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The following is the Plans Book for an integrated marketing communications cam-
paign by Base Communications at the American University in Dubai. The task at 
hand is to develop a unique campaign for the United Nations’ Millennium Develop-
ment Goals (MDGs).

The campaign we envisioned engulfs the UN’s eight MDGs with an emphasis on sig-
nificantly raising awareness of these goals to students in the United Arab Emir-
ates. A specific focus towards cultivating pro-activity, promoting humanitarian 
causes and minimizing indifference has been set in order to avail of short-term 
results, but more importantly, to ensure that this future generation is one that 
is socially conscious, well-informed and well-prepared to tackle the issues of 
the world. 

Using a military theme in an unconventional way to portray youth “wars” against 
the world’s eight pressing issues, we used this provocative premise throughout 
our campaign to represent the fight in opposition of anything that could impede 
the progress of the MDGs. The military theme does not encompass a negative con-
notation but is rather symbolic of the philosophy behind going to war: Compro-
mising, being one unit of a larger family, fighting for a change or an ideal, and 
above all, being selfless.

The core of this campaign is centered around a program called the U.A.E.-UN Youth 
Education Initiative (YEDI), which will be presented to the country’s Ministry of 
Education. This program involves a number of valuable additions which the Minis-
try can enforce upon all schools and universities in the country to promote the 
UN’s Millennium Campaign.

Along with changes to the syllabus such as ‘cross-curricular’ education which 
teachers and professors will provide to their students, each educational insti-
tution will initiate its own projects directed towards solving one of the eight 
MDGs. Every educational institution in the country will also have a chapter of 
the UN-UAE MDG Youth Club, with its own constitution for electing officers, con-
ducting meetings and management of funds. YEDI Base Camps, part of the Youth 
Clubs, will be two-week training programs modeled along the lines of intensive 
boot camps which will provide students with fun physical and mental exercises to 
support practical aspects of the theoretical, in-class teachings. 

Media communications chosen have been suitably unorthodox for the campaign. Guer-
rilla marketing, street marketing and viral marketing will be employed as the 
primary communications vehicles for reasons of thematic consistency and target-
audience receptiveness.

‘The Revolution of Being Selfless’ theme could not be more suited to the turbulent 
times of the world. The economic, social, and medical hardships that third-world 
citizens are experiencing have reached a devastating plateau. It is with this 
tragedy in mind that the United Nations signed on its Millennium Declaration in 
2000, and with the commitment to this cause that we envisioned a truly unique cam-
paign that would fully realize the U.N.’s main objective of eradicating extreme 
poverty by 2015. The YEDI strategy is so powerful in its essence that it will be 
the first and foremost program to accomplish those eight goals.

1
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THE MISSION

To develop an integrated marketing communications campaign to raise 
awareness about the Millennium Development Goals (MDGs) for the United 
Nations. Our campaign must primarily target students, teachers and edu-
cational bodies within the chosen market (United Arab Emirates), and 
expenses must lie within the allocated budget of USD 10 million. 

Our Assignment

While the UN’s Millennium Campaign has succeeded in garnering the sup-
port of 189 countries, current efforts to realize the campaign’s eight 
development goals have been characterized as insufficient if the goals 
are to be achieved by 2015. As a result, for the goals to be achieved 
within the given time frame, more people from around the world have to 
be made aware of, educated about, and committed to realizing the eight 
MDGs. With this as the foundation of Base Communications’ approach to 
the campaign, the Youth Education Initiative (YEDI) was conceived.

Our Rationale

Campaign Parameters

o  The year-long campaign will run from July 2007 to June 2008
o  The campaign is divided into three stages that will run almost 
   simultaneously: Awareness stage, Drafting/Enlisting stage, and 
   Action/Pro-active participation 
o  Media schedule should give priority to academic school year 
   periods
o  A variety of relevant and effective media/promotional tools must 
   be utilized
o  Awareness about the MDGs amongst key stakeholders (Ministries of 
   Education, professors, parents, students, and corporate sponsors)  
   must be increased
o  Utilize the military theme to create awareness and achievement of 
   the eight MDGs
o  The “Revolution of Being Selfless” slogan and the ‘YEDI’ logo must 
   be employed consistently throughout all communications
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SWOT Analysis

Strengths Weaknesses
1) YEDI is about unifying people 
   and solving a big social and 
   humanitarian cause.
2) The first initiative of its kind
   in U.A.E.
3) Military theme that lends a  
   cult status to YEDI

1) Being a large-scale initiative
   requires constant follow-up 
   which can prove to be difficult
2) Initial success of the initia-
   tive is based primarily on the 
   support of its stakeholders

Opportunities Threats
1) U.A.E. youth are well-educated 
   and savvy.
2) People in U.A.E. have the finan-
   cial resources to support such 
   a cause.
3) Potential to collaborate with 
   corporate sponsors who would 
   like to showcase their corpo-
   rate social responsibility in 
   the U.A.E.

1) Threat of people showing low 
   interest in YEDI and very lit-
   tle involvement.
2) Rejection of YEDI proposal by 
   the Ministries of Education. 
3) Limited awareness among the 
   target audience about the 
   eight MDGs to be achieved by 
   2015.
4) The existence of credible 
   charitable organizations vying 
   for target audience’s atten-
   tion, time and money.
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The Millennium Campaign 

In 2000, the United Nations identified eight pressing issues facing the 
world today, and all its 191 member countries agreed to launch a campaign 
to achieve the goals by the year 2015. Titled the Millennium Campaign, 
the UN Declaration plan included the following eight Millennium Develop-
ment Goals (MDGs):

Worldwide programs such as ‘Stand Up Against Poverty’, ‘Voices Against 
Poverty’, ‘Teachers Without Borders’, ‘Campaign for Education’, ‘The 
Borgen Project’, and ‘MillenniumPromise’ have been immensely popular and 
have had great successes in bringing about awareness and advancement to 
the Millennium campaign. However, efforts in the MENA (Middle East and 
North Africa) region towards the eight MDGs have been far less frequent 
and significantly smaller in scope than those of developed Western na-
tions. On a regional level, the MENA countries are facing a basic prob-
lem of reporting required information to the United Nations due to the 
unavailability and unreliability of relevant data for accurate documen-
tation. Only two countries in the region have been active and successful 
contributors to the Millennium Campaign, namely Lebanon and the U.A.E.

