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PARTICIPATION AT

DHAKA INTERNATIONAL

TRADE FAIR 2026

Social Marketing Company (SMC) participated in
the Dhaka International Trade Fair (DITF) 2026, one
of the country’s largest commercial events. The
platform provided an opportunity for SMC to
showcase its ongoing products and services that
contribute to a better quality of life for people

across Bangladesh.

The SMC pavilion was officially inaugurated on 5
January 2026 by Mr. Toslim Uddin Khan, Managing
Director and CEO of SMC, and Mr. Sayef Nasir,
Managing Director of SMC Enterprise Limited (SMC
EL), along with other Senior Officials.

A major attraction of the
pavilion was the Breastfeeding
corner, which provided a safe,
private, and comfortable
space for mothers to
breastfeed their infants.
Visitors also benefited from
basic healthcare services
offered by Paramedics of SMC
free of cost. These services
included blood pressure
measurement, blood glucose
testing, and weight
measurement, enabling
visitors to conveniently
monitor their health while
attending the fair. The pavilion
showcased a wide range of
SMC products covering
maternal and child health,
nutrition, family planning,
health and hygiene,
rehydration, and food and

beverage categories.

During the inauguration, Mr.
Toslim Uddin Khan said that
the DITF provides an important
platform to showcase how
diverse products of SMC
support national health and
family planning goals.

Mr. Sayef Nasir highlighted the
efforts of SMC EL to ensure
the availability of quality
products nationwide.

The SMC pavilion received an
enthusiastic response from
visitors, contributing to
notable sales growth during
the fair. MoniBiscuit and the
newly introduced MoniBiscuit
Plus received a remarkable
response in the fair among
others.
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More than a product
showcase, SMC's
participation in DITF 2026
reflected its continued
efforts to promote health,
nutrition, and public
awareness, supporting its
mission of building a
healthier and more
prosperous Bangladesh.




HAPPY
WOMAN'S

% DAYE

#Give To Galn

CELEBRATION OF INTERNATIONAL
WOMEN'S DAY 2026

SMC celebrated International Women's Day
2026 with special programs at Head Office on
March 8, 2026. The celebrations brought
together employees to recognize the valuable
contributions of women and to promote a
workplace culture based on equality, respect,
and inclusion. At the Head Office, Mr. Toslim
Uddin Khan, Managing Director and CEO of
SMC, Mr. Sayef Nasir, Managing Director of
SMC EL, Senior Management, and employees
from both Companies attended the event.
During the event, Mr. Toslim Uddin Khan
emphasized the importance of empowering
women and giving them equal opportunities
for their growth and success. Mr. Sayef Nasir
appreciated the valuable contributions of
women employees and shared the
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commitment of both Companies to building an
inclusive workplace. The celebration was also
held at Bhaluka Factory on the same day,
where management and all level of staff
members took part in the event. Management
representatives highlighted the important role
of women in the success of the organization
and shared the Company’s commitment to
gender equality and women empowerment.

Female employees were honored with flowers
and gifts in appreciation of their dedication
and contributions. Inspired by this year's
theme, “Rights. Justice. Action. For All Women
and Girls,"” the organization is commited to
continue empowering women and creating an
inclusive workplace where everyone can grow
and succeed.

BHALUKA AND FMCG
FACTORY VISIT BY THE CHAIRMAN

Chairman of SMC and SMC EL, Mr. Faruque Ahmed, along with
Senior Management Officials, visited the Bhaluka Factory and
FMCG Factory on 16 February 2026 to review factory operations,
observe production activities, and quality of manufacturing units.

At the Bhaluka Factory, the Chairman visited different sections,
including manufacturing wings (ORS, MoniMix, Biological and
FMD production), Quality Control, Quality Assurance, Product
Development and Central Warehouse (CWH). He reviewed
ongoing improvement activities, observed safety and quality
practices, and discussed future business plans with the
management team. He also shared valuable suggestions to




further improve efficiency and productivity
ensuring quality.

The delegation later visited the FMCG Factory,
where they reviewed the operations of SMC Plus
and the readiness of SMC Fruity and Taste Me
production facilities. The Chairman observed the
modern beverage processing and packaging
units and the factory's advanced production
technologies and automated systems.

He also visited the Food Division’s production
floor and reviewed newly installed equipment
that will help strengthen the factory’s production
capacity. During the visit, the Chairman
inspected the Quality Control Laboratory,
including the microbiology, analytical, and

instrumentation sections. He reviewed the quality

NATIONWIDE
PREGNANCY NUTRITION
CAMPAIGN OF SMC

assurance processes and expressed satisfaction
with the laboratory’s facilities and testing
capabilities. The delegation also visited the
factory’s administrative and employee welfare
facilities, including the conference room,
canteen, prayer room, and office spaces. The
Chairman appreciated their dedication,
professionalism, and contribution to the
successful operation of the factories while
interacting with employees.

