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Sprint on AB VASSILOPOULOS since 1997/
The largest SM In Greece

Sprint & AB Vassilopoulos

Since the beginning of the collaboration between Sprint and AB Vassilopoulos in 1997, there
was a clear mission. To establish AB as the food expert retailer in Greece.

The pillars on which we focused were:
1)Corporate image

2)Food culture

3)Health & wellness

4)CSR activities

5)Volunteerism

For more than 18 years we designed and implemented award winning campaigns, built
Assets, including advertising, special editions, internal communication programs, CSR
programs, promotions, products’ packaging, exhibition stands etc.

We also supported a number of various communication needs concerning AB Franchise, ENA

Cash & Carry / ENA Profit and pilot initiatives such as the launch of new concept stores - Lion
Food Stores / Red Market.
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Sprint on AB VASSILOPOULOS PR

AGAZINE

H eBeAovukn

Efdae oo pol)
WO LESCRS LR YO

'-d "APALEIT ¢ [Rofvoibos aidn
EAAAAA
|

) ae
‘ N~

)

R

HAS NPOOPopPa
LEYOAWVE] OAD
KOl NEPICCOTEPO!

e e T TR ST E RN 28
R =
1y _mra g

Publications (design editing and production) / Packaging design / 360° campaigns (on and off line)
CSR programs/campaigns / Activations / Content development & management
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AB Vassilopoulos /
AB Food Stories

The issue:
_a "*.I-II * i ‘.. T A o, s TO increase onalty and to eStabliSh AB
= -_f i '3 — e Vassilopoulos as a food expert
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 paoritionn
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e ‘ T To create a food culture magazine — the

2 ' T 15t food culture magazine in Greece — for
the AB loyal customers, cardholders. A
124 page edition, 3-4 issues per year,
180.000 tirage per issue, called AB
Magazine.

The result:

What it was then the “AB Magazine” has
been relaunced 2 years ago as “AB Food
Stories”. Forl8 years, the edition is
thriving and customers’ research has
shown that is one of the most lovable
food culture magazines.

Today the magazine costs 0,20euro. The
total iIncome from the sales supports AB
Vassilopoulos’ CSR activities.
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AB VASSILOPOULQOS/
plus to our health

The issue:

AB Vassilopoulos wanted to tackle through
the rising health problems caused by modern
lifestyle such as obesity, heart disease,
decreased physical activity, smoking, stress,
etc.
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The Program:

B Recognizing the importance of the issue and
&£ | gut keeping abreast of trends, AB Vassilopoulos
T Sy ] wanting to remain the leader in the food
Industry developed a new strategy based on
three pillars:

A) Mediterranean diet

B) Special Diet Products

C) Wellbeing (Wellness)

So we created a campaign combining these
pillars, called “Plus to our health”. Our aim
was to create a program that would inform
and advise their customers on the beneficial
properties of a balanced diet and
comprehensively improve their quality of life.

The program was carried out in all AB
Vassilopoulos nationwide.
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Sprint on AB VASSILOPOULOS/
AB nutrilife — A plus to our health - periodical publication

The idea:

To create a series of informational editions focusing on Health and wellness ,
an “encyclopedia”’ based on the Mediterranean diet , to support the “health &
wellness” pillar.

We created a special informational-educational journal on proper nutrition and
health, with scientific character, called AB Nutrilife. a biannual edition, that
later on expanded as a concept and AB Vassilopoulos created a series of
functional products under the same brand name. Each publication was
dedicated to a category within the Mediterranean pyramid.

These editions:

Included a detailed analysis of the Mediterranean diet/pyramid

sInformed and educated thoroughly and effectively the public, on a correct and
balanced diet and life issues

*Presented and analyzed food quality and safety (procedures, standards)
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Sprint on AB VASSILOPOULQOS/
52 Weeks CORPORATE CAMPAIGN-CSR

EBAOMAAEL

APALEIL

LITIZHL & @PPONTIAAL

LE OAH THN

EAAAAA

The issue:
To create an umbrella concept where all AB Vassilopoulos’ CSR initiatives would be held.

The idea:

An ongoing CSR campaign addressing all stakeholders that could include all existing CSR activities
no matter big or small. An so this is how “52 weeks — 52 care initiatives all over Greece” was
created.

The program: - |
We introduced a nationwide program called, “52 weeks, 52 care initiatives all over Greece”, in order
to support our fellow people who are in need.

The program had a 365 days duration (52 weeks) and covered the 52 prefectures of Greece. AB
Vassilopoulos, its customers and its suppliers were a vital part of it, since everyone had the chance
to make an offer for a good cause.

We created solidarity products for sale on marked stands. Part of the proceeds from the sale of
these products were added to the total amount AB donated to each cause.

Through the year, small and bigger suppliers were supporting the initiative by offering a small
amount of money from their products’ sales.

In addition, the supermarkets collected food donations from customers, in a special baskets .

The “52 weeks” initiative has created a big solidarity chain with huge social impact.

“52 weeks” have won the “National Champions 2015” in the European
Business Awards in environmental and corporate sustainability category.
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Sprint on AB VASSILOPOULQOS/
52 Weeks CORPORATE CAMPAIGN-CSR
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Sprint on AB VASSILOPOULQOS/
52 Weeks CORPORATE CAMPAIGN-CSR
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“Greece can do It”
Self Service Awards
2014-2015

“Long Term
Investment Award”

“National Champions 2015
In the European

Business Awards

for the program 52 weeks

In environmental

and corporate sustainability”
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Sprint on AB VASSILOPOULOS/
Volunteerism program

The issue:
To engage AB employees and customers to participate towards a good cause.

