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MESSAGES

As we step into 2023, we take stock of the previous year in terms of our successes and 
failures, and challenges to chart a new trajectory and de�ne our determination to work 
on new tasks and opportunities.

Times may bring about changes in our plans and strategies, but the basics of the 
business will remain the same. Flawless communication, internal or external, is vital to 
de�ne our relationship with external agents like our clients and stakeholders.

Inspired by great leadership, we welcome the New Year which we expect to open new 
challenges and surprises.

We are ready, more than at any time in our careers, to better serve our clients and 
stakeholders and scale newer heights of success and recognition.

W7 Worldwide Team
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In 2022, we embraced a new era of digitization. This came both as a boon and a set of 
challenges mainly in terms of productive engagement with stakeholders and 
safeguarding their reputations by adapting to new technologies and strategies.

We quickened our pace to hug these new realities as the old benchmarks of public 
relations, mainly with our stakeholders, began crumbling. It was a tough ask, but 
coupled with planned media outreach to build trust and innovative business strategies, 
we sailed through the storm and streamlined all our efforts to remain in the saddle. 

We led the team at W7Worldwide to understand these new settings, plan accordingly and 
lead the PR world from the front to empower stakeholders and serve the interests of our 
clients.

As we enter the year 2023, we resolve to begin the journey with greater zeal to continue 
playing a leadership role in the communication sector.

Abdullah Inayat
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The year 2022 changed the communication landscape. A digitally transformed world 
threw new challenges like hybrid work culture and metaverse technology that took 
communication to the next level.

We quickly adapted to these new demands, making it possible for the industry to remain 
relevant and vitally important for all our stakeholders. 

W7Worldwide has therefore reasons to have a deeper sense of relief and happiness to 
close the year as we become a truly homegrown award-winning agency with a global 
reach, which is re�ected in the immense number of honors and recognitions that came 
our way.

As we enter the new year, the fast-paced development in the communication sector 
obliges us to remain alert, have a �rm belief in an honest relationship with stakeholders, 
and rede�ne values in all our future communications and dealings.

Abdulrahman Inayat

05

MESSAGES



06

GLOBAL
RECOGNITION



07

MEPRA 2022
ARABIC COMMUNICATIONS AWARDS

ICCO
AWARDS 2022

PRCA
MENA DIGITAL AWARDS 2022

BEST LAUNCH/ LIVE EVENT/STUNT
MENAISC
BEST SOCIAL IMPACT CAMPAIGN IN RESPONSE TO COVID-19
COVID-19 CENTER - W7worldwide
BEST CREATIVE APPROACH IN RESPONSE TO COVID-19
ASJC & COVID-19
BEST CAMPAIGN IN MARKET - SAUDI ARABIA
Bupa Arabia AND HEALTHCARE INNOVATION IN SAUDI ARABIA 
BEST CAMPAIGN IN MARKET - MIDDLE EAST
COVID-19 CENTER - W7worldwide 
BEST CAMPAIGN IN MARKET - MIDDLE EAST
MENAISC
BEST ARTS AND CULTURE CAMPAIGN - WHAT A WONDERFUL BEEF!
BUILDING CULTURE BRIDGES
BEST HOME-GROWN AGENCY OF THE YEAR
ELEVATING INDUSTRY STANDARDS WITH EXPERT COMMUNICATIONS AND RESULTS
BEST CAMPAIGN IN BAHRAIN
DISPELLING PR MYTHS

BEST AUTOMOTIVE AND TRANSPORT CAMPAIGN
DELIVERING SUCCESS AND INVESTMENT TO THE REGION
BEST B2B CAMPAIGN
THE KINGDOM’S NO.1 HEALTHCARE PARTNER
BEST BROADCAST CAMPAIGN
DISPELLING PR MYTHS
BEST HEALTHCARE CAMPAIGN
THE KINGDOM’S NO.1 HEALTHCARE PARTNER
BEST TECHNOLOGY CAMPAIGN
DEMYSTIFYING SAUDI ARABIA’S DIGITAL JOURNEY
PR LEADER OF THE YEAR
ABDULRAHMAN INAYAT - W7worldwide

BEST USE OF REPORTING AND MEASUREMENT IN A CAMPAIGN
DEMYSTIFYING SAUDI ARABIA'S DIGITAL JOURNEY
BEST USE OF PAID MEDIA IN A CAMPAIGN
BUILDING CULTURAL BRIDGES
BEST USE OF VIDEO IN A CAMPAIGN
DISPELLING PR MYTHS
BEST PERFORMANCE IN A DIGITAL CAMPAIGN
BUILDING BRIDGES
BEST DIGITAL MARKETING CAMPAIGN
DISPELLING PR MYTHS

BEST LAUNCH/ LIVE EVENT/STUNT
MENAISC
BEST SOCIAL IMPACT CAMPAIGN IN RESPONSE TO COVID-19
COVID-19 CENTER - W7worldwide
BEST CREATIVE APPROACH IN RESPONSE TO COVID-19
ASJC & COVID-19
BEST CAMPAIGN IN BAHRAIN
DISPELLING PR MYTHS

WINNERS!
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“W7Worldwide’s leadership deserves the 
highest commendation for the deep insights 
and understanding they bring of the Bupa 
Arabia brand.
Their understanding of communications 
strategies, in addition to various industries, 
has helped us accomplish our shared 
communication vision in record time.
We can con�dently say that we look forward 
to continued productive long partnership with 
W7Worldwide”.

MENA
INFORMATION SECURITY
CONFERENCE 2 0 2 2

“W7Worldwide succeeded in gaining powerful 
media attention for the event at all levels – 
locally, regionally, and internationally.”

“The combination of the agency’s strong 
connections with the right target media and 
understanding of local audiences’ perceptions 
succeeded in generating high visibility for our 
brand and our new housing concept that 
completely exceeded our expectations as a 
new entrant into the Saudi market.
We would like to thank the team and Directors 
of W7Worldwide for their above and beyond 
efforts, utmost professionalism, and strategic 
knowledge to achieve such exceptional results 
for us”.

“Being the �rst home-grown Marketing 
Communications Consultancy Agency, 
W7Worldwide keeps its �nger on the pulse of 
local development.
This was an added advantage for us while 
engaging with the company.
What I appreciated most was that the team 
ensured that PayTabs is well-updated during 
each stage of the process. Their knowledge of 
the local media gave us a fresh perspective on 
our approach to future PR activities such as 
press releases”. 
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W7worldwide PUBLISHES 7 COMMUNICATIONS STRATEGIES FOR THE CONSTRUCTION SECTOR TO 
HARNESS THE COVID-19 REBOUND
ضشعط «ضعروظا» تسغث عغضطئ خطط اقتخال بصطاسات افسمال
W7worldwide SHARES 7 COMMUNICATIONS LESSONS FROM COVID-19
تعصسات بظمع جعق الئظاء والاحغغث السسعدي بظسئئ %5.2 طا بغظ 2026-2021

7 إجاراتغةغات تعاخطغئ لطاساشغ طظ الةائتئ بسث طآتمر الاشغر المظاخغ
W7worldwide PAYS TRIBUTE TO RADIO ON WORLD RADIO DAY
طصطع طرئغ غتافغ بالغعم السالمغ لقذاسئ وغآضث:المثغاع جغزض الخعت العشغ
تدعر ا�ذاسئ شغ ضض زطان وطضان

