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INTRODUCTION

Four years ago, when | started my journey with the Media Studies and Journalism department of
ULAB, with very minimum knowledge of how the world of media works. But life had its own
plan and at a very early stage of my life, |1 have had the opportunity to work with renowned
agencies. And as | was progressing in my academics, | was parallelly getting all professional
knowledge. And after accumulating all my knowledge, | finally had the opportunity to work with

a top tier agency for internship.

My interest piqued when | took the course, Advertising. This was quite unexpected because | was
quite scared of the course having heard of its requirements and difficulty level. Funny how it ended
up being one of my favorite courses. In fact, in my interview with Carrotcomm LTD, | was actually
able to answer a few of the questions asked by my interviewer based on what | had learnt in that

course.

In the past few years, | have seen many of my friends join the advertising world. I heard how it is
a combination of planning, content writing, client services, videography and what not. I wondered
to myself ‘it must be quite difficult to be bored in such a field’. Unknowingly, I made a good guess.
In the past 3 months, in the countless pitches and campaign plans that | saw come in and go, every
time there was something new and fresh.

Adding to that, there are countless places to test out the waters in this world that | newly
discovered. | learnt to enhance my content writing skills. Think more critically and freely. Learn
about a completely different set of presentation skills, both in the form of slides and in person.
And most importantly, gain more self-assurance and confidence within myself.

While I have extensively learnt about the best and most effective practices in the classroom, | knew
that having practical experience was just as important. By the time | was done with my very last
course in university, | knew that the advertising world could give me the hands-on practical
experience that was missing from my life. My wish was granted after | was offered a position at
Carrotcomm LTD as an Executive for the Strategic Planning team. The journey of learning never

ends, but I believe | had the best start possible.



EXPECTATIONS

Going into my internship, | hoped to be thrown into the deeper end of the industry. | was intrigued
and intimidated all at the same time. | was intrigued about finally being able to apply the public
relations skills and knowledge | had gathered through the various courses and apprenticeship
programs | was involved with, in the past four years. | was intimidated by the thought of getting
out into the real world and working with professionals in the field. I joined Carrotcomm LTD with

the expectations that | will learn how to:

e Write a campaign plan

e Enhance my presentation skills

e Keep calm during active pressure

e Build my professional skills

e Maintain synergy with a team of people from various backgrounds and experiences
e Develop marketing skills

e Work with various kinds of brands and how to deal with them effectively

e Enhance my analytical skills

e Further my creativity

e Deal with clients

e Network with people from the industry

Last but not the least, | wanted to know if I can see myself pursuing a career in this field.



HOST ORGANIZATION

Organization Type: Advertising Agency
Incorporation Status: Executive
Company Year of Establishment: 2018

Address: CarrotComm Limited,
House # 08 Rd No 23/C, Dhaka 1212

Website: https://www.carrotcomm.com/

CarrotComm is an advertising agency built on the power of intergation and agility, with 15 years
of experience. It adapts and expands to cater to all brand needs, becoming the most trusted and
reliable entity in the communication industry as a cohesive marketing solution under one roof.
Their marketing services include ATL, BTL and Digital segments and has already many
achievements in their hands.

Client List of CarrotComm:
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TASKS

| have been working at CARROTCOMM LTD since February 1, 2022 as an intern for the Strategic
Planning team. My responsibilities are enlisted below:

-Research and planning of communication activities

-Tracking trends in digital media

-Creative planning for different client assignments

-Participation in pitch works

-Campaign planning with the team

-Contributing ideas, analysis and research for the planning projects.

-Interacting with a wide range of departmental employees

11
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Project 1

Project Name: Idea generation and Campaign writing for TripLover Strategic Planning

Client: TripLover
Start Date: 05/02/2022

Project Overview: TripLover, an online travel agency, gave us a detailed brief about their
company and their requirements from our agency. The brief included a detail of their operation
and the tonality they maintain during their promotion and lastly, what their marketing objective
is. After going through the entire brief, we understood that their primary requirement from
CarrotComm was to increase their visibility as a brand and design various promotional packages
to attract the right target audience. It took us about a month to make the entire plan ready which
included brainstorming, writing down the ideas in PowerPoint slides and also creating supporting
visuals to make the client understand our thought process.

My Tasks and Responsibilities:

| was assigned to brainstorm ideas for the campaigns that we will be offering them for the
promotion, write down the creative list and also make the entire Pitch Deck. The most
challenging part about making a pitch deck is it needs to be visually attractive and needs to have
all the information in details which includes analyzing the competitors, find the target audience,
fixing a strategic and communication space, channel strategy, detailing the campaigns, including
relevant pictures etc.

« 1he digital platforms
hotel. and flight bool

Current Objectives to Focus o e

+ Ofh n that, ther
audience engagement on the Facebook page:

*+ Sharelrip platt
where they fea!
Bangladesh” is
Iravel destinati

P e al +viog
Increase Brand Visibility | o0) oo postviogs

ons.
e they showcased various

Make People Consider Triplover as a
Travel Companion

Increasing the number of Clientele ]

Making Triplover Number ONE among
the competitors

Figure 1.1 Marketing Objectives of TripLover Figure 1.2 Analyze of a major competitor
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These are the few objectives of the campaign that we found out from the brief and discussion
with the client. Next, | tried to analyze the existing competitors in the market and what do they
do to promote themselves (Shown in figure 1.2).

