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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.

Sprint on ΑΒ VASSILOPOULOS since 1997 / 
The largest SM in Greece
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Publications (design editing and production) / Packaging design / 360° campaigns (on and off line) 
CSR  programs/campaigns / Activations / Content development & management

Sprint on ΑΒ VASSILOPOULOS



ΑΒ Vassilopoulos /
AB Food Stories
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The issue:
To increase loyalty and to establish AB 
Vassilopoulos as a food expert

The idea:
To create a food culture magazine – the 
1st 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”. For18 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 income from the sales supports AB 
Vassilopoulos’ CSR activities.



ΑΒ VASSILOPOULOS / 
plus to our health 
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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.

The Program:
Recognizing the importance of the issue and 
keeping abreast of trends, AB Vassilopoulos 
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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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
•Informed 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) 

Sprint on ΑΒ VASSILOPOULOS / 
AB nutrilife – A plus to our health - periodical publication
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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.

Sprint on ΑΒ VASSILOPOULOS / 
52 Weeks CORPORATE CAMPAIGN-CSR
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Sprint on ΑΒ VASSILOPOULOS / 
52 Weeks CORPORATE CAMPAIGN-CSR

“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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“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” 

Sprint on ΑΒ VASSILOPOULOS / 
52 Weeks CORPORATE CAMPAIGN-CSR
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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 6th year in a row. 

Sprint on ΑΒ VASSILOPOULOS / 
Volunteerism program
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Sprint on ΑΒ VASSILOPOULOS / 
Volunteerism program
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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.

Sprint on Hellenic Institute of Marketing / 
Marketing Excellence Awards
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Sprint on Hellenic Institute of Marketing / 
Marketing Excellence Awards
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V I D E O

Sprint on Hellenic Institute of Marketing / 
Marketing Excellence Awards

http://www.sprint-adv.gr/credentials_october_2018/mea_intro_video.mp4
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V I D E O 1

Sprint on Hellenic Management Association/ 
Corporate communication

V I D E O 2

V I D E O 3

V I D E O 4

http://www.sprint-adv.gr/credentials_october_2018/eede_ceo_summit_for_web.mp4
http://www.sprint-adv.gr/credentials_october_2018/eede_black_v2.mp4
http://www.sprint-adv.gr/credentials_october_2018/eede_blue.mp4
http://www.sprint-adv.gr/credentials_october_2018/eede_book.mp4
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Sprint on Neuropublic
gaiasense internet site
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Sprint on Excelixi

Digital campaign
FB posts

GDN banners
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Sprint on Edenred 
digital campaign

Digital campaign
FB posts

GDN banners
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Coca-Cola 3E

Digital campaign
FB posts
Banners
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Coca-Cola 3E

Design & implementation
Internet site / Landing pages

Online competition for 4 different supermarkets
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Sprint on Interamerican

TVC
Concept & Design & Production

VIDEO

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
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Delta digital game

Mobile app
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Sprint on SCA 
digital game

Internet app
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CORPORATE 
EVENTS & ACTIVATIONS
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Identity
Motto 

Awareness campaign
Event design 

Implementation
Production 

Sprint on Interamerican / 
Annual corporate events
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Identity
Motto 

Awareness campaign
Event design 

Implementation
Production 

Sprint on Michelin / 
Corporate events
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Identity
Motto 

Awareness campaign
Event design 

Implementation
Production 

Sprint on Michelin / 
Corporate events
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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.

Sprint on Elais Unilever Hellas / 
Skip
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Activation
Strategy – Creative –

Implementation

Event Marketing
Advertising

Promos
PR

Sprint on Elais Unilever Hellas / 
Skip
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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.

Sprint on Ministry of Development
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Advertising
Digital

Event Marketing
Publicity

Strategy – Creative -
Implementation

Sprint on Ministry of Development
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Activation
Event Marketing

Advertising
Promos

PR
Implementation

Sprint on Samsung
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Sprint on Samsung

Advertising
Digital

Event Marketing
Publicity

Strategy – Creative -
Implementation
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Consumer activation / 
promotion to

support the 
sponsorship of  a new

Greek film during
its premiere

Sprint on Samsung
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Sprint on Coca-Cola 3E
Cooking event

Activation
Strategy – Creative –

Implementation

Event Marketing
Advertising

Promos
PR
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Sprint on Coca-Cola 3E
Cooking event

Activation
Strategy – Creative –

Implementation

Event Marketing
Advertising

Promos
PR
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Sprint on Coca-Cola 3E
Cutty Sark promo

Activation
Strategy – Creative –

Implementation

Event Marketing
Advertising

Promos
PR
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Sprint on Elais Unilever Hellas
Vitam / A year of creation with kids

Strategy
Branding

Consumer Activation
Advertising

Native Advertising
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Sprint on Elais Unilever Hellas
Ben & Jerry’s

Consumer Activation
Advertising

Native Advertising
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An above and below the line campaign, 
communicating the upcoming NSRF (National 
Strategic Reference Framework). The 
campaign included advertising, social media 
management, digital, events in 10 cities, info 
desk, press conference, publicity.

Sprint on Ministry of Development
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Press Conference /  Local Events for the presentation of the new NSRF  2014-2020

Sprint on Ministry of Development
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Olive Tree, the Tree of Athens

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

The Idea:
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 on Coca-Cola Hellas
Olympic  Games - Athens 2004 – up to 2008
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Idea 
Advertising

Event Marketing
Consumer Activation

CSR
PR

Publication
Printed material

“Social Responsibility
Excellence Award”

“Ermis Gold”

Sprint on Coca-Cola Hellas
Olympic  Games - Athens 2004 – up to 2008
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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.

