CASE STUDY

Wagdy Restaurant

Turning a small, no-frills local restaurant into a talked-about page — on a shoestring budget
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Where I Started

One of my earliest projects — Wagdy Restaurant, Zagazig, December 2020

This is one of the projects closest to my heart. | worked on it at Trend Agency — a small agency, modest in its pricing and capabilities —
where Wagdy Restaurant was one of our clients.

Wagdy is a small, unpretentious restaurant in Zagazig — my own hometown — serving popular Egyptian street food: kofta, liver, and the like. The food
was genuinely delicious, even if the branding around it was as modest as the restaurant itself.

s A
Dec 2020 — The Start Why It Stayed With Me
Joined Trend Agency and took on Wagdy as Team Leader and media Despite a tiny budget and limited production quality, we turned
buyer — one of my earliest chances to run an account from strategy Wagdy's page into a genuinely well-known name across Zagazig —
through execution. proof that strategy and personality can outweigh polish.
\_ J
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Working With What We Had

Being honest about the constraints made this project what it was

This wasn't a big-budget account, and it never pretended to be. The existing logo was a rough riff on McDonald's own mark (not something
our team designed — it came with the brand), food photography quality was inconsistent, and the entire monthly media budget sat around

2,000 EGP.

None of that was hidden from the strategy — it shaped it. With little room for polished production, the plan leaned entirely on personality, humor, and

community instead of visual perfection.

The Logo

An existing mark visibly inspired by
McDonald's own arches, already in place
before our team took over — modest, a little
on-the-nose, and part of the charm.
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The Photography

Food photography quality varied — not always
doing the food's real flavor justice, a known
limitation we worked around rather than
pretended didn't exist.

The Budget

Around 2,000 EGP a month total — individual
ad sets in this deck were funded at 100-600
EGP lifetime, not per day.
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The Team & The Process

A small crew running a full monthly content-and-ads cycle

Team Leader & Media Buyer (me) Graphic Designer

Set the strategy, ran paid campaigns, and analyzed results at month's end. Built the visual creative for every campaign and organic post.

Content Creator Moderator

Published content and handled every comment and message in the brand's

Wrote the copy and concepts behind every post and ad. Voice

The Monthly Cycle

e N\ N N N N

Research the market, the
client, and competitors

Brainstorm ideas as a team

Design & write the content

Publish & moderate in the
brand's tone

Run the ads

Analyze results, double
down on what worked

...then the cycle repeats, sharper each time.
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The Strategy — Humor, Memes & Community

Making people feel like family, not customers

With little room to compete on production value, the strategy leaned entirely on personality: memes, comedy, and fast, warm replies to

every comment and message — the page talked to people the way a friend would, not a brand.

Contests were a recurring tool too — low-cost, high-participation formats that turned followers into active contributors instead of passive viewers.

“620l> atlos giiS, Lol dwls LI &7

A real comment from the page — people didn't just enjoy the content, they were impressed enough by it to say so directly.

The clearest proof: people who discovered by chance that this small agency ran Wagdy's page were consistently surprised — they already followed it,

already loved the content, and hadn't realized the connection.
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Spotlight — Love & Belonging

Two ad-set pairs: paid results (top) and the real organic post (below)

The Proposal Ad — “sa> 9 2is lg=dlo”

< Post Post Cost per
Ad Name Results Reach Impression Frequency Reactions Comment Rcauty
45111 71,983 1.60 1,052

ri-“T ENE 1,967
5 - & ot
ul

Paid: 1,967 results @ 45,111 reach e 71,983 impressions @ 0.27 EGP/result e 530.27 EGP spent

O 80 5 was Tarek Sahier and 1.1K other

Organic post: 50,871 reached e 7,634 engagements e 79 comments e 2 shares
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65 0.27.a

The Community Post — “sa> ¢ 2 I aoclll”

Cost per 1,000 Amount Budget : Post Post Cost per Cost per 1,000 Amount Budget
People Reached Spent 2 Ad Set Ad Name Results Reach Ampression Frequency Reactions Commeni Result People Reached Spent dS
= M75-z 53027z 78Bez 5206z

600.00.2.2 012z

E paluad sl 452 6610 7,270 1.10 221 7

Paid: 452 results @ 6,610 reach e 7,270 impressions @ 0.12 EGP/result e 52.06 EGP spent