MA
R W7worldwide VIDEO PAYS TRIBUTE TO WOMEN ON INTERNATIONAL WOMEN’S DAY

طصطع طرئغ غئرز دور المرأة شغ التغاة والمةامع
NEWS_KSA11

JU
N تعصسات باداسش صغمئ صطاع افطظ السغئراظغ إلى 300 ططغار دوقر بتطعل 2024

W7worldwide’s 7 WINNING CYBERSECURITY SECTOR COMMUNICATION STRATEGIES
W7worldwide REPORTS A YEAR OF EXTRAORDINARY CORPORATE COMMUNICATIONS ACHIEVEMENTS 

AU
G بمظاجئئ الغعم السالمغ لطحئاب .. طصطع طرئغ غثسع المآبرغظ لطاأبغر ا�غةابغ شغ المةامع

BALANCING LOCAL WITH GLOBAL COMMUNICATIONS STRATEGIES
غغاب اجاراتغةغات تعاخض طتطغئ تتث ضئغر غعاجه الحرضات السالمغئ

SE
P تعاجه الئراظثات السالمغئ شغ السعق المتطغئ أزطئ تعاخض

W7worldwide تتافغ بالغعم العذظغ السسعدي الـ92 بإظااج طصطع طرئغ صخغر
W7worldwide VIDEO CELEBRATES SAUDI GENEROSITY ON 92ND NATIONAL DAY

DE
C W7worldwide’s ‘AMAZING ARABIC’ VIDEO CELEBRATES THE LANGUAGE AS BRIDGE BETWEEN CIVILIZATIONS
طصطع طرئغ غتافغ بالغعم السالمغ لطشئ السربغئ.. جسر تعاخض لطئحرغئ

NO
V

عض اظاعى سخر الاطفجغعن لخالح المظخات الرصمغئ؟
IS TV MAKING A COMEBACK DESPITE THE POPULARITY OF DIGITAL PLATFORMS?
W7WORLDWIDE تُثغر بظةاح خطئ الاعاخض ا�سقطغ فضثط طآتمر أطظ جغئراظغ بالمظطصئ
W7worldwide SUCCESSFULLY HANDLES MEDIA CAMPAIGN FOR MENAISC 2022

JU
L "سثظا".. طصطع طرئغ غسطط الدعء سطى سعدة التةاج طظ الثارج طصطع طرئغ غتضغ رتطئ التب 

ا�غماظغئ والسعدة لمععى افشؤثة
WE’RE BACK’… VIDEO HIGHLIGHTS RETURN OF HAJJ TO FULL CAPACITY AFTER COVID-19’

MA
Y تتثغث خطط الاعاخض ضرورة لطاساشغ واقجاثاطئ والاخثي لاثاسغات الفغروجات

EFFECTIVE COMMUNICATIONS THROUGH NEW COVID VARIANTS

AP
R

السالط غطعي خفتئ السغارات الساططئ بالعصعد .. وغثخض سخر الظصض الظزغش
 W7worldwide’s 7 COMMUNICATIONS STRATEGIES FOR THE AUTOMOTIVE SECTOR TO NAVIGATE THE POST
COVID-19 TRANSFORMATION
W7worldwide VIDEO HIGHLIGHTS ‘DOORS’ OF GOODNESS IN RAMADAN
طصطع طرئغ غئرز أبعاب الثغر شغ حعر رطدان
تغاضط ا� شغ رطدان حعر الاعاخض!
أحعر 7 أضقت سطى السفرة الةظعبغئ الرطداظغئ.. طا عغ؟
SPECIAL DISHES ON THE SOUTHERN DINING TABLE IN RAMADAN 7
7 سادات رطداظغئ فعض الةظعب.. تسرف سطغعا

https://www.zawya.com/en/press-release/w7worldwide-publishes-7-communications-strategies-for-the-construction-sector-to-harness-the-covid-19-rebound-v7nmqe8k
https://www.al-madina.com/article/766344/%D8%A7%D9%82%D8%AA%D8%B5%D8%A7%D8%AF/%D8%B6%D8%BA%D9%88%D8%B7-%D9%83%D9%88%D8%B1%D9%88%D9%86%D8%A7-%D8%AA%D8%B9%D9%8A%D8%AF-%D9%87%D9%8A%D9%83%D9%84%D8%A9-%D8%AE%D8%B7%D8%B7-%D8%A7%D9%84%D8%A7%D8%AA%D8%B5%D8%A7%D9%84-%D8%A8%D9%82%D8%B7%D8%A7%D8%B9%D8%A7%D8%AA-%D8%A7%D9%84%D8%A3%D8%B9%D9%85%D8%A7%D9%84
https://en.saudishopper.com.sa/?p=30690
https://makkahnewspaper.com/article/1554691/%D8%A3%D8%B9%D9%85%D8%A7%D9%84/%D8%AA%D9%88%D9%82%D8%B9-%D9%86%D9%85%D9%88-%D8%B3%D9%88%D9%82-%D8%A7%D9%84%D8%A8%D9%86%D8%A7%D8%A1-%D9%88%D8%A7%D9%84%D8%AA%D8%B4%D9%8A%D9%8A%D8%AF-%D8%A7%D9%84%D8%B3%D8%B9%D9%88%D8%AF%D9%8A-52
https://www.cmosmagazine.com/ar/7-%D8%A7%D8%B3%D8%AA%D8%B1%D8%A7%D8%AA%D9%8A%D8%AC%D9%8A%D8%A7%D8%AA-%D8%AA%D9%88%D8%A7%D8%B5%D9%84%D9%8A%D9%91%D8%A9-%D9%84%D9%84%D8%AA%D8%B9%D8%A7%D9%81%D9%8A-%D9%85%D9%86-%D9%83%D9%88%D9%81%D9%8A/
https://menafn.com/1103729672/W7Worldwide-pays-tribute-to-radio-on-World-Radio-Day
https://almoltqa.com/post?id=2008
https://twitter.com/Saheelksa/status/1492911735795240963
https://twitter.com/Saheelksa/status/1492911735795240963
https://elwatanelarabynews.com/archives/88446
https://twitter.com/News_ksa11/status/1501162674440359939
https://carnews2day.com/?p=52714
https://iprn.com/w7worldwides-7-communications-strategies-for-the-automotive-sector-to-navigate-the-post-covid-19-transformation/
https://www.zawya.com/en/press-release/companies-news/w7worldwide-video-highlights-doors-of-goodness-in-ramadan-rert28gl
https://saudiict.com/?p=50783
https://indexeconomic.com/?p=48292
http://eatnstays.com/Arabic/%D8%A3%D8%B4%D9%87%D8%B1-7-%D8%A3%D9%83%D9%84%D8%A7%D8%AA-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%B3%D9%81%D8%B1%D8%A9-%D8%A7%D9%84%D8%AC%D9%86%D9%88%D8%A8%D9%8A%D8%A9-%D8%A7%D9%84%D8%B1%D9%85%D8%B6%D8%A7/
https://eatnstays.com/7-special-dishes-on-the-southern-dining-table-in-ramadan/
http://eatnstays.com/Arabic/7-%D8%B9%D8%A7%D8%AF%D8%A7%D8%AA-%D8%B1%D9%85%D8%B6%D8%A7%D9%86%D9%8A%D8%A9-%D9%84%D8%A3%D9%87%D9%84-%D8%A7%D9%84%D8%AC%D9%86%D9%88%D8%A8-%D8%AA%D8%B9%D8%B1%D9%81-%D8%B9%D9%84%D9%8A%D9%87%D8%A7/
https://www.cmosmagazine.com/ar/%d8%aa%d8%ad%d8%af%d9%8a%d8%ab-%d8%ae%d8%b7%d8%b7-%d8%a7%d9%84%d8%aa%d9%88%d8%a7%d8%b5%d9%84-%d8%b6%d8%b1%d9%88%d8%b1%d8%a9-%d9%84%d9%84%d8%aa%d8%b9%d8%a7%d9%81%d9%8a-%d9%88%d8%a7%d9%84%d8%a7%d8%b3/
https://middleeast-business.com/effective-communications-through-new-covid-variants/
https://www.asda-alkhaleej.com/189803/
https://www.arabadonline.com/en/details/news-in-brief/W7Worldwide-s-7-Winning-Cybersecurity-Sector-Communication-Strategies
https://www.vp-communications.com/vp-news/w7worldwide-reports-a-year-of-extraordinary-corporate-communications-achievements/
https://www.godaidnews.com/139849.html
https://en.saudishopper.com.sa/?p=34972
https://www.swiftnewz.com/archives/288573
https://alalamelyoum.co/70768/
https://www.alwatan.com.sa/article/1112853
https://menafn.com/1104709506/W7Worldwide-highlights-role-of-young-influencerson-International-Youth-Day
https://indexeconomic.com/?p=57416
https://emasr.net/w7worldwide-video-celebrates-saudi-generosity-on-92nd-national-day/
https://entrepreneuralarabiya.com/2022/11/22/50852/%D9%87%D9%84-%D8%A7%D9%86%D8%AA%D9%87%D9%89-%D8%B9%D8%B5%D8%B1-%D8%A7%D9%84%D8%AA%D9%84%D9%81%D8%B2%D9%8A%D9%88%D9%86-%D9%84%D8%B5%D8%A7%D9%84%D8%AD-%D8%A7%D9%84%D9%85%D9%86%D8%B5%D8%A7%D8%AA/#.ZFqXBnZBzIX
http://saudiarabiapr.com/pr.asp?pr=9811287
https://www.eyeofriyadh.com/ar/news/details/w7worldwide-successfully-handles-media-campaign-for-menaisc-2022
https://tecgic.blogspot.com/2022/11/w7worldwide-successfully-handles-media.html
http://saudiarabiapr.com/pr.asp?pr=9881438
https://www.shomosnews.com/%D9%84%D8%BA%D8%A9-%D8%A7%D9%84%D8%B6%D8%A7%D8%AF-%D8%AA%D9%88%D8%A7%D8%B5%D9%84-%D9%88%D8%A5%D8%A8%D8%AF%D8%A7%D8%B9-%D9%88%D8%A7%D9%86%D8%AA%D8%B4%D8%A7%D8%B1-%D9%88%D8%A7%D8%B3%D8%B9-%D9%81/
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 W7worldwide PUBLISHES 7 COMMUNICATIONS STRATEGIES FOR THE CONSTRUCTION SECTOR TO
HARNESS THE COVID-19 REBOUND
W7worldwide SHARES 7 COMMUNICATIONS LESSONS FROM COVID-19

