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INTRODUCTION Go Home (#)

El Orouba Roastery is a well-known chain in Egypt,
specializing in roasters and nuts. It was founded in 1961 by

0 Hajj Sayed Omar and has become a staple in the Egyptian
%ﬁ market, recognized for its high-quality products, including
sweets, yamesh, and nuts. The brand has multiple branches,
onnunn primarily located in key urban areas like Mohandeseen,
Sheikh Zayed, and New Cairo.
ag)cli " | -
e branches are strategically placed to ensure accessibility

and convenience for their customers, making them a popular
choice for both local residents and visitors. Each branch
maintains a consistent standard of quality and service, which
has helped in building a loyal customer base over the years.
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EXECUTIVE SUMMARY Go Home @

Targeted Growth and Engagement: Utilize a diverse range of ad formats
and content types across Facebook, Instagram, and TikTok to engage specific
audience segments, including family-oriented users, young adults, and Gen

Z trend followers, aiming for a 500K follower increase over three months.

Content and Interaction Focus: Enhance engagement through consistent
posting schedules, interactive content, user-generated posts, and
community stories, coupled with regular performance analysis and strategic

adjustments to achieve the desired growth and engagement objectives.



SITUATION ANALYSIS




SITUATION ANALYSIS

* Account has 94K followers. unagg,'m
e Organic engagement rate is barley fair.
* Posting frequency is not organized. st ¢ . & &f;‘i’/%

5 s O wue cses
* No promotion content.

Intro
* Need to update profile picture and cover daisll s ol lall peatiatis
p h oto. )} Page - Foodservice distributor
4> Giza, Egypt

Need to paraphrase intro’'s content to add
%, 1119565333

a brief about El Orouba history, vision ...

k=4 Eloroubaroastery@gmail.com

elc.

& oroubaroastery.com

o Opan now

Update our social media links and website.



SITUATION ANALYSIS
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# . See more
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SITUATION ANALYSIS

e Account has 4.6K followers. eloroubaroastery (IR wesssse
Q‘).ri 130 posts 4,612 followers 1 following
e Organic engagement rate is fair. OROUBA w8
' Folmieni
¥ sheikh zayed
* Posting frequency is not organized. s

* No promotion content.

Need to paraphrase bio content including
links and contacts.

Need to add more highlights with
designed covers.

Use different types of content.




SITUATION ANALYSIS

e Account has 41 followers.

e No content in the account

; eloroubaroastery

o

OROUBA

=

0 Following 41 Followers 0 Likes

Eloroubaroastery

When salt becomes sweeter than honey [
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rayahen
Jg—l)

roastery & more




COMPETITOR ANALYSIS

e Account has 412K followers.

Use updated cover photo.

Organic engagement rate is very good.

Posting frequency is organized.

Intro
e Use different typeS of content and run ads. Rayahen Roastery produces and supplies the finest quality of nuts
and snacks all over the world, using only the finest and natural
. ? 2 ingredients.
e The intro’s content is about brand and
prOd ucts. &) Page : Candy Store
L. 15675

Link other social media accounts.

rayahenroastery

e Use correct page category. o} rayahenco
. . . ¢} Price Range - 3%
* Collaborate with public figures.
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Rayahen Roastary gusl dmane 3 Reyahen Rosstery sl isane Rayahen Roastery s:ob; dasne
progeioeS ry iy

B byt ]
2 bl o i ey s e S = iy hospin Gy 48 553 gl g il ) G 03005

e S PR
18675 i S gl &

Rayahen Roastery puat) et

55§ 8 Sl AU i S b ol e s B )
§ - S e S g B e g5
B Ul s 3pnpm 95eny ook i iy

Featured

Rayahen Roastery (u>U; Las=a
April 213
Usgyd JS o 8jlian Bagad Lass panans
Giag pgazand pl Gaaly Slyuse 2o 5aqdll
el @Il S b gy Bags Juasl glaal

Rayahen Roastary osal; iaane
BP0 Gl iy ol iy Al b ety 4R N Gl et P

1 ol s &
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Rayahen Roastery ->U) Lasxae
April 23@

] s e pual 2l daaza

wasl; Cladis e JB b il L)




COMPETITOR ANALYSIS

e Account has 33.8K followers.
e Organic engagement rate is good.
e Posting frequency is organized.

