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A creative company, run
like an iInstrument.

anovic is a marketing and creative
company. We shape brands, run
the numbers, produce the media,
ship the software, and own the 02 — PERFORMANCE 05 — OUTDOOR
street — under one roof.
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Branding

ldentity systems that hold up at

d ol digJl

every scale — from the favicon
to the facade.
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DR RAMY

LOGO CONSTRUCTION

Dr. Ramy Rezk

DENTAL CLINIC




DR RAMY

SYMBOL BREAKDOWN

O0R-®

TOOTH LETTER FINAL
SHAPE R SYMBOL

Dr.Ramy Rezk

DENTAL CLINIC

Dr. Ramy Rezk

CLEAR SPACE DENTAL CLINIC DENTAL CLINIC

To ensure the logo's
impact and legibility,
always maintain a
minimum clear space
around the logo.

LOGO
USAGE
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DR RAMY COLOR PALETTE . . .

#cledff #7da0Oca #5483b3 #062048  #021024
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() AVICON 99510l
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Creatives

Concepts and key visuals that

gl

carry a single idea across every
channel.
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RISE UP
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Saada Cafe & Restaurant (D@ )
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I]l]FFEE

Elbahr street ,Sheraton
Elmatar, Above bank misr

CAF
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. Elbahr street ,Sheraton y 01152052326
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MERI COS.

MERO®
Ry
oAUl LAl jic MEROE

; ESTD 2013

COMING

+ SOON

Our social media
Are coming

for ariginal cosmetics brands
& +2011287979M
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FLOMAR

PRODUCTS

Horrnar
SMOOTH.
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AND MORE..

OPENING

COMING SOON e
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Open Positions

Sales realestate
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Performance

ml&gl

Paid media and growth,
measured to the last
conversion.



SOFT WALKS
7.3X 88K 400k

RETURN ON AD SPEND EGP REVENUE REACH

CASE STUDY - dls dwly

E-commerce Launch & Scaling -
Soft Walks

When Soft Walks, a local slippers brand, approached us —
they had one goal: sell their newly manufactured stock online

from scratch.

No audience. No traction. Just products ready to move. But
timing was critical. With December & January being peak
season for winter products, we had a small window to turn
iInventory into revenue.

The Challenge:

1.Launching a brand from zero online presence
2.No previous sales data or pixel learning
3.Limited time window (peak winter season)
4.Need to convert fast, not just build awareness
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270 10K

ITEMS SOLD MESSAGES

The Strategy:
We didn’t just run ads — we built a full system:

1.Developed branding & content direction from scratch

2.Created a structured content plan + posting schedule

3.Built a conversion-focused marketing strategy

4.Launched campaigns starting December and scaled
through January

5.Focused on high-intent audiences + optimized for
purchases

The Impact:

s 88,000 EGP Revenue = 270 Items Sold
+«* 12,000 EGP Ad Spend «« 400,000 Reach
¥ ROAS: 7.3x == 10,500+ Messages
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7.3X 88K 400k 270 10K

RETURN ON AD SPEND EGP REVENUE REACH ITEMS SOLD MESSAGES

CASE STUDY : db dwly

What This Means?

This wasn't just a launch — it was a profitable
scale from zero:

aee

© Ended recently

soft walks C
Off + Engagement

e Turned fresh inventory into real cash flow

* Achieved high profitability (7.3x ROAS) 10'550 EGP1.13 EGP11,963.20

e Built both brand presence + direct sales simultaneously Messaging Cost per Spent
conversations Messaging

Key Insight:

In seasonal products, timing + execution beats
everything.

Launching at the right moment with a conversion-
focused strategy can turn a new brand into a highly
profitable business in weeks.
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SAADA
2.2K% 103%

INSTGRAM VIEWS FACEBOOK VIEWS
INCREASE INCREASE

CASE STUDY - dls dwly

Full Growth Transformation —
Saada Restaurant & Cafeé

When we first started working with Saada Restaurant & Cafe,
the situation was challenging.

The brand was newly launched, with almost no customer base,
weak foot traffic, and minimal online presence.

It wasn't just about running ads — it was about building a

business from the ground up.

The Challenge:

1.Starting from zero audience & zero traction
2.Low customer turnout and weak in-store activity
3.No clear marketing direction

4.Need for both online growth + real-world impact
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800K

REACH

03 — Performance - Jlocl Calo

45K 15K

CONTENT FOLLOWERS
INTERACTIONS

The Strategy:
Instead of relying on a single approach, we built a
full-funnel strategy over 2 months:

1.Ran multiple campaign types (Awareness -
Engagement — Messages)

2.Focused on content-driven growth to build presence

3.0ptimized continuously based on performance

4.Targeted local audiences to drive actual visits & leads

5.Created campaigns that didn’t just look good — but
convert and bring customrs to the place.

The Impact:

«« 800,000 Reach *+ 1,200 Message Leads
¥ 4,500 Content Interactions § Total Ad Spend: 25,000 EGP
# 1,500 New Followers # Real Business Results



SAADA

2.2K%

INSTGRAM VIEWS
INCREASE

103%

INCREASE

CASE STUDY - dls dwljy

What This Means?