 INSIGHT: W7worldwide SHARES SEVEN COMMUNICATIONS STRATEGIES FOR THE AUTOMOTIVE SECTOR TO
NAVIGATE THE POST-COVID TRANSFORMATION

NO
V W7Worldwide تُثغر بظةاح خطئ الاعاخض ا�سقطغ فضثط طآتمر أطظ جغئراظغ بالمظطصئ

W7Worldwide successfully handles media campaign for MENAISC 2022

SHARING THOUGHT LEADERSHIP

https://www.communicatemagazine.com/news/2021/w7worldwide-shares-seven-comms-strategies-for-the-construction-sector-to-rebuild-post-pandemic/
https://mid-east.info/w7worldwide-shares-7-communications-lessons-from-covid-19/
https://www.adobomagazine.com/press-release/insight-w7worldwide-shares-seven-communications-strategies-for-the-automotive-sector-to-navigate-the-post-covid-transformation/
https://aan-news.com/300101.html/
https://www.eyeofdubai.ae/news/details/w7worldwide-successfully-handles-media-campaign-for-menaisc-2022
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 W7worldwide PUBLISHES 7 COMMUNICATIONS STRATEGIES FOR THE CONSTRUCTION SECTOR TO
HARNESS THE COVID-19 REBOUND
METAVERSE السالط اقشاراضغ.. إلى أغظ غسغر السالط الةثغث؟ 

طصطع طرئغ غتافغ بالغعم السالمغ لقذاسئ
W7worldwide PAYS TRIBUTE TO RADIO ON WORLD RADIO DAY
تساشغ الثول وتتصغص اقجاثاطئ عض غاططئان اجاراتغةغات تعاخض
 W7worldwide SETS OUT 7 POST COP26 COMMUNICATIONS STRATEGIES TO BUILD BACK SUSTAINABLY
FROM COVID-19

 W7worldwide’s 7 COMMUNICATIONS STRATEGIES FOR THE AUTOMOTIVE SECTOR TO NAVIGATE THE POST
COVID-19 TRANSFORMATION
MARKETING 2.0 CONFERENCE
NURTURING YOUR PEOPLE AND CORPORATE CULTURE IN RAMADAN

JU
N

NURTURING YOUR PEOPLE AND CORPORATE CULTURE – BY W7worldwide’s ABDULRAHMAN INAYAT
THE MAJOR THEMES – BY W7worldwide’s ABDULRAHMAN INAYAT
W7worldwide’s 7 WINNING CYBERSECURITY SECTOR COMMUNICATION STRATEGIES
W7worldwide REPORTS A YEAR OF EXTRAORDINARY CORPORATE COMMUNICATIONS ACHIEVEMENTS

AU
G

BALANCING LOCAL WITH GLOBAL COMMUNICATIONS STRATEGIES

NO
V شعز السسعدغئ سطى افرجظاغظ.. دساغئ طةاظغئ لطممطضئ وبظاء جمسئ وذظغئ

FIFA WIN A BIG BOOST TO BRAND SAUDI ARABIA

MA
Y  ABDULRAHMAN INAYAT NAMED CHAIR OF IPRN MENA

سئثالرتمظ سظاغئ رئغسا لطمةطج ا�صطغمغ لطحئضئ الثولغئ لطسقصات الساطئ بالحرق افوجط وحمال أشرغصغا
EFFECTIVE COMMUNICATIONS THROUGH NEW COVID VARIANTS

