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AB O UT T H E YEAR OF ESTABLISHMENT
AGENCY 2008 ™ ™"

a network with more than
Established in 2008, MEAComS the leading boutique 1 0+ Qualified 60+

public relations and strategic communications agency in team members |
Egypt. Global offices
Driven by passion and innovation, we have assisted an 1 4+ Industry 5 0+
array of reputable brands and organizations to improve s, Oflgﬁfégggaastgig:% 5 o
their media outreach, effectively handle crisis situations pﬁ?ﬂ?iﬂ?ﬁf‘hﬁ?&ﬂim ronce i1 Clients
and build lasting relations with key stakeholders. 7 S
+ African Excellence

Winner of The African Excellence Awards — 2016 & 7 0 0 Awards 2016 & 2017
2017 & The Lisbon Awards 2019-20. Relationships The Lisbon PR Awards

with different media outlets (2019 - 2020)

MedCeMms

the communications



WHAT WE STAND FOR

We strive to provide exceptional service, delivering

ications creative and innovative solutions, and maintaining the
highest standards of ethics and professionalism.

We envision a future where organizations in Egypt are
empowered to communicate messages with clarity,
authenticity, and creativity, and where communication
is seen as a strategic tool for achieving success.

boutigue 1LY

We help companies in getting their message across
using only the most trusted and newsworthy
channels. With our expert advice, and constant
engagement, we help firms in all sectors anticipate
their needs, navigate Egypt's sophisticated media
landscape and maximize their return on investment.
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MEET OUR
FOUNDER

Fatma El Zahraa is the founder and managing director
of MEAComS with more than 22 years of experience
in brand PR, and corporate and crisis
communications.

Fatma is one of Egypt's leading women in public
relations and has had a privileged view of the nation’s
communications landscape having managed the
reputations of leading brands and organizations in the
telecommunications, banking and finance, energy and
power, pharmaceuticals, social development, and
food & beverages sectors.

With this vision, MEAComS is positioned to provide
women an empowering and healthy place to work
giving them an opportunity to bring change in the field
of public relations.
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OUR
SERVICES
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CONNECTED
GLOBALLY

In 2015, we became the exclusive affiliate of the world's
leading PR agency, Edelman.

Edelman is one of the world's largest and most respected
communications firms, with a presence in over 60 countries.

Edelman Aﬁ///af@ By becoming a part of their affiliate network, MEAComS

gains access to their extensive resources, expertise, and
network of contacts. This assists us in expanding our reach
and taking on larger and more complex projects. This also
provides us opportunities for collaboration and knowledge-
sharing with other member agencies, leading to new ideas
and approaches, and ultimately benefiting our clients.
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EXPERIENCE ACROSS
INDUSTRIES

BANKING AND FINTECH PHARMACEUTICAL

IT AND TELECOM FMCG

REAL ESTATE TRAVEL AND AVIATION
ARTS AND CULTURE POWER AND ENERGY

LIFESTYLE AND FASHION
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MORE DIGITAL.
MORE COMPETITIVE.

TH GINGER FIRM®

In 2018, we founded our digital marketing wing, The Ginger Firm.
The thought behind it is to help brands create stories that connect
with their audience, experiences that people won't forget, and
strategies that lay the foundation for success.

Our approach is built on out-of- the-box thinking, is inspirational and
imaginative. We collaborate with all types of brands to satisfy their
bespoke digital marketing needs.

For more information, please visit:
http://thegingerfirm.com/
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VISA OUR WORK

Visa

THE CHALLENGE

MEAComS supported Visa’'s Stay Secure campaign in Egypt with a well-conceived strategy aimed at generating positive -~
media coverage and promoting the campaign's core message. Following the campaign launch in September, the focus of our | = s

ladde =i . gulbigl 2|yl sic JUYI iz u rasll ailai pa8i [us# sle s
strategy was the sustained promotion of campaign assets aimed at consumer education, which helped users identify
fraudulent behavior and use secure payment methods.

