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HELLO!

we are lekat

We love tocreate,
crafting cool things
to get lastingly
memorable into the
audience mind

We works start from 2015, we are small team
with big IDEAS, fully passion and dedicated.

We created strategic concepts that help our
clients in creating awareness and scaling their
business/brand grows.

We generate ideas with our hearts and minds to

produce the top-notch results that people
memorable wherever they go.




“we are unique in our own way”

Personalization as a marketing
tactic goes way back. What’s
new in today’s context is We react based on client’s
companies/brand are using needs and arrange an

Our agency is
a pool of talents.

personalization to tailor their  effective teamwork to give
communication for each our client a meaningful
channel media, conventional actions.
and digital. We can utilize in
both ways.

We have limitless resources of
well-rounded consultants with
a diverse set of skills







the AWARD [ — @ KoEECE

“Say It With Flavor” was
an Integrated Marketing
Communication (IMC)
campaign start from digital
channel, brand activation,
print ad, TV sponsored, and
Public Relations program, so
Flavor Lovers (as we call to
customers) can feel the
emotional bonding with the
campaign as well.

The Objective from
“Say It With Flavor” campaign
was to engage communities and
customer through cooking and baking.
Koepoe Koepoe believed, cooking and
baking is one-of-way a message of
expression, appreciation, moment of
celebration. When the Press event’s
launching, Koepoe Koepoe brings out
the ambiance and the campaign
message for journalist to create their
own cupcake with their own style,
writing a message to their beloved
ones and share to
their social media




“Develop New Campaign for Koepoe - Koepoe to
rejuvenate of brand more engage and gaining
emotional to customer through digital.”




Say It With Flavor Koepoe Koepoe, The Best Media
Relations Program
by Dwi Wulandari - December 6, 2016

Hadir di Indonesia sejak 1942, Koepoe Koepoe, merek produk bahan kue, merasa perlu
merejuvinasi brand-nya agar tidak menua. Namun di sisi lain, Koepoe Koepoe ingin
tetap mempertahankan reputasinya sebagai heritage brand. Maka digelarlah
kampanye “Say It With Flavor”.

https://mix.co.id/corcomm-pr/public-relations/say-flavor-
koepoe-koepoe-best-media-relations-program/

Pada kick-off kampanye “Say It with Flavor”, Koepoe Koepoe mengundang awak media
untuk mengekspresikan perasan mereka kepada orang-orang tercinta dengan
menghias cup cake. Cup cake dipilih Karena Koepoe Koepoe sangat dikenal di pasar
bahan-bahan pembuat kue. Cup cake cantik yang telah dihias para jurnalis dalam event
media gathering itu selanjutnya diunggah ke social media masing-masing dengan
menggunakan hashtag yang sudah ditentukan dan me-mention akun Facebook atau
Instagram milik Koepoe Koepoe. Untuk menciptakan drama pada media gathering yang
bertepatan dengan Hari Ibu itu, Koepoe Koepoe memberi kejutan khusus kepada
sejumlah jurnalis. Kejutan itu adalah mendatangkan ibunda masing-masing ke venue
eventdan melibatkan mereka dalam acara. Cup cake cantik hasil hiasan mereka pun
menjadi hadiah spesial untuk para ibunda di Hari Ibu. Momen penuh haru-biru itu
menjadi puncak acara kick-off kampanye “Say It with Flaver"”. Hasilnya, tak kurang dari
60 media hadir di sana. Selain itu, jurnalis yang hadir pada media gathering pun
tampak antusias dan mengaku sangat berkesan dengan media gathering tersebut.
Diungkapkan Bambang Sumaryanto, salah seorang juri, “Konsep menarik, karena
melibatkan emosional touch para jurnalis. Harapannya tentu saja ajang gathering ini
meninggalkan kesan yang mendalam sehingga membuat mereka menulis."
#PRofTheYear #MixAward #|DBestPRProgram


https://mix.co.id/corcomm-pr/public-relations/say-flavor-koepoe-koepoe-best-media-relations-program/

Kampanye yang Terintegrasi

Oleh : Indira Abidin (Chief Happiness Officer Fortune Indonesia)

https://foru.co.id/blog/2016/01/20/kampanye-yang-terintegrasi/

Brand Koepoe Koepoe sebagai salah satu brand legacy yang sudah hadir di dapur ibu-ibu
Indonesia sejak tahun 1942 kini tampil lebih muda dengan kampanye Say It With Flavor
nya. Kampanye Say It With Flavor ini menghadirkan sebuah video di YouTube yang sudah
mendapat 6.079 views. Saya tidak tahu apakah video di Youtube itu dijadikan juga TVC-
nya atau tidak.