AP
R

SHARING THOUGHT LEADERSHIP

https://news.mepra.org/w7worldwide-publishes-7communicationsstrategies/
https://www.sayidaty.net/node/1344341/%D9%84%D8%A7%D9%8A%D9%81-%D8%B3%D8%AA%D8%A7%D9%8A%D9%84/%D8%AA%D9%83%D9%86%D9%88%D9%84%D9%88%D8%AC%D9%8A%D8%A7/metaverse-%D8%A7%D9%84%D8%B9%D8%A7%D9%84%D9%85-%D8%A7%D9%84%D8%A7%D9%81%D8%AA%D8%B1%D8%A7%D8%B6%D9%8A-%D8%A5%D9%84%D9%89-%D8%A3%D9%8A%D9%86-%D9%8A%D8%B3%D9%8A%D8%B1-%D8%A7%D9%84%D8%B9%D8%A7%D9%84%D9%85-%D8%A7%D9%84%D8%AC%D8%AF%D9%8A%D8%AF%D8%9F%C2%A0
https://www.ensannews.com/2941/
https://www.cmosmagazine.com/en/w7worldwide-pays-tribute-to-saudi-broadcasting-authority-on-world-radio-day/
https://www.alwatan.com.sa/article/1101530
https://campaignme.com/w7worldwide-sets-out-7-post-cop26-communications-strategies-to-build-back-sustainably-from-covid-19/
https://www.zawya.com/en/press-release/research-and-studies/w7worldwides-7-communications-strategies-for-the-automotive-sector-to-navigate-the-post-covid-19-transformation-hqdezv45
https://www.youtube.com/watch?v=ix0hxPSOLHw
https://thebftonline.com/2022/05/04/nurturing-your-people-and-corporate-culture-in-ramadan/
https://campaignme.com/abdulrahman-inayat-named-chair-of-iprn-mena/
https://www.economy-today.com/%D8%B9%D8%A8%D8%AF%D8%A7%D9%84%D8%B1%D8%AD%D9%85%D9%86-%D8%B9%D9%86%D8%A7%D9%8A%D8%AA-%D8%B1%D8%A6%D9%8A%D8%B3%D9%8B%D8%A7-%D9%84%D9%84%D9%85%D8%AC%D9%84%D8%B3-%D8%A7%D9%84%D8%A5%D9%82%D9%84%D9%8A/
https://www.zawya.com/en/press-release/research-and-studies/effective-communications-through-new-covid-variants-dzsr9eke
https://campaignme.com/nurturing-your-people-and-corporate-culture-by-w7worldwides-abdulrahman-inayat/
https://campaignme.com/the-major-themes-by-w7worldwides-abdulrahman-inayat/
https://en.saudishopper.com.sa/?p=34760&utm_source=rss&utm_medium=rss&utm_campaign=w7worldwide-reports-a-year-of-extraordinary-corporate-communications-achievements
https://iprn.com/w7worldwides-7-winning-cybersecurity-sector-communication-strategies/
https://forwardermagazine.com/balancing-local-with-global-communications-strategies/
https://makkahnewspaper.com/article/1577924/%D8%A7%D9%84%D8%B1%D8%A3%D9%8A/%D9%81%D9%88%D8%B2-%D8%A7%D9%84%D8%B3%D8%B9%D9%88%D8%AF%D9%8A%D8%A9-%D8%B9%D9%84%D9%89-%D8%A7%D9%84%D8%A3%D8%B1%D8%AC%D9%86%D8%AA%D9%8A%D9%86-%D8%AF%D8%B9%D8%A7%D9%8A%D8%A9-%D9%85%D8%AC%D8%A7%D9%86%D9%8A%D8%A9-%D9%84%D9%84%D9%85%D9%85%D9%84%D9%83%D8%A9-%D9%88%D8%A8%D9%86%D8%A7%D8%A1-%D8%B3%D9%85%D8%B9%D8%A9-%D9%88%D8%B7%D9%86%D9%8A%D8%A9
https://www.prnewsblog.com/news/sports/14813/fifa-win-a-big-boost-to-brand-saudi-arabia/
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MOMENTS
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800,882,140TOTAL IMPRESSIONS

HIGHLIGHTING COMMUNICATIONS IMPORTANCE
As against our expectation of 2022 to be the year of recovery and resurgence from the pandemic, multiple 
new coronavirus variants made it vulnerable for the market, industries, and their target audience. 
Rising to the occasion once again, W7Worldwide expanded its team and expertise coming up with a greater 
holistic approach to cover several industries private and public.
COVID-19 RESOURCE CENTER
The Covid-19 Resource Centre became a hallmark of W7Worldwide’s commitment to play its own creative and 
innovative role in mitigating the effects of a calamity. Its valuable communications guides are still posted on 
the website, free for anyone to access and download. W7Worldwide is committed to continuing such efforts 
as part of its endeavors to support the business community and to reinforce the value of the 
communications profession as a vital function for business survival.

GUIDES7 373 Pieces of Coverage

7 Videos 7 Infographics 56,063 Website Visits

5M SM Impressions

R E M A I N S

IN THE DRIVING SEAT
BY

JOINING GLOBAL EFFORTS ON THE CSR FRONT,
SPREADING POSITIVE MESSAGES,

BUILDING PERCEPTIONS IN THE RIGHT PERSPECTIVE,
…AND, RAISING THE IMAGE OF THE INDUSTRY.

IT REMAINS COMMITTED TO THE PR INDUSTRY

W7worldwide Emerged Winning From The Traumas Of The Pandemic During 2020-21.
Its Initiative To Set Up a Covid-19 Resource Center Served As a Source Of Inspiration For The Industry.

 
In 2022, W7worldwide Continued With Its Commitment To The Industry’s Growth Through Building

On Our Previous Achievements Like The Establishment Of The Covid-19 Resource Center.

THE WINNING CAMPAIGNS IN 2022
3 Awards Including Two Bronze At Mepra 2022-Arabic Communications Awards

And PRCA Mena Digital Awards 2022:
Best Social Impact Campaign In Response To Covid-19 -Covid-19 Center-W7worldwide

Best Campaign In Bahrain - Dispelling PR Myths
Best Use Of Paid Media In a Campaign – Building Cultural Bridges
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DISPELLING PR MYTHS

The Campaign Garnered Online and O�ine Engagement of: 19%

As an independent multi-award-winning Saudi consultancy agency, W7Worldwide proactively 
engages in boosting the image of the PR & communications sector in the Kingdom, the GCC, and 
MENA region and globally.

Communications and business leaders work around the clock to stay ahead of a competitive 
curve.

While Public Relations was traditionally a one-way tool, now strategic communications are 
gaining ground and importance among organizations and companies to engage with today’s 
digitally empowered stakeholders at all levels.
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SAUDI NATIONAL DAY

The Campaign Garnered Online and O�ine Engagement of: 13%

We observed Saudi National Day by launching a social media campaign on the importance of the 
true representation of Saudi identity as the best way to reach out to the widest audience.

We also wanted to prompt engagement and conversation.

We needed to reach the target audience with clear, engaging and informative messaging which 
meant we needed to push the creative development of content that would make an instant 
impact.
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WORLD ARABIC LANGUAGE DAY

The Campaign Garnered Online and O�ine Engagement of: 17%

The Arabic language is a pillar of the cultural diversity of humanity. It is one of the most widely 
spoken languages in the world, used daily by more than 400 million people.

World Arabic Language Day is celebrated every year on 18 December since 2012.
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WORLD TV DAY

The Campaign Garnered Online and O�ine Engagement of: 11%

The purpose of W7Worldwide’s ‘World TV Day’ campaign was to reinforce the importance and 
signi�cance of this important medium in the past, present and future.

We also wanted to dispel the myth that TV is a relic of the past and is no longer relevant.
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HAJJ & RAMADAN

The Campaign Garnered Online and O�ine Engagement of: 21%

W7Worldwide crafted innovative initiatives to create the right feel of spirituality during the holy 
months of Ramadan and Hajj.

The initiatives included short video campaigns to celebrate the occasion and also to spread 
awareness.

During the previous years when we dealt with Covid-19, W7Worldwide launched such campaigns 
before and during Hajj and Ramadan to drive home the seriousness and sensitivity of the 
pandemic for devotees to take care of.

It’s important to spread positivity and a sense of community and appreciation for the Kingdom’s 
relentless efforts.
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INTERNATIONAL YOUTH DAY

The Campaign Garnered Online and O�ine Engagement of: 09%

The United Nations observes International Youth Day every year on August 12 to leverage the full 
potential of all generations.

W7Worldwide launched a campaign to reach out effectively to the young target audience by 
using creative and engaging methods via social media.
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INTERNATIONAL WOMEN’S DAY

The Campaign Garnered Online and O�ine Engagement of: 12%

We demonstrated W7Worldwide’s support for Saudi women and those of foreign origin, 
recognizing their talent, and celebrating their roles in the PR and communications industry.

We gave them proper training and suitable assignments in the industry.
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CAMPAIGN
SHOWCASE
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INSIGHT
Al Salem Johnson (YORK) is the main supplier of HVAC and building management systems in 
KSA.

Although it provides essential infrastructure, many Saudi citizens are unaware, with end users 
operating in some of the Kingdom’s most important institutions taking for granted its 
energy-e�cient and cutting-edge solutions.