The Millennium Campaign 

The Millennium Campaign 

THE U.A.E.’s Progress
The U.A.E. government has been exemplary in achieving the MDGs within the 
country. As of November 2006, the U.A.E. government reported the follow-
ing successes in relation to the UN’s Millennium Declaration:

• Income per capita parallel to those of developing countries and in-
  creasing every year, with 0% of the population living with less than 
  one dollar a day 
• One of the lowest international rates of under-weight children below 
  five years of age
• Not one citizen suffering from malnutrition; food is widely available
• School enrollment rates for both males and females have reached 97%; 
  the literacy rate among the 15-24 age group grew to 95%, with 100% 
  literacy expected by 2010
• Females comprise 22.4% of the labor force, and there are continuous   
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  improvements in the area of female empowerment 
• Mortality rates among children below the age of five have been re-
  duced by 60%, far exceeding the rate set by the UN
• One of the world’s lowest HIV rates since the inception of its pre-
  vention program in 1985; other diseases such as malaria and polio 
  have been virtually eliminated
• The establishment of and commitment to the National Environment Plan 
  of Action of 2000, with continuous additions of environmental dimen
  sions to all national plans

Accordingly, in 2005, the U.A.E. was ranked 41st in the list of coun-
tries with high human development, representing an eight-rank increase 
over the previous year. The rank represents the highest move on the list 
for the year.

 More about U.A.E.:

• The U.A.E. (population of 4.3 million) has an open economy with a 
  high GDP per capita of USD 29,100 (2005 est.), as well as a sizable 
  annual trade surplus. 
• With 2 million students, the ages of 15 to 39 year olds are the larg
  est group at 50%. With 25% of the population, the under-15 age group 
  is second largest. 
• Eighty percent of the total population is made up of expatriates; re
  sulting in major diversity and tolerance. 
• Literacy rates among men and women are at 91% and 84% respectively, 
  with plans for 100% literacy by 2010. 
• Growing economy, highly developed telecommunications networks, and 
  government stability are substantial factors in making it a highly 
  suitable choice for the campaign.
• Highly ambitious and highly motivated leaders comprise the backbone 
  to fulfilling the Emirates’ unique demands and vision. The results of 
  such characteristics can be seen the world over and is rapidly mak-
  ing this country a benchmark for the Middle-East, as well as the 
  world. 

  U.A.E Involvement and Aid

•  The United Arab Emirates (U.A.E.) has been one of the region’s 
   pioneers in its continuously exceptional philanthropic aid and as-
   sistance to disadvantaged countries. 
•  The country is part of the Arab Gulf Program for United Nations De-
   velopment Organizations (AGFUND), which supports human development, 
   particularly for women and children, in developing countries. 
•  The U.A.E. has launched several humanitarian and charitable proj-
   ects, contributing more than AED 100 billion (USD 27.25 billion) in 
   development aid in the last 30 years through the International Mon-
   etary Fund. 
•  The Mohammed Bin Rashid Al Maktoum Charity and Humanitarian Founda
   tion is one U.A.E. organization that has embarked on six charity 
   projects in Palestine, amounting to AED 12.5 million (USD 3.4 mil-
   lion). 
•  The U.A.E. also offers loans and grants to foreign countries in order 



66

to develop their infrastructure, health and education services. 
• The Abu Dhabi Fund for Development (ADFD), over the last 35 years, 
  has donated more than AED 21 billion (USD 5.72 billion) to 51 coun-
  tries. The Red Cross, Red Crescent and Make Poverty History are just 
  a handful of the aided charities. 
• USD 13 billion project with the Red Crescent endeavored to rebuild 
  refugee camps and improve the lives of Palestinian people displaced 
  by war. 
• The U.A.E. participated in the ‘Stand up’ Against Poverty event, 
  held on the 15th and 16th of October 2006, where 20,003 residents 
  stood up against poverty in more than 21 ‘Stand Up’ events taking 
  place simultaneously in three emirates of the country, while the 
  MENA region had 38 events planned overall.

These tremendous undertakings demonstrate the U.A.E.’s capabilities, 
desire, and commitment to being a charitable and philanthropic country, 
and for these reasons, make it a well-chosen target for the campaign.

The target audience selected for this campaign is three-fold and they 
will be called ‘Units’ to add synergy and be consistent with the mili-
tary theme. Each target group will be called a Unit because each one is 
its own separate group which needs to be addressed differently:
 

 Unit #1 

Ministries of Education: First and foremost, the Ministry’s support 
is necessary as it will act as the ‘enforcing body’ which will ensure 
implementation of the program across all schools and universities in 
the U.A.E. This target involves two individual sub-targets, His Excel-
lency Dr. Hanif Hassan Ali, the Minister of Education, as well as His 
Excellency Sheikh Nahyan bin Mubarak Al Nahyan, the Minister of Higher 
Education and Scientific Research.

 Unit # 2 

Teachers/Professors: School teachers and university professors are an 
essential communications vehicle of this campaign as they will act as 
the ‘moving body’. Teachers have considerable influence over students, 
especially at the elementary level. They may also be able to impart 
valuable life lessons about pro-activity and anti-apathy and influence 
students’ perspectives towards humanitarian causes. Teachers and pro-
fessors are invaluable in this campaign, since they began the profession 
because of a passion to teach and to teach well, and perhaps they feel 
most accomplished in their careers when they truly affect a student’s 
life for the better. 

 Unit # 3 

Students: Fundamentally the end-target or the ‘core body’ of the cam-
paign, students represent the next generation whose emotional and be-
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havioral involvement should be encouraged at an early stage in life 
and nurtured throughout their school years to build pro-activity and a 
drive to help. This is especially important in the day and age of mass 
hedonism and materialism, where youth are generally highly self-in-
volved and largely ignorant of the needs and issues of the world. The 
YEDI program will instill in them the values of ‘Being selfless’ and they 
will be transformed into participative philanthropists who can lead our 
future globe.

