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Campaign Overview

Now in its 5th year the Dubai Winter Festival was a huge success delivering  over 25,000

visitors over the three days

The event aimed to build on the strength of the previous years through an effective

early 8 week PR and marketing campaign

The emphasis of the campaign was to drive ticket sales, promote being back at Dubai
Media City Amphitheatre, promote the RAT PACK Festive show on the opening night,

new dates, new features , sponsors, restaurants and exhibitors and to create a festive

atmosphere and sense of excitement around the entire event .
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Campaign Overview

The campaign included the following:
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TV campaign: 2 weeks

Radio Campaign: 3 weeks

Outdoor branding: 4 weeks

Website

Print advertisements including press, leaflets, stickers: 12 weeks
E-marketing including 3rd party HTMLS: 4  weeks

School communicator campaign: 4 weeks

Online coverage over multiple 3rd Party website: 4 weeks
Air Miles Campaign

Social media campaign: 4 weeks

'MSand Whatsapp campaigns: 2 weeks
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Key Features
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Haribo Sant ads Grotto

Winter Market 25,031 attended the festival over the three days!
Sri Lanka Tourism entertainment Stage

Pets Plus Lettersto Santa SCl

French Bakery Gingerbread house WEOBEN B 4 #d

Talabat Christmas Tree
Fun Fair lﬁ-a-abd LOVWN.

Nutella Snowman building

Haribo Snow Play Zone Petspl }lg Specfcl Occosions

Special Ocassions Kids Zone \>,r\ PARTY PLANNING AND EVENTS

Addlng “fe “We focus on the details...You focus on the day!”

Org }Jano kids pizza making

vcee [REN “ nutelld
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Event Images
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Visitor Profile
: PN

Dubai Winter Festival Typical Visitor:

x Medium 0 high net worth individuals ABC Audience

x Broad age range 0 those seeking festive cheer, children/ teenagers/ adults. 77%

between 25 0 44yrs old
Core audience 0 families, groups of friends, young professionals
25:75 Male to Female ratio

Affluent & sociable




This is the overview of
the recorded campaign
which had total

impressions of 63,539,841
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Campaign Overview

Medium ARIN

Average Coverage

Impressions

TV Coverage OSN :

1,825,000 per week

3,650,000

Radio Coverage

5150000 (4 weeks)

5,150,000

Press Advert campaign

157,500

504,000

HTML campaign

3,191,789

3,191,789

3rd Party HTML campaign

1,187,500

1,187,500

Outdoor campaign

9,800,000 (4 weeks)

19,600,000

SMS Campaign

100,000

200,000

Whatsapp campaign

50,000

100,000

School Communcator desktop
and mobile

251,348

Facebook reach

2,200,000

Instagram Reach

914

Twitter reach

24,700

Disply Ads

7,961,805

Youtube video ads

40,284

Digital reach

23,275

Website Listing

18,400,000

Website

300,660

Air Miles

753,566

Total Impressions

63,539,841
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TV Campaign
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An intensive 2 week advertising campaign with OSN delivered over 600 prime -time TV spots
across the network with a total reach of 1.3 million homes and a collective audience of
3,650,000 across the GCC.
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8 - 10 December 2016 - Dubai Media City

OSN MOVIESHD AND KIDSHD  OSN First More OSN Yahala Drama HD
OSN Movies Premier HD OSN MOVIES COMEDY HD ~ OSN Yahala Shabab

OSN Movies Premier HD+2 OSN Movies Festival HD OSN Yahalla HD

st HD +2 (SD) OSN COMEDY HD + HD+2 OSN FlrstHD
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Radio Campaign
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Millions of listeners tuned into ARN Radio network everyday for 4 weeks to hear our

radio advertising campaign as well as additional spots and competitions across

various other stations. Our primary radio station was Dubai 92 with all the other ARN

stations supporting through liners and  giveaways.

TOTAL SPOTS33 TOTAL REACH5,150,000