As a highly successful business with a strong track record  of providing outstanding solutions, 
ASJC sought to raise its corporate image among relevant Saudi target audiences.

METHODOLOGY
W7Worldwide devised a truly localized corporate communications strategy to create audience 
awareness of ASJC.

We humanized the brand by linking it with local sentiment and priorities, such as national pride, 
manufacturing and skills, environmental concerns and Vision 2030 goals.

We used the "Made in Saudi" initiative, introduced in March 2021, to highlight ASJC's historic 
position as a contributing member of the vibrant KSA business community.

W7Worldwide leveraged ASJC’s high-pro�le partnerships covering a range of sectors, such as 
aviation with its UV-Fend systems, and its ARIQ system for hotels and hospitals to produce a 
series of timely and compelling localized PR campaigns.

We directly addressed local objectives related to the pandemic, the environment, technological 
innovation, and the socioeconomic transformation envisioned for 2030.

At the core of our communications strategies for ASJC was the constant message of a Saudi 
business leading the global market, employing local talent to create cutting-edge building 
management products and solutions.

Given the technical nature of ASJC's products and solutions, we paid special attention to 
producing creative yet easy-to-understand content to highlight the advantages of the 
company's systems and technology.

W7Worldwide changed ASJC's corporate communications strategy, linking the company with 
sustainability and its long legacy of creating and delivering the most advanced, energy-e�cient 
building management solutions.

We positioned ASJC as a locally-owned and operated business that has created its own 
solutions in response to local market demands. 

The campaign created signi�cant brand impact, positioning ASJC as a leader in its �eld, and 
surpassing client expectations in terms of coverage.

Additionally, the activity consolidated the brand's reputation as offering the most innovative 
and energy-e�cient building management options.

AL SALEM JOHNSON CONTROLS
A TRULY LOCAL COMPANY
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IMPACT GENERATED

163 Pieces of Coverage

29,400,015
TOTAL
MEDIA HITS

IMPRESSIONS

SENTI-
MENT

100% Positive

COVERAGE HIGHLIGHTS
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INSIGHT
Communication is at the heart of the W7Worldwide Building Cultural Bridges Campaign. This 
annual campaign connects audiences across the world with educational and emotive content to 
raise awareness of Saudi identity and highlight the Kingdom’s rich culture, with a particular 
focus on future target audiences like the business community and students.

METHODOLOGY
As a Saudi agency specialising in localised communications and strategy, we developed the 
Building Cultural Bridges Campaign around key dates and special occasions, such as Saudi 
National Day and Arabic Youth Day, World Arabic Language Day, World TV Day, Hajj and Ramadan, 
International Youth Day and International Women’s Day. 
We designed compelling content around these dates to appeal to both Arabic and global target 
audiences using a range of interactive and engaging media.
Extensive research helped us to identify knowledge gaps within the target audiences and 
understand the level of awareness we needed to create in our campaigns.
To ensure global accessibility, we created all our resources in both Arabic and English and 
selected W7Worldwide’s social media and digital platforms as the best channels to share our 
message.
The communications strategy leveraged numerous touchpoints, including explainer videos, 
blog articles, paid advertising, and email campaigns.
We customised our approach for each occasion.
Some focused more heavily on video content, while others used infographics to give an ideal 
snapshot on social media channels like Twitter and LinkedIn.
Saudi National Day was an opportunity to address the pain points of misrepresentation and 
limited understanding of Saudi culture.
We conducted an extensive social media campaign to address these issues, focusing on the 
seven most common misconceptions about Saudi identity. 
For World Arabic Language Day, we highlighted common mistakes when using Arabic, 
concurrently showcasing the history and signi�cance of the language. 
During World TV Day, we curated rare archive video footage to chart the history of television in 
Saudi Arabia and the integral role that television plays in our lives. 
Our Hajj and Ramadan campaigns were impacted by COVID-19 pandemic restrictions.
We used this opportunity to promote a positive, uplifting message focused on the immense 
effort required to ensure a safe experience for those attending Hajj.
Our communications around International Youth Day reinforced the value and contribution of 
young people as a positive force in the Kingdom - a core focus of Vision 2030 and a key driver 
of future success. 
 International Women’s Day campaign gave us a platform to celebrate the roles of women in the 
PR and Communications industry.
We developed an infographic to highlight the challenges faced by women in the workplace that 
tapped into the global conversation on these issues.
Our Building Cultural Bridges campaign actively motivated our target audiences in unique and 
creative ways.
We bridged the gap between local knowledge and a global mindset to educate and empower 
through creating �rst-class content that fostered pride in Saudi Arabia.

BUILDING CULTURAL BRIDGES
ANNUAL CAMPAIGN



30

IMPACT GENERATED

186,020,473
IMPRESSIONS

SENTI-
MENT

100% Positive

COVERAGE HIGHLIGHTS
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INSIGHT
Bupa Arabia, the largest insurance provider in the Kingdom, has for the last 25 years offered 
holistic healthcare solutions for both organizations and individuals.

It has been at the forefront of providing programs like Tebtom and Rahatkom, designed to offer 
best-in-class health insurance.

METHODOLOGY
Following success in 2021, W7Worldwide created a highly engaging communications campaign 
for Bupa Arabia in 2022, that consolidated the company’s position as a leading healthcare 
company in KSA.

We developed core insights fused with outstanding communications strategies and industry 
knowledge to upscale the Bupa Arabia brand and accomplish its communication vision in 
record time.
 
W7Worldwide built a powerful platform to communicate Bupa Arabia’s full range of activities and 
achievements.

We facilitated annual planning sessions to develop the annual strategy to strengthen Bupa 
Arabia’s position as a thought leader in the insurance industry.

We forti�ed Bupa Arabia’s media relationships by organizing calls, meetings and networking 
events  with target media outlets, ensuring the most ‘newsworthy’ stories were published.

Extensive research underpinned W7Worldwide’s recommended 2022 plans for Bupa Arabia 
which included the 2021 End of Year PR and Communications Report, 2022 Themes Plan, and  a 
2022 Awards and Events Plan.

We executed each plan to the highest standard, securing some of the most well-known and 
respected events of the region alongside key milestones as the year progressed.

The results were exceptional in meeting our client’s aims and demonstrated W7Worldwide’s 
skilful media relations capabilities.

Bupa Arabia has achieved remarkable results through conference participation and award 
recognition.

We have worked closely with  Bupa Arabia to highlight these achievements through press 
releases, television and radio interviews and compelling social media campaigns. 

The positive impact we helped secure for Bupa Arabia illustrates W7Worldwide’s 
professionalism, creativity and commitment to providing leading-edge expert marketing 
communications.

BUPA ARABIA
KSA’S LARGEST INSURANCE PROVIDER
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IMPACT GENERATED

642 Pieces of Coverage

2,942,556,400
TOTAL
MEDIA HITS

IMPRESSIONS

SENTI-
MENT

100% Positive

COVERAGE HIGHLIGHTS
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INSIGHT
Dragos, an international industrial cybersecurity expert that protects governments, companies 
and critical infrastructure has expanded its operations in the GCC region, establishing its 
regional headquarters in Riyadh.

As a result, Dragos recognized the importance of developing a positive, localized PR strategy.
 

METHODOLOGY
We designed a campaign to highlight the critical role that Dragos plays in the region, through its 
active participation in the Saudi community and its protection of critical infrastructure. 
 
W7Worldwide sought to draw media attention to Dragos’ expansion in Saudi Arabia and its 
training of ICS/OT cybersecurity talent in the area.

