%,

curious

BY NATURE



we are curious

THE PHILOSOPHY

This means we
are eager to
learn,

to understand
new things and to
know how they
work.

We are curious
from the day

we are born.

We are all

curious by nature.

THE STORY

Just like nature created us this
way, nature created the
anglerfish. Have you ever seen
one?

It’s quite impossible. It lives in
the ocean, 1,000 to 4,000 meters
below the sea surface.

Sunlight can’t reach that deep,
but the curious anglerfish
illuminates the dark depths by
creating its own light.

THE AGENCY

That’s what we do as a
creative agency; we search,
we see what others cannot
see, and reveal the
unknown.

The anglerfish is real.

We are real, too.

We dive deep into
the topics that
interest us, and
we always have
really curious
questions to ask.



CLIENTS CAME | CURIOUS ASKED
& DELIVERED




NTRAL O
NTERACTIVE

HOW DO YOU SHOW

THAT INTELLIGENCE
CAN GET AN
UPGRADE?




where experience meets technology

Our experience shapes the new era in online gaming

INTRALOT Group’s extensive experience has sxpanded to satisfy the needs of arganizations

as they enter the new era of Interactive gamng. INTRALOT Interactive steps up the game

combming its in-depth eapenence and knowledge with the istest technological advances

to bring you the next genaration of nteractive gaming solutions

We are dedicated to delivenng cutting-edge solutions to orgamizations that want

to lead the way.. Stay ahead of the game

Fird out more abaut INTRALOT Interactive 2t www.intralotinteractive.com

intralot
interactive

Leading the game

ALINTRALOT . we b alOY

LT 0T W BT SRt CAC T A

= lot
mnteractive

Leading the game
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e intralot
interachive

Leading the game
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PRINT CAMPAIGN

Intralot Interactive is a firm that
provides state-of-the-art digital gaming
systems. In other words, it’s Intralot,
but in the digital environment, and they
needed a corporate ad campaign to
demonstrate this.

Our idea? We showed what the
company actually stands for:
Intralot’s long experience turning
digital. Three distinct illustrations
under the same communication
message: “Where experience meets
technology”.

It was a challenging pitch, we won it
and developed a global ad campaign.



CURIOUS ASKS:

HOW CAN OUR

OFFICE'S GARDEN
INSPIRE A GLOBAL
AD?




So small

So powerful

PRINT AD

Intralot needed to communicate the launch of its new
lotteries terminal that was not only the most advanced,
but also the most compact in the market at the time.

We went brainstorming in the garden. We looked down,
and then it hit us. Inspired by the ants’ ability to carry
5,000 times their weight, we created a simple,
creative and powerful image in order to show the
capabilities of the product.

The ad became a global ad.

YOUR Genius Terminal

INTRALOT is proud to introduce its newest innovation, Genion, an extremely versatile,
agile, robust and very compact terminal serving retail clerks' requirements, as well as
players' self-service needs. Genion performs flawlessly as a Digital Play Slip Reader,
Game Validation and Payment Terminal, Ticket Checker, Players’ Club Access Point
and Player Advertisement Display. all in one very compact unit.

Genion is the perfect choice for forward-looking Lotteries worldwide that wish to offer
to their retailers and players a miniature terminal that guarantees maximum performance.

intralot

www.intralot.com

Responsiie Gaming Is an integral part of INTRALOT'S solutions. Our stats-of-the-art technology and operstional expertiss snable us to implement responsibie gaming practices
on behall of our customens. At INTRALOT... we care a LOT.




CURIOUS ASKS:

WALLS

HAVE EARS.
DO WHEELS
HAVE EYERS?



O
- $Polaroid

Polarized Sunglasses

KepOilelg auéowc €va nayoupt nodnAdtou*

PROMO CAMPAIGN

Grand Optical wanted to promote the sales of polaroid glasses through a contest that gave
away bicycles to the winners.

Kepoloelg 1
11 noa 'Au'[u néA What did we do? Since one had to buy the sunglasses in order to participate in the contest,
rl nq : we created a key visual that combined the product and the gift, in a way that draws
e attention.

