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Most Creative / Effective News Stunt 

(For Festivals/Events/Organizations who generated publicity through a media stunt to promote their 

event/cause etc.) 

 

1. Overview Information: 

Please provide a detailed overview explaining the following, using no more than one (1) page to 

explain each section: 

 

a.  Introduction & background of campaign / event 

“Eid in Dubai” was launched in 2008 by the Dubai Festivals and Retail Establishment (DFRE), an agency 

of the Department of Tourism and Commerce Marketing in Dubai (DTCM). It came third in line in the 

portfolio of mega-events organized by DFRE, after the world renowned Dubai Shopping Festival (DSF) 

in 1996, and Dubai Summer Surprises (DSS) in 1998. While DSF aims at promoting Dubai as a shopping 

destination, and DSS promotes the emirate as a summer holiday destination, ‘Eid in Dubai’ was 

launched as a social/cultural celebration inspired by the values of the Islamic “Eid” which is celebrated 

by millions of Muslims around the world twice a year during Eid Al Fitr following Ramadan, the month of 

fasting, and Eid Al Adha, following the annual Hajj, or Pilgrimage.  

 

The “Eid in Dubai” campaign supported the concept of Dubai as a year-round destination by promoting 

Dubai as a destination of choice for tourists during the Eid holidays. The festival was built around the 

values traditionally associated with Eid, which is all about giving, sharing and togetherness along with 

the region’s deep-rooted hospitality and cultural traditions, including gift-giving among family and 

friends. DFRE embraces these values in all the events and festivities that are included in its “Eid in 

Dubai” activities. Under the slogan of “United in Celebration”, “Eid in Dubai” invites the more than 200 

nationalities living in the emirate and visitors from the neighboring Gulf countries and beyond to come 

together and celebrate the occasion with a packed calendar of events and activities that include cultural 

entertainment such as concerts and hospitality tents, in-mall events, fashion shows, beach fairs, 

comedy shows, shopping raffles and promotions, fireworks and sporting events. Now in its 7th edition, 

“Eid in Dubai” has proved to be a great success, attracting hundreds of thousands visitors and families 

from across the region to Dubai every year.  

 

b.  A detailed description of the news stunt 

The two Eid festivals are celebrations of a joyful return after periods where Muslims voluntarily turn 

away from the world during Ramadan and Hajj. Eid glorifies the bounties humanity receives from the 

Creator and is a festival of partaking of the good things of life and giving. Shopping and gift-giving have 

always been part of the Eid celebrations. For example, many families traditionally celebrate the festival 

with gifts of new clothes for relatives. Moreover, as Eid largely revolves around spending time with 

family and friends, the mall seemed like the natural choice around which to build a campaign as the 

malls in Dubai are the most popular spots to meet and socialize, offering a number of retail, F&B and 

entertainment options all under one roof.  
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The innovative ‘Dubai 24 Hours’ shopping scheme was first launched in 2012 under the slogan “Shop All 

Day, Shop All Night”, and based on a directive from His Highness, Sheikh Mohammed Bin Rashid Al 

Maktoum, Vice-President and Prime Minister of the UAE and Ruler of Dubai, to allow shoppers to 

experience a non-stop shopping spree during the weekends of “Eid in Dubai” at selected malls.  

 

During the 2013 edition, families and visitors were be able to enjoy Dubai’s spectacular mega malls all 

day and all night-long, as thousands of retail outlets opened from 10am on the 1st day of Eid Al Adha 

(October 15th) until 10am on the 3rd day of Eid Al Adha (October 17th). However, as the festival 

coincided with a weekend over which the malls were already operating extended hours, families and 

visitors were presented with the opportunity to shop non-stop for more than 62 hours, starting from 

the first day of Eid Al Adha. 

 

In 2013, eight leading malls participated in the ‘Dubai 24 Hours’ campaign –  these included The Dubai 

Mall, Mall of the Emirates, Deira City Centre, Mirdif City Centre, Dubai Festival City Mall, Oasis Centre, 

Arabian Centre and Lamcy Plaza. Additionally, several other key malls including Mercato, Ibn Battuta 

Mall, BurJuman, Dubai Outlet Mall,  Al Ghurair Centre and Wafi  also offered extended shopping hours 

during the ‘Eid in Dubai” celebrations.  

