Communicating Biodiversity

Universita Cattolica del Sacro Cuore



THE CHALLENGE

How can A2A raise awareness in the Brescia
area about the importance of protecting
biodiversity while simultaneously sharing

useful information on a national level?
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RECONNEGTING
WITH THE ISSUE
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ANEWAPPROACH

We want to shift biodiversity communication
from fear and future loss to present, sensory
reconnection. From guilt to care.
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REFRAME OF
THE GHALLENGE
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"How can A2A bring the passionate
and the uncertain into a shared
rhythm with nature and spark

collective action?"
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FEELING PART OF
NATURE AGAIN
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THE PILLARS OF
OUR CAMPAIGN
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Reconnect to
Remember

"We were never separate from nature, we just forgot how to
feel it. Let’s slow down, listen, and remember where we come

from."

Universita Cattolica del Sacro Cuore



In Nature. We Find
Ourselves

"Caring for nature isn’t about saving something distant, it's
about restoring something that has always been
connected to us. When we slow down, we find a quieter truth:

that nature gives back when we live in rhythm with it."
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We Are Nature

“We are not outside of nature, we are made of it. The more

we become aware of that, the more our choices reflect it."
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MULTIGHANNEL
GOMMUNICATION
CAMPAIGN
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This circular house, built with
recycled wood, represents memory
and how nature finds its way back

into the city. Inside, tfrees bloom,
and native plants decorate the
spaces where visitors are invited into

a series of sensory experiences.
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[HROUGH
TEXTURES
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BAGKGROUND
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WALL OF
MEMORIES
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MEMORY
MIRROR
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SURULLY
HAPPENS DURING
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DIGITAL
CAMPAIGN
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The tone of this campaign is almost like a
childhood memory: soft, emotional, and
personal.

Instead of using tear we focus on
connection and presence. It's quiet, not

loud.

Visuals follow the same idea: textured,
warm, and real.
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INSTAGRAM ADS
SPOTIFY ADS

UNIVERSITY PARTNERSHIPS
TIKTOK

STREET ADS
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OWNED
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MICROSITE
A2A 16/TIKTOK GHANNELS
THE HOUSE
THE NEWSLETTER
THE MERCH
(R EXPERIENCES
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EARNED
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CAMPAIGN HASHTAG
UGC
STUDENTS
INFLUENGERS
PRESS
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WHEN AND
WHERE?
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TIMELINE

Phase 1: April 15 - May 5 Phase 2: May 8

1. Creating the seed 2. House of Nature in Piazza della Vittoria

Goal: build our message from the emotional tone. Goal: reveal the house and launch the bigger

campaign.
Teasers on social media (textures, quotes)

Local artist (nostalgic, personal stories in nature)

.. : : . Launch event: the House of Nature is
Poster campaign in Brescia (emotional one-liners)

open (First walk-through the House of

Pr round with journalist and local influencers

(“mystery boxes” to journalists inviting them to the Nature with press, local leaders, and

event) creators sharing live)




Phase 3: May 8 - June 8 Phase 4: June 8 - June 30

3. Continuing the storytelling 4. Building new memories
Goal: community storytelling and engagement Goal: strengthening the story

Daily social content from inside the House “Take Nature Home"” event (locals can
“Wall of Memories” online replica take parts of the house)

A2A Stories Series: what the company does Final wrap video: testimonials, moments,

locall ost-its, projection shots
Y P Proj




KP|
MEASUREMENT
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ON SITE ENGAGEMENT
DIGITAL ENGAGEMENT
BRAND IMPACT & SUSTAINABILITY



INFLUENGED
STAKEHOLDERS
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COMUNE DI BRESCIA
LOGAL BRANDS
NGOS
BRESCIANI
PRESS
ARTIST
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