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Brong-Mark
Construction

Brond-Mark Goncept

2.1

Xpressive
Inspiring
Visionary
Creative

1.3

Designed for investment's clarity.
Privileged for high-technology.
Celebrated for comprahension.
Welcome to your home!

Logo Variations

2.7

Brimary Colour Bolatts

English
Typefoce

NHSE IS the officiol
typefoce for hedlings.
s modarn, distinctive,
and technelogisal

Caire is the official
typetoce for Arebic
cantont. it is modarn,
<cloan, and cloar,
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EBDE e-learning Platform

Social Media Strategy

Our business objectives
EBDE e-learning Platform

Certificates

Certificate of Completion

This Certificate is presented 1

THE CROWN REPRESMTS
Thie Thrae Crowers {in Swedish krown 35
the Tre Kranor) is & national smblem of Sweden.

Symbols &
Meanings

thve boak reprevents and ilustrats
wtucation ard publizhing houss

E£BDE

EURDPEAN BOARD FOR DEVELDPMENT AND EDUCATION
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stars of the european union .D
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Social Media Platforms Plan

Brandi i i s i
ing & Social Media Plan: Strengthening EBDE Academy's brand and online presence
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Brand Strategy & Identity: Defining Mystro’s market position and visual identity.
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Design and development of a website for Karisma Clinic.
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Overview

Category

BRAND VISUAL IDENTITY

W7
S0

=T ‘\
Karisma

Case Study

Karisma i5 our name. |t encapsulates our philosophy and approach o
beauty that leads toan inner,

paint of attraction with a unique personality and look.

peauty (flourishing an outer
), It also describes what we da to our customers, making everyone

Details

PRESNCE MARKETING

W 0 =
— — —

=

CONTENT MARKETING WEBSITE Ul

Case Study: An i i '
y: Analyzing Karisma's successful strategies and key insight
s



TACTICAL

Content Markeing Mix

CONTEMT STAGES

Bowareness Consideration Decizit Re-Engagement
KPI: Social Shares, Brand KPi: Inbaund Links, Site S Kt Share of Voice, Soclal
Mention Traffic e nferce Refarmal
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Profiled by : ABDULRAHIM NUKTA || MarkeTing gpecialist
¢ created exclusively to use Dy Utoplans

- ocutive Manager, Utopians
Dedicated to: RAWAN BAKOUR || Executive Manag p

Digital Marketing Strategy: Elevating Utopian’s brand through targeted online campaigns.



ARCAL

Engineering Consultant & Interior Design L.L.C
e (| el |9 Aot Ligh OLEIW A J LS5

JJ_!_[ WEBSITE — ASPECTS

Bkl by Lirk Tywe

. One Year ,
; ®Marketing Strategy 6 -

o

General Department Hierarchy Work Scenario Tips

r— Content Creator

I « Starting from the Marksting Year-Plan, Every Quarter have
phatographer | Videographer estimated for selected aspects.

« According to Every Marketing Activity there is Daily, Monthly ,
Website Daveloper \

| 14 Yearly Responsibilities

|— Ads(SMM, PPC) Specialsit + Create One & Only Communication Internal Community for
80

Technical Conformation
SIepmE « pwareness Content Strategy in general ( Topics-!nterasted)
| Social Specialsit / y « Engagement Content Strategy
okttt « Internal Promotion | Gifts , Ways ,..)
+ External Promotion ( Influgncers Qutsource
‘— Content Creator

\

e Ererin Lonutnt e i

360 MARKETING

360 M i : i
arketing Yearly Plan: Comprehensive strategy for ARCAL's year-long success
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lj)o Social Media Buying Plan

Emil" a l_es (Monthly)

w The Line (br)

Airports: el Uf

FPhoto Booth Comer:

Design & photo booth cornér with backdraps
representing various iconic lndmarks from Emirates’
destination cities.

rate props and costumes representing
different cultures, encouraging travelers o take
photos and share tham on social medin with the
campaign hashiag *EmbraceYourSky.

%I),

Emirates

Digital Marketi : i i
g ting Strategy: Enhancing Emirates Fly's online presence and engagement
nt.