At the end of the visit, Mr. Faruque Ahmed
expressed his satisfaction with the overall
progress of both factories. He advised factory
employees in strengthening SMC's
manufacturing capacity and supporting the
organization’s future growth.

SMC organized the nationwide “Pregnancy Nutrition Campaign 2026" on January 17-18, 2026 to
strengthen maternal nutrition and encourage the integration of Multiple Micronutrient Supplements
(MMS) into routine Antenatal Care (ANC). The campaign promoted FullCare, SMC branded Multiple
Micronutrient Supplements containing 15 essential micronutrients required during pregnancy. The
campaign was officially inaugurated at a Blue Star outlet in Rangamati. Mr. Toslim Uddin Khan,
Managing Director & CEO of SMC, Mr. Sayef Nasir, Managing Director of SMC Enterprise Limited (SMC
EL), and senior officials from SMC and SMC EL attended the event.

During the inauguration, Mr. Toslim Uddin Khan emphasized the importance of proper maternal
nutrition in ensuring healthy pregnancies and positive birth outcomes. He encouraged expectant
mothers to take FullCare regularly as part of their pregnancy care to support their own health and the
healthy development of their babies. Mr. Sayef Nasir noted that FullCare contains 15 essential
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micronutrients recommended during
pregnancy and emphasized to make the
supplements more accessible across the
Country. Program Officers and field teams of
SMC actively engaged both Star Network and
non-network outlets in the campaign across
the Country. The staff highlighted the clinical
benefits of FullCare in preventing micronutrient
deficiencies during pregnhancy and
encouraged its prescription as part of routine
ANC services through direct interactions with
pharmacists, healthcare providers, graduate
doctors, and gynecologists.

Community Mobilization Partners organized
gatherings for pregnant women in 138 upazilas
across the country to promote awareness of
maternal nutrition and the benefits of FullCare.

SMC achieved remarkable success by selling 6.45 million FullCare tablets nationwide during this
two-day campaign. The success of the campaign highlights the efforts of SMC to expand FullCare
use in ANC services and improve maternal nutrition across Bangladesh.

WELCOMING SPRING WITH COLORS AND JOY

The spirit of Spring filled with joy and excitement
as employees of the Head Office of SMC came
together to celebrate Pohela Falgun on March 13,
2026. Pohela Falgun, the first day of the Bengali
month of Falgun, marks the beginning of Spring in
the Bengali calendar and highlights the season’s
arrival. The event brought a cheerful atmosphere
and gave everyone an opportunity to appreciate
the beauty of the season. Mr. Sayef Nasir,
Managing Director of SMC EL, Senior
Management, and employees from both
Companies attended the celebration. He said that
Pohela Falgun is an important part of Bengali
culture and such celebrations help employees

come together, strengthen relationships, and
enjoy the spirit of the season. The Senior Officials
also spoke about the importance of Pohela
Falgun in Bengali culture and how suC’h
celebrations help keep traditions allve Employees
added color to the occasion by wearing k
traditional outfits inspired by Spring. The Off |ce
was filled with smiles, lively conversatlon; 3 d
festive mood. Everyone also enjoyed a variety.of
traditional snacks, making the celebration even
more special. The event brought colleague:
together, strengthened friendships, and @
everyone to welcome the season of Sp
joyful and memorable way.
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DIGITAL CAMPAIGNS ON FEMICON AND NORIX-1
TO ENGAGE YOUNG AUDIENCES

Common myths and misconceptions about Oral
Contraceptive Pills (OCP) among young people are making
@nﬁa it more difficult to attract new customers. This changing
SIISIAIE AT SAFE situation calls for communication that is engaging,
informative, and easy to understand. Femicon launched its
s myth-busting campaign, “Bujhe Naw Bujhe Khao," in
January 2026 to address these challenges. The initiative
highlighted that while people are usually very careful and
selective when choosing everyday products, they often do
not give the same level of attention when choosing a
contraceptive pill. It encouraged people to understand their
reproductive system and make informed choices by
selecting the pill that best suits their individual needs. The
campaign began with a series of pre-hype posts, followed
by four main reel videos. The content was also strategically
shared across relevant women-centric groups through
partner collaborations to further increase its reach.

Norix-1launched its campaign, “Baka Proshner Emergency
Uttor,” to mark International Women'’s Day 2026. The
campaign used a unique tone and storytelling approach to
highlight the uncomfortable and intrusive questions women
often face about family planning. The objective of the
campaign is to challenge social stereotypes and reinforce
that decisions about family planning are personal and
should be made by the individual. Together, the campaigns
successfully connected with young audiences and
generated over 10 million digital views, strengthening
awareness and engagement for both contraceptive brands.

