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United PR

Provid e  c om m unic a t ion  se rvic e s  
t ha t  w ill su rp a ss  our  c lie n t s ’ 
h ig he s t  e xp e c t a t ions  a nd  
e m p ow e r  t he m ,  c re a t ing  im p a c t  
in  our  soc ie ty a nd  our   p la ne t .

Vision

Mission

Agency goals
To d e live r tangible results fo r
s t ra t e g ic c om m unic a t ion a nd
create aw areness.

W e  w a nt  t o  m a ke  a n  im p ort a n t  
c on t r ib u t ion  t o  society and our 
p lanet , t h roug h  e ffe c t ive  
c om m unic a t ion , c onve rg e nc e  o f 
d iffe re n t  c om m unic a t ion  c ha nne ls  
a nd  d yna m ic  c o lla b o ra t ion . 



AUS

CHL

GER

ESP

IND

ITA

MYS

PRT

THA

UAE

UK

ZA

TUR

W e are present  in 14 count r ies 

NZ



Meet Dave the Dugong



Overview



Lack of fund ra is ing (sp o nso rsh ip ) fo r  
fu r the r  re se a rc h  a nd  c o nse rva t io n  o f t he  

Dug o ng  a nd  Se a g ra ss  p ro t e c t e d  a re a . 

La c k o f kno w le d g e  a nd  a w a re ne ss  
a b o ut  t he  im p o r t a nc e  o f Dug o ng s  a nd  

Se a g ra ss .1

2

Issue s  Id e n t ifie d



General object ives

Info rm  the  loc a l c om m unit ie s
(Ma la ysia  a nd  UAE )  a b out  t he  

im p ort a nc e  o f Dug ong  a nd  Se a g ra ss  
a nd  a lso  t he  p ro je c t  it se lf.

Info rm  a nd  e d uc a t e  s t a ke ho ld e rs  w ho  
re la t e  t o  t he  e ffe c t  o f d ug ong  a nd  
se a g ra ss .

Ra ise  a w a re ne ss  a nd  
s t a tus  o f t he  p ro je c t  
loc a lly, re g iona lly a nd  
g lob a lly.

1 2

3 Influe nc e  Gove rnm e nt  
(Le g a l Issue s)4 5 Ensure  t he  s t a b ilit y a nd  

p ro fe ssiona l c oord ina t ion  
o f t he  w ho le  p ro je c t .  

“Ensure  t ha t  t he  le g a c y & w ork o f t he  p ro je c t  live s  on  
fo re ve r”



Overall St rategy

Communicating KNOWLEDGE to educate and increase 
understanding

Evoking EMOTION and empowering people 

Using incentives to motivate target audiences to take 
ACTION and change their behaviour. 

Cre a t ing  a  posit ive percept ion of b o th  Dug ong  a nd  Se a g ra ss  on  a  g lob a l le ve l b y:



1 2

3

Dug ong  a nd  Se a g ra ss  a re  
valuable t o  t he  e nvironm e nt  
a nd  hum a n  life .

Com m unit ie s  ne e d  t o  b e
empow ered t o  b u ild  a  
le g a c y o f c onse rva t ion  
a m ong  the  young e r  
g e ne ra t ion .

“Healthy Seagrass, Happy Dugongs, Thriving Communities”

Hum a ns  ha ve  a n  im p ort a n t  im p a c t  
on  t he  survival of Dug ong  a nd  
se a g ra ss

Ke y Me ssa g e s



The Global Campaign



Target  Groups: Global Campaign

Environmental groups, 
Scient ists and Specialists 

Environmental government  
departments and Author it ies 

The media

University students Primary and secondary 
school children

Tourists



(W ith Percentage of Key Performance Indicators (KPIs) target  groups aimed to reach.)

Glo b a l O b je c t ive s

➔ Raise aw areness of Dugong and Seagrass (and related issues) : inc re a se  
c onve rsa t ion / a t t e nt ion  a nd  und e rs t a nd ing  in  t a rg e t  c oun t r ie s  b y 10 % (e nd  o f 
20 16 ), 27% (e nd  o f 20 17), 4 2% (e nd  o f 20 18 ).

➔ Build The Dugong and Seagrass Conservat ion project  as a globally recognised 
brand a nd  ra ise  g lob a l a w a re ne ss  o f t he  p ro je c t s  w ork, re g u la t ions  a nd  
p o lic ie s . Inc re a se  a w a re ne ss / c onve rsa t ion / a t t e n t ion  b y 10 % (e nd  20 16 ), 27% 
(e nd  o f 20 17), 4 2% (e nd  o f 20 18 )

➔ At t ract  Google searches t o  The  Dug ong  a nd  Se a g ra ss  c onse rva t ion  w e b sit e  
(c urre n t ly 9 0 ,0 0 0 ). Aim  to  ra ise  t h is  t o  130 ,0 0 0  b y t he  e nd  o f 20 16 ,t o  20 0 ,0 0 0  
b y t he  e nd  o f 20 17 a nd  t o  270 ,0 0 0  - 30 0 ,0 0 0  b y t he  e nd  o f 20 18 .

