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✓Ko je v resnici …Nekateri ljudje mislijo, da je Argeta …



✓Ko je v resnici številka 1 mesna 
in ribja pašteta v Evropi!

Nekateri ljudje mislijo, da je Argeta …



PREKLETSTVO ZNANJA.

Če ni Argeta, je samo pašteta.



STOPNJE ZAVEDANJA.

Kakšni so poslovni cilji?
ARGETA NEWCOMER
Osvojiti trg s superiornostjo znamke

ARGETA CHALLENGER
Zgraditi relevantnost kategorije in zmagati 
s superiornostjo znamke

ARGETA LOVEBRAND
Povečati frekvenco

ZRELOST TRGOV



Insights.

Več kot potrošnik ve o Argeti, večja je verjetnost, da se jo bo odločil poskusiti oziroma kupiti.

What is 
Argeta?

Argeta is a 
spread

Argeta is a 
meat
spread

Argeta are 
meat and
fish
spreads

Argeta are 
meat and
fish
spreads
but there
is also
Junior 
spread for
children.

Argeta is 
number 1 
pate in 
Europe and
doesnt‘t
contain
any
preservati
ves

Argeta is 
number 1 
pate in 
Europe and
doesn‘t
contain
any
preservati
ves or
artificial
colorants
…

…





DIGITALNA STRATEGIJA.

Uporabniška pot ni linearna, 
ti cilji nam pomagajo, ko se 
odločamo, kako bomo uparili 
kanal, vsebino ter ključne 
kazalnike uspeha.

AWARENESS

CONSIDERATION

CONVERSION & RETENTION

CILJI

Doseg. Vidnost.

Frekvenca. Obisk. Vpletenost. Stik. Čas na strani. 

Uporaba ključnikov, tagov. 
Stopnja odpiranja sporočil. 
Klik na kje kupiti/kupi zdaj. 



DIGITALNA STRATEGIJA.

VSEBINSKA STRATEGIJA

MEDIJSKA STRATEGIJA

TAKTIKE

KANALI. FORMATI. CILJANJE.  

Kaj sploh je vsebina?

Kaj moramo vedeti, da 
postavimo/potrdimo/optimiziramo medijsko 

strategijo?

Kaj je razlika med strategijo in taktikami?



FACEBOOK

„TOP 10 THINGS TO 

DO/SEE/WEAR/EAT“ 

THIS MONTH

SPORTY, 

ATTRACTIVE, 

SMART, 

ARTICULATE

INSTAGRAM WEBSITE YOUTUBE

THE „TABLOID“ OF 

DIGITAL

YOUTUBE KILLED 

THE TV STAR



JUNIOR 

ADVENTURES

THE „NEW YORK 

TIMES“ OF DIGITAL

STILL STANDING!

LINKEDIN E-MAIL MARKETING

SAFE PLAYGROUND 

FOR KIDS 

OR RATHER

AMBASSADORS?

INFLUENCERS



IZZIVI.

KOMPLEKSNOST NASLOVLJIVOST TRANSPARENTNOST ZAUPANJE



Oglaševalski kanali in zaupanje potrošnika

Source: Nielsen 2021 Trust in Advertising study



IZZIVI.

IZOGIBANJE 
OGLASOM

SPLETNE
SKUPNOSTI

MARKETPLACES SOUSTVARJANJE
ZNAMKE



PRILOŽNOSTI.
DRUŽBENA OMREŽJA POSTAVIMO V DRUGAČNO VLOGO















PRILOŽNOSTI.
ZAVZAMEMO POLJE IN GRADIMO SKUPNOSTI

Source: Mark Adams, VICE media, Adworld 2021



DOBRA STRAN KRUHA.



ISKANJE ZA KLJUČNO BESEDO „KRUH“



NOVA KOMUNIKACIJSKA 
PLATFORMA.

KAKOVOSTŠTEVILKA 1 
V EVROPI

DOBRA STRAN 
KRUHA











PRILOŽNOSTI.
INOVATIVNOST V MARKETINGU NAMESTO VRAČANJA V KONTEKSTUALNO CILJANJE







PRILOŽNOSTI.
TRAJNOST IN TRANSPARENTNOST – TUDI PRI ZBIRANJU PODATKOV





PRILOŽNOSTI.
TUDI ČE NISMO E-COMMERCE, LAHKO KUPCA TUDI NA SPLETU PRIPELJEMO DO IZDELKA



REGIJA. INTERNATIONAL.

Top of mind.
Poudarjanje usp-jev.
Povezovanje s potrošniki.
Večanje frekvence.

Predstaviti znamko.
Predstaviti okus, mazljivost (first trial).

Pokazati, kako se izdelek uporablja.
Gradnja zaupanja v znamko.



REGIJA. INTERNATIONAL.

Simona Koren
Regional brand
manager

Špela Cocej 
Minatti
Regional brand
manager



1. REACH FB & IG 2. REACH & TRAFFIC FB & IG 3. GDN 4. YOUTUBE brandlift

Digitalna komunikacija na tujih trgih 2020



1. REACH FB & IG 2. REACH & TRAFFIC FB & IG 
3. OUTBRAIN  
NATIVNO OGLAŠEVANJE 

Digitalna komunikacija na tujih trgih 2021



JUNIOR ADVENTURES CONTENT

Digitalna komunikacija na tujih trgih 2021

SEARCH



A/B TESTIRANJE SPOROČIL VPLIVNEŽI
PODPORA AKCIJAM V 
TRGOVINAH

Digitalna komunikacija na tujih trgih 2022



CONTENT GARDEN

Digitalna komunikacija na tujih trgih 2022



Digitalna komunikacija na tujih trgih 2022



YOUTUBE

Digitalna komunikacija na tujih trgih 2022

TEADS



Digitalna komunikacija na tujih trgih 2022

PRILAGODITVE SPLETNE STRANI



Digitalna komunikacija na tujih trgih 2022



Google trends



Date: Jun 21

GERMANY  
Building awareness
through Digital communication



How many inhabitants does have Germany?