The importance of early childhood development programs
 It is widely acknowledged that a student’s early years are funda-

mental in absorbing behavioral and character traits such as intelli-
gence, personality, and social behavior. Accordingly, of greatest prior-
ity is the need for young minds to be exposed to far-reaching lessons, 
as this phase of development will go on to define those children’s per-
sonalities, and establish their relationships to the outside world.

One study’s findings of early childhood development programs was the sig-
nificant value of youth empathy training as a strategy in promoting long-
term success towards the fostering of empathetic feelings and increase 

in pro-social behavior.

Insights

Unit #1: These are institutions that are at the forefront with introduc-
ing the latest in educational developments. The U.A.E. likes to be the 
first and best in everything and so the Ministries would like to be the 
first to adopt the YEDI program since it is a progressive concept that 
has never before been attempted. 

Unit #2: These individuals became teachers because of a passion to make 
a difference, and have the leadership qualities needed to implement 
change. Participating in the YEDI program will satisfy their need for 
affecting their students’ lives in a way that will motivate them to make 
a difference in their world. 

“I’ve been dreaming of becoming a teacher since I was 7 years old be-
cause of the Arabic teacher I had in school. I still remember her to 
this day.” M.I., 42, Assistant Professor of Decision Sciences, AUD

“I never thought I would become a teacher until I reached my senior 
year at high school and wanted to influence other teenagers’ lives the 
way my teachers did with me.” L.C., 34, 10th Grade Sociology Teacher, 
International School of Choueifat

“I always wanted to be in control and to be able to direct younger in-
dividuals and lead them the right way.” H.N., 31, 1st Grade English 
Teacher, Abu Dhabi Cambridge School 

Unit #3: 
Students in this region feel helpless, invisible and unable to make 
life-changing decisions. They want to help, but consistently feel that 
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their effort alone is not enough to do anything.

“I saw the devastation that occurred around the world because of the 
tsunamis and Hurricane Katrina. I wish I could do more to help but in 
Dubai there’s nothing I can really do.” Jeff Smith, 14, Emirates In-
ternational School 

“I’d like to help but how can I? I don’t know how. I don’t have any 
money.” Nouf Al Amarri, 11, Mawakeb School

“What difference will I make? I’m just one person.” Zeina Kaddour, 20, 
AUD

YEDI’s Mission Statement
The UAE-UN MDG YEDI is the foremost educational initiative of its kind 
integrating the eight Millennium Development goals into academic educa-
tional systems from K-K and working to cultivate pro-activity, promote 
humanitarian causes and minimize indifference in a generation that has 
learnt to grow detached from its ‘Real Self’. YEDI aims to instill in 
children the values of ‘Being Selfless’ from a very young age to ensure 
that this future generation is one that is socially conscious, well-
informed and well-prepared to tackle the issues of the world. 

YEDI’s Philosophy
We believe that youth growth is beyond physical stature;
We believe that world prosperity is beyond economics.

We believe that these two stances are the starting point to help the 
current generation acquaint itself with the real sense of “self”... 

beyond ignorance, materialism and indifference

 How will YEDI be implemented?

Textbooks will have to be revised for instructors to provide examples, 
advice and instructions on how to incorporate the MDGs into the course 
content. The YEDI Base Camps for teachers will train teachers on how to 
do so. All educational institutions will be required to integrate mate-
rial into their syllabuses and students of all grades, from Kindergarten 
to University (K-K), will be required to further develop their knowledge 
on these issues as well as to contribute to the advancements of these 
goals.



9

The following syllabus has been developed for schools and colleges/uni-
versities (K – K) around the U.A.E. The columns describe the appropriate 
MDG(s) to be taught, the subject of incorporation, as well as examples 
of implementation (either through assignments, activities, projects or 
clubs). This syllabus is merely a guideline, and amendments may be made 
in the courses used and example activities suggested to appropriately 
integrate the material into school curriculums.

Grade MDGs Example 
Subject(s)

Example Activities 

KG I/II 1 Art •Make students draw pictures of children who are poor and 
suffer from no education. For example, the teacher can draw 
a picture of a small girl in Kashmir being helped by a mili-
tary officer who gives the girl pencils and books to write 
on.
•Students can stick the pictures outside the art room show-
ing how each individual can make a difference. 

1 1 Music, 
Art

•Songs that will be taught based on the world problems will 
be sung during assembly time. 
•Making ‘bare necessities bags’ (includes food, clothes, 
toiletries, toys, etc.) to be donated at the end of the year 
to underprivileged children in Africa and Asia.

2 1, 7 English •Incorporating words and stories about low income countries 
in reading lessons.
•Reading poems about reducing waste and recycling

3 1, 7 Science 
and Math

•Calculating word problems about poverty-stricken countries. 

4 1,2,
7

Science •Learning about plants, trees, and animals
•Learning how to protect the environment and the planet. 

5 1,2,7 English 
language 

•Reading stories about poverty and underprivileged individu-
als and answering questions related to the text in compre-
hension lessons. This can be a competition within the class. 
The student who answers the best gets a certificate from the 
school. 

6 1,2,3 
and 7 

History •Studying the history of education, educational establish-
ments, and the biographies of influential educators and phi-
losophers

7 1-7 Geography •Studying the different social, political and economic as-
pects of different countries.

8 1,3,
4,7

Drama •Writing and enacting a play about ensuring environmental 
sustainability. 

9 4, 5, 
6

Biology 
and Geog-

raphy

•Learning about devastating diseases such as AIDS, malaria, 
etc.
•Studying the reasons for child mortality and ways of improv-
ing maternal health. 

10 3 Art •Depicting the empowerment of women and the importance of 
gender equality through art. 

11 1-8 English 
and Eco-
nomics 

•Analyzing macroeconomic factors of low income countries
•Writing a report with suggestions for GDP changes to help 
achieve the goals.