Channel Strategy

The majority of campaign will be
activated on digital platforms.

One ATL campaign will be done in
the first quarter.

—
s BTL activities will be done with few
- ucv:' campaigns.

Figure 1.3 Channel Strategy for TripLover

PRESENCE IN THE RIGHT LOCATIONS

‘ ’ Tof

banr

sor
show them advertise via hyper-targeting ads.

Suggested zones: Airports, universities, Shopping mals, Movie
hals, bus-stands, Irain slations around the metro cily and sub
urban areas

Figure 1.5 One of the notable campaigns for TripLover

sl
PRODUCT BENEFITS

+ 24hours service

+  Easy Visa Process

«  Strong association with relevant
pariners
Unique services like Charfered
Plane and Helicopter

EMOTIONAL BENEFIT EMOTIONAL TRUTH

Every fravel experience will be
memorable and fun Fear of uncertainly and bad
experience in a irip

Figure 1.4 Strategy building for TripLover

Trip Wallet

I iy
— S
T

Figure 1.6 One of the notable campaigns for TripLover

After an overall analysis, we tried to understand the pros and cons of this particular brand to
understand what can they offer the customers and how should we promote this. And later, we
offered promotional campaigns that are suitable for this particular brand (Shown in figure 1.5

and 1.6).

Challenges:

e Writing campaign plan under limited time limits.
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e Active pressure of submission of campaign plan.
e Being open to sharing my personal story with the public to help with the insight

e Difficulty in mapping out a plan which can be relatable to its target audience.

e Having to change little details repeatedly.

Mistakes:

Since this was my first time making an entire pitch plan by myself, | was not familiar with
many terms of marketing which needed to be fixed.

However, with right guidance, | was able to fix my mistakes and understand the terms.

Learnings:

Working swiftly in a systematic manner
Keeping calm despite the high pressure
Working with limited time at hand

Maintaining consistent coordination with a number of project partners from different
departments

Continual rephrasing of communication methods based on directions given
A new method of writing the modality for a campaign

Learning to be less attached to the plans and ideas | give because they can get
scrapped at any point by the client or by the boss.

15



Project 2

Project Name: Amplification Plan detailing for Hero Bangladesh Independence Day Campaign

Client: Hero Bangladesh
Start Date: 1/03/2022
End Date: Ongoing
Project Overview:

CarrotComm launched an Independence Day Campaign for Hero Bangladesh, one of the leading
two-wheelers companies of Bangladesh and globally. For the main video campaign, we
showcased the bikers and took them to different locations of Bangladesh.

To create a buzz around even after the launch of video campaign, we needed few more activities
to engage the audience in the digital media. Hence, a detailed amplification plan was made based
on this.

My Tasks and Responsibilities:

| was assigned to brainstorm ideas on how and where can | promote the campaign. Hence, |
made a detail plan of social media where | mentioned the channels, the way we can communicate
which includes photoshoot and teaser ideas, TikTok challenge etc.

PUBLISHING TOUCHPOINTS

¥Oo [l © N

FACEBOOK ADS

FACEBOOK INSTAGRAM ‘GDN ADS
- Sio - stofe

+ Focebook insream ads
 Massancer cha ach o " Sonne o

o Conlert “n popuar websiles

The photo series will showcase the spirit of "Bt
P ) Brev cx®a” through its visual.

Figure 2.1 Publishing Channels for Hero Bangladesh Figure 2.4 Campaign Modality for Hero Bangladesh

At first, | have mentioned the channels (figure 2.1) and the kind of content that we can promote
as an extension of this video campaign (figure 2.2).
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| have also suggested an engagement campaign for TikTok (figure 2.3) and gave a suitable demo
to make the client understand our thought process (figure 2.4).

d

B BT (538 CHALLENGE

For the TikTok Challenge, we will be incorporating
with the Bikers’ Community of TikTok who will be
sharing content on their platform using the jingle
and the #HercesOfBangladesh.

Figure 2.3 TikTok Campaign for Hero Figure 2.2 Content Idea for Hero Bangladesh Campaign

Challenges:

e Writing campaign plan under limited time limits.

e Since | am not familiar with bikes or its target audience, | had to make an extra research
on where could | reach them.

e Finding suitable engagement campaign related to bike

e Finding its target audience in different mediums.

Mistakes:
| was not acknowledged with any corrections.

Learnings:

Working swiftly in a systematic manner
e Keeping calm despite the high pressure
e Working with limited time at hand

e Knowing about a new product/brand.

e Finding different ways of extending one single campaign.

17



Project 3

Project Name: ACI Fun Snacks Robotics Campaign Planning

Client: ACI
Start Date: 13/04/2022
End Date: Ongoing

Project Overview:

ACI limited wanted to do a campaign for children for their food and beverage brand, ACI Fun
Snacks. The idea was to promote science through fun among kids and what could be better than
robotics. Thus, we were asked to design a campaign to engage kids through some engagement
related to robotics and also promote them in digital platforms.

My Tasks and Responsibilities:

My task here was to design a campaign engaging its target audience i.e. kids. Hence, | designed a
workshop with one of the renowned robotics platforms, Fab Lab Dhaka.

