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We bring brands to life creating
with their
products and services In real life.
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Hairdressers are losing faith in their craft. It
is a hard job where they play the role of
psychologist, friend, artist, manager, etc.

Brand needed to remind them that the
journey is difficult but worthwhile.
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Client:

Project

Kérastase Hub Conference




Brief:

Create and produce an international event with

focus on launched Blond Absolu. Also prepare
and execute engaging workshops providing
experience with products and services of the

brand. The event must be prepared on

luxurious level as the brand is representing the
top class in its category. It was also necessary

to focus on social networks and potential of

sharing on site experience.






















In Numbers 400

attendees

3

countries

100%

of places to education workshops
booked and sold in the event and
right after the event

2

hours of live gala talkshow

200

participants in |G competiotion

250

more then 250 shares of events #,
live cover in stories
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Brief:

Avon Sales Reps and KAM meet every year on
September to find out how the results are and
what needs to be focused on before final and the
most important season of the year. They need to
be motivated, to feel pampered and cared about
and they need to come together to put
everything that is in themselves to bring the best
results. Also there are products to be launched in
glamorous way to make them want to sell those.
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In Numbers

600

attendees

4

taylor made shows

10

hours of live program

60

hours of 3D graphics show prep
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Celebrate 10 years of INOA colors on the
market with the use of hair dressers working
with it and reach the most of the present
customers with limited budget. Also have a tool
helping sales reps gaining new salons.
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Brief:

The “I'm Croat” campaign was designed to engage the
Czech fans in supporting the Croatian team at the football
World Cup instead of the absent Czech football squad.
The idea was spread through social media in authentic
videos with Pavel Horvath. The idea captivated the media
and Pavel was even invited to the football studio of the
Czech Television. We distributed the fan merchandising to

our fans at events organized by us in Prague and in
Croatia. There was a free credit of 57 Kuna offered by
client for betting.
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Official web site of the campaign
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Video from Croatia
~ https://vimeo.com/

> » o) 001/103 & (=) O CJ I3


https://vimeo.com/331201723

In Numbers

1.000.000

views of videos

15.000

attendees in our fan zone

3000

merch pieces produced and used

3

days in Croatia capturing the
atmosphere at the place

tens

of media non paid covers of the
theme and live fan zone
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Create concept for Employee Day, where

400 employees from 3 cities meat and

socialize together after the huge increase in
no of employees within the last year.




Case study:
https:£/vimep.col
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In Numbers

400

attendees

48

hours of program
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activities preparred up to wishes of
the employees

20

thriatlon attendants
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’Oréal
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Brief:

Create an international event with focus on
engagement to strengthen the emotional
bond with the brand. The event should be
the beginning of the new community. Last
but not least, it is necessary to focus on
social networks in which clients are weak
and there is a source of great potential.
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Case study:
https

200824533
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Project 1
’ Stara Myslivecka Reser \
Date
2017




Launch of the new premium product
Stara Myslivecka Reserve by sampling
the target group.

Overall shift to premium perception
of the brand Stara Myslivecka.






ZITNA

fara myslivecka

RESERVE

LAL

1518




.
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015 and September 2016



- Concept and realization of the
Guerrilla act of Milk Lu and Tuc
product sampling. People had a

common prejudice with these (sweet

and salty together cant taste right).

The greatest impact on PR and WOM
was required.










_ehili
cokoladova
omacka

Media outputs:

www.youtube.co
fresh.iprima.cz/clanky/je
zustava-rozum-stat

fresh.iprima.cz/ohlednuti-za-netradicnim-food-festivalem-jakoze-

tch?v=YJDZOAL-5RU.
pze-coze-foodfestival-nad-ktery



http://fresh.iprima.cz/ohlednuti-za-netradicnim-food-festivalem-jakoze-coze
http://fresh.iprima.cz/ohlednuti-za-netradicnim-food-festivalem-jakoze-coze
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Client:

Hello Bank

Rezervujte si misto Zaregistrujte se, prosim:
ve svém kalendari.

W

NEPRIJIDU

27. dubna v 17 hodin

v Praze jméno a pfijmeni

Radi bychom Vas pozvali spolecnost

na neformalni setkani spojené
s predstavenim nasi nové znacky.

email

e

ODESLAT

B

Dress code: Smart Casvual

Projekt

RESTART event pro partnery

Datum

duben 2017



Brief:

Prepare the concept and provide

execution of the B2B event at

Vysehrad for Cetelem's clients and
the introduction of its new bank
Hello Bank launch on the market.
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In numbers

90

guests

6

5 activities focus on the main theme
of digital shift of the world around us

4

practical uses of the new
technologies

180

modd video rpoduced for the event
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Client - insurance company can insure
everything. How do you show everything by a
guerrilla campaign? Well, boring and though. So
we showed one type of possible insurance, that
we thought would move people. We needed to
find a public place where we could show what
happens, if you are not carefull.




CHALLENGE

People got used to tricky insurance contracts.
How to illustrate, that our insurance is hot only
different, but it works the other way around?

SOLUTION

In summer we've put a broken fridge stuffed
with fresh food in the middle of Prague Main Railway
Station. Sealed against insects. And smells.

,:-a"."ﬁ_' " - -~ : pojistovna

e ~azd
R

DAY ONE

EXECUTION:' -

The fridge had of course glass walls
and both a live stream and various timelapses
" were promoted on social media.

o
RS Y i P SORIIEERS Y Al Y S A o,
:
3 .
:

We simply showed people, how much
damage can actualy a broken fridge do
over the period of an avarage holiday.

S dir ¢t

pojistovna

BEACHES, SUN-AND FUN

YU HAVE COVERED EVEN
THE FOOD THAT GUES BAD
N YOUR BROKEN FRIDGE!

dir ct

pojistovna

RETURN TO THE HELL

r ct

pojistovna







Lednice bez proudu o kazici se jidlo.
Sledujte nopinavé drama v nosem
online HD streamu.

In numbers

3000

people daily passing by and looking
to the fridge

3

weeks of attention

22

products in the fridge
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Project

B2E, Employee conference ENIGMA

Date

february 2017



of-

Regular annual meeting for divisional
sales and marketing representatives.
The aim was to summarize the year
2016, to re-energize for 2017, to
thank, to make this conference
memorable and to overcome the

Amazing Christmas party.
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Case study

vimeo.com/202747190
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the concept of brand activation and
production of it at the Pohoda
Festival, Trencin, 2015 and 2016.
Creative in line with the year-round
Real Life Filters and Maybelline IT Girl

campaign













9.7.2015

In numbers

1000

people actively engaged at the tent

30000

Visitors

1000

shares of our hashtag

o500

products solf in record time

www.facebook.com/maybelline.czsk
www.reallifefilters.sk

- www.maybelline.sk
VALENCIA | 1 #MaybellineRLF
o

\alenci, Lo-F, X-Prof, ewel nebo Nashvit ok selling the products in pop up tent

J Na , 00ev Maybeine Real Ule Filers a wheg M A Y B I I

NE\IN YORK
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brand activation idea for the summer
festival season for, TG 18-49, man
and women through people
engagement.
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www.extroverts.cz


https://www.extroverts.cz

