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Executive Summary
The report sets out a comprehensive advertising campaign for Dubai aimed at establishing the city as an international tourist destination. Dubai is now one of the world's leading tourism destinations. The Dubai Department of Economy and Tourism states that the city received 19.59 million international overnight visitors in 2025, which represents an increase of 5 per cent on the figure for 2024. The fact that tourism in Dubai has grown demonstrates the strength of the sector, but it also indicates that the destination has to keep on competing with other major cities around the world for tourists. The campaign that has been proposed is titled "Dubai: More Than You Imagine" and aims to demonstrate that Dubai provides more than just luxury hotels and shopping. It portrays Dubai as a destination which combines modern attractions, culture, family entertainment, food, desert experiences, beaches and premium tourism. The three main groups that are being targeted are young travellers who are looking for new experiences, international families and premium experience seekers. The campaign makes use of television, outdoor advertising and some print advertising together with social media, online video, search advertising, influencers, public relations and user-generated content. The campaign also draws lessons from international tourism campaigns, as Tourism Australia's 'Come and Say G'day' shows the effectiveness of using emotional storytelling together with an integrated approach in building international awareness, while Iceland illustrates how destination marketing can be used to promote responsible visitor behaviour. Yet Tourism Australia's earlier 'Where the Bloody Hell Are You?' campaign proves that advertising language can cause problems when the messages are not appropriate for different cultures. The suggested budget of $6 million is allocated to digital advertising, video advertising, outdoor media, partnerships with influencers, public relations, content creation and research as well as to the measurement of campaigns. Performance will be assessed in terms of reach, engagement, video completion, website traffic, referrals from travel partners, booking actions, sentiment and return on marketing investment. The report as a whole suggests that Dubai should keep on using strong visual storytelling but at the same time place more emphasis on personalised digital content, local culture, visitor-generated stories, responsible tourism and measurable conversion.

1. Introduction
Tourism destinations compete in a global market where customers can compare hundreds of destinations within minutes. Advertising is therefore not only used to inform tourists that a destination exists. It is also used to create an identity, build emotional connections and provide reasons for tourists to choose one destination instead of another.
Destination marketing is more complicated than marketing a normal physical product. A destination includes hotels, attractions, airports, restaurants, transport providers, residents, government organisations and many other stakeholders. Buhalis (2000) argues that destinations must coordinate different stakeholders while creating a competitive and sustainable tourism product. This means that successful destination marketing requires cooperation rather than only advertising. 
Branding is also important because travellers often create an image of a destination before they physically visit it. Morgan, Pritchard and Pride (2011) explain that destinations use branding to differentiate themselves and create emotional connections with potential visitors. Similarly, Kavaratzis and Hatch (2013) argue that place brands should connect communications with the real identity of a place rather than creating an artificial advertising image. 
Dubai is an appropriate destination for this campaign because it already has a strong international tourism brand. Dubai welcomed 19.59 million international overnight visitors during 2025 compared with 18.72 million in 2024. The Dubai Department of Economy and Tourism stated that global marketing campaigns, events and partnerships contributed to this performance. 
Dubai has also demonstrated experience in international destination advertising. Its Dubai Presents campaign used celebrities including Jessica Alba and Zac Efron and presented Dubai through movie-style trailers. This approach was different from a traditional tourism advertisement because different film genres were used to show the city as an exciting setting for multiple experiences. 
However, strong visitor numbers do not mean that marketing should stop. Competition between international destinations remains high. Dubai must also avoid being seen only as a destination for luxury shopping, skyscrapers and expensive hotels. The proposed campaign therefore aims to widen the destination's image while protecting the strong premium associations that Dubai has already developed.

