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Founded in 2016, Lie to Eye is a experimental advertising agency established in collaboration with 
leading creative agency executives. LTE works with real-time market intelligence to help its 

clients find an edge in this competitive market. We believe the right balance of creative 
expertise and an in-depth statistical approach is a pre-requisite to any powerful communication!



Our Offices

We have 3 operational offices in Bangladesh, Malaysia and Singapore to cater to local and 
international needs for the different brands we work with!



AWARDS
After winning the Young Lions Competition Bangladesh in 
2018, Lie to Eye has won a total of 21 Digital Marketing 
Awards and 14 Commwards till date. Moreover we have won 
the highest number of awards for a single campaign twice 
in DMA 2020 for Sprint Active and DMA 2021 for Nino Rossi. 



YOUNG LiONS
COMPeTiTiON
BANGLADESH 2018
Lie to Eye won the Young Lions Competition 
Bangladesh 2018 beating 32 teams among 
the top 23 agencies in the country. As a 
result, the team got to participate in the 
Spikes Asia Festival of Creativity in Singapore



DMA 2019 Switch to Akash (Akash Digital TV)
Bronze

FILM

DMA 2020 Sprint Brand Reveal (Sprint - Apex)
Gold

BEST USE OF INSTAGRAM

Sprint Brand Reveal (Sprint - Apex)
Silver

BEST USE OF PR 
Sprint Re-Launch (Sprint - Apex)

Silver
BEST INTEGRATED CAMPAIGN

Ignite Your Spark (Sprint - Apex)
Bronze

BEST VIDEO
Sprint Brand Reveal (Sprint - Apex)

Bronze
BEST CONTENT MARKETING



COMMWARD 2021 Sprint Brand Reveal (Sprint - Apex)
PR

Bronze

Sprint Brand Reveal (Sprint - Apex)
MOST CREATIVE USE OF MEDIA

Bronze

Switch to Akash (Akash Digital TV)
FILM

Bronze

Sprint Re-Launch (Sprint - Apex)
BEST CAMPAIGN BY NEW AGENCY

Bronze



DMA 2021 Rukhe Dao Breast Cancer (Nino Rossi - Apex)
Gold

BEST CONTENT MARKETING

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
Gold

BEST USE OF FACEBOOK
Rukhe Dao Breast Cancer (Nino Rossi - Apex)

Gold
BEST USE OF MOBILE

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
Gold

BEST VIDEO
Rukhe Dao Breast Cancer (Nino Rossi - Apex)

Gold
BEST USE OF INFLUENCER

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
Silver

BEST SOCIAL CAMPAIGN
Rukhe Dao Breast Cancer (Nino Rossi - Apex)

Silver
BEST USE OF PR IN DIGITAL PLATFORM

Milk Mustache (Marks - Abul Khair Group)
Silver

BEST UGC
Rukhe Dao Breast Cancer (Nino Rossi - Apex)

Silver
BEST USE OF COMMUNITY PLATFORMS



COMMWARD 2022 Rukhe Dao Breast Cancer (Nino Rossi - Apex)
BEST USE OF DIGITAL MEDIA

Silver

Maverick Relaunch - Free To Be (Maverick - Apex)
INTEGRATED CAMPAIGN

Bronze

Maverick Relaunch - Free To Be (Maverick - Apex)
MOST CREATIVE USE OF MEDIA

Bronze

Maverick Relaunch - Free To Be (Maverick - Apex)
FILM CRAFT

Bronze

Maverick Relaunch - Free To Be (Maverick - Apex)
BEST CAMPAIGN BY NEW AGENCY

Bronze

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
MOST EFFECTIVE USE OF MEDIA

Bronze

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
SOCIAL CAMPAIGN

Bronze



COMMWARD 2023

DMA 2023

Chess Champs (Marks - Abul Khair Group)
PR

Silver

Hyper Contexual Contents (Himalaya)
INNOVATIVE USE OF MEDIA

Bronze
Hyper Contexual Contents (Himalaya)
BEST USE OF DIGITAL MEDIA

Bronze

E-Commerce for Environment (Bazar365)
Silver

CAMPAIGN FOR SUSTAINABILITY
There’s a Player Inside All of Us (Sprint - Apex)

Silver
BEST VIDEO

DMA 2022 Free To Be (Maverick - Apex)
Gold

BEST USE OF INSTAGRAM
Free To Be (Maverick - Apex)

Silver
BEST USE OF INFLUENCER

Hyper-Contexual Contents (Himalaya)
Silver

BEST USE OF INSTAGRAM
Chess Champs (Marks - Abul Khair Group)

Silver
BEST USE OF DISPLAY



WhaT We DO
We provide a 3600 creative marketing solution for our clients. We assist brands to 

source the most engaging contents for the target audience, curate regular impression for 
the brand and finally boost the stories to take the brand to the next level.

CREATIVE SERVICES DIGITAL MARKETING WEB DEVELOPMENT

STRATEGY DEVELOPMENT BRANDING MEDIA PLANNING

PRODUCTION INFLUENCER MARKETING MARKET RESEARCH



sUccess sTORiES
Over the years, we have kinda made a name for 

ourselves as the best product launch agency 
in the industry. Apart from that, we have had 

several successes on various types of projects 
we’ve worked in



BRaND LAUNCh
We have successfully crafted the Launch 
and relaunch campaigns for Akash Digital 
TV, Sprint Lifestyle, Maverick etc with ATL, 
BTL Planning and Execution, and various 
other types of activities.



STRaTEGY
We have successfully planned and executed 100+ campaigns for clients which included various types of 
work scopes. From Influencer Management to Tech development to Event planning, we’ve provided industry 
disrupting ideas and solutions to our clients. 



AV PROdUCTioN
We have crafted 100+ AVs for different 

types of Companies serving various 
purpose. These Productions range 

from Live action to 3D Animation to 
Corporate AVs to BTS contents



CONTENTS
We have created countless numbers of

visually intriguing contents with insightful strategy and brilliant copies for our clients  



daTa Analysis
& RepoRTing

COMMUNITY
MANAGEMENT

We have successfully provided our clients with 
valuable insights through market research and 
data analysis. We have received numerous 
awards on the campaigns we executed based 
on these analysis.

We manage social media communities for our 
clients with a dedicated social media customer 

care team. From small scale facebook groups 
to large scale community engagement for 

e-commerce platforms we handle every query 
with utmost urgency.



