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ADVERTISING
& MARKETING AGENCY




Curate Media

® WE GIVE YOUR BRAND THE
IDENTITY IT DESERVES.

©® WE GET YOU DIGITAL ENGAGEMENT ONLINE
THAT WASN’T JUST FROM YOUR MOM.

@ WE LET OUR CAMERA CLICK
WITH YOUR BRAND!



Curate Media'

ON OUR TOES TILL WE
FULFILL YOUR VISION



Curate Media

THERE IS NO B2B,
OR B2C, ITS H2H,
HUMAN TO HUMAN

ONE MIGHT SUGGEST
PICKING AN AGENCY
FOR YOUR BRAND IS
AS SIMPLE AS A SWIPE,
BUT WHAT REALLY
MATTERS IS

THE 1./, ADDITION
TO YOUR BRAND



Curate Media

01 OUR YOUTHFUL TEAM OF GO GETTERS
WHO HAVE WORKED WITH MARKETING
POWER-HOUSES LIKE :

MM OpPPO @ zivanme

Red Bull
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Curabe Media

Colture

THAT LITERALLY
CURATES.

Curate media is defined by a
cutting edge fusion of creativity
and technology. Our creative
heads are backed by our tech
geeks at all-times to help you
simplify and build consistenly.

We invest highly in talented
employees, an interactive
workplace, ideation booths and
innovative tech for improved
productivity.

Curate Media is a brand that
doesn’t believe in titles, but
resources that drive talent.




Curate Media'

CLIENT WINS,
WE WIN!

OU R TECHNOLOGY
SIMPLIFIES
PRINCIPLES

BE CULTURALLY RELEVANT,
ALWAY S

BUILD LOCAL




CurateMedia

Craf ting values for your brand



https://www.instagram.com/reel/C9R79OgSBG2/?igsh=N3MxMHB6eWNua2Ji
https://www.instagram.com/reel/C5lb6OmJl4s/?igsh=bjduNDVtbzk0b2Fu

Curabe Media
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REAL ESTATE 5




VENUS
GROUP

VENUS STRATUM LAUNCH HIM

O]

We successfully orchestrated an invite-only event that set a new benchmark
in real estate showcases. The event featured an ad film for Venus
Infrastructure's latest project, Stratum, which was presented to
Ahmedabad's elite business leaders and real estate icons. The highlight was
the participation of Bollywood star Randeep Hooda, emphasizing the
project's prestige.

02

The film creatively displayed the art and intellect behind Stratum,
culminating in a fast-paced FPV drone montage, symbolizing forward-
thinking and innovation. This strategic execution not only highlighted
Stratum's uniqueness but also positioned Venus Infrastructure at the
forefront of modern real estate developments.
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https://drive.google.com/file/d/1pi7Qr0RarW6dymDtf-1gn-eC3rwqONGy

VENUS
GROUP

VENUS. VENUS

.



https://www.instagram.com/reel/DHOIyrgPdDu/?igsh=MTVlMXR3bTJvY2l1MQ==
https://www.instagram.com/reel/DHTSb7pBN60/?igsh=MTA1dW5qYXN0YjJhZA==
https://www.instagram.com/reel/DHYb-mHBpuC/?igsh=MWY3b2hibnk2OTF6YQ==
https://www.instagram.com/reel/DHV3YPYRfUS/?igsh=ZGhzMGIwaHpvMXZz
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When ideating the #RhythmOfLife campaign for the Rhythm Aura real estate project, we wanted to breathe life into the concept of Y“Rhythm” by
visually and emotionally connecting it to the lifestyle the project offers. We envisioned a series of visuals that showcased different musical instruments,
each set against the backdrop of specific amenities—whether it was a grand piano by the serene pool, a violin in the lush garden, or drums in the
vibrant community spaces. By doing this, we aimed to metaphorically tfranslate the rhythm of music into the rhythm of life at Rhythm Aura. Each
instrument symbolized the harmony, energy, and tranquility that residents could experience in their daily lives.



