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Effie Case Study 2023



An Unexpected Success story
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Grand Prix Effie - Long Term Campaign

DVE SLOVA,
KTERA ZMENILA VSECHNO

STOJI ZA TO JiST LEPE


https://docs.google.com/file/d/1HAwE15VTW4BT3I2DuI5D1OWY6_2Jh00V/preview

A FEW QUESTIONS WE ASKED OURSELVES ALONG THE WAY...



1- DO WE HAVE A CASE?
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2- WHAT'S THE STORY?
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STOJi ZA TO JiST LEPE

LEADING A LONG-TERM BRAND TRANSFORMATION



“We need to stay ahead of food trends in society”

FOOD TO
ENJOY AND
DISCOVER

This is where we are now and
we should continue to do this

Source : VCCP Strategy Document 2018



One strategy, different chapters
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2022
BETTER FOOD IS
BETTER FOR EVERYONE


https://docs.google.com/file/d/1bYtNp6tez7CQMVkOM91jztvUO-XkCBE6/preview

3- DO WE HAVE KILLER DATA?



AMBITION:

NO.1 BY 2025
Power share (%) — H119, H219, H120, H220, H121, H221
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Results

BRAND
POWER

11%>15%

In2018-23

THE #1

retailer for

“Living/
Eating better” &
“Eating healthy”

STRATEGIC
CONSISTENCY

‘Eat better”
S years

. Significant
increase in
basket

value




4- WHO'S THE BEST PERSON TO WRITE THIS?



“GOOD WRITING IS CLEAR THINKING MADE VISIBLE”

Bill Wheeler



There is no such thing as good
writing, only good rewriting.

— Reberl Graves —

AZ QUOTES




5-ISIT ALL WORTHIT?



GOOD CLIENT/AGENCY PR OF COURSE...




BUT ALSO REFLECTS THE IMPORTANCE
OF VALUE-BASED RELATIONSHIPS

OUR CLIENT’S SMILE

R LONG TERM & VALUE-BASED RELATIONSHIPS

HIGHER REMUNERATION
STRATEGY FEEDBACK

PLANNING MEASUREMENT

CREATIVITY O DEPLOYMENT

LOW VALUE
PERCEPTION SHORT TERM & PROJECT-BASED RELATIONSHIPS
LOWER REMUNERATION




IN SUMMARY

1- DIG FOR (UNEXPECTED) CASES
2- HAVE A GOOD STORY

3- HAVE KILLER DATA

4- GIVEIT TO YOUR BEST WRITERS
5-STOJIZATO






