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Award Designation and Category: BRONZE Food & Beverage 
Campaign Title: The Life Artois   
Year the campaign took place: 2019 

 
Brand: Stella Artois  
Creative Agency: Mother London 
Media Company/Agency:  
Research Company: Ipsos  
Additional Affiliated Companies:  
 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
In late 2018, a new team at ABInBev set a huge goal: to make Stella Artois 
the world’s most desirable premium European lager. Stella Artois needed to 
grow or maintain sales in key markets, plus expand into new territories. To 
do this, an efficient new global creative platform was needed to make Stella 
more contemporary, relevant, and desirable among premium beer drinkers.   
 
 
Consumer Insight  
 
We feel more fulfilled when we make the time to connect with each other 
and appreciate the things that bring us the most pleasure.   
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Marketing Challenge 
 
Stella Artois needed to grow or maintain sales in key markets, plus expand 
into new territories by developing a new global creative platform. But to get 
there, they needed to turn adaptability into an artform, as they faced three 
huge challenges along the way.   
  
CHALLENGE 1: ADAPTING TO MORE DIVERSE GLOBAL MARKETS 
THAN EVER  
Stella Artois had not had a truly global brand platform in years. No wonder the 
brand operated in more diverse markets than ever. In the UK, the brand was 
fighting to retain its premium after years of negative press. In North America, 
the brand was if anything too premium, seen to be for special occasions. In 
Argentina and Brazil, the brand was respected but lacked relevance. In 
emerging markets like South Korea, the brand was in its infancy, still trying 
to establish its premium credentials.  
  
CHALLENGE 2: ADAPTING TO THE CHANGING VALUES OF THEIR 
AUDIENCE  
Quant analysis had defined Stella Artois’ global audience as “Bon Vivants” – 
affluent, urban professionals with a taste for the finer things, but a world of 
drinks to choose from. Yet qual showed that for all their outward successes, 
they were suffering inside. The pace of modern life left them caught in a 
contradiction. Life was fuller than ever - yet felt emptier. Success 
mattered.  But was it really worth it if they couldn’t enjoy it with the ones they 
loved? Stella Artois’ long held positioning as “a lager of supreme quality and 
worth” meant that, unwittingly, past campaigns had prioritised the things now 
fuelling the emptiness of our audience - money, aesthetics and work, at all 
costs. Yet today they told us true worth was simply seizing precious moments 
with loved ones, amidst the chaos.  
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CHALLENGE 3: ADAPTING OUR TONE TO DEPOSITION OUR RIVALS  
Stella Artois’ major premium European lager rivals, Heineken and Peroni, had 
grown stronger in recent years. They identified strategic weaknesses to 
target, by being not just stylish and sociable but uniquely soulful.   
  
THE STRATEGIC SOLUTION: BOTTLE THE BEST OF EUROPEAN LIVING 
AND BRING IT TO THE WORLD  
Whilst Stella Artois had long looked outside its home of Belgium, to France, to 
create allure - we spotted a strategic opportunity to adapt when they 
discovered the geographic home of happiness was on their doorstep. The UN 
Global Happiness report revealed that not only were 7/10 of the world’s 
happiest countries in Europe, but Northern European countries like Finland, 
Norway and Denmark were happiest of all - and their values aligned perfectly 
with the brand’s ideal of savouring life together and the dreams of our 
Bon Vivants across markets.  
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Methodology  
 
Ipsos Creative Excellence and ABI partnered during 2-year journey to 
bring ‘The Life Artois’ campaign to life. The iterative process, which included 
not only research but strategic thought leadership, was done in five phases.   
A national representative sample of beer drinkers were included. There were 
one-hundred respondents in the first phase and one-hundred-
twenty respondents in the second, third, and fourth phases.   

  
Phase 1: During the early stage of the evaluation, we explored four key 
ideas with a quantitative Creative Deep Dive (ad hoc study) in Brazil and the 
US. Out of the four ideas, ‘Rose-Tinted’ resonated with consumers most. The 
stories fit with the brand purpose: Stella Artois invites consumers to savor 
life’s pleasures. The bright, clean, and vibrant animation style was distinctive, 
appropriate, and effective. Through these learnings, a new creative style for 
the brand was born of combining unique animated design with live action 
scenes all in the same ad. While completely new for the category, the style fit 
with perceptions of Stella as a more sophisticated premium European lager.   
  
Phase 2: Two versions of ‘Rose-Tinted,’ one with and without 
celebrity, were tested with our Ipsos pre-testing solution in three 
markets (Brazil, the United Kingdom, and the US). The key learning was that 
the unique style and strong role of the brand (connecting friends) work well 
enough to drive strong results, and the celebrity does not have a significant 
impact. In fact, the non-celebrity version showed higher branding as it kept 
Stella Artois in the spotlight versus sharing the stage, showing opportunity to 
save on production costs.   
  
