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Part of the ad agencies world.
To be or not to be?

Slesd
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¢ TOL MAPTIEVTE ¢
Yla OAEG TIG EKKPEHOTIRER!"
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Meet the ad agencies world.
Ad world’s tribes.

Slesd



ANArOPEYETAI
H EIZOAOX ZE

AIAOHMIZTEZ &
MIKPONQAHTEZ
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CLIENT

SERVICE

CUSTOMER PLANNER PRODUCTION

Functions are 100% collaborative and interrelated.

‘ slesd





http://www.youtube.com/watch?v=4-R1VJmxKYQ
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A 360° e-Business
AGENCY

Founded in 2010
Clients from more than 35 industries
Offices in Greece

sleed.com




Company Structure

Digital
Marketing

Technology

Creative &

Content Web Analytics
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More than
Proud
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More than

330 Awards

| Pk

MARKETING AWARDS

29

Peak
Performance
Awards

e Stelios

¥ Foundation
— Award

Effie Award
“Small Budget” category

o e-volution
247

e-volution
Awards

55

Social Media
Awards

Great | Best Workplaces™
1F_‘Iace
©°

Work. [EeiE2e3 2019

Best Workplace Award

Partnerships

Google Partner

PREMIER

0 Meta

N\ Meta
Business Partner

Media
CERTIFIED COMPANY

slesd
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2xedlalovtac eva BRAND
from A to Z.

slesd



Moo elvar To 10 brand Tov 0a
KANOELC va dLawpnULoELG ;
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0,
Interviewee .. .qagency

_To mttuxio MoAltikeg Emiotnpeg

_20 mttuyio (uetamtuylako) oe USSR / Meta
Soviet Studies

_Mapovacia og Maveruotnuia Nordic
Countries & Russia

_MNapovoia / papers pe Bepatoloyia
MoAltikng Emotnung & AleBvwy Xxeocewv
_Evdiapepovta: dtaBacpa, Beatpo, ovepa




#not

MOIAErOMENGE TSl
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#yes
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la va dnplovpynoceLg eva
brand, mpEmeL va meLg pia
LoTopla.

We are story-tellers.

Slesd



ANULOVPYOVE LOTOPLEGC UE
edges & differentiation .
Not the same.

We take risks...

slesd






Who cares enough to
make the world half as big

by flying twice as fast?

-~

. British &
airways

W take more care of vou

Slesd



2tnv eTukowvwvia AEN A€pe
PEPata.

Yriapyouv kavoveg (KQAIKAX
AIAOHMIZHY).

A€pe TRV aAnBsia TOou MPOIOVTOG,
amAa TNV AEgE wpata Kau
oLapopeTika.

Slesd



H wpaia kat dtapopetikn Lotopia
Onuwovpyei €va perception yua to
brand pag.

2TOV KOGHO TNG ETILKOLVWVIAG
perception is reality.

Slesd



Perception is reality slesd



RUMOURS

London Dry Gin




Eva veo &nuiovpynpa otov Xwpo Twv
aAKooAoUXwV ToTwyv. Eva mpoosypsvo anootaypa mouv
Esxwpilst armo Ta vImoAouTa Aoyw TN Wlaitepne amoota&ng
pe BaAaoowvo vepO Kat TNV xpnon 13 diapopstikwv
EKASKTWY OLVOTATIKWV.

Me osBaopo otnv pakpa rmapadoon tov gin ar\a kat opeén
yla KawvoTtopia, To veo Gin npbs ywa va
Tapa&sl Ta vepa Twv PIAWYV TOL KAAOUL TTOTOV.

CLIENT
CUSTOMER SERVICE PLANNER



PLANNER

ZOGRAFAKI x Slesd
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MNMovu tomodsTNCaUE TO KALVOUPYLO
GIN
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Primary

Mpotewvopeva Primary Dimensions

lotopiKEG AvagpopEg 16€a / Agia (Mapga) AyyAin Mapadoon

ZOGRAFAKI * slesd



IoTopLlKEG AVaWopPES

e H amoota&n ps OaAacoivo vepo
TTAPATTEUTIEL 0T OAAacca

e To gin cLVBEETAL IOTOPIKA E TN
0alacoa w¢ MoTo TOL AyyAIKOU
VAUTIKOU

e To gin cLVSEETAL IOTOPIKA E TA
ta&idla Aoyw Twv sEWTIKWV
APWLATIKWY TOL arto TNV AvatoAn
- IvBleg, AppIKN