12 1 - 8 Event •Writing a fictional story with a plot associated with any of 
the eight goals; (best story will be published in the school’s 
newsletter and on its website)

Univer-
sity
Freshmen

1-8 University 
Prepara-

tion

•Organizing a grand event with minimal assistance from pro-
fessors and administrators; event must have a specific theme 
and raise funds. 
•Every club within each university will work on this event. 
This allows for co-operation among various clubs at univer-
sity.
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A fundamental, complementary factor to this classroom learning is ex-
ternal education through extracurricular activities. Each educational 
institution will have a Club, with its own constitution for electing of-
ficers, conducting meetings and management of funds.  To make the Club 
more credible and for students to take its work more seriously than other 
student-run clubs or activities, each chapter of the Club should have 
official support from the educational institution. Figure 1 shows the hi-
erarchy that needs to be in effect for the Youth Club’s inauguration.

The club will be constituted under 
the guidance of the Dean of the edu-
cational institution as well as an 
advisor from the faculty of the insti-
tution. Exemplary positions include 
President (General), Vice President 
(Brigadier), Treasurer, PR Officer, 
Secretary, and Events Coordinator of 
the club. Students have the opportu-
nity to earn titles in the Operation 
YEDI Club by earning points according 
to the level of involvement and par-
ticipation in the YEDI program.  
The Operation YEDI Octavo Clubs are 
divided into two departments: The Ac-
tivities Department, responsible for 
initiating and executing a project 
that contributes to raising aware-
ness and achieving one or more of 
the 8 MDGs; and the Funds Depart-
ment, responsible for raising money 
and supplies to support the projects/
activities being implemented by the 
Activities Department. The depart-
ments will frequently have to work in 
conjunction.

Several projects may be undertak-
en simultaneously, but at least one 
project/event per school per month 
needs to be implemented in order for 
the school to maintain its Operation 
YEDI Octavo Club status. One event 

will be held each month by each educational institution’s Operation YEDI 
Octavo Club. The academic school year consists of eight months (September 
is excluded since it is too close to the commencement of the new year to 
conduct an event). Since there are eight months, each month will stand for 
one of the eight MDGs and an event that relates to one of the eight goals 
will have to be held each month. Each and every student will be encouraged 
by the administration, faculty and staff to become a member of the Club and 
actively participate in one or both of its departments, with membership 



11

being accessible to every interested student. The process of becoming 
a member involves a quick and simple form-filling so that students are 
not discouraged by excessive administration formalities and procedures 
to join.

To ensure that the Funds Departments have an initial annual budget, a 
fee should be enforced as part of every participating school/univer-
sity’s registration fee. Primary research results indicated that stu-
dents were willing and able to pay an average of AED 70 to 90 per year 
to support a humanitarian cause. The amount of AED 80 (USD 21.79) was 
agreed upon, as the number 80 can be linked to the 8 goals. The revenue 
collected from registration will be used as the starting budget for the 
Club. Once the students have completed the YEDI Base Camp, instead of an 
invoice, a certificate of membership and a Cadet badge will be presented 
thereby making them YEDI ‘soldiers’. 

 YEDI Base Camps 

The YEDI Base Camps will be two-week training programs modeled along 
the lines of an intensive boot camp which will provide students with a 
crash course on all eight MDGs and the Operation YEDI Octavo. The YEDI 
Base Camps will create awareness, allow for recruiting/enlisting (by 
becoming a cadet), and then being proactive (students can only move up 
the ranks according to their degree of activity). Once they have accu-
mulated enough points through participation, they will progress through 
a hierarchical system and be entitled to become Lieutenants and then 
Colonels, Majors, Brigadiers and finally Generals. Each time students 
earn a new title, they will be awarded a badge and a certificate as in-
centives to encourage participation. 
Teachers would have to attend the Teachers’ YEDI Base Camp from 29-30 
August (before the academic year begins) so that they are informed about 
the MDGs and are trained and ready to conduct YEDI Base Camps for stu-
dents. Teachers will impart everything they have learned about the MDGs 
to students in the YEDI Base camps for students. 

The Internatioanl School of Choueifat and Our Own English High School 
were chosen as the two test schools to implement the YEDI Base Camps. 
Both schools are good test samples since they have branches in almost 
all of the emirates and have large campuses with large student bodies. 
Test universities were chosen according to their popularity and repu-
tation within the UAE. Consistency in the names and systems that the 
universities followed was considered as much as possible:

o Abudhabi:
ABuDhabi University or Ajman University of Science and Technology (AbuD-
habi Campus)
o Dubai:
The American University in Dubai  
o Sharjah:
The American University of Sharjah
o Ajman: Ajman University of Science and Technology
Fujeirah: Ajman University of Science and Technology (Fujeirah Campus)
o Umm Al Qaiwan
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o Ras Al Khaimah:
George Mason University

The YEDI Base Camps will be conducted by each school’s teachers for 
students to participate in during after-school activities.  The YEDI 
Base Camps will be implemented simultaneously in schools and universi-
ties across the emirates. They will be held at the start of the aca-
demic year in October. The campaign in itself will not involve three 
phases, rather individuals will be pushed through the three stages in 
rapid succession: Awareness, Enrollment/Drafting and Proactivity. 

  YEDI Drills

YEDI Drills will include both physical and mental timed exercises, 
military style but in a fun way that promotes learning of the eight 
MDGs both theoretically and practically. Drills include 2-minute pop 
quizzes held in class based on how much students have learned about 
the MDGs. There will be incentives in the form of prizes for achiev-
ing the highest score. In addition, drill quiz scores will contribute 
towards accumulating points which will help students advance through 
the YEDI ranks. 