EXCLUSIVE MASS MEDIA CAMPAIGN

During the Bangladesh National Parliament Election 2026, viewership
across television channels and digital news platforms increased significantly
to create a valuable opportunity for reaching a large audience. SMC
launched an integrated mass media campaign for its leading contraceptive
brands, Norix-1and Sensation to leverage this high-impact period.

The campaign featured TV commercials and
L-shape branding on six leading television channels

during peak news hours, ensuring strong on-screen visibility.

Simultaneously, the brands maintained a strong digital presence across

11 popular news platforms through video branding, pop-up banner ads, ,...._-.m‘-h—_
doggy placements, online video commercials (OVCs), and Facebook ; sTA—=
photocards. By combining television and digital media, the campaign CinsP ey
maximized audience engagement at a time of high public interest. The e .
initiative achieved a combined reach of approximately 5 crore people

that significantly strengthened brand visibility and awareness of both

Norix-1and Sensation across the country.
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LEVERAGING OTT PLATFORMS TO STRENGTHEN BRAND AWARENESS

SMC's contraceptive brands, including Sensation, Panther, Femicon, and Norix-1,
continued to build brand awareness through popular OTT platforms such as
Chorki, Bongo, and iScreen as part of its continued focus on innovative digital
marketing. SMC reached consumers in a more natural and engaging way by
integrating the brands into entertainment content. A major highlight of the quarter
from January-March 2026 was the sponsorship of the web series “Cactus” on
Chorki, which generated 12 crore impressions and reached over 2 crore unique
viewers. In addition, Sensation also partnered with four additional entertainment
projects on Chorki, collectively generated 41 crore impressions and reached 2.2
crore viewers with an average frequency of more than 18 times per viewer. The
campaign achieved an additional 26 crore impressions compared to the same
period last year, strengthening its digital reach. Overall, these OTT partnerships
helped SMC's contraceptive brands reach more than 4 crore people during the
quarter, with an average viewing frequency of more than 12 times per viewer. The
campaigns increased brand awareness, engaged more consumers, and further
strengthened the brands' position among the target audience.

N ENHANCE BRAND VISIBILITY

78 Ol

Ll
I THROUGH EID DRAMAS ON YOUTUBE

YouTube remains one of the most popular entertainment platforms in
Bangladesh, offering brands an effective way to engage with
audiences through content integration.

Sensation and Norix-1 partnered with popular Eid-ul-Fitr dramas
telecasted on YouTube to connect with audiences during the festive
season. As direct contraceptive advertising faces regulatory
limitations the campaign adopted compliant branding approaches
through news-based content integrations, including pop-up banner
ads, photocards, and doggy placements. In addition, Sensation and
Norix-1 sponsored 15 popular Eid dramas on YouTube, aligning the
brands with high-engagement, culturally relevant content during one
of the year's peak viewing periods. The campaign generated an
impressive 11.3 crore views across the sponsored dramas, while
photocard branding delivered 9.5 crore impressions, significantly
enhancing both brands strong visibility and audience reach.
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RAISING AWARENESS ON COUNTERFEIT CONDOMS
THROUGH MEDIA PARTNERSHIP

SMC continued its year-long public awareness
campaign to address the growing issue of
counterfeit condoms in the market and raise
awareness about their potential role in increasing
the risk of HIV and other sexually transmitted
infections (STIs/STDs). The campaign focused
on educating consumers about the risks of fake
condoms and the importance of using safe and
reliable products. To maximize outreach, SMC
adopted an integrated communication approach,
utilizing multiple media platforms including
television commercials (TVCs), radio, billboards,
magazines, social media, and other digital
channels. As part of the initiative, SMC
collaborated with Bangladesh'’s leading

newspaper, Prothom Alo, to publish 10
informative articles focusing on the causes, risks,
and prevention of HIV and other infections. The
articles also emphasized the importance of
purchasing authentic condoms from trusted
sources to reduce health risks associated with
counterfeit products. Supported by a broader
communication strategy that included digital
platforms and social media, the articles reached
more than 5.1 million people and generated over
5,000 engagements.

The initiative played an important role in
promoting public awareness and encouraging
safer sexual and reproductive health practices
across the country.
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DRIVING PROGRAM
SUCCESS THROUGH
STRATEGIC PLANNING
AND FIELD ENGAGEMENT

SMC successfully organized two
performance review meetings in 2026
to discuss on field performances,
strengthen coordination, and align
future strategies. The first meeting,
the Quarterly Performance Review
Meeting with Program Officers, Field
Officers and 12 Area Supervisors, was
held on January 28, 2026.

The Bimonthly Performance Review
Meeting with the Manager, Deputy
Manager, Area Executive from Field
Operations, and Deputy Manager from
MMS took place on April 7, 2026.