A

0a KAnpwOEl éva 2
nodniAato ava katdotnua b

RADIO CAMPAIGN

Apart from that, we were asked to prepare numerous hard selling
radio spots promoting eyeglasses. Here’s one:

o doptcal or Grqndo TICAL To téAog Twv aKp1BdV yuaAlov!
Like us on lifacebook.comlGrandOpticalGreece P ¢ PRevY )

POSTER




IF YOU PUT MUSIC,
RUM AND ICE

IN A SHAKER,

WHAT DO YOU GET?



PRINT AD

IﬂJAﬁDIiX

18-19 JUNE 2016
' MYKONOS
'BACARD| . ¢

CRRTA BLANCE

' d
BACARDL
UNTAMEABLE
SINCE 1862

Ano\odots unesvo

RADIO SPOT

EVENT
PLATFORM
ENGAGEMENT
CAMPAIGN

The original mojito is
prepared with one rum alone:
Bacardi.

Bacardi is strongly connected
to cocktail mixes as well as
music. These facts had to
produce a platform concept
with events and activations.

Rum + Music +
Mixability = Rumix

Bacardi Rumix has been
implemented throughout all
media channels, from print
and radio spot to digital, live
performances and numerous
other acts, on beach bars and
night clubs across different
summer destinations.

Eventually, it was adopted by
the global Bacardi Brand.

PRINT AD

RURix &

SUMMER SERIES
——*omﬁvﬁ—

29-31 JULY 2016
PAROS-ANTIPAROS

BACARDI PP

CARTA DLANCE: —

BACARDI )

UNTAMEABLE /

SINCE 1862

RADIO SPOT



TABLET APPLICATION
INTERACTIVE GAME

We developed an interactive tablet
app that taught, in a fun, user-
friendly way, how the original mojito
is prepared.

From a list of various ingredients, you
choose 4, plus the ice cubes and
Bacardi.

After putting them in the shaker, you
shake it (yes, you shake the tablet) and,
either you get the mix right or wrong,
you learn the original moijito recipe.

Let the
Fun Begin

BACARDI.
MOJITO
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Shake it!
Shake it!

+of ORIGINAL
AGARDI
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Bacardi
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Zexivape pe to tpufpepo tou Aylow nvedpartog ot MOxovo, otay
andAuto pcoplopd e SteoxtSaong

To Z4pparo andyevpa 1 oplda tou Bacardi Ba oag nepipbvey otoy
NEvopRo va oag pufion ote pwotikd 1ou Bacard! RUMIX oc fva
warm-up yepdro epnteipleg nov Ba graoct otnv xoplpwar tou
oto Semeli the bar otn Xwpa, 10 (50 fpdbu, M Saoxd Saon
ouveyileran ko v endusvn plpa, pe to Bacardi RUMIX va pag
urtoSéyeral oro Kalua otnv Napdyka, tvw 1o (50 fpdsu Ba
xopédpoupe plxpt to npwl ore Dome Club ota MaroyLdvvia

KENTPO EYOYIAX

H ool Spdovy gt wov Dwagne Johnson, and 18
BUview 070w ennuatovoooud!

s b

Voo yia toug followers tou Bacardi ota Social Media, 0ad npoteivout
va pneite otn oeAlSa tou oto Facebook xat va napets ufpog ato

rmos Mykonos got #RUMIXized !

uol yia Kalua Mykonos Paraga kat #BacardiRUMIX? #happeningnow

franslation

e

H efEAifn evég viou ané ta 12 fw( ta
20, pton and seifies

SO MANY ACTS, SO LITTLE SPACE.
HERE’S A SMALL TASTE OF WHAT HAPPENED

www.facebook com Uacardgresce
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INSTAGRAM

We are READY for #0acare
Np@T1og oTabBude Panommos Mykonos!
Stay Tuneg!
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CURIOUS ASKS:

YOU'RE A TEEN.

HOW CAN A BANK'S
AD ON YOUR
FAVORITE SNACK
STILL MAKE YOU
SMILE?




€MIZTPO®H - CHILLBOX SYNERGY

Eurobank had to communicate the «€mmoTpo@r»
rewarding program with dominant branding without
affecting Chillbox’s youthful mentality.

What happened after we were briefed?

The «EmioTpoen» logo and Chillbox message
became one. “Chillape £éxeig €mioTpo@n». As
you hold the box, you can project yourself on the
image we created. Chilled!