ZOGRAFAKI * slesd



H 18sa tnc mapeag

MolpalsTtal KOWVOUC KWOIKEG
ETTIKOWVWVILAC KAl APXEG

ZTIYHEG Slaokedaong Kal
QAVAMVNOELC

ZOGRAFAKI * slesd




AyyAwkn Mapadoon

e Asv pofatal va met 0Tt ival
London Dry Gin

e OMa ta &sva Gin pong, armo ta
orrola BgAel va “kAeel” peptdlo,
xapaktnptlovtal we London
Dry Gin

e Elval ev8sIEn yvnolotntag mou
TO (PEPVELTTIO KOovTaA ota original
AyyAIka gin

ZOGRAFAKI * slesd



Secondary

MNpotewvopeva Secondary Dimensions

Cocktail Culture Botava / Mupwdika I8laitepn ETiKETA

ZOGRAFAKI * slesd



Cocktail Culture

e H mapea prmopsl va cuvduaoTEl
LIE TNV KoLAToLpa Tou cocktail

e Alaokedaon, XaAapotnta,
MelPApATIONOC, ZTUA

® JUVTAYEG KOKTEIA

ZOGRAFAKI * slesd




Botava / Mupwoika

e Ta Slaltepa LLPWSIKA
xapaktnpllovv TNV Premium
gkboon

e Spicy xapaktnpag s pol
mrept & ginger

e Twist pe vropativt - 1I5aviko yia
KOKTEIA

ZOGRAFAKI * slesd



I0waitepn ETIKETA

e To oXnMA TOL HMITOUKAALOUL SV
TO S1ApPOPOTTIOLEL

® H ETIKETA UITOPEL VA KAVEL TO
LIITOLKAAL EgexwploTo m1.X. 3D
effect label | glow in the dark
label

e H sTikETA Ba gVioYLEL TA
primary dimensions aAAa 8ev 6a
XTICETAL N HAPKA TTAVW TNG

ZOGRAFAKI * slesd



Values

4o you want to Standf
Or>

Brand Wheel

et

Proposition

What can we say about
the brand that is unique?

What makes this brand
better?

Essence
Your brand’s
true character.

Benefits Substantiators

» Facts about

your brand
that support
the proposition.

* Tangible

benefits that
you deliver
for customers.

Nt to pe perceN®
Personality

ZOGRAFAKI * slesd



Me pwa gata...

. i faon yuix Euxaplotog EvBouclacpog ;
13 apwHATIKA KOKTELA Me v KatdAAnAn
mapéa PIopEeicva
, . KAVELC Ta TTAVTAL.
2iyoupn erthoyn N )
: . ; f X p O polpaoTEiq
London Dry Gin yetan (lT[AO‘ ‘W‘“ AuBevTikog ElAkpivera AyyAwn Mapadoon OTVLE
QITALTNTIKO GINn = AVHEG
Tonic No road is long TIEPUTETELEG, TTAON,
withgood —— orevoywplec&
company. Xapég, emutuxiec &
T yOopw ota 20€ Value for money AoTikOG revvailodwpia artoTuyieg, 15eec &

oxébLa, okEPEIC &
ouvatoBnipara.

Mdavw ano oAa va
— S — I TIEPACELG KOAdL.

Substantiators Benefits Personality Values Dimensions

ZOGRAFAKI * slesd



CLIENT
SERVICE

PLANNER CREATIVE

ZOGRAFAKI x Slesd



CrossRoads
Clique
Wayfarers

Blue Brit

5 Mates
Rumours



And the winner
T
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CLIENT
SERVICE

PLANNER CREATIVE

ZOGRAFAKI x Slesd
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JOW DIS 1L
BY HAND

OW DISTILLED BY HAND |
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RUMOURS

London Dry Gin

LONDON DRY GIN
SLOW DISTILLED BY HAND
750ml / 40%wol.




And the winner
T
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RUMOURS

London Dry Gin
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Creative Rationale

Me pla awvilypatikn ETLKETA, TO PTIOUKAAL Jag 08nyel va KPUPO-KOLTAEOUHE peoa o€ evav
KOOUO puotnpiou. O “kNmog”, cuvéudlovtag PAOPAA Kal PPouTwédn otolyela
avtikatomtpidel tn Botavikn mpoocwtkotTNTa Tou gin. Oco n gLyoupq, yevvnuevn peoa
OTOV KOOPO aAxnuelag tou gin, pag KAELVEL TO PATL yLa OAEG TLG KPUWPEG TOU Slaotacelg. H
oxeon Beppwv-PuxpwV XPWHATWY O CUVSUACHO HE TO XPUOO KATIAKL, SnuLtoupyolv Ttnv
(6La aloBnon moAuTtéAELag TTOU cuvaVTAE Kat otn yeuon tou. To Rumours Gin pag KaAet
O€ EVAV 0AYyNVEUTLKO TAESL, OTIOU KABE YOUALA attoKAAUTITEL TLG SLKEC pag aveElyviaoTteg

SL00TACELC.