J




Both meetings were held at SMC Tower and
brought together field managers, supervisors,
and senior management to discuss program
progress and future priorities. During the
meetings, participants presented area-wise
performance updates and reviewed
achievements, challenges, and opportunities for
improvement. Special emphasis was given to
strengthening field performance, improving
relationships with providers and distributors, and
enhancing monitoring and supervision activities.
Discussions also focused on the market
performance and feedback of key products,
including nutrient products for Children
‘MoniBiscuit’, ‘MoniBiscuit Plus’, Micronutrient
Supplements ‘FullCare’, Calcium tablet ‘Forbon’,
Midstream pregnancy test kit etc. Managing
Director & CEO of SMC Mr. Toslim Uddin Khan
provided strategic guidance on achieving goals
of FY 2026 and FY 2027. He highlighted the
importance of teamwork, accountability,
field-level engagement, and addressing
operational challenges to ensure sustainable
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program growth. Senior management officials
from Program Implementation, Program
Marketing and BCC, Star Networks, and Training
& Quality Assurance also actively participated in
the sessions, sharing valuable insights and
recommendations to enhance program
effectiveness and operational efficiency.
Participants also discussed school programs,
community outreach initiatives, e-Program
software updates, and future plans for the Star
network.

The meetings concluded with open discussions
that allowed participants to share field
experiences, identify solutions to existing
challenges, and develop practical action plans.
These review sessions reinforced SMC's
commitment to continuous improvement,
effective program implementation, and
delivering greater impact to communities across
Bangladesh.

BLUE STAR PROVIDER CAN
CHANGE COMMUNITY HEALTH




Dhirendranath Sarkar, a Blue Star Provider and
owner of Sarkar Pharmacy in Borodorga Bazar
under Pirganj Upazila of Rangpur, has been
providing quality healthcare services to his
community with commitment and care for more
than 40 years. Since joining the SMC Blue Star
Network in 2001 after successful completion of
Blue Star Basic Training, he has been providing
quality health and family planning services to the
community people. The injectable contraceptive
SOMA-JECT has gained wide acceptance among
women in the locality for his sustained efforts. In
addition to family planning, Mr. Sarkar actively
promotes maternal health, child health, nutrition,
and safe pregnancy practices. As a result,
awareness about health services and the use of
healthcare facilities have increased in the
community.

Mr. Sarkar provides counseling to pregnant
women and recommends SMC-branded multiple
micronutrient supplements ‘FullCare’ and
Calcium tablet ‘Forbon’ to help prevent vitamin,
mineral, and calcium deficiencies during
pregnancy. He is also actively involved in
improving child health and nutrition. He identifies
undernourished children and advises mothers
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and caregivers on proper nutrition. In addition, he
promotes nutrition products such as MoniBiscuit
and MoniBiscuit Plus to support physical and
mental development of children. He monitors the
growth of children under five years of age and
provides counseling to mothers, helping improve
child health in the community. On average, he
provides contraceptive injection services to
60-70 women every month, supports 25-30
mothers with counseling and nutritional products
for their children, and offers antenatal care
services to 10-12 pregnant women with access
to maternal health products. According to him,
refresher training provided by SMC has
enhanced his professional skills and
strengthened his ability to serve clients
effectively. The training has also contributed to
the growth of his pharmacy business.

The journey of Dhirendranath Sarkar shows how
a committed Blue Star Provider can bring positive
change to underserved communities. His work is
an inspiring example of how quality healthcare
services, along with community support and
continuous learning can improve the lives of
women, children, and families.

PLANNING WORKSHOP TO STRENGTHEN
CAPACITY OF IMPLEMENTING PARTNERS

SMC organized a three-day Performance Review
and Planning Workshop from April 11-13, 2026, at
Royena Resort in Gazipur to strengthen the
knowledge, skills, and capacity of staff under four
implementing partners. Together 38 participants
from partner organizations and Community
Mobilization (CM) team of SMC attended the
session. Mr. Toslim Uddin Khan, Managing
Director and CEO, and other Senior Management
Officials of SMC also attended the event. The
workshop commenced on April 11, 2026, in the
afternoon to share field experiences through open
discussion. The interactive session provided
participants with an opportunity to exchange
ideas and build stronger professional relationships
in an informal setting. The second day began with
a welcome address and an overview of the

workshop objectives. Participants then attended a
detailed session on SMC's priority program
products, particularly FullCare, MoniBiscuit, and
MoniBiscuit Plus, focusing on their key features
and strategic importance.

The workshop also included sessions on product
availability at the sub-district level, management
of expired products, strategies for improving sales
performance, school campaign initiatives, ongoing
program activities, roles and responsibilities of
staff, and monitoring and evaluation practices. A
key highlight of the workshop was the
presentation of FY 2025-26 program
achievements, where participants reviewed
progress, challenges, and lessons learned.




Later,

participants

worked in groups

to develop

strategies and set

targets of program
activities and sales for

FY 2026-27. The
outcomes were presented
in a plenary session,
followed by constructive
discussions and feedback.

The workshop concluded with a
session highlighting operational
issues related to the updated
software.

