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A N A L Y S I S
C O M P E T I T I V E

C R E D E N T I A L S  /  A B O U T  U S



C O M P E T I T I V E  A N A LY S I S

W h i l e  t h e r e  a r e  o t h e r  v i d e o  p r o d u c t i o n  &  m a r k e t i n g  a g e n c i e s  a r o u n d ,  t h e  t o p  3  
c l o s e s t  o n e s  s e e m  t o  b e  N e x a ,  T h e  M e d i a  L a b  a n d  D o L e e p  S t u d i o s .  
A S W O T a n a l y s i s  o n  a l l  3  o f  t h e m  h a s  b e e n  s u m m a r i z e d  b e l o w :

NEXA THE MEDIA LAB DOLEEP STUDIOS
STRENGTH • They have Google Partnership and an exclusive 

Hubspot service
• They are based off in the UAE, KSA, AUS, US 

and the UK. 
• There portfolio is really strong
• They are keeping up with the latest trends by 

making use of Web 3 and Metaverse 
technology

• The Media Lab is an upcoming competitor as 
they have started to make an impact.

• They have a good clientage and they are 
making use of Influencer marketing as well as 
SMS Marketing.

• They have a 14 year experience and a very 
good portfolio. 

• They have reduced the language barrier by 
offering their services in English, Arabic and 
Russian languages. 

• They are partners with Facebook & Google 
• They are consistent with their 7 different social 

media platforms

WEAKNESS • Despite having 6 social media platforms (FB, 
Insta, Twitter, YouTube, Pinterest & LinkedIn) 
they have not paid much attention to their own 
marketing which doesn’t give a very good 
impression. They need to work on their socials

• They don’t have an engaged audience

• Although their social media posts are good but 
they are still not the best. They seem to lack a 
sense of Brand identity as they are not 
consistent with their brand tone and theme.

• They are not present on Linkedin which 
seems to be a huge miss.

• Again, no engaged audience. 

• They do not have an engaged audience.
• They are costly and some of their customers 

are not happy with that. 

OPPORTUNITY • Astudio can make use of this opportunity by 
maintaining/staying active on social media 
platforms.

• Astudio has still more attractive content when it 
comes to NEXA’s social. Keep working on them 
to stay on top.

• Astudio happens to be active on Linkedin 
thereby has a natural headstart here. 

• Astudio’s brand and message are clear which is 
also a head start. 

• Astudio can easily outrun Media Lab by building 
on its socials and making use of SMS marketing 
as well as Influencer Marketing. This can be a 
huge opportunity as our branding gives us a 
competitive edge.

• Astudio can build a community to keep an 
engaged audience. A strong community equals 
a stronger reference and business (eventually)

• To retain a 5 star testimonial from our 
customers we can offer exclusive rewards as a 
gesture of goodwill. This way even if the project 
is high ticket, the customer will still be happy. 

• We can also consider partnerships with Google 
and Facebook.

THREATS • Their clientage, portfolio and the fact that they 
are located in more than once place, can pose 
a threat as it would be hard for a potential 
customer to not to consider them for their 
project. In order to win, Astudio must keep 
active on socials, grow their clientage and focus 
on high ticket sales.

• If the Media Lab continues it’s path for 
influencer marketing they can get stronger than 
they are now, we should be keeping this in 
check.

• There experience, portfolio and their rewards 
are impressive which is why Astudio has to 
consider being consistent with it’s social and 
making use of Paid Media/Ads. Adding Google 
Partnership would be great too.

https://www.digitalnexa.com/
https://www.themedialab.me/
https://www.doleep.com/


B E S T  P R A C T I C E S

# #
L O C A L 

N E X A 
D I G I TA L

I N T E R N AT I O N A L 

   R U C K U S
   M A R K E T I N G

B e s t  P r a c t i c e s  f r o m  o n e  l o c a l  a g e n c y  a n d  o n e  i n t e r n a t i o n a l  o f  y o u r  c h o i c e

• T h e y  a r e  m a k i n g  u s e  o f  P a i d  
M e d i a  -  G o o g l e  A d s  t o  b o o s t  
t h e i r  p r e s e n c e .  

