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Ba Ckg round (building awareness)

Advertiser: Rotana Hotels

Type of Advertising: Corporate Branding

Media Used: Travel Weekly magazine
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Campaign details: 1 full page advert, 1 half page advert
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Advertising dates: 2 months (October — November 2006)

Campaign objectives:
Raise awareness of Rotana's Middle East properties

Research Methodology:

100 interviews with travel industry decision makers:

- stage | took place after first advert (October 2006)

- stage |l took place after 2 adverts (November 2006)

HOTELS = SLIITES = RESCHRTS

| TravelWeekly oL,
e Reed Business It



Key findings (building awareness)

Recall of Rotana advertising

(over a 2 month period)

55%
In stage | of the research

a5 4
hotel chain operating in the Middle East

By stage I, awareness of Rotana as a hotal
chain operating in the Middle East

6% Over three quarters of the decision makers

considerad the advertisement to bhe

After first advert Post campaign

(Base: All dscision makers)
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