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Introduction




WE

ARE

DDB is one of 3 global networks of the Omnicom Group,
founded in 1949 in New York, and the 4" largest agency
network in the world. We have over 60 DDB offices around
the world.
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We are part of the

Omnicom Group

Experts in 30+ marketing disciplines

Advertising & Content | Media | Digital Experience | Data & Technology |
Public Relations
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Omnicom
Group’s MEA
Footprint

MEA

* Egypt
* Kenya
e Lebanon
* Morocco

 Saudi Arabia

* South Africa

* (Qatar

* UAE

 WECA (Benin, Cameroon, Cote d’Ivoire, Ghana,
Guinea(s), Nigeria)
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Our Global
Clients
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Our Capabilities

We are a full service and fully integrated Advertising
Agency, with extended capabilities under 1 roof -
delivering services including but not limited to:

= Advertising campaigns

e Full Brand Strategy & Marketing Communication
° Planning

o Concept development (Creative ideation)

= Fully integrated campaigns (ATL, BTL, Digital, Social
Media, Activations, Event ideation)

o Film production (TVC and digital/social content)
° Radio spots & activations
e Print & Outdoor development

Advertising — Digital — Social — Production and BTL
combined

®* Editing
®* Social media management, content creation, social
listening, social reporting

* Digital content creation (banners, website content, web
image updates, etc.)

* Digital and Social Strategic Planning
®* Design (brand design, logo design, packaging design, etc.)
®* Events 3D-mock-ups, stand concepts
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Our

Recognitions




i effie

MOST EFFECTIVE NETWORK

WARC | Sopiecres | 39

TOP GLOBAL NETWORK THE YEAR

#1 CANNES LIONS

NETWORK OF NETWORK @
OF THE YEAR

THE YEAR

EL 0J0O

DE IBEROAMERICA
NETWORK OF THE YEAR

II.’ Doyle

Dane
Bernbach
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POWER TO MOVE

Emotionally charged creativity that moves
people, brands, markets, and culture.

DDB unlocks the power of human

emotion to make millions of different people
change how they behave, feel, transact, with
results that shift the bottom line and transform

business performance for our clients.

MANTRA
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CASE STUDIES
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https://x.com/saudienergy/status/2027126458930348232?s=48&t=gPJB8LXBfsBSmNeqPOHSuQ

Saudi Energy partnered with us to launch Addadi Campaign, a
nationwide awareness campaign encouraging customers to
verify their electricity meters. The objective was to educate
consumers on the verification process, drive action at scale, and
maximize number of verified meters across the Kingdom.

Challenge

The campaign needed to simplify a technical
process for a highly diverse audience while driving
immediate action. We had to ensure the message
reached people from different linguistic
backgrounds, and later reinforce the urgency of

verification without creating unnecessary alarm.
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We developed a two-phase integrated campaign
designed to educate first, then motivate action. The
initial phase focused on awareness, using clear
instructional content that guided customers through
the meter verification process. To maximize reach and

accessibility, all campaign materials were produced
in multiple languages. The second phase shifted to a
more urgent tone, communicating the consequences
of failing to verify a meter. The creative concept
featured everyday electrical appliances wrapped in
caution tape, visually reinforcing that they would no
longer function if the meter remained unverified.
Rolled out as an always-on campaign over several
months, Addadi was amplified across multiple digital
channels, ensuring sustained visibility and
engagement throughout the verification period.
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Saudi National Day
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Saudi Energy partnered with us to develop its 95th Saudi National Day campaign, with
the objective of celebrating the occasion while bringing the brand closer to people. The
brief called for a human-centered interpretation of the brand’s circle concept,
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supported by a creative platform, visual direction, and activation ideas across internal

audiences. ‘
Building on the National Day song produced and performed by Abdul
3 Jullak eveloped several creative directions, with
- ' impaign platform. The campaign
: | = hrough a cinematic hero
‘ ser followed by a revealer
4} ¥ 5 ‘ S=umy:- The campaign was further amplified %;1
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clul

entqj*©

Entaj approached us seeking a fresh campaign idea to help them reconnect with local

audiences and stand out in a competitive market. As a local brand with limited exposure,
they needed a culturally relevant concept that would build stronger emotional ties with

i A
consumers especially during Ramadan.

Our Response

We introduced a playful mascot-led campaign that brought the Entaj brand closer to Saudi

culture and daily life. Breaking away from traditional Ramadan advertising, we launched a
bold teaser and revealer that sparked curiosity and engagement. The mascots became the
clul W, 3‘ face of a campaign that felt local, relatable, and refreshingly different.

entqj”©

The idea was brought to life through a full 360° rollout including OOH, paid media, and
digital content, ensuring wide reach and consistent storytelling across all touchpoints.

