
Case
study

Strategy Execution
& Reporting Case Study

• This case study has been made on one of our biggest clients “Shady 
Pack”, the packaging industry market leader in Egypt.

• This case study shall show the following:-

- How we start the plan by setting specific objectives to 
accomplish

- The steps & methodologies we take in order to 
achieve these objectives 

- How we analyze results to come out with conclusions for next
steps.

Have Fun!



1st Quarter Company Report



Content Agenda
1st Quarter Marketing Report
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03
04

1st Quarter Objectives

Results

Conclusions

Upcoming Plan



Brand 
Awareness

Building Loyal 
Community

Achieving  a harmonious 
relationship between the end 
user and ShadyPack’s
products.

Adding the value of 
education about packaging 
materials to ShadyPack’s
audience.

Presenting ShadyPack’s safe
products to the end user 
clearly.

Presenting our 
Add Value

01. 1st Quarter Objectives



A) Brand Awareness Campaigns

ShadyPack
Part of Your Daily Routine

“ShadyPack – Part of Your Daily Routine” is a
marketing campaign made during December
2019 : January 2020 with the objective of
achieving a harmonious relationship between
ShadyPack’s products and the end user, with
establishing the idea of the consistent daily
relationship between them.

02. 1st Quarter Results



B) Presenting our Add Value

Know the Signs
Know More about Packaging Signs

“Know The Signs” is a marketing campaign
made during December 2019 : January 2020
with the objective of educating ShadyPack’s
end users with the meaning of each signs
present on a paper or plastic pack in order to
acquiring a higher level of knowledge for the
end user.

02. 1st Quarter Results



B) Presenting our Add Value

Scientific Researches
Scientific Evidences of some packaging effects

“Scientific Researches” is a marketing
campaign made during January 2020 with the
objective of educating ShadyPack’s end
users with the effects and harms of some
plastic and aluminum materials in order to
spread general awareness about packaging
materials.

02. 1st Quarter Results



C) Building Loyal Community

Aluminum Foil Replacement
ShadyPack’s Replacement of Aluminum Foil

“Aluminum Foil Replacement” is a marketing
campaign made during January 2020 with the
objective of spreading the knowledge of
ShadyPack’s efforts to make a safe
replacement for aluminum foil materials.

02. 1st Quarter Results



C) Building Loyal Community

Certificates & Researches
ShadyPack’s safety strategies

“Certificates & Researches” is a marketing
campaign made during January 2020 with the
objective of establishing the concept of
ShadyPack’s accord to modern researches
and certificates in the industry of safe and
effective packaging.

02. 1st Quarter Results



1st Quarter Ads Results

520$
Total Amount Spent

9,500
Total Page lIKES

612,000
Total Reach

40,107
Total Engagements

AVG Cost/Engagement

0.01$

02. 1st Quarter Results



1st Quarter Ads Results

123$
Total Amount Spent

100
Total FOLLOWERS

19,111
Total IMPRESSIONS

488
Total Engagements

AVG Cost/Engagement

0.25$

n.b: LinkedIN Segment is much more valuable, thus more expensive 

02. 1st Quarter Results



03. Conclusions

cONCLUSION1

Results of the brand awareness campaign were 
higher than expected. Thus, more investment will 
be put in the first quarter plan.



03. Conclusions



03. Conclusions

cONCLUSION2

Based on the investment done in the first month, 
higher fraction of the budget will be consumed 
during this quarter plan.



03. Conclusions

cONCLUSION3

More investment will be put in LinkedIN
campaigns in response to the fact that new clients 
are being acquired during this awareness phase.



4.UPCOMING
PLANS



For 2nd Quarter

More Investment to be done through the 
running phase “Brand Awareness Phase”.

Upcoming plans 

Complete Photo session for preparation of 
second quarter plan.

Preparing a video production to clarify 
ShadyPack’s vision & quality.



Switching line of awareness to paper due to 
business needs.

Upcoming plans 

General lines of awareness about 
safety of paper cups and ovens with 
hot food & drink 

Trends of plastic replacement 
with paper including articles, 
events, researches… etc.

For 2nd Quarter



GIVE YOUR BRAND A VOICE



Case
study

SWOT Analysis
Case Study

• This case study has been made on one of our clients that work in 
courses selling.