 

The success of the campaign relied on an aggressive media campaign that included news releases and 

interviews with participating retailers and late-night shoppers, point-of-sale-displays and advertising in 

malls – many of which used novel visuals such as shoppers in pajamas – special raffles and discounts 

that only operated from midnight to 6am, late-night musical entertainment, pajama flash mobs and 

other activities that promoted around-the-clock footfall and plenty of opportunities to grab media 

attention and prompt social media sharing of images and activities to further spread the word. 

 

Its success also depended on DFRE’s ability to negotiate key labor licensing, operational and transport 

requirements (please see Supporting Question 2) with various bodies to enable the smooth running of 

the campaign. 

 

c.  How did the news stunt fit in to the overall media campaign for your event? 

As stated above, an integral part of ‘Eid in Dubai’ celebrations is about giving presents and sharing gifts 

with friends and families as a tradition, hence, the retail sector in Dubai in collaboration with DFRE, 

launched several innovative and attractive promotions and discounts as part of the campaign. A major 

part of the “Eid in Dubai” media campaign and messaging involved highlighting these various 

promotions and discounts offered by retailers to local and regional shoppers. The ‘Dubai 24 Hours’ 

shopping scheme fits perfectly with the overall media campaign as it was directly aimed at enhancing 

the shopping experience of “Eid in Dubai”. 

 

A number of shopping promotions were communicated via news releases, point-of-sale displays and a 

360 degree advertising campaign involving print, broadcast, in-store and social media channels. 
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These included: 

 The Dubai Mall - shoppers spending AED 300 or more were given the opportunity to win an 

Audi R8 2014 and to double their chances to win if they shopped after midnight. 

 

 Deira City Centre, Mall of the Emirates and Mirdif City Centre - shoppers that spent just AED 

150 in any store at these 3 malls were given a raffle coupon to enter an hourly draw. Each hour a 

prize of AED 1,000 was drawn live at each center for instant chances to win. 

 

 Paris Gallery -  the store ran  the 'Red Bag Offer’  - a promotion that gives customers the 

opportunity to shop for AED 850 or more and pick a red gift bag from one of many signature 

red bags containing gifts such as perfumes, watches, sunglasses, cosmetics, accessories or 

leather goods. 

 

 Emax at Oasis Centre - offered exciting discounts on its range of SMART gadgets – phones, 

tablets and accessories.  

 

 Mercato Mall – ran a-shop-and-win promotion offering prizes from Virgin Megastore and 

Rotana Hotels.  

 

 Al Maya Hypermarket at Lamcy Plaza - shoppers purchasing goods between 10am to 10pm on 

15th and 16th October got a chance to win 100% of their purchase back as Mall Gift Vouchers. 

The 2-day shop-for-free promotion rewarded 40 winners on each day. A similar promotion ran 

at Lulu Hypermarket at Arabian Center, giving 40 customers the chance to win 100% of their 

purchase back as Mall Gift Vouchers on 15th and 16th October. 

 

Moreover, live entertainment provided in the mall in the form of mini falconry displays that allowed 

visitors a chance to experience traditional Emirati culture, live music, flash mobs, roaming performers 

and so on offered plenty of content to drive local media coverage and social media engagement 

through visitors capturing and sharing images and videos of in-mall activities. 

 

d.  Sponsor / charity involvement (if any) and why 

The entire promotional campaign was organized and paid for by DFRE with support from the 

participating retailers who funded their own in-store displays and the extra man-hour requirements to 

allow the campaign to go ahead. (Please see Supporting Question 2). In addition, mall owners also 

supported the budgets by taking care of the extra operational costs (such as cooling, electricity, water 

and cleaning costs) involved with the additional hours of operation. 
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e.  Was there an increase in media coverage for your event as a result of the stunt? 

The ‘Dubai 24 Hours’ shopping scheme had an amazing impact on media coverage, nearly tripling 

media coverage from the previous editions of “Eid in Dubai” with many regional and international 

media highlighting the initiative in their main news sections as one of the ‘bold and creative stunts’ that 

Dubai is famous for.  

 

Moreover, a number of stories focusing on the retail industry, the impact of this stunt on the economy 

as well as the importance of the retail sector as a key pillar of the Dubai tourism offering provided 

additional opportunities to leverage the stunt in the media. 

