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Ogilvy

The agency was
founded as a local
creative boutique,
Indigo.

Indigo became Indigo Ogilvy
by the decision of Ogilvy
Central & Eastern Europe
headquarters.

Indigo worked with Affiliation
2 of the top 10 Moldovan through Maximize
with Mindshare

advertisers, evolving
into a full-service
operation with media
and BTL development.

Affiliation through
Indigo with
Essence Mediacom

Ogilvy Moldova — a growing
business with a team of 64+ young

professionals, offering some of the
best creative and strategic

potential in the market.

The agency renamed
in Ogilvy Moldova.
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Indigo Ogilvy developed a heartfelt campaign for Linella’s
20th anniversary, titled “De 20 ani alaturi de tine”.

The campaign encompassed all channels — from TV

and digital media to outdoor and in-store materials

The collaboration continued with “Zi de zi adunam Moldova

la masa“, a campaign celebrating shared meals and local tradition,
brought to life by an emotional TV spot featuring Zdob si Zdub.

In 2023, the agency developed the campaign “Drumul spre casa
trece pe la Linell@”, bringing together top artists like Zdob si Zdub,
Cleopatra Stratan, and Gabriel Nebunu.

For the campaign “O istorie cu premii mari”, the agency developed
a brand-new set of mascots that were integrated

as a key feature of the brand.

Created the campaign for the Linella app launch, featuring
additional characters developed to expand the original mascot set.



Drumul spre casa
trece pe la Linella

The 2023 campaign “Drumul
spre casa trece pe la Linella”
celebrated the feeling of home
with a vibrant TV spot featuring
Zdob si Zdub, Cleopatra Stratan,
and Gabriel Nebunu. Devé
by the agency and rollec
across all major channel
the campaign reinf.d;
as a trusted part of ey

#strategy




Zide zi
adunam

Moldova
la mand

Prirccie oledla in petoaco
de | decembne 14 decembiie
sl parficipd in lombola

 ———

- -‘.i : "‘f

-

Zi de zi
e adunam Moldova

Zi de zi adunam
Moldova la mana

Perioada corBGiel 6 ootmbrie=u decombiie 2022 8
Mal rpdife dictali e wWww.lom@sallineliamd &, 4




2022

/i de zi adunam
Moldova la masa

The 2022 Campalgn "Zi de Zl Pramii Pasii de participare Mai mult de la Linella Parfenarn
adunam Moldova la masé&” | .
celebrated the everyday tradition Z| de vd

of gathering around the table.

Developed by the agency, it adunam

featured a powerful TV spot | Moldova
| lamasa

with Zdob si Zdub, bringing
authenticity and cultural pride
to the message. Rolled out
across TV, digital, outdoor, and P .
in-store channels, the campaign ; T— ik

reinforced Linella’s place in = a A ~ At cunoinia i int o a6God ou moucmanti ¢

the daily lives of Moldovans.
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2021

De 20 ani
alaturi de tine

The 20th anniversary

campaign “De 20 ani alaturi

de tine” reached over 190,000
participants. The agency
developed the entire concept—
from the slogan and scenario to
all visual materials—and
managed its placement across
TV, digital, outdoor, and in-store
channels.
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2024

O istorie
CU premii mari

The 2024 campaign “O istorie
cu premii mari” introduced a
new set of mascots, developed
by

the agency as a central element
of Linella’s brand identity. Their
playful presence added charm
and consistency across all
campaign touchpoints.
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2024

Christmas
campaign

The Christmas 2024 campaign
marked the full integration

of the mascots into Linella’s
brand identity, showcasing
their versatility and adaptability
across festive content, in-store
materials, and digital platforms.
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AYAS oo
Application

lauch

Linella app launch campaign —
introduced new mascots - red \

points — to engage a younger, o @ @
digital-first audience. Developed

by the agency, it positioned the N o I-L'Ef,ldl? —4
app as a smart shopping o L esca rca
companion through vibrant '
storytelling across digital and ’ / . =
in-store channels. a p I cat I a
- y
aduna
uncte
229.57 Puncte

34567891001

Toate = 3 o \
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2025

Moldova Concert
Brand family

The agency has created a brandbook
to define a clear, cohesive visual
identity for the Moldova Concert
ecosystem — including the main brand
and its affiliates: the National Palace,
the Chisinau Circus, and Cultural.md.
It presents the visual system and
logos through concise guidelines that
ensure consistency, flexibility, and
recognition.