The campaign was implemented on the iconic
Chillbox boxes, on posters, in-store materials and
in the bank’s owned media.

BOX CUP






EMAIL

- LOG IN SPLASH SCREEN
B pans LOG OUT SPLASH SCREEN
g LINKEDIN

TWITTER

Tpa eival
OTO XERI TOU.

KaAUTZRn eunapia xpnons,

TR0 el 010 3404 GOU

STRONG
CUSTOMER
AUTHENTICATION

CUSTOMER MOVIE m
(] &

ox soiva
H Ermbonk ppovelen pa tw
AOPNEN N MK EN

Nhapupie & opoay 0y coc
O s a0 w0 Jedaasa
o mp—y p—
ova dndemso.

Ayanmz x

O nAzxpavinds nAnpwpds 0ag wopa ylvortar nio aogalsi

Eog M4 DenpPpicu, n Bupwnasio Eviean Ba Sdavi o sspappoyn e Odnayia

Yrnprorine TAnpawpv 1| {Payment Service Directive 2) w npos m ATM SCREEN

Solwooie auotnpig baxpifwons tautttntog nehatn {Strong Customer

Authentication, SCA), n onoia avoPabyida o cnintda copalriog twov
nAckLpovikdy ouvahhayun (online nAnpuwpdc var ayopis) pe otdxo tw
P Teav Nad and mBavds kg e anatng.
Tidpa eival oto xépi cou. KaAUtepn epneipia xpriong,

Iro Maine outd n Eurcbonk, navia ng Apog om S PpaN wov
NEPICOOTEPN AOPAAEIQ.
Tapa eival oto xépI cou.

KaAUtepn epneipia xpnong,
NEPIOOOTEPN AOPAAEIQ.

NAZKTLOVIRGY NANPOPLIV, PEOVIILE COTE YO KAVETE TE NATPOVKES 00C
/ ouvalayl o teoda ks JE GROPa NEPICadTLpn aopsina.

Npw wv ohorAApwon g PAkgpavikig ouwaiiayig oag, n Tpdneda Sovaray
va cag {nthow tw emPefaicon g, npooBitoviog fton fva enrhiov eninedo
sopalda aug nhaxgpovikg nAnpupis Nou kv ote dadictue pe xpiwon
me xp NG, M PG A NPONANPLHITYNG XAPTOS 0Og

H Eurobank ppoviila ya ow aopdlaia v
nAexpovixey A Npwpoy & ayopdav gog Kal 0og
EVNpEpGV 1l V1A tn vio SioSixooia
npayparonoinong ouvalAayiv oto Sadicuo.

Neproodtepsg nAnpogopits
oro www.e urobank.gr

H enaknBruon outn Ba yivetar péow tng Siadikaciag SCA, e npotcpaidtTea

w m xphon 0o rouldxiotoy and ta napaxdw wpia otoixeia: xbve

1. Evomctio Fvdong
Kén now pdve toes yvwplfeee, nx. kdnowe PIN f eodmbe

Na v alokAngcBil m nAzeg A nAnpayn 8a cag
InmBi piow ndonocinang (push notification) omw
smartph kvt va ouydeBrite oto Eurcbank Mabile
App (epdocav dote xpAotng tne unnpeaiac) A 3
@a oag ool oo wwntd oo TR guvo péow SMS évag
KeaBodg wog Xphang (One Time Password), otov api@pd
KwnIeU Nou tlxare Saldon kath Tw fyypaph Cag oo
w-Banking, tov onoio Ba npénm va sataxwphore ae

o R EU DIRECTIVE DIGITAL CAMPAIGN

2. Iromcio Kotowng:
Kdn nou 0og avies: Ba npénel anapalinta vo dxece poll

STRONG
CUSTOMER
AUTHENTICATION

MERCHANT MOVIE
S

©0g to xvntd cag tnliguvo pe to onoio Ba

bk i i s Eurobank needed to communicate the new EU transaction security

I e ene s procedures and make sure individual customers and merchants update their
ey o 5 S e A nEr communication data. Most importantly, they needed to show that the EU directive
emcrimaya 2 rpoReRA Yo Rpaaies . O (PSD2) called for higher security.

TUYREEPIPEVES UNNPETIES NACKTROVING TRaNEPrnG
npoogdpovtar AdN ané v Tpdmh pog, avaloyn pe 1©
CiBOC TNC CUOKIUNG NOU XONOWIONOICiE.

