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ﬁ HOWTH We exist because we believe in being the catalysts for positive change, supporting brands with

purposeful strategy and an effective plan for implementation. Yes, we tell stories, but we dofit by
understanding the business, the industry and the people we are talkmg to. We see the humanon the
other side of data. We are constantly behind that meaningful connection, chasing and optimizing
analytics through a strong narrative stemming from humanized creative and digital experiences.

we are afterimpact, not glory. we are after scale, not one-off hits.
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Our collective team of best in field talents, young and
seasoned have built and helped reshape globally and
locally acclaimed brands, changing the narrative on
public and private sector institutions.
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REINVENTING...

BRAND
EXPERIENGES




IMAGINE THE
GOVERNMENT
EGYPT WINNIN

F
A
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G
GLOBAL WEBBY
AWARD.

We did that.

Our work with the Ministry of International Cooperation was definitely one of a

kind. We've developed and lead an inclusive strategic communications
ecosystem empowering public service with innovation and agility to create
awareness, built trust and promote transparency between the Government of
Egypt andits stakeholders, through powerful storytelling, great design and
interactive website built on personalized user experience.


https://www.youtube.com/watch?v=jCdoHRR4JB8

RESHAPING THE
WAY THE

PUBLIC SEGTOR
SPEAKS.

Whoever said that brands can only be built effectively and creatively for the
private sector? Through strategic coommunications, we could translate
national strategic goals into results through the development and execution of
creatively crafted work across the Ministry of Environment, Ministry of
International Cooperation, Ministry of Youth and Sports and Ministry of
Education and Technical Education.




BUILDING A NATION
BRAND WITH

TOUGH-POINTS
AGROSS THE
JOURNEY.

Yes, it was about time Egypt did that.

Developing a halistic digital-led communications framework with go to
market strategies for the Ministry of Tourism through the partnership

with Beautiful Destination that spans the globe; starting strategy first.
After 6 months of intensive research and another 6 months for content
creation; the campaigns People to People and Branding by Destination

articulated Egypt’s value proposition as a tourism destination that is awe-
inspiring. The campaign won several tourism awards by the UNWTO,
Skift Travel and CNN Travel Awards.









ADOPTING A
BROAD VIEW THAT
ALLOWS BRAND
T0 ADAPT.

In an ever-changing life with different needs and priorities.




WE BELIEVE IN
BUILDING
BRANDS THAT
ARE DIVERSE AND
INSIGHTFUL.

From improving children’s skills for the future, to car rentalsin a
country that emphasizes car ownership, to curing Hepatitis C, to

disconnecting the world’s most loved football player Mohammed

Salah to show the power of connecting through human; our team
ha(sj.built brands across a diversity of industries, channels and
audiences.




WE OWNED
COP27. WITHOUT
SPONSORING
COP27.

For the 2022 United Nations Climate Change Conference heldin
SharmEl Sheikh, we designed a billboard campaign for Etisalat

Egypt by e& that spread across the city with powerful and attention
grabbing messaging on the importance of sustainability and acting
together for people, purpose and planet.




GREATING
GROWTH
THROUGH
RELEVANGE.

We've created a fullidentity for the Aswan Forum for Sustainable
Development and managed its execution and implementation pre,
during and post forum for the Cairo International Center for Conflict
Resolution, Peacekeeping and Peacebuilding.

https://youtu.be/19AFHvpPpBc



https://youtu.be/19AFHvpPpBc
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GRAFTING BEHAVIORAL - on2.0- -
CHANGE IN A LOST CATEGORY | communications Strateay & mplementation plar
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BUSINESSES UP
OWTH TRAJEGTORY

MAXAB - Marketing & Communications Strategic
& Creative Roadmap + Brand Corporate Identity

SETTING
ON A GR
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A SECOND CHANGE FOR A e o
LEGACY FAMILY BUSINESS St b O g Il ion
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SUPPORTING HOMEGROWN
BRANDS TO EXPAND

BEFIT - Marketing & Communications Strategic &
Creative Framework
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SUPPORTING HOMEGROWN
BRANDS TO EXPAND

Kashier - Marketing & Communications Strategic &
Creative Framewor
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GREATING

OVINE-GHANNEL
EXPERIENGES




THOUGHT

LEADERSHIP
NOT
REPUTATION
LAUNDERING.