MOLDOVA
CONCERT,
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. Tﬁ‘f 4, the Ege’tcy developed a
" int rnational campaign platform fol
Mezym titled “Don't Let Indigestion
Steal Your Best Moments."” The projec
included the'creation of a TV spot,
‘ key visuals,and a full set of
© supporting materials.
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2024

Totul incepe
de la gust

The agency developed a series
of bus stop visuals across the
capital, highlighting Carmez’s
full product range alongside
appetizing, easy-to-make recipes
to inspire everyday meals.
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Moldtelecom

Indigo Ogilvy manages the fixed telephony
and internet access ATL account of
Moldtelecom since 2003.

Assigned to the Moldtelecom media account in
2006 and 2007 — TV, planning & buying.

Developed the brand identity for the MTC mobile
operation launch in the CDMA 2000 standard —
Unite. Brand of the year 2007

We've developed new identity, the first
company brand book, and the integration
with Unite mobile and Business divisions.

As a result of the merger of “Unite” mobile
telephony with Moldtelecom, we developed
the new Moldtelecom logo and created the
new communication platform whose brand
ambassador is the singer Irina Rimes.



2003

Connected
for 22 years.

Our collaboration with
Moldtelecom began in 2003,
when fixed-line telephony was
kKing.

Here's a throwback: phone cards
for public payphones — yes, the
ones on the street.

What a time!
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2006

Unité launch

We helped launch Moldova'’s
third mobile operator, Unité.

From brand identity and
guidelines to campaigns and
materials — we built the brand

for over a decade.




2020

MyMoldtelecom

We designed the interface and
user experience for the account

management app.

MyMoldtelecom =

Litilizator

Parola £

I:::I Sl dedenid ca Termdnil o Conditile

Autentificare

Moldtelecom

Serviciile mele

Constantin Constantinescu 54, . =170 lei

—= Ana Constantinescu

Uil (B Telefonie mobils + Internet mobil

—= Damian Constantinescy

[ Internet acas3

Mama =170 lei
Constantin Constantinescu & B0 lei

Achita toate serviciile (340 lei)

(+) Adauga serviciu

Descopera mai multe servicii Moltelecom

6 B i e

Acasa Contul meu Plati Mai multe

Constantin Constantinescu

lﬂternet My balance =50 lei
0 ]..i un d e Extra usage 20 lei
2 5 G Linbilled charges S0 lei

Threshald 100 lei

Accownt status Active

Dptiuniigi servicii
"‘ Optiuni generice
&M Multiscreen
UniteTalk
Roaming

Friends&Family

Tl e

Contul meu Piati Mai rowlte

Constantin Constantinescu

=y 2 My balance =50 lei
Unite ) |

? 5 Extra usaga 20 lel
Unbilled charges S lei
Theeshold 1040 lei

Succount slatus Active

COMVORBIRI MATIONALE

min min

168 din 200

Optiuni si servicii

) B (4 sos

Acash Contul miy Plii Mai multe
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net mobil

Trafic net mobil nelimitat.
Modem 4G+WiFi cadou.
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2022

PrePay

Cartela PrePay is one of the key
parts of Moldtelecom’s
business.

Targeted at young users, the
brand got a bold, playful, and
rebellious identity.

OPTIUNEA

I.OlIPOP

{ _

G

Bucurd-te ne minute, sms si refele sociale nelimitat

cu opfiunile REEEL!

LEI

YALABIL 15 ZE

Optiunile Cartelei Moldtelecom se activeaza automat

la suplinirea contului cu o sumé echivalent& cu pretul opfiunii.
Daca suma depaseste valoarea optiunii, restul banilor raman
in cont. Scanafi QR codul pentru mai multe detalii.
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Constantin Templiena
Marketing Manager

+373 690 256 64

templienufifeliciale0.com
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2023
Rising - , s
Philharmonic - -
e RISING ™
initiative by the Ministry of Culture, -t P H I I_ H A R M u N I [:

required full communications support :

to launch its brand and a global ‘ T 4‘::— The project for reviving
architectural competition for s~ T ""“*ﬁ"‘;jﬂ'i‘j’""””if
its future venue. | 4

Rising Philharmonic, a new cultural

The institution needed to establish

credibility, attract international
attention, and align multiple
stakeholders—government, cultural
entities, and the public—under

a tight timeline.

The campaign attracted submissions
from top global architecture firms,
positioning Rising Philharmonic as a
visionary national project. The unified
brand, digital rollout, and stakeholder
engagement built strong public
visibility and set the foundation

for long-term cultural impact.