How often does Slovenia fit into Germany?

How many classical retail touchpoints does have Germany?

Quiz.
Do you know Germany vs. Slovenja?

DE: 83.756.658 inhabitants vs. SLO: 2.100.000 
inhabitants

DE: 357.386 km² vs. SLO: 20.271 km²
it fits 17 x

DE: More than 30.000 POS vs. SLO: approx. 2.000 POS 

Answer:

Answer:

Answer:

Argeta in Germany 



2017

Status Quo. 

Argeta launch 
in classical 

retail

Assortment

Focus on meat, 

Junior & fish SKUs

Distribution

Listing for 
international 

shelf

Geotargeting

REWE in South 
& Mid of 
Germany 

Argeta in Germany 



3 different target groups.

GOAL:
Acquire new domestic 
consumers

CHALLENGES:

1. Low brand awareness

2. Distrust in products 
in can

3. Position in the store

Domestic Consumer Traditional Consumer Halal Consumer

GOAL:
Keep traditional EX-YU 
consumers 

CHALLENGES:

1. Emotional bond with 
brand is weakening

2. Further generations 
adapted to new culture 
and eating habits

3. Cheaper competition

GOAL:
Acquire new ethnic halal 
consumers

CHALLENGES:

1. Low brand awareness

2. Limited knowledge of 
TG’s

Argeta in Germany 



Potential Domestic Consumer. ✓Germans are heavy meat eater

✓Only few free from spread 
available

✓Not many special “kids” 
assortments

✓Only few alternatives for pork & fish 
spreads

Argeta in Germany 



Objectives.

▪ Instore Tastings
▪ Touchpoint Samplings
▪ Instore Cash Back 

Campaigns
▪ Displays

ENABLE FIRST TRIALS

Covid 19

All campaigns with geotargeting

Argeta in Germany 

Increase AWARENESS

▪ Print Advertisement
▪ PR campaigns
▪ Digital campaigns
▪ Influencers
▪ Raffles



Objectives.

ENABLE FIRST 
TRIALS

▪ Print Advertisement
▪ PR campaigns
▪ Digital campaigns
▪ Influencers
▪ Raffles

Increase AWARENESS
▪ Launch spread love platform

▪ Campaigns with local content 

providers

▪ Fish Campaign

▪ Launch Junior Edutainment

▪ Junior Campaign

▪ PR Campaign

▪ youtube campaign

▪ Mini influencer campaign

▪ GDN campaign

▪ Digital cash back

Argeta in Germany 



Transforming instore CASH BACK into digital.

Objectives

:

2. Creation of first trials

3. Rotation push

1. Increase of awareness

Argeta in Germany 



Transforming instore CASH BACK into digital.

2020

▪ Planned period: 3 months
▪ Retailer: Mass Market Rewe
▪ Communication: 400 displays, Facebook and Instagram
▪ Geotargeting

▪ Participants: 3.546 people
▪ Budget spent: 25.000 Euro (displays, display

placement, POS materials, only 500 Euro media buy)

POS + digital communication Digital communication

2021

▪ Planned period: 6 weeks
▪ Retailer: all mass Market 

▪ Communication: Facebook and Instagram
▪ Geotargeting

▪ Participants: 4.298 people
▪ Budget spent: 3.265 Euro (only media buy)

Argeta in Germany 



Transforming instore CASH BACK into digital.

Argeta in Germany 



WOW: Brand Building and Digital 
Team.

Initiati
ve

Preparati
on Media 

Brief

Performan
ce Analysis

Preparati
on 

Creative 
Brief

Approval  
Media 
Plan

Approva
l Digital 
Material

s

Argeta in Germany 



1. Digital campaigns are great support to increase awareness

2. Geotargeting helps to concentrate budget on needed region or key-account

3. Digital campaigns can create first trials and increase rotation

4. Analyzing results helps to create better materials for next campaign

Learnings

5. Close cooperation of digital team and brand management is key to success

Argeta in Germany 
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Ekipa



DIGITAL

REGIONAL 
BRAND 

MANAGERS 

• BRAND BUILDERS 

DEVELOPMENT

LEGAL

IT

CREATIVE 
AGENCY

MEDIA AGENCY

SoMe AGENCY

WEBSITE 

Devs

SPONSORSHIP

RESEARCH 
DEPARTMENT



Simon Horvat Tjaša Pinter



Simon Horvat

Patricija Premrov

Jan Omahen

Nina Melink

Valerija Smolej





Eneja Šušteršič
Mojca Grizold

Neja Šušteršič



Uroš Svenšek

Mojca Grizold

Neja Šušteršič

Uroš Svenšek

Ana Šušteršič



Goran Kristijan



„Product is the new bomb again“ Scott Galloway

„Marketing is about making things better by making better things“ Seth Godin

Aktivno spodbujajte k učenju

Vaši kupci so ljudje, ne številke

Analogne procese spreminjajte v digitalne inovacije 

Začnite graditi svoje skupnosti



HVALA
p.s. recepte za kruh najdete na 
www.argeta.com/spread-love