The idea:
To introduce a volunteerism day where the participants would be able to choose by
themselves which “good cause” they will support.

The program:
We created a campaign to raise awareness, mobilize and involve employees, their
families as well as customers, on a voluntary basis by store and region.

Sprint created the program’s identity, the communicational strategy and all
communicational material.

The program was launched in 2011 counting 3.000 volunteers

In 2012 the number of volunteers increased to 3.750. The participation was at the
same level the following year, In 2014 though the number exceeded 5.500 an in
2015 skyrocketed in a total of 7.397 volunteers.

2016 was the 6" year in a row. |
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Sprint on AB VASSILOPOULOS/
Volunteerism program

2015,

_-._-'I_

NQNOYME
OENGNTEE

H £BeAovtikn
Has npoogpopa
HEYAAWVEI OAO

Kal NEPICOOTEPO!

H npEpa-Beopcs v avBiponiay tns AH
!'|'||-_11'.-|- i 0l (ot T EQsLis '..ll"l:"r.ulﬂ'l:l'l_l'l,.lil_ ETOMRG YO
NpooQEROULE Bova, [ iooTEVOUE GRODEIS K0
YIVOLOTE |10 opadlia, HE oG v
BonBnoouge GO0 s Xp0CoVToN Kol va
MNGCTONAOSUE O.T) adrbined -:ll'u..a 1

MPOTEINE KI ELY
TH APALH LOY Em

...ylati o
eDeAOVTIONOS
nnyadel an’ tnv
kapdia pas

HMEPA EQEACNTIZMOY AB .

NPOTEINE KI ETY
TH APAIH EOY THMEPAI

Kpikol pias
peyains Akuaibas
EBehovuopou!

Mar shusihos Sinka on oueods how e dosiy
oveen, TV mmmhﬂmr\,ﬁu

HMEPA EGEAONTIIMOY AB

26.05,2013

MPOTEIME KI ELY
TH APALH LOY ZHHEPA]

f v 8 D 13

u!‘l'llllllE‘I'EIﬂWE
OADH

ZE MIA METAAH
EGEADNTIKH
APAEH NOY EMEIZ
&4 EMIAEZOYME!

i P UEYEAITEGS BTG OTTY Tofmig
R

AHANZIE KI ELY
IYMMETOXH TNPA!

AT MPOHLR LA AL ML (TR MIBROTTA! EAWE (OTADNTHI HETRATI
P L L L T e % 1
(SRS U —p———
I S e SRR

o —— s b g s e, e st e, .

o s o

—

mer b e

H eBehovtikn

pas Npoopopa
peyahwvel oho

KQl NEPICOOTEPD!

sprird



Sprint on Hellenic Institute of Marketing /
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Marketing Excellence Awards

Marketing
Excellence
Awards

The issue:
To attract marketers to participate in an event, dedicated to promote their work.

The solution:
We created a campaign to raise awareness, mobilize and involve employees, their
families as well as customers, on a voluntary basis by store and region.

Sprint created an implemented the identity, the communicational strategy and all

communicational materials as well as organized the Marketing Excellence
Awards’ event.
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Sprint on Hellenic Institute of Marketing /
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Communicating effectively

Building Powerful Brands
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. Marketing
Excellence
Awards
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Sprint on Hellenic Institute of Marketing /
Marketing Excellence Awards
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Sprint on Hellenic Management Association/
Corporate communication
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xpetaleral, To olotnpa oag kaBodnyel oto KAAITEPO XpoOVIKS
SidoTnpa yia TV Epapyoyn Twv WPEKAaoPwV.

Me Tov Tpéno autd pnopeite va emMTOXETE akdpn kal peiwon Tou
anartoupevou apBpol wekaopwy aAha pe BeAtiwon tng
anoTeAecpaTIKOTNTAG TOUG, agou ot wekaopoi oag Ba yivovat
pévo 6tav undpxel Npaypatikae Kivbuvog.

XpnouonowvTag Tig UNNPECieC gaiasense yLa v Npootasia g
KaAAEPYEIAG 0ag ENTUyXAVETE oAV NPakn peiwon tou kGoToug
napaywyfs Tautdxpova, BEATIWVETE TNV NOOTNTA TWY NPOIOVIWY
aag (xdpn otn pelwpévn UNOAEIPPATIKOTNTA TWV QUTOPAPPAKWY)
Kal NpooTateVeTe evepyd To nepiBaihov.

O€Aw va pabw neplocotepa

ZupnAnpwote Kal oteikte pagta
OTOWXELD C0Ag, WOTE va
enkowvwvnooupe pali oag kaiva
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Sprint on Excelixi

NAEKTPOVIKA
PYOAEiQ

YIQ LIKPES EMIXEIPNOEIS

NAEKTPOVIKA
PYOAEID o

- ; s Yiniplakés cas
yIQ LIKPES EMIXEIPNOEIS | Befidmtes

Digital campaign
NASKTDOVIKS. £17 - FB posts

n ra
VIO LIKDES EMXEPATEIS 28 & 29 louviou Eiﬂ ul EEUII K'ﬂ

o= GDN banners
poypayua

n he KTPOVI K{j Exnaibeutino
PDYOAEIQ |  npoypappa

yid QIKDES ENXEIDHOOCEIS

: NAEKTPOVIKA
NAEKTPOVIKQ :
pF\](a)\si a PYoaAeia

yIQ HIKPES EMIXEIPNOELS ¥id UIKDE’:S EHIXEIDﬁGEES

R
ﬂ’ ml

in
- B
.
ez,

‘2“5‘??:3?;‘:':* 22 & 23 louviou
o o e ABIDNOINGTE ANoTEAEGUATIKG “ﬁ'[pﬂ ﬂ“l.ll.lﬂﬂlﬁ