100000

==
Peopie Resched Engageme
OO $ neda Mohmed, 2 50 12 3 and 261 ofners mmes Share

Organic post: 11,535 reached e 1,720 engagements e 14 comments e 1 share

Wagdy Restaurant — Case Study



Spotlight — Mars Burger & The Meme Contest

A creative food concept, and the contest that went properly viral

Wagdy on Mars — kofta sandwich creative

Cost Cost per
[ = Post Post Amouni Budget
Ad Name Reach = Impressit Frequency . ] per » 1,000 People -
Results Reactions Comments Result Reached Spent
Sk ol e s, 734 17,412 23128 1.33 487 33 022:7 935 16272 200.00.-z
-~

Paid: 734 results ® 17,412 reach e 23,128 impressions ® 0.22 EGP/result e 162.72 EGP spent

QD% == and 531 others 38 Comments 3 Shares

Organic post: 20,362 reached e 3,015 engagements ¢ 39 comments e 3 shares
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The “S pao «ail” Meme Contest

. Post Post Cost per Cost per 1,000 . Amount Budget
Ad Name Results Reach Impression Frequency Reactions Comment Result ¢ People Reached Spent S
R . 397 8,014 13,823 1.72 243 29 0.50.0.7 2496,z 20000z  200.00..

Paid: 397 results e 8,014 reach e 13,823 impressions e 0.50 EGP/result e 200.00 EGP spent

®:

T E R R R R P

10,623

People Reached

OO @ & 2= 2, Bella Malek and 252 others

Organic post: 10,623 reached e 2,131 engagements e 104 comments e 353 shares
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Spotlight — The Museum Ad & The Food Photo Dump

A playful cultural nod, and the single best-performing post of the account

Wagdy in the Egyptian Museum The Food Photo Dump — real dishes, real comedy

Cost Cost per
Ad Name Results Reach Impression Freguency :::}:lions gzimem g:g:ﬂger T ggi:]&ea;i?‘: g ;‘;:::m Budget 2o Ad Name gesulls Reach = Impressic Frequency zggzztinns Ezfr:mems E:-rsula1' ;.:aﬂcizgﬂnlé gm::m » Budget Adi St
E oA et 372 10,088 12914 1.28 257 14 0272z 991z 100.00.~7 100.002¢ E New Ad 10,765 65,933 124,203 1.88 519 100 0.05.~z 7.58.z 500.00.... 500.00.2.z
. . . Paid: 10,765 results ® 65,933 reach e 124,203 impressions e 0.05 EGP/result e 500.00 EGP
Paid: 372 results e 10,088 reach e 12,914 impressions e 0.27 EGP/result e 100.00 EGP spent — ’ ’ ’ P
@
el Pec
24 Gortimants 7 Shads @O F Mohamed Abdsifah, o4 # an

D8 D omnis Attia. Esres Mshmood and 208 others
Organic post: 16,547 reached e 2,158 engagements e 21 comments e 7 shares Organic post: 70,695 reached ¢ 21,469 engagements e 111 comments e 8 shares
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The Numbers, Combined

Six real campaigns from this export — modest spend, outsized reach

1,545.05 14,687 180,633 38,127 374 0.05-0.50

EGP total spent (6 ad Total paid results Combined organic reach Combined organic Organic shares generated EGP cost per result range
sets) engagements

Figures shown are from the six ad-set/post pairs preserved in this export, not a certified full-account total — the real account ran many more campaigns across
roughly a year at Trend Agency. No revenue or order-count figures are available: Wagdy, like most small Egyptian businesses at the time, didn't share exact sales

numbers — a common cultural norm rather than a red flag. The relationship stayed positive throughout, ending only when | moved on from Trend Agency.
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What This Proved

Early-career work that still holds up

Strategy beats budget

Built genuine local fame on a ~2,000 EGP/month budget by leaning on
personality instead of production value.

Brand voice at scale

Built a consistent, comedic brand voice sustained across every comment
and message, not just the ads themselves.
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Full-cycle ownership

Led a small team as Team Leader — research, brainstorming, creative
direction, and media buying, end to end, every month.

Community over reach

Turned a small local restaurant's page into something people were proud
to have discovered — the clearest sign the strategy worked.
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Omar Elattar

Proof that a small budget, a good team, and the right voice can build something real.

WhatsApp Email LinkedIn

+20 155 091 2570 adattars@gmail.com linkedin.com/in/adattars
Click to connect 2 Click to connect 2 Click to connect 2
Website Facebook Instagram
omarelattar.pages.dev 3omar.el3tar 3omar.el3attar

Click to connect 2 Click to connect 2 Click to connect 2
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