=

(
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But wait! Weren’t transactions already safe? So, we produced a split image
e B e concept in order to demonstrate the fact that the bank’s services and
e e e e transaction procedures were already safe, but now become safer. That’s how
the best on the left side turns into best-er on the right.

Eurabonk Mobile App Eurobank e-Banking The message has been put across via different videos, email and mobile
Eav emBupeite vo xotzflooc v Eav Sev tex wwdwmoug o a o y o
Ko Copaspotresois o S ok s campaigns, in the bank’s owned media and others.
AcpdAeia o i e

NMpotrpadtntd yog tival va fravene o avofloBpopén owaloxukn

w pnopia pton and tva @uixd nepifaioy, pe poyaduteon TaxoTnTa Kol

adpa nepoodupn oopdloa

Ok vo evnprpwéc ovaiunKd




CURIOUS ASKS:

WHO SAID THAT
WEIGHT DOES HAVE
TO WEIGH?



PUBLIC PAYMENTS DIGITAL CAMPAIGN

Eurobank initiated a project that gave its credit card holders the
ability to settle all their obligations to public services in up to 12
interest free monthly instalments.

We came up with a concept that speaks to the subconscious,
showing that the bank reverses financial balance in your
favor, relieving you of burdens. Just like when a feather
beats the weights!

The communication was implemented on print & digital, and in
the bank’s owned media.

EMAIL

AN Gloupe

TG I00PPONIEG
yia va viOete
eAAPPUTEPOI.

-

Personal Banlfing

H Eurobank cag BonBasi va eAagppuivete 1o Bapog
TwVv oPpeIAwv oag npog to Anpoaio.

Zag divel tn duvatotnta va e§oPANCETE TG EVANEPES OPEIAEG 0ag NPOC TO
Anpodoio, onws Pépo Eicodnparog, EN.D.LA., EMnviké KtnpatoAdyio k.a. ot
£w¢ kal 12 arokeg doocig pe ug motwukig kapreg Eurobank.

O1 opeirég oag pnopouv va eEopAnBolv xwpig é§oda péow:

« e-Banking. Av dev éxete kwdikoUg natnote £8

+ m-Banking. Av dev éxete eykataotnos tny epappoyn natnote edw
« EuroPhone Personal Banking kaAdvrag oto 210 95 55 111

Kai pnv §exvate ou eav emBupeite ab§non opiou otnv kapta oag, pnopeite va
kavete aitnpa oto EuroPhone Personal Banking (210 95 55 111) n oto

aitima@eurobank.gr

EvnpepwBeite avaluuka oto EuroPhone Personal Banking.






FB CAROUSEL

EMAIL

B YOUTH PROJECT

Doo xavei; vo Suod oou, xapiling.

Me 1o Esobank Youth Project snfls apopad pe gpoaatin stpra Esrobank Debit

Mastercard sole ouwadbapd pio e-llanking i Fuatank Maotde app alla s 1o
down lsad sow tmcTpogn app oou Stvoey oepprmoyic i va Kxpdiang fva ono Te

50 tabilets Samweng Galesy Tab A

Eurobank wanted to increase the use of debit
cards and banking apps among their young
clientele, as well as to attract new customers of
that age group (18-24 years old).

To achieve that, every transaction via debit card
or e-banking app would equal one participation

D i || 7O i ] || epmember,  teatiay | | domosamorewn: Lase e for a draw that gave out 50 tablets.
OOu i 30 commeets 5 shares The more they transacted digitally, the more
@) the Q camment 2 srare chances they got to win one.

We needed a concept directly connected to
the prize, but still in a way that spoke their

\\ // lingo because, c’mon, they’re young people.

Samsung Galaxy Tab A So, what's the idea?
yia 50 tuxepoug ’ '
e s bomteoimtiediond i ik Kdave 1o 81k6 oou. (Double meaning: do your
INSTAGRAM own thing / make this thing (meaning the tablet)
ZoU ap€oel va popag ta pouxa nou £0U EMAEYEIS, va TagISEUEIS, va NNYaivelg you I’S)

ot guvauAieg. ‘O,u Kal va eival Qutd CUVEXIOE va TO KAVEIG.

