Theyare encouragedto return,interact, or purchase again.

CTION.
M AWARENESS TOA .
FRgfiql'RIAl. TO REAL CONSUMPTION
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YOU BRING THE IDEA. RN
WE MAKE IT HAPPEN. <«

An effective partnership doesn't end at the creative stage.

Fish & Gin can accompany the brand from idea to realization, coordinating the skills needed to
transform the project into a concrete experience.

YOUR AGENCY OR OUR NETWORK.

The brand can come with: Fish & Gin can support:

ABRIEF ALREADYDEFINEDAFORMATOF EVENTPRODUCTIONSET- STAFF&ENGAGEMENT

YOUR AGENCYA CONCEPT TO ADAPTA UP & SCENIC DESIGN HOSPITALITY & LOCAL SERVICES

OBJECTIVE TO ACHIEVE LIGHT & SOUND CONTENT OPERATIONAL GOVERNANCE
PRODUCTION

Each project is assessed based on location, technical feasibility, traffic flows, safety,
permits, and urban compatibility.

The partner retains the freedom to work with their own agency and suppliers.
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FISH AND GIN

BUILD YOUR FISH & GIN 2027.

There is no standard package.

The brand can start from a single touchpoint or build a broader presence, combining assets,

locations, experiences, hospitality, and content to achieve its objectives.

INVESTMENT STARTING POINTS
BRAND HUB - FROM €1,500

FOOD & DINNER EXPERIENCE - FROM €200
MASTERCLASS & TASTING- FROM €200
BRANDED ACTIVATION - CUSTOM

HISTORIC / ROOFTOP EXPERIENCE - FROM €500
CATEGORY PARTNERSHIP - FROM €2,000
PORTFOLIOACTIVATION - CUSTOM

NAMING RIGHTS - CUSTOM

The amounts are indicative
thresholds for individual formats,
not predefined packages.

The final proposal is built after
the brief, defining objectives,
assets, activities, and KPls.



FISHAND GIN GALATINA COCKTAIL WEEKEND 11-12-13 JUNE 2027

ONE TOUCHPOINT.

OR A FULL FESTIVAL PARTNERSHIP.
TELL US YOUR OBJECTIVE.

WE BUILD THE RIGHT

FISH & GIN

EXPERIENCE AROUND IT.

SCANTHE QRCODETO =K ! r - STEFANO MAGLIO — MANAGEMENT / PARTNERSHIPS
SUBMIT YOUR 4 " . DIREZIONE@FISHANDGINFESTIVAL.COM

APPLICATION —“or™] i =i +39 371162 3228
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	BEVERAGE BRAND PARTNERSHIPS
	TWO WORLDS.
	AN INTUITION.
	On one side, the Mediterranean: the sea, Puglia, the food culture.
	On the other hand, gin: botanicals, research, craftsmanship, mixology.
	Fish & Gin was born from the meeting of these two worlds and the desire to transform a pairing into an experience.
	A new way of talking about taste, made of contamination, experimentation and discovery.
	THE NAME TELLS YOU EXACTLY WHERE WE STARTED FROM.

	THE FESTIVAL HAS GROWN.
	TOGETHER WITH THE WORLD AROUND HIM.
	Born in 2018 as an event dedicated primarily to the culture of gin and mixology, Fish & Gin has followed the evolution of the beverage and its audience over the years.
	From a festival centered on gin, the project has gradually expanded its scope, intertwining food and gin, entertainment, culture, music, and local promotion.
	The audience has also grown.
	As well as the network of producers, brands and entities involved in the project.
	THE IDENTITY REMAINED.
	THE WAY OF LIVING IT HAS CHANGED.
	NEW FESTIVAL STRUCTURE

	A LARGE HISTORICAL CENTER.
	A CORE FESTIVAL ROUTE OF APPROXIMATELY 1 KM.
	Fish & Gin is located in the heart of Galatina's historic center, within an urban fabric of squares, alleys, buildings, churches, shops, restaurants, and authentic places to discover.
	A main route of approximately 1 km was selected for the Festival, which can be walked entirely in about 12 minutes without stopping. It was chosen because it encompasses some of the historic center's main meeting and consumption points.
	Within the core Festival route:
	4 SQUARES AND SMALL SQUARES
	10 COCKTAIL BAR
	18 SELLING MODEL STATIONS
	4 MUSICAL AREAS
	RESTAURANTS AND FOOD BUSINESSES
	SHOPS AND COMMERCIAL ACTIVITIES
	COURTYARDS AND HISTORIC BUILDINGS
	ROOFTOPS AND ACCOMMODATION FACILITIES
	CHURCHES, MONUMENTS AND PLACES OF INTEREST
	FISH AND GIN


	THE FIRST YEAR OF THE NEW FORMAT.
	AND THE NUMBERS TELL THE SIZE OF THE FESTIVAL.
	30,000+ ATTENDEES
	18
	PRODUCERS
	present in the Selling Model

	13,500+ CONSUMPTIONS
	served at stations directly monitored by the Festival

	1.500
	TASTING PACKAGES SOLD
	through tourist platforms

	30.000+
	ESTIMATED BEVERAGE CONSUMPTION
	overall throughout the Festival, including partner cocktail bars
	A LARGE AUDIENCE.
	REAL-WORLD CONSUMPTION. A PROVEN MODEL.