 

The novel elements of the ‘Dubai 24 Hours’ campaign and the midnight activities staged in malls across 

the city also drove plenty of live social media engagement that greatly boosted the overall media 

impact of the stunt. 

 

 

2. Supporting Question:  

 What did you do to update / change this promotion from the year before? Were your 

updates / changes successful? Please provide measurable results / examples. 

The 2013 edition of the ‘Dubai 24 Hours’ campaign built on key learnings from the first staging of this 

stunt in 2012. Chief amongst this was a reduction in the number of days over which the stunt ran (down 

from 6 days to just 2 days over Eid Al Adha, 2013) which allowed a more focused and productive 

approach during a period of high visitor traffic. 

 

Having run the program over three weekends in the previous year, several retailers had expressed 

concern over “dead time” in the very early hours of the morning (3am-6am). The second edition 

attempted to overcome this issue by running special promotions across this crucial time period to 

encourage more visitors to shop during the ‘slow’ window to increase their chances of winning.  

 

 If the promotion is a new promotion, please answer the below question instead. 

 

 

 “What challenges / obstacles did you foresee / encounter in creating the promotion, and 

how did you handle them?” 

 

The ‘Dubai 24 Hours’ shopping scheme presented several sizeable logistical challenges for DFRE and its 

partners. Some of the main challenges were: 

 

The Manpower Challenge:  

Shopping malls in Dubai mostly open from 10:00 am to 10:00 pm on weekdays and 10:00 am to 12:00 

midnight on weekends, hence, most of the retail shops in the main shopping malls adopt a 2-shift 

working scheme for staff with 6-8 hours per shift. With the ‘Dubai 24 Hours’ shopping scheme retailers 

faced the challenge of either extending working hours for each staff member for 12 hours and 
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compensating them, or hiring new staff for a third shift of 8 hours. Both of the options were a challenge 

as they both required a lengthy approval from the Ministry of Labor according to UAE labor laws and 

regulations that mostly aim at ensuring the rights of laborers, and these approvals usually take several 

weeks to be processed.  

 

The Solution:  

DFRE worked closely with Dubai’s labor department and came up with the idea of granting retailers 

short term-labor authorizations with a short-term contract scheme to be able to hire more staff for the 

duration of ‘Dubai 24 Hours’. Also, an urgent permission to extend working hours for some of the staff 

with adequate compensation for the overtime was granted for those who chose this option. 

 

The Malls Power Supply Challenge:  

All shopping malls in Dubai are fully climate controlled, with immense and sophisticated power supply 

mechanisms to provide the electricity and water across the mall during working hours. In most of the 

malls, the air conditioning apparatus must have a 2-4 hour shut down period every 24 hours. With the  

‘Dubai 24 Hours’ shopping scheme, the malls had to be operative for 60 consecutive hours at one go, 

exerting extra pressure and increasing the cost of electricity and water consumption.  

 

The Solution:  

The Malls management teams set up a work force comprising senior management, staff and engineers 

from Dubai Electricity & Water Authority (DEWA), in addition to engineers from the companies 

responsible for the A/C units to ensure all technical issues were resolved. The mall management also 

approved extra costs resulting from this operation.  

 

Transportation Challenge:  

Around 60-70% of the working staff at retail shops in malls depends on Dubai Metro for their 

transportation to and from work. The timings of Dubai Metro were from 5:00 am to 1:00am only, so this 

created a challenge for staff that would finish/start their shift between 1 and 5 am. 

 

Solution:  

DFRE worked with the Roads & Transports Authority (RTA) to solve this problem by extending Metro 

working hours during the ‘Dubai 24 Hours’ shopping scheme to cover 60 consecutive hours over the 

entire scheme – offering both mall staff and visitors public transport to and from many of the key 

participating the malls at all hours. 

 

Overall, the success of ‘Dubai 24 Hours’ was due to an outstanding spirit of collaboration between 

Dubai’s private sector organizations and public sector institutions. The campaign captured media and 

public interest and positioned Dubai’s retail community and tourism machinery as true innovators. 

 

 

#Ends# 



DUBAI 24 HOURS 
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DUBAI 24 HOURS 
Based on a directive by His Highness, 
Sheikh Mohammed Bin Rashid Al 
Maktoum, Vice-President and Prime 
Minister of the UAE and Ruler of Dubai 
the Dubai Festivals and Retail 
Establishment held the “Dubai 24 
Hours” shopping initiative from 
October 15th -17th, 2013.  
 