CONTENTALLOCATION

Roadmap CRM Features— GTM Strategy ‘9

Reek  Shom

Cut-Pieces a ’
—

g DEFINE

Intro! Vidia
Crash Course
Live Videa - Wabinar Feature Framotionsl Video

0 -9 -0

& Documents ECamusais

“PAD -
Product Alignment Document

GInfagraphic

0O—0

£Posts £ Tweets.
Ol okmenu

Providing Multiple Features Accordingto the plan

\ith OKMENU Reference
200Emall{Nianth

3 Dashboard | § Reports Per 10 Dashboard | 20 Reports
Dashboard Fei avd

Rastrictions and limitations

PRODUCT ALIGNMENT
FRAMEWORK

CRM

PROFILED BY: ABDULRAHIM NUKTA

Product Framework: Structuring and optimizing Ok Menu's offerings for success



Benefits of Utilizing External Resources in the UAE for IDE:

u—lga Jldoiille &
International Development Bank

(BT}, Through-The-Line {TTL), Abave-TheLine [ATL)
1o affectively markst IDB Bank and increase its value.

Dutdoor Advertii

DIGITAL MARKETING

STRATEGY

Digital Marketing Study: Assessing strategies for International Development Bank’s online impact
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INSIGHTS ABOUT
DIGITAL NUMBERS

Engagement rate

Facebook ; Average across all industries: Arourd %05 - X0.25.

nstagram - Avarage across all indisiies: Arourd %15- %05,

Twitter [X) : Avarage cross all indusiries: frourd B15- 505,

rourd %285 Iy folowers) and %407 1

No
1 Google play

CONTENT CONTENT
TYPE TYPE
Services

Amazon gift card

Still Image Still Image
GIF e GIF
Still Image VIDEC
\IDEO ternati Sl Image
GIF jman Pay, enice GIF
GIF o Gl sxill image
Mobile Legends Sl Image i a ils Still Image

Kb still Image Beit Al Khair- Danations Still Image:
¥box

DIGITAL MAR KETING

STRATEGY

Digital Marketing Strategy: Driving MBME Group's online growth and engagement.



SOCIAL MEDIA MARKETING



VOUCHER
AED 100

UNION COOP
STRATEGY

Yearly Marketing Calendar: Strategic plan for Union Coop’s annual promotions



ENGAGEMENT
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Content Strategy: Engaging storytelling to elevate Sah EInom Restaurant’s brand



Overview www.novomed
Lemes @

i ke,

53.11K

aibilry trend

i) v

ummy Tuck |%m§:n¢c‘ Tripie Therapy Face Contouring
astroplas: Dysfunction |

Pue s T i B o
Website Analysis
#
SEO Situation - Preview Insight

Approach

To address these \8sues, Movomed implemented the following STrategies:

1. Digital Transformation:
Enhanced their website and launched a mobile app to Improve
patient engagement and offer exclusive discounts.
2. Quality Assurance:
Maintained high standards by not incentivizing Unnecessary
procedures and adhering to Europaan guidelines.
3. Patient-Centric Marketing:
o share patient stories, educational

Leveraged social rnedia f
building a trustwortity brand image.

Mental Health Functional Medicine
content, and promations,

novemed
novamed

| Wellness RROgETE

e s |

| e MARKETING =

" GASE STUDY

Marketi - i
eting Case Study: Analyzing Novomed's strategies and their impact



Ug—iw p Al
Ayl cig Syalig peliallan

AL FAKHER STONE

ARTIFICIAL STONE & OUTDOOR DECORATION

DIGITAL PROMOTION

Product S

Pamntad Tachnokoay: The pradut bonstsinsowstive charscsiristiva peotoctacd by patent righty, srtancing ‘zz il olaiial Yin
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Mesmrament i i ormance mi stomis ergagEman, and s increae. o
Evaluation: Parics ireg the ca chjec =t and custing shrasegim as nnecied. ()

2024/03/07

Profiled By : Abdulrahim Nukta

Dedicated To : Mr. Ahmad Saleh

Advertisi i : i
ising & Promotion Plan: Strategically launching Al Fakher Stone’s hew product



Total Results — 5/May to 5/June 2019

e ® 4,122,541 Total Engaged users
]

2 Total reached

Dgils
DANONE

Digital Results of Activia Campaign

. 4,015,420 Total Video Views - '
e $17 8]( Actwla + $3K Al Safl
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Ramadan Campaign: Enhancing Danon’s brand presence during the festive season.