/ - - Y A clever pun that demonstrated the idea, backed

Narti évo1 kepdideig. /A eurobankgr A curobankag T‘@-eumbmgf— Smpa T o by a strong punchline:
= ety v gt S S R RN S M3 You win just by being yourself.

Twpa kave kal 1Ig ouvaAlAayeg cou pe To JIKO CoU TPONo Kal éva ané ta 50

~ Kave to... 51k6 cou.
tablets Samsung Galaxy Tab A pnopeiva yivel 01ké cou.

5 -Nav kepdiag égo tioal 0-€autog oou.

Kave ro... Siko gou, Kave ro... 5iké oou.

Nari xepdideis 600 EiCTl O EAUTOS COU, Nari xepdideig 600 gioal © £AUTOS gou.
Eioai 18-24 swwv; Me to Eurobank Youth Project ka8 ayopa ps xpswoukn e Vs '
Kkapra Eurobank Debit Mastercard, kG6¢ cuvaAAayn péocw e-Banking n
Eurobank Mobile app aAAa kai to download tou €nictpogn app cou

OiVOUY OUHHETOXEG YIa TV KARpwon.

The communication was distributed via email,
Viber and social media (Facebook, Instagram).

MNarti kepdilcig 600 tical o tautdg cou.

Maés nepioooupa

A£C NWG PNOPEIG Va AnOKINOEIG KWAIKO YIa TNV unnpedia e-Banking, nwg
pnopeig va kavelg download to Eurobank Mobile app kal to €niotpogn
app, eV av OV EXEIG XPEWOTIKN KAPTa HNOPEIG Va NAPEIS ENTONOU Ot £va
kataotnpa tng Tpanelag.

YOUTH

¥ PINEE]

Samsung Galaxy Tab A
wa S0 tuepong

L ~e
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e e )
foul. 4 fouy i o

y10 50 wixgpoog y10 50 tuxepoug
H ol ) sywa & 05 H ertpyon siwin 0%

yoss v o0 o
Z50001 e SULL20W o ZS20N b SV
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CURIOUS ASKS:

WHEN A PORT
PROCEEDS SHIPMENTS
THAT FAST, COULD WE
THINK OF IT AS A
SPACEPORT?



BROCHURE’S COVER

HECS

MELLENICPORYT COMMUNITYSYSTEM

HPCS BROCHURE

COSCO designed and implemented HPCS, a platform that
serves as a process handling system which simplifies the
import flow of containers on their Piraeus terminal.

In other words, thanks to HPCS, a procedure that took
almost 6 hours to complete now may only take 18
minutes.

That’s some speed, right?

And we’'re talking about a digital platform that releases
cargo super-fast.

If it was a physical one, it would send containers in their
destination rocket-fast.

And that’s exactly what we created for a 3-folded brochure:
a container ready to take off from a towering mobile
platform. In just 18 minutes.






Teenagers who are co-owners in their parents’ Eurobank
savings accounts turn 18. At last, Eurobank can address
them directly. At last, they get to know the possibilities and
privileges they have.

Ouch! How do we bridge the gap between bank formality
and youth informality?

The answer’s in a game: Truth Or Dare! Where Truth
stands for all the services and benefits the bank offers
and Dare stands for the ways teens may use these offers
in their favor. 1,2,3,4,5, Go!

We produced a direct mail, an envelope with a multi-folded
brochure that introduced, in a youthful way, everything the
bank can give to an 18-year-old.

i MHNOL KAI TA 2Y0;

YOUTH

gz PROJECT



ARE ONE WORD

& ONE SHAPE
ENOUGH TO
DESCRIBE A FIRM
THAT CLAIMS

ITHAS ALOT TO SAY?




INVENTIO
CONSULTING
-—
INVENTIO
COMEULTING
N V E N I O 12, Miimisn Ass , 151 25 Marma
Constantinos Bitros
Founder, General Manager
==
INVENTIO
CONSULTING
Q 32, Kifissias Ave, 151 25 Marousi ¢ +30 210 6829493
= cbitros@inventioconsulting.gr 0 +30694 5777966
_ @ www.inventioconsulting.com K +30210 6823318
N A
32, Kifissias Ave , 151 25 Marousi
T:+30210 6829493
www.inventioconsulting.com
httpS://InVGntIOCOﬂSUltlng.Com/ INVENTlo) Corporata Servces Insights Progects Blog Contact .“'ﬂ,:

CORPORATE IDENTITY & WEBSITE

A startup consulting company in need of a brand identity.