Banking & Finance

See translation

THE APPROACH

MEAComS executed the Stay Secure campaign through a broad dissemination of the campaign assets across various print |« p—
and online media platforms, ensuring comprehensive media coverage and visibility. This was supplemented by a notable Z y "i:ﬁw.}_.-m,.m..uf
interview featuring Malak El Baba, Visa's Country Manager for Egypt, published in prominent publications including Al Mal, . 'wﬂlﬁix’;ﬁz

Fintech Gate, and MENA. | } o ”

THE RESULTS
The coverage for this campaign resulted in:
« 59 targeted segments reached

* 66 media stories published

+ Total estimated reach of 73 million
« US%$18,755 in media value

MEeaCce®Ms
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Asian Infrastructure Investment Bank

THE CHALLENGE

MEAComS was hired by the Asian Infrastructure Investment Bank (AlIB) for their Annual Meeting
2023, held in Sharm El Sheikh, Egypt. Our involvement began two months prior to the event, during
which we took charge of overseeing the bank's public relations activities in Egypt.

THE APPROACH

MEAComS main responsibilities were to drive registration and attendance for the event by
disseminating newsletters to a wide array of C-Suite executives and other target audiences, secure
ample media coverage in local and regional publications, and provide on-the-ground support.

apinll o6 Lot iwill sg ol eligll cilelaial
a lgs106a_S)L o ypodia o i ~ i |l

We were able to secure several on-site and virtual interviews for AlIB's spokespeople in key regional B news @skynewsarabia [EEENE) wvw.skynewsarabia.com
publications including Sky News Arabia and CNN Business Arabic. We also distributed two press ahramonline

releases at the event, gaining extensive coverage in top-tier publications such as Youm7, Al Ahram AIIB support for Egypt
and Al Masry Al Youm.

aa A. Moneim talks to Sir Danny Alexander, vice president for Policy and Strategy at the
Infrastructure Investment Bank, about the bank’s plans for Egypt

THE RESULTS

e MEAComS distributed/secured 60 news stories in the region’s top-tier publications, comprising
of TV, digital and print.
e 310.9 million estimated reach with a total of $76.4K in editorial media value.

Founded in 2016 and headquartered in Beijing. the Asian Infrastructure Investment Bank
(AlIB) is a multilateral development bank (MDB) that aims to improve economic and social
outcomes in Asia. It is the world's d-largest multi-lateral devel institution, and
recent years has made significant investments in Egypt.

policies in Egypt in an interview with Al-Ahram Weekly.
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Mashreq Global Network Banking & Finance

THE CHALLENGE

Mashreq Global Network (MGN), a wholly owned subsidiary of Mashreq Bank , entered the Egypt market at the
end of 2022 and approached MEAComS to position the company as a leading innovation hub and an employer
of choice with its head of operations, Ahmed El Sherif as a thought leader in this niche space. The challenge
was to profile a company and its spokesperson which were relatively unknown as the company’s operations as
a Global Capability Center (GCC) were very niche for the Egyptian market. This was compounded by the fact
that the company had no major activities coming up leaving no opportunities for media interactions.

THE APPROACH

MEAComS began by developing the press material including spokesperson bio and a message house for the
ideal local narrative with relevant facts and figures on the company’s operations and workforce in Egypt. The
idea was to gradually build spokesperson credibility and then utilize this to position the company. The first step
was an Op-ed written and published in Al Mal. This was followed by a series of spokesperson interviews on the
company, its purpose in Egypt and impact on the economy including job creation. Spokesperson’s LinkedIn
was also activated during this time.

THE RESULTS
= 04 exclusive stories on MGN's spokesperson.
= 2.2 Mn potential reach of these stories.

= All key messages highlighted in the stories.

= Increase in media queries on MGN and its future roadmap for Egypt.

MEeaCce®Ms

the communications\{)ouﬂ%& agency

M. Mashreq

ted -« @
Ahmed El Sherif - VP, Head of Mashreq Global Network (MGN), Mashreq shares his
insights with Al Mal News about MGN operations and its plans as well as job

opportunities for the skilled youth at MGN. In the article, Ahmed also talks about
opportunities for Fintechs in the Egyptian market.

