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Valentine's Day was a marketing challenge
The challenge of this campaign was to celebrate
a global event in a way that reflects Saudi
culture over 16 days, emphasizing increased
content publication and positive engagement
across all platforms.
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By combining the content received from the
parent company and generating new ideas, the
campaign was executed over 16 days in February,
featuring designs for social media platforms,
delivery applications, and paid advertisements.
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Despite the overlap of two campaigns simultaneously,
each with its own release and marketing
requirements, we succeeded in developing both
campaigns with aligned strategies, which led to
a notable success for the Barbie campaign as well.
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Barbie Campaign
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We boosted engagement, met the client's goals,
increased product awareness, and strengthened
customer relationships. The campaign was an
enjoyable experience, with interactive content
that attracted the audience and achieved great
success.
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To engage with the Saudi community and as a key
celebration, we launched a digital campaign for
Saudi Foundation Day, focusing on creative ideas
and interactive posts that reflect the spirit of the
occasion.
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Founding Day Campaign - Krispy Kreme
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At the same time, the launch of the Foundation Day
campaign coincided with the release of a new 1-liter
product from Coffee Today, which resulted in a
distribution of focus between the two products and
a notable increase in sales.
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In an exceptionally short period, we executed the
largest campaign that spans the entire month of
Ramadan, starting from photo sessions and core
designs to managing accounts in both Saudi Arabia
and Bahrain simultaneously.
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Ramadan Campaign - Krispy Kreme
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Ramadan Campaign - Krispy Kreme
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We produced a photo session and video, and due to
their aesthetic quality, they were adopted across all
Krispy Kreme accounts in the Middle East. The core
designs and videos were also widely utilized.
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