‘Results

Total Frequency Reach% Video Plays Clicks Impressions
Impressions I]]-.___.-I
213,873,313 95.75 6356 - — 7,376,268 17,292 8,363,261 O}
iya
- 1,834,842 12819 8215828
31,806,458 2213 60.6
sodidah 29,093,997 1,059,141 29,748,750 d‘
GEI 1,378,233 14,480 3,346,991 {})
15,243,321 2207 55.49
Dammanm 7,533,344 97222 22857226 (B
260,923,092 - - Total 47,216,684 1200954 72,532,056 Total
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For the first time, ti# world cup was closer than ever. All the brands

worked hard to communicate their message. Our client, Riyad bank

decided to communicate with the its fans. But how can a bank speak

football? ;

We went all in! | - e
Rlyad bank was sude by snda WIth'f etball fans durmg’wctoues and R e 1

P s~ 2

We started our campaign wnthgreat engagmg content fr.om a musu: S
video that shows how we cheer forour national team i
We were with the national teamiin all their matches. = -
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Our CSR campaign targeted all sorts of fans. We used acompetltlon e . 2 5 S THERENR RENSRCRN SIS TWItter Engagements
theme with predict the score and travel. : : s, - % T = B R N - Impressions V|ews £eg
We had 15 fun video facts with surprising football facts. : S S i e ST RGN N R ’ :
We asked our audience to participate with their best comments, just > v : g ke e Ve B :\" e ~ 3
how the Saudi National team surprised us by beating Argentina. 9 i L P ST S RSSO TR While all roads endv the world cup was a
- 7 g R o * wonderful start to our endless road
D oo £ a3 = of commitment
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Riyad Bank

£ (5 THE CLIENT’S ASK

Every brand starts planning for this occasion few months prior
to launching its campaign, and Riyadh Bank proudly sets
themselves as the Bank who has the strongest heritage in the
Kingdom, and at the same time they want to shed the light on
all the achievements the Kingdom is witnessing and the whole
world is acknowledging.

The client’s idea was to compose a song in the will of touching
the audiences' hearts and yet keep the words ringing a bell in
their minds for the longest time possible.

AL D s
\r 3
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4 OUR ANSWER

Within the usual crowd of brands celebrating this occasion, it’s not a matter of only aiming to
stand out, but rather to give the utmost value for this day. Every word and expression counts.
What you show as a “Brand” is now assessed rationally by the audience of the Kingdom, and
never to forget that the audience is well exposed and can assess which brand has invested to
celebrate this day and give it its true value. We bought the best talents to execute the idea in
the most professional and appealing way. In this production you should elevate your
expectations, and that can be well done by bringing the professional people who produced
such videos for globally famous singers like Celine Dione

o
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The Client.s

Eid Al Adha is upon us and we want to
celebrate it across our social media pages.
Our communication need to speak to our
audience and doesn't need to have a strong
brand presence. We want a video that will
bring joy, happiness and smiles. "We want a
video that is Disney thematic” B 4 greetlngs video sendlng 1appy
| Saudis on such occasion, we ne
createa video that will have a great
vemtidnalw*im pact on our audiel

Zenalmad | >

1.2M

Collaborated with th rising star Saudi

singer Zena Emad, we produced an % - views n less than 30 days |
happlness and proserltyforAI Adha Eid ’W : hg E .
e 1627179 @0
Ty LTI Vlewsm S
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Creative Work
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The Saudi Insurance Authority (IA) aimed to participate in the 2024 Saudi National Day celebrations by
highlighting the insurance sector’s role in the Kingdom’s growth and raising awareness of |A’s contributions.
The campaign’s tone was intended to be emotional, proud, and celebratory of Saudi heritage.

our Response

To stand out from typical National Day ads, we took a creative approach by exploring the concept
of insuring emotions like pride, peace, and hope for the future. We teased the idea of a new
insurance product for intangible feelings, only to reveal that in Saudi Arabia, there’s no need for
such insurance—because the Kingdom itself provides its people with pride, peace, and

opportunities. This concept celebrated the sense of security and national pride that comes with
being part of Saudi Arabia, tying into the National Day theme.
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FinTech 24 was a huge chdllenge!
The chollenge was to create a complete

he conferer .|nJust ten days! |
2ceived a uII bavilion featuring many
d ad L
immersive room and a globe These were the |+
results the Insurcmce Authority excelled in.
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Insurance
Authority

he Brief
The Insurance Authority's Participation
in the Saudi Film Forum 202L4.

The challenge was to highlight the
Insurance Authority's pavilion and
present the benefits of a special
insurance product for filmmakers and
creatives in this field. Customer requests
were met through strong and creative
messages that appealed to filmmakers'

interests and attractive designs that
reflected our culture.