• This case study shall show the following:-

- How we detect & analyze each strength and weakness point
the brand has

- Methodologies of taking strength points to the next level, &
enhances weaknesses to become strength points

Have Fun!



Taking Powerful Insights Strengths & 
Weaknesses to the next level



Linear Enhancers

Performance/sales

Time

Non-Linear Enhancers

Performance/sales

Time



Taking it Further:

• Preparing knowledge inbound 
campaigns for each course based on its 
lessons, added values.

Strength Point

Multiple 
Tracks

Online Courses

Present your Data

Excel Dashboard

Power BI Course

Trainings

Implementation

• Preparing selling content lines 
concerning each course based on its 
benefits for different majors, outcomes.

• Large area of analysis based on variety 
of content to be tried and measured.

• Different segmentation based on the 
outcomes of the course & its method of 
deliver = Large varieties of audiences to 
be tested and analysed.

Performance/sales

Time

Performance/sales

Time



Taking it Further:

• Analyzing audience completely to 
come out with conclusions to help build 
up upcoming plans.

Strength Point

Established 
Audience

Facebook Page • Specify significant activities scheduled 
for the group such as tasks, online 
videos, competitions… etc. to get most of 
word of mouth benefits.23,700

Facebook Group

266

Performance/sales

Time



Taking it Further:

• Branding our “academy” to be a 
pioneer in this field in Egypt & Middle 
East.

Strength Point

Uniqueness

• Preparing selling lines/campaigns 
concerning the uniqueness of the field as 
a job and expectations about the job 
using statistics and case studies.

Data visualization is 
a modern concept 
in the Middle East 

Performance/sales

Time



Taking it Further:

• Technically analyzing every ad made on 
the platforms to come out with best 
conclusions concerning buyer persona.

Strength Point

Well
ads-base

• Conclusions of audience, TOV, time of 
posting, engagement rates… etc. could 
be measured as well through ads 
analysis.

Very-well ads-base 
is shown in the 
page

Performance/sales

Time



Taking it Further:

• Availability of rebranding especially 
with current state of still-no-identity 
branding.

Weakness Point

Corporate 
Identity

• Chance of excluding Mr.Ahmed Emad 
from the brand and start building the 
corporate model.LinkedIN is that 

you?

Performance/sales

Time



Taking it Further:

• Start shaping our designs identity in all 
platforms, including FB & website. 

Weakness Point

Designs 
Identity

• Identity shall include colors, way of 
communication, elements… etc.

Performance/sales

Time

Still no designing 
identity yet



Taking it Further:

• Start making content calendar based 
on campaigns and objectives and 
scheduling them over periods to 
guarantee stable media content and 
engagement.

Weakness Point

Media 
Stability

Performance/sales

Time

No consistency in 
uploading 
materials.



Taking it Further:

• Comparison with elite landpaging ads 
and start reforming ours. 

Weakness Point

Selling 
Interface

Performance/sales

Time

Website selling 
interface could be 
much better.

• Check InfoTimes selling interface.



Taking it Further:

• Listing an action plan for overall video 
production enhancement through all 
different lines from online courses, Ads, 
content videos, in-session videos or 
shots… etc.

Weakness Point

Video 
Production

Performance/sales

Time

Videos are our 
final product!

Courses

Page Videos

Self-ads Videos

• Enhancement shall include Video 
shooting, montage, post-production, 
sound mixing… etc.



Taking it Further:

• Preparing an action plan to get into 
other platforms such as Instagram, 
LinkedIN, more Youtube, & Saudian
channels such as Snapchat or Twitter.

Weakness Point

Media 
Presence

Performance/sales

Time

FB is still the 
only main 
route.





Case
study

Market Research & Analysis
Case Study

• This case study has been made on one of our biggest 
clients, the oldest pharmacies chain in Egypt “Delmar &
Attalla.

• This case study shall show the following:-

- How we completely analyze each point in the 
required market analysis

- Methodologies of lining problems and detecting 
solutions to each problem facing competitors.

Have Fun!