# | RULYGREENWITHAURA
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When ideating the #TrulyGreenWithAura campaign for Rhythm Group, our
primary inspiration came from the natural beauty that surrounded the
project. We wanted to emphasize the 360° uninterrupted views, which offer
residents a continuous connection with nature, creating a sanctuary of green
living in an urban environment.

02

We envisioned a lifestyle that isn't just about living in a space, but thriving in
harmony with the environment. The idea of 'Aura’ stemmed from the feeling
of tranquility and balance that such views and eco-friendly features could
offer. Our goal was to translate this serene, green experience into a
campaign that truly resonates with the audience, encouraging them to
embrace a life that's in sync with nature.

 #TrulyGreenWithAura
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3 BHK Low-rise Apartments
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#ELEVATEDLIVING
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We wanted to encapsulate the essence of luxury living in the sky. The A tl_ﬂ|§ﬂt
focus was on highlighting the exclusivity that comes with living in such oty tn I“"“g

an elevated space—the breathtaking views, the sophisticated
architecture, and the world-class amenities. Each concept was crafted
to showcase not just the ELEVATED LIVING, but the lifestyle that these
high-rises offer—a blend of opulence, comfort, and modernity.
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Through carefully curated visuals and narratives, We aimed to convey
the grandeur of living above the city, where every detail reflects
refinement and elegance. Our goal was to make the audience feel
that choosing this high-rise is not just a decision, but a statement of their
aspiration for a life of unparalleled luxury.
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HIFAB.
Design [vf
Durable [vf

Quality [vf

Check the ’
right boxes at Hifab
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POUTINERIE

#  HANDRAKH CAMPAIGN

‘Sight/

thepoutinerie.in

We can't cover your car insurance but we ...

@A77 Liked by ahujaloveneet and 5,39
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Girlfriend isn't girlfriend-ing? Paaji's got yo ...

@ Liked by ahujaloveneet and 2,934 others
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POUTINERIE LAUNCHES 1CE-
CREAMS FOR THE SUMMER

The #ThandRakh campaign creatively taps into the dual meaning of
“Thand Rakh,” which translates to “keep cool” in Punjabi, making it the
perfect phrase for an ice cream launch during the summer. The phrase not
only refers to cooling down with a refreshing treat, but it's also a popular
slang term used in Punjabi culture to calm people down in heated
moments. This brings an element of fun and relatability to the campaign, as
it resolves everyday tensions with a simple solution—ice cream.

The campaign humorously showcases different situations where people are
frustrated or angry, but when they are given ice cream by “Lovely Pagiji,” a
quintessential Punjabi character, their mood instantly changes. This
highlights how ice cream can turn any stressful or heated moment into a
pleasant experience.

Moreover, since the brand is owned by a Punjabi guy, the use of the
Punjabi phrase further aligns with the brand’s identity, making the
campaign feel authentic, culturally relevant, and fun.


https://www.instagram.com/reel/C7rfqImtg3k/?igsh=MTN5MTJuNHZmYmQzaA==
https://www.instagram.com/reel/C7wkeCZvux5/?igsh=amZhdHJxaWNzOHlu
https://www.instagram.com/reel/C7mOsfxPrlS/?igsh=MWJ3ZGc2MnkyeDJrdQ==

THE POUTINERIE : CONCEPT & STYLING
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HUBER AND HOLLY

A HOLLY JOLLY CHRIS ITMAS HUBER AND HOLLY’S

CHRIS TMAS CHEER!

We helped Huber and Holly reposition their
brand by shifting the tone from premium to
more fun and friendly, targeting kids during
the Christmas season. Since ice cream is a
product that kids love and often influence
their parents to buy, We curated visuals and
content designed to attract a younger
audience, making the brand feel more
welcoming and engaging for families. This
approach successfully tapped into the driving
force of kids' preferences, ensuring Huber
and Holly became the go-to spot for parents.



https://www.instagram.com/reel/C01IDTOPX2U/?igsh=MWFkdmU5ZmFjajEz
https://www.instagram.com/reel/C1Cgo0rs7_i/?igsh=MWRtN2FzbmRlYXoxdA==

KITCHEN XPRESS

REINFORCING
REL TAIONSHIPS

Content marketing that resonated with Indian
traditions and emotions by focusing on the
warmth and togetherness of family meails.