Apart from that, | also added the channels through which we can promote this initiative and also
engage audience through digital platforms.

ACI Fun Snacks is planning fo organize a By collaborafing with Fab Lab Dhaka, we wil be

campaign targeting one of its primary TG, o robiv} YouTube f

Chidren. The idea is to organize a robotics loing @ confent sefies on YouTube from where
" e o children can learn more about science and

competition where chilren will be able fo

Leamn Robotics with Fab Lab Dhaka ' ’

explore their topic of interest and also have a robotics. FGbALCIE
leaming experience.
Figure 3.1 Brief given by ACI Snacks Figure 3.2 Campaign Plan for Fab Lab Dhaka

18



Working on this brief has been interesting since this was related to science and | had to make full
research on this topic to make it approachable for the kids.

nnnnnnnn

CTA COMMUNICATION
MODALITY PUBLISHING TOUCHPOINTS
ey f
,,,,,,,, Toutue raceboo
To promote the campaign, we will initiclly -
launch o Vid@o where we will ask our
audience to watch the video series on
Youtube. (6) -

Figure 3.3 Campaign Modality for ACl Snacks

Figure 3.4 Publishing Touchpoints for CTA Communication

Kids these days are very much present on social media. Thus, I chose to extend the campaign on
platforms like YouTube and Facebook for more engagement (figure 3.3).

Challenges:

Writing campaign plan in just one day.

Doing extra research before planning since I have little idea about robotics.

Finding suitable engagement for kids.

Utilizing different mediums to engage its TG i.e. kids.
Mistakes:

| was not acknowledged with any corrections.
Learnings:
e Working swiftly in a systematic manner
e Keeping calm despite the high pressure
e Working with limited time at hand

e Knowing about a different subject.

19



Project 4

Project Name: Idea Generation for Walton Ramadan Content Plan

Client: Walton Refrigerator
Start Date: 10/04/2022
End Date: 5/11/2022

Project Overview:

For the time of Ramadan, Walton Refrigerator asked us to do a content series for their social
media platform which will engage their target audience which is mostly consists of women. The
client wanted give infographic content which will be aligned with both the occasion and the
product itself. Hence, we decided to make a content series where we will be giving tips and
tricks about how to keep food fresh for a long time since Ramadan involves a lot of cooking at
home.

My Tasks and Responsibilities:

I was assigned to write down the ideas for the content i.e. the kind of tips and tricks that we want
to feature in our content series. To connect both the brand and occasion, | came up with ideas on
how to keep your food fresh for a long-time during Ramadan.

Consideration Points

Figure 4.1 Consideration Points for Content Ideas Figure 4.2 Tagline for Walton Refrigerator

At first, we considered the points through which we will connect our content and find a suitable
creative route (figure 4.1).

20



Figure 4.3 Content Idea for Walton Refrigerator Figure 4.4 Content Idea for Walton Refrigerator

These are the few demo contents that we suggested for the Ramadan Content Series (figure 4.3
& 4.4).

Challenges:
e Brainstorming ideas that can be both aligned with occasion and product

e Finding suitable examples to make it easily understandable for clients.

Mistakes:

I was not acknowledged with any corrections.

Learnings:

e How to present a small idea in an interesting manner.
¢ How much it is important to make the contents relatable with its target audience.

e Engaging people through a different type of content.
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Project 5

Project Name: Campaign idea generation, strategy writing for Arla new product launch campaign
Client: Arla (Dano)

Project Overview:
Arla wanted to introduce a new milk variant under the name of Dano. We were asked to create a
brand identity which includes name, logo and packaging. Along with that, we were also asked to

suggest its strategic space, tagline and few campaigns to introduce the product in the market.

My Tasks and Responsibilities:

My responsibility was to find the suitable target audience and right their details, conduct a small
survey to understand their behavior and finally suggest campaign ideas related to strategic space
and detail them out accordingly. Other than that, we also analyzed similar competitors in the

market to understand where can we place the new product.

The initial slides included analysis of target audience (figure 6.1 & 6.2) and survey findings (figure
5.4) to understand the gap which we will fulfill through our new milk variant product.

SABIHA KHANOM
LR N

Lo s Age: NA

Geography: Mekopoilan cily

Geography: Melropolitan city

The consumers include the family members of the creator. This could be her
husband, children, in-laws, parents or even distant relatives.

Figure 4.1 Analyzing the Target Audience for Arla Figure 5.2 Analyzing the Target Audience of Arla
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Full Cream Milk

Industry
Major and other Competitors
Who are in the
3 eco-system
oriovs  (MARKS Basrg
e o vl Full Cream Milk Powder
Milk for Good
o | NIDO 04
Sos IDO. %=
[PPy—

Cream Milk Powder

ML B e

e e

Figure 5.3 Competitors Analysis for Arla

The STRATEGIC SPACE for the new variant comes at the point where the
product helps solve functional problems in everyday life when it comes to cooking:
while adding the emotional aspect along with it

FUNCTIONAL BENEFIT
Culinary Experience

EMOTIONAL BENEFIT
Celebrate The

Enhancer Love For Food

Figure 5.5 Strategic Space for Arla

milk for cooking

‘mm, eate only liquid | |

Figure 5.4 Survey Findings of Arla

Strategic Roadmap
Taste the Love

Step 4: Giving Reasons o Use the Product
(Drive usage of product in mulfiple scenarios)
i s AT

Step 2: Enfice the Love Quotient
(Love towards specific items) step 3: Drive Visibility for the product
1. Highlight the love that people have lowards spec (Purchase points and Food Locations)
I

step 1: Infroduce ‘Taste The Love

Figure 5.6 Strategic Roadmap for Arla

Finding a right strategic space (figure 5.5) which accumulates both emotional and functional

benefit is important. In this way, we can understand the type of promotional activity is needed to

promote this product.