To consult means to advise, so we came up with a
name that resonates a basic canon of platonic rhetoric:
Inventio. It means discovery and you use it as a basis to
start a conversation.

Consultants see into things and speak a lot, that’s why
the logo is a question speech bubble with an eye.



https://inventioconsulting.com/
https://inventioconsulting.com/

— ’ =

o 5\ AL UE DRIVEN
GOAL iays know:

RESPONSIBILITY

THERE ARE NO SECRETS TO
RESULT OF PREPARATION,
LEARNING FROM FAILURE.

OFFICES DECORATION

To strengthen the corporate identity, the firm’s interior
decoration followed the same principle: all conversations
are made of words. This firm’s walls don’t have ears,
but they have a lot to say!



HOW CAN YOU

DESCRIBE

8 CORPORATE
PRINCIPLES IN ONE
SHAPE?
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HLSA

HELLENIC LOAN
SERVICERS ASSOCIATION

LOGOTYPING

HLSA was founded in order to administer red loans and needed a logo ASAP. A logo that would
express its 8 main principles: Balance, collaboration, stability, Greek spirit, justice, discipline,
optimism, and solemnity.

We were inspired by the rich Greek history and the Pythagorean Octahedron, a shape that shows how
balance is achieved through an unexpected solid union: two pyramids, back to back, forming 8
faces.

You may read the rationale. It says it all.

CREATIVE RATIONALE

To Ok1GedPO, N OITTAN TTUpapida, gival Eva atTo Ta TTEVTE TTAATWVIKA
OTEPEQ, OUPBOAO I00PPOTTIAC OE €vVa KIVOUUEVO OUMTIAV. TO OTEPED €K
puong gival n idla n otaBepdTnTa, VW TO OKTAEDPO OTNV NuBayodpeia
@IAOCOPia UTTOONAWVEI TOV KOVOVA TTOU DIETTEI TOV KOOO-0l OKTW
POOyYyoI TNG MOUCIKAG KAiJaKaAg TTou opilouv TNV KOO UIKA apuovia. H
apuovia gival GUVETTEIQ TNG APIOTNG CUVEPYAOIag, MIag OUAAOYIKAG
TTEIBapXNUEVNG KATAOTAONG, OTTWGS aKPIBWCS dpa n ‘Evwon,.

H EEAAATIT BeopoBeTei pia o€ipd apxwy Kal TTPAKTIKWY TTou opilouv TNV
TAEN. TauToxpova, dNUIOUPYEI KAl TNPEI Eva TTAQICIO CUVEPYOATIAG TWV
ETAIPEIWYV TNG TTPOC OYPEAOC KAl TNG PAMNS TOU KAGDOU.

KaBoAou Tuxaia, To oktdedpo Tou Nubaydpa cival n avattuén 1ng
TETPAKTUOC, TNC TACNS Tou KOouou. ZuyXpovwg, ival n ac@aA&ia, n
EVOTNTA, N OTABEPATNTA KAI N KOOWIKI 100pPOTTId.

Me €va oxriua TTou KAgivel JEoa Tou To BAB0C TG EAANVIKAC PIAOCOQIaC
Kal dia TTpog Jia Ti¢ agieg TTou diETTouv 10 pOAo TN EEAAATT, n
OIAKAGOWON TwV oCUVONAWOEWY TOOO UE TNV EIKOVA OCO KAl JE TNV ouaia
TNG ATTOKTOUV UIa OTEPEN, BaBId cuuBOAIKA EKppaan.



ONCE YOU

TASTE IT, HOW DO
YOU ASK FOR IT?




BRAND IDENTITY & PACKAGING

LE-MO-NA-DA!
After trying it, we agreed it tasted like that
lemonade you asked your grandma for.

So, the goal was to create a brand identity for a new,
premium quality lemonade powdered drink mix that
reminds you of exactly this.

That’s why we crafted a clean, timeless packaging with

a name that says it all: Lemonada -
2mTikij/Homemade.

.SDItiki .

