Furia outstands for innovative ideas that are strategic and fresh.
Furia thinks in an holistic way, using design and contemporary
media as key tools for communication with successful results.

We develop cultural relevant concepts, visual languages and
advertising campaigns for brands, products, organizations
and individuals with local, regional or global demands.

We are a multidisciplinary group with an innovative,
restless spirit whose sole mission is to create positive change for
our clients and their businesses.

SERVICES
Communication Platforms
Integrated Campaigns
Advertising Campaigns
Graphic Design
Naming and Logos
Corporate Identity

Editorial Design
Art Direction
Art Curation
Fashion
Product Design and Strategy
Packaging

Web Design
Digital Campaigns
Videos and Commercials
Social Media
Activations
Installations
And any other form of
communication that is out
there in the future to explore...

HAVE FUN.

BRIEF

Coca-Cola
125 anniversary
Campaign

2011

The 125 Reasons to Believe in
a Better World is the product
of a two-year global research
that discovered that every day
there are more good things
happening than bad things.
Coke commissioned FURIA
to develop an iconic book to
be the testimony of all this
research and content for its
anniversary global campaign.

PROBLEM

Communicate boring statistics
in a tone that is funny,
approachable, warm and cute
making them more accessible,
real and important.

SOLUTION

FURIA curated a long list
of international artists,
photographers, illustrators and
asked them to show their own
point of view and interpret each
of these 125 facts.

RESULTS

The book became a manifesto
for the campaign and a
collectible item. The content
of the book was so compelling
.
and cultural relevant that was
used on graphics, packaging,
store displays, building
projections and more.
And it been translated into
6 languages and published
in 80 countries.

BRIEF

Fernet 1882
Art Installation

2007

Bring awareness for the new
brand 1882 in an unexpected
way.

SOLUTION

We created a series of artistic
installations to communicate
the brand 1882 before the
launch campaign and the
introduction of the product in
the market, using random 1882
numbered objects.

RESULTS

The local and national media and
the public went crazy about the
event, and the brand aquired the
positive awareness and top of
mind wanted.

.

BRIEF

Bendito Pie
Advertising
Campaign

2012

Redesign an existing footwear
and apparel brand identity
and create an advertising
campaign for their new
collection.

PROBLEM

There was no clear direction
for the brand and the
collection was too broad
and hard to spot in any style,
and that made it hard for
consumers to distinguish
between other similar
competitors.

SOLUTION

Instead of cleaning their act, we
embraced the mix and matchy
DNA and twisted it a little bit
to make it more dramatic. We
decided to shoot their campaign
and catalog in Varanasi,
India, to make the brand look
international and sophisticated.

RESULTS

Fashion editors loved the story
of India and that helped to get
a lot of free centimeters of
press in blogs and magazines.
.
Consumers quickly followed
and made the brand one of
the local favorites.

2011

BRIEF

Milagros Schmoll
Web Design

2011

Design the website and
blog for an international
supermodel.

PROBLEM

Milagros is very famous and
has a lot of images and video
material, she is constantly
producing more editorial work
and the web should function
both as an archive for her
work, a sale platform for her
potential clients and a fun site
to visit for her fans.

BRIEF

SOLUTION

We created a web with a strong
black and white single image
as home page, and a library of
sleeves with video or photos that
can be easily updated as needed.

G7 Magazine
Editorial Design

2011

Redesign an existing logo for
a modern design and lifestyle
publication.

PROBLEM

The short two letters name
“G7” of the magazine make
it hard to recognize in the
cluttered newsstands.

SOLUTION

We created a unique and bold
symbol that includes the G and
the 7 in a distinctive, elegant,
yet contemporary way. An icon
that is easy to recognize and
remember.

.

BRIEF

Levi´s
Commuters

2012

Levi’s launched a line for men
and women’s wear called
‘Commuters’ which is a special
gear for urban cyclists.

SOLUTION

We created a bicycle activated
video installation that played
striptease videos of models
dressing and undressing in
the commuters line.

RESULTS

During this two day activity
a total of 942 kilometers of
stripteases were accumulated.
.

BRIEF

Angel Magazine
Concept, Editorial
& Content
Development

2007 / 2010

Create the name, logo and
identity for an online/offline
fashion publication about style
blogging and design.