- ] 0 GUyxPova NAEKIPOVIKG epyaieia

{EGa aNG Eva BIALERD 28 & 29 louviou

» EKNAIGEUTIKG NPOYPaupa

0

sprird
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Sprint on Edenred
digital campaign

Gift Card: AvakaAugte

v enpafevon epyalopeve k.2 Digital campaign
y s e FB posts
tou 21ou awva! -- GDN banners

Edenred

s * 4
xS

EmBpapevote £€unva To TpoowmKS oag,
SWOoTE WONON OTIC MPOWONTIKEC 0OC EVEPYEIEC </
Kat KepSioTe!

ZupMANPWOTE TAPAKATW TA GTOIXEIQ GAG KAl PTTEITE OTNV KAjpwon yia va
kepdioete pia Ticket Compliments® Gift Card, aiag €250!

Z A d
I gkl sHYSS T

Ddpya ouppetoxig

Euxaptotoupe yia t ouppetoxi oag!

Ovopmendvupo™®
TnMéuvo entkowaviag*

E-mail*

o Ticket
E
Gift Card

~ AvakaAudite 1o npowBnTiko dwpo

H kAripwon Ba npaypatonomBei atug XXXXXXXX kot ot vikntég Ba evnpepwBoiv
AEP@VIKG.

‘Ovopu stmipeiog
Béan ownv etoipein

AnoBExopal TOUG GpoUS SUBKETOXNG I:l

owam

MaBete neprogdrepa £ yua v Ticket Compliments® Gift Card.
10 hovikd Sipo yuo toug epyaldpevouc, Toug nehdteg ong,
oMAd kot wg npowBnukeg oag evépyeteg!

0 Siaywviopdc 1oy Vet amd Tig XX/XX £we Tic XX/XX/2016.

3

KoAéote pag oripepa oto 210 2117030 ko epeis

g npootpépoupe 15% EKm@on yua my npdm napayyehio oog.

tou 21ou qu@va!

(3 Edenred

R Edenred]
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Coca-Cola 3E

AnoAauvoTte padi Eva EExwpPIoTo OEINVO

%

Digital campaign
FB posts
Banners

AyopdadlovTag pia (1) cuokeuaoia Coca-Cola 2x1lt* & duo (2) cuokeuaoieq
kovTwv {upapikwv MISKO e Tnv :pm'-,!;

AnoAauoTte padi éva EexwpioTo Ocinvo

AyopdZovTag pia (1) cuokeuaoia Coca-Cola 2x1it*
& OU0 (2) cuokeuaaoieg kKovTwv uuapikwv MISKO
“ rd
He TNV Teis, KePSiZeTe 30 NGVTOUG (6petog 090€)

L evépyeia ouppeTExowv o1 cuokevaoies 2x1it Regular Coca-Cola, Coca-Cola Zero, Coca-Cola Light ki dheg o ouokeuaoles kovdw Zupopikiny MISKO. EEapodvral o noluouokevacieg MISKO.

H svépyeia ioxte ané 02.03.2017 &g 15.03.2017 E E @

1 : - -
kepdilere 30 névroug E A "
(Spehog 0,90€)

AEITE neEPICCOTEPQA

*Emv evépyein cuppeTExouwy ol cuokevaoieg 2x1t Regular Coca-Cola, Coca-Cola Zero, Coca-Cola Light kol éheg o ouokeuaoles kovtiw Zupopikiny MISKO. EEapodvral or nohuouokeuaaieg MISKO.
H evépyeia woxis and 02.03.2017 éwg 15.03.2017

=Yl 5 AnoAauoTe éva EexwploTo deinvo
KpiOapdi : - pe Coca-Cola & kepdiore!
T s

4 10 Tuxepoi
o kepdiCouv
Hia cuAAekTIKN

*ZTNv EVEPYEIQ CUMPETEXOUV 0 ouokeuaoies 2x1It Coca-Cola Regular,
Coca-Cola Zero, Coca-Cola Light kol GMeC 01 CUOKEUOGIES KOVTIN
Zupapikaw MISKO. EEaipoivTal o1 nehucuokeuaadies MISKO.

H evépyeia 1oxiel ané 02.03.2017 éwg 15.03.2017

Cecttolt,

katoapoAa
Coca-Cola

TASTE THE FEELING'

NEA ZYZKEYAZIA
IAIA AMIOAAYZH
AIAAEZE THN ATANMHMENH ZOY []

EToipaoTe Eva utiEpoxo Oeimvo Pe eva AaxTapioTo maro pe {upapika MISKO, ou cuvodeueTal amo

amnoAauaTikn, maywpevn Coca-Colal

AEITE TH 2YNTAMH AEITE THN MMPO2POPA

Cettoly -
sprirnd

TASTE THE FEELING
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Coca-Cola 3E

Design & implementation
Internet site / Landing pages
Online competition for 4 different supermarkets

APXIKH | AIATQNIZMOX | AEZ TA AQPA | OPOI AIATQONIZMOY

ETOIMAZOY NA
TO ANMOAAYZEIZ
ME THN MNAPEA!