2. Target Audience and Brand Positioning Analysis
2.1 Destination Background
Understanding the current visitor market is important before choosing target audiences. During the first quarter of 2025, Western Europe represented Dubai's largest regional source market with approximately 1.15 million visitors, or 22% of the total. CIS and Eastern Europe represented 17%, GCC countries 15%, South Asia 14% and the Middle East and North Africa 12%. This demonstrates that Dubai does not depend on only one geographical market. 
This international diversity creates both opportunities and difficulties. The advantage is that a reduction in demand from one country may be balanced by visitors from another region. The difficulty is that one global advertising message may not work equally well in every culture.
For example, families travelling from India or the GCC may have different interests from young couples travelling from Western Europe. A campaign should therefore maintain one clear Dubai brand while adapting individual content to different market needs.
Kotler, Bowen and Baloglu (2022) explain that customer-driven marketing begins by dividing the market into groups and selecting customers who are most valuable to the organisation. This process is commonly described through segmentation, targeting and positioning. 
For Dubai, segmentation should not be based only on nationality. Age, income, motivation, travel style and digital behaviour are also important.

2.2 Market Segmentation
The first proposed segment is young international experience seekers. These travellers are approximately 25–34 years old and include couples and groups of friends. They are digitally active and regularly use Instagram, TikTok, YouTube and travel review platforms before making decisions.
This audience is attracted by experiences that can be shared visually. For Dubai, suitable content could include desert experiences, beaches, restaurants, rooftop locations, cultural districts and major attractions. Their decisions may also be influenced by creators and other travellers.
Research by Munar and Jacobsen (2014) found that visual content plays an important role in the sharing of tourism experiences on social media. This supports the use of short-form video and strong photography because travellers themselves can help extend campaign reach through electronic word-of-mouth. 
The second segment is international family travellers, approximately 30–45 years old. Parents in this group are likely to consider safety, convenience, accommodation, children's entertainment, food and overall value. Important markets could include South Asia, the GCC and Western Europe because these regions already contribute significant visitor numbers to Dubai.
For this segment, advertising should not focus entirely on nightlife or luxury. Content should communicate family attractions, beaches, resorts, indoor entertainment, accessibility and easy travel planning. Packages created with airlines, hotels and attractions could increase conversion because they reduce the difficulty of organising a family holiday.
The third segment is premium experience travellers, normally aged around 35–55 with higher disposable incomes. The term premium does not mean that these visitors are only interested in expensive products. Many may pay more for convenience, personal service, high-quality accommodation, food, wellness and memorable experiences.
Dubai already has strong premium associations. However, the campaign should connect luxury with authentic experiences. A premium traveller could stay in a five-star hotel while also visiting cultural areas, experiencing desert conservation activities or exploring local food.
These three segments give Dubai access to different parts of the tourism market without creating completely separate destination identities.

2.3 Target Audience Personas
The first campaign persona is "Maya and Daniel – The Experience Seekers." They are a working couple in their late twenties living in a major European city. They normally take several shorter international holidays each year. They research destinations through Google, Instagram, TikTok and YouTube and frequently compare hotel and flight prices online.
Their main problem is that they may believe Dubai is mainly about expensive hotels and shopping. Campaign communication should therefore surprise them with culture, outdoor experiences, food and adventure.
The second persona is "The Sharma Family – The Family Explorers." They are parents in their thirties travelling with two children. They want a destination that provides convenient transport, family accommodation and many activities within the same holiday.
Their main concerns are price, travel organisation and whether children will remain entertained. Content targeted at this group should demonstrate how a five- or seven-day Dubai itinerary can combine beaches, attractions, food, sightseeing and entertainment.
The final persona is "Sofia – The Premium Explorer." She is a successful professional in her forties. She values high-quality accommodation but also wants cultural and memorable experiences. She is influenced by premium travel publications, trusted creators, recommendations and high-quality video.
The personas are simplified examples rather than descriptions of every visitor. This is important because marketers can make mistakes if they assume everybody within one demographic behaves in exactly the same way. Campaign data should therefore be continuously analysed and targeting adjusted throughout the year.

