“Summer Never Felt So Good”: the new Jeep® campaign for the 2014 summer season
· The claim ‘Jeep®. Now is the time’ launches this summer's integrated communication campaign for the EMEA region 

· Italy and Spain are the first countries to launch the project, which will shortly be debuting in the major European markets and the Middle East 
· To the tune of the unprecedented ‘Love Never Felt So Good’ track by Michael Jackson, the TV advert invites the public to choose their own car between the iconic Wrangler, the flagship Grand Cherokee and the new Cherokee and make the most of the interesting summer deals that the Jeep brand has put together

· “Jeep. Official car of the summer” is the claim for the campaign reserved for Italian customers: broadcast on the TV, radio and the Internet, it offers the Jeep® Free interest-free on the three models in the range 
The Jeep® brand officially welcomes the summer season and introduces ‘Summer Never Felt So Good’ in the EMEA region (Europe, the Middle East and Africa); it is the new integrated communication campaign for the summer 2014 starring the iconic Wrangler, the flagship Grand Cherokee and the new generation of the mid-size SUV Cherokee.
The claim ‘Jeep. Now is the time’ for the campaign invites the public to choose their own Jeep vehicle for the summer and make the most of the interesting deals offered by the brand in all the markets involved in the project.
The campaign centres around the TV advert shot to the tune of the unprecedented Love Never Felt So Good song by Michael Jackson, which was recently released by Epic Records. Available in 30” and 20” formats, the video emphasises with a fresh and lively approach - which is further enhanced by the catchy rhythm of the soundtrack - everything that makes each Jeep model truly unique: the freedom of open-air driving experience offered by the legendary Jeep Wrangler, the comfort afforded by the flagship Jeep Grand Cherokee and the new ‘generation’ introduced by the new Jeep Cherokee. All ideal vehicles for those who want to live emotions without limits, discover the endless opportunities afforded by the summer and spend the season under the banner of pure fun while embracing the Jeep lifestyle. 

The new advertising campaign is an all-round communication operation which entails an ‘omni-channel’ approach, namely aiming at involving traditional platforms - i.e. the TV, Press, Radio and the Web - as well as social networks, namely Twitter, Facebook, Instagram and YouTube. The first countries to launch the project are Italy and Spain, which will be followed over the next few weeks by some of the major European markets as well as the Middle East. 

The Leo Burnett Italia team was in charge of adapting the campaign and the video derived from the creative concept that was developed in the USA by the Jeep brand.
In Italy, the new Jeep Summer advertising campaign will be built around the claim ‘Jeep. Official car of the summer’ and broadcast on the TV, radio and the Internet. The advert is on air on the web and on the major national TV channels on digital terrestrial and satellite television in the 30” format. It will be debuting on the major national radio stations from 29 June, again in the 30” format. 
The ‘Summer Never Felt So Good’ campaign for the Italian market offers Jeep® Free interest-free on Jeep Wrangler, Jeep Grand Cherokee and Jeep Cherokee. Jeep® Free is the innovative financing option developed by FGA Capital and dedicated to private customers who prefer paying in cash with the tried-and-tested no-interest scheme. Indeed, customers can purchase any of the three vehicles at half the list price or, alternatively, pay the difference between half the sale price and the value of their own second-hand car as part exchange without paying monthly instalments for 2 years. After the two years, customers can also choose between three different options: keep the car (paying the residual amount in one lump sum or refinancing the amount of the final instalment); replace it with a new car; or lastly return it to the dealer, at no additional expense. 
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