W
DANO

s & Kisk Ch ihury, o finalist of

Masterchef Australia, is a fusion food icon at cument fimes. Since
her passion is 1o not only cook but fo create food, she can be a
remarkable addition to our campaign.

amﬂﬂ";

Figure 5.7 Campaign Suggestion for Arla
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Duronto TV is @ Bangladeshi Bengalianguage
shows o engage the audience aged 8-15.

will leature o DIY food show where recipes thal can =

Since Kids and Teens are an influencer group, we
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+ The show will teature easy and quick recipes that

Figure 5.8 Campaign Suggestion for Arla



We suggested few trendy and innovative means of marketing to make the product known to its
audience (figure 5.7 & 5.8).

Challenges:

e This was by far the most challenging project for me since it was the first time, | was
working on a product that does not exist in the market.

e Taking various measures and surveys to understand its future market position in just a

week.

Mistakes:
e | had to re-do few parts like strategic space since it needed bit more connection with the

brand and its audience.

Learnings:
e How to launch a new product and things I need to take in account before launching.
e Avrright strategy can make or break your product.

e Connection every campaign with the initial thought process of the product.
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Project 6

Project Name: Strategic Space Idea Generation for Gorilla Move launch

Client: Gorilla Move
Start Date: 15/03/2022
End Date: Ongoing

Project Overview:
Gorilla Move is an online delivery app who is trying to acquire the market with its unique set of
services and approach. We were asked to make a launch campaign for Gorilla Move which would

instantly create around people through both online and offline.

My Tasks and Responsibilities:

My responsibility was to find who could be the target audience for this particular product/service.
Based on that, | needed to find a suitable strategic space through which we will communicate our
rest of the campaign. Also, | analyzed few competitors in the market which includes Pandamart,

ChalDal, Buy Here Now etc.

PRIMARY TG

=g
} .

Figure 6.1: Gorilla Move Target Audience Figure 6.2: Analyzing the major competitor
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At first, we analyzed the competitors of the market (figure 6.1) to understand and the prospective
target group (figure 6.2) of this service. This helped us to understand how and where should

position this brand and which kind of promotion will be effective for them.

OUR TG's DESIRED JOURNEY STRATEGIC ROADMAP

HUMAN TRUTH

Defining the brand space
» "

Figure 6.3: Analyzing the journey of TG Figure 6.4: Strategic Roadmap for Gorilla Move

Here, we tried to analyze the journey of our prospective target audience (figure 6.3) which
included their issues and gains from similar online grocery service. And based on that, we found
our strategic roadmap (figure 6.4).

THIS LEADS US TO OUR
BRAND CREATIVE ROUTE

Grocery shop is a fight
Gorilla Move helps you ease that
fight

Figure 6.5: Strategic Space by Gorilla Move
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Finally, after analyzing the behavior of target audience and building a strategic roadmap, we found

a creative route (figure 6.5) which we will follow for rest of the campaign.

Challenges:

e This has been a bit challenging for me since | had to pull of the entire work in just a day.
e It is quite hard to find a suitable position for a brand like this since they have already big

competitors in the market.

e (Going innovative with campaign ideas and making it interesting for the target audience.

Mistakes:

| was not acknowledged with any mistake.

Learnings:

e How to launch a new product and things | need to take in account before launching.
e Trying to be innovative with the campaign.

e How to incorporate interesting brand theme with the campaign.
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Project 7

Project Name: Binge Website Promotion Plan Idea Generation

Client: Binge
Start Date: 28/02/2022
End Date: Ongoing

Project Overview:

Binge is an online video streaming service that offers entertainment of Live TV, web series, films
through Mobile App and TV. Recently, they were planning to launch their website along with their
new horror show. We were asked to make a promotion plan for website and the show together and

create a buzz in a way that people get intrigued to watch and also get to know about the website.

My Tasks and Responsibilities:
| was asked to suggest suitable content and ways of communication through which we can reach
a larger audience and let them know about the website. Along with that, we also wanted to create

buzz through few offline activations.
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THEME FOR THIS LAUNCHING OCCASION

Figure 7.1: Theme for Binge Website Launch

postiavner |
GROUP SEEDING

Spreading the news of Binge link with seeders

Messaging: Binge can now be enfoyed on
browser. Here's the: link flink].

SUGGESTED GROUP CATEGORIES: Movie & series
groups, sporfs groups etc.

Figure 7.3: Group seeding for website launch

A Lightbox on the theme of Binge Original show *
" will be placed in Banani bridge, Dhaka.

“'(wy& Binge Website- a"- will be added on the
Lightbox to promote the new Binge website.

WHENEVER
WHEREVER

Visit wwwbinge buzz

Communicating the availability of the
Binge website in every corner of the

couniry.

