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We DrivE
EMoTIOnS tO
CoNVeRSionS

Insightful Creative Strategies that
Impact Omnichannel
Consumer Journey



We make big impact,
insightful creative campaigns

ThAt DeliVer
BotTom LiNe rESults.
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End-tO-eND
ldentifying and activating the

critical touchpoints that drive
emotions and bottom line
actions : IRRENN
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Mapping I

Architect

Conceptualize

Activate

ADMINE

I Orchestrate



ThE MAC A O " BoX

poly-parametric consumer mapping

Consumer
Purchase

Audience Time

(andsize) Period g
‘ Behaviour

These 6 parameters along with the consumer and market data backing the process, define the critical:touchpoints
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T ANIWAY

Ermis Awards 2010:

Media shops

Ine.

We POWEr
-powered firm.

We are 66 man
66 stars, with a passion to sh
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AWARDS
IN LAST 4 YEARS

The AwaRded AttiTUde

European Business Awards National Champion

ERMIS AWARDS PR Agency of the Year
4 Grand ERMIS AWARDS

45 ERMIS AWARDS
3 Young LIONS Competition ( Greece - Cyprus )

6 Social Media Awards

+ Effie Awards / EVGE Awards / DIME / Carob

ADMINE



DIGiTal MedIa
PLAnniNg
ExcELLeNCe

¥t

AWARDED IN DUBLIN AS

TOP AGENCY

IN VIDEO ADVERTISING

x

VIDEO STAR

Google
Partner
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We gRoW

Every day_there
Every day_creative performance
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PHILIP MORRIS
INTERNATIONAL
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MITSUBISHI
MOTORS

ORIS

Swiss Made Watches
Since 1904
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ILLIOUNI

Energizer

Tpdnela Konpou Ei

MAKEDONIA PALACE

Microsoft

EPSILONNET

& onan

HONDA

The Power of Dreams

\ /
WILKINSON

/e AUTOVISION

SWORD

= AUTOVISION

| TEXNIKOX EAEMXOX OXHMATON |

General
Insurance

of Cyprus

JPEN

BEYOND TV
H ANOIXTH THAEOPAXH
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Data

Intelligence

Across all Platforms

* K )
MAJESTIC % quintly i suite
E socialbakers O Alchemy

Buylng & managing soclal medla Ad campalgns
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# ADMINECASES

Case:

MAKEDONIA PALACE |
REMAKE

2016 was a highly significant year for Makedonia Palace, as it
was the beginning of the total renovation process that will was
completed in May 2017. ADMINE was asked to help manage
the discomfort and complains that the renovation works would
cause to the hotel guests during their stay, with an effective
communication proposal. How can you make a re-novation
being from a disturbing, turnover-loss experience to an all-
eyes-on-you campaign?

»FORMED THE
PERCEPTION OF A SYMBOL'S
RENOVATION

ADMINE



REMAK

|

ADMINE

NEOI XQPOI

To Makedonia Palace &
evowparwoei orov
néAng

Standard Sea View Room Junior Suite Deluxe Suite Presidential Suite Top Floor
6th floor th floor 7th floor 8th floor 9th floor



M

MAKEDONIA PALACE

The process:
We wanted to make people of Thessaloniki and visitors become part of the history of

Makedonia Palace, connect with them in an emotional level and communicate to
them the project in total honesty and transparency.

What we did: We created:
REMAKE—REMAKEDONIAPALACE.COM an ode to the story behind the renovation.
» We launched a DIGITAL PR-led campaign that broke every record- more than

350K in eamed media and made queries for MP sky-rocket!

ADMINE

The REMAKE site

The remakedoniapalace.com site is an ongoing project with content that follows the stories,
people and renovation process of the hotel.

The platform hosts a rich mix of content with timelapse videos, 360 room views, interviews,
contests and a bigger activation that will make guests and citizens part of the hotel’s future.



['he kick of REMAKE conference
The goal was to evoke the interest of the press and influencers, so

that they would spread the word and write about the hotel renovation
project.

During the conference, the journalists and media publishers would
learn all the detalls of the renovation, see videos and the first 3Ds of
the renovated spaces.

The original gift given to the attendees was well received; it was a
lavender, a plant known to grow with proper care after one year...
exactly when the renovation works would be completed.

INFLUENCERS TELL THEIR STORY
Top local influencers like Major of the city, Mr. Boutaris were filmed in

short documentaries telling they memories and expectations of MPs.