Phase 3: ‘Rose Tinted’ was aired in multiple markets to kick-off the campaign. 
Thanks to the success of ‘Rose Tinted,’ a new creative was developed to build 
on the campaign idea, titled ‘Music Notes.’ This new ad was in an unfinished 
format and was also evaluated with Ipsos’ pretesting solution in the same 
markets as Phase 2 plus South Korea. ‘Music Notes’ used an analogy of music 
coming to life to intensify the feeling of togetherness and connection with 
Stella Artois in The Life Artois. It positioned the brand as premium, 
aspirational, and desirable. There was opportunity to clarify the analogy even 
more, give the brand a more prominent presence, and better imagery to show 
the positive drinking occasion in the resolution.   
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Phase 4: ‘Music Notes’ was developed to finished form and Ipsos validated its 
success in the same four markets previously tested in. With the changes 
implemented from the Phase 3 learnings to clarify the analogy, strengthen the 
brand role, and strengthen the resolution, the ad significantly improved 
versus Phase 3 by meeting action standards within each market. The 
animated approach continued to work, and the execution offered an emotional 
layer to the brand, going beyond premium credentials to add a sense of 
warmth through togetherness/sociability and a relatable emotional journey.   
  
Phase 5: At the peak of ‘The Life Artois Campaign’ Ipsos pre-tested a new 
creative ‘Heartbeats’ in the same four markets as previous phases. The 
creative met action standards in most markets but showed opportunity in the 
United Kingdom. In the United Kingdom it was about finding a way to simplify 
the initial analogy and spending more time in the social scenes (with relevant 
imagery for the market). The optimizations were implemented and validated 
in the United Kingdom.   
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Creative Execution 
 
The “The Life Artois” creative campaign is about living life in style with those 
who matter most. The purpose is to illustrate a life lived, not just for ambition, 
but to be enjoyed with the ones we love. This special mindset that deserves a 
special beer to match: Stella Artois. Therefore, the campaign “The Life 
Artois” was born. To bring this philosophy to life, ABI and the creative agency 
Mother developed a unique illustrated and animated style, inspired by Stella 
Artois’ own advertising heritage and vintage European travel posters, to cut 
through the glossy clutter of global beer. This wasn’t just beer advertising. It 
was a travel campaign for a state of mind.  

  
Then, just as the campaign began to take-off, COVID-19 sent the world into 
lockdown.  With bars closing and sales plummeting, budgets were pulled, and 
the campaign was put on ice. However, as they sat on Zoom and reflected, 
they realized this disease that kept us apart made the message of 
togetherness more vital than ever.   

  
To adapt the campaign to COVID-19, it was changed from bringing people 
together to the “together apart” message. Their flexible toolkit then allowed 
them to adapt to the mood across markets, swaying functional during tighter 
restrictions and emotive as lockdowns eased, by also adapting those assets 
using a new line that celebrated being “Together again in The Life Artois.”  

  
The campaign is unified by art direction and a warm tone, breathing new life 
into the iconic Stella Artois brand. The Life Artois is used to describe a mindset, 
available at anytime and anywhere. It encourages everyone to savour every 
pleasure life serves up, accompanied by the people who matter most.    

  
The campaign leans into Stella Artois’ long association with the arts and film, 
with a strong artistic spirit at its core, using stunning design to invite the 
audience into this new world. The style draws on Stella Artois’ rich European 
history, inspired by classic European destination advertising from travel’s 
glamorous past. It harks back to uncomplicated times in a way that feels 
modern, fresh and inviting.    
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Business Results/Lessons Learned  
 

• From our research, the pretesting results on the assets ‘Music 
Notes’ and “Heartbeats’ scored in the top 10 (compared to 
Global ABInBev’s brands) of the KPIs Brand Attention, Brand 
Behavior, and Relationship, showing the strong potential of 
the campaign.   

• With Stella Artois, we are on a journey to bring the brand 
back to growth. Stella Artois was ABInBev’s only global beer   
brand to grow in 2020.  The strategy to increase relevance, 
frequency, and quality is working.  

• COVID-19 continues to impact the brand in 2021, given that 
the brand over-indexes in the on-trade (40% vs 15% for the 
business as a whole). However, the brand family grew 
volume 5.5% in the off-premise in 1Q21 according to 
IRI.  

• After a successful pilot in 2020, ABInBev launched Stella 
Artois Solstice Lager as a full time offering. In 1Q21, Solstice 
Lager accounted for 3% of total brand family volume 
and 41% of the brand family growth.  

• The Life Artois intro ad ‘Music Notes’ was System1’s Ad of the 
Week, concluding “the ad’s impressive, imaginative, and… it’s 
very good – a strong 4.1 Star score showing the ad has long-
term legs, and a terrific 1.5 Spike (with high Brand Fluency) 
suggesting it should sell a good few beers too” - especially as 
System1 scores have been correlated with the IPA Databank.  

• In 1Q21, Stella’s “Heartbeat Billionaire” Campaign 
encouraged people to “invest” their heartbeats by spending 
time with those who matter most. We partnered with music 
icon Lenny Kravitz to help us spread this message in a TV 
commercial aired during the Super Bowl in key markets.   

• In 1Q21, Stella’s shopper frequency increased 22.7% 
vs. 2020  

• Stella remains the #1 brand in the category for “is 
a high-quality brand”, “makes an occasion more special”, 
“helps you make a good impression” and “is sophisticated” 
perceptions.  

 
 