Figure 7.2: Promotional Content for the launch

Influencer Campaign

R

y
|

ﬁkh Absar Yellow Potato

315K followers n 3

@ woones (g 2

Top influencers and digital content creators will
promote the Binge website through their own
platform.

A
Rafsan Sabab

9

Rofayet R

folowers

Figure 7.4: Influencer campaign for website launch

Figure 7.5: Offline activity plan for website and series launch
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We chose a theme for the launching the website (figure 7.1) and made the content according to the
themes (figure 7.2) and also suggested few engagement activities (figure 7.3 & 7.4). Lastly, we

suggested to place a lightbox (figure 7.5) with relevant message in the Banani Bridge as a part of
our offline activation.

Challenges:

e This was relatively an interesting project for me since | am someone who has vast ideas
about online-streaming shows. However, finding an interesting theme took a lot of
brainstorming.

Mistakes:

| was not acknowledged with any mistake.

Learnings:
e How innovatively we can do offline activation

e A good teamwork can help you find a good theme.
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Project 8

Project Name: Content Plan Writing for Ujjwala Care

Client: Ujjwala Care
Start Date: 28/02/2022
End Date: Ongoing

Project Overview:

Ujjwala Care is a hair and body care brand who has products of three ranges- Shampoo, Body Oil
and Hair Qil. For the month of April, Ujjwala Care wanted to revamp their content since their old
line of content were not reaching the audience. Hence, we were asked to introduce new
engagement activities, new line of digital content and also do some offline branding to increase

their visibility overall.
My Tasks and Responsibilities:

My task for this campaign was to give a new perspective to their strategy altogether. This includes
a new line of content, introducing offline branding, engagement activities on digital platform etc.

OUR APPROACH

CHANNEL MIX
o 9 > 9 v, '« Sacial Media:
X Facebook, IG, YT,
e AWARENESS AND TRIAL DRIVING
-c Re(;wlPoinL
» Social Media: IMO,
4 YT
¢ -'. Resi o PRODUCT AWARENESS

Figure 8.1: Ujjwala Care New Strategy Figure 8.2: Suggested Channel Mix for April

For the month of April, we suggested three new approaches for our promotional activities (figure
8.1). Along with that, we proposed few new and old mix of channels (figure 8.2) where we will

promote our content.
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TARGETING PARAMETER

Content Type: Motion
Ingredients:

Ofive

Coconut

Amia
Concept: -
The ingredients that have been used fo make Ujwala -
Care hair oll will be our main focus. For the first content, onr
we will be focusing on three major ingredients - Coner
combination (Olive, Amia, Coconut) and how they help REACH: 35 Million © Network
to prevent keep our hair Healthy and Strong. Monthly Mobile Type . er

Active USERS in L pryoeen |
Bangladesh g Advance Target

sh with the content.

. . Fi 8.4: P tion Strat: in IMO
Figure 8.3: Suggested Content for April lgure romotion Strategy in

Along with that, we also suggested few types of content for digital media (figure 8.3) and also
shared promotional strategy in other platforms like IMO (figure 8.4), Instagram etc.

Collaborating With Parlor Representatives

A combination of three products (Hair oil, Body oil, |n00moro|l_na the local beauticians to
Shampoo) will be offered through Shajgoj.com at | promote Ujwala Care to potential customers.
a discount price. |

A large section of our TG go to beauty parlors

; on a regular basis and rely on the products that
i We will also be offering them a lucrative gift along their preferred beauticians use on them.

i with the bundle pack. |

Hence, we will incorporate these beauticians to
convince the potential customers to use Ujwala
Care on a regular basis.

+ Wooden Comb Set We will provide a specific card/spreadsheet

- Tweezer where we will be able fo track the number of
+ Makeup Pouch sales and give commissions to the beauticians
*  Miror accordingly

Figure 8.5: Cross Marketing with Ujjwala Care Figure 8.6: Offline Branding for Ujjwala Care

We also suggested few cross-marketing ideas to Ujjwala Care (figure 8.5) to make a positive
impact on their sales. Along with that, there were few suggestions for offline brand which included

pushing the beauty salon goers to buy the products through salon representatives (figure 8.6).
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Challenges:

Since Ujjwala Care was not satisfied with the earlier content type that we suggested and the
strategy tone was not enough eye-catching, | needed to give the brand a total makeover when it
comes to content.

Since | was not familiar working with lifestyle products, | had to do the entire thing based on my

own assumption and experience.

Mistakes:

| was not acknowledged with any mistake.

Learnings:
Utilizing my own life experience for a brand promotion.
Understanding how each beauty product needs its own identity when it comes to promotion.

Working in a short span of time.
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Project 9

Project Name: Signature Campaign Planning for Pran Latina

Client: Pran Latina
Start Date: 22/03/2022

Project Overview:

Latina 100% Juice, a premium juice from PRAN claims to be made from the 100% fresh picked
fruits with the goodness that contains in a package. The brand sought assistance to launch a World
Health Day promotion on April 7.

Their goal was to promote Latina as a healthy supplement to our usual diet with the strong claim
that the juice is made of actual fruit. Also, this is a underlying fact that, during the Ramadan, the
potential consumers seek healthy drink option after starving for whole day. Therefore, we will
advertise Latina as a nutritious juice for refreshment throughout the month of Ramadan to obtain

the goal of the brand.

