




The story of Via Roma

I could give you the functional story behind Via 
Roma, and if it were like most retailers, this is 
where the story would end.

Boring, tactical and procurement-focused!

This is the beauty of the new A&P though. 
They remember the perilous times they went 
through in the 70’s and 80’s, flirting with 
extinction, but sometimes a near death 
experience can be rejuvenating, and it has 
allowed their management to be bolder.

Via Roma, functionally, was about creating an 
authentic Italian product line for a retailer that 
has key hubs in New York and Philadelphia, 
where there is truly a love of Italian food.

Via Roma, emotionally, creates an immediate 
visceral response that is palpable and 
unmistakable. Underlying all of it is a style of 
portrait photography that isn’t afraid to show 
off people’s real personality. It’s the complete 
opposite of the P&G “fake family” depiction 
that you have seen a thousand times. 
You know what I am talking about, the family 
that no one aspires to be like, with artificial 
hand-holding and smiling.

To be real, we knew we couldn’t achieve the 
emotional authenticity we were looking for from 
a local casting call, actors or even stock 
images. So we took our photo shoot to 
Tuscany, to the village of Lucignano, where we 
got the entire community deeply involved, even 
caring about the brand outcomes. 
We commissioned a partner in this mission, 
Bill Hueberger (photographer), and together 
captured over 80 different people who are the 
central focus of Via Roma, and demonstrate an 
expressiveness and truth that simply wouldn’t 
have been possible otherwise.

You should be keeling over right about now, 
because when have you ever heard about a 
retailer commissioning this kind of photo 
shoot? A bold commitment to say the least!

Via Roma is a brand that has true personality 
and typifies Italian culture and a way of living. 
It is about joy, love, sharing. It is about the 
togetherness and special connectedness 
around the dinner table. And you will also note 
that the brand intentionally captures an older 
generation. The idea behind this was that there 
are certain aspects of life that are timeless, and 
certain passions that never get too old, like 
sharing an ice cream together or laughing with 
friends. And yes, there are recipes that are 
time-honored as well, and get handed down 
generation to generation.

via roma / line of 10 pasta sauces
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