• T h e y  a r e  s t a y i n g  i n  t o u c h  
w i t h  t h e  l a t e s t  t r e n d s  a n d  n o t  
j u s t  i n  c o n t e n t  m a r k e t i n g  b u t  
a l s o  i n  We b  3  w h i c h  i s  a  
g o o d  t h i n g .

• T h e y  a r e  e x p a n d i n g  
p h y s i c a l l y  i n t o  d i f f e r e n t  
l o c a t i o n s  a n d  h a v e  
p a r t n e r s h i p s  w i t h  G o o g l e ,  
H u b s p o t  a n d  o t h e r s ;  
i n d i c a t i n g  t h a t  i t  i s  a l w a y s  
g o o d  t o  b e  p r e s e n t  i n  e v e n t s  
&  h a v e  b u s i n e s s  p a r t n e r s h i p s

• T h e  c o n t e n t  p i l l a r s  o f  R u c k u s  
M a r k e t i n g  a r e  g o o d  a s  i t  h a s  
a  b a l a n c e  o f  e n t e r t a i n m e n t ,  
i n f o r m a t i v e ,  p o r t f o l i o  a n d  
o t h e r  t y p e s  o f  c o n t e n t .

• T h e y  k n o w  h o w  t o  k e e p  t h e i r  
b r a n d  i n  t h e  l i m e l i g h t  w h i l e  
d i s p l a y i n g / e x p l a i n i n g  t h e i r  
p o s t .

• T h e y  a r e  t r y i n g  t o  p u t  o u t  
t h e i r  b e s t  a n d  t h e  e f f o r t  c a n  
b e  s e e n  i n  t h e i r  c a m p a i g n s .  
A l s o  t h e y  h a v e  w o n  a n  E m m y  
w h i c h  s h o w s  t h e i r  d e d i c a t i o n  
t o  t h e i r  w o r k .

https://www.digitalnexa.com/
https://www.ruckusmarketing.com/


P L A T F O R M S
T O P  2  S O C I A L  M E D I A

T h e  t o p  2  s o c i a l  m e d i a  p l a t f o r m s  y o u  w i l l  b e  f o c u s i n g  o n  a n d  w h y

T h e  To p  2  P l a t f o r m s  a r e  I n s t a g r a m  a n d  L i n k e d I n .
 
T h i s  i s  b e c a u s e  I n s t a g r a m  i s  p o p u l a r  a m o n g s t  t h e  a u d i e n c e  w a n t i n g  a  
h i g h  e n d  v i s u a l  e x p e r i e n c e  w h i c h  i s  h e l p f u l  b e c a u s e  A S T U D I O  o f f e r s  
j u s t  t h a t .  T h e  a l g o  b a s e d  c h r o n o l o g i c a l  f e e d  o r d e r  h e l p s  t h e  u s e r s  t o  
s e e  t h e  l a t e s t  u p d a t e s  f r o m  t h e  a g e n c y  a n d  t h i s  c a n  b e  u s e d  t o  
A S T U D I O ’s  a d v a n t a g e .  P o s t i n g  t r e n d i n g  c o n t e n t ,  s h a r i n g  p o r t f o l i o ,  
m a i n t a i n i n g  t h e  c o n t e n t  p i l l a r s  i n  a  w a y  t h a t  c r e a t e s  b r a n d  a u t h e n t i c i t y  
/  i d e n t i t y  i s  g o o d  w i t h  i n s t a g r a m .