SOLUTION

We came up with the name
Angel that reflects the special
spirit that makes some people
or things totally unique.
During the four years of life
of the publication we covered
both Buenos Aires and Sao
Paulo Fashion Week.

We make alliances with brands
such as Paseo Alcorta Mall,
Kosiuko, Converse, VH1 and
Swatch that included special
product development and
photo exhibitions.

.

BRIEF

Johnnie Walker
Participation
Platform &
Advertising
Campaign

2012

Communicate the launch of
Johnnie Walker Blue Label
new bottle design.

PROBLEM

How can the best whisky be
superior.

SOLUTION

The idea was to create “an
epic achievement”. So we
started the “Aconcagua Blue
Label Expedition”, climbing the
Aconcagua Mountain, that is
6962 meters high. We designed
a little step, that was put on top
of the peek so that the bottle
could be even higher than the
top of Aconcagua, now 6962
and one step higher.
Johnnie Walker. Keep Walking.

RESULTS

The content of this expedition
was transformed into a
360o collaboration platform
that included: viral videos,
.
a book, a documentary for
movie theaters and cable,
TV, retail experiences, whisky
mentorings, print, mobile
and tablet apps.

BRIEF

Gob. de la Ciudad
Content
Development

2009

Create content for the
Gobierno de la Ciudad that
could be relevant for young
people, making the city cool
for them.

SOLUTION

We curated, produced
and designed a book and
exhibition about the 48
different neighborhoods that
exist in the City. Each one
illustrated by a one unique
local artist.

.

BRIEF

Topper
Brand Identity
& Advertising
Campaign

2012

Create the brand, identity, and
advertising campaign for the
first designer collaboration
line of Topper.

PROBLEM

The designer name Martín
Churba is strongly associated
with fashion and as a brand
has a better image than
Topper. We have to balance
their images and make, our
client, Topper look good and
stylish.

SOLUTION

The brand DOS was born. A
brand that could serve as a
platform for Topper with Churba,
or any other fashion designer for
future collaborations.
The concept for the campaign
and catalog is a training routine.
We wanted to translate the
product mantra:
Performance + Style. Merging
the idea of fashion and sport.

.
.

BRIEF

Coca-Cola
Plant Bottle

2011

Communicate the introduction
of Plant Bottle technology in
the Argentinian market.

PROBLEM

Plant Bottle is the first
ever, recyclable PET plastic
beverage bottle made
partially from plants. Plant
Bottle packaging looks,
functions and recycles just
like traditional PET plastic,
but does so with a lighter
footprint on the planet and
its scarce resourses.

SOLUTION

We created a direct marketing
piece that include seeds to grow
your own plant and explore your
green spirit.

BRIEF

.

Coca-Cola
Sustainable
Campaign

2012

Create a campaign and design
a graphic identity system for
the Coca-Cola sustainable
packaging chassis.

PROBLEM

Coke has 4 different
technologies when it comes
to approach sustainability.
We had to make the message
simple enough for consumers
to understand the benefits of
each of them.

SOLUTION

Using handwritten fonts, simple
graphics and earth colors
plus Coke red, we created a
language that could address
the importance of the message
in a friendly and approachable
way. Easy to apply on packs,
merchandising, posters,
animations and store displays.

BRIEF

Ciel
Sustainable
Chassis Identity
System and
Campaign

2010

On 2010 Ciel reduced in 35 %
the amount of plastic in their
bottles, this new PET bottle
with less material density was
named Ecoﬂex.

PROBLEM

With the objective of
educating consumers about
the world of sustainability
and communicating the brand
novelty packaging.

SOLUTION

Furia developed a campaign
strategy and 360º elements
under the umbrella of the
“Dale La Vuelta” concept. The
campaign included OOH, TV,
web and print designed by
artists illustrating in their own
language the idea of recycling.
We wanted to refresh the
approach to the classic message
of “don’t waste, recycle.”

RESULTS

With a positive message
and an engaging campaign
Ciel was able to gain green
credibility and aquired a
.
property for the brand. The
launch was followed by a
series of installations of animal
sculptures constructed with
recycled Ciel plastic bottles,
and a line of everyday objects
made out of recycled pet is
currently being developed.

