


Content marketing isn’t just another 
buzzword. It’s the future! 

It’s creating valuable, exciting and 
relevant content that - instead of just 
directly promoting a brand - engages 

consumer action. 

It means making awesome stuff 
instead of constantly shoving brands 
in people’s faces.

CONTENT 
CONTENT 
CONTENT 
CONTENT 



   WHO 
    ARE 
     WE

We’re a hub of creators, artists, crazies, leaders, 
thinkers AND doers. We’re both the wandering 
dreamers and the hard hitting realists: 
We generate the best ideas and have the talent to 
pull them off.  

We are constantly looking for the next big idea, 
constantly raising the bar for content. 

And here’s our secret to always thinking outside the 
box: the box bores us. The market is oversaturated 
with mundane campaigns and strategies. So instead 
of complaining about the industry, we’re changing it. 



  WHY 
    US 

 

Why Medium Rare for content marketing needs? 

Here’s a better question:  
What’s content marketing...without content? 

At the heart of successful content marketing is 
valuable, engaging content - but the word 
“content” has become bastardized (even Oscar 
winning director Martin Scorsese agrees).  

Content isn’t just an ad with a big media buying 
budget. It’s stories, comics, music, jokes, art, 
memes- its the things we love, the things 
we keep coming back to. 

It’s what Medium Rare does best.



     WHAT 
         WE 
  CREATE

We strive to create a more informed audience — 
one challenged and invigorated by a deeper 
understanding and appreciation of events, ideas, 
and cultures. Our integrated content connects 
with millions every day — online, and in person. 

on mobile devices, broadcast radio, smart 
speakers, and other evolving platforms. 

Animation, Short/Long Form Documentations, 

and beyond.



WHAT 
    WE 
    D0

Making it Connect (Ideation & Strategy) 

At Medium Rare, we marry “Big Ideas” to tactical 
approaches that align with our clients’ individual objective, 
needs, and audiences. Soup to nuts, we’ll develop an 
integrated plan that not only generates buzz, but delivers 
results. 

Making it Happen (Content, Content, Content) 

At our core, we’re Doers. Creators. Producers . Our team 
creates every piece of content with a fully integrated approach 
that plays a hands-on role in distribution and engagement 
efforts. 

Making it Better (Measurement & Optimization) 

Now more than ever, a successful campaign requires consistent 
content creation and strategic evolution—we ensure that we not 
only meet our objectives, but also continue learning and 
evolving and improving.



Content Strategy 
We listen and learn, then set to work on building your brand with a custom-made content strategy, 
designed to achieve your marketing goals. 
  

Content Writers 
Our writers craft original and insightful content to engage the audience using all their skill to keep them 
hooked. With words, we inform, convince and sell. 

  
Creative Content 
We have an extraordinarily talented in-house creative team and a network of visual artists ready to 
bring any story to life with bespoke illustrations, photographs, animations and infographics. 

  
Video Production 

and even local players and other platforms around the globe. We don’t just create content, we curate, 
establish and promote it to the right places 

networks. 

  

Content is the currency of social media – but it needs to be published and promoted thoughtfully. Our 
social team knows the new formats and right time to post, and how to manage communities effectively.





ICOM is a global network of more than 80 top independent boutique advertising, digital,
marketing communications and media agencies from around the world. 

More than 60 countries came together to form this one of a kind network of marketing specialist 
teams. With thisnetwork in place, seamless support for clients with international needs are
provided by owner-run, like-minded agencies, dedicated to driving brand success across 
borders, anywhere in the world.

As a proud member of the ICOM Network, Medium Rare has the unique opportunity of 
collaborating and consulting with unique minds throughout the world, especially with teams 
who excel in global clientele with specialized focus (healthcare, finance, ed-tech, etc.).

PART OF THE ICOM NETWORK:



How can Wateraid teach kids the 
concept of regular handwashing 
and make sure they can relate to 
it?

WaterAid, an international 
non-governmental organization, 
focused on water, sanitation and 
hygiene, operates in 34 countries. With 
this campaign, Wateraid Bangladesh 
wanted to effectively communicate the 
importance of handwashing on kids.

We took this opportunity to not only 
convey a powerful message, but in 
ways that is very relatable to kids. This 
was done in hopes of ensuring 
maximum retention of the message 
among out targeted audience.

CAMPAIGN OBJECTIVE :



With the involvement of Nuhash Humayun and Pritom Reza in the project, the result has been an incredibly 
thought provoking and intuitive campaign that resulted in not only a solid awareness approach,
but as a message that has been effectively retained in the minds of kids as a societal norm.
 
‘Bondhu’, a puppet, tries unconventional ways to pursue these four friends into good hygiene habits. The four 
characters in the series is played by members of the Tokai Theater
  
This interesting approach convey the message of handwashing was so effective, that the Bichhuz episodes were 
also incorporated into Wateraid’s #FightCoronaUnited campaign.

THE RESULT:





SAMPLE WORK FOR 





















HOW DO YOU ESTABLISH A PREMIUM 
GROCERY STORE IN A MARKET 
SATURATED WITH COMPETITIVE OPTIONS? 