Menurut saya, video itu mencoba menyentuh hati audience-nya, yaitu ibu-ibu muda yang
ingin membahagiakan keluarganya, apakah itu ibunya, atau suaminya. Video itu dibarengi
berbagai video memasak 15 menit menggunakan produk-produk Koepoe Koepoe, seperti
rempah-rempah, bahan kue, pasta, pewarna, biji-bijian, penyedap makanan, peningkat
kualitas makanan, dan gula cair. Semua resep disajikan pula dalam website barunya, dan
diluncurkan melalui sebuah media gathering, serta di-share melalui channel-channel media
sosial.

Kampanye Say It With Flavor ini dilakukan dengan sangat terintegrasi. Diawali dengan
riset, apa yang menjadi kegalauan target audience utamanya, ibu-ibu muda. Di sini,
kegalauan yang coba dijawab oleh brand Koepoe Koepoe adalah kemampuan,
kesempatan, dan waktu untuk bisa memasak dengan cepat, sehingga semua kesibukan

mereka tak harus terganggu dengan kegiatan memasak. Cukup 15 menit.



https://foru.co.id/blog/2016/01/20/kampanye-yang-terintegrasi/
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1,208 kriman  29.8k pengitut 193 dikun

Social Media (M= -
Retainer Campaign g e

§ === )

g:nkxycao.‘er worangashop.batik, roemah_kebaya, thebridedept - 5

daysbydanarhadi = Dikai | - -
850 kirman 2377 pengket 19 diiuti
DAYS by Danar Hadi Official Shop The Bast Colection #daystydanarhadi

The Objectives:

e Strengthen brand awareness of Danar Hadi &
Building brand image for Days by Danar Hadi

e Use Social Media platform to increase the
followers, build on social media platform.

e Using celebgram (fashion/traveler/beauty) to
get more closer to target audience.

"HAPPY EASTER"
87
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@2016 - 2017




Integrated
Campaign Digital

Campaign Objectives:

e Strengthen brand awareness of Koepoe Koepoe as
the léader of condiment product in Indonesia.

e Use Social Media platform to communicate the
brand messages and engage with the fans.

e To inteﬁrate digital assets and digital placement
to get higher exposure on digital media.

Campaign theme:

#SayltwithFlavour

@2016 - 2017

koepoekoepoeid ~ Dikuti -
909 kiriman 13.7k pengikut 338 diikuti

Koepoe Koepoe ID Explore Your Flavor
www.tokopedia.com/koepoe-koepoe

Dilkuti oleh dapurbekal
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SocialMedia

Retainer Campaign

The Objectives:

e Increasing & strengthen brand awarenessof HokBen.

e Use Social Media platform to communicate the brand
messages and engage with the fans.

e Tointegrate digital assets and digital placement to
get higher exposure on digital media.

@2017- 2021

hokben_id Following

1,368 posts 497k followers 1 following

()

Official Account | Delivery Order 1-500-505 | FB: HokBenlD | Twitter:
HokBen | Unduh & Install App: bit.ly/HokBenApps_Android &

oit.ly/HokBenApps_i0OS
www.hokben.co.id

Foll ) ; Akt o2 rt, jelitabaladraf
m%rgwed by teguk.indonesia pity Jeli +8
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« | oy U e
PROMO #HokB... Large... HoCafe #Usele... Pattern Taro &...
¥ POSTS IGTV TAGGED

#uselessplastic #hokben
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tepungbaksosikenyal  Following

SocialMedia SKenyal == me mc

Halal MU! & Sertifikasi BPOM RI
W 0852-8060-0041 - csBkayarasanusantara.id & Belanja Online di

Retainer Campaign s i G

Followed by wajanbesarbanghocdy, dalillauzma, ichiisbahi + 1 more

-svsﬁw

TOKOP... VIDEO RESEP

The Objectives:

® POSTS TAGGED

e Building brand awareness of Tepung Bakso siKenyal

e Use Social Media platform to increase the

e 4%
followers on social media platform.