2.4 Brand Positioning
The proposed positioning is:
"For international travellers looking for variety within one trip, Dubai is a connected global destination where modern city experiences, culture, entertainment, coast and desert can be enjoyed together."
The proposed campaign line is:
Dubai: More Than You Imagine
The message challenges a possible narrow understanding of Dubai. Instead of rejecting Dubai's famous luxury identity, it expands it.
The brand should therefore communicate five main associations: variety, quality, accessibility, discovery and memorable experiences.
This positioning is consistent with destination-branding theory because the objective is to create distinctive associations while still representing the genuine tourism product. Destination branding should be based on the real identity and experience of a location rather than relying entirely on advertising claims (Kavaratzis and Hatch, 2013). 

3. Communication Strategy and Messaging Framework
3.1 Campaign Objectives
The overall goal of the campaign is to increase international awareness, consideration and visitation while also widening perceptions of Dubai.
The first objective is to increase awareness of the variety of tourism experiences available in Dubai. Research before and after the campaign can test whether more potential visitors associate Dubai with culture, family experiences, food, beaches and outdoor activities in addition to luxury and shopping.
The second objective is to improve engagement with Dubai's digital content. Social media users should not only view advertising but also save, share and interact with it.
The third objective is to increase qualified traffic to Dubai tourism information and partner booking channels.
The fourth objective is to increase the amount of positive user-generated content connected with the campaign.
The final objective is to improve measurable conversion from advertising exposure to travel-planning actions such as itinerary downloads, hotel searches, airline searches and partner booking referrals.
Using several objectives is important because tourism advertising does not create a booking immediately in every case. A customer may first become aware of the destination, research it later and make a booking several weeks or months afterwards.

3.2 Core Campaign Message
The campaign message would be based on one simple idea:
Whatever type of traveller you are, there is more of Dubai to discover.
Different versions would then be created for each audience.
For young travellers, the communication could emphasise:
"One city. Hundreds of stories."
For families:
"More for every member of the family."
For premium travellers:
"Go beyond luxury. Discover the experience."
These messages support one overall brand position but allow different audiences to see a version of Dubai that is relevant to them.
This is more effective than using exactly the same advertisement everywhere. Global consistency is useful because it creates brand recognition, but local adaptation is necessary because travel motivations, language and cultural expectations can change between markets.

3.3 Message Strategy
The campaign would move customers through three communication stages.
The first stage is attention. High-quality video, outdoor advertising and major social content would attract attention using strong images of Dubai.
The second stage is interest and desire. After noticing the campaign, customers would receive more personalised digital advertising based on their interests. A user who watches family content could receive an advertisement for a family itinerary, while a user who engages with food content could see restaurant and culinary experiences.
The final stage is action. Search advertising, tourism websites, airline partners and hotel partners would make it easy for users to continue from inspiration to travel planning.
This creates a connected journey rather than treating every advertising channel independently.
Digital destination branding research supports this integrated approach. Confetto et al. (2023) identify social network presence, social network content and digital tourism services as important dimensions of digital destination branding. This suggests that simply publishing attractive social posts is not enough. Digital communication should also help tourists access useful information and services. 
The campaign tone should be positive, human and confident. It should avoid making unrealistic promises. Recent research into destination communication has also examined how a more human tone can influence social-media sharing, reinforcing the importance of communication that feels natural rather than excessively corporate. 

4. Integrated Media Plan and Campaign Execution
4.1 Traditional Advertising
Traditional advertising still has value even though tourism marketing has become increasingly digital.
Television and connected television are useful for emotional storytelling. A high-quality 30- or 60-second advertisement can show several parts of the Dubai experience and build destination awareness quickly.
Television's weakness is cost. It is also more difficult to identify exactly which viewers later booked a holiday. For this reason, television should mainly support the awareness stage rather than receive the majority of the campaign budget.
Out-of-home advertising would be used in major airports, railway stations and selected high-traffic locations in priority source markets. Large visual advertisements work particularly well for tourism because destinations can be communicated through powerful imagery.
Airport advertising may also reach people who are already interested in travelling internationally. Digital screens would allow creative content to be updated without replacing an entire physical advertisement.
Print advertising would have a smaller role. Premium travel magazines and selected newspapers could be useful for high-spending audiences, but mass-market print would provide less targeting and measurement than digital channels.
Traditional media therefore remains valuable for visibility and credibility, but it should work alongside digital media instead of operating separately.