Through storytelling, we showcased how our
products bring people together, emphasizing
shared moments and the joy of cooking in a
traditional Indian kitchen.

We highlighted the importance of relationships,
using visuals and narratives that celebrated
cultural values like hospitality, family bonds, and
heritage recipes.


https://www.instagram.com/reel/DGzX2OGtFqB/?igsh=bWRxaWZ1Ynd4cTl5
https://www.instagram.com/reel/DG0vL0btQMf/?igsh=MWgzNm8yNGM4cnJ4bw==
https://www.instagram.com/reel/DGvh5dCPAmt/?igsh=MWRkdWExaW5leHNyMA==

KAFFA

BUILDING A-TOWN’S FAVOURITE
CAFE FROM SCRATCH

We built Ahnmedabad'’s favorite cafe, Kaffa, from
the ground up on land that was rumored to be
cursed.

Rather than shy away from the negative history, we
turned it into a powerful marketing tool. With @
combination of word-of-mouth, influencer
partnerships, and creative content marketing, we
captured the city’'s attention.

While other cafés failed to last more than a few
months in the same spot, Kaffa has thrived for over
a year—so much so that we've already opened our
second outlet.



https://www.instagram.com/reel/C1HV4VCv_Wm/?igsh=cGFzeWJsNWhoYnls
https://www.instagram.com/reel/Ct0pq4mtH7N/?igsh=dHhsaWdoMDEyMTMy
https://www.instagram.com/reel/DFNILGMMnuU/?igsh=MW9jajBrdzJ4OGZxbw==
https://www.instagram.com/reel/DHgVVqDIhsV/?igsh=MXVmYWNtMnd2ZWVnYw==

K’S CHARCOAL

K’S CHARCOAL OPENS AN
OUTLET IN A-TOWN

When K's Charcoal opened its new outlet in Ahmedabad,
we played a key role in its successful launch by designing
a content strategy that effectively showcased the
restaurant’s uniqgue ambiance and visually stunning dishes.

Our approach focused on capturing high-quality photos of
the food, highlighting its vibrant colors and textures, while
also showcasing the inviting atmosphere of the space.

Through a mix of engaging social media posts, behind-the-
scenes content, and compelling storytelling, we were able
to create a buzz around the new location, drawing in
customers and emphasizing the restaurant’s distinctive
dining experience.


https://www.instagram.com/reel/CwU3feRNUJA/?igsh=MTAxNzR1cjMxZndvNQ==
https://www.instagram.com/reel/CwhkdprNkO_/?igsh=MWVlMnp6NjZzdjUwNQ==
https://www.instagram.com/reel/Cx4p6z9tzFm/?igsh=MThpM3R4MDdvemZpcw==
https://www.instagram.com/reel/CvUQv0vhVae/?igsh=MXF2b2FyMXgxbnZqMQ==

BELLA AROMA
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BELLA AROMA : PRE LAUNCH

For the launch of Crowne Plaza’s Mediterranean restaurant,
Bella Aroma, in Ahnmedabad, We crafted a campaign that
connected ancient Mediterranean recipes and culture with
Indian heritage.

By blending Mediterranean landscapes, ancient art, and
Ahmedabad’s historic scenes, We created a visual and
cultural link that resonated with both local and international
audiences.


https://www.instagram.com/reel/C-XyFfNoXxz/?igsh=aDFvY3IzdDg1aHE0
https://www.instagram.com/reel/C-SlEVuBkR0/?igsh=MmNiNjlqczJwcDU5

WAGH BAKRI

Reels

20V :You're dati'g a chai

< Reels ©
30 ki Chai

Bakri tea lounge

HELPING WAGH BAKRI
ACHIEVE ITS TONE OF VOICE

When we began managing Wagh Bakri's social mediaq,
their presence lacked focus and didn’t capture the “chai
feels” that resonate deeply in India. Without a clear tone of
voice, their audience was left confused. For a fea brand so
connected to India’s roots, this was crucial. Tea here is
more than just a drink—it’'s an emotion. We helped them
rediscover their desi roots and crafted impactful visuals and
messaging that resonated with their audience emotionally.