SERAPA CAMBAA Sy

tﬁﬁttlﬁﬁ
ﬁﬂtlllﬁi
l#&ttil#
ﬁﬁttiﬁmﬁ

B Bakso Gorén

Sambal ﬂhtag

@2018-2019



SocialMedia

Retainer Campaign

The Objectives:

Building brand awareness of KAYARASA NUSANTARA

Use Social Media platform to increase the
followers on social media platform.

@2018-2019

Keyarasa

CAH Kangkund
Bawang
Putth

Gulai
Kepalalkan Kakap

kayarasa_nusantara = message - Eq)))

133 posts 1,868 folowers 80 folowing

Kayarasa Nusantara
Hala) MUI & Sortifikasi BPOM RI
Wo857-331-93930
cs@kayarasanusantara.id
& Belanja Online di TOKOPEDIA & BUKALAPAK | Official Website 3
kayarasanusantara.id

Felrwed by butts_occs, ayuhjbean, sd IRasalaniys




Tactical

Campaign Digital

Recharge Power bank

Campaign Objectives:

e Increasing brand awareness of RECHARGE Powerbank.

e Engage with the audience, make close relationship with
customers through social media and transaction.

e Integrated online activity to offline through digital assets

(social media).

Campaign tactical theme:

#RechargeSemangatmu

@2018

()

recharge.id  Following
401 posts 10.5k followers 36 following

ReCharge Indonesia

Aplikasi Sewa Power Bank Pertama di Indonesia
Selalu #AdaReCharge Untuk #CegahlLowbatt!
[Cara Pakai Kode Promo LJ]
www.youtube.com/watch?v=orizxZ_C9is

Followed by jktgo and dalillauzma
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PROMO Quiz & ... ReChar... Location

How To... Jangan...

DESEK-DESEKAN
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DEMI MASUK KANTOR
TEPAT WAXTU



Tactical s
Campaign Digital

Larutan Cap Kaki Tiga
#P3D

#P3Da

telah membuktikan Larutan Cap Kaki Tiga
kemasan baru sebagal pertolongan
pertama pada panas dalam

‘r"}
< O o

v

Larutan Cap Kaki Tiga enrolled new varian product to reach new audiences,
characterize as younger, active, and on-the-go with new Ready-To-Drink

packaging in 3 flavors. @

This campaign was also brand rejuvenation in order to keep relevant with its
audience.

We came up simple yet effective idea of P3D (Pertolongan Pertama Panas
Dalam) which was inspired by P3K (Pertolongan Pertama Pada Kecelakaan) since

MalesBanget.com x
Larutan Cap Kaki Tiga]

it was catchy, https://www.voutube com/watch?
a term most people already familiar with. 14 Awkward Moments di Lift yang Bisa Terjadi Kepada Kamu [Presented by
Larutan Cap Kaki Tiga]
Malesbanget.com
EaX sz 47246

The campaign gained more than 5,000,000+ impressions and 35,000+
engagement and 2,000+ submissions


https://www.youtube.com/watch?v=0O2nuP2CdDY

> »l o) 008/3:03

Cap Kaki Tiga Anak (2016) - Short Story
https//www.youtube.com/watch?v=cV4_ABzNiKw

Masa kecil cuma sekali

There are more than 100 ways for moms to express her love towards the
children because as we know, “childhood only comes once”.

Based on this insight, we and Larutan Cap Kaki Tiga Anak create a
memorable campaign called #MasaKecilCumaSekali to engage mothers
by let them share their stories.