4.2 Digital and Social Media
Digital channels would receive the largest part of the campaign budget because they provide targeting, interaction and stronger measurement.
Instagram would focus on visual storytelling through Reels, Stories and carousel posts. Content could show short itineraries such as "48 Hours Beyond Downtown Dubai" or "Five Experiences You Did Not Expect in Dubai."
TikTok would use shorter and more natural creator-led content. Instead of making every video look like a polished advertisement, selected posts should feel similar to normal travel content.
YouTube would support longer storytelling and allow the campaign to reach travellers who actively watch destination guides and travel videos.
Google Search would capture people who already demonstrate travel intention. For example, someone searching for "Dubai family holiday," "Dubai five-day itinerary" or "Dubai hotels" is closer to making a decision than somebody who simply watches an entertainment video.
Retargeting could then reconnect with customers who visit campaign pages but do not immediately continue to a booking partner.
Digital channels also make testing easier. Different headlines, images, calls to action and video lengths can be compared. Poor-performing creative can then be changed while the campaign is active.
However, digital advertising also creates risks. Consumers see very large amounts of online advertising, making it difficult to gain attention. Social algorithms can change and advertising costs can increase. Comments and negative content can also spread quickly.
For this reason, an integrated campaign is stronger than relying entirely on social media.

4.3 Influencers and User-Generated Content
Influencer marketing would support the campaign, but creators should be selected carefully.
The campaign should work with a mixture of large international creators and smaller specialist creators. A family travel creator may be more relevant to parents than a celebrity with millions of followers but little connection to family travel.
Similarly, food creators could present Dubai's restaurant diversity, while adventure creators could focus on desert and outdoor experiences.
Recent tourism research shows that influencer credibility and the relationship audiences develop with creators can influence attitudes towards destinations and travel intentions. This means that follower numbers alone should not be used when selecting partners. 
Every influencer partnership should clearly disclose commercial relationships and provide accurate information. Creators should receive guidance on cultural expectations and claims that can or cannot be made.
User-generated content is also valuable because potential visitors may consider another traveller's experience more relatable than highly polished advertising.
The campaign could encourage visitors to upload content using #MoreThanYouImagineDubai. Selected content could then be shared by official tourism channels after obtaining appropriate permission.
Munar and Jacobsen's (2014) research highlights the importance of visual sharing within tourism experiences. User-generated content can therefore become both visitor expression and additional destination communication. 

4.4 International Campaign Case Studies
Tourism Australia – Come and Say G'day
Tourism Australia's Come and Say G'day provides a useful example of integrated destination advertising. The original 2022 campaign operated across 15 key international markets and included television, print, outdoor, social, digital, editorial and partner advertising. It introduced Ruby the Kangaroo as a recognisable brand character. 
The later version of the campaign adapted content for individual markets using personalities with local relevance. Tourism Australia reported in 2026 that the latest campaign had generated close to US$400 million in earned media value and had been viewed more than one billion times. These are figures reported by Tourism Australia itself, so they should be treated as organisational campaign results rather than independent evaluation. 
The important lesson for Dubai is that global branding can remain consistent while creative execution is adapted to different countries.
Iceland – Responsible Destination Storytelling
Iceland offers a different lesson. The Icelandic Pledge asks visitors to behave responsibly and protect the natural environment. Visit Iceland continues to present responsible tourism as part of destination communication. 
The wider Iceland – All Year-round initiative was designed to reduce tourism seasonality, increase visitor spending and position Iceland as a year-round destination. This demonstrates that destination marketing can be used to influence not only the total number of visitors but also when and how people travel. 
Dubai could apply a similar principle during its warmer months by promoting indoor attractions, wellness, hotels, shopping, entertainment and value-based packages rather than using exactly the same message throughout the year.
Tourism Australia – Where the Bloody Hell Are You?
Not every tourism campaign creates a positive reaction in every market.
Tourism Australia's Where the Bloody Hell Are You? campaign created significant attention but experienced regulatory problems in the UK. The television advertisement faced restrictions because of the language in the campaign, and later posters were also banned by the UK advertising regulator following complaints. 
The campaign shows an important weakness of international advertising. A phrase that appears humorous or normal in one country can create a different reaction in another.
The lesson for Dubai is that international creative work should be tested before launch. Local market teams should examine translation, religion, language, clothing, humour and cultural meanings before advertising is released.