Face offs are similar to Drills as they test students’ knowledge about 
the MDGs. However, they involve teachers and students going head to 
head in competitions like quizzes and debates to assess if students 
know as much or more than their teachers. It will be a good evolu-
tionary measure to test if teachers have been successful in imparting 
their knowledge about the goals to their students.
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o Generate awareness of YEDI and how it aims to achieve 
        the eight MDGS 

o Ensure that all communications convince the three 
        units to fully draft/enlist in YEDI

o Ensure that all communications convince the three 
        units to actively participate in YEDI

o Create a “buzz” about YEDI among Unit #3

o Ensure that Unit #3 perceives YEDI as cool, edgy and fun

o Create a synergistic perception of all eight MDGs

o Position ourselves as interesting and unconventional 
        so as to persuade Unit #3 to participate in YEDI versus 
       other charities

         Brand Positioning

“The Revolution of Being Selfless” implemented by YEDI will enable our 
Units (target audience) to be trained to value the objectives of the 
MDGs through the various acts of being selfless. “Being selfless” revolves 
around making Units realize the gift of giving and thinking beyond 
themselves. It tells the story of their lifelong progressive lesson of 
learning. They will have a sense of belonging to a team that is work-
ing on a unified mission to contribute to the welfare of the world, not 
the welfare of the individual. A “revolution” is expected to take place 
through an evolutionary process of educating the units through theoret-
ical (academic curriculum) and practical teaching (YEDI Base camps).

Ministry of Education:
1) Acquire the ministries’ approval for initiating YEDI in all educa-
tional institutions.
2) Encourage the ministries’ pro-activity by incorporating the eight 
MDGs in the curriculum of schools and colleges.

Teachers:
1) Generate awareness among the teaching body in order to get them to 
recognize the crucial need of being a part of the YEDI. 
2) Encourage the teaching body to enroll in the Teachers’ YEDI Base 
Camp through multiple incentives.  
3) Ensure the teachers’ active participation through the implementa-
tion of the material that they learned in their classrooms. 
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Students: 
1) Create awareness of YEDI and its projected objectives, and how 
the participation of this program will enable them to rediscover them-
selves.
2) Persuade the students to actively participate by signing up for 
the YEDI Base Camp.
3) Ensure the utilization of the material learned in both the camp 
as well as the in the classrooms by participating in the various YEDI 
club activities.

The secret agenda behind the “Military” and operation 
YEDI octavo:

In a world filled with ignorance, selfishness and insensitivity, the 
United Nations assigned the eight MDGs to be executed by 2015 for a 
better future and for the welfare of humanity. After taking an in-depth 
look at the market by conducting research and correlating it with the 
UN goals, we found that the military theme will be suitable for this 
cause due to the philosophy behind it and its unconventional nature of 
communicating our message to the target. This nature would grab the at-
tention of our target audience, build their interest and consequently 
motivate them to active participation. In the past, wars have been 
fought and at the end of each war the UN forces come and spread peace 
between the parties. However, we decided to declare a pre-emptive war 
against everything that can impede the progress of the MDGs. Finally 
we will be fighting back. When you are in an army you are a part of a 
family, you are compromising in order to achieve a higher goal, you are 
fighting for a change, and an ideal. The word Military will not have a 
negative connotation as we are fighting in a non-violent way for human-
ity. 

We will be divided into eight army divisions and each division will be 
fighting its own war to ensure the achievement of each goal of the de-
clared goals by the UN. 
• The war against POVERTY
• The war against ILLITERACY
• The war against GENDER INEQUALITY
• The war against CHILD MORTALITY
• The war against MATERNAL ILLNESS
• The war against HIV and DISEASE
• The war against ENVIRONMENTAL ABUSE
• The war against DISUNION

The word Octavo will be used because it translates to ‘eight’ in Latin 
also stands for Operation 8 – a dedicated effort towards achieving the 
MDGs. In addition, the word Octavo gives a sense of encryption adding 
to the military feel. Terminology such as Units to symbolize target 
audiences and Drafting to mean participation will be used throughout 
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the campaign.  For the youth, individual identity and a sense of be-
longing is very important. The military theme will enable the YEDI 
program to build a hip, cult following which makes a statement about 
an individual’s personality. 

The YEDI logo

The UN-YEDI logo can transcend any campaign as it is the symbol for 
YEDI. It incorporates the UN logo and the laurel leaves signifying 
peace since YEDI is a part of the UN, attempting to achieve UN estab-
lished goals. 

The Operation YEDI Octava logo
 The logo – dogtags with the word “YEDI” engraved, the UN logo and a 
military print are consistent with the military theme of the campaign, 
and extend a visual identity to YEDI.

This logo will be used consistently in all YEDI activities and com-
munications. In addition, the dogtags can become a fashion icon and 
socially responsible insignia for young people representing their de-
votion to YEDI. Through the dogtags, the campaign will work toward 
making the youth perceive belonging to the Club and the acronym ‘YEDI’ 
as something trendy. The dogtags can be sold online and the revenues 
can be contributed towards funding YEDI activities. Apart from dog-
tags, military bracelets and stick-on tattoos can also be branded with 
‘YEDI’ and sold to Unit #3.
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INTERNET BANNER ADS
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  COMMUNICATIONS MATRIX TEACHERS

(Broad) Brand Messages (Broad) Brand Incentives
ST The information about the UN Millennium 

campaign regarding where to sign up, how, 
and including contacts for further data 
requests. These messages will be passed 
through flyers and posters in schools uni-
versities. Also, insertions in 7 days on 
the Operation YEDI Octavo website will be 
placed. Consequently, the information will 
also be placed in the brochures and through 
SMS.  These mediums will optimize the Units’ 
chances of being exposed to the message, and 
eventually reach them.

• Raffles(promotional)
• Contests(promotional)
• The different engaging 
activities specifically the base 
camp which can be an incentive 
for our units to learn and im-
prove their capabilities.
 

LT “The Revolution of Being Selfless” 
This slogan will appear in each of the cho-
sen mediums and vehicles. The rationale 
behind this slogan and it being placed on 
all the touch points is because it communi-
cates the exact message we want our Units to 
value: their participation in the revolution 
promotes the true meaning of being selfless.

The loyalty program offered 
which is a Hierarchal incentive 
in a sense that students earn 
points according to the level 
of involvement and pro-activ-
ity in the YEDI program.  Stu-
dents have to gather a certain 
amount of points in order to 
move up the YEDI ranks starting 
from the lowest at Cadet level 
to the highest at the General 
level. In addition, military 
badges and certificates will be 
offered.