The campaign started with emotional video campaign continued with
social media content and website-based user generated content.

asa kecil
W owma sekali

m Larutan Cap Kaki Tiga Anak mengajak Bunda berbagi cerita

MacBook Air



https://www.youtube.com/watch?v=cV4_ABzNiKw
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119 767 22

Posts Followers Following

SocialMedia T sissloid

#RMAXSeries saringan udara & pelumas mesin
berkualitas untuk kendaraan anda dari PT Roki

R e t a i ner C all p a i g n Asie Tracigindonesie]|Official Fo rmaxesrics

roki-trading.co.id/
JIn. MH. Thamrin, Jababeka, Bekasi
See Translation

The Objectives:

— Followed by bubs_cooks

e C(reate & Building brand awareness of RMAX Series,

( Following v Message Contact +2
one of best Japanese gasoline -

e Use Social Media platform to increase the
followers on social media platform.

e C(Create Engagement with Communities and
automotive bloggers

@2019- 2020



SocialMedia
Retainer Campaign

The Objectives:

Create & building brand awareness.

Use Social Media platform to communicate and
engage with the customers & followers.

To integrate digital assets and digital placement to
get higher exposure on digital media.

@2021

holardiafrashmartofficial = vewss
206 poats £ 082 Yol cwvers 1Iciong

Faflanzia Freahmart Offcls

Pumatrya daging, ayam, sarfood segar & froes
PTPAPUA DAGANG INTEFNAZIONAL

Sega Mook patiorati lrgarys

® S, Jskata

(=1 =2

ORCER NOW
Iricraatclandatrestrrart
D e T




SocialMedia

Retainer Campaign

The Objectives:

To bring a new spirit as an old brand.

Create & building brand awareness.

Jawaranya Atasi Nyeri Otot as a leader market (obat

gosok).

Create engagement and approach to community as well

Campaign theme:

#DiOlesLangsungOn

@2022- 2023

RHEUMASON

" Pereda Nyerl Otot

TOURING ... QUIZ SOB...

Y
W N

HSoLAtGOL

rheumason.official ~ Message & v e [(])))

161 posts 1,794 followers 1 following

Rheumason

Health/beauty

Official Instagram Rheumason Indonesia
& #DIOLESLANGSUNGON ¢}
Jawaranya Atasi Nyeri Otot L.
linktr.ee/rheumason

Eollowed by bintangbg, tysasasono, bkkgroup.id + 3 more

JRVW GREETING EVENT REVIEW

ASobateoL
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nellcospecialobh.official  message =~ 2 - Eﬂ)

68 posts 941 icllowers 2 following

SocialMedia
Retainer Campaign

Nellco Special OBH

Health/beauty

Official Instagram Nefico Special OBH

Obat Batuk Hitam Andalan Keluarga Indonesia **
#BatukJadiTakduk }

finktr.ce/nellcospecialobh

Folowed by rmawclanien snd bistanghg

The Objectives:

e As a leader market (obat batuk hitam) Nellco OBH as a
first/legend Obat Batuk Hitam Andalan Keluarga Indonesia

@ rosTs [F) REELS M TAGGED
R o
Create & building brand awareness (from old brand) e DL KEMASAN A
. . . - ANDAUEHEALG
e Use Social Media platform to communicate and = = _ SENSASI

engage with the customers & followers. T w W Do) MELEGAKAN
i =S DIMINUM

Campaign theme:

#BatukLangsungTakluk

=\,

APATRADISI

Ny 3 ! 1
=S ) ¥ ~ 4] ELUARGAMU
'%%QTJAJ ' Df 2 AT HART
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BLRY O o Ve
w2 wdarl v, i
: e 1L % 3 N ‘
2022-2023 SREKOMENDAS| 'g fE
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SocialMedia

Retainer Campaign

The Objectives:

e C(reate & building brand awareness from competitors.
e Use Social Media platform to communicate and

engage with the customers & followers.

e Key Message: #SobatSetiaPerjalananmu

@2022- 2023

i All Now Kijang Innova Zenix

- )
toyotasetigjayaid  Messge = v& - e

1,200 posts 3,715 followers 95 following

Setiajaya Toyota Official
@ Product/service
SR Autharized TOYOTA Dealer - Official Account
AT ariond Toyits Do Penjualan | Servis | Suku Cadang
Depok-Bogor-Cibubur-Cimanggis-Parung
Proma Bulan ini IJ
#setiajayatoyota

linktr.ce/setiajayatoyota

olowed by kichensel_depok id

O0QCO00OO O

PROMO TIPS Product Events CsR Servis Ber... Contact Us

@ rosTs REELS TAGGED

A

o ki Asl Suguhkan Kenyamanan
Berkendara dengan
it ar




SocialMedia
Retainer Campaign

The Objectives:

Create & building brand awareness.