#Mashreq #MGNOperations #SkilledYouth #AIMalNews #MGN

ﬂ Ahmed El Sherif « 15t
s ;5‘ —;f; ashreq Global Network at Mashreq

ted. ®
In my recent interview with Al Mal News, | had a chance to discuss MGN
operations, plans and the role it plays in supporting key business functions of
Mashreq to deliver a superior customer experience. | also discussed jo ..see more
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Ahmed El Sherif - 15t
VP, Head of Mashreq Global Network at Mashreq

iew with Eleqtisade News, | had a chance to share insights on
st to

Il that's re
ust, digital transformation strategy whi
n, job creation and operational efficien

are providing Egypt’s young. tech-savvy job-seekers an opportunity to collaborate
on the latest technology-centric solutions for Mashreq, opening up doors to new,
niche job opportunities thereby contributing to this vison.

Read more from the interview here:

Slossdl Juad aelaz i Jasl) zling b paaall glhill idsallell § all auds gy
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elegtisadenews.com + 6 min read
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African Development Bank

THE CHALLENGE
Although Egypt is one of the founding members of AfDB, and happens to be one of its largest shareholders, the Bank’s
activities were largely unknown to the Egyptian public. The Bank called on MEAComS to develop a complete outreach

strategy that would define its brand in a compelling and positive way.

THE APPROACH

MEAComS publicized important milestones surrounding the bank’s multiple projects. Our key milestone with the AfDB
involved managing the media coverage of the bank’s youth employment forum, “Building the Future of Egypt”. We used
this opportunity to highlight the bank's reports and emphasize their role in the region as equivalent to that of the World

Bank or IMF.

ACTIVITIES
Youth Forum, press events, press releases, familiarization trip for international media, as well as handling press

interviews for spokespersons, press releases distribution and media monitoring, and media inquiries.

THE RESULTS

= 70 media attendees

= News got picked up by the international media
= 124 news stories

= 18.1 Mn potential reach

= EGP 4.9 Mn in media value

MEeaCce®Ms
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OUR WORK

Banking & Finance
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A UR WORK

Shell Lubricants Power and Energy
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THE CHALLENGE

The Shell Technology Leadership Conference, an international event presenting the latest advancements from companies interested in
solving pressing global issues, was scheduled to take place in Egypt for the first time at resort hotspot Marsa Alam in the Red Sea
governorate. MEAComS was tasked with media management, however, the location for the event had its own challenges and so did the
fact that Shell Lubricants wanted to promote its lubricant business through this event.
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MEAComS selected energy, business and technology-based media to cover the event and ensured their participation by arranging for ’j"%.‘;‘;‘“‘““wéfdﬁ";::;Hm:ﬂ,iu?;%w
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special transports. The agency also carried out a media roundtable with Shell spokespeople to ensure that the stories coming out of the awfmmuwwwbbwwwwwﬂ'u%
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event also focused on the work Shell Lubricants was doing in Egypt.

THE RESULTS Lt o “-‘um i :é;’t;fi‘mt
= The conference received exceptional media coverage, in both local and international media outlets.

= Qver 24 print publications and 90 online news media covered the conference.

= In total, the stories reached a potential 41 million people. Yo\ digngd o501 Eéb‘}é'@l dauslind! 3 ygul gﬂn
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= EGP 1.4 million in editorial media value. L e T R
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General Electric

THE CHALLENGE

GE wanted to celebrate its 40-year anniversary in Egypt with a strong focus on public and private partnerships. However,
the company also wanted to take this moment to address some of the country’s toughest challenges in the areas of
healthcare, transport, power, water, oil and gas, and human capacity building. The KPIs included earned coverage in all tier-

1 media.