BRIEF

Levi´s
Muñeco
Sustainable
Campaign

2009

MuñECO is a sustainable
project created by FURIA for
Levi’s with the sponsorship
of the Metropolitan Design
Council of Buenos Aires. With
the objective of integrating
commercial brands, new
designers and consumers,
interested in everyday
products with eco sensitivity.

SOLUTION

The initiative was part of the
Levi’s ECO line efforts + FURIA
and included retail space
workshops with consumers,
designers and celebrities,
press and web videos.

RESULTS

Used fabrics, damaged products,
second hand garments, labels
and over stock items were used
to create MuñECO. A sustainable
toy made out of discards.

As a result Levi’s spread the
culture of recycling among
young people. In the first
workshop 600 toys were
.
made recycling 350 kg of
post-consumer fabrics. The
final outcome was later
exhibited in store windows.

Pink Models

El Otro Yo

BRIEF

Septiembre
Brand Identity
& 360o Advertising
Campaign

2011

Create the identity and
campaign for a flavored wine.

PROBLEM

The product packaging and
logo was dated and it was not
possible to change it due to
product production process
and costs.

SOLUTION

Instead of using the logo we
focused on communicating the
name, and developed a whole
set of modern graphics that
could work as a logo without
being the main logo, to be used
in postcards, posters, Facebook
and merchandising for parties to
connect with young consumers.

.

BRIEF

Rueda
Marketing Strategy,
Product Design
& Advertising
Campaign

2012

Rueda is a traditional brand
from Alpargatas founded in
1895. The classic espadrilles
come in basic colors and are
sold mostly in rural areas. The
objetive is to change that and
open the market to urban
hipsters.

PROBLEM

The product looks dated and
has not been comunicated in
a while, the only references in
the category are Tom’s shoes,
but not Rueda as the original
one.

SOLUTION

We redesign the brand
identity and strategy. And we
collab with prestigious local
and international designers
to create special product that
would be more contemporary
and relevant for trendsetters
and fashion editors.

.

BRIEF

Coca-Cola
Uniform System
& Apparel

2011

Create the uniform for the
Coca-Cola truck drivers.

PROBLEM

After interviewing the
drivers in different cities we
understood that most of
them complained about the
uniformity and bore of their
old uniform.

SOLUTION

We created a pride system
uniform that could be
customized by the driver with
badges and ribbons, so they
all could add their own flair to
it. We made sure all the fabrics
were organic cotton or made
of recycled PET so we also
addressed the green issue.

BRIEF

Coca-Cola
Fleet Design
.

2011

Transform the Coca-Cola fleet
into a platform for communication, looking for connection
with consumers and impact.

PROBLEM

In Mexico they are 28.420
trucks in 17 different types of
vehicles that travel both on rural and urban roads across the
country delivering Coca-Cola
happiness.

SOLUTION

We transformed the trucks
into live billboards, that could
communicate different Coke
concepts and seasonal ideas.
A strong and large own media
platform.

BRIEF

Bully
360o Brand
Experience

2008 / 2012

Create the brand name, logo
and Identity system for a
cashmere brand targeted to
young adults.

SOLUTION

We picked the name BULLY
because it’s tough. Then
we chose a chicken to
represent BULLY. Chickens
are very chickens. The icon
perfectly balances the feel
of soft, luxury cashmere, and
contemporary, street smarts.
Our chicken-crafted universe
provides an opportunity
to invent an extensive, and
unique graphic language.

RESULTS

A wide range of artwork for
implementation on labels,
apparel graphics, web, ads,
packaging, store displays, and
more, that evoques the brand in
every contact.

BRIEF

Flecha
Advertising
Campaign &
Brand Experience

2011

Make an old looking brand like
Flecha sneakers look cool and
relevant again for teens.

PROBLEM

Flecha for a long time was
out of the market and had
no clean image or direction,
and the price was high for
the category compared to
Converse, main competitor.

SOLUTION

We went indie rock. The simple
quality of the shoe made it perfect
to mix it up with jeans or leggings,
we introduced it at as a basic part
of the teen uniform. We hired
an up and coming indie band
called “Los Reyes del Falsete” and
photographed them and some
groupies and created a campaign
with street credibility.