—— About the project

The "Serghel Lunchevic!® Mational Philharmonic in Chisinau |5 a central cultwral
space for the Republic of Moldova, On September 24, 2020, follewang a
devastating fire, & large part of the National Philharmonic was consumed by
flarnes

The "Rising Philharmonic”™ project is an initiative of the Minkstry of Culture of
the Republic of Moidova to rehabilitate the cultural bullding of the National
Phiirarmanie. The alm of the Initistve 12 ba arganize an Intermatanal
Competition of Architectural Solutions in order to obtain rehabilitation
concepts of the National Phitharmonic bullding. The winning concept will
répresant an sarchitactural solution of sxcaptionsl guality, contributing to the

further development of the image of the city and the country

by,
ha, .""Illt-l":l'l -
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UNHCR \ World Refugee Day

Strategic design
and communication
for impact.

We developed a wide range of
campaign materials for UNHCR
Moldova, supporting multiple initiatives
dedicated to refugees and host
communities. One of the highlights
was the 2024 World Refugee Day
campaign — a bold and heartfelt visual
message of gratitude from the refugee
community to the Moldovan people
and international donor

v
MULTUMIN
-
&
4
poporului moldovean, .
din partea comunitatii de refugiati — S e

" Regional Refugee Response
for the Ukraine Situation

DRULUI MOLDOVEAN,

LN

MRTEA COMUNITATI
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HUB

- [l
IMPACT N

Empowering women
through community
and identity.

We developed the strategy and brand
identity for GLIA HUB — a vibrant platform
dedicated to supporting women
entrepreneurs. From naming to launch
events, every element was designed to
nurture a strong, empowering community
of innovation and leadership.
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Cashless Alege
campaln sa platesti

Behavioral change campaign

&
In partnership with VISA and the on I ne

Moldovan Banks Association, this
nationwide campaign aimed to shift
consumer habits toward cashless
transactions, addressing public
hesitancy through relatable,
evidence-based messaging.

The campaign targeted a diverse
population with limited prior
exposure to digital finance,
combining public trust-building
with practical tools.

Strategic Actions:

Developed and launched ATL
creative (TV, OOH, print)

Created a dedicated campaign
website and digital toolkit

Vi

VISA

Delivered tailored messaging via CNpona THaciash el olaaniziin i Soookila

. _ ] Bancilor din Moldova in parteneriat cu Visa si cu
social media and influencers sprijinul tuturor bancilor comerciale din Moldova
Adapted communications by age, & = o= iz

region, and digital literacy level

Cu suportul Proiectului Tehnologiile Viitorului
finantat de USAID, Suedia si Marea Britanie.
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Always school
program

Behavioral change campaign

The Always School Program

IS an ongoing nationwide initiative
implemented annually in close
coordination with the Ministry of
Education. Each school year, the
program reaches approximately
8,900 5th and 6th grade girls in
~200 schools across 10 regions,
rotating locations to ensure full
national coverage over

a two-year cycle.

Designed to build self-esteem,
menstrual literacy, and positive
health behaviors at a formative
stage, the program is a flagship
example of social and behavior
change (SBC) in practice. Sessions
are delivered in-school by trained
moderators using structured
content and branded educational
kits, fostering safe, inclusive
conversations on puberty, self-care,
and emotional well-being.

Fil iIncrezatoare
la pubertate!

always
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Hospital
sampling

Behavioral change campaign

HOSA (HOspital SAmpling)

is the first and only national
hospital sampling program

in Moldova, with 17 years of
uninterrupted execution. Each
year, the program connects with
over 20,000 mothers — covering
~86% of all births in the country
— by distributing informative
kKits in maternity hospitals and
offering a first moment of brand
and behavior engagement right
after birth.

DescofEra = mi
\titfieal
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The interactive
book of history

The agency partnered

with the National Museum of
History of Moldova to create an
immersive installation that
brings the evolution of writing to
life. Through simple gestures,
visitors explore a giant
interactive book. Part of the
Muzeele Viitorului program, the
project blends storytelling and
technology for

an engaging learning
experience.

T

a8 This interactive book

gl presents the evolution of
7 writing and books, from
el the earliest signs of ancient
ji| civilizations to the digital
fam iy revolution of e-books,

Discover the secrets of Romanian
manuscripts, the development of writing
tools, the impact of the typewriter on human
communication, and interesting facts about
books, from the smallest to the largest.

Tix begiin Interacting,
stand on the starting points . '. '.

s o _
& it f‘ by i
i = e *.‘E-. ] ‘l:- ’ "_.. b Lk

o

_____________________________________

2800 mm

i i i e oy S s o e 0 0, s i e, 0., G, e .




e ATOATE 4
o,

e T L
T 'E-::uau:h .
lt-r-w:al.

n.'-l.'!l'nrf'-

o vt ey ot 11
{"!.mﬁf.. ardt
ot

L
i ¥ i
g

‘q"-"'.'.'ll.r.l.u 1

~ Ty shet ! W

sl wiing: e
vE '!'.'ih‘.‘ﬁ['-.’-.