* Use different types of content with
running ads.

e Bio content is organized including links to
their menu for direct orders.

* Highlights with designed covers.

e Collaborate with public figures.

rayahenroastery (M) Messase A -

532 posts 33.8K followers 0 following
Rayahenroastery
Food & beverage

il dunana
Nuts [Coffee| Candies [Sweets | Dairies

ign_ipg_high_fow_web2/1




COMPETITOR ANALYSIS

e Account has 144 followers.
rayahenco

* Organic engagement rate is poor. Rayahen

* Posting frequency is organized.

0 Following 144 Followers 535 Likes

e Use different types of content.

S8 dasaa by

e Collaborate with public figures.
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Launched July 2024

Library ID: 455021907493336 .
@ Active

Started running on Jul 9, 2024

Platforms @ © Q

See ad details

Rayahen Roastery (sl L
Sponsored

el Jermy o) oBUA e gl 48 U85 pay peall o USRI paly s S
el ¥ @

T sdp i AUy
15675 ‘oald ity

# 58l A s

5
e

APILWHATSAPP.COM
Rayahen ROAStEry jasb; aana Send Whats...

Library 1D: 475487711856483 ves
@ Active

Started running on Jul 9, 2024

Platforms @ © Q

See ad details

Rayahen Roastery (sl ) desas
Sponsored
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Rayahen ROAStery (b, ixane Send Whats...

Library ID: 1002837167719836
© Active

Started running on Jul 9, 2024
Platforms @ @ Q

See ad details

Rayahen Roastery (sl Lasaa
Sponsored

byl A il s g A
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Rayahen ROAStery jusly, iaaxe Send Whats.
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Launched June 2024

Library ID: 1716452335829913 e
© Active

Started running on Jun 12, 2024

Platforms © @ Q

See ad details

Rayahen Roastery (sl dass
Sponsored

a3 gy e 3G e 350 30 a5 ]
PR I FE PRST PRY- RIFPFER PR EUPCINE §
e G o iy 4 s JS Ll |l g 5

F el dus.

Rayahen RoaStary b Lasxe

Send Whats...

Library ID: 1110018206775424 e
@ Active

Started running on Jun 12, 2024

Platforms @ @

See ad details

Rayahen Roastery (b dasss
Sponsored
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TALABAT COM

EREISIOTES TP 1 |

Looking for groceries from Rayahen? Order from the closest
store in Egypt with Talabat, order anline and get all what you..

Order now

Library ID: 1223611778628955 aee
@ Active

Started running on Jun 10, 2024

Platforms @ @ Q

See ad details

Rayahen Roastery (sl dasaa
Sponsored

s gl gl yhamnns

on o S g Gl i o B g5 L
Wi

P stp el Gy,
815675 abed bl

AR WHATSARP.COM

Geaby b (e visdill Send Whats...

Library ID: 475565178338374 e
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Started running on Jun 10, 2024
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See ad details
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COMPETITOR ANALYSIS

Account has 93K followers.
Use updated cover photo.
Organic engagement rate is good.

Posting frequency is organized.

Use different types of content and run ads.

The intro’s content is about branches and
hotline.

Link other social media accounts.

Intro

Hotline : 16355
NWPLEN PR
Baideall paaa
T i)
Sl=ad)
s
sl
uly

) Page - Nutritionist

¢ 70 JOSEPH TITO ST. - NEW NOZHA - CAIRO - EGYPT , Cairo,
Egypt

. 16355

A Info@zain-roastery.com
zainroastery

& zain-roasiery.com

0 JEEN Raw
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zainroastery m Message & e
e ACCO u n t h a S 18'1 K fo | | OWe rS. | 7 - 593 posts 18.1K followers. 0 following
/o !

e Organic engagement rate is good.