  
Examples of messages:

Teachers:
• Awareness: the Youth Educational Development Initiative aims to 
promote the eight UN development goals. Find out more about the UN goals 
and the YEDI  Octavo Club, join us on........at................ and be a 
true educator
• Attitudinal: teaching is not an obligation for you, it’s a quest to 
implement change.................join the YEDI Base Camp, expand your 
horizon and make a difference.
• Behavioural: congratulations you are an official YEDI trooper, set 
your mission and utilize your knowledge in the war for humanity.

Students:
• Awareness: the Youth Educational Development Initiative aims to 
promote the eight UN development goals, find out more about the UN goals 
and the YEDI club, join us on........at................and become an ac-
tive member.
• Attitudinal: Challenge Yourself, Challenge the World. .......... 
join the YEDI Base Camp and declare your support to the UN development 
goals in the war of saving humanity
• Behavioural: You are a certified Cadet of YEDI. Defy yourself and 
become a General. Get involved and become a soldier.
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Considering the media objectives and the defined target market, the 
media strategy will be focused on using unconventional media with 
the use of some traditional media throughout the campaign to ensure 
exploitation of highly targeted platforms that are consistent with 
our target. 

The reason being that in the defined target market, media consump-
tion habits have made it a challenge for advertisers to effectively 
and efficiently communicate with their target audiences because 
most media advertisements tend to be ignored due to the rising 
communication clutter in this market. Therefore, the media plan is 
highly targeted and the type of media used relates to the target 
market’s interests.

The media chosen to communicate with the students in the U.A.E. are 
those which will effectively grab their attention, deliver YEDI’s 
message of being selfless and urge some sort of positive behaviour 
towards Operation YEDI Octavo. 

     MEDIA OBJECTIVES

1. To reach 60% (122,452 students) of the defined target market (students 
from K2K) with a frequency of 3 times through the Operations YEDI Octavo 
messages. 
2. To deliver YEDI Octavo messages effectively and efficiently in order 
to raise awareness amongst the defined target audience.
3. Through the YEDI messages encourage students to take action and ac-
tively participate in the YEDI Base Camp events.
4. Too utilize the same media throughout all seven Emirates to ensure 
consistency.
5. To capitalize on new and unconventional media in order to communicate 
with our target audience with minimal media wastage.

          MEDIA PLAN

GUERILLA MARKETING: 

Guerrilla tactics will be used to create hype through visual advertise-
ments in unconventional ways, such as graffiti walls, stencils, YEDI post-
ers and propaganda posters, which will be placed in schools and universi-
ties. These ways will allow for a broader reach of our target group and 
will be more attention grabbing than traditional visual advertisements, 
for example on billboards. 

graffiti walls: The graffiti walls will be a board or a designated wall in 
the participating schools and universities where students will artfully 
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represent the MDGs and their personal views on the experiences regard-
ing the Operation YEDI Octavo. This idea is aimed to promote youth 
engagement and personal expressions.

stencilling: The stencil cut outs uses the armed forces theme to depict 
images of the eight MDGs in an effort to convey a positive image of 
the fight against poverty in its many dimensions. These will be handed 
to students by the YEDI Club to be traced and filled out on different 
premises. The aim of this idea is to provide students with fun activi-
ties related to the learning of the MDGs while revolving around the 
military theme. 

propaganda posters: The propaganda posters will use the same stencil 
images however with brief written descriptions. These posters will be 
posted in classrooms, hallways, toilets around the schools and uni-
versities as well as in youth “hot spots”, for example in student ca-
fes.

yedi posters: Informative posters on the whole Operation YEDI Octavo 
campaign will be posted in schools and universities encouraging stu-
dents to enlist as an active member of the YEDI Club and participate 
in the Base Camp activities, to advance towards achieving YEDI’s mis-
sion.

STREET MARKETING:

Street marketing will not only be directed at communicating with the 
target audience but will also aim to create a buzz amongst the public 
around the country. This will include the use of posters and street 
chalking. In order to carry out this tactic, permission from the mu-
nicipality will be needed for designated areas where posters can be 
placed and chalk drawings can be made. 

posters: YEDI and propaganda posters will be placed around the city in 
designated areas on the streets, especially around the “hot spots” of 
the city. 

street chalking: Street chalking is a concept which will appeal to the 
students and grab people’s attention. The MDGs, the stencils, and the 
military theme will be depicted in the chalk drawings on the roads, 
pavements and on the walls around the streets, especially around 
school and university campuses, in all the cities.

VIRAL MARKETING:

Methods such as word-of-mouth, internet seeding and buzz marketing will 
be used to create awareness about the Operation YEDI Octavo campaign 
and what it entails. Footages of the Base Camp events and activities 
will be uploaded on YoutTube and on Facebook (where the Operation YEDI 
Octavo group will be formed). The aim is to urge the target audience 
to inquire about the MDGs, the Base Camps, and all that the Operation 
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YEDI Octavo entails. 
 
INTERNET:

The internet will be one of the most important mediums used to communicate 
information about the Operation YEDI Octavo. It will be used launch the 
official website for this campaign and allow access to information about 
the Operation YEDI Octavo and what it entails. The website will include 
information regarding the philosophy, the background of U.A.E., the YEDI 
club, the MDGs, useful tools such as a search engine, chat forums, discus-
sion boards, online surveys, broadcasts and evaluation measures such as a 
visitors count. This website will be advertised on the posters as well as 
on MSN Arabia with the use of banner ads. Facebook will also be used to 
create a Operation YEDI Octavo group, where students can post discussions 
on the walls. YouTube will be used to upload footage and videos of the Base 
Camp events and have them linked to Facebook. 

PRINT:

The only print media that will be used is the newspaper called 7 Days. This 
newspaper is classified as a tabloid and is one of the only newspapers that 
has the highest reach towards students. Advertisements in this newspaper 
will allow for campaign awareness amongst students and the upcoming Base 
Camp events. 

SMS:

SMS is one of the most effective mediums that will be used to directly and 
personally communicate with Unit #3 and inform them about upcoming events 
and encourage them to enlist. The messages will be targeted at students and 
teachers informing them about the Base Camp events, updated information, 
recruiting information, and any other information concerning the Operation 
YEDI Octavo campaign.