	AN ADULT AUDIENCE.
	YOUNG.
	NIGHTLIFE-ORIENTED.
	In 2026, Fish & Gin attracted a predominantly young-adult audience, with a strong propensity for nightlife, discovery, and experiential consumption.
	A very limited presence of families and children makes the Festival particularly consistent with the beverage categories involved.
	Not just people attending an event, but a public that moves, tries, consumes, discovers new products and experiences the city until late at night.
	THE RIGHT AUDIENCE FOR A FESTIVAL DESIGNED AROUND BEVERAGES.

	THE DIGITAL REACH
	Even before arriving in Galatina, Fish & Gin enters its audience's feeds, conversations, and choices.
	In 2026, the Festival's communication generated:
	1,055,160+ VIEWS
	76.2% OF USERS REACHED WHO WERE NOT YET FOLLOWING THE FESTIVAL CHANNELS
	172,748 ACCOUNTS REACHED
	And it's not just about awareness:
	24,813+ interactions with the profile and 23,258 visits to the official profile were recorded.
	From first contact to experience.
	The public begins to get to know the Festival before even experiencing it.


	NOT JUST WHERE FISH & GIN HAPPENS.
	EIGHT YEARS OF FESTIVAL.
	CREDIBILITY BUILT OVER TIME.
	Since 2018, Fish & Gin has built a network of producers, brands, venues, professionals, and partners who have chosen to join its ecosystem.
	A journey that over the years has led the Festival to consolidate its position as one of Puglia's key beverage events.
	An award that demonstrates continuity, structure, and planning ability.
	FOR FIVE CONSECUTIVE EDITIONS, FISH & GIN HAS BEEN AMONG THE 30 MAJOR EVENTS SUPPORTED BY THE PUGLIA REGION / PUGLIAPROMOZIONE.
	IT'S NOT JUST A GROWING FESTIVAL.
	IT IS A PROJECT THAT HAS BUILT CREDIBILITY OVER TIME.

	FISH AND GIN
	VISIBILITY → TRIAL → CONSUMPTION

	CASE HISTORY
	TURN THREE DAYS INTO A BRAND EXPERIENCE.
	WHAT DO YOU WANT YOUR BRAND TO ACHIEVE?
	FROM HERE WE BUILD THE PARTNERSHIP.

	OWN A PIECE OF THE NIGHT.
	INVESTMENT FROM €1,500

	FISH AND GIN
	BRING THE BRAND TO THE TABLE.
	BRAND STORYTELLING
	INVESTMENT FROM €200
	DINNER EXPERIENCE
	A CONTEXT IN WHICH THE BRAND CAN WORK ON:
	PRODUCT DISCOVERY · POSITIONING · EDUCATION · HOSPITALITY · CONTENT

	GIVE YOUR PRODUCT A MOMENT TO BE DISCOVERED.
	CANUDIS - THE CREATIVE HUB OF FISH & GIN
	INVESTMENT FROM €200


	BRING YOUR IDEA.
	WE’LL BUILD THE EXPERIENCE.
	INVESTMENT
	CUSTOM PROPOSAL

	DON’T JUST BE PRESENT.
	OWN YOUR CATEGORY.
	INVESTMENT FROM €2,000

	WHERE YOUR PRODUCT CAN LIVE
	18 SELLING MODEL STATIONS
	10 COCKTAIL BAR
	MASTERCLASS & TASTING
	FOOD & DINNER EXPERIENCE
	BRANDED ACTIVATION
	THE VALUE
	ONE PORTFOLIO.
	MULTIPLE BRAND ROLES.
	ONE FESTIVAL. DIFFERENT ROLES.
	INVESTMENT
	CUSTOM PROPOSAL

	BRAND A — BRAND HUB
	BRAND B — MASTERCLASS & TASTING
	BRAND C — FOOD EXPERIENCE
	BRAND D — SPECIAL PROJECT
	BRAND E — PREMIUM EXPERIENCE
	TARGET · LOCATION · TIMING · CONSUMPTION · STORYTELLING · MARKETING OBJECTIVE
	ONE STRATEGY. DIFFERENT OBJECTIVES.
	OWN A PLACE IN THE FESTIVAL.
	INVESTMENT
	CUSTOM PROPOSAL

	POSSIBLE NAMING
	MAP · PROGRAM · SIGNAGE · SOCIAL · LIVE CONTENT · COMMUNICATION MATERIALS
	PUT YOUR BRAND IN A DIFFERENT SETTING.
	INVESTMENT FROM €500
	PRIVATE TASTING
	ROOFTOP APERITIF
	BRAND LOUNGE
	PRODUCT LAUNCH
	PRIVATE DINNER / COCKTAIL EXPERIENCE
	SECRET EXPERIENCE

	FROM EXPERIENCE TO MEASURABLE RESULTS.
	DISCOVER
	TRY
	ORDER
	CONSUME
	REPEAT
	YOU BRING THE IDEA.
	WE MAKE IT HAPPEN.
	YOUR AGENCY OR OUR NETWORK.
	BUILD YOUR FISH & GIN 2027.
	INVESTMENT STARTING POINTS
	FISH AND GIN
	GALATINA COCKTAIL WEEKEND
	11 · 12 · 13 JUNE 2027
	ONE TOUCHPOINT.
	OR A FULL FESTIVAL PARTNERSHIP.
	TELL US YOUR OBJECTIVE.
	WE BUILD THE RIGHT

	FISH & GIN
	EXPERIENCE AROUND IT.
	DIREZIONE@FISHANDGINFESTIVAL.COM
	+39 371 162 3228