AHAQZE XYMMETOXH o8 ot 3
ITHN KAHPQZH ] AN |
FIA IAOYZIA AQPA N A N | TASTE THE FEELING

APXIKH | AIArQNIZMOZ | AEZTAAQPA | TIPS | OPOIAIATQNIZMOY

MONO ITA KATAITHMATA & IKAABENITHZ

MIMEX ITON

AAIKO AIATQNIZMO °

& KEPAIXZE ENA XET ME
LYAAEKTIKA AQPA COCA-COLA

O diaywvIouoC 1I0XUEI and TIC
11/4/2018 péxpi 1ic 25/4/2018.

Huepounvia kArpwonc 02/05/2018.

- )

NAPE MEPOZX
ZTON AIAFQNIZMO

O AIATONIZMOZ IZXYEI ANO
TIZ 28/5/2018 MEXPI TIZ 30/6/2018

AMOAAYL
MONAAIKE
ITHN KOY

peToxn oag!

6C VIKNTAG (&) SKAABENITHZ

koIvwOei ouvToua.

sprird
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Sprint on Interamerican

r

Y TVC

Q\ /«:,, Concept & Design & Production
| —

ZZ N

( VIDEO )

2TTITI:
lowe TO TIOAUTIMOTEPO
UALKO ayaBo uag!

sprird



http://www.sprint-adv.gr/credentials_october_2018/interamerican_infographic_home_1080p_no_motion_blur.mp4
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Sprint on Nireus S.A.

TVC
Production

YNOPXEL £VAS TOM0S
Le anapaptdnn (pUOIKN OLIoP®LA

sprird
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Delta digital game

EAATE KAI EXEIX
ITA KATAITHMATA MALOYTHL

Mobile app

sprird
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Sprint on SCA
digital game

Internet app

Lady Protective Underwear

ellugpd/pérpiug popupic
URpaTEIn

A.To TENA Lady Normal i
B. 1o TENA Lady Extra;

Aiafe€e noto npo1dv ayopazete yia va pneite otnv kAnpwon Aiane€e nolo npo16v ayopdzete yia va pneite otnv kAnpwon

kavéva :~_J

kavéva :_J

‘Néas Tevids

TENA Pants Plus TENA Slip Super TENA Flex Super
Néas levids

sprirnd




CORPORATE
EVENTS & ACTIVATIONS

Integrated Marketing Communications



28

Sprint on Interamerican /
Annual corporate events

ldentity

Motto

Awareness campaign
Event design
Implementation
Production

sprird
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Sprint on Michelin /
Corporate events

TO OPAMA THZ MICHELIN

= e @

ApWTOYIRoTE gt £0U
) ' ! X
| N
i Li Fl |
\S

= = &=

T et S IR B 11 R e e e L

SRR i dentity
| ' S Motto
Awareness campaign
Event design
Implementation
Production

sprird
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Sprint on Michelin /
Corporate events

ldentity
Motto

Awareness campaign

Wil L Event design
Implementation

Production

sprird
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Sprint on Elais Unilever Hellas /
skip

Skipoupoli — “Greece Is playing” was a consumer activation , promoting the
International concept of Skip, "Dirty is good»

Two huge playgrounds for children and their parents were created in Athens with
14.000 participants within 3 days, and in Alexandroupolis with 5.500 participants in 2
days.

Sprint was in charge for every aspect of the program.

sprird
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Sprint on Elais Unilever Hellas /
skip

Activation
Strategy — Creative —
Implementation

K eAréda

\; Eioodog
Y\ EhedBepn

Event Marketing
Advertising
Promos

PR

sprird
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Sprint on Ministry of Development

The issue:
To inform the public about renewable energy sources and minimize negative
reactions towards Renewable Sources of Energy

The Idea:

Organize a variety of activities for possible investors and the general public of all
ages, to inform them and familiarize with RSoE and the benefits for environment,
society and economy.

The program:

We organized a press conference, a number of energy Fora with local public
authorities and an interactive activation /Road-show all around Greece.

We visited 25 cities and 4 islands in 32 days, where in main squares, we operated
an official info-desk, while a number of interactive educational games for all ages
were taking place.

The same establishment was moved in Thessaloniki International Fair.

The result:

Whereas at that time the public was very negative, and organized local
demonstrations, and took the matter to supreme court, we managed to attract almost
40.000 people, with no reactions at all in the cities during our visit while the office

resolved a lot of misunderstandings. .
sprirnd
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Sprint on Ministry of Development

. ER "'W. b ug \ =.ﬂ:_,_“ Oemii evipyeia n
u:-mLuc'u-.r" LA i b
e B e

'= ¢ -...

Advertising

Digital

Event Marketing
Publicity

Strategy — Creative -
Implementation

sprird



Sprint on Samsung

35

Activation

Event Marketing
Advertising
Promos

PR
Implementation

sprird



Sprint on Samsung

!.'-- Alu 1R P

T I 'y

i g e e e
v T e T ol men, mas bl ‘-_"'“‘I'lIH‘.
- e -

e - I“ I H I‘
M I ¥ -4 li.

L Al

Li!vr!"i- = n

. %m‘?

e
% ; TNpoypappa '

14:00  Emsivnan ong 1o IES

36

Advertising

Digital

Event Marketing
Publicity

Strategy — Creative -
Implementation

sprird
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Sprint on Samsung

Consumer activation /
promotion to

support the
sponsorship of a new
Greek film during

Its premiere

sprird
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Sprint on Coca-Cola 3E
Cooking event

T"ii l v, .