Posting frequency is organized.

Use different types of content with
running ads.

Bio content is organized including hotline
and website link for orders.

Highlights with designed covers.

Collaborate with delivery applications.
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Account has 158 followers.
Organic engagement rate is poor.
Posting frequency is organized.

Use different types of content.

zain.roastery

ZainRoastery

Follow

0 Following 158 Followers 1862 Likes

4 jead) Tansall Lo
Hotline:16355
www.zain-roastery.com
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e Build e-commerce website. ot o oo edrae s Moo vty Coon honPons ot
e Update their products on website. g
* List all their products with high quality
images.
* Make category packagings.
.

Delivery inside Cairo while order from
website.

Roasted Nuts Roasted Seeds Nuts
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Launched July 2024

Library 1D: 1483717355622097 e
@ Active

Started running on Jul 11,2024

Platforms @ © Q @

See ad details
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Launched March 2024 Launched February 2024
Library 10: 440406931676531 wee Library ID: 1157840991873742 e
@ Inactive @ Inactive
Mar 6, 2024 - Mar 11, 2024 Feb 18, 2024 - Mar 6, 2024
Platforms @ @ Q Platforms @ © Q
EU transparency @ EU transparency @
See ad details See ad details
. () 4uasss - Zain Roastery . () 4auss - Zain Roastery
Sponsored Sponsored
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1. Content Strategy:

Develop a comprehensive content plan for the next 3 months, focusing on varied content types

(informative, engaging, trendy, influencers, competitions).

Ensure consistent and visually appealing designs for all posts.
2. Increase Posting Frequency:

Post regularly according to the content plan to keep the audience engaged.
3. Run Ad Campaigns:

Invest in media buying to boost reach and engagement, particularly on Facebook and

Instagram initially, then extend to TikTok.
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4. Enhance Engagement:

- Actively respond to comments and messages to improve customer interaction and build

community trust.
5. Utilize Influencers and Competitions:

- Collaborate with influencers and run competitions to drive engagement and attract new

followers.
6. Cross-Platform Promotion:

Promote TikTok content on Facebook and Instagram to drive followers from existing platforms.
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OBJECTIVES

INCREASE BRAND AWARENESS
REACH 500K FOLLOWERS

DRIVE ENGAGEMENT
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Buyer Persona 1: Family-Oriented and Mature Audience

Demographics:

* Age: 30-50

« Gender: Predominantly female

* Location: Urban areas (New Cairo, Sheikh
Zayed, Mohandseen)

* Income Level: Middle to upper-middle class

Behavioral Traits:

* Regularly engages with family and
community-oriented content

* Frequently shares recipes, family activities,
and community events.

Interests:

* Family gatherings

* Traditional and gourmet cooking
* Health and wellness

« Community activities




STRATEGIES

Buyer Persona 2: Young Adults and Food Enthusiasts

Demographics: Behavioral Traits:
* Age:18-35 + Engages with visually appealing content
* Gender: Balanced male and female + Interested in food trends, recipes, and
* Location: Urban areas (New Cairo, Sheikh restaurant reviews
Zayed, Mohandseen) .

Active in sharing lifestyle and food-related

* Income Level: Middle to upper-middle class posts.

Interests:

* Food and drink

* Trendy cafes and restaurants

+ Fitness and healthy lifestyle

* Visual aesthetics and photography




STRATEGIES

Buyer Persona 3: Gen Z and Trend Followers

Demographics:

* Age:13-24

« Gender: Predominantly female

* Location: Urban and suburban areas

* Income Level: Varies (mostly dependent on
parents' income)

Interests:

* Trendy and viral content

* Challenges and interactive content
* Quick and easy recipes

* Influencer collaborations

Behavioral Traits:

Engages with short, entertaining, and
trendy videos

Participates in challenges and viral trends
Follows influencers and engages with their
content.