STRENGTHEN CAPACITY
OF STAR NETWORK PROVIDERS

SMC continued its efforts to strengthen the skills
and knowledge of Blue Star, Green Star, Pink
Star, and Rose Star providers during
January-March 2026. Four regional training
teams of SMC organized a series of training
programs to improve providers' technical
knowledge, practical skills, service quality, and
confidence in delivering essential health, family
planning, pregnancy care and nutrition services.

The training activities included Basic and
Refresher Training programs for Blue Star, Green
Star, Pink Star, and Rose Star providers. In
addition, Pink Star Doctors’ Assistants received
training on Infection Prevention and Family
Planning Counseling. Rose Star providers also
participated in training on Child Nutrition and
Growth Monitoring to strengthen child nutrition
services.

Q-3 (Jan 26 - Mar 26)
1. Blue Star Basic Training
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A total of 2,805 providers participated in these
training initiatives during the quarter. SMC
continues to build the capacity of its Star
network providers through this series of training
initiatives that help them to deliver quality health
and nutrition services in the communities across
Bangladesh.

Training at a Glance (January-March 2026)

TOTAL Male Female Event
212 193 19 7

2. Blue Star Refresher Training

2507 2413 94 81

3. Green Star Basic Training

25 22 8 1

4. Pink Star Basic Training on IUD, Implants, Injectables

8 0 8 1

5. Pink Star Refresher Training on IUD, Implants, Injectables

13 0 13 2

Family Planning Counseling

6. Pink Star Doctors' Assistant Training on Infection Prevention and

1" 0

7. Rose Star Basic Training on Child Nutrition and Growth Monitoring 18

8. Rose Star Refresher Training on Child Nutrition and Growth Monitoring 1




GOLD STAR MEMBERS SHARE EXPERIENCES TO

IMPROVE COMMUNITY ACTIVITIES
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SMC'’s Gold Star Network is a strong platform that helps
women become successful entrepreneurs in their
communities. Gold Star Members (GSMs) are
community-based women entrepreneurs who create
demand and sell SMC's public health products
door-to-door, raise health awareness, and support SMC's
trained paramedics to organizing pregnant mothers’
gathering (Ma Somabesh). They also refer potential clients
for long-acting and permanent methods for family planning
to the nearest service delivery center.

During FY 2025-26, five FullCare GSM Experience Sharing
Meetings were organized with GSMs under the Community
Mobilization Program. The purpose of these meetings was
to learn about the field experiences of GSMs, challenges,
and suggestions for improving program activities.

A total of 1,138 GSMs participated in these meetings held in
Noakhali, Rangpur, Sylhet, Moulvibazar, and Tangail.
Among them, 240 GSMs attended in Rangpur, 210 in Sylhet,
182 in Moulvibazar, 266 in Noakhali, and 240 in Tangail.
During the meetings, GSMs shared their experiences in
organizing pregnant mothers' gatherings, school sessions,
courtyard meetings with eligible couples, and MoniBiscuit
SasthyaSeba Mela (MoniBiscuit Health Service Fair). They
also discussed their work in promoting public health
products through household visits, their sales
achievements, and the challenges they face while working
in the community. The representative of SMC’s Senior
Management also attended the meetings and provided
guidance on increasing community participation, improving
product knowledge, and boosting sales performance.
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The discussions gave GSMs an
opportunity to learn from each
other’s experiences and identify
practical ways to make their
activities more effective in the
future. As a token of appreciation,
all participating GSMs received
sarees and water pitchers. These
experience sharing meetings will
help GSMs carry out their work
more effectively and further
strengthen their role as trusted
health providers and women
entrepreneurs in their communities.
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SMC ORSALINE SMC ORSaline strengthened its market
STRENGTHENSITS leadership through a high-impact
television campaign during Eid-ul-Fitr, one
PRESENCE DURING EID of the most television watched periods in
Bangladesh. The campaign secured
premium visibility across leading TV
channels through branded entertainment
content and strategic media placements. It
included four branded single-episode
dramas on Bangla Vision and seven-day
movie sponsorships on Mohona TV, My
TV, and Global Television. The campaign
also featured logo placements, L-shape
branding, and TV commercial insertions
across different programs to maximize
audience engagement. These multiple
2 touchpoints helped increase brand recall
PRESENT = - - and strengthen awareness among
R SMITHU b & ] viewers. SMC ORSaline successfully
' & connected with millions of consumers and
further highlighted its role as a trusted
solution for oral rehydration through its
strong presence during the festive
season.

SMC Plus launched a new thematic
campaign during Eid-ul-Fitr to
strengthen its connection with
consumers. The campaign featured
two engaging TV commercials that
highlighted common experiences of
heat, fatigue, and exhaustion, followed
by the need for quick hydration and
electrolyte recovery. Built around the

new brand message "Wy Bf¥ AT

PR (You Are Unstoppable), the

campaign encourages people to stay
active and energetic in their daily lives. The TVCs were widely promoted through popular Eid
television programs and digital platforms, including Facebook and YouTube, ensuring strong
visibility during the festive season. The campaign used relatable storytelling and clear
messages about staying hydrated. It positioned SMC Plus as a trusted hydration partner for
people who need quick recovery and want to stay active throughout the day.