My Tasks and Responsibilities:

CONSIDERATION POINTS

A premium quallty Juice ot Embrace Health, Embrace Purity
areasonable price.
Since the cam mpaign will promote

Latina as the be: lifesty L Wi also promote

4‘ t . Latina as the p g y ca g of refreshment during

Aligning Latina with “World
Latina has more than 30% Health Day" since they are the
%Iﬁ “-;n: Is mgcd"es with no promoter of a healthy litestyle.

Figure 9.1: Consideration Point of the campaign Figure 9.2: Defining the campaign Space

At first, we had a look at our consideration points so that we have through understanding regarding
both the product and the campaign (figure 9.1). Then, we defined the key campaign space to
position the brand effectively in the potential customers’ mind (figure 9.2).
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PUBLISHING TOUCHPOINTS

Launching The Campaign u n
We will start our campaign with a video where we will o ot Facabeok We will aiso be launching o Vertical Video Series
i our ign space which is \eskon, oni £l Veion that will uplift our campaign through various visuals.
Embrace Purity”
%ﬁ%&?ﬁ}}ﬂéﬁ%ﬁ?ﬁifi?p?cm'fuﬁn? @ !
e
e (0) ¢ O
Figure 9.3: Publishing Touchpoints of The Figure 9.4: Promotional Idea through Vertical Video
Campaign Series

Which brings us to short down the promotional content planning for the brand, where we suggested
ideal publishing touch point of video contents (figure 9.3) regarding the campaign space
considering its TG’s lifestyle. Along with that, we also suggested a vertical video series (figure
9.4), since platforms like TikTok, Insta Reels and YouTube Shorts has become widely popular

among the potential customer group.

-

Suggested Influencers

Collaborating with Influencers l
{ To reach our desired TG, we can coliaborate with

| the top influencers who have been the prime

§ promoter of a heaithy ifestyle. n")’t‘f I:::L ';":"',’:;::ﬁ
@ rmiowes G s rodowens
| We will ask the influencers to post a short video
| about their meal routine in Ramadan on their ]
| social media page, where they will incorporate
| Latina as their regular drink =
We can offer a package combining the three flavors of Latina i Samina (STN Piness)
during the time of Ramadan. [ § Rt o8
Bund'e To atiract the consumers, we can also offer them a certain ﬁ Sl g :'WM
amount of discount on the bundie pack.
e (@) (3
Figure 9.5: Bundle offer to boost the product sales Figure 9.6: Collaboration with Influencers

Next, we suggested some effecting promotional ideas, which would start with a bundle offer
(figure 9.5), where the customer can purchase three flavors of the juice together, to obtain a special
discount in purchase. Again, our plan includes the involvement of influencers (figure 9.6), whose
testimonial can generate TOMA (Top of the Mind Awareness) among the customers.
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Activation in Shopping Mall
Since we are starting this campaign during Ramadan,
Shopping Mall could be an ideal place to promote our
drink since this is the peak time for people going to
Shopping Mall

We will activate a booth in urban city malls where we will
place ajuice tasting bar for the shoppers.

Shoppers can also buy the bundle pack from the booth.

Figure 9.7: Activation Idea — shopping mall

For the food court, we will keep a small booth for the
trial where people can over and take a sip of Latina.

Food Court Activation
Suggesied Food Court: Chef’s Table (Dhanmondi and
Banani), Chef’s Table Courtside, Park Heights Courtyard

Figure 9.8: Activation Idea — shopping mall

After that, to assure 360 promotions, our plan included a BTL activation route (figure 9.7 and 9.8)

which would include activation based on our TG’s checkpoint such as, shopping mall, food court,

park, shopping malls, masque etc.

Promotfing Latina on SheActive

The program aims o give women a
sustainable healthy fifestyle by providing
them 30 Day Online Group Training.

SheActive is an online filness program where:
women from different parts of the country join
fitness fraining online.

By coliaborating with SheActive, we can
make Lafing a part of thelr healthy online
routine.

Along with that, Latina can aiso sponsor an
offline fitness fraining program on the
occasion of World Health Day where they will
e giving fitness training offiine.

Figure 9.9: Promotion for platform collaboration

Featuring Latina in Artlicles/Blogs

We often come through v arious news articles/blogs which give out information on healthy living
or food in general.

We can feature in one such article where we will communicate Latina as a healthy addition to
our regular iftar/ meals in general.

SUGGESTED PORTALS

P COTLORS

@he Daily Star @ﬂﬂ"
Figure 9.10: Promoting through PR blogs and articles

ICETODAY

NPi[RIN

The plan ends with collaboration with SheActive (figure 9.9), a renowned Yoga platform, where
we can easily target consumers who are enough health conscious to drink Pran Latina. Aside that,

we also suggested PR blogs and articles in web portals to reach the TG effectively (figure 9.10).
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Challenges:

The product is not widely popular yet, so generating TOMA effectively was a key challenge. Aside
that, because of the higher price range than usual local juice, and unavailability in terms of
minipack narrowed down the potential TG, where the upper-class already prefers foreign brands

because of their credibility and strong market positioning.

Mistakes:

| was not acknowledged with any mistakes

Learning:

The project was the first project, where | had full fledge freedom in terms of strategy and planning
from my manager Shahzan Ehsan. Although I had some hard times catering all the effecting route
for the campaign, but later I realized, it eventually boosted my confidence towards my work along

with learning new techniques to promote a product effectively.