Use Social Media platform to communicate and
engage with the customers & followers.

To integrate digital assets and community

@2022- 2023

Makna Jeruk datum
Peruyuan Imlek -

fruitstory_id  sessage = v& -

186 posts 1,666 followers 0 following

Fruit Story

@ Fruit Story Depok (Now Open ')
) 08.00 WiB- 22.00 WIB (Depok)
) 07.00 WIB- 18.00 WIB (Puri)
Ready to Serve your needs
“Your Fresh Fruit Market"
linktr.ce/fruitstory

Folowed by larry. inkt, +1mane

W rosts ) REELS @M TAGGED

BELANJA LEBIH PRAKTIS

FRUIT
SToRY "

- Shopee J .o a



SocialMedia
Retainer Campaign

The Objectives:

e C(Create & building brand awareness to youngster
(reminds that Asepso is a leader market in Antiseptic

Soap since more than 100 years).

e Use Social Media platform to communicate and
engage with the customers & followers (Client tend to
growth in organic way)

e Tointegrate digital assets and communities.

Campaign theme:

#AsepsoAhliMelindungi

@2021- Present

421 posts 897 followers 6 following ] )

Asepso Indonesia
Brand

#A Akl dali

dungi keluarga Indonesia lebih dari 100 tahun dari berbagai
masalah kulit, bakteri, dan kuman

Kunjungi Asepso Official Store < &

linktr.ce/asepsosoap.id

Followed by gunggobyes, wchi_ws, samamiajkt + 2 mere

® @ 92 € Do

VALENTINE TIPS PROMO KUIS HARI... ASEPSOX...

@ rosTs ®) REELS ) TAGGED
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WEBSITE PRODUCTION

& Beli di Marketplace kutikami @ © X

Beranda  Produk ¥  Sejarah  Artikel  TanyaAhli  Kontak Kami
0

Pelopor Sabun Antibakteri

Terbukti Melindungi dari 99.9% kuman yang membuat
masalah pada kulit.

Berkat kualitas dan kepercayaan konsumen, Asepso meraih
TOP BRAND AWARD 3 tahun berturut-turut (2022-2024)
untuk kategori sabun mandi antiseptik.

Selengkapnya >

http://asepso.co.id/



http://kayarasanusantara.id/

()

WEBSITE PRODUCTION

BAAGA  TINAWG AN OO DOTERUE  TISTMON  KONIAC

TEPUNGIBAKSO
ADONAN KoMmeLiT

TROBASO
Tersedia Dalam https://aptoglobal.id/
Berbagai Kemasan

- °

Couple Goals:
Hubungan Sehat
dan Produktif

Asah Bahasa Inggris bersama pasanganmu

anya dengen 350K/Bulan

Kamu bisa dapat 2 Akun

http //kayarasanusantara .Id/ Pasti Sahabat Apto pernah ngerasa gak PeDe berbahasa Inggris

karena:
—
\vj.
v



https://aptoglobal.id/
http://kayarasanusantara.id/
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WEBSITE PRODUCTION
https://roki-trading.co.id/home

m MAE  MOTIS.  PRODUCT BN A DGWEVION  CONKTIS  cowce- ()

CFROKI

http://koepoekoepoe.com/

(. s sk
Cosg by bpe

Homs  KosooraRocpe  Kowomwa Seerst  Komomna Prodiet  Koeponga Story Sy b Wih Flaver

- o

—— —
-

R A R R TY 0 e ]

Flavor Lovers, yuk it event Roadshow #Koepoekoepoe #ModernBakers & kotamu.
Jangan sampas kesnggaian ya'


http://koepoekoepoe.com/
https://roki-trading.co.id/home




LABEL DESIGN

Hokben Label Design
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INOFA Is an Innovative product through a physical treatment process,

which of an thatis to
a part of d Ing 3 used in food
1PastadNoodies 4. Processed Meat

Brighter color, excellent springiness texture,
and better reslstance to overcooking.