The key challenge was to tie the strategy into the Vision 2030 goals, which was vital for 
communicating to our target audiences of government entities, corporates, private sector 
companies, SMEs, and critical infrastructure organizations.
 
Our research reviewed government initiatives and announcements, particularly any priorities or 
policies relating to Vision 2030, and drew on specialist cybersecurity studies focused on Saudi 
Arabia, government and Fintech Saudi reports.

Our media relations team curated targeted lists to support both traditional and digital PR 
strategies and to complement our existing relationships with relevant media outlets. 
 
We created a full communications program of informative content grounded in this research. 
We focused our communications strategy on earned media.

We sent a press release to a number of major news outlets in Saudi Arabia, such as Zawya, 
Al-Yaum, RiyadhDaily, and Nabd, as well as to a curated list of tech in�uencers and specialist 
journalists. 
 
The success of the strategy was underpinned by our meticulous attention to detail. We arranged 
telephone and online brie�ngs with in�uential journalists to creatively communicate the 
importance of Dragos to the growth of the region. 
 
Our campaign with Dragos was a massive success.

We translated a complex, technical, and information-heavy subject into engaging and 
compelling content, and exceeded our client’s initial objectives by engaging specialized 
professionals and clients. 
 
By positioning Dragos as an international company deeply linked to the Kingdom and its future 
goals, we expanded its brand awareness across target media outlets.

Our compelling copy engaged cybersecurity specialist audiences and educated those yet to 
fully understand its potential.

DRAGOS
INDUSTRIAL CYBERSECURITY EXPERT
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IMPACT GENERATED

83 Pieces of Coverage

40,054,793
TOTAL
MEDIA HITS

IMPRESSIONS

SENTI-
MENT

100% Positive

COVERAGE HIGHLIGHTS
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INSIGHT
FedEx Express has been facilitating trade in Saudi Arabia since 1994, offering international 
solutions and connectivity through local service providers. The company is transitioning to a 
direct-serve presence,  investing more than SAR 1.5bn into the Saudi economy over the next 
decade through talent development, operations and infrastructure.

The new investment will rea�rm FedEx’s commitment to Saudi Arabia’s growth, in line with 
Vision 2030 goals and the National Industrial Development and Logistics Program. 

METHODOLOGY
As FedEx’s communications partner, we planned to achieve maximum impact by connecting the 
company with key media outlets so FedEx’s major investment and expansion announcement 
could be shared effectively locally and internationally. 
 
We sought to highlight FedEx’s history and position the company as an active participant in the 
KSA economy.

We identi�ed key target audiences across government and a wide variety of private sector 
companies.

Extensive research into the freight and logistics market in Saudi Arabia created compelling 
insight into FedEx’s market position, economic impact and future growth.

We pinpointed where FedEx could maximize its competitive advantage and grow market share, 
in addition to exploring other programs like the Vision 2030 goals to which FedEx could be 
aligned, thus capturing the attention of government departments.
 
The signi�cance of FedEx’s investment announcement warranted a major event, entitled the 
‘FedEx Express Summit’ which brought together regional experts and in�uential leaders. We 
advised the CEO to lead the Summit to establish gravitas and attract senior decision-makers 
and specialist media. 

W7Worldwide developed a holistic communications strategy to support this specialized event. 
We produced a campaign during and after the Summit to maximize exposure.

This was supported by thought leadership to give FedEx Express an in�uential industry voice.

We maximized local and regional reach by building relationships with key news platforms. Our 
full communications program provided informative content and generated earned media in 
major outlets  including Arab News, Al-Sharq Al-Awsat, Al-Arabiyah and Saudia Radio.
 
The Summit was the most effective event of its kind for FedEx; it generated an in�ux of 
inquiries and elevated the company’s position locally with partners, government o�cials and 
the wider community.

The campaign also shone a light on FedEx’s talent recruitment plans, resulting in an uplift in 
employment enquiries. 

FEDEX EXPRESS
EXPRESS DELIVERY AND SHIPPING SERVICE
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IMPACT GENERATED

194 Pieces of Coverage

1,227,405,610
TOTAL
MEDIA HITS

IMPRESSIONS

SENTI-
MENT

100% Positive

COVERAGE HIGHLIGHTS
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INSIGHT
International Data Corporation (IDC) is the premier global provider of market intelligence, 
advisory services and events for the information technology, telecommunications, and 
consumer technology markets. With more than 1,200 analysts worldwide, IDC offers global, 
regional, and local expertise on technology, IT benchmarking and sourcing, and industry 
opportunities and trends in over 110 countries.

IDC's analysis and insight help IT professionals, business executives, and the investment 
community to make fact-based technology decisions and to achieve their key business 
objectives.

METHODOLOGY
As the digital transformation within Vision 2030 draws near, IT brands want to be recognized as 
industry leaders. IDC’s participation in the ICT Indicators Forum 2022 sought to highlight the 
brand’s  thought leadership and its ability to support the Kingdom’s transformation.

IDC used the ICT Indicators Forum 2022 to make a major partnership announcement with the 
Communications and Information Technology Commission (CITC), which highlighted current 
government initiatives on digital transformation enablement across the Saudi economy.

W7Worldwide created a bridge with this challenging target audience that enabled us to position 
IDC as a leading industry player.

We ensured that IDC was prominently featured and gained traction with key audiences despite 
the challenge of cutting through a crowded communications environment.

We sought to position IDC as a thought leader with powerful local expertise to capture the 
attention of professionals and government o�cials.

We also needed to increase IDC’s recognition as the strategic partner of CITC and secure 
networking opportunities with the biggest names in the region’s IT sector.

Using our deep expertise in the technology sector, we established a powerful strategy that 
enabled IDC to highlight its key values and messages to the Forum, showing how it is helping to 
shape the industry in line with Vision 2030.

Our strategy focused on generating media interviews and broader coverage with key thought 
leaders in IDC, supported by press releases focused on the company’s core messages.

We ensured IDC was fully prepared for the ICT Indicators Forum in advance, distributing a 
pre-event press release and inviting media outlets to attend.

Post-event, we immediately produced a press release in Arabic and English highlighting IDC’s 
participation in the Forum, and emphasizing its role in stimulating the digital economy.
 
IDC now stands as an impactful brand in KSA, with a deep focus on thought leadership. With 
IDC’s continuous provision of thought-leading content, W7Worldwide continues to create a local 
platform for the brand as the market becomes increasingly competitive.

INTERNATIONAL DATA CORPORATION - IDC
THE PREMIER GLOBAL MARKET INTELLIGENCE FIRM
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45 Pieces of Coverage

952,195,700
TOTAL
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INSIGHT
Kiss�ow is a leading cloud-based B2B tech company offering disruptive SaaS platforms for 
business processes, work�ow automation and digital workplaces. 
 
Saudi Arabia is the primary market for the company’s operations in the Middle East and Africa 
(MEA) region. With the onboarding of four prominent dedicated technology partners in Saudi 
Arabia and the imminent launch of its ‘low-code’ platform, Kiss�ow is now looking to double this 
customer base over the next nine months. 

METHODOLOGY
Digital transformation is one of the most important pillars of Vision 2030, and our ambition was 
to position Kiss�ow as an innovative company consistently at the forefront of developing the 
most advanced IT management solutions.
 
The overarching communications objective was to reinforce the Kiss�ow brand with Saudi 
target audiences and demonstrate the company’s contribution to the realization of the 
Kingdom’s Digital Transformation goals. 
 
We gathered local, regional, and sector-speci�c media contacts to promote Kiss�ow’s products 
and services and build strong media relationships with Government entities, private sector 
companies, CEOs, CTOs and the wider community. 
 