I n  t e r m s  o f  L i n k e d I n ;  i t  i s  a  b u s i n e s s  o r i e n t e d  p l a t f o r m  w h e r e  h i g h  
t i c k e t  c u s t o m e r s  a r e  o f t e n  p r e s e n t  a n d  a c t i v e .  P l u s ,  t h e  p l a t f o r m  i t s e l f  
o f f e r s  w a y s  t o  a t t r a c t  t h o s e  c l i e n t s  f a i r l y  b e t t e r  t h a n  o t h e r  p l a t f o r m s .  
T h e  B 2 B  n e t w o r k  c a n  p r o v e  t o  b e  a  b i g  a n d  s t r o n g  s o u r c e  o f  c l i e n t a g e .  
A s t u d i o  c a n  d o  c o n t e n t  m a r k e t i n g ,  c r e a t e  a  p r o f e s s i o n a l  c o m m u n i t y,  
a n d  e v e n  r u n  L i n k e d I n  A d s  f o r  L e a d  G e n e r a t i o n .  L i n k e d i n  i s  a  c e n t r a l  
p l a c e  f o r  i n d u s t r y ’ s  l a t e s t  n e w s  t h e r e b y  a l l o w i n g  m a r k e t i n g  a g e n c i e s  
l i k e  A S T U D I O  t o  f l o u r i s h .  
 
B o t h  L i n k e d I n  &  I n s t a g r a m  o f f e r  a n a l y t i c s  a n d  i n s i g h t s  t o  d o  b e t t e r  
s o c i a l  l i s t e n i n g .  S t a y i n g  i n  t o u c h  w i t h  t h e  l a t e s t  t r e n d s ,  c r e a t i n g  
c o n t e n t  t h a t  p e o p l e  w a n t  t o  s h a r e  i n  r e a l i t y  a n d  t o  g r o w  i t ’s  
b u s i n e s s ;  i t ’s  a l l  a c h i e v a b l e  t h r o u g h  t h e s e  2  p l a t f o r m s .

O t h e r  t h a n  t h a t ,  c o n s i d e r i n g  S n a p c h a t ,  T i k To k  a n d  t h e  n e w  p l a t f o r m  
T h r e a d s  i s  a l s o  p o s s i b l e  w h i c h  c a n  b e  p o t e n t i a l l y  d i s c u s s e d  a s  i t  i s  f o r  
y o u n g e r  a n d  d i f f e r e n t  a u d i e n c e s .



P L A T F O R M ST O P  2  S O C I A L  M E D I A

T h e  t o p  2  s o c i a l  m e d i a  p l a t f o r m s  y o u  w i l l  b e  f o c u s i n g  o n  a n d  w h y



A n  a u d i t  o n  t h e  s t a t u s  o f  A S T U D I O ’s  s o c i a l  m e d i a  p a g e / p r o f i l e  o n  t h e  2  p l a t f o r m s  t h a t  y o u  w a n t  t o  f o c u s  o n

I N S T A G R A M  
A U D I T

Checklist
Page First Impression Good
No. Of Followers 8,718
Follower Growth Rate 3.38% (For past 90 days)
No. of Posts 269 (Declining compared to last 30 days)
Weekly Follower Growth 47
Engagement Rate 0.56%
Average no. of Likes 45
No. Of Post per Week 4
Consideration of Branding Good
Profile Complete Yes
Current Content Pillars A blend of Entertainment , Product Highlight, Portfolio, a little 

BTS, Hiring updates and Company insights
Instagram Caption and Hashtags Good and with brand voice considered

G O A L
To Increase Engagement & Followers

Focusing on Instagram because this is very helpful for a marketing agency like ASTUDIO. Considering the above checklist, it is recommended to 
increase the engagement rates to grow awareness & followers. This can be achieved by posting more engaging content. For this purpose, the content 
pillars will be increased that is a bit more educational, fun, more BTS, paid promotions, UGC content, testimonials, trend n updates as well as seasonal 
content would be added to freshen up the feed. The rest is perfect and will improve with the course of time and effort.



A n  a u d i t  o n  t h e  s t a t u s  o f  A S T U D I O ’s  s o c i a l  m e d i a  p a g e / p r o f i l e  o n  t h e  2  p l a t f o r m s  t h a t  y o u  w a n t  t o  f o c u s  o n

L I N K E D I N  
A U D I T

Checklist
Page First Impression Good 
Profile Complete Yes
No. Of Followers 42,983
Average Postings 1-2 per week
Content Pillars Informative, Educational, Fun and Interactive
Engagement Rate and other Insights Visible for Admin Access
Clear ways to contact Yes
Responding to Engagement Sometimes
Headcount growth 11% Increase
Audience Demographic Mostly UAE based

G O A L
To Increase Awareness & 
Engagement

For a detailed LinkedIn Audit access would be required to see the post impressions and growth. However, considering the profile, it’s 
public stats, and other information, it is safe to say that ASTUDIO is doing fairly well and can make improvements of working on a 
storytelling description, adding recommendations/testimonials and case studies to get in link with more connections and to boost their 
engagement. 



