N ‘m
. ‘\T«s -,1./ '0\
Y2l N\

P ‘ 4‘.(\4\‘/\
S 3L

: it\_‘

et 7 ,mﬂv






the competitor. N2
Bacardi would be the brands main competitor. RI0O ‘RUM
It is the recognized brand of rum in America.

target audience.

Fun drinkers, worldly. Mostly female, aware of
their brands, wanting to drink the authentic,
well crafted taste of Brazil.

The cachacga could come in a variant of flavors,
all tropical, to enhance the Brazilian image
e.g. Guava, Papaya, Mango, Passion Fruit.
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RIO RUM

the true taste of Brazil.
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RIO RUM

The brand is honest to it’s heritage, the visual branding
will respect this, our audience will admire this.
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RIO RUM

The brand has traveled further than it’s competitor’s,
adventure is about discovery and the unexplored.



|Ocatln The starting environment for RIO RUM should be New
gt York City, because of it’s vast demographic. New York
s ) City will be the tipping point for RIO.
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RIO RUM

brand it

Brazilian Bikinis, flip flops, surfboards,
tshirts- all things Brazilian can be given as
gifts, this will help with the lifestyle impression
of RIO RUM.



bottles

Two possible ideas.

The ciricular round bottle mimics the shape
of the logo- the shape of the rising sun and
the shape of the tradtionmal feather head
piece.

The longated bottle derives from the shape
of Brazilian church steeples. The Rio Rum
bottles are made to look historc and rustic.
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papaya lime

N2 N2

H@ UM H@ UM A melding of feathers from the Carnival and
the sunsets of Brazilian beaches. Each flavor
mango will have the corresponding color of feathers

label

passion
on the bottle.




with love from Rio.