ZOGRAFAKI * Slesd




CLIENT
SERVICE

PLANNER CREATIVE

ZOGRAFAKI x Slesd



The Legend

' BY HAND

Beatrix Rumours was born in London, England in 1894. She came from a small and

| :&f’
K

rather obscure family of lesser nobility that had historically made their living distilling

RUMOURS spirits, particularly gin. Not much else is known about her life or her immediate relatives

London Dry Gin

up until her sudden departure from the country in 1912.

At the tender age of 18, Beatrix Rumours had to leave England under strange and
somewhat cryptic circumstances which, to this day, remain unknown. Iler family was
said to have made some mentions of a famous boarding school in Sweden., but no

records of Beatrix were ever found there.

After a long and mysterious absence of 13 years Beatrix Rumours, having learned of her
entire family’s tragic demise from the Spanish Flu, returned to the British Isles, to claim

her inheritance, which included a somewhat large estate in the coastal county of Sussex. slesd



Now in her 30s and in no hurry to meet the spousal and maternal demands the society of
that time expected of her, Beatrix took up residence at her Sussex estate and devoted

herself to her family’s old gin business.

OW DIS 11
" BY HAND

Before long, she became known as somewhat of a recluse. Iler appearances in the nearby
town became scarcer and scarcer as the years went by and the people started making up
their own stories about the mysterious heiress. Little was actually known about her

during that time except that she liked to spend most of her time in a small secret garden

A &:’

~ fi

located somewhere in her family’s vast estate. It is said of that mysterious garden that

RUMOURS

London Dry Gin

whatever it lacked in size it more than made up for in sheer beauty and lusciousness.

By the time WWII hit Europe, Beatrix Rumours had managed to bring a renewed version
of her family’s gin into every pub in the county and every self proclaimed connoisseur of

quality spirits had only the best to say about it.

When asked about the recipe that produced her intensely fragrant yet smooth Gin that

apparently bared little resemblance to anything anyone in town had ever tasted before,

she referred only to an old family tradition of somehow making use of natural sea water

during distillation and the inclusion to that process of 13 special botanicals she had Sl@Sd

carefully picked herself throughout her extensive and obscure travels around the world.



After the end of the war, Beatrix managed to expand her business significantly and her
“magical” Gin was now enjoyed by everyone in England who claimed to know of “good

B drink”.

The taste of Ms. Rumours’ Gin, distilled with sea water and 13 special botanicals

remained unchanged and its quality continued to be kept at the highest level. ITowever,

Beatrix is said to have kept a special small batch for a few select friends and customers
%
g

.

RUMOURS in which tomato and pepper was ingeniously used in the distillation process, thus giving

London Dry Gin

it a unique and zestful character.

Beatrix Rumours was never married or had any children. After a certain age she seems
to have intentionally withdrawn from any kind of social life and as the years went by, her

appearances in public all but ceased.

This of course gave fuel to even more rumours and fables and people loved hearing and
talking about them in every pub, club or tavern hall in the country, usually over a bottle

of old gal Rumours’ Gin.

lesd



CLIENT
SERVICE

PLANNER

ZOGRAFAKI x Slesd





https://docs.google.com/document/d/19S_59Ouq33nPHpB6NsupjsXhO6gFlZjI/edit

CLIENT
SERVICE

PLANNER CREATIVE PRODUCTION
ZOGRAFAKI x Slesd




2€ 2 PACELG...

Soft Launch Main Launch

v : v
% Mia TpwTn yVweLHIa HE TO < Brand Campaign
brand: < Aéue TNV 1oTopia pag
< Landing Page (storytelling)
% AlyoTEPA LAIKQ, HE EUPACN O o EUTAOULTICOULE TIC
product elements ETTIKOWVWVIEC, AEIOTTOLIVTAG
% Tapouociaon Tou KOGHOUL ™mv TV
Rumours Gin, pe €ugpaon ota o Mapouoia os EKOECELG
YPQPIKO LAG KOGHO ¢  Mapovoia os S/M,kdBa

% Mapovocia ce HORECA

<* Influencer marketing

ZOGRAFAKI * Slesd



-MAIN SPOT
(TV, Cinema, Digital)



https://www.youtube.com/watch?v=6l7owCMvmZg
https://www.youtube.com/watch?v=6l7owCMvmZg
https://www.youtube.com/watch?v=6l7owCMvmZg
https://www.youtube.com/watch?v=6l7owCMvmZg