the.piyushbansal 5w - © by author

&P Bahut time baad koi achi ad dekhi, thank ©
you. 9
Reply

i waghbakritealounge.official 5w - Author

@the.piyushbansal Try our chai, vo
bhi achi hai £ 5

Reply



https://www.instagram.com/reel/C_4-FGpIVre/?igsh=MXRxYWxvN2EzNm8yag==
https://www.instagram.com/reel/DAGP2Z6ovs0/?igsh=OXkyNzl3amg1ZDR6
https://www.instagram.com/reel/C_fEPO-S7lG/?igsh=enV2cml4bzgwMWhn
https://www.instagram.com/reel/DBYyU2-oj9B/?igsh=MTE4anlkMTczdHpndg==

WAGH BAKRI
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NEGATIVE MARKE TING

MC DONALDS & TACO BELL

DOSBROS
HEALTHY FAST FOOD?

DOSBROS
THE REAL
HAPPY "EAL. B WE'RE SURE IT
&5 >

-
P -

;
/ W — -
&
"l o p
A Z
= | o
3 o &
o 5
2 N
;5 e
s,

L

7

i“"if’rlil.:.'

an

;-j{'n I

HEALTHY GUT, HAPPY CHILDHOOD.




BRANDING IDEATION & CONCEPTS

FIND YaUR |
TRIBE 2

FAVOURITE
E-SPORTS CAFE

BOTH . & @ AVAILABLE AT O
WITH TRIPLE-A TITLES \ :
2 B
l &g LA

o

Roasted with love Roasted with love
in Surat, India inSurat, India




BRANDING IDEATION & CONCEPTS

JOURNEY OF THE COFFEE

BEAN te CUP

GRINDING

ONCE WE'VE RECEIVED YOUR ORDER AT GRACE
COFFEE CO., THE PROCESS OF EXTRACTION
BEGINS AFTER GRINDING, TAMPING THE COFFEE,
ENSURING THE FLAVOUR

BREWING (08

THE JOURNEY OF THE BEAN THAT STARTED IN

AHMEDABAD’S

THE ESTATES OF BALUR, COMES TO FRUITION

HERE AT GRACE COFFEE CO. IN THE FORM OF A

MULTI-SENSORIAL ART, APPEALING TO TASTE, F u vo U R I T E
THE CAREFULLY ROASTED COFFEE BEANS, START 4 k) L '

THEIR JOURNEY FROM THE SERENE ESTATES OF | | N >

BALUR, TOWARDS A DESTINATION THAT'S ONE d > - '

STEP CLOSER TO YOUR PALATE.

SKILFUL ROASTING OF THE DRIED COFFEE BEANS,
BRING ABOUT A TRANSFORMATIONAL CHANGE.
ENHANCING ITS INHERENT COLOUR, AROMA AND
FLAVOUR.

ELEVATE FROM
YOUR

SKILLED AND SEASONED FARMERS LEAD THE
PROCESS SELECTIVE PICKING, RETURNING TO THE
SAME PLANTS SEVERAL TIMES, PICKING THE

THE HIGH ALTITUDE AND PLEASANT SECLUSION
FRUIT JUST AT THE RIGHT TIME.

OF DENSE HILLS, MAKES WAY FOR THE PERFECT
SUNLIGHT & AIR-FLOW FOR THE POST-HARVEST
DRYING PROCESS.

HARVESTING | 02
pLANTI N G 01 THE COFFEE CHERRY APPEARS AFTER 3 TO 4

THE COFFEE CHERRY APPEARS AFTER 370 4 HEALTHY YEARS, TURNS TO A BRIGHT AND DEEP
HEALTHY YEARS, TURNS TO A BRIGHT AND DEEP ' B
RED, RIPE AND READY TO BE HARVESTED.