THE APPROACH
To ensure maximum coverage without the need for sponsored content or influencer engagements, MEAComS planned a

huge press conference that included GE's international leadership, government officials and CEOs from partner
companies. At the event, spokesperson interviews were alighed with leading media, key highlights from the panel
discussion were shared as independent stories and a post-event press release was shared with the entire media universe.

THE RESULTS

= Leading local and international media attended the event, including Forbes, Business Today, Petromining magazine,
and CNBC Arabia.

» 45 media stories.
= Total potential reach of 55 Mn.
= $890,979 in media value.

MEeaCce®Ms

the communicationsbouﬁ%ie agency

OUR WORK

Power and Energy
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Xiaomi

THE CHALLENGE

One year after launching Mi A1 smartphone, MEAComS was called in to help deliver more publicity for Xiaomi Redmi
Note 5 by arranging a press conference with key journalists. The goal was to position Redmi Note 5 as a top-performing
smartphone that is competitively priced in a market dominated by Apple and Samsung. The press conference focused
on the advanced dual camera functionality of the Redmi Note 5, which features a large 1.4um-pixel sensor, Al camera
effects, an LED Selfie light for its front camera, low-level lighting capability and dual pixel technology.

THE APPROACH

MEAComS set out to identify and approach tech reviewers in Egypt and arranged for Xiaomi to meet with them along
with key media to discuss the high-quality features of its smartphones. MEAComS also developed, translated and
distributed a press release and invited them to the press conference. The press conference was well attended by the
media and received extensive publicity for the Redmi Note 5.

OUR WORK

Technology
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THE RESULTS
= 30 publications and 141 online media picked up the story.
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= EGP 2 million (almost USD 160,000) in editorial media value.
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= The estimated total reach was 14 million.
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Canon OUR WORK

Technology

Canon

THE CHALLENGE

Canon was looking to launch the Pixma G-series printers in an innovative and memorable way. Canon asked 201 350 al il )6 + 2549 20 0 L31gi 4o i 0glS
MEAComS and its expert team to organize an event that would successfully launch this new innovative set of e g T T
printers in Egypt that will reach the media and consumers with a clear message. e
THE APPROACH i T E e e A
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To get the best possible results out of the event, MEAComS decided to organize a press conference that would SIS e
create more reach for Canon'’s printer series. MEAComS gathered all the technology media, to announce the ' " o
launch of Canon’s new PIXMA G-Series printers. e Sl
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After the event, MEAComS conducted a detailed post-event and media analysis that Canon could use to to research and development centres

measure the conference’s success. [ oo aconmmess or eavemaneupiovees [ Wome w eaver.savs EGionaL sAEs mEcTOn
e s ‘ 15%
e - EXPECTED

[ GROWTH IN SALES

THE RESULTS ; e o Ce
= 64 news stories in print and online publications. : ]

7-5% EXPECTED GROWTH IN ﬁ_HINTER SALES IN MIDDLE EAST

= Estimated potential reach of 3,188,240 with a total of EGP 315,859 in editorial value. : $§63;BN‘°¢,§‘§:°’§.2':§3§%°‘"“”’

ployees,

In the focal mariee.

= Coverage for the event and Canon'’s printer was featured in top newspapers including; Daily News Egypt, Al
Masry Al Youm, Alam Al Youm, Akhbar Al Youm, Al Gomhuriya, Le Progress Egyptian, and Mal W Amal.

racally?
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GRAIN

Blumberg Grain

THE CHALLENGE
Blumberg Grain needed to educate local media and the public at large about its efforts to gain widespread support for

Blumberg Grain’s first major initiative, the Shouna Development Project, which would see the open-air grain storage
center completely revitalized and upgraded with Blumberg Grain Aggregation Center technology.

THE APPROACH
MEAComS team handled the launch of Blumberg Grain Aggregation Center in Alexandria in collaboration with the
Ministry of Supply and Internal Trade in June 2015 where we handled government relations, media relations, press event

and other event management activities.

ACTIVITIES
Press conference, 6 video production, 12 video footages to sites, press release, familiarization trip for international

media, roundtable with top 4 media, as well as handling press interviews for spokespersons, press releases distribution
and media monitoring, and media inquiries.

