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The new piccolo bubble pack:
the piccolo brand and the
since the relaunch. |
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PICCOLO WATE

Business goal: increasing
troducing a new, limited flavo
the summer.

Consumers are eager to buy products that a
available. What matters to them is the emotion
given item evokes, as well as the effort they put |
taining it. They want to try all the available fla "
variants (collection). Information about lim
is usually publicised by the users t
brand’s most loyal const

oo

 loved by all children,
on the Polish market.
F ied the youngest
child \portant mo-
ments ar , Piccolo is
second,_‘t ubbles enliven a child's
imagination even before opening the bottle. However, the
gins once the cork pops out. Then, everything
es possible! Thanks to imagination and dreams,
 life becomes colourful and fascinating.

 Piccoloiis the best invitation to have fun together




PICCOLO WAT
The deliciously refreshi

of the watermelon flavour
and over again, and every sip tas

adventure. Delightfully light and refreshi
fect companion for a carefree holiday.

PRODUCTNAME | PICCOLO WATERMELON 0.75L
INDEX | AX760
o | AN
BOTTLE DIMENSIONS | 865885315 cm
GROSS WEIGHT | 140
UNITSINBOX | 6
eaneox) | [N FIILL O

05337108349

UNITS ON PALETTE
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It's easy to be happy like a child - especially when we have great reasons!