2.Food Coating Systems
Stable batter viscosity, axcellent coating
adhesion, crispier texture.

3. Bakery Premixes
Low maisture carriar, kow microbial
and enzymatic activities, soft and fuffy.

PT MULIA INTI PANGAN delivers these

for its customers with the latest technology and support
from its global team of industry specialists.

' '

HEAT TREATED
WHEAT FLOUR

Excellent frooze-thaw stability, finest texture
and cost-effective binder to reduce synaresis,
and heat-resistant during pasteurization

and retort cooking.

5. Instant Soup

Stable cold and hot viscosity, instant lump-free
disparsion, temperature and pH tolerance,

and cost-effective thickener and carriar.

and val dded

rwy

HEAT TREATED
TAPIOCA STARCH

WGRIOENT TAROCA STARCK

be o e

HaraL S5 FSSC2200 wmew SMETA’ @ sribogasasymix + @ PT Mulia Inti Pangan + wwwmulis@ntioangan.c

HEAT TREATED HEAT TREATED
WHEAT FLOUR TAPIOCA STARCH

PSHOENT : TAPICCA STARDE

INOFA is an innovative product through a physical treatment process,
which modifies functional properties of an ing! that is to

a part of madified used in food products.

1. Pasta&Noodles 4. Processed Meat
Brighter color, excelient springiness texture,  Excellent freeze-thaw stability, finest texture
and better resistance to overcooking.  and cost-effective binder to reduce syneresis,
2.Food G Systems and m:a;r::l::nl during pasteurization
Stable batter viscosity, excellent coating 21 fetort cooking.
adhesion, crispier texture. g popag
3.Bakery Premixes  Stable cold and hot viscosity, instant lump-free
Low moisture carrier, low microbial  dispersion, temperature and pH tolerance,
and enzymatic activities, soft and fluffy,  and cost-effective thickener and carrier,

PT MULIA INTI PANGAN delivers these innovative and value-added ingredients
for its customers with the latest technology and support
from its global team of industry specialists.

he o
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CALENDAR

EVERYDAY IT'S A FRESH START, DO REALIZE THAT! J A N UARY 2024

Happy New YEar

8 9 10 1 12 13
15 16 17 18 19 20
22 23 24 25 26 27

1.33n, Now Year's Day

s"""‘““" W PT Mulla inti Pangan




Half Gondola
BOOTH & GONDOLA

(3D view)

PT PAN PASIFIC DEVELOPMENT
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R - - Y Inspiring Spirit
Inspiring Spirit g and Energy of Asia
Energy of Asia’ ? =

ASIAN PARA GAMES 2018

ENVIRONMENTAL
GRAPHICS



CREATIVE CAMPAIGN

e G —r 3 o MARKETING CAMPAIGN
: #SayitWithFlavor




CREATIVE CAMPAIGN

MakanYaBawasetal

- atil -
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3 JUARA
a

Karero BEXAL sebat mama, sk
Lot Aok Dalagar S batas Can
Deviresyion & secia’

MakarYaBawafekal

MARKETING CAMPAIGN
#MakanYaBawaBekal
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MebanvhRamafetal
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COMPANY PROFILE

Solianilia Soasfiuns banitn cbastiv is foad il

Where
the story
began..

'1.’1.

éh

\”

any profile 102?

Bringing Fresh
to the Table...




COMPANY PROFILE
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Airport Services
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VIDEO PRODUCTION

"Bersatu dalam kem.

KOEPOE KOEPOE “Say It with Flavor” Campaign - TVC KOEPOE KOEPOE “Say It with Flavor”
Campaign Video Filler Tematik - #TerimaKasihAyah

<{EROKI

watic walaw sederiand,
Berbagteballandens . cita rasa”

KOEPOE KOEPOE “Say It with Flavor” Campaign Press Conference - Video Event ] . ]
Filler Tematik Ramadhan Share Goodness with Flavor Video Profile Corporate PT Anggana Catur Prima
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PRODUCT VIDEO

Dengan berbekal lebih dari
100 tahun pengalaman....