THE RESULTS

News got picked up by Reuters and Al Arabia channels as well as a 4 pages interview in Business Today magazine.

A total of 52 earned stories.
In total, the stories reached a potential 5 Mn people

Editorial MV: $631,881

MEeaCce®Ms

the communicationsbouﬁ%ie agency
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KFC

Kentucky Fried Chicken

THE CHALLENGE

KFC announced annual initiative in honor of Colonel Harland Sander’s on what would have been his 128th
birthday on September 9,2018 celebrating acts of Colonel-ness that radiate kindness, inspire positive change
within the community and remind people to be generous in thoughts and actions.

To create awareness and promote acts of kindness, MEAComS encouraged KFC to spread its kindness
gesture to everyone, from customers to employees and delivery drivers. The campaign was designed to drive
engagement, both online and offline, and generate buzz among KFC’s customers.

THE APPROACH

MEAComS developed a press release and leveraged its relationships with key media to secure significant
coverage and raise awareness on KFC's annual celebration. The press release was also published in leading
news sites in Egypt to further generate publicity.

THE RESULTS
= |n addition to celebrating the Colonel’s birthday memorably the campaign also received great publicity.

= More than 10 media outlets covered the news, including leading publications such as Al Mogaz, Alam Al
Mal and Insight.

= EGP 58,256 in advertising value with an estimated reach of more than 1.5M.

MEeaCce®Ms
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. utomotive
Nissan Motors
THE CHALLENGE
Nissan Motor Egypt participated in Automech Formula, the largest automotive exhibition of its kind in Egypt, ol ubo I LgiShaat (sl BlerLize
on 26 September 2018. At the exhibition, it displayed some of its latest fully accessorized car models and its uwmoﬁ;@mw@m‘,m@,m N VA5aL8.. | .. i

one of a kind hybrid car, BladeGlider, an advanced electric car combining zero emissions and Nissan
Intelligent Mobility. Nissan reached out to MEAComS to help raise awareness about its participation in
Automech, and to generate buzz and excitement to key media and prospective customers.
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MEAComS worked closely with Nissan to plan its participation at Automech Formula, which included, oA s i
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= Secured coverage from top tier publications such as Al Masry Al Youmn, Al Akhbar, Al Ahram and Daily
News Egypt. Nissan's spokesperson was also broadcast on Nile News, one of the highest viewed TV
channels in Egypt.
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GSK PLC

THE CHALLENGE
GSK Consumer healthcare was inaugurating the Voltaren Emulgel production line in Giza in June 2019. MEAComS took
this opportunity to present GSK as the driving force for British investment in the Egyptian healthcare sector.

THE APPROACH

Identifying select healthcare and investment journalists; developing press kit material, coordinating simultaneous
translation and positioning the event for target audiences

* Providing media training for GSK Consumer Healthcare.

* Inviting the Minister of Investment and International Cooperation Dr. Sahar Nasr, the British Ambassador to Egypt Sir
Geoffrey Adams, the General Manager GSK Consumer North Africa Mr. Nabil Besri to meet with key media outlets to;
ensuring an environment of healthy information exchange

* Leading, managing and arranging all event plans and logistics; keeping GSK's transformation of the Al Giza and Al Sala
manufacturing sites front and centre of everybody’s mind.

THE RESULTS
= More than 144 news stories with an estimated reach of 216.5M.

= EGP 2M in equivalent advertising value.

MEeaCce®Ms

the communications\oouﬂﬁ]éle agency
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ABU DHABI FESTIVAL

Abu Dhabi Festival

THE CHALLENGE

Presented in partnership with internationally acclaimed artisan jeweler, Chopard, the Abu Dhabi Festival Award
is for persons deemed to be making “outstanding lifetime contributions to arts and culture”. It is popularly

felt that the awardee must be one that has delivered the best, genuinely authentic expression of that intrinsic,
human quality — culture.