SUGGESTED INFLUENCER
Open House Events: H
potential buyer
envision thems:

Event Format

fér] PI‘OpeI'tieS and Features

i WES ) 155

X

Exclusive Offers

- Defining Key
Messaging ~ Elevate Your Lifestyle:

Irj:;:‘:'::‘:fnr;tly: = 4 ExclLlSiVe Showcase

Park Groens
ATURE SeFUSED RESCENTIAL Target Audlance:
ConmRTY TN

fam Properties

PUBLIC RELATIONS PROPOSAL
2024-2025 .

PR Study: Analyzing Fam Properties’ media relations and public perception
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BANQUE BEMO

SAUDI FRANSI

1

FULL-FLEDGE
| 360 CAMPAIGN |

Full- S— "
ull-Fledged 360 Campaign: Comprehensive strategy for Banque Bemo's market reach
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360 MARKETING CAMPAIGN

Brand Launch Campaign: Introducing DMC88 with impactful and strategic messaging
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Marketing Plan: Strategically positioning Supair for market growth and visibility.
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Digital Marketing Plan: Enhancing Ni-Hao World's online presence and engagement



Moving to Instagram

Profiles Overview

R

Let's Talk SWOT

Loaiking good Your channel gt 77,554 views, which s sround
wihet it esanily gets,

Strengths

Threats

“Unchear massages could iead to kss of
patantials

Paapie are laanining mare towards quick
abaut what we @ et -

tert

Social Media
Actions &
Controls

etecto b prizessisl

M6 by Mohab Bedeir

SOCIAL
MEDIA
‘ ANALYSIS
|

Numbers and comments upon observati




Digital SMM KPI's VISUAL PRESENCE

Approach

Utshzed targeted ads on Insagram. Facebook, and Linkedin

Digital Marke Showcased belure-and-alter ranslormabions, patient Lestmonials, and dinie behind-the - scenes,

Campaigns

[ Optimized website for relewant keywords.
| Pegularly updated the blog with content on tosmelic procedurt

s, health ps, and success stores.

Callaba
Promoted services through sponsored posts, reviews, and giveaways.

2puatjdS

Organized exclusive events for infiuencers to expenience and shars their CosmeSuree journey.

I
 with localinflusncers and heauty blopgers /
1

Patient Referral | Implemented a referral program offering discounts and complimentary services to patients who referred pew clients.
[

ogram

Created a loyalty prog ——

Puslic Relations | Conducted press rele,
and Madia

Featured in top healt

Overview
Case Study

Details

Abu Dhabsi | Al Ain | Dubai | Fujairah | RAK | Sharjah

‘ Designed personalize

Fmail Marketing,
Used segmentation

The sacial media campaigns a

- Location
[ Industry | Cosmetic Surgery and Healthcare UAD's Lead e v S—
| Target Market | Middic ta high-income individuals, women aged 25-50 St LedCiT Iigery Centen Wi Roauty Bloce Bred
Services | cosmetic surgery, dermatology, dental care, weliness programs al goal,
1. Increase brand awareness by 40% within one year Transform yourself with Casmesurge, one of UAE's premi ics. Whether you're looking to enhance your & SED and content marketing effo

| Marketing Objectiu 2 beosl wibiite rall by SRk mont e natural beauty or improve your confidence, we understand that ing to undergo cosmetic procedures is a significant

Bookings: The patient referral program and
decision. As a discoming cient, you deserve nothing but the best in safety and rosults et =
ading expectations

| 3, Achieve a 30% increase in consuitations and bookings within ane year

I
| & Frhanre patient retention by 75% in the next year

Personalized email marketing and loyalty pr

| | Budget 400,000 aED

‘ Digital Marketing Campaigns | geach: 2 milion impressions
I
| Outcome: Increased brand awareness by 5%

‘ Budget: 250,000 AED

| Engagement: Collaborations with 25 influencers, generaling 500,000+ nteractions. |

| Intluencer Partnerships
| Outcome: Boosted website traffic by 60%,
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- Market Growth: Stead,
- Market Size: Large.
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‘Resources
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Indusynews

Description

Shoet o Fropert sours, Fumtcam iceas

Sospa s Bubielibesesras Bounrhighlights

Firs, B Praperty phota, Home decorideas

St Messsaes Newbings,
Marshly

Laad Gearation
Voo, e siresmg 11990 o, G L
= ore. stomersurveys [

Sl SR st Scorn (NFS)
Moy
Metrics/Goals Tactics Timeline

Marnshly

e Version 21

~Sale data anaiyaiy 2,
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- Compstitor analysis et