K P I
W i t h  t h e  g o a l  o f  e n g a g e m e n t  a n d  a w a r e n e s s  g r o w t h  h e  
r e c o m m e n d e d  K P I ’ s  f o r  A S T U D I O ’ s  L I N K E D I N  p r o f i l e  
a r e :

W i t h  t h e  g o a l  o f  e n g a g e m e n t  a n d  f o l l o w e r  g r o w h t  i n  m i n d  t h e  
r e c o m m e n d e d  K P I ’ s  f o r  A S T U D I O ’ s  I N S TA G R A M  p r o f i l e  a r e :

K P I

K P I s  f o r  e a c h  o f  t h e  p l a t f o r m  y o u  a r e  p r o p o s i n g

P R O F I L E  V I E W S
C O N N E C T I O N  G R O W T H  R AT E
E N G A G E M E N T  M E T R I C S
C T R  ( C L I C K  T H R O U G H  R AT E )
C O N T E N T  P E R F O R M A N C E  
M E T R I C S
A U D I E N C E  E N G A G E M E N T

F O L L O W E R  G R O W T H  R AT E
E N G A G E M E N T  R AT E
C T R  ( C L I C K  T H R O U G H  R AT E )
A U D I E N C E  A C T I V E  T I M E  +  P O S T I N G  
F R E Q U E N C I E S
H A S H TA G  P E R F O R M A N C E  
S T O R Y  M E T R I C S
N O .  O F  S H A R E S / S AV E D  P O S T S

W h e n  t h e  g o a l s  a r e  u p d a t e d  t o w a r d s  c o n v e r s i o n s  a n d  
s a l e s  t h e r e  w i l l  b e  o t h e r  K P I ’ s  t o  t r a c k



B U C K E T S
C O N T E N T

Ty p e  o f  c o n t e n t  p i l l a r s  y o u  w i l l  r u n  a n d  o n  w h i c h  p l a t f o r m

S o m e  o f  t h e  t y p e s  o f  c o n t e n t  t h a t  w o u l d  b e  
p o s t e d  a r e  i l l u s t r a t e d  i n  t h e  g r a p h i c .  T h e s e  
a r e  a c c o r d i n g  t o  t h e  c u r r e n t  p l a t f o r m s  o n  
w h i c h  A S T U D I O  e x i s t s .  We  c a n  c o n s i d e r
e x p a n d i n g  i n  o n  a n o t h e r  s o c i a l  m e d i a  a n d  
a d j u s t  t h e  c o n t e n t  a c c o r d i n g l y.



A G E N C Y

M o o d  b o a r d  o f  t h e  t y p e  o f  v i s u a l  c o n t e n t  y o u  w i l l  r u n

K e e p i n g  t h e  o r i g i n a l  t h e m e  
a n d  a d d i n g  a  p o p  u p



A G E N C Y

M o o d  b o a r d  o f  t h e  t y p e  o f  v i s u a l  c o n t e n t  y o u  w i l l  r u n



S O C I A L  M E D I A  C A L E N D A R

MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY SUNDAY
1/08/23 | TIME: 1:00 PM
CONTENT TYPE:
Educational (Post/Story)
PLATFORM: LinkedIn/Insta/
YouTube

2/08/23 | TIME: 1:00 PM
CONTENT TYPE:
Entertaining (Post/Story)
PLATFORM: LinkedIn/Insta/
YouTube

3/08/23 | TIME: 1:15 PM
CONTENT TYPE:
Service Highlight (Post/
Story) PLATFORM: LinkedIn/
Insta/YouTube/Vimeo

4/08/23 | TIME: 1:15 PM
CONTENT TYPE:
Client Story (Post/Story) 
Before & After
PLATFORM: LinkedIn/Insta/