This wasn’t just numbers on a screen:

* Noticeable increase in foot traffic

e Successful promotion of specific offers & items

e Stronger brand presence & vibe inside the )5l

o by dS)> 8 HlSe Ll Medee iaog 758 dud® HlSe (o JolS Jgd

Key Insight:

Real growth doesn’t come from one campaign —
it comes from consistent testing, smart scaling, and
understanding the customer journey.
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FACEBOOK VIEWS REACH

800K 45K

CONTENT
INTERACTIONS

Views

Y,
230.5
K M 2.2K%

Messaging
contacts

423 ™ 100%

Your Instagram views increased by
2,166% in the selected time period

Content
interactions

e | N, S—

2.3K P 442%

Follows

614 1 582%

03 — Performance -

1.5K

FOLLOWERS

Jlocl Calo

Your Facebook views increased by
103% in the selected time period

Views

JJLJ\«‘A_~
651.8K ™ 103%

Messaging
contacts

785 M 7.8K%

Content
interactions

-
2.2K ™ 265%

Follows

615



Juice Dispensers 32 — Parformanes - Jiad i

8.4X 37/K 110k 51 1.7K

RETURN ON AD SPEND EGP REVENUE REACH ITEMS SOLD MESSAGES

CASE STUDY - dls dwly

Case Study Seasonal E-commerce The Strategy:
Sales - Juice Dlspensers we focused on high-intent conversion through conversations
Right before Ramadan, a client approached us with a clear 1.Launched Messages Campaigns to handle objections &
Db]ecm’_'e N _ close sales
sell a single product efficiently during peak seasonal demand. 2.Positioned the product as a Ramadan essential for
With Ramadan being a high-consumption season, the gatherings
opportunity was massive — but required precise execution. 3.Targeted users interested in home, hosting & Ramadan
prep
The Cha"enge: 4.0ptimized campaigns to bring ready-to-buy audiences
1.Selling a single product only i}
2.Short and competitive seasonal window The Impa‘Ct'
3.Need to drive actual purchases, not just engagement § 37,000 EGP Revenue = 51 Items Sold
4.Pricing requires building enough perceived value to «*> 4,400 EGP Ad Spend == 1,770 Messages
convert ¥\ ROAS 8.4x "\ Cost per Message 2.48 EGP
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8.4x 3/K 110k 51 1.7K

RETURN ON AD SPEND EGP REVENUE REACH ITEMS SOLD MESSAGES

CASE STUDY : db dwly

What This Means? k Campaign :
Despite selling a mid-ticket product, we were able Off « Engagement
to

e Achieve high profitability (8.4x ROAS) 1,770 EGP2.48 EGP4,381.40

e Convert seasonal demand into real revenue

* Use conversations as a direct sales channel Messaging Cost per Spent
Key Insig ht: conversations Messaging
started Conversation

When selling mid-priced products, conversations
build trust. Started
Combining strong positioning with message-based

selling can significantly improve conversion rates

and profitability.
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Elore Cosmetics

1K o/K

INTERACTIONS REACH

CASE STUDY : db dwly

Elore Cosmetics Launch Campaign

When Elore, a newly launched cosmetics brand, entered the
market, they faced a critical challenge: an empty Instagram
presence with no engagement or social proof. Despite having
original products and a strong promotional video, the brand
needed fast visibility to build trust and attract its first audience.
We turned a single video into a growth engine by launching a
highly targeted Instagram engagement campaign, focused on
driving interactions and building a follower base quickly.

Total Spend: 4,000 EGP

The Impact:

1,500 New Followers
1,000+ Interactions
57,000 Reach
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Interactions @

Likes
Saves
Shares

Comments

Profile activity ®

Follows

1.5K

FOLLOWERS
Overview ®
1,039
Views

660
199
166

14

1,510

1,510

Interactions

Profile activity

Views @

Reach
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57,306
1,039

1,510

57,306

37,767
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oftware

Websites, products, and

platforms, shipped to
production.
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HealthTrip - - o
01 — SOFTWARE

Health trip

HealthTrip is a modern healthcare and medical travel
website created to present healthcare services in a clear,
professional, and trustworthy way. The platform focuses
on responsive design, smooth navigation, and a clean
digital experience that helps users easily explore services
and connect with the brand.

HealthTrip

Smarter choices for
global care

Acoes world -clats hospatals and internationally trasned
doctors. Dascover, compare, and plan your medical

youarnuey—all in Orw place

¥

A
AA

WEB PRODUCT PLATFORM

https://healthtrip-opal.vercel.app/”
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Maie K.

Whests 8.

ADOBE CERTIFIED TEXTILE & BRAND DESIONER

Soft, playful visuals
for seriously b
brands.

Maie blends color, texture, and tiny details into full visual worlds

from fabncs and wordmarks to scrol worthy launch pages

Peok into her world @ (8] Follow the sketches
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! JIGNATURE SCARF ATORY

05 — Software - Jlacl cals

02 — SOFTWARE

Maie K.

Maie K is a creative portfolio website designed and
developed for a textile and brand designer. The website
reflects Maie’s playful visual world through color, texture,
pattern-based storytelling, and a clean responsive layout.
It showcases selected work across textile design,
branding, print design, web visuals, and social content in a
memorable and professional digital experience.

WEB PRODUCT PLATFORM

https://maiekk.vercel.app/~
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02 — SOFTWARE

Yasser el refaie

For Mizan, we developed a private legal-services web
platform designed around trust, privacy, and professional
access. The goal was to create a clean and secure digital
entry point for a law firm environment, with a structure that
can support future internal workflows, client access, or
case-management features.

WEB PRODUCT PLATFORM

https://mizan-brown.vercel.app/ ~



Maie K.

Build. Lead.
Create real impact

> Watch Trailer

/\_/ anovic

05 — Software - Jlacl cals

02 — SOFTWARE

SFE CLUB

Student Activity Website That Was Built To Meet The
Need of Ainshams University so They can Reach The
Students to Help them Sign in the student Activites

WEB PRODUCT PLATFORM

was shut down A
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Outdoor

Billboards, transit, and

=5l ey

activations that own physical
space.
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Live Sweet IARS
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HIGH ROAD BILLBOARD
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AND EVEN MORE
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anovic

Let's build somethin
that moves.



