#NOobullshitagency

office@Uopa.ro Vuu.uopa.ro



We are independen[.
We mighl nol Lalk nice all the lime, bul we speak freely

We are |oca|.
We may nol have a Crealive Direclor from Lhe Wesl™ bul we have ene born in Celenlina,
who has been c|0inq qdver[ising for 1 years.

We are malure.

We don 'l nail the “DAB™ every Lime, bul were successful in whal really mallers

We are diret.

We also don'l know whal a Digilal Growlh Hacking Synergist really does. bul we know whal il means
Lo be responsible for each Lype of projecl
We arc conlidenl when il comes Lo any kind of communicalion ATL DICITAL or BTL

We are Wﬂﬂ___
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CHALLENGE

Agricola started a complex repositioning process of the entire portfolio, expressed through new
packaging. This action had to be sustained by a communication campaign that had to facilitate the
consumer's understanding of the new positioning, create an emotional connection with it and strengthen
all lines of business.

SOLUTION

We had to find an emotional connection that is RELEVANT for all business lines, in categories that have
different needs and benefits. In Romania we have a culture in which food is a central element in social
interactions, it has a great emotional load for the one who eats it, because the one who cooks puts time,
involvement, knowledge, experience and love in it. Care is the expression of the emotional connection,
put in the act of

IDEA

We developed a 360ntegrated campaign, with a series of TVCs and visuals for each line of business.
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https://www.youtube.com/watch?v=_6vAtlQrFqY

We showcased the products by

photographing delicious Agricola meals
that bring everyone together.
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