What did we achieve:
Makedonia Palace managed to stabilize revenues during renovation

+ the whole of Greece is waiting for the brand new renovated Hotel

ADMINE



Iotopia Né€ot xwpor ITpéowna

ReMAKE

THE STORY BEHIND THE REMAKE
OF MAKEDONIA PALACE




DELIVERED AN
IMPRESSIVE

YET SUBTLE
GASTRONOMICAL INV

FOR GREECE'S TOP SPECIAL EVENT
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nside your dreams

HALKIDIKI IN ONE
PORTAL

Case: Visit-Halkidiki.gr
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# ADMINECASES

Case:

UNSEEN GREECE |
HUAWEI

THE UNSEEN.

With the launch of its new flagship smartphone, Mate 20
Pro, Huawei wanted to create a visual content that

showcased the abilities of its triple Leica camera to the full.

Therefore, it chose 20 Instagrammers to travel Greece and
caption the unseen beauty of not-so popular destinations.
The project was shared in social media through pictures
and mini-videos, while the result was given to GNTO for
their next tourist campaign.

ADMINE
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Case:

CONVERSE

CONVERSE

TG U i T

Converse wanted to approach the younger generation and
communicate the One Star Sneaker through a new One
Star brand truth. Thus, it created the first vertical mobile-
only movie that follows 5 Antiheros and their
unconventional, free-spirited, creative reality. A movie that

has a gen Z attitude, through the utmost trending medium:
the vertical screen.

RATED ONE STAR.
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We created a 360 campaign to re-introduce to the
audience an “old”, almost forgotten telecommunications
brand that only communicated offers.

Our goal was to launch the brand by completely re-
inventing the codes of the industry and distance ourselves
from the competition.

It was a “tabula rasa” project, starting from the logo
retouch and the brand id, to the release of the TV video
and digital campaign.
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} Welcome to the magical world of prepaid.
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W o Liked by spiros_fi and 3,153 others

Jkiniti Av oAa ntav Q, o KaeC cov Ba Ekave
O Q V qutoparta refill. AmAo; Avtovonto; #toocoanAa
fyiveQ #myQ #xiwovotap
@& " Liked by nasiae and 4,852 others

gkiniti ®pe Tov napagevo iAo cov otnv Q Kat

KEPOLOTE Kat ot duo. #Kove #tocoanAa #yiveQ ' Q V
#myQ

.o ® Liked by spiros_fi and 2,833 others
. Q V m gkiniti Ebw ekg@paleocal eAcBepa. Xwpic Tapumou.
@' - @ Liked by nasiae and 6,018 others REBIGUVTEETCIINL Sy M

gkiniti Kahokaipt TeAog. Qpa va BupnBeic TL pEpa
glval. #rogoanAa #yiveQ #myQ




360 DIGITAL
COMMERCIAL

Case: BIC | ANTI-STRESS
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e X oliviag ‘Oco peyaAwvouv ta atdld pou,
ik : ’ Mo, o, 1000 Ue {opilel pEoa pou To Ayxog TIou
I . Le : TOUG SnuLoUPYOLVY Ta KABNUEPLVA
1 / boa s 3 443 OXOALKA KaBrkovTa Kal oL

8paoTNELOTNTESG Kabnuepwva
Mmaivw oTta amolTola Toug Kat
TPooTIaBw va BuuNBw Tov EQUTO HoU
Tadi, TOTE TIOL AYXWVOHOUV KAl EVW vVa
elpal KaAr) HabnTeLa, va unv Kavw

AGON, va unv peivw miow... Elvat

ﬁ. workingmoms.gr -

14:40 v
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« Safari workingmoms.gr Quudote ota
OXOAKA Mag XPOVLA TIOU WG MaBNTES
. . . . 5 TAvTa pa avta Opws, To Aayxos Hag To
< #blcagalnsta nXlety A } ESOTTOL’)CCluE‘ oe éva‘ KQTTdKl’Blc;
W R Kat wg yoveig Tia, 600 {ntdaue

TMeploodTEPA amod Ta Tasld pag, tooo
ekeiva {NTAve TIEPLOCOTEPN KATAVONON,
UTIOO TNPLEN Kal cupmapdotaon!