5/08/23 | TIME: 1:00 PM
CONTENT TYPE:
BTS (Short Video/post)
PLATFORM: LinkedIn/Insta/
YouTube

6/08/23 | TIME: 4:00 PM
CONTENT TYPE:
Fun Post/interactive story
PLATFORM: LinkedIn/Insta

7/08/23 | TIME: 4:30 PM
CONTENT TYPE:
Inspirational (Post/Story)
PLATFORM: LinkedIn/Insta/
YouTube

8/08/23 | TIME: 9:00 AM
CONTENT TYPE:
News/Trend (Story/post/
video)
PLATFORM: LinkedIn/Insta

9/08/23 | TIME: 9:00 AM
CONTENT TYPE:
Promotional (Post/story)
PLATFORM: LinkedIn/Insta/
YouTube

10/08/23 | TIME: 9:00 AM
CONTENT TYPE:
Seasonal (Post/Story)
PLATFORM: LinkedIn/Insta

11/08/23 | TIME: 10:00 AM
CONTENT TYPE:
Case Study (Post/Story)
PLATFORM: LinkedIn

12/08/23 | TIME: 10:00 AM
CONTENT TYPE:
Entertaining (Post/Story)
PLATFORM: LinkedIn/Insta/
YouTube

13/08/23 | TIME: 1:00 PM
CONTENT TYPE:
Interactive Post/Story (QnA)
PLATFORM: LinkedIn/Insta

14/08/23 | TIME: 3:30 PM
CONTENT TYPE:
Client Story (Post/Story)
PLATFORM: LinkedIn/Insta/

15/08/23 | TIME: 2:00 PM
CONTENT TYPE:
Inspirational (Post/Story)
PLATFORM: LinkedIn/Insta/
YouTube

16/08/23 | TIME: 2:00 PM
CONTENT TYPE:
BTS (Short Video/post)
PLATFORM: LinkedIn/Insta/
YouTube

17/08/23 | TIME: 9:00 AM
CONTENT TYPE:
Team Review/Fun Session
PLATFORM: LinkedIn/Insta/
YouTube

18/08/23 | TIME: 10:00 AM
CONTENT TYPE:
News/Trend (Story/post/
video)
PLATFORM: LinkedIn/Insta

19/08/23 | TIME: 10:00 AM
CONTENT TYPE:
Conversational Post/Story
PLATFORM: LinkedIn/Insta

20/08/23 | TIME: 11:00 AM
CONTENT TYPE:
Entertaining Post/Story
PLATFORM: LinkedIn/Insta/
YouTube

21/08/23 |TIME: 11:00 AM
CONTENT TYPE:
Portfolio highlight (Post/
Story)
PLATFORM: LinkedIn/Insta/
YouTube

22/08/23 | TIME: 1:15 PM
CONTENT TYPE:
Service Highlight (Post/
Story) PLATFORM: LinkedIn/
Insta/YouTube/Vimeo

23/08/23 | TIME: 1:00 PM
CONTENT TYPE:
Fun Post/interactive story 
(QnA)
PLATFORM: LinkedIn/Insta

24/08/23 | TIME: 1:00 PM
CONTENT TYPE:
News/Trend (Story/post/
video)
PLATFORM: LinkedIn/Insta

25/08/23 | TIME: 2:00 PM
CONTENT TYPE:
Inspirational (Post/Story)
PLATFORM: LinkedIn/Insta/
YouTube

26/08/23 | TIME: 2:00 PM
CONTENT TYPE:
Educational (Post/Story)
PLATFORM: LinkedIn/Insta/
YouTube

27/08/23 | TIME: 2:00 PM
CONTENT TYPE:
BTS (Short Video/post)
PLATFORM: LinkedIn/Insta/
YouTube

28/08/23 | TIME: 9:00 AM
CONTENT TYPE:
Before n After (Post/Story)
PLATFORM: LinkedIn/Insta

29/08/23 | TIME: 9:00 AM
CONTENT TYPE:
News/Trend (Story/post/
video)
PLATFORM: LinkedIn/Insta

30/08/23 | TIME: 10:00 AM
CONTENT TYPE:
Portfolio highlight (Post/
Story)
PLATFORM: LinkedIn/Insta/
YouTube