!!m 11

(Pt ™% W )

3
3 Anolatore
éfd( 274 Hovadii YEUoEiC

L OTO naoxalive Tpgngq,

HE TH EYEXEYARIS

Kéve ng BBG aTYREC
Wovadmic pe v nopéo oou
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Activation
Strategy — Creative —
Implementation

Event Marketing
Advertising
Promos

PR

sprird
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Sprint on Coca-Cola 3E
Cooking event

KEPAIZE
KAGE MEPA

500¢ %

Activation
Strategy — Creative —
Implementation

BPEZ TON KNnAIKO
ITIE EYEKEYAEIEE KAl
MMEEL ETHN KAHPQEIH ETO
coca-cola.gr/food

-

Event Marketing
Advertising

Promos
KEPAIZE AnoAauoTe PR
atalcl Sl HOVASIKEC YEUOEIC (ORI i,

-/ 500'€ oTO naoxaAivo Tpan&dl

FIA TA WQONIA TOY MHNA
\ & B B B B/ 2aG NEPIYEVOUE OTO MO ANOAAUCTIKO
TEEEERY Cooking Event, napga pe tov
Akn NeTpetdikn, o onoiog Ba
\HEEN/ dnuioupyroel 4 UNEPOXEC NACXAAIVEG
OUVTAYEC yia To Tpanedl oag!

BPEZ TON KQAIKO

FTIZ TYEKEYAZIEE KAI MNapackeur 23 Mapriou | b _°
MMEZ ETHN KAHPQZH XTO 17:00 - 21:00

coca-cola.gr/food

sprird




Sprint on Coca-Cola 3E
Cutty Sark promo

'
! 2 ; g - T —

" 4 -y
) g SO

l F % 118 Y -

. V =9 ) $ 8 / :

" o L B e = o
py LRl 1 "
% I- r-l-_ o 1
R e I
L i = /d
- 7 4 ;
.

D

ITY SARK
\T\ “gléﬁﬂnaﬁ?sur R
BEST MIXED

SINCE 1923
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Activation
Strategy — Creative —
Implementation

Event Marketing
Advertising
Promos

PR

sprird
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Sprint on Elais Unilever Hellas
Vitam / A year of creation with kids
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Untitled

- > jlar G
},-[1 l(p{)l’ Ut'.(p eV 8[)d0t71 Translate Free Software Downloads Gmail Google Yahao! getty images Corbis IML Apple (3236)% Shutterstock News (17616)v

=

napea pe tov Bayyédn Apioka

4 Like Create a Page

To Kid's Club Gourmet HZYNTATH o %% - s
Gropyavibve: «MaBipaa N 3 - =y
e i g <~ %,

2 5 n a paBapara -
Mayepuciss yia marbg 6-12 exd, e il A L I;l“a " [ 4. 3 friends like this
paii pe wov Bayyehn Apioxa. e p i - : ‘" )
Ze ua nhnpws eforiopévn K A r\Y T EPH . -, i Sponsared story Sezall
A s Z. H Maryvidi ka1 yeoon oo Asmto! [BIY te s s
B &xouv Ty sukdipia va padouy —_— Ahewpe GTeC e PIOTOTEREG PETEC UMopeic PE Brrap o 1 Aentd ka Em smartgreece
T PUOTKG ToU gaynTot, cvakahupe ypriyope; ouvtayeg [—’,&\?‘—5 4 Like

m Bpermmcn afin xabe owvraynis km
VO pOyEIpEPOUY IOpEa Pe TOUS YOVELS

f J : x&"m Sponsored Seeal

Strategy

touz. H auvavinon Ba éxer Bépa ' npoTEpmATTEGH Kapmeviion yue 2 aropa
3 51’“5 & wan 2
“Tapres”. G
& info o
A4, Friend activity ( A i
o % randin
Driskas Test Kitchen [ oo suvunmonod g
5 1 3 & Ph
Kuplm; 19 Tovviov O a LA__::):r Auctionata: Advertising Art
11:00-13:00 : Vintage signs and - -
: 3 + advertisings of all kind
S vl Consumer Activation
Apmedoxnror ; Emiliss amommes
(_\1596 TTavéppou) £ Lik v K. likes this
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Sprint on Elais Unilever Hellas
Ben & Jerry’s

TO
& IIATQTO

TOY!!!

SIRGIERRy
W BT w

118 ‘%31%3
250, 1
i O
Reygpoon
/ )

T'panpe oo board pas

1 mbotape otn oedida pas oo FB
QU OV ayaris mo oAl oo KaAokaipt '~ Baoidénoufos
s E’ «..Kal 10U noudiod to yaAal

wa s oy oo v e (&) TKAABENITHZ

SERGIIRRY

TEYEH INIOY
EZE ETEANEL...

I1T°S ALL

GREEK
TO YOU!

SIRGIERRY

[

ON YOUR FAVORITE
BEN QfJERRY’S!

Ano Maptn
KaAoxaipt

| AkoTE
waAOKaipL

= m —

[ 4
F_ 3
SERGIIRRP; [

N Bagiidnoudos ¥ xoAxiadakns bty ¥ xoAxiodokns

B benandjeryssoliandia
benandjerrys/summeristas.gr g P
B pevandiery - E] ...Ka1 10U NouAIod 10 yaAa!

ATOPAZE ENA
SERGIERRY -

KAI TIAPE AANO
1

$TH MIZH TIMH

# xoAindokns

benandjerrys/dayofpeace
oIRGIERRY.