In 2020, sought after theatrical producer and actor, Yehia El Fakharani, received the honor of the Abu Dhabi
Festival Award.

THE APPROACH
Formulating tailored plans, MEAComS shortlisted and engaged arts and culture journalists representing
top-tier media outlets, along with critically acclaimed producers and artists. MEAComS handled event logistics, and

developed and distributed the press release after the event. One to one interviews were also arranged for Abu
Dhabi Festival founder and artistic director Mrs. Huda Alkhamis.

THE RESULTS
= 30 top-tier media representatives were in attendance, including 9 TV channels.

= 90 news stories across broadcast, print, online and social media, in both Arabic and English.

= 684 million estimated reach with a total AVE of $296,405.

= Interviews were conducted by Al-Ahram and Al-Akhbar with Mrs.Alkhamis that shed light on her experience with

Abu Dhabi Festival, the cultural and humanitarian connections between Egypt and UAE and the role of Arab
women.

MEeaCce®Ms

the communications U i%& agency
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Arts & Culture
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avigien OUR WORK

Oman Aviation Group Travel & Tourism

THE CHALLENGE 3943 Sy lalo 0 dalSsy ulg.dl bauwo )lbn zl‘.i‘.ibl..i.ﬁ

MEAComS was supporting Edelman Italy, our affiliate partner, in the grand opening of Muscat International
Airport, one of the largest airports in the Middle East region. MEAComS goals was to garner media interest
for the opening, secure attendance of high-profile journalist from key publications, and position the opening e Syttt

- 3 h—nvdq.&)t—-v»

as a great accomplishment for Oman.
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THE APPROACH

MEAComS immediately started reaching out to key journalists for the event, including, news, travel and

business reporters to ensure maximum coverage. It also liaised with Edelman for the media’s travel

logistics. A press release was also distributed after the event to print and online publications.

THE RESULTS
= The event was featured in numerous national top tier publications including 30 popular websites and
more than 5 print publications.

' .
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= The coverage generated USD 21,676 in advertising value. f«m«m“_wn
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Social Enterprise

Zayed Award

THE CHALLENGE
The Zayed Award recognizes the institutions and community of people who are spreading the avilwilll agalll aylj &jilay Lamjgal
work of human fraternity and coexistence around the world. The inaugural session was held
virtually due to the pandemic and the agency was requested to ensure maximum coverage.
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APPROACH

Plans put in place by MEAComS included the distribution of two press releases, virtual
attendance of selected journalists and two post event interviews for increased media exposure.

-
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= 38 News Stories across print and online outlets, in both Arabic and French. m=
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= USD 65,406 in media value.
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> Africa Netpreneur Prize
The Rise of Africa’s Digital Lions

\S

Africa Netpreneur Prize

THE CHALLENGE

The flagship Africa Netpreneur Prize Initiative (ANPI) was created by Jack Ma after his first trip to Africa in
2017. The aim, to support and inspire the next generation of African entrepreneurs who are building a better,
sustainable and inclusive economy for the future. In its inaugural year, nearly 10,000 entrepreneurs from 50
countries across the continent applied.

THE APPROACH

MEAComS worked with the Initiative across the entire African network — in Kenya, Rwanda, Nigeria, South
Africa and Ghana where we managed to distribute two press announcements on the event. We also
nominated and facilitated the travel of three senior level journalists from tier one publications to represent the
Egyptian media in Accra, namely Al-Ahram, Al-Akhbar and Al-Masry Al-Youm newspapers.

THE RESULTS
= 2671 pieces of coverage received during this period — 87 were in Egypt across Arabic, English and French

languages.

= 52 media representatives attended the event, including 20 that were sponsored and flown in from other
African countries.

= 1,543 new followers were gained on social media in the month of November 2019.

= Total advertising value of $100,486 generated from Egypt.
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https://www.facebook.com/MEAComS
https://www.linkedin.com/company/meacoms/
https://twitter.com/MEAComS
https://www.youtube.com/channel/UCCdW6biEd9-Cbs7-QDnk2Eg
https://meacoms.net
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