.ma
) Spistiske (adj): home ™™

PACKAGING



SROVWN DROF

CURIOUS ASKS:

HOW DOES A REAL
COFFEE EXPERIENCE
ACTUALLY BEGIN?




SROVWN DROF

BROWN
DROP

COFFEE ROASTERS

BRAND IDENTITY

ESPRESSO
MIDLIGHT

A blend made of premeum gquality
Arabice colfes beans and & selechon of
hand-pickad Robusta

Our client praised the quality and taste experience of
his product. So, when you try a coffee blend that
speaks for itself, a simple literal description is enough to
portray the brand:

Brown Drop, that’s how we called it, designing the
spot from where pleasure starts dripping.

Coffee beans
1000g €*-2.2Lb

> I

Smooth, solid, simple like its packaging, in all its
flavors.

s

BROWN

ESPRESSO ESPRESSO

MIDLIGHT GOURMET
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€NIZTPO®H INTERACTIVE INSTALLATION
@ VILLAGE CINEMAS DEMONSTRATION VIDEO
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A tailor-made visual communication was designed for the Eurobank «€moTtpo@r» rewading program -
Village Cinemas partnership. The «€mioTpo@n» logo hovers above a city skyline, like the iconic bat
signal. The client asked for its adaptation across venues, primarily on doors and secondarily inside the
movie theaters.

A door panel is an advertising space with no fixed position. Doors open and close irregularly all the time.
Also, people pass by and through them from all directions. We needed something interactive to attract
their attention, but no personnel is on the spot all the time to assist us. So what did we do?

We gave life to the image. We installed gobo lighting in two different spots on the ceiling, and automated
motion sensors on the doors to make sure the «€moTpo@r» logo was projected interactively, regardless
of the bypassers’ direction and the doors’ position. By having printed the skyline artwork without the
«€EmoTpoPn» logo on it, its projection made the print ad do come alive.

The communication was also applied in the venues’ interior.







Eurobank assigned us with the design and implementation of their
Business Banking corporate event, aiming to infuse employees with
their new vision, based on the principle that each and every one of
them is important, because success comes in many forms, and always
as a result of a combined effort.

To us, it was clear that the Tangram puzzle was the embodiment of all
this: It takes the same 7 pieces to create endless shapes.

In our key visual, each piece of the tangram represents a principle of
Eurobank’s Business banking vision and the message says it all:
“Success has the shape we give it, together.”

The concept was applied on all the event’'s materials. Here’s some of
them:

Business Barking ——

/ Madi Onpioupyoupe to

ouvluacouo tng enmituxiag!
\/ Save the Date 29|09

EMAIL TEASER

Ofbsits Mesting | =1

INVITATION
For consistency reasons, the message is revealed only when the pieces are
correctly combined in order to shape the key visual.

EVENT'S STAGE
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INSPIRATIONAL VIDEO

Business Banking —
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EVENT STATIONERY GIFT KIT

Folder, brochure, notebook To strengthen the concept and inspire people to experiment with the tangram
and the significance of the communication message, we designed and produced
-as a giveaway for all participants- a pouch with a wooden tangram & a booklet

with examples of shapes one can create.
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PLATFORM ENGAGEMENT KIT

Papastratos has numerous venues (bars, cafés, and restaurants) with ambassadors who
are trained to serve the parent company’s products. The client wanted to redefine this

approach, and called for a pitch.

We thought: When you want to serve again, what do you do? You re-serve. So that’s
the idea itself. Re-served. And that’s what we produced. The design implementation
was inspired by the “reserved” table sign we find in such venues. It’'s a neon lighting kit in
a box / personal letter, plus a members’ card for the ambassadors.

The concept was adopted by Philip Morris International.







EMPLOYEE
WELCOME KIT

Eurobank needed a welcome kit for
new hires, regardless of their sector
and position.

Welcome on board. It’s the phrase
newcomers hear when they join the
plane crew. It’s the feeling new hires
get as they embark on their new
professional journey. It’s the concept
we proposed and implemented.

We made sure it was consistent across
all parts of the kit we produced, from
the box itself (which opens like an
airplane window shade) to all its
contents: a mug, a mousepad, a
welcome letter (that could transform
into a paper plane) and a notebook.

WELCOME LETTER NOTEBOOK

MOUSEPAD
L MUG
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