Gourmet Bazar launched with the ambition to be 

 

CAMPAIGN OBJECTIVE : 



The key was to not just focus on the products and 
the quality – but the idea of family. Premium 
restaurants and locations have an air of exclusivity 
but we launched Gourmet Bazar as a warm, 
welcoming  environment, your own personal 
pantry. You can shop, explore, try out some free 
samples and cheeses – the shopping experience 
doesn’t have to be an impersonal chore. 

We established that walking into Gourmet Bazar 
was walking into more than a grocery.
Further down the line, once Gourmet Bazar’s 
values were established and a brand presence 
created, we focused on the endless range of 

anywhere else. 

The idea was to establish values, create a 
personal connection with the brand, before 
jumping into just promoting products. It ’s 
impor tant to create meaningful, genuine 
connections with our brands which is something 
we pride ourselves with at Medium Rare. 

RESULTS



PRINT AD







BRAND IDENTITY DEVELOPMENT 



BRAND IDENTITY DEVELOPMENT 



PRODUCT PACKAGING 





SOCIAL MEDIA





JUST ANOTHER MILESTONE? TO 
CELEBRATE KFC’S 10 YEARS IN 
BANGLADESH, WE THOUGHT WHY NOT 
THROW A PARTY AND SPREAD SOME 
JOY? 

CAMPAIGN OBJECTIVE :  
Bangladesh, a nation of persevering hardworking 



CAMPAIGN EXECUTION: 
The campaign was implemented both in store (targeting all 20 branches across 
the nation) and out of store with the ATL and TTL aspects.
While the campaign is essentially nationwide, it’s scale is also arguably small  
- Share the Love for instance cherishes microconnections between different 
customers sharing notes while on the other hand, Virtual Screensharing brings 
larger than life celebrities for multiple customers to engage with.





RESULTS

The effectiveness of the campaign is demonstrated in both 
quantitative results and qualitative engagement through the 
many activation elements.  

Reaching over 5m million people across 11 outlets over the 
nation/ garnering an unprecedented increase in sales and 
thousands of new families engaging with the brand, all within a 
week! 

with joy.  



CAMPAIGN OBJECTIVE :  

For over 10 years British American Tobacco has 
maintained a CSR campaign to positively affect the 
locations where they operate. The campaign, called 
Probaho, is ensuring access to clean water in areas with 
high arsenic concentrations by installing advanced water 

about any of this. Recent studies show that employees’ 
performance is highly correlated to their morale – a 
sense that they’re having a positive impact.

How does BAT convey the impact of Probaho  
through an internal campaign?



THE RESULTS : 

Launching an extensive campaign called 10 
YEARS OF MAKING WAVES, we 
emphasized the impact every employee at 
BAT has by making accessible clean water 
possible. 
The campaign was more than a celebration, 
it was about inclusiveness. Using 
photostories, internal videos and 
testimonials from the farmers and locals 

genuine sense of unity – not to mention 
cohesive branding was used to stylistically 
visualize the success of the 10 year 
campaign. 

Themed around water, and the idea of 
“making waves” as a metaphor for creating 
change, we invoked a thematically holistic 
campaign that invokes a sense of 
appreciation and boosts employee morale – 
feeling like part of a bigger picture. 





INNOVATION & IMPACTFUL



Teach for Bangladesh believes all children 
are full of light and endless potential, and it 
is our job as a society to facilitate and 
nurture this. But to provide education to the 
underprivileged, we need teachers – 
mentors. This isn’t just young volunteers 
looking for a part time opportunity, this is 
for genuinely dedicated and highly learned 
individuals who can have a positive and 

We didn’t want to just give Teach for 
Bangladesh a new logo or a fresh 
campaign, we wanted to create a new 
identity.

CAMPAIGN OBJECTIVE : 

How does Teach for Bangladesh find these 
Fellows, while conveying the responsibility 
associated with the position?



Revamping their look and launching a campaign “Not all heroes 
wear capes” – our focus was establishing the honour, 
responsibility and duty that comes with being a Teach for 
Bangladesh Fellow. The fellows are more than teachers, they are 

heroes. 

RESULTS



The campaign and its strong visuals became viral and created new, relevant social currency 
associated with the Fellowship and thus was followed up with another campaign that further 
drives home the necessity and importance of the Fellows. Using gritty, black and white 
photography, this campaign was solemn and intense, breaking the mold for typical social 
service campaigns at the time which focused on saccharine, ‘feel good’ content. 



BRAND IDENTITY DEVELOPMENT 



WHAT’S THE BEST WEDDING 
GIFT A PARENT CAN GIVE? 
CAMPAIGN OBJECTIVE :  

The biggest gift that a parent can 
give their daughters on their 
wedding day is thus, simply 
reassurance - knowing there’s 
always a home to come back to, a 
safe space to share one’s life. 
Another goal of BRAC’s campaign 

media rampantly depicting toxic 

it, it is refreshing to have positive 
aspirational portrayals of male 

looking out for his daughter. 