STRATEGIES

"TRADITION MEETS TASTE, EVERY DAY"

"TASTE THE TREND WITH EL OROUBA”

"FROM OUR HEART TO YOUR HOME"

"FLAVORS THAT INSPIRE"



STRATEGIES
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- Reach 500K followers across Facebook, Instagram, and TikTok in the next 3 months with high

engagement rates.
*Month 1: Foundation Building
Develop and schedule content plans for all platforms
Launch initial ad campaigns on Facebook and Instagram
Start posting consistently on TikTok

Begin influencer collaborations on Instagram and TikTok



SOCIAL MEDIA GOALS Go Home @

* Month 2: Intensify Efforts
Develop and schedule content plans for all platforms
Launch the ad campaigns on Facebook and Instagram
Start promote on TikTok to increase followers
*  Month 3: Maximize Reach
Continue to optimize ad campaigns and content based on performance
Engage heavily with user-generated content
Run final major contests or giveaways to drive engagement and follower growth

Focus on interactive and viral content to sustain momentum



SOCIAL MEDIA
IAGTIGS
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* Tone of Voice: Friendly and Warm for welcoming and
approachable, making customers feel valued and part
of the El Orouba family.

* Brand Character: Authentic and Trustworthy -
Community-Focused - Innovative - Health-Conscious -
Interactive.

* Channels: Facebook, Instagram, & TikTok.

* Language: Primary Language Arabic.

Secondary Language English.

® Facebook @ Instagram @ TikTok
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1. Regular Posting Schedule:
» Post 4-5 times a week with a mix of content types.
« Maintain consistency to keep the audience engaged.
2.Engaging Content:
« Share family-friendly recipes using El Orouba products.
» Post health tips highlighting the benefits of various spices and nuts.

« Feature user-generated content by encouraging followers to share their recipes
and experiences.
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3.Contests and Giveaways:

« Run monthly contests and giveaways to increase engagement and attract new

followers.
« Offer El Orouba products as prizes to encourage participation.
4.Ad Campaigns:
« Boost high-performing posts to reach a wider audience.

» Create targeted ad campaigns focusing on family-oriented demographics in

urban areas.
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1. Visually Appealing Content:

« Post high-quality images of dishes and products 4-5 times a week.

« Use Instagram Stories for product highlights, and quick tips.
2.Leveraging Reels:

» Create trendy recipe videos, food hacks, and influencer collaborations.

» Post Reels at least twice a week to increase visibility and engagement.
3.Interactive Stories:

« Use features like polls, quizzes, and questions to engage followers.

« Highlight user-generated content by reposting followers' stories and posts.
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4.Influencer Collaborations:
« Partner with food influencers for takeovers and reviews.
« Utilize sponsored posts to reach a broader audience.
5.Ad Campaigns:

« Run targeted ads focusing on food enthusiasts, young adults, and health-

conscious individuals.

» Utilize sponsored posts and stories for maximum impact
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1. Consistent Posting:

« Post 6-7 times a week with a variety of content types.

« Maintain a consistent posting schedule to keep the audience engaged.
2.Trendy Content:

» Participate in and create viral challenges.

« Share quick and easy recipe videos that are fun and engaging.
3.User Participation:

« Encourage followers to recreate recipes and use branded hashtags.

« Engage with user content by creating duets and reaction videos.
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4.Influencer Collaborations:
« Partner with food influencers for takeovers and reviews.
« Utilize sponsored posts to reach a broader audience.
5.Ad Campaigns:
« Create short, engaging in-feed ads that blend seamlessly with user content.

« Launch branded hashtag challenges to increase visibility and engagement.
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PLATFORM POSTS PER WEEK POSTS PER MONTH

Facebook 4 : 5 posts 16 : 20 posts

Instagram 4 : 5 posts 16 : 20 posts

TikTok 5:6 posts 20: 24 posts
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CONTROL &

- Set Monthly Goals for Social Media.

- Create a Monthly Content Calendar.

- Monitor KPIs.

- Measure Performance.

- Adjust Strategies Based on The Data Collected.
- Budget Management.

- Reviewing and Reporting Periodically.

Go Home @