4.5 Twelve-Month Campaign Plan
The proposed campaign would run through four main stages.
	Period
	Main Activity
	Media Focus
	Purpose

	Months 1–2
	Research, audience testing and campaign teaser
	Social media, PR, research
	Establish baseline and build curiosity

	Months 3–5
	Global campaign launch
	TV/CTV, YouTube, OOH, social, influencers
	Build mass awareness

	Months 6–8
	Personalised experiences
	Social, search, creators, retargeting
	Increase consideration and engagement

	Months 9–10
	Culture, food and visitor stories
	PR, UGC, creators, editorial
	Expand brand perception

	Months 11–12
	Conversion and campaign finale
	Search, retargeting, partners, CRM
	Encourage booking and evaluate results


During Months 1–2, research would measure current perceptions of Dubai in priority markets. Advertising concepts would be tested before international release.
During Months 3–5, the main campaign film would launch across television, connected television, YouTube and major digital platforms. Outdoor advertising would appear in selected international airports and city locations. Public relations activity would introduce the campaign to travel and mainstream media.
During Months 6–8, messaging would become more personalised. Families could receive family itineraries, young travellers could receive experience-focused content and premium travellers could receive food, hotel, wellness and cultural stories.
During Months 9–10, the campaign would focus more heavily on visitor storytelling. Travellers would be encouraged to share their experiences, creating a larger collection of authentic destination content.
During Months 11–12, paid search, retargeting, airline collaborations and hotel partnerships would increase. The campaign would conclude with research comparing awareness, brand perceptions and travel intentions against the original baseline.
This structure creates continuity while preventing audiences from seeing exactly the same advertisement for twelve months.


5. Crisis Communication and PR Strategy
Advertising cannot be separated from reputation management. Tourism destinations can experience transport problems, severe weather, accidents, negative influencer behaviour, misinformation or incidents involving tourism businesses. Even when the destination marketing organisation is not directly responsible, tourists may still connect the incident with the destination brand.
Coombs' (2007) Situational Crisis Communication Theory argues that organisations should consider how much responsibility stakeholders attribute to an organisation when deciding how to communicate during a crisis. Different situations therefore require different responses rather than one standard statement. 
For this campaign, a practical CLEAR response system is proposed: Confirm, Listen, Explain, Act and Review.
Confirm means verifying information before publishing claims. Speed is important, but incorrect information may create additional reputational damage.
Listen means monitoring media, official organisations and social channels to understand what customers are asking and what misinformation is spreading.
Explain means providing a clear statement describing what is currently known, what remains unknown and where travellers can obtain official information.
Act means giving customers practical guidance. If flights, attractions or transport services are affected, communication should direct tourists to the organisations that can assist them.
Review means continuing to update information and later examining how successfully the response worked.
One trained spokesperson should coordinate important media statements. Social-media staff, tourism partners, airlines, hotels and relevant authorities should receive consistent information.
Influencer partners should also receive crisis instructions. Scheduled promotional content may need to be paused during a serious incident because cheerful advertising appearing during an emergency can appear insensitive.
Transparency is particularly important. Attempting to hide a genuine problem may damage trust more than acknowledging the problem and explaining the response.
The objective of crisis communication is therefore not only to protect the destination's image. It is first to provide visitors and stakeholders with useful and accurate information while maintaining trust.