Delmar and Attalla
Market Research & Analysis



Agenda

1. Competitors
2. Communication Channels 
3. Facebook
4. Instagram 
5. Comments and Replies 
6. Apps & Websites
7. Slogan
8. Orders 
9. Problems



Competitors

۱۹۷٥

2000

1980 2008 2018

DelmarAttalaa
19241964



User : 34.5 M
Target : all classes 

 DotMasr

User : 800 K
Target : A , A+ 
 Mawso3a .com  

Using for cosmetics 
product videos

Give credibility 
to the 

customer



Communication 
Channels



Facebook

Note : Although Delmar came in the secound of most followers but
Pharmacy like 19011 has more engagement than them

0

500,000

1,000,000

1,500,000

2,000,000

2,500,000

El ezaby D & A ۱۹۰۱۱ Seif Roshdy
3/2012 10/2012 2/2018 1/2012 1/2012

2,089,596

1,302,344

544,424
438,385 381,476

Most Engagement

Least Engagement

Pharmacy
Average
Growth

19011
32,024 

Like/month

El Ezaby
24,297 

Like/month

D & A
16,485 

Like/month

Seif
4,817 

Like/month

Roshdy
4,192 

Like/month



Posts per day & Posts time

D & A El  Ezaby 19011 Saif Roshdy

Posts Per 
Day 2 posts 2 or 3 posts 1 post 2 posts 3 or 4 posts

Posts Time
From 9:30Am 
to 10:30Am

From 
4:30Pm to 
10:00Pm

Random Random Random

• Facebook Best time from 8:0​0Pm to 3:00Am
 Note : That’s why our engagement is not effective 

comparing with our investment  



Engagement Rate

Types of Posts
Sponsor

Like/Comment/Share
Offer or Trend
Like/Comment/Share

Information
Like/Comment/Share

19011 6.5k/1.5k/50 950/550/45 60/13/5

El Ezaby 1.3k/620/20 180/100/10 120/70/5

Seif 900/200/50 50/11/20 35/8/5

Roshdy 200/100/12 30/15/3 20/10/2

D & A 70/50/3 30/20/3 10/5/1

This statistics from 
1/6/2019 to 25/7/2019

B



Posts time



Current Campaigns 

ده_من_یوم_كل#

العزبى_صیدلیة_مع_احلى_صیفك#
افضل_لحیاة_شركاؤك#
اقربلك_العزبى_صیدلیة#



Ads

Note : it’s clear we have a real problem how to design the 
custom audience targeted for our product 



Ads



Post 
Content

CTA

Trend

Offers

Designs



CTA



Trend

اسب استفدنا من التریند ولكن لیس بالاستفادة القصوى حیث لم یعلن عن اي منتج ین
الحدث مثل الصن بلوك



Offers



Offers



I want to buy A Sunblock
Pharmacy Message Time Replay Time First Action Second Action

Roshdy 12:24 Pm 12:25 Pm 1 min 1 H 13 min

Seif 12:52 Pm 1:05 Pm 13 min 14min

Delmar 12:28 Pm 12:46 Pm 18 min 6 min

۱۹۰۱۱ 12:47 Pm 12:48 Pm 1 H 3 min 17 min

El Ezaby 12:55 Pm 3:14 Pm 2 H 19 min -



I want to buy A Sunblock









Comments and Replies 



Instagram

0
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100,000

El ezaby ۱۹۰۱۱ Seif D&A Roshdy

91,000

74,100

5,604 2,431 1,643

Most Engagement

Least Engagement



19011 on Instagram 
7/2018



19011 & Celebrities
11/2018









Instagram Instagram & Facebook Facebook

Designs



19011 & AL ‘image Pharmacy 

After looking at AL ‘image Pharmacy we found that it’s  
targeted class B+ & A



App
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Website Traffic



D & A Website



EL Ezaby App



Registration



Scan & Send



Scan & Send



Medical Reminder



Medical Reminder



Medical Reminder



Medical Reminder



Seif Online Website





Outdoors



Outdoors 



Outdoors 



Slogan



How people request orders?!



Problems
1. Not Available in all communications channels
2. Facebook

• Posts time in Facebook
• Posts Content
• Hashtags
• Target audience 
• CTA in Posts
• Trend
• Designs
• Offers
• Moderators 



Problems
3. Instagram 

• Same designs on Facebook
• Doesn’t use celebrities and influencers 
• Trend
• Moderators 

4. App
5. Outdoors
6. Slogan



Thanks
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