JEWELLERY




RATNAM




CINTILLA




CINTILLA

CREATIVE PROCESS

We executed this campaign using black-and-
white printouts of models, placing real jewelry
pieces on the images to create the illusion that
the models were wearing them. Carefully
aligning the jewelry on the printouts, We
directed the shoot setup with controlled lighting
to capture a realistic effect. This approach
highlighted the jewelry beautifully, blending
classic photography with a creative twist to
make the pieces stand out.




JADIA JEWELS

AN EMO TTIONAL AD SERIES

For the Jadia Jewels ad film series, we focused on tapping
info deep emotions like love, celebration, and family. Rather
than just showcasing jewelry, we created stories that
connected with viewers on a personal level, showing how
Jadia pieces are integral to life's most cherished moments.
Each film highlighted emotional milestones

Through thoughtful cinematography, music, and storytelling,
we crafted a series that resonated with audiences, turning
Jadia Jewels info more than just an accessory, but a symbol
of love and connection.


https://www.instagram.com/reel/DBLli64s4m0/?igsh=MWpsNHZya2g5cHZ3dA==
https://www.instagram.com/reel/DBI_zTdvEtK/?igsh=a21zeTI4cW5vZG5h
https://www.instagram.com/reel/DBDyzOJN9Pr/?igsh=MXYxbDllNml4aWVjcA==

KALAVARNI JEWELS

COMING SOON
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JEWELS
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https://www.instagram.com/reel/CiDAen-AiJ2/?igsh=N2p3aDA1bHExc200

PANCHRATNA

THE WHITE ODDESSY

We spearheaded the strategic direction for the White
Odyssey campaign, where we envisioned a Greek- o
inspired theme to beautifully showcase Panchratna’s hjf
new collection. A bespoke Greek goddess-themed set
was meticulously crafted from scratch, capturing the

essence of ancient elegance and mythology, creating
an immersive and captivating backdrop that aligned

seamlessly with the collection’s aesthetic.

‘ pancd;]eweller Follow »

Elegance, grace and the allure of ane L |



https://www.instagram.com/reel/Cxu8h65oxKc/?igsh=OGs2dmljbHNvZGJ3

FINANCE £




INS TACLAUS

BREAKING DOWN JARGONS..



https://www.instagram.com/reel/DFK1PSxoD7R/?igsh=ZTg2bXoxeW92b3gz
https://www.instagram.com/reel/DEAPT4-o0EL/?igsh=MXBpd2VrbjltdnNzMQ==
https://www.instagram.com/reel/DHAi6dqIlQV/?igsh=YmwxcDdsNjdjZmlz
https://www.instagram.com/reel/DGxRq6bIQp8/?igsh=a25iMmNjdXNncTR1

LIFESTYLE £




WOTTAGIRL

BEFORE AFTER

< wottagirl.official a - < wottagirl.official 8 - THE S—I— R ATE GY BEHIND THE
TRANSFORMATION

Wottagirl as a brand initially relied heavily
on static graphics. Recognizing the need
to evolve with Instagram’s algorithm, We
pitched a content strategy focused on
reels, leveraging diverse content buckets
such as UGC, engaging interactions, Vox
7 I pops, and aesthetic-driven posts.

The results were astounding — within just
one month, the brand’s reach
skyrocketed, proving the effectiveness of
a dynamic, reel-centered approach.
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WOTTAGIRL

BEST PERFORMING ORGANIC CONTENT ..

SOTTLE Fi.P
CHALLENGE

| wottagirl.offi

The ultimate mood-booster (besides coffee ...

J1 VSTAR MA - LUNCH J1 wottagirl.official - Original audio

O Ty e — U
1A _—
J3 wottagirl.official - Original audio
| !


https://www.instagram.com/reel/C-PCftmIxkJ/?igsh=MTZ3bTlucGVoMWwxdw==
https://www.instagram.com/reel/C9l6PRYPHnH/?igsh=Njh3YTlrdW5vYnZp
https://www.instagram.com/reel/C9HA7apPtaj/?igsh=MXN1azl0ZHRsZHdzMw==

WOTTAGIRL

FESTIVE STORY TELLING!

< Reels ©)

WHAT WENT ON BEHIND THE
SCENES..