ATOPAZTE TIZ ATAITHMENEZ AT I'EYZEIZ ME
b 25% EKTITQEH s 507

f BPEITE TO BANAKI ZTA KATAXTHMATA MAZ,
AIIOAAYZTE AQPEAN IIAI'QTO & I'PAWTE
TO AIKO ZAX MHNYMA I'lA THN EIPHNH

T'IA KAGE MHNYMA ITPOZSEPOYME MAZI 1€
3TH MKO PRAK T'lA THN ITPOQOHIH TQN
ANOPRIIINQN

’2\ Baoidonounos

E] «..Ka1 Tou noudliol to yada!
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Consumer Activation
Advertising
Native Advertising

sprird
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Sprint on Ministry of Development

EMIXEIPHIIAKO NPOrPAMMA
ANTAFOGNIZTIKOTHTA « ENIXEIPHMATIKOTHTA » KAINOTOMIA

oo EIERHEAO POTEAMS An above and below the line campaign,
2014-2020 . . . .
NIZTIKOTHTA » ETIXEIHMATIKOTHTA  KAINOTOMIA A communicating the upcoming NSRF (National
\
i‘ (!

2014-2020

ENAVEKKINHZH
THZ OIKONOMIAZ
pe 4,6 610.cUpw

Strategic Reference Framework). The
campaign included advertising, social media

ENAVEKKINHEH management, digital, events in 10 cities, Info
THZ OIKONOMIAZ

HE 4,67 Sic. eup desk, press conference, publicity.

: To ENAVEK ratéxel kevrpiki BEon otn
MBe neproobrepo: Snpioupyia evos véou napaywyikod poviédou
@ wwwantagonistikotitage Weo11138300 @) O @ QVANTUENS Kal Evioxuans ths
aviaywvioukdtntas tns eAANVIKAS oIKovopias
HE Epgaan otnv Kaivotopia Kai otn Snploupyia
véwv Bidopwy Béoewv anaoxdAnons.

MepidopBaver pdaeis:
» Evioxuons enixeipAoewy kol Bnpioupyios

2014-2020

- =E vEWV ENIXEIPROEWY aNG avépyous ENAVEK Apaoreg ETMNA Yrogngeon Amaiouyor:
== PO * Katpuions Kal NICTonoinans NPogGVTwY TO MEQ EMIXEIPHEIAKD L
W ' EpyioHeru K armarooDiou ! MPOTPAMMA poctmcspmisiprootascr DO ettty T i
* Yno5opGv (EVEpYEIDS, EPEUVAS, TEXVOROYIGHV ANTAMINIZTIKOTHTA e S o e S S
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Sprint on Ministry of Development

Press Conference / Local Events for the presentation of the new NSRF 2014-2020
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Sprint on Coca-Cola Hellas
Olympic Games - Athens 2004 — up to 2008

Olive Tree, the Tree of Athens

The issue:
To create a legacy of Coca Cola for the Olympic Games of Athens, in Athens.

The ldea:
Create a symbol connected with Greece, Olympic spirit and Athens, and offer it to the city of
Athens, as a legacy. So the Olive Tree , the Tree o Athens was born.

The Program:

This tree was a real size bronze sculpture, which was co- created by the visitors of the Olympic
park. The public was invited in 17 days to sign on an electronic writing pad, and this signature
was engraved automatically on a leaf , which he/she placed on the tree. The Tree actually bears
5.000 names, of athletes, Olympic winners, celebrities, famous and simple people.

The tree was donated in 2004, through he Mayor of Athens to Athens, to become a permanent
exhibit in a public art space. For all participants one real tree was dedicated to the city to be planted
In all 7 districts of the city, so as to make Athens “greener”. One symbolic tree planting took place in
the ancient area of Filoppapos Hill, in 2005, with the participation of the city Mayor, schools and
environmental NGOs. Copies of it was sent to Atlanta, the central offices of Coca Cola, the local
offices.

Finally, in 2008 one replica of the olive tree of Athens was asked by the chairman of Coca Cola
International to be offered as a gift to the Mayor of Peking, in the company’s sign off its Olympic
sponsorship up to 2020, on the Great Wall of China . The program received a huge publicity in and
out of Greece, and has been commended by the chairman of Coca Cola International as the most
successful sponsorship activity ever. sprint
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Sprint on Coca-Cola Hellas
O_Iympic Games - Athens 2004 — up to 2008 den

Advertising

Event Marketing
Consumer Activation
CSR

PR

Publication

Printed material

“Social Responsibility
Excellence Award”

“Ermis Gold”
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Sprint on Takeda
Running Together

tpa(aups A y:a T
gl 5 ZUA

los MINANBPRITIKOL Ar@NAX APOMOY

,{‘;
A,

47

The issue:
Takeda wanted to enhance its social responsibility initiatives with actions that will aim to the greater
good

The Program:
During this period, there have been increased needs in Greek society and particularly in the border
regions of our country, for medical supplies.

The idea was to create and organize a Charity race under the name "Sin Trexoume gia ti Zoi /
Running together for life“, where volunteers would run and Takeda along with KEDE, would
contribute financially and by providing medical supplies, in order to cover the needs of the residents
living in the border regions, whom above all had to face the refugee issue as well.

The initiative was awarded with the “BRONZE prize” in the Corporate Social Responsibility
category.

sprird
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Sprint on Takeda

Running Together Design

Creation
25 e AmETpIa Content Development
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POP
Banners

Print ad
Internet site
Press Release
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Sprint on Elais Unilever Hellas /
360° campaign knorr

Simple, everyday cuisine with inspiration

The issue:
During the crisis and the shrinkage of the disposable income, to stop the Knorr range’s loss of
market share.

