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5 TO GO
COFFEE STORIES



NameаШљCoffee storiesњ

5 TO GO
How do you celebrate 10 years in a market defined by constant challenges and reinvention?

For 5 to go, the answer is simple: you tell your consumersɅ stories. And you tell them in your own voice Ɂ visual, 
creative, direct, with humor and emotion.

To bring this narrative to life, together with 5 to go and illustrator Wanda Hutira, we created a symbolic character: 
Andreea. She is all of us Ɂ the urban, active, always -on consumer, living life at the pace of the city and constantly 
recharging with a cup of coffee. Through her, everyday situations that weɅve all experienced at some point gained 
shape, voice, and color.

The campaign was digital first: each story comes to life as a short, visually punchy animated reel. The retro graphic 
style is inspired by classic American comic books from the Ʌ50sɀɅ70s, enriched with a layer of irony and 
contemporary twists. Consumers followed AndreeaɅs journey online, episode by episode, while in-store audiences 
rediscover these stories across digital screens, cups, posters, and a wide range of campaign materials.

The grand finale? The launch of the first -ever 5 to go comic book - a collectible editorial format, available in limited 
edition across brand locations, bringing all the stories together into one unique visual experience.



NameаШљCoffee storiesњ

CLICK HERE TO SEETHE CAMPAIGN

CLICK HERE 
TO SEE
THE CAMPAIGN

https://www.youtube.com/watch?v=bV1vD7WqBZo&list=PLNGVMXu0SfshBF9E9k_MOlcgOqc3s0ZpK
https://www.youtube.com/watch?v=bV1vD7WqBZo&list=PLNGVMXu0SfshBF9E9k_MOlcgOqc3s0ZpK


/ Image Campaign

AGRICOLA
UNFAMOUS CHEFS



NameаШљUnfamous Chefsњ / Image Campaign

AGRICOLA
In a world where cooking has become a spectacle Ɂwhere celebrity influencers, 
bloggers, vloggers, and many others race to showcase the art of cooking as 
something visible, inspirational, and even glamorous ɁAGRICOLA invites us to shift 
our focus. ϥnstead, letɅs celebrate the home cooks, those with the Ɉsuperpowerɉ to 
gather their loved ones around the kitchen table.
Centered around the concept of ɈUnfamous Chefs,ɉ AGRϥCOLAɅs campaign is an ode 
to those who, beyond technique or credentials, bring family together around the 
table every day.

COMPONENTS: TV, digital campaign, social media



/ Image Campaign

CLICK HERE TO SEETHE CAMPAIGN

CLICK HERE 
TO SEE
THE CAMPAIGN

NameаШљUnfamous Chefsњ

https://www.youtube.com/watch?v=aMgEPkO1Cks
https://www.youtube.com/watch?v=HO09YiNMLw4&ab_channel=Agricola-CreatordePofta


/ Image Campaign

AGRICOLA
WHO EATS TOGETHER STAYS TOGETHER



NameаШљWho eats together stays together њ / Image Campaign

AGRICOLA
Thirty years may seem like a distant future. But when taken day by day, meal by meal, 
those years pass very quickly. This is how AgricolaɅs first 30 years have flown by. Over 
these 30 years, Agricola has been a part of countless dinners, lunches, breakfasts, and 
snacks, present at every special moment shared with children, parents, friends, and 
loved ones.

To celebrate, we launched a campaign to uncover the stories around tables from the 
past 30 years, as told by parents and children, husbands and wives, and friends alike.