MOSQUE
ACTIVATION CAMPAIGN
DURING RAMADAN

During Ramadan, SMC EL carried out a large-scale
consumer activation program around mosques
across Bangladesh. Recognizing the high footfall
during Jummah prayers, the brand set up branded
booths at more than 600 mosques on the first and
third Fridays of Ramadan. The activation created
an opportunity to engage directly with consumers
in a highly relevant setting.

Brand representatives interacted with visitors,
shared product information, and highlighted the
importance of staying hydrated during fasting
periods. The campaign successfully reached
approximately 90,000 people within a short period,
helping strengthen brand awareness and
consumer connection.

SMC Plus effectively brought its hydration
message closer to consumers and further
enhanced its visibility across the country by
utilizing one of the busiest community gathering
points during Ramadan.
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INTRODUCTION OF TASTE ME
IN SACHET FORM TO EXPAND
CONSUMER REACH

SMC
Liva beter

Taste Me has introduced a new 169
sachet at affordable price,
re-entering an important price
segment in the single-serve
category. The new pack is designed
to make the product more affordable
and accessible for consumers,
particularly those who are
price-sensitive. The launch is
expected to encourage product trial
and increase everyday consumption
among a wider audience. The
convenient and affordable pack size
will also support stronger distribution
and improve availability across
semi-urban and rural markets.

Taste Me aims to attract new
consumers while strengthening its
presence in existing markets by
offering greater value and
accessibility. The new sachet is
expected to play an important role in
driving future growth, increasing
sales volume, and enhancing overall
brand profitability.




TASTE ME LAUNCHES 360° CAMPAIGN
TO BOOST BRAND AWARENESS

s

BT 4, T8 =3 = ﬁﬁ-ﬁg'm

Taste Me launched an integrated 360°
marketing campaign to boost brand
awareness during Ramadan and
encourage consumption throughout the
year. The campaign combined television,
digital, and print media to ensure broad
consumer reach.

TASTE ME

The television campaign
featured TVCs, L-shape and
pop-up advertisements,
along with branding during

popular Ramadan programs.

It reached nearly 10 million
viewers with an average
frequency of more than
three times per viewer.

Digital platforms further
strengthened the campaign
through audio-visual
content, reels, rich media,
and product-focused
communication, generating
a reach of 12 million and
more than 54 million

INCREASES TRIAL THROUGH
RAMADAN ACTIVATIONS

Taste Me implemented a nationwide activation and
point-of-sale branding campaign to increase
product trial and boost sales during Ramadan. The
brand conducted promotional activities at 35

high-footfall locations across four regions, focusing
on product sampling and special discounted sales.
Through these efforts, more than 300,000
consumers were reached, while over 54,000 people
experienced the product through wet sampling
activities.

Taste Me also distributed 25,000 sachet hangers
and 100,000 Ramadan calendars among key
stakeholders to strengthen visibility at retail outlets.
In addition, outdoor branding was placed across
594 retail outlets nationwide. This integrated
approach successfully increased consumer
engagement, improved brand visibility during the
peak Ramadan season, and helped convert product
trials into actual sales, contributing to stronger
market performance.
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impressions. Print media
complemented the
campaign with four
newspaper insertions,
adding an additional reach
of around 0.5 million. Taste
Me successfully reinforced
its market presence and
increased consumer
awareness through
consistent messaging
across all channels.

The integrated campaign
strengthened Taste Me's
brand presence and
supported year-round
consumption.
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NEW TARGETS AND PRIORITIES

A two-day Performance Review
and Planning Workshop was
held on 10-11 January 2026 at
Dera Resort, Manikganj,
bringing together 57
participants from four
implementing partners,
including project management
staff, field officials, and key
stakeholders. The workshop
provided a platform to review
progress of ongoing program
activities, assess program
performance, share
experiences, discuss
operational challenges, and
develop action plans for the
coming months.

A key highlight of the workshop
was the strategic guidance
session led by Mr. Toslim Uddin
Khan, Managing Director and
CEO, SMC, who outlined
organizational priorities,
operational focus areas, and
future directions. The MD &

CEO instructed all upazilas,
except Rangamati Sadar,
Bandarban, Lama, and
Kutubdia, to recruit a minimum
of 30 GSMs within three
months.

Discussions also focused on
strengthening support for
low-performing GSMs by
increasing household visits,
expanding coverage for
pregnant women, and ensuring
that each upazila conducts at
least 3 MoniBiscuit SasthaSeba
campaigns every month,
complemented by school
activation activities in primary
schools, kindergartens, and
madrasas. The session further
highlighted the zero-tolerance
policy of SMC toward unethical
practices and unauthorized
product sales.