Our CLienTs
past & present





PorTfolio



fv‡qiv Avgvi, AvR `ytL fvivµvš— gb wb‡q Avcbv‡`i mvg‡b nvwRi n‡qwQ| Avcbviv meB Rv‡bb Ges †ev‡Sb| Avgiv Avgv‡`i Rxeb w`‡q †Póv K‡iwQ| wKš‘ 
`yt‡Li welq, AvR XvKv, PÆMÖvg, Lyjbv, ivRkvnx, iscy‡i Avgvi fvB‡qi i‡3 ivRc_ iwÄZ n‡q‡Q| AvR evsjvi gvbyl gyw3 Pvq, evsjvi gvbyl euvP‡Z Pvq, evsjvi 

gvbyl Zvi AwaKvi Pvq| wK Ab �vq K‡iwQjvg? wbe©vP‡bi c‡i evsjv‡`‡ki gvbyl m¤ú~Y©fv‡e Avgv‡K, AvIqvgx jxM‡K †fvU †`b| Avgv‡`i b �vkbvj G‡m¤^wj em‡e, 
Avgiv †mLv‡b kvmbZš¿ ˆZwi Ki‡ev Ges G‡`k‡K Avgiv M‡o Zzj‡ev| G‡`‡ki gvbyl A_©‰bwZK, ivR‰bwZK, mvs �‹...wZK gyw3 cv‡e| wKš‘ `yt‡Li welq, AvR `yt‡Li m‡ 

ej‡Z nq 23 erm‡ii Ki“Y BwZnvm, evsjvi AZ �vPv‡ii, evsjvi gvby‡li i‡3i BwZnvm| 23 erm‡ii BwZnvm gyg~l©y bi-bvixi AvZ©bv‡`i BwZnvm| evsjvi BwZnvm- 
G‡`‡ki gvby‡li i3 w`‡q ivRc_ iwÄZ Kivi BwZnvm| 1952 mv‡j i3 w`‡qwQ| 1954 mv‡j wbe©vP‡b Rqjvf K‡iI Avgiv Mw`‡Z em‡Z cvwi bvB| 1958 mv‡j Avqye Lvb gvk©vj 

jÕ Rvwi K‡i 10 eQi ch©š— Avgv‡`i †Mvjvg K‡i †i‡L‡Q| 1966 mv‡j 6-`dv Av‡›`vj‡b 7B Ry‡b Avgvi †Q‡j‡`i  �wj K‡i nZ �v Kiv n‡q‡Q| 1969 Gi Av‡›`vj‡b Avqye 
Lv‡bi cZb nIqvi c‡i hLb Bqvwnqv Lvb mv‡ne miKvi wb‡jb, wZwb ej‡jb, †`‡k kvmbZš¿ †`‡eb, MbZš¿ †`‡eb - Avgiv †g‡b wbjvg| Zvic‡i A‡bK BwZnvm n‡q †M‡jv, wbe©vPb 

n‡jv| Avwg †cÖwm‡W›U Bqvwnqv Lvb mv‡n‡ei m‡ †`Lv K‡iwQ| Avwg, ïay evsjv bq, cvwK �—v‡bi †gRwiwU cvwU©i †bZv wnmv‡e Zv‡K Aby‡iva Kijvg, 15B †dea“qvwi Zvwi‡L Avcwb 
RvZxq cwil‡`i Awa‡ekb †`b| wZwb Avgvi K_v ivL‡jb bv, wZwb ivL‡jb fy‡Æv mv‡n‡ei K_v| wZwb ej‡jb, cÖ_g mßv‡n gvP© gv‡m n‡e| Avgiv ejjvg, wVK Av‡Q, Avgiv G‡m¤^wj‡Z 

em‡ev| Avwg ejjvg, G‡m¤^wji g‡a � Av‡jvPbv Ki‡ev- GgbwK Avwg G ch©š—I ejjvg, hw` †KD b �vh � K_v e‡j, Avgiv msL �vq †ewk n‡jI GKRbI hw` †m nq Zvi b �vh � 
K_v Avgiv †g‡b †be| Rbve fy‡Æv mv‡ne GLv‡b G‡mwQ‡jb, Av‡jvPbv Ki‡jb| e‡j †M‡jb, Av‡jvPbvi `iRv eÜ bv, Av‡iv Av‡jvPbv n‡e| Zvic‡i Ab �vb � †bZ„e„›`, Zv‡`i m‡ Avjvc 

Kijvg- Avcbviv Avmby , emby , Avgiv Avjvc K‡i kvmbZš¿ ˆZwi Ki‡ev| wZwb ej‡jb, cwðg cvwK �—v‡bi †g¤v^iiv hw` GLv‡b Av‡m Zvn‡j KmvBLvbv n‡e G‡m¤^wj| wZwb ej‡jb, †h 
hv‡e Zv‡K †g‡i †djv †`qv n‡e| hw` †KD G‡m¤^wj‡Z Av‡m Zvn‡j †c‡kvqvi †_‡K KivwP ch©š— †Rvi K‡i eÜ Kiv n‡e| Avwg ejjvg, G‡m¤^wj Pj‡e| Zvic‡i nVvr 1 Zvwi‡L G‡m¤^wj eÜ 
K‡i †`Iqv n‡jv| Bqvwnqv Lvb mv‡ne †cÖwm‡W›U wn‡m‡e G‡m¤^wj †W‡KwQ‡jb| Avwg ejjvg †h, Avwg hv‡ev| fy‡Æv mv‡ne ej‡jb, wZwb hv‡eb bv| 35 Rb m`m � cwðg cvwK �—vb †_‡K GLv‡b 
Avm‡jb| Zvici nVvr eÜ K‡i †`Iqv n‡jv, †`vl †`Iqv n‡jv evsjvi gvbyl‡K, †`vl †`Iqv n‡jv Avgv‡K| eÜ K‡i †`qvi c‡i G†`‡ki gvbyl cÖwZev`gyLi n‡q DVj| Avwg ejjvg, 
kvwš—c~Y©fv‡e Avcbviv niZvj cvjb K‡ib| Avwg ejjvg, Avcbviv KjKviLvbv me wKQy eÜ K‡i ‡`b| RbMY mvov w`‡jv| Avcb B”Qvq RbMY iv �—vq †ewi‡q co‡jv, Zviv kvwš—c~Y©fv‡e 
msMÖvg Pvwj‡q hvevi Rb � w �’i cÖwZÁve× n‡jv| wK †cjvg Avgiv? Avgvi cqmv w`‡q A �¿ wK‡bwQ ewntkÎ“i AvµgY †_‡K †`k‡K i¶v Kivi Rb �, AvR †mB A �¿ e �envi n‡”Q Avgvi 
†`‡ki Mixe-`ytLx wbi �¿ gvby‡li wei“‡×- Zvi ey‡Ki Ic‡i n‡”Q  �wj| Avgiv cvwK �—v‡bi msL �v �i“- Avgiv evOvjxiv hLbB ¶gZvq hvevi †Póv K‡iwQ ZLbB Zviv Avgv‡`i Dci 
Suvwc‡q c‡o‡Q| ‡Uwj‡dv‡b Avgvi m‡ Zvi K_v nq| Zuv‡K Avwg e‡jwQjvg, †Rbv‡ij Bqvwnqv Lvb mv‡ne, Avcwb cvwK �—v‡bi †cÖwm‡W›U, †`‡L hvb wKfv‡e Avgvi Mix‡ei Ic‡i, Avgvi evsjvi 
gvby‡li ey‡Ki Ici  �wj Kiv n‡q‡Q| wK K‡i Avgvi gv‡qi †Kvj Lvwj Kiv n‡q‡Q, wK K‡i gvbyl‡K nZ �v Kiv n‡q‡Q, Avcwb Avmyb, †`Lyb, wePvi Ki“b| wZwb ej‡jb, Avwg bvwK  �^xKvi 
K‡iwQ †h, 10B Zvwi‡L ivDÛ †Uwej Kbdv‡iÝ n‡e| Avwg ‡Zv A‡bK Av‡MB e‡j w`‡qwQ, wK‡mi ivDÛ †Uwej, Kvi m‡ em‡ev? hviv Avgvi gvby‡li ey‡Ki i3 wb‡q‡Q, Zv‡`i m‡ em‡ev? nVvr 
Avgvi m‡ civgk© bv K‡i cuvP NÈv †Mvc‡b ˆeVK K‡i †h e3„Zv wZwb K‡i‡Qb, mg �— †`vl wZwb Avgvi Ic‡i w`‡q‡Qb, evsjvi gvby‡li Ic‡i w`‡q‡Qb| fv‡qiv Avgvi, 25 Zvwi‡L G‡m¤^wj Kj 
K‡i‡Q| i‡3i `vM ïKvq bvB| Avwg 10 Zvwi‡L e‡j w`‡qwQ, IB knx‡`i i‡3i Ici cvov w`‡q AviwUwm‡Z gywReyi ingvb †hvM`vb Ki‡Z cv‡ibv| G‡m¤^wj Kj K‡i‡Qb, Avgvi `vex gvb‡Z n‡e| 
cÖ_g, mvgwiK AvBb- gvk©vj jÕ DB_Wa Ki‡Z n‡e| mg �— mvgwiK evwnbxi †jvK‡`i e �viv‡K ‡diZ wb‡Z n‡e| †hfv‡e nZ �v Kiv n‡q‡Q Zvi Z`š— Ki‡Z n‡e| Avi RbM‡Yi cÖwZwbwai 
Kv‡Q ¶gZv n �—vš—i Ki‡Z n‡e| Zvici we‡ePbv K‡i †`L‡ev, Avgiv G‡m¤^wj‡Z em‡Z cvi‡ev wK cvi‡ev bv| Gi c~‡e© G‡m¤^wj‡Z em‡Z Avgiv cvwi bv| Avwg, Avwg cÖavbgš¿xZ¡ PvB bv| 
Avgiv G†`‡ki gvby‡li AwaKvi PvB| Avwg cwi®‹vi A¶‡i e‡j †`evi PvB, AvR †_‡K GB evsjv‡`‡k †KvU©-KvPvix, Av`vjZ-†dŠR`vix, wk¶v cÖwZôvb Awbw`©óKv‡ji Rb � eÜ _vK‡e| 