The ldea:
To capitalize on the insight that Greek people turned back to basics in cooking and the trend
towards “cuccina povera” .

K AB H M E P N H d : We created a 360 campaign, with the theme :
Y P | “Simple everyday cuisine with inspiration”.

. ~ 4 *\We created a series of TV spots with famous Greek chefs, who were preparing the 2 most
K DYZ NA A A popular everyday dishes, with the twist of using creatively our products.
*Though a special app in Facebook , we were inviting people to share with us their everyday Greek
ME MHN YZH Rk recipes with the use of Knorr
o *\We set up the brand’s you tube channel and promoted it, with impressive results
*\We created native advertising in portals and our content on and off line
*\We run a national and tailor made programs in store, with consumer activations

The result:
The brand managed to reverse the situation, and not only to stabilize its position, but to gain also
2% of market share in six months.
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Sprint on Elais Unilever Hellas /
360° campaign knorr
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Sprint on Elais Unilever Hellas /
CSR Activation — Idea — POP —Advertising
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Sprint on Elais Unilever Hellas /

CSR Activation — Idea — POP —Advertising
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Sprint on Elais Unilever Hellas /
CSR Activation — Idea — POP —Advertising
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Sprint on Elais Unilever Hellas /
CSR Activation — TVC
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Sprint on Elais Unilever Hellas /

C_SR Activation — ldea
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Sprint on Unilever Food Solutions
Knorr
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Sprint on Unilever Food Solutions
Hellmann’s
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Sprint on Unilever Food Solutions

Hellmann’s

THE SANDWICH

The issue:
To introduce the new Hellmann’s variants

The idea:

Under the concept called The Sandwich Dogma and tagline “The Absolute Ritual of Pleasure from
Theory to Practice”, we designed and launched the B2B activation of Hellmann’s aiming to help the
brand enter the market for sandwich on high end bars and restaurants.

The program:

The overall creative concept was based on the idea of Dogma, in the sense of the absolute truth
and the initiation of the public in the ritual of the tasting of the perfect sandwich. Hellmann’s, based
on excellent ingredients, enhanced the taste of the sandwiches and burgers specially created by
their chefs led by Master Chef Michael Ntounetas. The products and creations are placed Iin
selected premium bars and restaurants, where through advertising on the radio, online city guides
and native advertising, Hellmann’s invited the public into a gourmet experience — the ultimate ritual
of pleasure.

eStrategy

*Brand Development
Merchandizing

*B2B- B2C Activations
«Advertising

*Native Advertising
Digital

*Event Marketing
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Sprint on Unilever Food Solutions
Hellmann’s

POPAGANDA e
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Sprint on Unilever Food Solutions
Hellmann’s
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Sprint on Unilever Food Solutions
Hellmann’'s competition
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Sprint on Coca-Cola Hellas

Keep calm and
exercise!

b 4

m

o3

- g E
== g
8

Coca-Cola move week

The issue:
To engage employees in a more active lifestyle and to inform them about the
meaning of exercise

The idea:
To create and share various everyday items with messages, proposals and
suggestions concerning a healthy life style

The program:

Under the “move week” concept we designed various materials which were given to
the employees and we created floor graphics holding important information on
exercise.

The initiative was positively received, employees’ engagement was big and In
general the whole campaign was well appreciated.
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Sprint on Elais Unilever Hellas
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Sprint on Takeda
Digital awareness campaign
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Sprint on Interamerican

The issue:

The company wanted to find a way to boost employees to think & share innovative
iIdeas on their field of work

The idea:

We designed and implemented internal communication program called “Imagine”-

Interamerican Innovation program where every employee of the company could add

. his own idea on an intranet platform and win prizes.

Y OIPLBOURTIVAL
magineanteramerice
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Sprint on Interamerican

Strategy

ldentity

Communication material
Experiential workshops
Intranet
Event

N INNOVATION PROGRAM

INTERAMERICAN INNOVATION PROGRAM
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Sprint on Coca-Cola 3E
Mission Water

74

The issue:

The world consumption of water during the last century has grown six times, while 1/3 of the world
population does not have access to fresh water. The inadequacy of suitable water for humans is
one of the most important problems on a worldwide level and is connected to a reduction in quality
of life. The main problem is not the lack of water, but the defective management of water assets.

The Idea:
Launch a campaign that will inform all stakeholders about the importance of water preservation.

The Program:
We created a program called “Mission Water” that would touch the entire public and would be
completed in three phases:

- Creation of a long-term, multidimensional communication program, aimed at different target-
groups, based on actions under the umbrella concept.

- Planning of actions, which would inform and activate the public

-Utilization and use of the appropriate communicative tools for each target group

Our aim was to expose our message to the largest amount of the public, to sensitize and inform the
public, to approach and develop co-operations with environmental conveyors, to create knowledge
and information about the whole program (issues such as water, drought and water-saving
methods) and to build up Coca-Cola’s 3E social contribution by creating a «legacy» around water
preservation issues.
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Sprint on Coca-Cola 3E
Mission Water
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Internal program
brochures

E-mail campaigns
Press kits and press
release

Media, TV, radio,

newspapers, magazines
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Sprint on Marinopoulos
Greeks do eat better

GreeksDotatBetter
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The idea- initiative:
Greeks do eat better is aiming to lead the effort of promoting Greek producers to a wider audience

In Greece and abroad, contributing thus to the development of the Greek primary economy sector
and the Greek Economy overall.