37



Project 10

Project Name: Analysing competitors and Idea generation for Coca-Cola Brand Exercise for

Sustainable Projects

Client: Coca-Cola

Start Date: 1/05/2022

Project Overview:

Coca-Cola, one of the renowned beverage brands worldwide, decided to venture into sustainable
projects for the betterment of the environment. To initiate this, they decided to launch two new
projects which include Recycle and Reuse of Plastic and Water Conservation and Stewardship.

For these two projects, they needed a logo, a suitable and brand guideline.

My Tasks and Responsibilities:
My responsibility was to find out if any other brand has such similar projects to understand how
they approach. For instance, if they bring their parent brand forward, what kind of name they gave

to the projects, their activities etc.

TASKS AT HAND

PROJECT NAME

PROJECT LOGO

LOGO USAGE GUIDELINE

Figure 50.1: Brief from Coca-Cola
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* PROBAHO s a safe drinking water initiative by BATB with an aim to KEY TAKEOUTS

ensure good health and wellbeing among remote communities of KEEPING PROJECT RELEVANCY IN THE
the country, since 2009. NAME ’

*  Digital communication includes information about safe water, SO
regular information about ongoing projects etc. atforpting to achiove thiough the projects

* Since this is a BATB project, the contents on digital media uses the
brand codex to keep the relevancy with its mother brand.

« Along with that, they try to highlight their logo pattern (droplets) in
the contents as well.

* Also, the font used in the content is also the same to maintain

O

TYPOGRAPHY IS ESSENTIAL

Itis important to use to a singular font in every content so
it becomes easier fo distinguish

continuation.

COLOR PALLETTE IS IMPORTANT

Each project needs lo have ifs own set of color palette
when it comes to content

REGULAR UPDATE ON DIGITAL o \_/
Using the droplets in the contents

PLATFORM
which is derived from the logo Although most of the activafions are done offine in these
tself, projects, they reguiarly give updates about their activities on

their SoMe platform

Figure 10.2: Analyzing similar projects Figure 10.3: Findings from the com

We tried to find out similar projects by other brands and came across few projects by BATB (figure
10.2). We analyzed their activities and promotional content and wrote down few observations
(figure 10.3).

B B O B e [ =" ]

A o [ Fme

[ [ e I AHT
faeate e 20! _ AwE

Figure 10.3: Name suggestions for Recycling project Figure 10.4: Name suggestions for Water Project
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Keeping the logo color and patterns in mind, we developed Brand Guidelines for

BN

Colors

18787

Figure 10.5: Brand guideline for recycle project Figure 10.6: Brand guideline for recycle project

Later, along with my teammates, we did a naming exercise where we tried to find out suitable
names for both the projects (figure 10.3 and 10.4).

Lastly, we suggested few examples of brand guidelines which included color scheme, logo usage
and few other elements that will be used in the related content (figure 10.5, 10.6, 10.7 & 10.8).

Keeping the logo color and pattemns in mind, we developed Brand Guidelines

4

<
Primary Colors |
™ ’ I
|

¥y

&7
( Secondary Colors

Figure 10.7: Brand guideline for water project Figure 10.8: Brand guideline for water project
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Challenges:

e Not much challenges were involved with this project since we had to develop everything
from creative team’s end. But since this was a big brand, we needed to make sure
everything is up to the mark.

e Also, there is no specific target audience for these projects. Hence, we had to make sure it

reaches everyone who are even remotely associated with the parent brand i.e. Coca-Cola.

Mistakes:
- I was not acknowledged with any mistake.

Learnings:
e Knowing how important brand guidelines can be

e How fonts and colors develop a brand.

e How sustainable projects work differently than other work.
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Internship Outcome:

My goal for the internship was to learn as much as I could while still delivering as much as I could.
As Public Relations majors, we learned a lot of theoretical information in class.

It was, nevertheless, quite fulfilling to be able to apply a portion of my knowledge whenever and
wherever it was relevant in real/practical settings.

| deliberately concentrated on implementing what | had learned during the previous four years at
university, as well as new skills I picked up on the job during my internship.

Realizations

Looking back on my undergraduate career and the majority of the group projects we completed, |
was one of the group leaders. | offered suggestions, advised task distribution, and was always
willing to handle last-minute management if any of my teammates had to cancel at the last minute.
During my internship, | took on an entirely new position.

| was given jobs to shape concepts that had already been locked, | was given assignments with
deadlines, and if | failed in any way, | had my seniors to fall back on - which gave me a sense of
comfort from day one at work. This experience of witnessing both sides of the coin taught me what
type of employee | want to be: dependable and trustworthy. | want to develop into a person who,

if called at the last minute for a major project, can execute it flawlessly.

Achievements from CarrotComm Limited

In this very short span of time, | have been able to pull-off tasks that I thought I am not capable
of. I had the opportunity for biggest of brands like Walton, ACI, Arla, Hero Bangladesh and made
a small contribution to their journey. I met few legends of advertisements in this office and could
share my little knowledge with them. And also, | had the opportunity to learn so much for them.

And to me, these are my biggest of achievements.