It is about authentic storytelling—it humanizes strong leaders and their

organizations to be trusted authorities. From Ministers to CEOs; we've helped
developed their voice in an increasingly competitive creative society.




YOUTH-GENTRIG
APPROAGH FOR
AN INITIATIVE

BUILT FOR THEM.

We worked with the National Initiative for Smart and Green

Projects; a major project under the Ministry of Planning and
Economic Development to create their overarching narrative
and visualidentity.




A PHYIGITAL LEAP
FOR A BRAND ON
AND OFF THE
GROUND.

Using the essence of the customer journey to develop top and
bottom of the funnel communication for Hamza Group.










WERE ALSO
HAVING ALOT OF
FUN PLAYING
WITH BRANDS.

Working together with several partners to bring to life a home-

grown chocolate brand to life.






BUILDING
JIORIES FOR A
GAUSE.

And creating impact along the way...

Whenis the last time a legacy private sector institution spoke
about bullying and sexual harassment? Together with Etisalat

Egypt by e& we developed an internal campaign for all

employees to tackle a taboo-cultural and sensitive topic
through a proactive approach.



HEDDING LIGHT
N ThE

IMPORTANGE OF
DIVERSITY &
INGLUSION.

Honoring our past and present through role models that lead
the way throughout history.




BRINGING
GCORPORATE
GLOSER 10
HUMANS.

Creating an awareness and engagement

campaign to bring Etisalat by e& Egypt’s culture
into play.




DEVELOPING

GENERATIONS OF
BRAND
ARGHITEGTS
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D
WE SING &
DANGE
WITH 0

PAHTN Ens B Choreographingin syncone performance.

We are a purpose-built group that brings together data geeks, design legends, creative masterminds,

technology wizards and marketing mavericks to deliver impactful, scalable, tech-powered ideas that
create meaningful value.
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MOVING AT THE SPEED OF LIFE

We see around corners. We solve our clients’ biggest
challenges. We simplify by turning rigorous inputs into

delightful outputs—and valuable human experiences.

Meet the founding collectives of Intuition.

Rula EIl Kaliouby, Founder & CEOQO.

TEGH
GENIUS

Mohammed Salah, Managing Partner. I HE

Mariam Hassanen,
Senior Strategist &
Content Creator.
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Eman Kharoshah, Nour Aboughaly,
Senior Strategist & Senior Graphic
Content Creator. =7 4 — Designer.
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SEIZING

THE ZEROC
MIOMENT OF
IRUTK

INITIAL CONSIDERATION SET

Consumer's carry preference and preconceived
ideas, often enabling a rapid forming of an early

consideration set for research and exploration,
iNn-store, at home or via mobile on the move.

TRIGGER

A consumers journey is emotional, triggered by
need or want, influenced by direct and indirect
lbrand messages, friends, WOM. It is not

necessarily anything to do with brand owners, or

their advertising.

ZEROMOMENTOF TRUTH

Product or brand based research sees brands
added and subtracted to the early consideration
set. Based upon performance, online reviews, in-
store browsing and social media.

ZMOT

Some triggers come with automatic
lbrand selection based on previous
experiences, advocacy born of
emotions, trust, deep beliefs and a
relationship.

SHARED OPINIONS

Positive or Negative Views become the
next ZMOT or Trigger

SECOND MOMENT OF TRUTH

The consumer now has new information for
future brand use, as well as the ease and means
to share these experiences, creating a brand
foot-print for future consumers to follow.

FIRSTMOMENT OF TRUTH

A final shortlist is set, based upon the evaluation
phase - brands are viewed and reviewed either
online (desktop and mokbile), or at in-store, or
through flyers possibly all at the same time.

PURCHASEDECISION

The moment of choosing and purchasing is
about the experience and is central to how the
consumer feels about the brand before the
decision takes place - are they excited or
impartial?




GLOSING

InE
ATTRIBUTION
GAP.

New Perspectives

are highly valued. We should be creating with the
mindset of adding substantial value exploring potential
challenges or new opportunities, offering actionable
competitive intelligence.

Timeliness &Brevity

are key to engagement. We can’t be more “white noise”
merely repeating what everyone elseis saying or

publishing content that is too elementary of superficial.

% X

Effective Consistency

is a must. Most people “stumble” into content as they
browse or swipe on a day-to-day basis. Mindfully, we
must be presentin these micro-moments.