6. Budgeting and Measurable KPIs
For academic planning purposes, the proposed campaign has an illustrative total budget of US$6 million. This is a proposed figure for this assignment and not an actual Dubai Department of Economy and Tourism campaign budget.
	Campaign Activity
	Proposed Budget
	Percentage

	Digital and social advertising
	$1,800,000
	30%

	TV, connected TV and online video
	$1,200,000
	20%

	Out-of-home advertising
	$900,000
	15%

	Influencers and creator partnerships
	$600,000
	10%

	Content production
	$480,000
	8%

	PR, media and events
	$420,000
	7%

	Search and conversion campaigns
	$300,000
	5%

	Research, analytics and contingency
	$300,000
	5%

	Total
	$6,000,000
	100%


Digital and social advertising receives the largest amount because it offers strong targeting, rapid optimisation and measurable customer actions.
Television, connected television and online video receive 20% because film remains important for emotional destination storytelling.
Outdoor advertising receives 15%, focusing on high-value international locations rather than attempting to cover every market.
Influencer spending is limited to 10%. This helps reduce dependence on personalities and leaves enough budget for paid media and campaign measurement.
Campaign success should not be judged only by follower numbers or likes. Different measures are needed at different stages of the customer journey.
	Objective
	Proposed KPI

	International awareness
	150 million campaign impressions/reach

	Video engagement
	Minimum 25% full-video completion on key formats

	Social engagement
	4% average engagement target on priority campaign content

	Website interest
	3 million campaign landing-page visits

	Travel planning
	Growth in itinerary downloads and attraction searches

	Partner conversion
	180,000+ qualified clicks to airline/hotel/travel partners

	Brand perception
	Minimum 5 percentage-point improvement in selected brand associations

	UGC
	50,000 pieces/posts using campaign hashtag or approved campaign interaction

	Sentiment
	Maintain majority positive/neutral campaign discussion

	Efficiency
	Continuous monitoring of CPM, CPC and cost per qualified action


These figures are campaign targets rather than existing Dubai performance statistics.
Reach measures the number of people exposed to the campaign, but it does not prove that people are interested in visiting.
Engagement measures reactions such as comments, saves and shares. This is useful, but a viral post may still generate few bookings.
Website traffic shows stronger interest, particularly when visitors spend time exploring itineraries and accommodation.
Conversion metrics are therefore especially important. Tracking links can measure how many users move from campaign pages to airline, hotel and tourism partners.
Brand-lift research should also be completed before and after the campaign. Respondents can be asked which words they associate with Dubai. The campaign would be successful if perceptions expand from mainly "luxury" and "shopping" towards additional associations such as "culture," "family," "food," "adventure" and "variety."
Return on investment is harder to calculate for destination marketing than for a normal online retailer. A person may see several advertisements before booking, and different tourism businesses receive the visitor's spending. Attribution should therefore use a combination of campaign tracking, partner booking data, survey evidence and changes in visitor behaviour rather than claiming that every visitor was created directly by one advertisement.
This balanced measurement system would provide a more credible assessment of performance.