EAST LONDON SOAP WORKS, BOW.

1“])\\'_\“[) COOK & CO., Manufacturers of all kinds of First Quality SOAPS, adapted for House-

4 hold, Manufacturing, and Export purposes. Wholesale (only) as above. Retail of most respectable Grocers and
Oilmen in Town and Country. Specimens exhibited in Class 4 b
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PRESS CONFERENCE

KOEPOE KOEPOE

Sebagai Brand “heritage” untuk kategori bumbu

dapur, Koepoe Koepoe ingin lebih meluaskan ke
target audience yang lebih muda.

Dengan kembali hadirnya packaging baru dan
mulai melakukan kegiatan marketing, Koepoe
Koepoe memulai dengan Campaign “Say it with
Flavor” bahwa setiap orang punya bakat
memasak. Memasak adalah salah satu komunikasi
untuk menyatakan “rasa” yang tidak bisa di
sampaikan lewat kata-kata.

Pencapaian :

Mengundang 50 media (cetak, radio, online) hadir
100% dan peliputan berita 98%. Mendapat
penghargaan sebagai PR Of The Year 2017,
Najalah SWA Marketing.

Total PR Value: Rp 2,350 M
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PRESS CONFERENCE

RECHARGE Powerbank

Perusahaan Startup Indonesia yang di didirikan
oleh 3 anak muda ini merupakan produk yang
menawarkan jasa pemyewaan Powerbank secara
mobile. Booth Powerbank tersedia di berbagai
spot mall, transportation station dan tempat
hangout (food stall/court, bioskop dan masih
banyak lagi.

Pencapaian : dari sekitar 30 undangan yang
hadir 27 media dan peliputan hampir 95% tayang
dari media yang datang/hadir. Dan yang
terpentiing, klien sangat puas.

ARGE  RE

”"(N&R

Total PR Value: Rp 1,050 M
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PRESS CONFERENCE

R MAX Series
Gasoline & Spareparts

PT Roki Asia Trading Indonesia merupakan
distributor untuk produk Oli & Sparepart
kendaraan roda dua dan roda empat. R Max
Series, yang sudah terkenal di Jepang kini hadir
di Indonesia sebagai produk Oli dan Spare part
dengan kualitas setara dengan produk OHM tetapi
menawarkan harga yang relatif lebih terjangkau.

Pencapaian : mengundang blogger & media
otomotif dengan kehadiran 85% dan peliputan
berita 100% dari yang hadir.

Total PR Value: Rp 1,250 M
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PRESS CONFERENCE
KING KOIL

menjadi market leader dalam House and Living Industry untuk acaranya
vaitu “Grand Launching King Koil Signature Gold Series® yang
dilaksanakan di LIVING SOUL PLAZA INDONESIA. Dan acara Simply: The
Perfect Mattress for Everyone yang berlangsung di Kota Kasablanka

Pencapaian
Berhasil menghadirkan Media mencapai 100% Kehadiran, media yang

meliputi Lifestyle, Interior Magazine, News, Tabloid dan Radio. Dengan
Exposure yang mencapai 100%.

Media Attendance :
(M Undangan Media: 100 % Media

(M Tingkat Kehadiran Media : 100% Media

Total PR Value: 1,5 M
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PRESS CONFERENCE

BAUSCH + LOMB

B+L merupakan klien retainer yang sudah 2
tahun bersama. Mereka sadar betul
hubungan relasi dengan media merupakan
aset sebuah brand untuk terus dekat baik ke
konsumen maupun ke media. Dan Lekat
menyuguhkan setiap acara dengan konsep
berbeda sesuai tema kampanye yang
diusung yang akan membuat acara tersebut
tidak membosankan.