Our expertise in the technology sector helped align Kiss�ow with Vision 2030 goals and key 
digital transformation programs in Saudi Arabia. We conducted research to understand 
awareness of the Kiss�ow brand and its share of industry voice.

We then researched the Saudi market and digital transformation objectives to align where 
Kiss�ow’s products and services provided the right solutions. 
 
We sought to generate earned media coverage and organic visibility.

We dispatched press releases to well-known Saudi publications through our database of media 
contacts, as well as to online publications and social media channels. 
 
We sought to increase awareness of Kiss�ow in the Saudi market and started by highlighting 
Kiss�ow’s partnerships with Saudi companies.

Our main strategy focused on highlighting Kiss�ow’s efforts to  support the country’s digital 
transformation goals under Vision 2030 and the Cloud First Policy introduced by the Ministry of 
Communications and Information Technology.
 
We created a press release outlining Kiss�ow’s four new strategic Saudi partnerships and the 
crucial role played by the company in order to educate the target audience about Kiss�ow’s 
continued growth in the market.
 
The campaign helped generate trust in the Kiss�ow brand by raising awareness of the 
company’s expertise in SaaS platforms for business processes, work�ow automation and the 
digital workplace.

KISSFLOW
LEADING DIGITAL WORKPLACE
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46 Pieces of Coverage

19,921,070
TOTAL
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IMPRESSIONS
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INSIGHT
Saudi Aramco Base Oil Company - Luberef - is the sole producer and supplier of base oils in 
Saudi Arabia, exporting its products to GCC, Asia, and North Africa. Luberef’s consistent quality, 
proper grade mix, supply reliability, and strategic location provide unrivaled supply chain 
e�ciencies to its customers. 

Luberef is also committed to safety and sustainability. In 2021, the company was honored with 
a gold award for ‘Best Performance in Health, Safety and Environment’, and a silver award for 
‘Most Improved Performance in Energy Intensity’ in Saudi Aramco’s 2021 President’s A�liates 
Excellence Awards. 

METHODOLOGY
W7Worldwide was tasked with reinforcing trust in the Luberef brand. We sought to humanize 
the brand by demonstrating its positive impact on the community, its employees and the 
environment through sustainability and social responsibility. 
 
Highlighting Luberef’s unrivaled health and safety track record and its positive impact on the 
community, was central to our campaign. W7Worldwide sought to educate the general public in 
Saudi Arabia about Luberef’s social responsibility, its community and employee support during 
the COVID-19 pandemic, and its pivotal role in contributing to Saudi Arabia’s economy. 
 
Sustainability and the energy industry are major parts of Vision 2030. We familiarized ourselves 
with the Kingdom’s focus on more renewable energy sources, and researched both Luberef and 
the entire Aramco company to �nd symmetry between the company’s goals and those of Vision 
2030. 
 
We worked to promote the company’s global leadership in health and safety. We sought to 
educate the media and the target audience with informative and engaging content. All of this 
would be done with the aim of aligning the goals of Luberef with those of the Ministry of Energy 
and Vision 2030.
 
The awards that Luberef had recently achieved were also highlighted in the campaign, 
alongside Luberef’s commitment to employing local talent and its positive contribution to the 
economy in Saudi Arabia. 
 
Our earned media strategy centered around pitching an expert press release to a host of 
well-regarded Saudi publications. We utilized our extensive media databases and shared the 
press release with all relevant contacts. Our shared media strategy saw the press release being 
dispatched to the social media accounts of relevant publications.
 
Our campaign exceeded Luberef’s expectations and cemented its position as a global leader 
and major contributor to the local market. The campaign was also a major SEO success, with 
Luberef now ranking highly in Google under a number of keywords. Crucially, our campaign has 
transformed Luberef’s entire communication strategy and positioned them for future growth, 
building bridges between their brand, the Kingdom, and their audiences.

LUBEREF
WORLD’S LEADING SUPPLIERS OF HIGH-QUALITY BASE OILS
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INSIGHT
Micro Focus is one of the world’s largest enterprise software providers, delivering 
mission-critical technology to more than 40,000 customers around the globe.

Micro Focus enables its clients to adapt to evolving market conditions and compete effectively 
in the digital economy through solutions that bridge the gap between existing and emerging 
technologies to protect IT investments. 

Despite their global operations, Micro Focus had limited presence in Saudi Arabia.

The company needed to raise its pro�le and generate brand awareness in the wider Middle East 
market.

METHODOLOGY
Micro Focus engaged W7Worldwide to deliver a communications strategy to create awareness 
of the company’s involvement in LEAP, the largest conference event of its kind, with more than 
400 speakers from 80 countries and the participation of over 700 emerging technology 
companies and start-ups. 
 
W7Worldwide supported the event campaign by delivering content to educate, establish brand 
trust and align the company with Vision 2030.
 
Our campaign was underpinned by extensive research to understand how we could align Micro 
Focus with the objectives of Vision 2030.

We outlined clear campaign objectives that involved Micro Focus’ participation in the LEAP 
conference to showcase the latest technology in IT service management, cybersecurity, 
application modernization and digital transformation.
 
We dispatched press releases to well-known Saudi print publications and broadcast interviews 
with Saudia Radio.

We distributed the content across our media database including tech in�uencers and 
journalists, and published it on social media to help broaden awareness of Micro Focus’ key 
messages.
 
With a focus on target audiences of governmental entities, the private sector including 
corporate and SME companies, Tech-savvy and ITC graduates, we designed communications 
that spanned a wide variety of traditional, sector-speci�c, print and digital outlets.

The curation of targeted media lists included sector-speci�c, national and regional media to 
inform about Micro Focus’ expansion in KSA.
 
We tailored the communications strategy to align closely with digitalization and innovation 
within the Saudi cybersecurity sector to appeal to Saudi target audiences.
 
W7Worldwide has helped to transform Micro Focus' communication strategy associating the 
company with a deeply rooted history of developing and delivering software services.
 

MICRO FOCUS
LEADING SOFTWARE PROVIDERS
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INSIGHT
The W7Worldwide PR Myths Campaign was designed to educate, engage, and raise awareness of 
the practice of Public Relations and Communications. As an award-winning agency based in 
Saudi Arabia with contacts and clients across the globe, we have witnessed �rsthand the 
importance of communications for governments and organizations during the global pandemic. 
We worked around the clock and became the �rst agency in our region to set up a dedicated 
Covid-19 Resource Center to advise on best practices. This desire to share our knowledge and 
expertise formed the basis of our campaign.

METHODOLOGY
Our experience means we are well-versed in the unique interrelationships between knowledge, 
history, culture and public communications in Saudi Arabia. As more and more businesses 
invest their time and resources into the Kingdom, proper communication is crucial: our 
campaign sought to educate the uninitiated on communications best practice and show others 
in our industry the impact that can be made with positive information.
 
Myths and misconceptions can provoke strong reactions while at the same time promoted 
engagement and debate. This gave us the opportunity to demonstrate our unsurpassed 
industry knowledge. 
 
We created compelling and engaging content for our audience in tandem with a comprehensive 
paid media strategy across social media platforms to reach and inspire as many people as 
possible. Infographics and engaging videos are a specialism of our agency, and gave us the 
chance to bring our written content to life with exciting imagery to maximize audience 
engagement.
 
The ‘Dispelling PR Myths’ campaign initially comprised 36 myths and 3 weekly posts across 
W7Worldwide’s social media platforms. We established a dedicated section of our website, 
where we made resources available in Arabic and English. Our blogs and articles were written 
by W7Worldwide’s leadership and strategic experts to give the campaign a truly personal and 
professional quality. 
 