Mix‡ei hv‡Z Kó bv nq, hv‡Z Avgvi gvbyl Kó bv K‡i †mBRb � †h mg �— Ab �vb � wRwbm �‡jv Av‡Q †m �‡jvi niZvj Kvj †_‡K Pj‡e bv| wiKkv,,†NvoviMvwo, †ij Pj‡e, jÂ 
Pj‡e- ïay †m‡µUvwi‡qU, mywcÖg †KvU©, nvB‡KvU©, RR‡KvU©, †mwg Mfb©‡g›U `ßi �‡jv, Iqvc`v †Kvb wKQy Pj‡e bv| 28 Zvwi‡L Kg©Pvixiv ‡h‡q †eZb wb‡q Avm‡eb| Gic‡i hw` †eZb 

†`Iqv bv nq, Avi hw` GKUv  �wj P‡j, Avi hw` Avgvi †jvK ‡K nZ �v Kiv nq - †Zvgv‡`i Kv‡Q Avgvi Aby‡iva iBj, c‡Ö Z �K N‡i N‡i `My © M‡o †Zvj| †Zvgv‡`i hv wKQy Av‡Q ZvB 
wb‡q kÎ“i †gvKv‡ejv Ki‡Z n‡e Ges Rxe‡bi Z‡i iv �—vNvU hv hv Av‡Q mewKQy - Avwg hw` ûKzg †`evi bvI cvwi, †Zvgiv eÜ K‡i †`‡e| Avgiv fv‡Z gvi‡ev, Avgiv cvwb‡Z 

gvi‡ev| †Zvgiv Avgvi fvB, †Zvgiv e �viv‡K _v‡Kv, †KD †Zvgv‡`i wKQy ej‡e bv| wKš‘ Avi Avgvi ey‡Ki Ici  �wj Pvjvevi †Póv K‡iv bv| mvZ †KvwU gvbyl‡K `vevqv ivL‡Z 
cviev bv| Avgiv hLb gi‡Z wk‡LwQ ZLb †KD Avgv‡`i `vev‡Z cvi‡ebv| Avi †h mg �— †jvK knx` n‡q‡Q, AvNvZcÖvß n‡q‡Q, Avgiv AvIqvgx jx‡Mi †_‡K hÏyi cvwi Zv‡`i 

mvnvh � Ki‡Z †Póv Ki‡ev| hviv cv‡ib Avgv‡`i wiwjd KwgwU‡Z mvgvb � UvKv-cqmv †cuŠ‡Q †`‡eb| Avi GB mvZ w`b niZv‡j ‡h mg �— kawgK fvB‡qiv †hvM`vb 
K‡i‡Q, c‡Ö Z �KUv wk‡íi gvwjK Zv‡`i †eZb †cuŠ‡Q †`‡eb| miKvwi Kg©Pvix‡`i ewj, Avwg hv ewj Zv gvb‡Z n‡e| †h ch©š— Avgvi GB †`‡ki gyw3 bv n‡e, 

LvRbv U �v· eÜ K‡i †`Iqv n‡jv- †KD †`‡e bv| g‡b ivL‡eb, kÎ“evwnbx Xy‡K‡Q, wb‡R‡`i g‡a � AvZ¥Kjn m„wó Ki‡e, jyUZivR Ki‡e| GB 
evsjvq wn›`y- gymjgvb, evOvjx-bbevOvjx hviv Av‡Q Zviv Avgv‡`i fvB| Zv‡`i i¶v Kivi `vwqZ¡ Avcbv‡`i Ici, Avgv‡`i †hb e`bvg 

bv nq| g‡b ivL‡eb, ‡iwWI-‡Uwjwfk‡bi Kg©Pvixiv, hw` †iwWI‡Z Avgv‡`i K_v bv †kv‡b Zvn‡j †Kvb evOvjx †iwWI 
†÷k‡b hv‡e bv| hw` †Uwjwfkb Avgv‡`i wbDR bv †`q, ‡Kvb evOvwj †Uwjwfk‡b hv‡eb bv| 2 NÈv e �vsK 
†Lvjv _vK‡e, hv‡Z gvbyl Zv‡`i gvqbv-cÎ ‡bevi cv‡i| c~e© evsjv †_‡K cwðg cvwK �—v‡b GK cqmvI 
Pvjvb n‡Z cvi‡e bv| †Uwj‡dvb, †UwjMÖvg Avgv‡`i GB c~e© evsjvq Pj‡e Ges we‡`‡ki ms‡M wbDR 

cvVv‡Z n‡j Avcbviv Pvjv‡eb| wKš‘ hw` G †`‡ki gvbyl‡K LZg Kivi †Póv Kiv nq, evOvjxiv 
ey‡Smy‡S KvR Ki‡eb| cÖ‡Z �K MÖv‡g, cÖ‡Z �K gnj−vq AvIqvgx jx‡Mi †bZ...‡Z¡ msMÖvg 
cwil` M‡o †Zvj| Ges ‡Zvgv‡`i hv wKQy Av‡Q, ZvB wb‡q cÖ �‘Z _v‡Kv| i3 hLb 
w`‡qwQ, Av‡iv i3 †`‡ev| G †`‡ki gvbyl‡K gy3 K‡i Qvo‡ev Bb&kvj−vn&| 

Gev‡ii msMÖvg Avgv‡`i gyw3i msMÖvg, Gev‡ii msMÖvg  
�^vaxbZvi msMÖvg|

Rq evsjvwe`¨r, R¡vjvwb I
LwbR m¤c` gš¿Yvjq

** This image was created as a social media post for this page on 7th of March.

Managing communication for government organizations 
presents a unique set of challenges, especially when 

aiming to engage a broad audience. When we took over 
the o�cial page, it had minimal engagement. However, 

through strategic e�orts, we successfully increased the 
follower count to over 1.4 million within just one year.