7. Conclusion and Recommendations
This report has developed an integrated twelve-month advertising strategy for Dubai based on the proposed campaign "Dubai: More Than You Imagine."
Dubai already has a powerful international position. The destination welcomed 19.59 million international overnight visitors in 2025, showing that its tourism industry has achieved very strong global reach. The challenge is therefore not simply making people aware that Dubai exists. The greater opportunity is to broaden what international travellers believe Dubai represents.
The proposed campaign targets three major audiences: young experience seekers, international families and premium experience travellers. Each group receives different communication while maintaining one consistent destination identity.
The strongest strategy is an integrated media mix rather than choosing between traditional and digital advertising. Television, video and outdoor advertising can create large-scale awareness, while social media, search, influencers and retargeting can personalise communication and support conversion.
International examples also provide important lessons. Tourism Australia's Come and Say G'day demonstrates the value of emotional storytelling, multiple channels and market-specific creative. Iceland demonstrates how tourism communication can encourage responsible visitor behaviour. In contrast, the controversy surrounding Where the Bloody Hell Are You? demonstrates why cultural testing is important before global advertising is launched.
The main recommendation is therefore that Dubai should continue producing high-quality global advertising while increasing personalisation, visitor storytelling, local culture and measurable digital conversion. Influencers should be selected according to credibility and audience relevance rather than follower numbers alone.
Finally, advertising performance and reputation management should be connected. A clear crisis communication process should be prepared before problems occur rather than created after an incident begins.
With consistent branding, audience-specific communication, careful media integration and continuous measurement, the campaign can strengthen Dubai's global destination identity while showing potential visitors that the city offers more experiences than they may initially imagine.
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Appendices
Appendix A: Target Audience Personas
The campaign focuses on three main audience groups. These personas are simplified examples that help the campaign develop suitable messages and media choices for different types of travellers.
	Persona
	Profile
	Main Needs
	Preferred Media
	Suitable Campaign Message

	Maya and Daniel – Experience Seekers
	Couple aged 25–34, mainly from Europe, interested in travel, food, entertainment and new experiences
	Adventure, memorable experiences, good value and social-media-friendly locations
	Instagram, TikTok, YouTube and Google
	“One city. Hundreds of stories.”

	Sharma Family – Family Explorers
	Parents aged 30–45 travelling with children, particularly from South Asia, GCC and Europe
	Safety, convenience, family attractions, suitable hotels and value
	YouTube, Facebook, Instagram, Google and travel websites
	“More for every member of the family.”

	Sofia – Premium Explorer
	Professional aged 35–55 with higher disposable income
	Luxury, quality accommodation, culture, wellness, food and personalised experiences
	Instagram, YouTube, premium travel websites and magazines
	“Go beyond luxury. Discover the experience.”


These personas allow Dubai to use more personalised advertising instead of sending the same message to every traveller.

Appendix B: Twelve-Month Campaign Schedule
The campaign would run for twelve months and move from research and awareness to engagement and conversion.
	Month
	Main Activity
	Main Media Channels
	Main Objective

	Month 1
	Market research and audience analysis
	Surveys, social listening and website data
	Understand current customer perceptions

	Month 2
	Campaign testing and teaser content
	Instagram, TikTok, YouTube and PR
	Test messages and create interest

	Month 3
	Official campaign launch
	TV, YouTube, social media and outdoor advertising
	Generate international awareness

	Month 4
	Global storytelling campaign
	TV, digital video, social media and influencers
	Present the variety of Dubai experiences

	Month 5
	Influencer campaigns
	Instagram, TikTok and YouTube
	Improve trust and engagement

	Month 6
	Family tourism promotion
	Search, social media and travel websites
	Attract international families

	Month 7
	Young traveller campaign
	TikTok, Instagram and YouTube
	Reach younger experience-seeking tourists

	Month 8
	Premium tourism promotion
	Premium media, influencers and digital advertising
	Target higher-spending visitors

	Month 9
	Culture and food campaign
	PR, creators and social media
	Broaden perceptions of Dubai

	Month 10
	User-generated content campaign
	Instagram, TikTok and campaign hashtag
	Encourage visitor participation

	Month 11
	Booking and conversion activity
	Google Search, retargeting, airlines and hotels
	Encourage travel bookings

	Month 12
	Final promotion and evaluation
	Digital media, surveys and analytics
	Measure results and identify improvements


The campaign would use the same overall brand message throughout the year while changing individual content according to the audience, season and campaign objective.