BRIEF

Levi´s
T-Shirt Design
Collection and
Campaign

2009

Create an exclusive line of
designer t-shirts to be sold in
exclusive Levi’s flagship stores.

SOLUTION

We decided to come up with a
concept that mash up the idea
of nature and industrial. As a
result a family of wild animals
constructed with nails and
steel wire was born.

RESULTS

The line was sold out in
Argentina, Brasil and México,
covered by the press and the
originals designs won awards
and were featured in design
books and blogs.

BRIEF

Levi´s
Product Line
Collaboration
& Fashion
Campaign

2008

Create an unique
collaboration between
Furia & Levi’s.

SOLUTION

The theme was western meets
color, using the American
Buffalo as the icon of the
collection creating camouflage
patterns and mixing and
matching fabrics with custom
graphics. The collection
included jeans, jackets, shirts,
hoodies, t-shirts, bags, hats,
ties and accessories.

RESULTS

This collaboration effort went
beyond this initial line and was
followed by a second Levi’s by
Furia collection sold in stores
in Brasil and Mexico, graphics
for Levi’s Premium, ECO and
seasonal lines, and art direction
for several fashion shows at
Buenos Aires Fashion Week.

Levi’s Fashion Show

Art Directors Club
Annual Exhibition

2009 / 2012

The Art Directors Club is one
of the most concentrated
groups of creative talent in
the world, and is a gathering
place for leaders in visual
communication.

Every year ADC sends its
International Annual Awards
Exhibition on a worldwide tour.
From New York to Sao Paulo,
to London to Beijing, the
exhibition is viewed by
thousands.

Guillermo Tragant is a member
of the jury and an ADC member
since 1998. FURIA has been
the Argentinean official ADC
representative since 2008.
The 90th edition of its annual
exhibition arrived for the 3rd
time in Buenos Aires also thanks
to FURIA. We hosted the show
three times and the response of
the public and the press has been
incredible every year.

BRIEF

Swatch
Design
Experience

2011

Create an unique and
interactive experience during
Puro Diseño Design Fair.

SOLUTION

We create a white canvas
space that became live over
the days due to artists and
public interventions. People
were invited to create an
artwork and post is in on
Facebook, where Swatch fans
voted the most creative ones
and got the chance to win a
New Gent watch.

Miami Ad School
Furia Greenhouse

2010 / 2013

We have a partnership
agreement with Miami Ad
School, we receive students
as interns, at a Greenhouse
inside Furia. Students will
be challenged to design an
interactive billboard, create an
installation, a fashion show or
a viral campaign. They learn
how an agency functions and
will be working and studing at
the same time.

Tragant has been teaching
for 12 years at Miami Ad
School. So when he opened
the agency 6 years ago it
was a natural fit to start
a Greenhouse program.
FURIA is one of Argentina’s
foremost communication
studios, focused on hybrid
communication. We do
regional and local work for
big, medium and small brands.

We have an interesting team of
creatives, producers and artists
and we are delighted to welcome
students to join us. Besides
receiving firsthand expertise
from local argentine talent,
students can also enjoy the Latin
vibe, the culture, the food and
the nightlife that Buenos Aires
has to offer.

.
.

CHALLENGE

Issue
Advertising
Campaign

Godrej, one of the leading
companies in haircare, asked
us to reposition the brand
Issue in the Latin American
market.

IDEA

The first project was the
launch of Black Diamond
3D Issue line. After several
focus groups with consumers,
research and new packaging
design, we run a media
campaign that included press,
outdoor, digital and in store
displays.

After that, we developed the
“I Love Nature” platform,
which highlighted the use
of chemical-free dyes;
positioning the brand as
an innovation leader in the
category.

2010 / 2011
Koxis jeans

BRIEF

Nike Sportswear
360o Advertising
Campaign

2008

Launch the Nike Sportswear
line in Argentina, Uruguay and
Chile.

PROBLEM

NSW is the only apparel line
from Nike not linked to any
specific sport or discipline.
It is just streetwear.