DIRECT MARKETING:

This traditional medium will be used to communicate with the teachers and 
inform them about the Operation YEDI Octavo campaign, what it entails, the 
concept and importance of the MDGs and what their role as teachers would 
be. Brochures will be sent to all teachers after the Inauguration on August 
26th, 2007 and it will allow for personal, one-to-one communication and 
delivery of tangible content for teachers to overview concerning the cam-
paign and the syllabus changes required to teach the MDGs to students. 

PROMOTIONS:

The loyalty program will serve as an incentive for students to enlist in 
the YEDI Club and actively learn and participate in the Base Camp events. A 
hierarchical-certificate program will be implied where students earn points 
according to the level of involvement and participation in the YEDI pro-
gram.  Students have to gather a certain amount of points in order to move 
up the YEDI ranks starting from the lowest at Cadet level to the highest 
at the General level. Certificates will be given to students as they pass 
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every rank and move on to a higher rank. These certificates will be acknowl-
edged by universities as socially responsible extra-curricular activities, 
which will help students in schools when applying to universities. This 
method will try to attract as many students as possible encouraging them 
to participate for a good cause.

SPONSORSHIPS:

Sponsors will be needed to support this campaign through monetary funds, 
physical offerings and other necessary means to carry out this campaign. 
The program sponsorship is divided into 3 categories: presenting/title 
sponsors, associate sponsors, and supporting sponsors. 
 
title cash sponsors: EMAAR and Emirates Airlines have sponsored several 
charity and youth events in the past will be approached to be the campaigns 
title sponsors. In exchange for providing financial support, they will be 
given a number of benefits such as complete advertising as our title spon-
sors on all collateral used. 
 
associate sponsors: Companies like P&G, Aramex and Nokia will provide us 
with lower level financial support in exchange for lower level benefits. 
The sponsors will also be responsible for providing prizes for the ‘sol-
diers. 
 
supporting sponsors: Companies like Sun & Sand, Aujan, 7 Days, Gulf Tech-
nical Printing Press, Etisalat and American University in Dubai will be 
approached for Barter Sponsorship. They will be given benefits in exchange 
for products and services. 
 • Sun & Sand will provide sporting equipment for the YEDI Base  
  Camp
 • Aujan, a non-alcoholic beverage company will provide beverages 
  at the events it sponsors
 • 7 Days will provide free advertising space for YEDI events and 
  activities
 • Gulf Technical Print Press will print the collateral (posters, 
  flyers etc) that will be needed to promote YEDI events and ac-
  tivities
 • Etisalat, the telecomm provider in the U.A.E., will donate the  
  value of each SMS sent by units. Etisalat’s total contribution  
  will go towards funding YEDI projects. Etisalat will also act 
  as a barter sponsor by providing free SMSs to Base Communica- 
  tions to send to our Units.
 • AUD will provide its auditorium for our press conference, the  
  teachers day event and Ministries of Education.
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PUBLIC RELATIONS

press conference: A press conference will be held before the start of the 
campaign to announce the introduction of this campaign. Various media in 
the U.A.E. will be invited to attend the press conference where press 
kits will be given and a press release will be sent out after the press 
conference. 

inauguration: An inauguration will be held to mark the start of the Oper-
ation YEDI Octavo campaign. Invites will be sent to the Ministry of Edu-
cation and the Deans and Principles of all the schools and universities 
in the U.A.E. This will be held at the AUD auditorium. 
 
teachers day: This event will be held at the beginning of the school year 
for the teachers of the different schools and universities where two 
representatives from each school and university will attend. This will 
include a dinner and an informative speech on the campaign and what it 
entails, including the curriculum change. 
 

EVENTS

The Base Camp Events: Base Camp will carry out several events promoting 
the MDGs with the military theme. These events will include The Drill, 
Q&A and Student & Teach Face-offs. These events will allow students to 
not only learn about the MDGs abut also carry out fun, physical activi-
ties related to the military theme.

The YEDI March: This is an event that will be take place at the end of 
the academic year in each educational institution. It will be a parade 
that will involve all the ‘soldiers’ showing off their newly earned ti-
tles. Just like Generals, Majors and Lieutenants in an army, the Opera-
tion YEDI Octavo Generals and Lieutenants will join the march in sup-
port of achieving all eight MDGs. The March will be a way to display 
each ones accomplishment. The campaigns sponsors Aujan and Sun and Sands 
Sports will also be present to create a carnival-like atmosphere. The 
general public will also be invited to join the ‘soldiers’ in their YEDI 
March. 

all events are expected to gain a lot of publicity in the press and this increases 
awareness and attention directed at operation yedi octava. Str
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Medium Creative Unit/Ve-
hicle

Unit Size Fre-
quency

Reach GRP’s Net Cost Per 
Insertion

Total Cost August

Public Relations
Press Conference 100 $10,000 10,000$ 12th
       (Press Kit) 23*35cm 100 12th
Inauguration 100 1 100 100 $10,000 10,000$ 25th
Teachers’ Day 
Event

50 1 50 50 $5,000 5,000$

Direct Markeing
                                                        
                                                        
                                                        
                                                        
                                                        
                                   

Teachers’ Brochure A4 (divided 
into 6 faces)

100 $3 $300 26th

Internet
Campaign Website  $100 per year $100 25th-31st
MSN Arabia- Stan-
dard Banner

468*60 1,849,460 
impres-
sions

$238 per day for 
11,900 impres-
sions

36890 
(through-
out the 
whole 
year)

25th-31st

Facebook-Free 
Publicity

# of people 
who join 
the group

$0 $0 25th-31st

Print
Newspaper - 7 
Days

33*3 cm 32 6.90% 220.8 $6,415 $205,280 

SMS
SMS directed at 
students

160 Letters 11 12,219 $3,299 $36,289 25th

Viral Marketing
Footage placed on 
You Tube, Face-
book

30 Sec $0 $0 

Guerilla Marketing
YEDI Posters 
- schools & univer-
sities

A1 $40 $2,000 

Graffiti Expression 
Walls

Any Size $0 $0 

Stencils Different 
sizes

$1.50 $6,000 

Propaganda Posters A1 $40 $2,000 
Street marketing

Street Posters 
(Youth Hot Spots)