The workshop also included
sessions on audit findings, field

inspection results, budget and
financial monitoring, research
insights, and community
mobilization activities.
Participants reviewed progress
achieved during
July-December 2025 and
developed implementation
plans for the next three months.
Discussions covered
achievements and challenges
in newly interventioned
Upazilas, operational
monitoring, reporting systems,
team coordination, and
capacity development,
including micronutrient nutrition
awareness and staff training
needs.

The workshop concluded with
a shared commitment to
improving program quality,
strengthening coordination, and
ensuring effective
implementation across all
project areas.




REFRESHER TRAINING
ENHANCES BSPs SKILLS

The Blue Star Network is one of SMC's
strongest healthcare networks, engaging
non-graduate health providers who offer
family planning services, pregnancy care,
nutrition counseling, growth monitoring for
under-five children, tuberculosis
screening and referral, and other essential
public health services. SMC continues to
invest in the professional development of
its Blue Star Providers (BSPs) through
comprehensive refresher training
programs as part of its ongoing

commitment to ensuring quality healthcare
services across Bangladesh. These training
sessions help BSPs strengthen their technical
competencies, improve service delivery
standards, and respond to evolving public health
priorities.

The refresher training programs also help
address identified knowledge gaps and ensure
that providers stay updated on the latest service
protocols, counseling techniques, new health
products and client-centered care approaches.
SMC successfully conducted a series of
refresher training programs nationwide, reaching

MONIBISCUIT PUSHTI VILLAGE

a total of 2,507 Blue Star Providers between
January and March 2026. Participants engaged
in interactive learning activities, case discussions,
and practical exercises designed to improve the
quality of healthcare services provided at the
community level.

This initiative is part of SMC's broader
capacity-building strategy to ensure that BSPs
remain well-equipped to meet the healthcare
needs of their clients. By continuously upgrading
providers' knowledge and skills, SMC seeks to
maintain a competent, skilled, and responsive

provider network.

Jobaida Begum, a Gold Star Member (GSM) from Lamba Mura village under
Shilkhali Union in Pekua Upazila, CoxsBazar, has set an inspiring example by
making MoniBiscuit available to every household with under five children.

Jobaida started working as a GSM under Gold Star Network on January 1,
2023, with only BDT 1,000 as her initial investment. She gradually expanded
her business through hard work and regular communication with community
members. Today, her monthly sales exceed BDT 21,000.

The village has approximately 2300 population with a large number of
women of reproductive age, adolescents, and children under five. Ms.
Jobaida took the initiative to promote MoniBiscuit in every household of the
village due to its significant contribution to improve nutritional status and

development of children.
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She visited households one by
one and spoke with mothers,
family members, and caregivers
about the importance of proper
nutrition for children. During her
visits, she explained how
MoniBiscuit helps support
children's physical growth,
energy, and mental
development. She encouraged
families to give MoniBiscuit to
their children every day and
include it as part of their regular
diet. Ms. Jobaida also raised
awareness about the nutritional
benefits of MoniBiscuit,
highlighting the importance of
its five essential vitamins and
minerals that meet the

nutritional needs of children
under five. MoniBiscuit reached
all households in Lamba Mura
village through her continuous
efforts and regular counseling.
Her initiative improved access
to nutritious food for children
and helped increase awareness
of healthy eating habits among
parents and community
members. As a result, Lamba
Mura has become a strong
example of how
community-based initiatives
can contribute to better child
nutrition and wellbeing. Today,
Lamba Mura is proudly known
as a "MoniBiscuit Pushti
Village," where every household
has access to MoniBiscuit. The

17
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achievement highlights how a
committed GSM can contribute
not only to business growth but
also to the wellbeing of her own
community. Ms. Jobaida's
success reflects the power of
dedication, community trust,
and the opportunities created
through the Gold Star Network.
Her journey not only
strengthened her family’s
financial well-being but also set
an inspiring example of how a
committed entrepreneur can
make a meaningful difference in
the health and nutrition of a
village.

I wanted every child in my
village will not suffer from
undernutrition. Today, | am
proud that MoniBiscuit has
reached every household. 5y

-Jobaida Begum
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JOYA CELEBRATES Joya launched a digital awareness
INTERNATIONAL campaign celebrating the journey of
’ womanhood and encouraging open
WOMEN'S DAY conversations about menstruation to mark
International Women's Day. The campaign
featured an inspiring online video
highlighting how periods are often
surrounded by embarrassment, myths, and
social stigma, despite being a natural part
of life. Joya aimed to break taboos and
promote a more positive and supportive
attitude toward menstrual health. The
campaign also recognized the strength,
resilience, and contributions of women in
families, workplaces, and communities
through this initiative. Joya strengthened
its commitment to empowering women and
helping them feel confident throughout
every stage of their lives by encouraging
understanding and acceptance. The
campaign received positive engagement
from audiences and further highlighted
Joya’s role as a trusted partner in women'’s
health and hygiene.