During uncertain times we wanted to establish our �rm as the go-to source in the region, 
particularly given the lack of quality resources elsewhere available to Arabic speakers. By freely 
sharing our knowledge during a stressful time for many professionals, we gave back something 
to the industry and left a legacy of expert insight and information.
 
Our blogs were promoted on Twitter and LinkedIn to reach as wide an audience as possible. An 
email campaign promoted our guides to public relations and communications professionals, 
generating 6,598 direct clicks. 
 
Drawing from personal experiences across the entire W7Worldwide team, we produced a PR 
study to reveal new PR trends and indicators. This included �rsthand interviews, surveys and 
polls. We later expanded the research to our partner agencies in Saudi Arabia and the rest of 
the world.
 
The W7Worldwide PR Myths campaign was a resounding success, promoted the work and 
bene�ts of our own agency whilst supporting the wider industry. By creating useful resources 
in English and Arabic, we positioned ourselves as local experts with a global vision.

PR MYTHS
BEST PUBLIC RELATION AWARENESS CAMPAIGN
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INSIGHT
In June 1998, Provacuno was o�cially recognized as an agro-food inter-professional 
organization by the Ministry of Agriculture, Fisheries and Food. The body represents and 
regulates over 85% of Spanish beef producers.

METHODOLOGY
The ‘What Wonderful European Beef!’ campaign launched at the Gulf Food Fair in February 2022. 
At that time, Provacuno was a relatively unknown brand in the Middle East.
 
W7Worldwide worked with local in�uencers, restaurateurs, chefs, supply chains and food and 
beverage professionals to organize a series of events in bringing the taste of Spanish beef to 
our plates and palettes.
 
Using our local knowledge, industry and events experience, in�uencer connections and 
audience understanding, we developed targeted communications that successfully positioned 
Provacuno in the GCC market whilst highlighting the client’s desire to positively impact local 
communities. 
 
We expertly grabbed the attention of our core audiences of foodies, families, chefs, supply 
chains, restaurants and the wider F&B market, exposing the Provacuno brand through 
education, masterclasses and tailored content.
 
Our emphasis was on demonstrating Provacuno’s leading market position to the media and 
other target audiences. We created a 360-degree communication plan that encompassed both 
PR and social media using A-List in�uencers while maximizing local and regional reach.
 
We curated compelling data that encouraged audiences to learn more about Provacuno. We 
engaged the �nest food and lifestyle in�uencers, brie�ng them about the brand and its 
objectives to ensure they had the right information to deliver successful coverage.
 
Our research created insight about Provacuno’s history and products that enabled us to position 
it locally in Saudi Arabia and in line with Vision 2030. 
 
The universal importance of food across all cultures required us to be mindful in our 
communications and aware of different methods of handling and serving food. We utilized 
In�uencers to effectively deliver these messages and engage our audiences, and ensured the 
communications re�ected our culture as well as promoting the vibrancy of Spanish culture.
 
A-list in�uencers attended a tasting workshop so they could experience the amazing skills of 
multi-award-winning chef Kisko García. The event concluded with a documentary of Provacuno 
and the objectives of the ‘What Wonderful EU Beef!’ campaign.
 
Our efforts produced a long-lasting impact on the overall market, and raised the pro�le of 
Provacuno as an outstanding and differentiated market leader in the F&B sector.

PROVACUNO
THE INTER-PROFESSIONAL ORGANIZATION
OF THE SPANISH BEEF INDUSTRY
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INSIGHT
Ra�es Makkah Palace is an award-winning, premier venue attracting millions of visitors every 
year. 

METHODOLOGY
W7Worldwide developed a comprehensive communications strategy to position Ra�es Makkah 
Palace as the gold standard for venues in the region and beyond. Through a combination of 
detailed research, compelling content, we cemented the brand as an industry leader and 
generated substantial media interest.
 
We successfully aligned the hotel with the ambitions of Vision 2030, achieving extensive press 
coverage. SEO results ensured further exposure of the Ra�es Makkah Palace brand, and helped 
W7Worldwide exceed client expectations. 
 
The campaign demonstrated the unique dynamism the hotel offers as the leading luxury 
destination in KSA. We showcased the pedigree of the Ra�es brand and underlined its quality 
to potential guests.
 
In such a competitive market, promoting luxury is not enough; so we went beyond the brief to 
demonstrate the hotel’s active role in the local community and integrate its work with Vision 
2030.
 
We generated positive media coverage through educating and informing the general public and 
potential visitors to the holy sites thus linking Ra�es Makkah Palace, its position in the 
Kingdom and Vision 2030, with its target audiences.
 
Before launching our campaign, the W7Worldwide team conducted extensive research to fully 
understand the Ra�es brand and its competitive context. 
 
We devised a comprehensive media strategy to communicate the prestige of the Ra�es 
Makkah Palace, centred on distributing engaging press releases to key media outlets across the 
region to educate them about the Ra�es Makkah Palace and its unique concept. We also 
utilized social media to share our press releases on channels such as Twitter to create further 
buzz and engagement.
 
Our campaign focused on two key contexts: the foresight of Vision 2030 and the reaction to the 
pandemic. By demonstrating the company’s key role in the hospitality sector, backed by 
innovations like the Ra�es Guest Service Program, we drew on the excitement surrounding 
Vision 2030. By highlighting the recent health security measures taken by Ra�es Makkah 
Palace, we also gave reassurance to guests visiting the venue during the pandemic and 
afterwards. 
 
Our campaign to promote the Ra�es Makkah Palace as the number one luxury destination in 
the region was an unequivocal success, helping the hotel to bring increased business value and 
media exposure.

RAFFLES MAKKAH PALACE
AWARD-WINNING LUXURY HOTEL
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INSIGHT
Voco combines the reassurance of a big brand with the charm of an individual hotel, providing 
guests with a dependably premium experience.

The name Voco, originating from Latin, means ‘to invite’ and ‘call together' representing the 
brand’s thoughtful and charming nature.
 
Voco combines individualized services and high-quality touches, perfect for unwinding and 
relaxing. With a vibrant bar and restaurant, Voco provides plenty of opportunity to connect and 
socialize.

Voco Riyadh, voco Al Khobar, Holiday Inn Al Khobar and Staybridge Suites Al Khobar all come 
under the umbrella brand of IHG hotels, and are designed to stand out from the crowd. 
 
As one of the newest hotel brands, Voco offers guests a different choice: a dependable hotel, 
but different enough to be fun.

Voco Riyadh is the �rst one in KSA, followed by Voco Al Khobar.

Staybridge Suites® Al Khobar hotel and the Holiday Inn Al Khobar are opening in November 2023, 
focusing on a family-friendly approach.

METHODOLOGY
W7Worldwide delivered an ongoing campaign to highlight the exciting events taking place at the 
hotel, to increase footfall and brand awareness.

The campaign showcased the hotel’s award-winning achievements and its commitment to 
sustainability, particularly electric vehicles.

We arranged the Ramadan Nights media events at Voco Al-Khobar and Riyadh that were 
attended by a carefully selected list of media journalists and in�uencers for a special VIP 
experience. We also developed content for a CNBC interview.

We helped elevate the recognition and understanding of the Voco brand and won the 'Best 
Business Hotel In Riyadh' Award for the second year.

The W7Worldwide team developed content for Voco Riyadh win in the Business Traveller Middle 
East Awards.

We created the announcement press release for the launch of the second Staybridge Suites in 
KSA.

This was supported by planning for future themes, building key messages, and creating 
localized content that appealed to our target audience.

The team also developed the press release for raising awareness about Voco Riyadh being the 
�rst hotel in KSA to offer EV charging stations. 

VOCO
PREMIUM HOTEL
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For more information:

@w7worldwide

Our Official Website:
www.w7worldwide.com