Pencapaian : Berhasil menghadirkan Media
dengan 100% dari list undangan dan
peliputan media 95% di majalah, online,
radio dan koran (dari yang hadir di acara)

Total PR Value: Rp 650 juta
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PRESS CONFERENCE

DECATHLON ALAM SUTERA

Decathlon, salah satu ritel perlengkapan olahraga
terkemuka di dunia, mengambil langkah nyata
mewujudkan slogan "Membuat Olahraga Dapat
Diakses Banyak Orang” dengan membuka store-nya
di Indonesia. Perusahaan asal Prancis yang berdiri
pada tahun 1976 ini merupakan salah satu raksasa
ritel peralatan olahraga ternama di dunia yang
memiliki lebih dari 1.200 toko yang beroperasi di
lebih dari 35 negara.

Pencapaian : Berhasil menghadirkan Media
dengan 95% dari list undangan dan peliputan
media 95% di majalah, online, radio dan koran
(dari yang hadir di acara)

Total PR Value: Rp 1,1 Milyar
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PRESS CONFERENCE

HONEYWELL INDONESIA

PERTAMA DI INDONESIA: HONEYWELL
MENGHUBUNGKAN LABORATORI DI UGM, Ul
DAN ITB AGAR INSINYUR MASA DEPAN
MENJADIKAN INDONESIA SIAP 4.0

Honeywell dan Universitas Gadjah Mada
meresmikan laboratori dengan teknologi
simulasi canggih yang dilengkapi AR/VR.
Pertama di dunia bagi Honeywell: laboratori
di UGM ini terhubung dengan yang di ITB dan
Ul melalui teknologi awan agar ketiga
perguruan tinggi dapat berkolaborasi online.

Pencapaian : Berhasil menghadirkan Media
dengan 95% dari list undangan dan peliputan
media 95% di majalah, online, radio dan koran
(dari yang hadir di acara)

Total PR Value: Rp 925 juta
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PRESS CONFERENCE

BAF
(GEBYAR HADIAH 20™ )

Gebyar Hadiah 20t BAF merupakan
ungkapan terima kasih dan apresiasi
BAF kepada konsumen, bertepatan
dengan perayaan ulang tahunnya yang
ke-20.

AT RS . A Pencapaian : Berhasil menghadirkan
» Ajukan ha, g . . . .
4 :gg;:::v:i"‘:‘ﬁum,““_:‘ N "B/ , Media dengan 90% dari list undangan dan

peliputan media 95% di majalah, online,
radio dan koran (dari yang hadir di acara)

Total PR Value: Rp 675 juta
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PRESS CONFERENCE

POCARI SWEAT

Konferensi Pers acara “Pocari Sweat Futsal Championship 2014"
sebagai kejuaran tingkat futsal nasional bagi murid SMA .

Pencapaian

Dihadiri dan diresmikan oleh Bapak Roy Suryo (Menteri
Pemuda dan Olahraga Republik Indonesia) dan juga dihadiri Adom,
kapten tim Nasional Futsal Indonesia

Media Attendance :
(M Undangan Media : 100 % Media
(M Tingkat Kehadiran Media : 100% Media

Total PR Value: Rp 1,6 M




and this is us...

RIA VERONICA
FOUNDER - CHIEF EXECUTIVE OFFICER

“Wherever you go, go
with all your heart”

She was graduated of Business
Management International at Perth
Institute of Business and Technology.
Over 20 years working in Advertising

industry and handling for
local/international brand.

Since 2002 in Advertising Communication
& Creative Industry

2015, as an Account Director in
Advertising Agency

N

ARIF VIDIT
STRATEGIC PLANNER

“Ne courages to take unusual actions,
because others don’t think it can be a

path to success”

Communication strategist with more than
20 years in communication industry;
advertising, activation and digital that had
experienced handle multi cross industry of
client

MARK RICARDO NAJOAN
CREATIVE DIRECTOR

“Age is just a number
don't you stop having fun”

Graduated from The Jakarta
Institute of Art majoring Design and
Visual Communication who has been
in the advertising agency for more
than 15 years, also proficient in
song composing/arrangements,
jingles and film scoring as well as
being involved in directing.



“We Stick
Together

WERYAN
Together”




callUs : +62 8129184894
email Us: riavero26@gmail.com

“Do you want
your brand

lekat

to the target
audience?”