-t P e 2023
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Marketing Plan: Driving Titan’s brand growth and market penetration.
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Brand Loyalty Programs: Building customer retention and engagement for Scoptech’s System.
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A D I B @ CARDHOLDERS TICKET OFFICE

Fority Access
4.Complimentary Lounges

3 Rewards Program.
1.Excecd Rewards

4. Financial Feat
Balance Transfer. | &r
Eazy Instaliment Plan

5.Digital Experience
1.ADIB Mobile

T oERE DR

LIS WA B DT WA RER

gollull gulagll&pa0 ks gdles
FINAL ADIB CUP 2023-2024

Final ADIB Cup Media & PR Plan: Maximizing event exposure



(@; MUBADALA 'll WELLBEING WORKSHOPS £ | =  WALKING FOOTBALL & =

FOOTEALL FOR HEALTH | MUBaRakA | Wt | MR L)

Time Dary 7: Bhysical Hualth and Finess. Dy 2: 5kl Dveloprment and {esm fuiking

w of Uy 2

On Ground Branding

\arious branding elements will be placed on the pitch to
provide Mubadala with maximum exposure, including flag
poles, backdrops, mesh banners, and other promational items.

.
MUBADALA

i, o gty

F&B

=

will b distributed to all participants during the

_'\ | |
%
e | munsoaLa

[ Tocarbal

" DRIVING SOCIAL CHANGE THROUGH
 FOOTBALL IN THE UAE

| ALIGNING WITH PRIORITY SOCIAL OBIECTIVES

Social Change through Football: Driving community impact via Mubadala's initiative



- _ PLAYERS ESCORT §
Limited Edition Meal . E

proteague FEVER
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lirnited-edition meal r ar the
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Reactivate McDonald’s . = 1.BRANDING: 3.SOCIAL MEDIA CAMPAIGH
- -
G i th F Z 55 TP ~ U"UZFSM?T&NU LAUMNCH A COMPREHENSIVE
ame in the Fan Zone KEY ALDIENC SOCIAL IEDIACAMPAIGH THAT
lDC.‘\TlDNSTU ES THE EXCITEME]
REATE BRAND
\"ISID‘.JT“' N‘{'J BRAND
RECOGNITION AMONG
Z«Ul\l’ERSI: SET OF
SEGMENTS.
~— | 4.EXCLUSIVEOFFERS
2. ACTIVATION &BENEAITS:
ZOMNES:
1 VirD UTILIZE THE BAME AND.
' < = y A SETUP INTERACTIVE T"|E HIGH ATTENDANCE
et A 4% ZOMES WITHIN THE FLOW TO EMBARK ON A
1l QTJ\DIUMDRFN"SES L IP.b'I""lL;:?lEI:HIFNCt
Meaguremer -\ Xl i ENGAGINGWITHL .\ ] A O HEALTHY
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McDonald’s

INITIATIVES & ACTIVATIONS




TENDERS



UNITED ARAB EMIRATES Bt A yati Gl e

|
MINISTRY OF EDUCATION ;iji. P aiii{ Lasi g 2y, 013159
iy

OVERVIEW OF TRANSPIRATION SIGNBOARD

SUGGESTE EXPLNATION

We will provide Creative feather flags
According to brand strategy and

slogan that we will lake decision on.

DRONE SHOW — ! ' 4 - TION CARD e @ e

UNITED ARAE EMIRATES
MINISTRY OF EDUCATION

BesT
LEADERS

HOSPITALITY
IDEAS

Approach art with an innovative mind and

AY GITS
3GESTED

1 scented candles are not just
Comprehensive documant & d=tails and plans for hosting an autdaar svent. This propossl serves

a4 farmmal presentation of the event concept, providin ©d structured overuiew to 1ot hie light of knowledge and the

sion-makers. that education spreads in our
- ¢ United Arab Emirates’
EXPANDED RFI: MOE ANNUAIL GATHERING ing a serenc and sfimulating
b g these candles are intended to
- Traditional Shows

focus associated with our

“your homes.

Curating interactive experiences for optimal attendee participation
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IN ORDER TO BE EFFECTIVE,

BOTH LEADERSHIP AND
LEARNING MUST BE
UTILISED TOGETHER.

@abdulrahimnukta

THANK YOU

0569136090
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