JOYA STRENGTHENS CONSUMER
ENGAGEMENT DURING EID

Joya launched a special promotion on Joya Extra Heavy
Flow 8s to strengthen its connection with consumers
during the Eid-ul-Fitr. The campaign was supported by
a creative CGl-based television commercial that used
computer-generated visuals to create an eye-catching
and engaging presentation of the promotional offer. The
TVC was widely promoted through digital platforms,
including social media and cinema halls.

The festive campaign successfully attracted consumer
attention and increased brand visibility during one of the
most important shopping periods of the year. Through
engaging content and strategic media placement, Joya
was able to connect with consumers in a meaningful
way and emphasize awareness of its products. The
initiative reflects Joya's ongoing efforts to stay close to
consumers through innovative marketing activities while
promoting quality menstrual hygiene products.
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JOYA'S EID DRAMA
PARTNERSHIP REACHES
MILLIONS

Joya partnered with the popular Eid drama
Doule Chokkor as a sponsor as part of its Eid
engagement strategy. The drama received an
overwhelming response from viewers and
achieved more than one million views within the
first day of its release. Since then, the content
has surpassed four million views, reaching a
wide audience across digital platforms.

This successful content partnership helped
increase Joya's brand exposure and connect
with consumers through entertaining and
relatable storytelling. By associating with
popular cultural content during Eid, Joya was
able to strengthen its visibility and engagement
among audiences nationwide.

The initiative highlights the brand’s commitment
to using innovative communication channels to
reach consumers and build meaningful
connections while enhancing brand recognition
across Bangladesh.
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JOYA EXPANDS
ACCESS THROUGH
VENDING MACHINES

Joya continued its efforts to improve
access to menstrual hygiene products
by installing three branded sanitary
napkin vending machines at strategic
locations across educational institutions
and corporate houses in Dhaka, Khulna,
Cumilla, Pirojpur, and Kushtia during the
January to March 2026 quarter. The
initiative was designed to provide
women with convenient and immediate
access to sanitary napkins whenever
needed.

Joya is helping address one of the key
challenges women face in managing
menstrual hygiene outside their homes
by placing vending machines in public
spaces. The initiative also supports
better awareness of menstrual health
and promotes the importance of easy
access to hygiene products.

Joya continues to show its commitment
to supporting women'’s health and
well-being through this initiative. The
vending machines are another step
toward creating a more supportive
environment for women and ensuring
that menstrual hygiene products are
available when and where they are
needed most.
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TRAINING “OWN THE DAY” SMC successfully organized two trainings titled “OWN THE
TO STRENGTHEN PROBLEM- DAY: Proactive Mindset & Problem-Solving Mastery” on 26

January and 14 March 2026. The sessions were facilitated by
SOLVING SKILLS Naijur Rahman, Founder, CEO, and Chief Consultant of Mind
Works, an International Management Consulting, Training, and
Development Firm in Bangladesh. He guided participants on
the importance of ownership, positive thinking, and structured
problem-solving techniques to improve both individual and
team performance through interactive discussions, real-life
examples, and group exercises. Participants actively took part
in discussions and exercises that helped strengthen their
critical thinking and decision-making abilities. The training
encouraged employees to adopt a more proactive mindset
and build confidence in handling workplace challenges.

ENHANCING WORKPLACE EFFICIENCY
THROUGH Al TRAINING

SMC EL conducted an Artificial Intelligence (Al)

Training program on 11 March 2026 as part of its

ongoing efforts to improve innovation and digital

skills. The training brought together 30 employees

from various functions to explore the growing role of

Al in the workplace. The program focused on the

practical application of artificial intelligence and

effective prompting techniques to support functional,

administrative, and operational activities. Participants gained hands-on insights into how Al-powered
tools can streamline workflows, enhance productivity, improve decision-making, and create greater

value across organizational processes. The session was facilitated by Mr. Md. Imdadul Islam, Senior
Manager, Business Development at NetCom Learning and an Al specialist.

TRAINING ON FINANCE FOR

NON-FINANCE MANAGERS 2 tiningon FINANGE

FOr Non Finance Managers
SMC EL organized a day-long training program titled s _

“Finance for Non-Finance Managers” on 9 February [ L.
2026 to strengthen employee's financial literacy and  EE i c S | g oY
support informed business decision-making. The 5/ goigdliz - g

program was attended by 30 employees

representing different divisions of the

company.During the session, participants gained

valuable insights into cost management, budgeting,

growth strategies, and other essential financial

considerations. The training was facilitated by Mr.

Mohammad Tanvir Hossain, Deputy General Manager, Finance & Accounts, SMC EL.
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