A1 $40 $4,000 

Street Chalking  Any Size $0 $0 
Promotions

Loyalty program A4 $2.50 $5,000 
Sponsorship
 Title, Associate, 

and Suporting 
Sponsors

All 

Events
Base Camp: The 
Drill, Q&A, Face 
Off

29th-30th

The March 
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Medium September October November December Janu-
ary

February March April May June July

Public Relations

5th
Direct Markeing
                                       
                                       
                                       
                                       
                                       
                                       
                                       
                                          
Internet

All All All All All All All All All All All
All All up to 25th 24th-31st 10th-

17th
9th-16th 4th-11th 1st-8th All

All All All All All All All All All All All
Print

1st/8th/
15th/22/29 

4th/ 5th/ 
6th 

1st /2nd/ 3rd/ 
29th/30th

1st 24th/
25th/
26tht

21st/ 
22nd/ 
23rd 

20th/21st/
23rd 

17th/18th/
19th

22nd/23rd/
24th 

19th/
20th/
21st 

SMS
15th 6th 3rd 1st 26th 23rd 22nd 19th 24th 21st

Viral Marketing
All All All All All All All All All All All

Guerilla Marketing
16th-30th 2nd-16th 2nd-16th 4th-18th
16th-30th All All All All All All All All All All
9th-30th All All All All All All All All All All
16th-30th 2nd-16th 2nd-16th 4th-18th

Street marketing
4th-11th 1st-8th  /    

29th-30th 
1st-6th 24th-

31st 
21st-
28th

20th-27th 17th-24th 22nd-29th 19th-
26th 

4th-11th 1st-8th  /    
29th-30th 

1st-6th 24th-
31st 

21st-
28th

20th-27th 17th-24th 22nd-29th 19th-
26th 

Promotions
All All All All All All All All All

Sponsorship
 All All All All All All All All All All All
Events

7th-11th 4th-8th 2nd-6th 27th-
31st

24th-
28th

23rd-27th 20th-24th 25th-29th 22nd-
26th 
28th 
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 Budget

The budgeting in this campaign is unique in its nature due to the 
minimal cost incurred. This campaign aims at promoting major social 
causes that are of extreme important to individuals and organization 
as well as improving the welfare of humanity. As a result, social re-
sponsible organizations as shown in the table below would like to be 
part of our mission. 
As stated earlier, the differentiation of our budget relies in the 
fact that we will be not using the suggested budget by the UN of 
$10,000,000 instead we will be funded through:
1. Our sponsors as well be explained below in which each sponsor 
will be assigned to certain tasks through out the whole campaign
2. YEDI will be raising an amount of $61,600 per year from the stu-
dent population of AUD (2,800 students) in which YEDI will be based. 
This fund will be generated through an incremental $ 22 (80 AED) which 
will be added to each student’s registration fees for classes. The 
choice of 80 AED reflects the 8 MDG’S at the same time this fund will 
be used in the campaign to back up certain costs that are not covered 
by our sponsors. The total amount of funds that will be raised from 
all students 

The table below shows that the campaign is sustainable because it is 
able to support itself through fees charged. Each year, student par-
ticipation is expected to increase therefore funds are also expected 
to increase. 

 Total FUNDS 
Raised in AED 
per 60% of 
students IN 

2008

Reaching 70% 
2010

reaching 85% 
2013

reaching 90% 
by 2014

Abu Dhabi $815,019.07 $950,855.59 $1,154,610.35 $1,222,528.61
Dubai $427,095.37 $498,277.93 $605,051.77  $640,643.05 

Sharjah $393,809.26 $459,444.14 $557,896.46  $590,713.90
Ajman $226,031.61 $263,703.54 $320,211.44 $339,047.41
Ras Al   
Khaimah

$429,946.59 $501,604.36 $609,091.01 $644,919.89

Umm Al Qu-
wain

$85,523.71 $99,777.66 $121,158.58 $128,285.56

Fujeirah $291,832.15 $340,470.84 $413,428.88 $437,748.23
Total $2,669,257.77 $3,114,134.06 $3,781,448.50 $4,003,886.65
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1. Number of Youth Clubs initiated by the educational institution.

2. Number of students enrolled in the Operation YEDI Octavo Club. 

3. Number and quality of events planned and implemented by each 
   Operation YEDI Octavo Club

4. Amount of funds raised by the club.

5. Meetings with K-K administrators and General (Operation YEDI Octavo 
   Club Presidents) for feedback. 

6. Feedback forms from teachers/professors after attending YEDI Base 
   Camp and honorary dinner to assess how much they have learned and how 
   satisfied they are with the progress of the campaign.

7. Annual evaluation forms which include criteria to assess the extent 
   to which teachers/professors have incorporated MDG material in their 
   classes.

8. Comparative survey at the end of the program to test student knowl
   edge on the MDGs, measured against Base Communication’s primary re
   search results. One way of attesting this is the pop quizzes adminis-
   tered as part of Drills.

9. Number of website visitors which can be identified through website 
   counter.

10.Number of student/ teacher attendants in Base camp trainings and in 
   base Camp events such as in the Face off competitions (measured 
   Monthly)

11.Number of clicks on OPERATION YEDI internet banner ads

12.Amount of Loyalty program certificates that were issued to guage levls 
   of participation.

All results measured must be compared to objectives set. For example, 
60% student participation was the goal, so the actual result must be 

compared to the projected.
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Potential to go global

The Operation YEDI Octavo campaign has the potential to be implemented 
around the world. The U.A.E. will act as a test market in order to de-
termine viability for global implementation. The evaluation measures 

will determine the successes of the YEDI program in the U.A.E. and ac-
cordingly be implemented in educational systems of other countries, pro-
vided they get government support. The concept of educating through the 
educators can be introduced around the world through the concept of YEDI 
Base Camps for teachers and students. In addition, the Operation YEDI 

Octavo logo and theme is extendable to several countries.