2 000+
STATICS

100+
AVs

200+
BLOGS



caMPaigN

Reach 822 592 | Engagement 121 983 | Like 106 575 | Share 634 | Comments 642

The core message of the campaign was to showcase
di�erent stories of people with access to electricity.



caMPaigN

Reach 146 216 | Engagement: 14 469 | Share 126 | Like 10589 | Comments 55

The campaign's core message highlighted emotional stories of people 
whose lives transformed with access to electricity. Our posts generated 
significant engagement and brought in many real-life inspiring stories.



caMPaigN

Reach 146 216 | Engagement: 14 469 | Share 126 | Like 10589 | Comments 55

The Ministry of Power, Energy, and Mineral Resources (MoPEMR) organizes Power Week 
annually to celebrate and showcase the government's achievements in the power sector. 
We served as the digital partner for Power Week '18, in collaboration with Grey and MCC.



STaTiC PosTS To establish a social media presence for MoPEMR, we created over 
1,200 static posts, including vector illustrations, infographics, 3D 
renders, and image manipulations. Here are a few samples



Videos

We produced over 100 audiovisual pieces for the page. Weekly, we shared informative 
short videos, and on special occasions, we posted unique content to mark the events.



InfogRAPHics

We crafted some of our finest infographics to highlight the 
achievements of the Ministry of Power, Energy, and Mineral Resources.



Though LTE primarily was the digital agency for Akash, Bangladesh's 
first-ever DTH brand by Beximco Communications, we also served as 

the agency for its launch. Our contributions included creating the 
key visuals and the audiovisual materials

** This image was created as one of the Key Visuals for the Launch of Akash DTH.

Switch to Akash (Akash Digital TV)
COMMWARD 2021

FILM

Bronze

Switch to Akash (Akash Digital TV)
DMA 2019

Bronze

FILM



LaUNCH CAMPaign

In collaboration with the production house RunOut Films and director Adnan Al Rajeev, 
we launched one of the most popular TV commercials of the year.



LaUNCH CAMPaign

We also designed a highly eye-catching user interface 
for the website, ensuring a memorable first impression.



The key visual concept highlighted the contrast between using 
cable TV and Akash DTH. We aimed to depict how a cable 

connection often leads to family issues, while a stable connection 
like Akash DTH brings peace and harmony to the household

KV - COUPLE

LaUNCH CAMPaign



In this key visual, we aimed to thematically compare the experiences of 
using a cable connection versus Akash DTH. We illustrated how a cable 

connection can cause you to miss crucial moments of a match, whereas 
with Akash DTH, you can always enjoy the game without interruptions

KV - CRICKET

LaUNCH CAMPaign



In this key visual, we aimed to establish a connection with TV viewing 
by incorporating a theme inspired by the popular movie DDLJ. We 
depicted a narrative where someone is seeking an alternative to 

traditional cable TV, highlighting the benefits of switching to Akash DTH

KV - DDLJ

LaUNCH CAMPaign



In this key visual, we aimed to create a connection with TV 
viewing by incorporating a tennis match theme. We depicted 

how frustration can arise from not being able to enjoy TV, 
emphasizing the superior experience with Akash DTH

KV - TENNIS

LaUNCH CAMPaign



In this key visual, we aimed to compare the TV viewing 
experience by incorporating a theme inspired by the popular cult 
movie series The Matrix. We depicted how frustration can lead to 

agitation and even throwing things when someone is unable to 
enjoy their TV experience, highlighting the benefits of Akash DTH

KV - MATRIX

LaUNCH CAMPaign



STaR ChaNNELS CAMPAigN
We crafted captivating visuals for the launch of 
STAR CHANNELS on Akash DTH



Akash LOcaTioN CAMPAigN
As Akash expanded its services across di�erent districts of 
the country, we emphasized the famous landmarks of each 
district, seamlessly integrating the Akash STB Unit with 
them to resonate with local communities



CHaNNEL COnTENTS Given that Akash is a DTH service provider, its content primarily comprises channel 
programs. To keep consumers engaged, we regularly curated content to help them 
decide what to watch on these channels. Here are some examples of such contents



RegulAR CONTENTS These images represent just a fraction of the 
diverse content we crafted for the page, which 
also included Instagram posts, GIFs, and videos



Videos

We produced over 50 audiovisuals for the page. While some of the shooting was outsourced to production 
houses, the majority of the editing and CGI work was expertly handled in-house by our talented CGI team



After the relaunch of Sprint, the athleisure brand under Apex, we became the creative agency for various campaigns, including 
the Sprint Relaunch, Breast Cancer Awareness for Nino Rossi, and the Maverick Relaunch, Apex’s first apparel brand. These 

projects showcase our expertise in brand revitalization and creative strategy. 

** This image was created as a KV for Apex for the relaunch of their most popular product, the Franco.



RegulAR CONTENTS Here are some of the static images we created for 
the page, along with various Instagram content, 
GIFs, and videos



For the relaunch of Sprint by Apex Footwear, we emphasized that 
everyone is a champion. Inspired by the new spark logo, we created 
the tagline "IGNITE YOUR SPARK." This message was spread across 
digital platforms through hype posts and influencer engagement, 
culminating in the launch of the country's hottest OVC of the year

Sprint Brand Reveal (Sprint - Apex)
DMA 2020

Gold

BEST USE OF INSTAGRAM

Sprint Brand Reveal (Sprint - Apex)
DMA 2020

Silver

BEST USE OF PR 

Sprint Re-Launch (Sprint - Apex)
DMA 2020

Silver

BEST INTEGRATED CAMPAIGN

Ignite Your Spark (Sprint - Apex)
DMA 2020

Bronze

BEST VIDEO

Sprint Brand Reveal (Sprint - Apex)
DMA 2020

Bronze

BEST CONTENT MARKETING

Sprint Brand Reveal (Sprint - Apex)
Commward 2021

PR

Bronze

Sprint Brand Reveal (Sprint - Apex)
Commward 2021

MOST CREATIVE USE OF MEDIA

Bronze

Sprint Re-Launch (Sprint - Apex)
Commward 2021

BEST CAMPAIGN BY NEW AGENCY

Bronze

There’s a Player Inside All of Us (Sprint - Apex)
DMA 2023

Silver

BEST VIDEO

** This image was created as one of the Key Visuals for the relaunch of the brand Sprint by Apex.



LOgo ReVEAL

For the unveiling of Sprint's new logo, we teased 
the audience by displaying the logo's shape on 
various surfaces such as grass, sand, and rocks. 
These images were used as profile pictures on 
social media and other communication channels



iNSTAgRaM GRiD

In the prelaunch hype phase of Sprint, we created 
a unique layout of the logo using nine di�erent 
images, each depicting the lifestyle of our 
consumers. This innovative communication 
approach was the first of its kind in the country



iNSTAgRaM TAKEOVER

In the prelaunch hype phase of Sprint, we created a 
hand sign of the logo, which was posted by Instagram 
influencers across the country. This generated such a 
buzz that people started posting the sign on their own 
profiles, making it the biggest Instagram takeover 
campaign the country has ever seen



uNLEASH SERIES
Post-Sprint launch, we curated engaging content 
using stock images and Sprint shoes to stir 
consumer excitement and anticipation