COMPONENTS: TV, digital campaign, social media



/ Image Campaign

CLICK HERE TO SEETHE CAMPAIGN

CLICK HERE 
TO SEE
THE CAMPAIGN

NameаШљWho eats together stays together њ

https://www.youtube.com/watch?v=0ZjmEG_jUrY
https://www.youtube.com/watch?v=_6vAtlQrFqY&ab_channel=WOPA


/ Product Campaign

ALFERS
TREMENDOUSLY CRUNCHY



NameаШљÑƖĲůĲŰĬŸƨƚũǃШĦƖƨŰĦőǃњ / Product Campaign

ALFERS
At the beginning of 2015, Alfers decided to revamp its marketing mix to transform 
into a completely new brand by the end of the year, with a new product recipe, 
packaging, and pricing. However, the rapid pace of change was not well received by 
consumers and retailers. As a result, the brand needed to anchor its messaging in a 
clear and distinct benefit. After conducting research, we found that Alfers 
performed exceptionally well in one of the two most important attributes for a 
wafer: crispness.
ϥn short, ɈCrunchyɉ became the unique product promise Alfers was looking for. 
ALFERS: Tremendously crunchy

COMPONENTS: TV, digital campaign, social media, special print project



NameаШљÑƖĲůĲŰĬŸƨƚũǃШĦƖƨŰĦőǃњ / Product Campaign

CLICK HERE TO SEETHE CAMPAIGN

CLICK HERE 
TO SEE
THE CAMPAIGN

https://www.youtube.com/watch?v=zPHvAsSVflc
https://www.youtube.com/watch?v=SqvVB7WogzI&ab_channel=NapolitaneAlfers


/ Digital Campaign

ARISTON
ìc ÑќÉШÑcEШ?E xШìfÑcШcE ÑШÂÖ~ÂÉе



/ Digital Campaign

ARISTON
When we hear that a heat pump Ɉtakes heat from the air and transports it into the 
house,ɉ it might sound like itɅs Ɉheating by magic.ɉ ThatɅs why, in our first collaboration 
with the Ariston brand, we launched a new campaign called ɈWhatɅs the Deal with 
Heat Pumps?ɉ with the clear goal of explaining, as simply as possible, how heat 
pumps work.
Together with three prominent influencers, we translated the technical and complex 
descriptions of heat pumps into straightforward language, inspired by each 
influencerɅs area of expertise. We then released this information as an episodic online 
show titled, fittingly, ɈWhatɅs the Deal with Heat Pumps?ɉ But we didnɅt stop there. We 
took each technical heat pump video and made it accessible for everyone by dubbing 
it in everyday language Ɂwith the help of Irina Margareta Nistor

COMPONENTS: digital campaign , social media, influencers  

NameаШљìőċƣќƚ ƣőĲШ?ĲċũШƽŔƣőШcĲċƣШÂƨůƓƚењ



/ Digital Campaign

CLICK HERE TO SEETHE CAMPAIGN

CLICK HERE 
TO SEE
THE CAMPAIGN

NameаШљìőċƣќƚ ƣőĲШ?ĲċũШƽŔƣőШcĲċƣШÂƨůƓƚењ

https://www.youtube.com/watch?v=sf0Ma2TOfow&list=PLNGVMXu0SfsiapmzNC39ynpibBuI6bpVN
https://www.youtube.com/watch?v=sf0Ma2TOfow&list=PLNGVMXu0SfsiapmzNC39ynpibBuI6bpVN


/ Product Campaign

AROXOL
ALSO EFFECTIVE AGAINST PARANOIA



 ċůĲаШљũƚŸШĲŉŉĲĦƣŔƻĲШċŊċŔŰƚƣШƓċƖċŰŸŔċњ / Product Campaign

AROXOL
There's no point in dwelling on it, but here we are. Nothing is more unpleasant than 
spotting a cockroach in your home. One cockroach usually means there are more 
lurking nearby, and until recently, the solution was simple: move! Sell the house and 
leave! After all, it's not just any bug Ɂit's the biggest, most repulsive cockroach you've 
ever seen, and the thought of sharing your space with it is unbearable. The same goes 
for mosquitoes, which, unlike cockroaches, also keep you awake at night. That's why, in 
partnership with Aroxol, we've introduced Aroxol Universal. It's the safe solution for 
dealing with flying and crawling pests, as well as for managing your perfectly justified 
(if slightly over -the -top) reactions when you see them. The entire campaign was built 
around a simple idea: we all panic when we find pests in our homes. But with Aroxol 
Universal, the solution is fast and effective.