Fewer than 100 pOStS ' ’ A ‘ \ Ag BonBrjcoupe Ta TtadLA pag va

SlaTtnpenoouy To Kamdakt Ing BIC

. avaAAOiwTO 0TOV XPOVO, XWPIG
‘ .. . 5 Gaper le ude { onuadia.
_ beaUtydIarles V . : rLaT[ o (IXVXOQ «Bev» Vpd¢8l K(’)\d-

#LINKINBIO ' a&iel va adplepwoeTe

£€va AeTITO va SeiTe TN vEa Kaumavia
Followed by tasos7003 3 ™G @BIC_GROUP e otdxo TV

.. . . €0aLCONTOTIOINOT TWV YOVLWV Kal
beautydiaries Alafacua. MeAetn EKTIQUBEUTIKGV Y1a TO AYXOQ TWV

‘Qpeg mavw amo RBAla. NvwoTto Te , ' padntav. Z # H o akndwn
OKNVIKG. 7 & ] !

TOp Recent : v Ta madid ypddouv wotopia. | ) i © Qv m

Ot £dnBot ypddouv To HEAAOV. ) &  Liked by franceska and 486 others

Kt gpeic OAOI E€poupe KOAA OTL TO ‘

ayyxog Sev ypadet NMOTE kaa! 7%

Ta HloopaywpeEVa KATtAKLa Tou

ayarmnuevou otuloL BIC deixvel ar

TIAVTA 0€ UIKPOUG KAl UEYAAOUG TNV

AU A TN (VAATATOALN VAAULN

O Qv

ﬁa Liked by tasos7003 a ‘ . : X i { evistathatou «

i
‘-cs Saan
E { ‘ evistathatou Eivat ¢popég mou péoa
. . - ' ano Ta matsld pou Bupduat To ayxog
@ zoikronaki - . 1 “ Tou oXoAgiov. Alaywviouata,
j o qnpo§eléonoinru regr, eEerdoatc,lro
OTOMAXL MOV VA TIOVAEL KAL TO KATIAKL
amno 1o BIC 0TUAS pou pHovipwg
katadpaywpuévo. Mnati téoo ayxog; Ta
) . XpPovia Tou Ba £mpete va ivatl ta o
KATIAKL ATTO OTUAC avépela, E€yvoloTa, EuxapLoTa, ot

zoikronaki ‘Otav
amnod Tnv @bic_gre

€AUTO OV WG pak
AUTO TO KATIAKL i
Hou oTIG e€eTAoEl
oMot auTo Sev eivi
TIAAL QUTO TO KATH
GUMBOALKY] LUTIOO)
Na diatnperiow to
0TO XPOVO XWPIG «
$POVTIOW va HET(
dwng Kat oTa Taw

KAAUTEPES AVAUVIOELG... Mati TpEmel ol
HOBNTES va poPTWVOVTAL PE
uTtepBOALKO Ayxog; Kaud popd v
BAEToupE Ta oNUASLA, aAAA elval eKel,
UTIPOOTA HaG, 0TA HloOpaywUEVa
KATIAKLO TOU OTUAO. Toug {nTAME TTIOAAG.
AG (oo TE TOUNAXLOTOV EKEL, va
Sel€oupe katavonon, cuumapdcTaon,
Va MOLPACTOUUE. AKOUN Kal av TWea
TILa 1o Ayxog Toug UTTopEl va pag

Sev "ypdgdel" TIOT {
#bicagainstanxie! O Q V N

@BIC_GROUP - 471 likes

Y efistrouza ®avtc
O Qv

@ Liked by elenitsolaki and 345 others




NORDKAPP THE MOVIE | HONDA
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NGAOKAP EO(TION

The case:
Honda wanted to re-enter the adventure segment, totally occupied by BMW GS.

What we could do:
Advertising the all new Honda Africa Twin

What we did:
We launched an adventure campaign instead, based on raw, “riding like the wind” content.

3 guys starting from Greece aiming to reach Nordkapp, the northern European frontier, in Norway.
17 countries.

3 drones, 5 cameras.
Amazing stories.
All covered live in Facebook through link updates, on-road contests, special highlights and many more.

What did we achieve:

The best digital metrics ever! 182.701 visits on the website. +2.000 new fans on Facebook. +154% engagement on social media.
Nordkapp became a movie, launched in cinema, now aired on NOVA.

Honda global even let Honda Greece design an all-new Nordkapp edition Africa Twin. This happens- never.

Did we sell? Back-orders till July 2017
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