Sprint on Takeda
Running Together
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Design
Creation

Content Development
POP

Banners
Print ad

Internet site
Press Release

Healthcare Awards
“Bronze”

Sprint on Takeda
Running Together
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BRAND
COMMUNICATIONS
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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 Idea:
To capitalize on the insight  that Greek  people turned back to basics in cooking and the trend 
towards “cuccina povera” .  

We created a 360 campaign,  with the theme :
“Simple everyday cuisine with inspiration”. 
•We created a series of  TV spots with famous Greek chefs, who were preparing the 2 most
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
recipes  with the use of Knorr
•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.

Sprint on Elais Unilever Hellas / 
360◦ campaign knorr
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2 TVCs with chefs Vassilis
Kallidis and Dina Nikolaou

Facebook app 
(12.000 new fans and 2100 
new recipes in one month-

August)
Youtube page set up -

1.340.000 views in 2 
months

Display ads
Creative media online

Content development

POP

Sprint on Elais Unilever Hellas / 
360◦ campaign knorr

V I D E O 1 VIDEO 2
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CAUSE RELATED 
PROMOS



5 3

Sprint on Elais Unilever Hellas / 
CSR Activation – Idea – POP –Advertising

V I D E O

http://www.sprint-adv.gr/credentials_october_2018/unilever_my_market_video.mp4


5 4

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

VIDEO

http://www.sprint-adv.gr/credentials_october_2018/SKLAVENITHS_30sec_SD.mp4
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Sprint on Elais Unilever Hellas / 
CSR Activation – Idea
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B2B
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Sprint on Unilever Food Solutions
Knorr

Β2Β
Strategy 
Creative

Digital
Printed material
Implementation
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Sprint on Unilever Food Solutions
Hellmann’s

Product catalogue
POP

Brochure
Posters

Kiosk
Event
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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 in 
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. 

•Strategy
•Brand Development
•Merchandizing
•B2B- B2C Activations
•Advertising
•Native Advertising
•Digital
•Event Marketing

Sprint on Unilever Food Solutions
Hellmann’s
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Sprint on Unilever Food Solutions
Hellmann’s
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Sprint on Unilever Food Solutions
Hellmann’s
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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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INTERNAL
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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. 

Sprint on Coca-Cola Hellas
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Leaflets
Mailers
Posters

Floor graphics
Sous plat

Stickers

Sprint on Coca-Cola Hellas
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Sprint on Elais Unilever Hellas
Skip

Internal Marketing
Strategy – Creative –

Implementation

SABRE EXCELLENCE 
AWARD
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Sprint on Takeda
Digital awareness campaign

Strategy
Identity

Communication material
Pop material

Mailers
Teasing videos

2D video presentation
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The issue:
The company wanted to find a way to boost employees to think & share innovative 
ideas 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. 

Sprint on Interamerican
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Strategy
Identity

Communication material
Experiential workshops

Intranet
Event

Sprint on Interamerican
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CSR
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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.

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 

Sprint on Coca-Cola 3E
Mission Water
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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. 

Sprint on Marinopoulos
Greeks do eat better
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Idea
Brand Name

Logo
App Design and 

Development
Advertising

Digital
Content

Brand Ambassadors 

V I D E O

Sprint on Marinopoulos
Greeks do eat better

https://www.facebook.com/GreeksDoEatBetter
http://www.sprint-adv.gr/credentials_october_2018/Greeks_DoEatBetter_teaser1a.mp4
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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
5.Attract consumer preference to purchase the product in a specific period of time
6.All objectives to be met in order the initiative to take the green light for year 2

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

Sprint on McCain
Karpos Frontidas (1)
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Our contribution:
Sprint is the advertising agency behind the launch of the first social cultivation of fresh potatoes 
project in Greece «Καρπός Φροντίδας» (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. 

Sprint on McCain
Karpos Frontidas (2)
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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.

Sprint on McCain
Karpos Frontidas (3)
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Brand Development
Brand Name

Logo
Packaging

Advertising
Digital

Event Marketing
Publicity
Content

Promo

Sprint on McCain
Karpos Frontidas

https://www.instagram.com/explore/tags/karposfrontidas/
http://www.karposfrontidas.gr/
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Brand Development
Brand Name

Logo
Packaging

Advertising
Digital

Event Marketing
Publicity
Content

Promo

V I D E O

Sprint on McCain
Karpos Frontidas

http://www.sprint-adv.gr/credentials_october_2018/karpos_frontidas.mp4
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Sprint on MEGA
Babylino

TV spot Babylino Sensitive

VIDEO

http://www.sprint-adv.gr/credentials_october_2018/10_babylino_sensitive_29sec.mp4
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Sprint on MEGA
Babylino Design

Creation
Banners
Print ad
TV Spot

V I D E O

http://www.sprint-adv.gr/credentials_october_2018/babydino_lidl_tvc_music3.mp4
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Sprint on MEGA
Babylino / Sani

CSR activation
TV Spot

V I D E O

V I D E O

VIDEO

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
http://www.sprint-adv.gr/credentials_october_2018/mega_sklaveniths_tvc_final.mp4


THANK YOU
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