SOCIAL MEDIA CHANNELS

rumoursgin  ***
l AxolovBeite v Mijvopa  +2

Rumours London Dry Gin
Kpaoi/Owonvevpatwsdn
Everything Begins and Ends with Rumours.
Crafted with 13 botanicals and a hint of sea salt. € ‘&
Uncover the taste, savor... neplocotepa

@ rumoursgin.com www.facebook.com/rumoursgin

’ AxolovBeitan a6 Toug terilegaki, f_athanasakou + 20 cxopn

24 1012 AkolouvBeite
Snpootevoslg akoAovbot !
XprioTeg

pi ® & . : ;
S S W i v O www.instagram.com/rumoursgin

KUMOURS




What moment would you

pair with Rumougs? Step into the holiday
.

spirit.

RUMOURS

London Dry Gin




PERFORMANCE ADS

oy N
Sip the story, taste the secret.

RUMOURS

London Dry Gin




WEBSITE

RUMOURS | PRODUCTS | THELEGEND | GALLERY

London Dry Gin

Have you heard
the word on the
street?

Ms. Beatrix Rumours' legendary Gin is here to

bewitch and beguile those who know of g0od drink
and who appreciate the finer things in life. The

and spirit of this exceptional London Dry Gin is
kept intact and true (o its legacy. Made with hand-
picked, first-rate ingredients and fresh sea water,

‘where craft meets artistry. Rumours London Dry
Ginis sure to have made Lady Rumours proud.

35y AV . N

www.rumoursgin.com



http://www.rumoursgin.com

RUMOURS
Lodon D
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RUMOURS

London Dry Gin

DISTILLED WITH SEA WATER




London Diy Gin

RUMOURS - \ UMOURS
ondon Dry Gin
$ Guest Bartender: George Dendrakis

A fine Line Crafted with passion, ‘You've heard
between, art and cocktail. stirred with a smjle! the “Rumours”

Giannis Vavadakis R&D Manager at Line Nikos Sourbatis Bar Manager at The Clumsies Time to taste them

SUNDAY 9/2 : SATURDAY 8/2 ~
14:00 - 18:00 y 14:00 - 18:00 Dat

4(11/2% | 21:00

Metropolitan Expo a Y Metropolitan Expo
Hall 1, | / Hall 1,
Stand A37 Stand A37




RUMOURS

London Dry Gin

RUMOURS NEGRONI 8€
Rumours London Dry Gin, Bittar, Varmouth

RUMOURS SOUR 9€

Rumours London Dry Gin, Cucumber, Lomongrass, Lime

RUMOURS GIN & TONIK 7€
Rumours London Dry Gin, Tonic, Thyme

MANGO PALOMA 8¢ MAITAI 9€
Toquila, Mango & Peach Soda, Lime. ‘Agad Rum, Almon, Orangs, Lime
PALOMA 9¢ APEROL SPRITZ 7€
Tequils,
BEER s

pizza sUICE 3¢

RUMOURS

London Dry Gin

EVERYTHING BEGINS
‘WITH THE FIRST STP

RUMOURS NEGRONI
Rumours London Dry Gin
Raspberr
Hibiscus

Vermouth
Bitter

BLOSSOM

Rumours London Dry Gin
anilla
Cherry Blossom
Tonic

RUMOURS

London Dry Gin

EVERYTHING BEGINS
'WITH THE FIRST SIP

KARNARI NEGRONI
umours London Dry Gin
Lyrarakis Karnari (100% Kotsifali)
Vermouth
Bitter

MS. BEATRIX'S FLOWERS

Rumours London Dry Gin
Lyrarakis White (Muscat of Spina Vidiano)

Lime

RUMOURS SOUR
Rumours London Dry Gin

Lemongrass

AYRARAKIS

CUSTOMISED
MENUS




RUMOURS

London Dry Gin
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[ RUMOURS

London Dry G

|




A&lohoywvtag
pHla Kaumavia

)

Operglhing beggins ~nd) eadl
e // '%{m/w 2

RUMOURS

London Dry Gin

Awareness: 40%

Consideration: 25%

Trial: 20%

DISTILLED WITH SEA WATER

Sales: 15%

slesd

www.apolafste.ypefthina.seaop.gr AnoAavote unglBuva



“DEPE POV TOV KATAVAAWTI) OTO
pagpL.
Meta avaAauBavw eyw”

HpakAng Zwypawpakng
CEO Rumours London Dry Gin

Slesd



SLEED
THE WAY

PODCAST

Ti1 KOoI1vO Exe1 Evag KpnTiKOg, Eva agency kai £va gin;



http://www.youtube.com/watch?v=YUrHCR0jAes

Send us your CV




Together we l' /

slesd