II" Doyle

Dane
Bernbach
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Insurance
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Subways was all set to reintroduce their famous and favorite Mighty
Meatball Sandwich in the market, We went with the teaser and revealer

approach with the mnemonic of "XXXL" for Outdoor as well as Social
Media Campaign

Which we believe that it is simple and straight forward yet eye catchy
SUBWAY's LAUNCH FOR

and effective approach for this campaign

BRI >
SERERRS”
SUBf-."--"@L?L"i? u.

e Ululr 5

T e m—

SUBSCRIBE

We also launched the campaign as an outdoor
media at Boulevard Times Square multi screen
projection take over for 1 minute interactive
theme for the Meatball Sandwich

II" Doyle

Dane
Bernbach
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Riyad Bank

Eid Ul Fitris upon us and we
want to celebrate it across our
social media pages. Our
communication need to speak to
our audience and doesn't need
to have a strong brand presence.
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The campaign aimed to raise awareness of
the "Molim" financial literacy platform,

~ overcoming a challenge many people are
“unaware of, by highlighting how it empowers
individuals to better manage their finances.

an IRl e Bl
[ell]

To raise awareness ongz/l educate the public
about Molim, we desighed a bold visual
direction for the cam‘]é)aign, supported by
animated content that showcased the
platform's features and benefits in an
interactive way/A series of key visuals and
paid social media highlighted the message,
making financial empowerment accessible

and engaging to a wide audience.
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| The Insurance Authority partnered with
us to launch "Tamin,” a new digital portal
created to regulate and enhance the
insurance sector in the Kingdom of Saudi
rabia. The ccmpé&n aimed to
troduce the portal, build a distinctive
entity and logo, and encourage early
darticipation from stakeholders.

ide el ad A
AR A A 1IN

he Taa'min platform, including
isual elements and a thematic direction
>d with IiAs approach. To bring the

il to life, we produced a launch video
th' *owcased its features and purpose,
educating users and highlighting how
Taa'min sumpllﬁes operations and improves

. business efficiency. .

IAZ
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THE
RESULT

THE
CLIENT'S
ASK

A new bundle that Lebara is looking
up-to to create engagement withing its
target audience. You pay for what you
consume in terms of data and calls.

OUR
ANSWER

|s to create a series of video ads by adding a touch of
smart humor. This approach will solidify the message
we want to convey to our audience. “Smart & yet
simple”.

SUBSCRIBE
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A snapshot of Tawuniya Social
Media Posts curated from an
exclusive Photo Library shot
specifically for Tawuniya
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e the Kingdom. We are extremely
| of all the acheivements and

_p,oiressthe Kingdom has been . “ / / /’.j ‘
witnessing and we want to celebrate it. HOW dld we dO' |t?

The Kindgdom Thread

I D Abdied | Aot dhy B
(=3

We brought in a young local talent that we
featured across our thread through videos
and images. The young talent was the ]
emotional vehicle that kept on pushing for M 2
engagement and encouraging people to

The national day is our Super Bowl, brands are share proud moments on our thread.
fighting over this emotional national occasion,
who's more Saudi, who spends more money on
media and production and who won in terms of

cultural insights and ideation.

Let's think differently but achieve the client's ask..

3 Tweet

We created The Kingdom Thread, where we - “] = . Sl

o ynpdll ($asamd] clid] @

featured Saudi moments that we are proud of and A | T
asked followers to share with us pietgFes stofies; | -

, - Of ¢ feetproud-6]
\\\W\\m@%s Q*S’audlmo ment e ,_, —“\

The plan expanded in a way that the

Twitter community started tagging
accounts that needed to be added into 5 65 M
the thread, some people created their i

own threads as well.

\
(
y \7\ \.\‘\‘W [ARR LAY

For 7 days, we have produced more than
+30 assets between videos, static visuals, 4 6 K
GiF's and real time content to reflect on -

the social conversation.
More than +40 brand, public figures,
initiative owners and social influencers

joined our thread organically. 11 1 K
w
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Our

The Saudi Founding Day will be celebrated on 22
February every year to commemorate the
historical foundation of the Saudi State. The
historical significance of the Saudi Founding Day
dates back to the fifth century when the Banu
Hanifah tribe first settled in the centre of the
Arabian Peninsula.

SUBSCRIBE

The challenge was to create a beautiful link
between the great history of the Arab Peninsula
with the Modern progressing Saudi Arabia,
which we expressed through beautifully shot
video commercial
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Internal Video

On Social Media

P B
maeal
— AR~

<)

g".'

¢ S Bgldaily dudall Al oy cUSS
* ol dagal Algul S 2,501
bt _Uda®

i S

e

\/J
aLigle il
Tawuniya

-




Our creative direction aims to empower by visually
showcasing the impact of speaking out against
illegal behavior, misconduct, corruption, or scams.
Through compelling videos and static visuals, we
emphasize the importance of taking action, urging
viewers to break the silence and uphold ethical
standards with a clear call-to-action.
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Approach

The campaign, 'THE PAUSE,' strategically highlights that a | ¥ il
momentary pause for a health check-up is an investment in j o
the uninterrupted continuum of a woman's life. By
emphasizing the intrinsic connection between breast health
and the ability to sustain familial bonds, professional
achievements, and personal inspiration, this initiative
creatively urges women to prioritize their well-being. It
aims to empower them with the understanding that taking
a moment for a check-up enables the preservation of what
truly matters, ensuring a seamless journey in fulfilling their
multifaceted roles and aspirations.
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https://tphddbsa.com/en/our-client/BreastCancerVideo

tphDDB

Transgulf Promoaction Arabia

P O Box 63610
Riyadh 11526
T966 11 217 1927
F 966 11 217 6778

www.tphddbsa.com
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