31/08/23 | TIME: 10:00 AM
CONTENT TYPE:
Conversational Post/Story
PLATFORM: LinkedIn/Insta

A o n e - m o n t h  s o c i a l  m e d i a  c a l e n d a r  s a m p l e



E X P L A N A T I O N

A o n e - m o n t h  s o c i a l  m e d i a  c a l e n d a r  s a m p l e

A G E N C YA S T U D I O  S O C I A L  M E D I A  C A L E N D A R

T h e  t i m i n g  s u g g e s t e d  a b o v e  i s  D E M O .  T h i s  w i l l  b e  a d j u s t e d  a c c o r d i n g  t o  t h e  a u d i e n c e ’ s  
t i m i n g .  T h e  c o n t e n t  w h e r e  t h e  w o r d  “ P O S T ”  i s  w r i t t e n  i n d i c a t e s  t h a t  t h e  p o s t  c a n  b e  
e i t h e r  a  s t a t i c  i m a g e /  a  r e e l /  a  Yo u Tu b e  s h o r t  o r  a n y  o t h e r  p o s t  d e p e n d i n g  o n  t h e  c o n t e n t  
b u c k e t ’ s  t o p i c .  T h e  t e r m s  E d u c a t i o n a l /  E n t e r t a i n m e n t /  S e r v i c e  h i g h l i g h t /  P r o m o t i o n a l  e t c  
a r e  m e a n t  t o  g i v e  a n  o v e r v i e w.  I n  d e t a i l  I n f o r m a t i v e  c a n  b e  f o r  e . g  i n f o r m i n g  h o w  
A S T U D I O  i s  d e a l i n g  w i t h  a  n e w  t e c h n o l o g y.  C o n v e r s a t i o n a l  c a n  b e  a  P o s t  o r  a  s t o r y  
a s k i n g  t h e  a u d i e n c e  a  s p e c i f i c  q u e s t i o n .  F u n  I n t e r a c t i o n  c a n  b e  l i k e  h o w  d i d  t h e y  s p e n d  
t h e i r  w e e k e n d  o r  i f  t h e y  w a t c h e d  a  l a t e s t  m o v i e /  w e n t  t o  a  p a r t i c u l a r  p l a c e .  T h e  B T S  a r e  
m e a n t  t o  s h o w  o u r  d a i l y  b e h i n d  t h e  s c e n e s  w o r k i n g  e i t h e r  o n  s h o o t s  o r  i n  o f f i c e .  A n d  t h e  
i d e a s  g o  o n  a n d  o n .   
 
D u e  t o  l i m i t e d  s p a c e  i n  t h e  l a s t  s l i d e ,  a  s u m m a r i z e d  e x p l a n a t i o n  i s  w r i t t e n  j u s t  t o  g i v e  a n  
i d e a  b e h i n d  t h e  c o n t e n t .



And then the action comes… cx honestly 
why? Why would you say that 😂

C r e a t e  1  P o s t  w i t h  c a p t i o n  a n d  h a s h t a g s

A G E N C YA S T U D I O

CAPTION

S o c i a l  M e d i a  P o s t

# M a r k e t i n g
M a r k e t i n g 1 0 1
M e m e Wo r l d
A S T U D I O
M a r k e t i n g M e m e s



A G E N C Y

C r e a t e  1  R e e l  w i t h  c a p t i o n  a n d  h a s h t a g s

When it comes to quality, we nail it every time! 😎
We help you bring your A-Game ✨✨

Let’s Talk!

CAPTION

# M a r k e t i n g A g e n c y
C r e a t i v e
V i d e o P r o d u c t i o n
A S T U D I O
D u b a i A g e n c y

A S T U D I O

S o c i a l  M e d i a  R e e l



A S T U D I O A G E N C Y

C r e a t e  1  S t o r y

S o c i a l  M e d i a  S t o r y



THIS PRESENTATION HAS BEEN MADE BY 

USHNA UMAR (EXCLUSIVELY FOR ASTUDIO INCLUDING THE GRAPHICS)
2 0  J u l y  2 0 2 3

THANK        
YOU