We launched an app for mobile devices the content of which could be created and spread by the
users themselves, in the same way social networks work.

Greeks Do Eat Better addresses «food geeks». It is a native, crowd sourced application for mobile
devices with the conceptual name Greeks Do Eat Better paraphrasing the well-known «Greeks Do
It Better» (in the sense that «do eat» means that we both produce and eat better).

Greeks Do Eat Better invites the public to pin on the map producers and products they discovered
and believe they are worth sharing with the world. It allows posting producers and / or products,
reviews, photos and rating (1-5 *). Features like search by name, by 36 product categories, by
region, by rating, sharing on social networks as well as reward badges are available. The initiative
was embraced by Marinopoulos group the Carrefour SM chain.

The result:

In the first months since its launch Greeks Do Eat Better had achieved more than 3000 downloads.
More than 1000 producers and 1100 products are already uploaded.

Furthermore to the app Sprint creates content and manages the social network pages of Greeks
Do Eat Better on Facebook, Instagram and Twitter with the hashtag #greeksdoeatbetter having
being embraced by hundreds of food lovers and lovers of Greek food the world over.
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Sprint on Marinopoulos
Greeks do eat better dea

#greeksdoeatbetter Brand Name
Logo
App Design and

Development
Advertising

Digital

Content

Brand Ambassadors
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https://www.facebook.com/GreeksDoEatBetter
http://www.sprint-adv.gr/credentials_october_2018/Greeks_DoEatBetter_teaser1a.mp4
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Sprint on McCalin
Karpos Frontidas

Produce of care

The issue:

To introduce an initiative in the primary sector of economy, supporting farmers to retain their core
business in a pilot project and thus creating a new, sustainable business model for the Greek
economy, obtaining a multi- stakeholders’ contribution and benefits.

KPIs (year 1):

1.Attract farmers in the selected area

2.Engagement of stakeholders from various fields to support the initiative in different phases, levels
and input

3.Create a brand to depict the nature of the initiative & product

4.Launch the initiative in all stakeholders in a low budget plan

L\ HTESBE%ESELKHS S 5.Attract consumer preference to purchase the product in a specific period of time
L . onEey Tead 6.All objectives to be met in order the initiative to take the green light for year 2
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M. el
KPIs (year 2 /Sept.2016 up to Sept.2017):

1.Retain all stakeholders and acquire new ones in specific areas to increase production level and
product quality

2.Increase brand awareness (subject to budget)

3.Use the project as a best practice to sensitize industry, associations, local authorities in order to
design such mutually beneficial projects
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Sprint on McCalin
Karpos Frontidas

Our contribution:

Sprint is the advertising agency behind the launch of the first social cultivation of fresh potatoes
project in Greece «Kaptroc Gpovridac» (Karpos Frontidas, meaning «Produce of Care») for
McCain Hellas.

Sprint has been the strategic partner of McCain Hellas in this effort since the very beginning of the
project being responsible for the consulting of the whole process, design and development of the
brand “Karpos Frontidas” (brand strategy, name, logo, packaging), the design and implementation
of an integrated marketing communications plan (advertising, promotional materials, event
marketing), the strategy development and diffusion of all key messages of the brand through the
Internet (design, implementation, content and site management, content production and
management of pages on Facebook and Instagram, as well as a brand advocacy program
engaging food bloggers and other influencers on instagram and facebook).

The launch of Karpos Frontidas is a very complex and demanding project with multiple social
dimensions. For the implementation of the project, a number of important stakeholders were
Involved, the key ones being 25 farmers from the northern Greek border village of Pella, «Notia».
The design of the project began in 2013 and since September 2015 the product has been available
at a selected number of a well- known supermarket chain.
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Sprint on McCalin
Karpos Frontidas

Results (year 1)

1.25 farmers joined the initiative in the selected area
2.Stakeholders
- A University and a farming school / Aristotelian University of Thessaloniki — Faculty of
Agriculture and American Farming School helped to locate the appropriate land for potatoes
cultivation as well as in training and consulting the farmers in sustainable agricultural
cultivation
- Two NGOs / Niarchos foundation supported financially the initiative and CSR Hellas
coordinated the procedures and the relationship with Niarchos
- A financial institution / Pireaus Bank provided the financial tools to support farmers in the early
stage of production
- Two private companies associated with the production process / BASF and 3D SA provided a
wide range of products and equipment to support the farmers
- One retailer with high social responsibility reputation / AB Vassilopoulos exclusively for the
total quantity
3.The brand name “Produce of care” was created and a packaging on which the whole story was
presented in both the visual and the message. All stakeholders and their role was also on pack to
enhance transparency. Qualitative research showed that the packaging was highly evaluated
and well received by the public.
4.A 45.000 euro communication plan was implemented to support year 1 objectives.
5.The total quantity of 600 tons was sold
6.All objectives were met and the initiative was positively evaluated by all stakeholders and the
company continuous the initiative for a second year.
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https://www.instagram.com/explore/tags/karposfrontidas/
http://www.karposfrontidas.gr/
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http://www.sprint-adv.gr/credentials_october_2018/10_babylino_sensitive_29sec.mp4
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http://www.sprint-adv.gr/credentials_october_2018/babydino_lidl_tvc_music3.mp4
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http://www.sprint-adv.gr/credentials_october_2018/babylino_galaxias_apo_mama_se_mama_tvc_26sec_hd.mp4
http://www.sprint-adv.gr/credentials_october_2018/babylino_sklavenitis_tvc_17sec.mp4
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