SOLUTION

We came up with the idea that
getting dressed and looking
good is a sport, a sport that
is played and compete by
everybody in the street.
Under the concept: “Designed
for sport. Remastered for life.”
A whole 360o advertising
campaign was born.

RESULTS

The collection was a sale
success and the campaign
itself was a story in many
newspapers, including
.
international press, like the
New York Times that covered
the story because of “flogger”
tribe explosion during the
campaign run.

.

BRIEF

Nike Sportswear
Retail Experience

2011

Designed in the beginning
of the last century the polo
shirt was very popular among
tennis and polo players. Over
the years it has turned into
a basic garment for every
wardrobe. Redesigned by
Nike Grand Slam Polo, it
incorporates subtle details of
special fabrics and vintage.

SOLUTION

We came up with the idea of
installing a classic photo booth
at Nike stores so people could
try them on in different styles
and colors and take their own
picture with the Nike Polo GS
and then put it on the wall
and windows of the shops, on
their own Facebook and Nike´s
Facebook as well.

RESULTS

Thousands of customers
came by the store and took
their picture, put it on their
Facebook page and made viral
the campaign. The content was
published in magazines and
fashion blogs and put the Nike
GS polo back in trend.

BRIEF

.

Nike Plus
Platform Idea
& Advertising
Campaign

2010

The Nike Plus system is
an innovative technology
that provides runners with
accurate information about
their running performance.
It allows creation of online
training plan and connects
with a worldwide community
of runners.

PROBLEM

Nike wanted to encourage the
sales of Nike Plus. So FURIA
came up with a marketing
concept, a big idea: “Why
don’t we change an individual
sport like running into a social
sport”. Let’s run in teams, let’s
race together. And add miles
together towards a common
goal.

SOLUTION

FURIA created a race to cover
the distance between Buenos
Aires and Chicago, a race of
8979 kms. and a 360o campaign
which was built around
Facebook platform and included
OOH, print, TV, guerrilla, T-shirt
graphics, merchandising, virals
and PR.

RESULTS

30 teams ran the competition.
20 completed the race. But
more importantly Nike stores
ran out of Sport Bands.

BRIEF

Nike Black Pack
360o Advertising
Campaign

2011

“There is a dark place inside
of all of us being kept. Black
is everything. Black is nothing.
Elegant. Sexy. Powerful.
Classic. Modern. Sleek. Black is
a secret. Black is Sportswear”.

SOLUTION

Black Pack is Nike Sportswear
collection completely
designed with color black as
theme. The objective was to
inﬂuence the inﬂuencers.

Nike athletes were selected for
this campaign, Luciana Aymar
(hockey player), Sergio Kun
Agüero (soccer player), Carla
Rebecci (hockey player), Juan
Martín Hernandez and Gonzalo
Tiesi (rugby players).
Under the concept “Black is a
Secret”, the agency created a

360o campaign that included a
variety of pieces approached
in an innovative way and with
high end art direction. The
main piece of communication
was a secret limited edition
art book, that was distributed
among opinion leaders.

GUILLERMO TRAGANT
CEO & Founder
Guillermo founded Furia in 2007 with the objective
of innovate and bring a fresh modern approach to
advertising. Before that he was Creative Director
at Lapiz, Leo Burnett’s Hispanic Division in Chicago,
Regional Creative Director for Coca-Cola at McCann
Erickson in Central America and Art Director at
La Comunidad in Miami.
He also worked as an Art Director at Agulla & Baccetti
in Argentina and has a solid international career as an
Art Director and Creative Consultant for companies
like Nickelodeon, MTV Networks, Kenneth Cole,
Rolling Stone magazine and Shakira, among others.
Guillermo worked as Designer at Fabrica, the
communication laboratory created by Benetton and
directed by the famous photographer Oliviero Toscani,
in Italy. He was also the Creative Editor at Colors magazine.
His work has been published in numerous books, he has
won awards worldwide, and has been nominated for the
MTV Awards and the Latin Grammy Awards. He is also
founder of Angel Magazine, an independent project about
design and social trends.
Guillermo Tragant has a degree in Advertising at
Universidad del Salvador and postgraduate in Design and
Marketing at Louisiana State University, and is professor at
the Miami Ad School.
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