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The backstory

Born in 1880 from Copenhagen’s bustling docks,
from a small place with a big party factor, Tuborg
beer has always championed a bold mindset:
‘Stagnation is Decline’. It is a brand built on
gathering for loud nights and shared moments;
Tuborg constantly evolves.

Today, it fuels culture globally, from music to
nightlife, driven by a singular purpose: to release
people from the negative pressures that limit their
lives.

What'’s the challenge?

The world constantly tells young people what they
‘have to’ be, creating pervasive negative pressure.
Tuborg believes they Don’t Have To.

Design a brand experience that allows Tuborg to
actively release young people from negative
pressure. You need to develop a space and
experience where Tuborg’s audience can truly feel
liberated, embrace spontaneity, and fuel their fun.

Importantly, packaging is a key touchpoint for this
brief. As a beer brand, packaging plays an integral
touchpoint in connecting with consumers and
should be strongly considered as part of your
response.

The Single Minded Proposition? Design a brand
experience that allows Tuborg to actively release
young people from the societal pressures that limit
their lives.

Who are we talking to?

You need to speak to young, culturally curious
individuals (Gen Z and slightly older) around the
world who feel the weight of societal expectations.

They crave authentic moments of freedom and self-

expression, eager to break free from constraints
and live life on their own terms.

Things to think about:

A holistic brand experience

Consider how every brand element could be
leveraged in the experience. How does the brand
appear in stores and bars? How can these work
together to deliver the Tuborg spirit?

It's up to you what this looks like, this could be an

OOH (Out of Home) campaign that unlocks a unique

digital event, or a physical activation that drives
engagement online through an integrated Social
Media campaign. Or maybe it’s something else
entirely.

Embody Tuborg's spirit

Tuborg is an exhilarating, disruptive, and
adventurous brand that lives loud, challenges
norms, and ignites authentic self-expression. How
can you embody this in your solution?

The power of release

Tuborg's DNA: the pull-off cap is their metaphorical
release, music as their pulse and a sense of being

open to the world. How can you incorporate this
‘power of release’ into your idea?

Beyond the beer

Whatever you create, it should offer a 'Higher Order

Benefit', essentially freeing communities from
societal pressure. The beer can be part of the
experience, but the focus is on the feeling of
release it enables when opening the bottle.
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Build cultural relevance

Your solution should feel fresh, relevant, and
speak to the current challenges and desires of
young people today. Where can your idea
intersect in culture and experience? How can you
identify negative pressures for this audience and
provide a space where people no longer have to.

Responsible drinking

Tuborg’s spirit of liberation & breaking free is
always about authentic, uninhibited fun, never
reckless abandon. Ensure your concept
champions responsible consumption and
positive choices. Whatever you create needs to
ensure it meets rules and regulations advertising
and alcohol.

Carlsberg take on responsible drinking in more
detail: carlsberg.com/en/celebrate-responsibly

The important stuff

Clearly explain your solution, the insights driving
it, and your creative process. Bring your concept
to life through visuals (e.g., storyboards,
prototypes, wireframes, illustrations, or
animatics). Whatever your solution, you must
present:

Your insight. It can be social, cultural,
behavioural, or brand-led, but you must explain
how and why your idea was built on this key
insight.

Your idea. What is the driving idea behind your
solution?

The execution. Clearly demonstrate how the
different brand elements could interact for a
cohesive experience.

Feasibility. Explain the practicalities; your
concept should be scalable and have real-world
activation potential.

All promotional copy must be in the third person.

What and how to submit

Read Preparing your entries before you get
started for full format guidelines.

Main (essential):
Either a presentation video (max. 2 min) OR
JPEG slides (max. 8), showing your solution.

Optional (judges may view this if they wish):
Interactive work (websites, apps, etc); if your
main piece is JPEGs, you can also submit (max.
1 min total); if your main piece is video you can
also submit JPEGs (max. 4).

Further information:

You can find everything you need to
know about entering the New Blood
Awards, including the Preparing your
entries guide, plus any supporting
documents for this brief in this
supporting folder.

Brand Identity: Integrate Tuborg's core
visual assets: Wordmark, Clockman,
Pulse graphic, and vibrant colour palette
(Tuborg Green, Fresh Green, Tuborg
Blue). The pull-off cap should feature
prominently as a symbol of a release.

Tone of Voice: All creative output must
embody Tuborg's personality. Be
exhilarating, disruptive, and
adventurous. Use active, human, witty
language that challenges pressure,
keeping it short, punchy, and relatable.
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