A 1}

'I'r‘ri:i.

_,-,-\.-n.lu i T
S
§ e {E

I."'

-\.|.Il- e 1 T %

=¥
= e %
WE

AT g

ik et
gLk i-l.1"|'|'.-'!-:

A L
orifhs -.~_1.th1-;._-,_5
e

e ﬂi}.ﬂ'l'-“.

arilh ETY i
Lt at
Farh hun'r.ﬁ:vu i‘-wmum.is
:r.-s.tt.-'.'pir..-. |3-|:1'-|-11'|1"|'F,{|:|.
ﬂﬁﬂ'.!-ﬂ"ﬁb’-ﬂ
'mchf“'-.

fﬂ-:l:.:.nllh-.l. =
!llﬂlll."l'.ﬁ.
b
e L 2
‘Ju.fi,cn-!"' i gert Vo
m‘m‘m ALt ot TR
otk {iﬂ'ﬂ.ﬁ‘ill‘ll‘ll.'l.[l_ g L
Ltl?ll;'.l-'-'lh

Thes I psel®
wilh :;'iu.ﬂml-;r-h
""iF.1,|:-1:‘"'.1

al




Stamp of Gheorghe (Stefan) |8

the Chancellor, 1660
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In a vibrant era of (he Middle
Ages, Romanian culure
began to weave its story,
fighting foreign domination
and enriching nself with

. S
DYIARUNE, slavie, and Lalm

With the emergence of

;
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seals, writing in the nationa
language became a winess
to a Romamian society

in full evolution.

Monasteries, SeTving as
both religious sanctuarks
and cultural centers, B
e flame of learmng

1y their secret scriptond

'  reIgns
During the reigns
of Alexander Ui 00K
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Slephen the Grey (Saefan

el Marey Moldovan seribes
-:_rm:m AUnNique svde. :
the Moldovan scripy making
Efil::l €1 2 true golden age

10T TIATWISCTIpHS,

Each book was a handmade
masferpaece, resubting from
collaboraion among
various craftsmen: tanners,
miniaturists, and scibes,
all contributing to the final

creation.

) and
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SOCIAL MEDIA
ACTIVATIONS
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LIVE SESSION
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USAID \ #VinulMeu pieoh I T SR T o Y vernes.re (o —

Celebrating
Moldovan wine

D Bl = 1 7 bl il

By activating a diverse f o A B s
community of content (i - | s pagi ws

creators and wine lovers,

we created and turned
#VinulMeu into a movement.
With continuous community ) . . - _
management and storytelling, | | ' ' o la"ﬂ—,m\‘
we generated organic : i la
content that celebrated B
Moldovan small wineries

across platforms.

e MoCanu__iang
‘ -

Tare frumos

wvall, boghean v
(ErOAnad s ae

@vinul meu
@roninterents

acais mafll Cal && 1l
vlDul Bay crganitear] Wine g..._
recomard §i woul -.i_F.:tE;TS.g
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OSCE \ #StopVAW

Community-driven
awareness

Through impactful social media
activations and influencer
involvement, we built a strong
online community that spoke
out against gender-based
violence. Strategic community
management amplified the
message and encouraged public
participation under #StopVAW.

Agora.md e ] NiREHAT de telefon la care
puteti cere ajutor:
0 8008 80038

SPARGE

#SpargeTacerea
Spune despre violentd ACUM!

TACEREA @

Pt opvEIny

#STOPVAW
AGORAMD

Viclenta impotriva femeilor nu trebuie tolerats: Sparge Faceti swipe up pentru
Tacerea! mai multe info si ajutor

Sa nprrm Iﬂ-l:-‘EFE'-H -

| #stnpvaw

. #Ho scenrg |
i e MADSEg0



A FEW
COMMERCIALS




https://youtu.be/_UiQiUglTug https://youtu.be/ZuuPrMBroRw

https://youtu.be/6g1ysSRgGDc https://youtu.be/ny3Loc3Ds9c https://youtu.be/14NKEoOBvA4

www.youtube.com/@ogilvymoldova2574



https://youtu.be/_Ui0iUqlTug
https://youtu.be/6q1ys5RqGDc
https://youtu.be/OxMeySGt7Dk
https://youtu.be/ny3Loc3Ds9c
https://www.youtube.com/@ogilvymoldova2574
https://youtu.be/ZuuPrMBroRw
https://youtu.be/14NKEo0BvA4

Borderless creativity.
From Moldova to the world.

(+373) 69 79 2020
andrian.busuioc@indigo.md

Serghei Lazo street, 25/1 MD-2004,
Chisinau, Republic of Moldova d

United Arab

Ogilvy hives W PP Media Erates
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