The initiative was part of the‘Eid in 
Dubai’2013  celebrations, and ran for a 
total of 62 hours - allowing shoppers to 
go on a non-stop shopping spree over 
the Eid Al Adha holidays and creating 
headlines across the globe. 
 



Why Shopping? 

• Shopping and gift-giving have always been part of Eid celebrations.  
• Moreover, as Eid largely revolves around spending time with family and friends, the 

mall seemed like the natural choice around which to build a campaign as the malls in 
Dubai are the most popular spots to meet and socialize, offering a number of retail, 
F&B and entertainment options all under one roof.  

• In 2013, eight leading malls participated in the ‘Dubai 24 Hours’ campaign –  these 
included The Dubai Mall, Mall of the Emirates, Deira City Centre, Mirdif City Centre, 
Dubai Festival City Mall, Oasis Centre, Arabian Centre and Lamcy Plaza.  

• Additionally, several other key malls including Mercato, Ibn Battuta Mall, BurJuman, 
Dubai Outlet Mall,  Al Ghurair Centre and Wafi  also offered extended shopping hours 
during the ‘Eid in Dubai” celebrations.  

 
 



Success Factors 

The success of the campaign relied on an aggressive media campaign that included: 
• News releases and interviews with participating retailers and late-night shoppers 
• Point-of-sale-displays and advertising in malls – many of which used novel visuals 

such as shoppers in pajamas  
• Special raffles and discounts that only operated from midnight to 6am 
• Late-night musical entertainment 
• Pajama flash mobs and other activities that promoted around-the-clock footfall  
• Plenty of opportunities to grab media attention and prompt social media sharing 

of images and activities. 
  
The campaign’s success also depended on DFRE’s ability to negotiate key labor licensing, 
operational and transport requirements with various bodies. 
 
 



2013 HIGHLIGHTS 

1259  
RETAIL STORES 
PARTICIPATED 

Record 
Participation 

ACROSS ALL CATEGORIES 

SALES 
PROMOTIONS

DISCOUNTS 

Promotions 

Discounts 

Sales 



BEST PRACTICE 

The Dubai Mall 
Shop for AED 200 &  

Win Amazing Prizes worth 

AED 1.4 million!  



BEST PRACTICE 

Mall of the Emirates 

Deira City Center 

Mirdiff City Center 

Shop & Win AED 2000 every 
hour on the hour. Double 
your Winnings between 
midnight and 6:00 am 



BEST PRACTICE 

Ibn Battuta 
Shop for AED 200 & win 1 Million. 
Receive 4 raffle coupons to be 
entered into the draw to win  
AED 50,000 
  



ENDORSEMENT FROM RETAIL COMMUNITY 

   The Dubai Mall will undoubtedly 
be at the heart of the festivities 

ensuring that our guests can once 
again enjoy a memorable Eid in 

Dubai. 

“ 

” Nasser Raf 

Fuad Mansoor  
Sharaf 

Majid Al Futtaim Properties is pleased to 
participate in the forthcoming Eid in Dubai 

celebrations and lend our full support to the 
Dubai Festivals and Retail Establishment in 
creating a memorable experience for our 

guests. 

“ 

” 



RESULTS 
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Luxury Fashion

Street Fashion

Optician/Eyewear

Sports

Food & Beverage

Electronics

Sales  (Aprox) 

Sales  (Aprox)

Increase of sales during 
the 24 Hours Shopping 
Experience 



RESULTS 

Based on YouGov research: 
Half of visitors surveyed during 
Eid Al Adha were aware of the 
extended 24 hour shopping over 
the weekends 

Feedback from Consumers surveyed: 

“ ” 
It is an amazing initiative that grabbed 
headlines all over the world. 

Will encourage shoppers to spend 
more time in the shopping malls “ ” Additional promotions were encouraging 

to visit a mall and shop “ ” 



Late-night promotions encouraged round-the-clock footfall 



Live in-mall entertainment kept the crowds regaled 



A pajama party makes its way through Dubai Mall 



Roaming entertainers keep spirits high 24-7 



Flash mobs, stage shows and attractive POS displays pull in the crowds 



Select Media Coverage 



Select Media Coverage 



Select Media Coverage 



Select Media Coverage 
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