COMPONENTS: TV,digital campaign , social media



 ċůĲаШљũƚŸШĲŉŉĲĦƣŔƻĲШċŊċŔŰƚƣШƓċƖċŰŸŔċњ / Product Campaign

CLICK HERE TO SEETHE CAMPAIGN

CLICK HERE 
TO SEE
THE CAMPAIGN

https://www.youtube.com/watch?v=7R4VwrBt0ok
https://youtu.be/lKohkd0f3Zg


/ Content Campaign

ABR*
MAMA LA NEVOIE SE CUNOASTE
*Brewers Association of Romania



 ċůĲаШљ~ċůċШũċШŰĲƻŸŔĲШƚĲШĦƨŰŸċƚƣĲњ / Content Campaign

ABR
Over the years, the issue of road accidents caused by alcohol consumption while 
driving has been addressed through various accountability initiatives, mostly 
focusing on the drivers themselves.  
While we all know that driving under the influence is both illegal and dangerous, 
impulsive decisions can sometimes lead us into risky situations. That's why we 
decided to broaden the conversation Ɂnot just with the person behind the wheel, 
but with those around them, their close ones who can directly or indirectly 
influence their decision to avoid getting behind the wheel after drinking.
The creative insight was developed to perfectly align with this strategy: no one 
under the influence of alcohol would dare drive if their mother were present. With 
this in mind, we built the campaign around a key character Ɂthe friend Ɂwho 
humorously takes on the role of the protective, nagging mother, delivering a clear 
and straightforward message: No alcohol behind the wheel!

COMPONENTS: TV, digital campaign, social media , special pro jects



 ċůĲаШљ~ċůċШũċШŰĲƻŸŔĲШƚĲШĦƨŰŸċƚƣĲњ / Content Campaign

CLICK HERE TO SEETHE CAMPAIGN

CLICK HERE 
TO SEE
THE CAMPAIGN

https://www.youtube.com/watch?v=GDaZekwZfE8
https://www.youtube.com/watch?v=5Pg25kgsUqA&ab_channel=WOPA


/ Content Campaign

ABR*
*Brewers Association of Romania
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/ Content Campaign

ABR
Romania ranks 8th in the EU for alcohol consumption among teenagers. To address 
this, we decided to take a bold approach by involving fathers doing cringe -worthy trap 
dances, hoping to discourage minors from drinking. That's how we came up with the 
video for the song "Ia stai cu tata" by Satra D.A.D.Z. As part of the Romanian Brewers 
Association's "Alcohol Doesn't Make You Big" campaign, the video aims to spark 
conversations between teenagers, parents, and educators about underage drinking. 
The campaign is built on two key insights: First, the undeniable influence of the trap 
genre on teenagers Ɂwhether they love it and drive millions of views or hate it and 
express their opinions online. Second, the common tendency of fathers to embarrass 
their teenage children in public, whether as a form of punishment, behavior 
correction, or just for fun.

COMPONENTS: TV, digital campaign, social media , special pro jects

NameаШљũĦŸőŸũШ?ŸĲƚŰѣƣШ~ċťĲШòŸƨШ7ŔŊњ



/ Content Campaign

CLICK HERE TO SEETHE CAMPAIGN

CLICK HERE 
TO SEE
THE CAMPAIGN

NameаШљũĦŸőŸũШ?ŸĲƚŰѣƣШ~ċťĲШòŸƨШ7ŔŊњ

https://www.youtube.com/watch?v=RM1uNtmly5E
https://www.youtube.com/watch?v=6-PDNBfd3sw&ab_channel=AlcoolulNutefacemare


/ Image Campaign

CEC BANK
fÑќÉШò§ÖÅШÑf~E