Festive storytelling demands a deep
emotional connection, careful
scriptwriting, thoughtful scene division, and
compelling dialogues, all while guiding
actors to deliver their most authentic
emotions.

We took full charge of this process, writing,
directing, and executing successful
campaigns for both Mother’'s Day and
Sister’s Day.

Wottagirl extends heartfelt wishes to all the ...

fiRcuaciil officialgCrainaliaudic 'ﬂ 1 pergolas.chilpancingo - Original audio

| .


https://www.instagram.com/reel/C624QP6vhqy/?igsh=MTVkM2hkeGg1Z3BvNw==
https://www.instagram.com/reel/C-1sWMcoeKX/?igsh=YnZqZ24xeTd4ejk2

KINDLY

A SATTIRE ON THE INFAMOUS
DIALOGUE FROM “THE OFFICE”

The phrase “That's what she said” has long been used as
a quick punchline to make any statement sound sexual,
often in a juvenile or obnoxious way. But what if we
flipped the script?

What if instead of laughing along, we showed how
exhausting and unoriginal this phrase can be, and fied
that frustration to something much more meaningful?



https://www.instagram.com/reel/DC_En-lhoVZ/?igsh=YzQydHhnY2V6MGZ4

KINDLY

CONTENT MARKETING WITH A HOOK..
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https://www.instagram.com/reel/DFz9eJKSc3F/?igsh=MWhjN2hnaXRjcDYwMQ==
https://www.instagram.com/reel/DFXlDIpSJvu/?igsh=MXFrbW5sOGRxMnA1eQ==
https://www.instagram.com/reel/DGdKRiZNIlz/?igsh=amlwMHhneGJuZ3hj
https://www.instagram.com/reel/DEmskpmBSjb/?igsh=MTFmcW91MmJoZTZ3cg==

JUST CORESECA

THE 90'S ARE CALLING THEY

BENDING OVER BACKWARD SO THE WANT THEIR STRATEGY

BRAND CAN GO UPWARDS.... BACK..

Who wants to buy long ass earphones in the day and age of
airpods? We bent over backwards and went retro to re-affirm the
importance and Y2K aesthetic of wired earphones. Guess what
sold out in 2 months? The PRODUCT.



MAGNIFICO RESINS

AD HILM FOR MONOCOAT OIL!

* .rl__n_ bell * .
BUILDING SCRIPTS, CHARACTERS AND STORIES... B -



https://www.instagram.com/reel/ClEPgNZKeLr/?igsh=bnZmZDBxZDB0NmRj

BARDI

TheWeeknd

] E JOMNE #E BIRDS 16 THE € E LLING NE 15 HEA vEG TOVALERIE 2t DD, 22 MONTREA
UTSIOE 24 XOUTHT FOST 75 MATION & NOXT 28 COHOLS OF SILCNCE

AT. LONG. LAST. ASAP 5=

ADVISORY

BARDI - INTEGRATING CULTURE.

Concept art was executed for Bardi showing the hip hop scene in fusion
with indian streetwear to outwardly put on view how different cultures
can amalgamate to non verbally communicate diversity and fluidity.



BOMAACHI

COOKING UP SOME CUL TURE.

For our latest Bomaachi campaign, we planned a take over for Ahmedabad’s iconic
K's Charcoal and turned it into a fashion playground. Models donned chef hats,
aprons, and even wielded kitchen utensils, all while decked out in Bomaachi. The
vibe? We're not just cooking up gourmet dishes—we're cooking up culture. With
Bomaachi's bold designs and K's sizzling ambiance, we served up a fresh fusion of
fashion and flavor, proving that style is always on the menu.






https://www.instagram.com/reel/C2r6ocJp6e6/?igsh=MXd2ZDBkc3ZxMGhhMQ==
https://www.instagram.com/reel/C8e8SbBvTDw/?igsh=N2xreDhpc3JudGxh
https://www.instagram.com/reel/C8uOnDyMM-y/?igsh=MTBtdmJ6eGJ5bHJldA==
https://www.instagram.com/reel/C8mgV_VsH8X/?igsh=ajBwZmt3MG8xcHc1
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