ReLAUNCH CAMPaign

In collaboration with the Production House Laughing Elephants and director Shakeeb 
Fahad, we debuted one of the country's pioneering sports advertisements



The concept aimed to portray the triumph of the Sprint brand ambassador 
as he rose from adversity to become the captain of the Bangladesh 

KV - JB6ReLAUNCH CAMPaign



The concept was to depict Ismail's journey of overcoming adversity to claim the title of 
the fastest man in Bangladesh, shattering the previous national record in the process

KV - ISMAILReLAUNCH CAMPaign



The concept centered on Shela's journey to overcome obstacles 
before clinching the title of Miss Universe Bangladesh 2019

KV - SHELAReLAUNCH CAMPaign



The concept aimed to illustrate Mabia's journey of triumph over adversity, 
culminating in her gold medal win in weightlifting at the SA Games

KV - MABIAReLAUNCH CAMPaign



The concept was to portray Jhohan's journey of overcoming obstacles to achieve the 
remarkable feat of becoming the Guinness World Record Holder in freestyling

KV - JHOHANReLAUNCH CAMPaign



There is a player inside everyone, evident in simple activities like paper-tossing or sprinting for a bus. Sprint’s world cup campaign, 
“There is a player inside all of us,” aimed to connect this insight with their motto, “Ignite Your Spark.” We launched a film featuring Jamal 

Bhuyian and ex-national captain Biplob, showcasing everyday people with surprising football skills. Shared across various media, the 
campaign reached 14M+ people, generated 70M+ impressions, 21M+ engagements, 38M+ video views, 7K+ shares, 2.8K+ comments, and 

led to a 14% sales increase in Q4 over Q3, becoming the most viewed and shared video during the world cup in Bangladesh.

There’s a Player Inside All Of Us (Sprint - Apex)
DMA 2023

Silver

BEST VIDEO



The film featured brand ambassador Jamal Bhuyian, who encounters everyday people surprising him with their football 
skills. The film includes a cameo by ex-national football captain Biplob in a stando� with the current captain.

FiLM



KV

Everyone has a player inside them, evident in simple activities like paper-tossing or sprinting for a bus. 
Sprint’s world cup campaign, “There is a player inside all of us,” connected this insight with their motto, 
“Ignite Your Spark.” The key visuals featured real-life characters in their everyday activities, hinting at 

what they could achieve if they embraced their inner player.



We also partnered up with one of the most prolific sports journalist in Bangladesh. He cover the FIFA World Cup 2022 in Qatar in our t-shirt and 
featured our brand in all his content. These videos were watched nationwide, providing us with PR and media value worth millions.

PR



CoNTeNTS

We also created some static 
and dynamic contents using 
various shots from the AV. The 
dynamic content focused more 
on the di�erent skill moves 
featured in the Video, while the 
static contents served as a 
teaser for one of the biggest 
sports AVs in the industry.



STaTic POSTS Here are some examples of the 
content we shared on the page



Every day, over 18 women in Bangladesh die from breast cancer 
(WHO). LTE and Apex launched a campaign to address this, 

achieving 12,117 web-app registrations and nearly 2 million AV 
views. Collaborations with female-focused Facebook 

groups garnered 75,000+ views and engagements. The 
campaign received widespread acclaim and attracted 

several esteemed celebrities

** This image was created as Key Visual for the Breast Cancer Awareness Campaign from Nino Rossi by Apex.

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
DMA 2021

Gold

BEST CONTENT MARKETING

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
DMA 2021

Gold

BEST USE OF FACEBOOK
Rukhe Dao Breast Cancer (Nino Rossi - Apex)
DMA 2021

Gold

BEST USE OF MOBILE

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
DMA 2021

Gold

BEST VIDEO

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
DMA 2021

Gold

BEST USE OF INFLUENCER

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
DMA 2021

Silver

BEST SOCIAL CAMPAIGN
Rukhe Dao Breast Cancer (Nino Rossi - Apex)
DMA 2021

Silver

BEST USE OF PR IN DIGITAL PLATFORM
Rukhe Dao Breast Cancer (Nino Rossi - Apex)
DMA 2021

Silver

BEST USE OF COMMUNITY PLATFORMS

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
Commward 2022

BEST USE OF DIGITAL MEDIA

Silver

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
Commward 2022

MOST EFFECTIVE USE OF MEDIA

Bronze

Rukhe Dao Breast Cancer (Nino Rossi - Apex)
Commward 2022

SOCIAL CAMPAIGN

Bronze



To address women's censorship issues, we created a visual guide for breast cancer 
self-checks using male bodies and spread it across digital platforms

FiLM



We developed Thama Mana, the nation's first haptic 
feedback-based web app, enabling users to perform 
step-by-step breast cancer self-checks and schedule 
appointments with doctors via a 24/7 hotline. The app used 
haptic feedback to simulate the textures of a�ected skin areas



The aim was to publish survivor 
stories to inspire women to perform 

regular self-checks and demonstrate 
that cancer can be overcome

SuRVivoR SToRieS



CaMPAigN BRaNDiNg & PR
In addition to the AV and KV, we designed various outdoor 
branding materials, including billboards and in-store 
promotions. We also created brochures and print ads for leading 
dailies, as well as wearables and packaging for the brand



DigiTaL CONTENTS We created and shared infographic content on social media detailing how to 
Touch, Look, and Check (TLC) for breast cancer detection. Additionally, we hosted 
a webinar featuring experts to provide in-depth knowledge on the subject



Free To Be (Maverick - Apex)
INTEGRATED CAMPAIGN

Bronze Commward 2022
Free To Be (Maverick - Apex)
MOST CREATIVE USE OF MEDIA

Bronze Commward 2022

Free To Be (Maverick - Apex)
FILM CRAFT

Bronze Commward 2022
Free To Be (Maverick - Apex)
BEST CAMPAIGN BY NEW AGENCY

Bronze Commward 2022

Free To Be (Maverick - Apex)Gold

BEST USE OF INSTAGRAM

DMA 2022
Free To Be (Maverick - Apex)Silver

BEST USE OF INFLUENCER

DMA 2022

For the relaunch of Maverick by Apex Footwear, we emphasized that everyone is 
unique and should embrace it proudly. With the tagline "Free to be," we aimed 

to highlight the maverick spirit. By not conforming to others and being 
unapologetically yourself, you embody what it means to be a maverick



In collaboration with Little Big Films and director Abrar Athar, we launched the Maverick Relaunch AV. The video 
emphasized that everyone is unique and doesn't need to follow anyone else. Just be yourself. Be Maverick

FiLM



KeY ViSUALS

The idea was to demonstrate how people can express 
their own fashion by being themselves, wearing 

whatever they feel comfortable in—from having tea 
by the roadside to relaxing seaside with their dog



Are You Maverick

Answer the Question
Q1. You’ve just completed 2 years in university. You’ve realized that
you want to study something entirely different. What are you going to do now?

apex4u.com

Are You Maverick

Answer the Question
Q2: After 4 years of hard work, you finally finish University.
You have some job offers in your hands as well. Which job would you choose?

apex4u.com

Are You Maverick

Answer the Question
Q3: You need to catch a break from your busy life and go away on a trip.
What would be your no.1 travel destination?

apex4u.com

Are You Maverick

Answer the Question
Q4: You decided to get a new hairstyle and went to a hair salon.
Which style are you going for?

apex4u.com

Are You Maverick

Answer the Question
Q5: You have a lot of characteristics.
But what’s that one thing everyone should know about you?