And as | continue to be in here as a Strategic Planner, | wish to achieve many more milestones in

the world of advertisement.
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* UNIVERSITY OF LIBERAL ARTS
BANGLADESH

MSJ043
SELF-ASSESSMENT FORM

[JULAB

The purpose of this survey is to obtain students input on how they think they have performed.

Name of Intern:_Sabiha Syed Archi University ID: 181012036
Name of the CARROTCOMM LTD
Institute/Organization:
Corporate Email: archi@carrotcomm.com

During a typical week, approximately how many hours did you dedicate to your internship?
| 40+ hours |

Was your internship paid? If yes, how much?
[NA |

Was your site supervisor available to meet when needed? Tick any one of the following.
Not at all Slightly Moderately X Quite a bit A great deal

Next, we would like to know how you were affected by your internship. Using the scale below,

please indicate the degree to which participation in your internship experience increased or

strengthened your abilities, attitudes, awareness or understanding in each of the areas identified:
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1=Not at all 2=Slightly 3=Moderately 4=Quite a bit 5=A great deal

N  |CRITERIA (Personal) RATI
O NG
1 I have a sense of satisfaction in doing something worthwhile. 4
2 | believe in my ability to make a difference. 4
3 | am open to new experiences. 5
4 I have gained the capacity to be more productive. 4
3) I can recognize my personal strengths. 4
6 I can recognize my personal weaknesses. 4
7 I have a sense of personal achievement. 3
8 I have the ability to persevere in difficult tasks 4
N O [CRITERIA (Social/Interpersonal Impact)

9 I demonstrate concern for the welfare of others 5
10 I can be understanding and appreciative of people with diverse backgrounds5
11 |l have the ability to work cooperatively with others 5
1 I have the ability to communicate effectively 4
2

1 I have increased my ability to be a leader 4
3

1 | feel more connected to my community 4
4

N O [CRITERIA (Academic learning impact)

1 I have acquired knowledge from the job duties | performed 4
5

1 I have broadened my critical thinking skills (reasoning, problem solving) |4
6

1 I have learnt the ability to work independently 4
7

1 | feel my classroom learning was enriched 4
8

1 I have the ability to connect academic subject matter to the real world. 4
9

N |CRITERIA (EMPLOYMENT/JOB SPECIFIC IMPACT)

O

2 I developed specialised technical skills for a specific job function 4
0

2 | broadened my future employment possibilities 4
1

22 |l received an opportunity to explore a specific career 4
2 | developed realistic ideas about the work world 4
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I narrowed my future possible career choices. 4

What is your average score from this test? 4.125

OIN[PD N[W

5. General Comments

Working with CarrotComm has really been amazing for me. | have learnt way more than
what | expected to. And | wish to excel in this organization even more.

S.S.Archi

Signature of Intern
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PROFESSIONAL COMPETENCIES
Skills:

-Working under pressure: Often times | would have to research for insights or write a plan within
a very restricted time limit. This made me learn how to keep a level head while getting a

sensitive job done with no mistakes and a very narrow time limit.

-Multitasking: There were times different pitches came in at the same time. | would have to set a
meeting in Google meet and stay in the meeting being cautious of all the updates while having
another window opened on my laptop conducting research on a brand or writing the plan for a

pitch that had come in.

-Participatory: A rule which we maintained in office was ‘if do not add to the meeting, leave the
meeting’. Since [ was new to the rule, it took me some time to get adjusted. In the beginning I
stayed in meetings taking notes silently. Soon I realized | would have to give my input regardless
of whether it was right or not. But it was a must that | participate. Getting past the apprehension
of speaking in front of a group of people with double my worst experience and participating
regardless helped me improve my participatory skills. | was a regular participator in class during
my university courses but | realized that participating in a work environment is a different thing

altogether.

-Presentation: The presentation skills I had before joining, were nothing compared to the
standard that was at CARROTCOMM LTD. Over time | learnt how to fit a lot of information
into just one slide without making it look cluttered, maintain themes and colours as per the brand

| was working on and learn the many benefits of slide master.

-Creative: | have always enjoyed bringing forward my creative side to things but
CARROTCOMM LTD helped me make regular use of it. Whether it was regarding planning the
slides for a presentation or adding to the ideas as the pitch briefings, | had to make constant use

of my creative side and think in more open manner.
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Attitude:

-1 was very pleased to be able to apply the lessons | had picked up from my previous courses and
apprenticeship programs during my internship period. It made my job of working in teams much

easier.

-1 am a bit of an introvert and around the end of my internship | had an idea of the workplace
culture at CARROTCOMM LTD and was able to pick up on how important socializing in

between work is.

-persistence

Knowledge: Writing a complete plan for a campaign, how pitches for a brand works, do’s and
don’ts, of designing presentation slides, how to work in constricted time frame, how office
culture works, inner workings of the office and the brands that it works for, synchronizing with a
number of different teams from different departments.
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CONCLUDING REMARKS

The last three months have been among the most eye-opening and enlightening of my life. They
have, | believe, helped me mature into a more seasoned professional in addition to providing me
with a hands-on display of the workings of the advertising industry. The prospect of a working
life is no longer frightening. It was previously a complete mystery to me, which caused me to
fully comprehend it. Despite the fact that | still have a lot to learn, my fear has been replaced by
hope and confidence. School and university lay the groundwork for a person, but the corporate

world completes the image.
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