Appendix C: Proposed Campaign Budget
The following budget is an illustrative budget developed for this campaign. It does not represent the actual marketing budget used by Dubai tourism authorities.
	Campaign Activity
	Proposed Budget (US$)
	Percentage

	Digital and social media advertising
	$1,800,000
	30%

	TV, connected TV and online video
	$1,200,000
	20%

	Out-of-home advertising
	$900,000
	15%

	Influencers and creator partnerships
	$600,000
	10%

	Content production
	$480,000
	8%

	Public relations, media and events
	$420,000
	7%

	Search and conversion advertising
	$300,000
	5%

	Research, analytics and contingency
	$300,000
	5%

	Total
	$6,000,000
	100%


Digital and social media receive the largest share because these channels provide strong audience targeting and allow campaign performance to be measured more easily. Traditional media such as television and outdoor advertising remain important for creating large-scale awareness.

Appendix D: KPI Measurement Framework
The campaign would use different Key Performance Indicators (KPIs) to measure awareness, engagement, customer interest and conversion.
	Campaign Objective
	KPI
	Proposed Target
	Measurement Method

	Increase international awareness
	Advertising reach and impressions
	150 million impressions/reach
	Advertising platform reports

	Increase video engagement
	Video completion rate
	At least 25% on major formats
	YouTube and social analytics

	Improve social engagement
	Engagement rate
	Around 4% on priority campaign content
	Likes, comments, shares and saves

	Increase website interest
	Campaign landing-page visits
	3 million visits
	Website analytics

	Encourage travel planning
	Itinerary downloads and attraction searches
	Continuous growth during campaign
	Website analytics

	Generate partner traffic
	Clicks to airlines, hotels and travel partners
	180,000+ qualified clicks
	Tracking links

	Improve destination perception
	Brand perception research
	5 percentage-point improvement in selected associations
	Pre- and post-campaign surveys

	Generate visitor content
	Campaign UGC
	50,000 posts or approved interactions
	Campaign hashtag monitoring

	Maintain reputation
	Positive/neutral sentiment
	Majority positive or neutral
	Social listening

	Improve advertising efficiency
	CPM, CPC and cost per action
	Monitor and improve throughout campaign
	Advertising dashboards


Using several KPIs provides a more complete understanding of campaign success. For example, a social media post may receive many likes but produce few website visits. Therefore, the campaign should measure both communication engagement and customer actions.

Appendix E: Proposed Campaign Message Framework
Main Campaign Name:
Dubai: More Than You Imagine
Main Brand Message:
Dubai offers much more than luxury and shopping. Visitors can experience modern attractions, beaches, food, culture, family entertainment, outdoor activities and premium hospitality within one destination.
	Audience
	Message Focus
	Example Message

	Young travellers
	Adventure, food, entertainment and discovery
	“One city. Hundreds of stories.”

	Families
	Convenience, entertainment and experiences for different ages
	“More for every member of the family.”

	Premium travellers
	Luxury combined with culture and unique experiences
	“Go beyond luxury. Discover the experience.”


All messages would support the same overall Dubai brand while being adapted for different customer interests.

Appendix F: Proposed Crisis Communication Sequence
The campaign would use the CLEAR crisis communication model.
	Stage
	Meaning
	Action

	C
	Confirm
	Check facts and confirm the situation before publishing information

	L
	Listen
	Monitor news, social media and customer concerns

	E
	Explain
	Provide clear and accurate information about what has happened

	A
	Act
	Give practical guidance and explain what action is being taken

	R
	Review
	Continue providing updates and review the response after the crisis


During a serious incident, normal promotional advertising may need to be temporarily paused. One authorised spokesperson should provide major public statements so that customers, media organisations, tourism partners and other stakeholders receive consistent information.

image1.png