apex4u.com

Are You Maverick

Answer the Question
Q6: You are gonna get married to the love of your life.
How do you want to dress up for your wedding?

apex4u.com

iNSTagRAM QUiZ
For the relaunch of Maverick, we introduced the term “Be Maverick”. If you are "Free to 

Be" and live life by your own rules, you embody the maverick spirit. To celebrate this, 
we created a unique Instagram quiz. After answering six di�erent questions with 48 

possible outcomes, participants identified as Mavericks received exciting gifts



iNSTAgRaM TAKEOVER

For the relaunch of Maverick, we aimed to celebrate authenticity. We 
designed a filter that superimposed the new logo as a tattoo or seal 
on influencers' bodies. Influencers across the country posted with 
this filter, directing their followers to the ‘Are You Maverick?’ page to 
discover their own maverick spirit and win prizes. The campaign 
generated significant buzz, with people sharing the logo on their own 
profiles, making it one of the best Instagram campaigns in the country



BRaND CollABorATioN
For the relaunch of Maverick, we created a persona called Maverick to resonate 

with our target audience. We collaborated with brands that Mavericks associate 
with, such as Chillox, Go Zayaan, GnG, Second Cup etc. Through these 

partnerships, we captured their audiences' attention and encouraged them to 
take the Instagram quiz, 'Are You Maverick,' for a chance to win exciting prizes



MAVERiCKS OF BANgLADESH

There are Mavericks all around us who don’t bow to societal pressure 
and live unapologetically as themselves. We wanted to showcase 
their life stories in a content series titled "Mavericks of Bangladesh." 
This series aims to inspire others by highlighting individuals from 
diverse backgrounds who embody the maverick spirit. These 
Mavericks are trailblazers in their fields—artists, entrepreneurs, 
activists, and everyday heroes—who defy conventions and pave their 
own paths. By sharing their journeys, challenges, and triumphs, we 
hope to encourage more people to embrace their true selves, live 
boldly, and contribute to a culture of authenticity and resilience



CONTENTSHere are some of the static images we crafted for the relaunch of the Maverick brand, 
alongside a plethora of engaging Instagram content, GIFs, and videos



Prime Bank PLC is one of Bangladesh's premier 
financial institutions, established in 1995. Known for 

its innovative banking solutions and customer-centric 
approach, Prime Bank o�ers a wide range of services 

including corporate banking, retail banking, SME 
banking, and Islamic banking. The bank has a strong 

reputation for leveraging advanced technology to 
provide e�cient and secure banking experiences.

** This image was created as a KV for Prime Bank on the occasion of completing 29 years in the banking industry.



RegulAR CONTENTS Here are some of the static images we created for 
the page, along with various Instagram content, 
GIFs, and videos



HASANAH ISLAMiC BaNkiNg

During Ramadan, we crafted a soothing OVC to promote Hasanah Islamic Banking 
from Prime Bank.



"Narir Joye Neera" is designed to support 
women by providing a microsite integrated with 
the Prime Bank website, where they can share 

their business aspirations and journeys of 
resilience. Through the platform, participants 
can connect with Prime Bank or any industry 

leader of their choice for guidance.



NEErA CaMPAigN AV

We crafted a compelling visual narrative to inspire women on their journey to success, 
highlighting Prime Bank's unwavering financial support every step of the way



CAMPAigN WEBSiTE
For the 'Narir Joye Neera' campaign, we developed a microsite where 

women could share their stories of struggle and triumph on their 
path to success. Prime Bank committed to support these women 

with financial funding or mentorship to help facilitate their journeys



Marks Youngstar, a powder milk brand from Abul Khair Group, has entrusted 
us as their comprehensive creative agency. Our responsibilities range from 
devising and executing nationwide creative campaigns to managing their 

digital content and overseeing their overall branding strategy

** This image was created as a content for the social media page of Marks Youngstar.



STaTic POSTS Here are some of the static images we created for the page, along 
with numerous other Instagram content, GIFs, and videos



Marks Diet, a powder milk brand from Abul Khair Group, has partnered with us 
as their full-service creative agency. We handle everything from 

conceptualizing and executing nationwide creative campaigns to managing 
their digital content and overseeing their overall branding strategy

** This image was a content for the social media page of Marks Diet.



STaTic POSTS Here are some of the static images we created for the page, along 
with numerous other Instagram content, GIFs, and videos



** These images were created as one Key Visuals for the Milk Moustache Campaign.

The iconic milk mustache is the most 
common scenario associated with 

drinking milk. To bring this to life and 
engage the digital youth in a fun and 
interactive manner, we created a 3D 
AR Milk Mustache filter for Facebook 

and Instagram. We encouraged 
everyone to use the filter creatively 

and share their photos with the 
hashtag #MilkMustache

Milk Mustache (Marks)
DMA 2021

Silver

BEST UGC
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A staggering 58% of youth dislike drinking milk. Why? The 
reasons range from "dudh khele pet gur gur kore" to "dudh e 

onek gondho," and many others. However, aside from lactose 
intolerance, these reasons are largely unfounded and 

misinterpreted. To address this, Marks partnered with Dr. 
Tamanna Chowdhury and her team to initiate a conversation 
and dispel these misconceptions with scientific evidence. 

Our objective was to foster a positive perception of milk 
consumption, particularly among young adults



To launch our campaign and capture the attention of the 
youth, we brought together the top 100 Instagram 
influencers in the country.

In the first phase, these influencers posted videos with the 
hashtag #whymilk, sharing their personal reasons for 
avoiding milk, without any brand endorsements. This 
generated a wave of curiosity and interest around the topic.

Within 72 hours, the influencers posted full videos revealing 
how their misconceptions had been debunked, concluding 
that drinking milk wasn't a bad idea after all.

iNSTAgRaM TAKEOVeR



DigiTaL PR We collaborated with Bengal Beats and Rantages, alongside some of the 
most prominent online publishers including Markedium, Kaaler Kontho, 
Jugantor, and Shomoy News 24, to maximize our digital PR e�orts



Since its inception, Marks has 
championed healthy living. To further this 

mission, we launched a campaign aimed at 
helping people assess their lifestyle choices. We 

created a microsite featuring a series of questions 
allowing users to determine their lifestyle score out of 100. 

Additionally, users could seek expert opinions on improving their 
lifestyle for a healthier future.  



We developed two distinct front 
pages for the brands associated with 
#markyourlifestyle: Marks Youngstar 
and Marks Diet. 

We tailored two di�erent visual user 
experiences based on whether the 
user identified as male or female, 
ensuring a personalized and 
engaging interaction

WEB iNTERFACE



After Answering around 14 questions from the website, users would be asigned a lifestyle 
score that they could share or invite their friends and family to make them know about 

their lifestyle score as well.



We crafted three films to raise awareness among our audience about their current lifestyle and educate them on the 
necessary steps to make positive changes. These changes could include adopting healthier eating habits, incorporating 
regular exercise into their routine, and prioritizing mental well-being through mindfulness practices. FiLM



** This image was the KV for ChessChamps.

Chess Champs (Marks)
DMA 2022

Silver

BEST USE OF DISPLAY
Chess Champs (Marks)
Commward 2023

PR

Silver



In the wake of the Netflix limited series 'The Queen's 
Gambit' and the surge in global online chess during the 

pandemic, Marks aimed to host a nationwide 
school-based tournament.

To generate pre-event excitement, we developed a fully 
browser-runable chess game from scratch. Tailored for 

school-age kids, the game featured three levels, unlocking 
progressively as players defeated the AI opponent. Each 

victory earned users points.