RESULTS



YOU CAN’T 
POSSIBLY TAKE 
CYBER BULLYING 
SERIOUSLY! 
CAMPAIGN OBJECTIVE :  

With Bangladesh’s growing 
internet culture comes a great 
revolution, but also a new set of 
problems. Cyber bullying is a 
real threat but the nation’s not 

The challenge was to create a 
campaign that makes you feel 
how it is to be harassed online. 
This disruptive campaign uses 
riveting imagery and sound 
design to create a sense of 
discomfort.  



This mode of disruptive campaign is new to 
Bangladesh and very experimental in nature.  

Our Anti-cyberbullying campaign for GrameenPhone 
also made rounds around the internet with its 
imagery that portrays the true pain of online 
harassment.  

An absolutely unprecedented campaign from the 
telecom giant that’s usually known for safer, less 
disruptive content. 

The result was a highly shared 
video content for GP that portrays 

online violence as an issue that 
needs to be addressed. This 

remarkable campaign by 
Grameen Phone got recognized 

by international media and 
generated strong PR within the 

community. 

RESULTS



THE LABEL OF A WOMAN 
BEING ‘DIVORCEE’ IS A 
SOCIAL RED FLAG, A MARK 
ONE CAN’T REMOVE. 
CAMPAIGN OBJECTIVE :  

Grameenphone has been an 
ambassador of transformation 
throughout its journey, and this year 
it has started with the conversation 
on new perspectives and 
possibilities. 

The objective for Valentine's Day this 
year was to build on the idea of new 
journeys and explores an area that 
resonates strongly with people of all 
ages and social spheres, but talked 
about by few. 

.  



The video till date has had almost 5 million 
views, 30,000 shares and 2,224,165 

alone. 

RESULTS Highest brand talkability and organic conversions





BRAND 
CAMPAIGNS 
OVER 60 
SECONDS 
WILL FAIL! 
CAMPAIGN OBJECTIVE :  

Brand ambassador placement in 
organic social media content. A 
video celebrating the joy of 
connections that GP makes 
possible; the goal was to create 
online video content that 
creates a stir on social media.  



RESULTS 
The video’s breakdown of Tahsan’s celebrity 
persona into a humble man aware of his journey 
made rounds across the internet, despite the 
extended length of the video. n a culture where any 
video over a minute goes over people’s attention 
spans, this heartwarming story kept audiences on 
the edge of their seats.

The video broke records as 
one of the most shared AV in 

Bangladesh – a stellar 
achievement in an age of 

surplus web content, especially 
given the over 9 minute 

runtime of the video. With 8.5 
million views and 85k shares 

this is Grameenphone’s highest 
shared video. 



BEST PRACTICES

























CORE TEAM



CREATIVE DIRECTOR
Abrar Athar is Bangladesh based filmmaker and 
co-founder of the advertising firm Medium Rare. 
With an eye of breathtaking visuals and a knack 
for visual comedy, Abrar found success directing 
commercial and TV shows. Abrar is notorious for 
breaking the mold in the repetitive world of adver-
tising not just by spearheading great ideas but by 
saying no to bad ones. As dynamic ad-maker and 
director, any campaign he set his eyes in is bound 
to be visionary.

ABRAR
ATHAR



SENIOR STRATEGIC PLANNER

OMAR SAIF
AHMED
Omar has been in the marketing industry for over 
4 years now. While his focus remained in 
experiential marketing for the most part, as one of 
the newest additions to Medium Rare he plans to 
expand his repertoire and, at the same time, add 
his own flair of thinking into the mix. He has 
worked with brands such as BMW, Unilever, Uber 
Eats, bKash, etc. extensively during his years as a 
BTL marketing strategist.

ASHIQ IMRAN 
AHMED
Ashiq has been working with the Medium Rare 
team for over two years. He is an
 experienced campaigner when it comes to 
activation and BTL marketing. He has successfully 
managed various projects for clients such as 
Le Méridien Dhaka, Domino's Pizza, JAAGO 
Foundation, WaterAid Bangladesh, Gemcon 
Group and ACI Limited.

ACCOUNT MANAGER



SR.VISUALIZER VISUALIZER

HABIBA
SNEHARAHMATULLA
Sneha is a designer who thrives to craft
meaningful and effective designs for both local 
and global brands. She developed exploring 
creative perspectives from the renowned design 
school, Shanto-Mariam, where she did her 
undergrad program. She worked with clients such 
as Dominos Pizza, Golden Harvest, Aarong Dairy, 
ZEE5.

Rakib is a designer who has worked with brands 
all over the world. Working with clients  as diverse 
as Robi Axiata Ltd and Haltrip, he loves finding  
different creative perspectives all within the  
guidelines of his brand. While the brand's 
personality  comes first, Rakib challenges himself 
with adding his own touch to his designs. His 
notable works include clientele such as: Shikho, 
Robi Axiata Ltd, Gemcom etc.

S.M



CLIENT SERVICES EXECUTIVE

ARNOB 
GAZI 
Arnob is a fresh business graduate from the
Independent University Bangladesh. He is always 
ready to learn new things and take on challenges 
with admirable enthusiasm.



CLIENTS WE’VE WORKED WITH





THANK YOU