The website was designed to showcase the top 20 users 
with the highest points. These top scorers earned the 

opportunity to participate in a simultaneous exhibition 
(simul) against the nation's top grandmasters, adding a 

thrilling incentive to the tournament

CHESS GAME



For the campaign, we launched marksactiveschoolchesschamps.com, 
a dedicated website where participants could access the game, engage 
with the leaderboard based on accumulated points, and view real-time 
results of matches during the nationwide school tournament.

CAMPAigN WeBSiTE



We produced call-to-action videos 
featuring our chess superstars, the 

grandmasters of chess in our 
country. These videos aimed to 

inspire the next generation of youth 
to join the campaign and shape their 

own life stories

SHORT OVC



Some of the Print Materials.



HALL BRaNDiNg
For the launch of "Marks Active School Chess Champs," the largest nationwide school 
chess tournament, we organized a grand event. The occasion was honored by the 
presence of the President of the Bangladesh Chess Federation, the Minister of Sports, 
and other prominent figures. The venue was elegantly adorned with our banners.



HALL BRaNDiNg
For the launch of "Marks Active School Chess Champs," the largest nationwide school 
chess tournament, we organized a grand event. The occasion was honored by the 
presence of the President of the Bangladesh Chess Federation, the Minister of Sports, 
and other prominent figures. The venue was elegantly adorned with our banners.



STaTic POSTS We aimed to support the next generation of chess players and those interested in learning 
the game. To achieve this, we created content for social media with this goal in mind



As part of Porter's leading logistics network in India and the 
Middle East, Porter Bangladesh excels in on-demand, 

technology-driven transportation solutions. Our 
collaboration will enhance their digital presence, optimize 
user experience, and expand market reach, driving growth 

and setting new benchmarks in the logistics industry.

** This image was created as a KV for Apex for the relaunch of their most popular product, the Franco.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



Xiaomi is one of the world's leading smartphone companies and 
has established the world’s foremost consumer AIoT (AI + IoT) 
platform, with over 478 million smart devices connected as of 

March 31, 2022. Available in more than 100 countries and regions, 
Xiaomi continues to drive innovation globally. We are proud to 
have served as the creative agency for Xiaomi Bangladesh for 

the past three years, enhancing their brand presence and 
engaging their audience through innovative strategies.

** This image was created as a KV for Xiaomi on the occasion of being the No. 1 used mobile phone brand in the country.



Mi 11 LiTe For the launch of the Mi 11 Lite, we developed the teaser and launch contents 
featuring a photoshoot with prominent Key Opinion Leaders (KOLs) of the time.



Mi 11x For the launch of the Mi 11X, we crafted teaser and launch 
content highlighting the key specifications of the device.

Teaser Main KV Contents



RedMi 9 For the launch of the Redmi 9, a budget-friendly device aimed at the mass market, we 
developed teaser and launch content tailored to its a�ordability and broad appeal.

Teaser Main KV Contents



RedMi 10 For the launch of the Redmi 10, we adopted a minimalistic visual approach.
This aesthetic resonated well and worked perfectly with our target consumers.

Teaser Main KV Contents



RedMi 10c For the launch of the Redmi 10C, we focused on creative copywriting. As a budget-friendly phone, the 
device's specifications were e�ectively conveyed through mnemonics and clear communication.

Teaser Main KV Contents



RedMi NoTE 10 PRO For the launch of the Redmi Note 10 Pro, we created the tagline "The Perfect Note," 
cleverly incorporating a hidden '10' within the mnemonic.

Teaser Main KV Contents



RedMi NoTE 11 For the launch of the Redmi Note 11, we designed 
vibrant teaser content and developed a catchy tagline:

Teaser Main KV Contents



RedMi 11I HypeRchARGE As one of the main features of this device was its remarkable 120W 
fast charging capability, charging the device from 0 to 100% in just 
15 minutes, we emphasized this in our communication materials.

Teaser Main KV Contents



xiaomi 11T These are the featured contents showcasing the Xiaomi 11T device.



xiaomi 12 PRO The device was aptly named 'Cinemagic' as its primary focus centered on its exceptional 
camera capabilities. Our content creation was strategically aligned with this theme.



xiaomi PAD 5



RedMi NoTE 10S To enhance the popularity of the Redmi Note 10S in the market, we developed 
visually captivating content tailored specifically for the device.



oTHER Phone CONTENTS These are a selection of the content pieces 
we created for various other devices.



RegULAR CONTENTS These are examples of the diverse content pieces we 
created for regular engagement and various occasions.



** This image was created as a content for Himalaya Bangladesh Ltd.

Himalaya is a leading global herbal health and 
personal care organization with nearly 500 

products available in over 100 countries. When we 
began collaborating with them, we infused our 

work with their ethos, promoting wellness in 
every home and happiness in every heart.

Hyper Contextual Contents (Himalaya)
INNOVATIVE USE OF MEDIA

Bronze Commward 2023
Hyper Contextual Contents (Himalaya)
BEST USE OF DIGITAL MEDIA

Bronze Commward 2023
Hyper Contextual Contents (Himalaya)Silver

BEST USE OF INSTAGRAM

DMA 2022



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



** This image was created as Key Visual for the Campaign.

For this Hyper Contextual Campaign by Himalaya, we 
produced several AVs based on specific concepts and targeted the 

ads with such precision that we achieved astounding results. The 
campaign yielded extraordinary outcomes on Facebook, 

e�ectively reaching our target 
audience.



For this campaign, we crafted six stories based on six 
common assumptions about why pimples occur, such 

as consuming oily food, going outdoors, staying up 
late, exam stress, or regularly applying heavy makeup. 

Each story emphasized a single solution: Himalaya 
Neem Face Wash.

We boosted these videos by targeting people who 
matched these profiles. For instance, the late-night 

video was shown to individuals active on social media 
during late hours. This strategic targeting yielded 

astounding results, with around $0.01 cost per 
ThruPlay and $0.004 per post engagement—some of 

the best results we've ever achieved.



** This image was created as a content for Lotto Bangladesh.

Lotto distributes its products in over 110 countries through 
independent sports stores, specialized chain-stores, and large 

stores with dedicated sports departments. In Bangladesh, Lotto 
boasts one of the largest operating chains across the country.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



Platforms



Unilever launched Cleanipedia as a platform to promote cleaning, laundry, and regular 
home cleanliness. We have been developing contents for the platform covering topics 

such as cleaning kitchens, removing stains from clothes, and more.

** This image was created as a content for Cleanipedia.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



Good health is key to a meaningful life, and proper 
nutrition is its anchor. Nutritalk, a content 

platform from Unilever, o�ers many useful tips to 
help lead a nutritious and healthy lifestyle.

** This image was created as a content for Nutritalk.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



Anything and everything about anyone’s 
beauty regime—simple, easy, and 
e�ective! Whether for a special event or 
everyday life, Be Beautiful has it covered 
with content ranging from skin and hair 
care to makeup and global beauty trends.

** This image was created as a content for BeBeautiful.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



** This image was created as a content for Bazar365 Ltd.

Bazar365 is the country's first sustainable online grocery store, o�ering 
daily groceries and household items. It aims to provide customers with 

an eco-friendly alternative that minimizes plastic waste without 
compromising quality or convenience. To date, Bazar365 has responsibly 
consumed over 5,500 kilograms of plastic and recycled 1,450 kilograms 

of plastic materials, significantly impacting plastic waste reduction.

E-Commerce for Environment (Bazar365)Silver

CAMPAIGN FOR SUSTAINABILITY

DMA 2023



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



Aarong Dairy is a premier dairy brand o�ering 
high-quality milk, yogurt, cheese, butter, and ice 

cream. Sourced from local farms, their products are 
renowned for purity and taste. Committed to quality 
and sustainability, Aarong Dairy ensures nutritious 

and delicious options for health-conscious 
consumers. We have had the privilege of crafting 
numerous eye-catching photoshoots resulting in 

many visuals for their print and marketing campaigns.

** This image was created as a KV for Aarong Dairy.





PRODUCT KV





** This image was created as a content for International Mother Language Day.

NCC Bank has set up a new standard in 
financing in the Industrial, Trade and Foreign 

exchange business. Its various deposit & 
credit products have also attracted the 

clients-both corporate and individuals who 
feel comfort in doing business with the Bank. 
Though We’ve worked with the institution for 
a short period of time, we were successful in 

bringing a positive change for the Bank.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



** This image was created as a content for the Anwars.

Anwar Group of Industries is one of the oldest and 
most esteemed conglomerates in Bangladesh, 

with a rich heritage dating back to the early 19th 
century. The group operates across diverse 

sectors including textiles, steel, cement, real 
estate, and financial services. We have been 

working as a Digital Partner with the group for 
their corporate social media pages, Anwar 
Cement & Anwar Industrial Cement Sheet.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



** This image was created as a content for the Anwars.

Anwar Cement, part of the prestigious Anwar Group, is renowned for its 
high-quality, durable cement, essential for construction in Bangladesh. 

Anwar Cement Sheet, another flagship product, o�ers superior 
strength and reliability for roofing solutions. Both products exemplify 

innovation, quality, and sustainability in the building industry.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



** This image was created as a content for the Anwars.

A1 Polymer is a leading manufacturer of high-quality 
polymer products. Known for its innovation and 

commitment to excellence, A1 Polymer produces a 
diverse range of items including pipes, fittings, and 
sheets. The company prioritizes sustainability and 

advanced technology to deliver reliable and durable 
solutions for various industrial and consumer needs.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



** This image was created as a social media post for Grameenphone as a regular engagement content.

Grameenphone is the leading telecom brand in Bangladesh, 
renowned for its extensive network coverage, innovative 
services, and commitment to customer satisfaction. We 
teamed up with Magnito Digital to create stunning images 
and engaging GIFs for Grameenphone, enhancing their 
digital presence and customer engagement.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



** This image was created as a social media post for GD Assist for Medical Tourism in Thailand

Since its inception, GD Assist has been a pioneer in the medical tourism sector. 
Despite being a part of the Green Delta Group, they lacked exposure in social media 
marketing. That's where we came in, helping them take the most important leap in 

their journey by enhancing their social media presence and engagement.



MeDiCAL ToURiSM This digital campaign was designed for GD Assist 
with the core idea of capturing the untapped 
market of medical tourism in the country.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos
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Atashii is a consumer electronics brand of Nitol Electronics, part of the esteemed Nitol 
Group of Industries. We not only created engaging campaigns and videos for Atashii but 

also captured audience attention through prompt responses to their queries.

** This image was created as a social media post for Atashii to greet in the occasion of Eid



RegulAR CONTENTS We created eye-catching images and visually arresting AVs to 
attract the targeted audience to Atashii’s growing list of electronic 
devices. Here are a few samples of what we posted for the page



** This image was created as a social media post for ACI Motors to promote their line of tractors from the brand Sonalika

ACI Motors is a leading provider of agricultural machinery, 
automobiles, and industrial solutions in Bangladesh. 

They o�er a diverse range of products, including tractors, 
power tillers, motorcycles, and construction equipment, 
ensuring high quality and reliability for their customers. 

We have worked with them to promote these products 
and their o�ers through various social media channels



RegulAR CONTENTS To create a distinct social media presence for ACI Motors, we developed 
eye-catchy images and visually appealing AVs to attract the targeted 
audience. Here are a few samples of what we posted for the page



** This image was created as a social media post for ISUZU

Isuzu is a renowned Japanese automaker specializing in commercial vehicles and diesel engines. Known for their durability and 
reliability, Isuzu trucks, buses, and SUVs are widely used in various industries worldwide. O�cially distributed in Bangladesh by 

Uttara Motors, we have collaborated with them for over two years to promote Isuzu through social media channels



RegulAR CONTENTS Here are some of the static images we created for the page, along 
with various Instagram content, GIFs, and videos



23 MILLION
NOW HAVE SAFE WATER BECAUSE OF

ROTARY

The Rotary Club of Dhaka District organizes an Annual General Meeting every 
year for its members. Focusing on this event, we aimed to highlight the 

prestigious club's diverse projects and initiatives to the broader audience.

** This image was created as a social media post Rotary Club



RegulAR CONTENTS Here are some of the static images we created for the page, along 
with various Instagram content, GIFs, and videos



We have been working as the digital media agency for Ntrack, the largest vehicle tracking service 
in the country. Ntrack, a part of the Nitol Niloy Group, has recently reached 100,000 subscribers 

nationwide. The Nitol Niloy Group is a prominent conglomerate in Bangladesh with diverse 
business interests, including automotive, real estate, electronics, and financial services. Ntrack 

o�ers advanced tracking solutions to enhance vehicle security and fleet management.

** This image was created as a content for NTrack of Nitol-Niloy



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



** This image was crafted for a photoshoot for TGKF

The Great Kabab Factory, or TGKF is one of the 
largest kabab chains in the subcontinent, 

renowned for its authentic and delectable 
kababs. We have been handling their social media 

marketing, helping to share their culinary 
delights with a wider audience. And since the 

very begining it’s been a brand very close to our 
hearts and even closer to our stomachs



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



** This image was created as an engagement content for Garlic n Ginger

Garlic 'n Ginger is a premium multi-cuisine 
restaurant in Dhaka, recently opening a new 
branch in Dhanmondi. We have served as the social 
media marketing agency for this brand, helping to 
promote their diverse and delicious o�erings.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos
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** This image was created as a social media post for Tastebud to promote their drinks

Our love for the desserts at Tastebud made it 
easy for us to create spectacular content and 
run campaigns that kept drawing customers 

back to Dhaka's sweetest hub.



RaMADAN CaMPAigN During Ramadan, we reintroduced the famous Tri-Nation Iftar Platters 
and Sehri Platters, which were immensely popular. It worked like a 
charm, attracting many customers to enjoy these special o�erings.



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



3 Food is a popular food joint located in Dhaka, Bangladesh, 
known for its diverse menu that includes a variety of fast food 

items such as burgers, BBQ wings, and cheese balls. It has 
garnered positive reviews for its quality and taste, making it a 

favored spot among locals for quick and delicious meals



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



By creating engaging social media 
content, we helped Absolute Thai 
regain its reputation as one of the best 
Thai cuisine restaurants in Dhaka



RegulAR CONTENTS Here are some of the static images we created for the page, 
along with various Instagram content, GIFs, and videos



AND REACH OUT...

+880 177 767 6661 
+880 170 406 0039 

Quit Lying to Yourselves

Call us on:

6TH FLOOR, HOUSE: 15/B
ROAD: 8, GULSHAN 1, DHAKA 1212

72 sENGKANG SQUARE
SINgAPORE CiTY - 544706

or Drop By:

or,
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