➔ Fundraising through sponsorship



Building a Global Brand Raise Awareness 

Humanising the Dugong 
and injecting personality 

into the brand.

Integrated the company 
mascot, ‘Dave the 

Dugong’, into a social media 
strategy.

Global Communicat ion St rategy

Educate

Website Traffic

Hold an event to raise 
awareness of the dugong 

and seagrass 
conservation project.

Educate people about 
dugong and seagrass 

and the importance of 
its conservation.

Increase traffic to 
the website.

Globally standardise 
conservation policies, 
regulations and project 
work throughout 
category A and B 
countries. Establish a 
respected and 
professional status
for the conservation 
project in governments 
and their communities 
globally. 

Category A & B Countries



Global Communicat ion St rategy

This strategy help 
achieve all 

communication 
objectives for the global 

campaign, but mainly 
focuses on ‘increasing  

funding through 
sponsorship’.

Ca tc h  our  target  group and Corporate 
businesses at tent ion b y sp a rking  e m o t ions  linke d  
t o  t he  s t o ry o f # SaveDave. 

Give  d ona t ion  op p o rtun it ie s  t o  generate 
interact ion abilit y from  t a rg e t  a ud ie nc e s  a nd  a lso  
a t t ra c t  c o rp o ra t e  sp onso rsh ip .

Sponsorship



Build ing a Global Brand

Unive rsit y s t ud e nt s

young  a d ult s

Te e ns & c hild re n

Target  
Audiences 

KPI

Cre a t e a n e xc lusive ‘Dave the Dugong’ snapchat filt er w hic h w ill use # Sa ve Da ve .

Tact ic: Dave the Dugong Snapchat  f ilt er

• An in t e ra c t ive  g a m e

• A Ne w s fe e d  w hic h  w ill c onsis t  o f user generated content

• A g oog le  m a p s p a g e  t o  t ra c k t he ir  a d op t e d  d ug ong

• Tra c k on  t he  p ro je c t 's  p rog re ss  

Tact ic: ‘Save Dave’ Mobile App

Use  t he  online  a na lyt ic s  
t oo l, Sprout  Social, t o  
m e a sure  usa g e  o f t he  
sna p c ha t  filt e r  a nd  a lso  
t o  m onito r  m e nt ions o f 
t he   # Sa ve Da ve  filt e r  on  
soc ia l m e d ia  c ha nne ls .  

Num b e r  o f ‘Sa ve  Da ve ’ 
a p p  d ow nloa d s.

Tact ic: Pay for  promoted Tw eets - p rovid e  info rm a t ive  a nd  fa c tua l info rm a t ion

Humanising the Dugong and inject ing personalit y into the brand. Integrate the 
company mascot , ‘Dave the Dugong’, into a social media st rategy.

Consis t e n t ly d is t r ib ut e  fa c tua l tw e e t s  a b out  issue s  re la t e d  w ith  c onse rva t ion  
a nd  info rm a t ive  up d a t e s  o f t he  32 p ro je c t s .



Build ing a Global Brand (cont .)

➔ Unive rsit y s t ud e nt s

➔ young  a d ult s

➔ Te e ns & c hild re n

➔ Fa m ilie s

➔ Touris t s

Target  
Audiences 

KPI

Tact ic: Tw it ter  compet it ion
Use  Sprout  Social t o  
a na lyse  t he  e ng a g e m e nt  
o f t he  c om p e t it ion  -
p ic ture s  p ost e d , num b e r  o f 
tw e e t s  a nd  c onve rsa t ion  
t ha t  t he  ha sht a g s a re  use d

Tact ic: Create viral videos to engage interact ion from online audience

Ask m e m b e rs  to  tw e e t  a  p ic ture  o f t he m  a nd  the ir  t o y Da ve  (w hic h  
c o m e s w ith  re g is t e r ing  a s  a  m e m b e r) s t a t ing  o ne  re a so n  w hy the y a re  
c ho o sing  to  sup p o rt  t he  Dug o ng  & se a g ra ss  c o nse rva t io n  p ro je c t . 

Ha shta g s: # Isaveddavebecause o r  # SaveDave.

Up d a te  so c ia l m e d ia  a c c o unt s  in  e a c h  t a rg e t  c o unty w ith  vid e o  fo o ta g e  
live -s t re a m e d  fro m  p ro je c t  w o rk a nd  a lso  ke y e ve nt s . 

Vid e o  o f fla shm o b - ‘Do  the  d o ug ie w ith  d a ve ”’



Local



Educate Raise Aw areness

Educate target  groups 
about  Dugong and 

Seagrass 
preservat ion.

Raise aw areness of 
the Dugong and 

Seagrass 
Conservat ion Project  

and hold an event .

Ensure a 
prosperous future 

populat ion of 
dugong and the 
conservat ion of 
seagrass in UAE 

and Malaysia.

Form relat ionships 
w ith other project  

partners or  NGO’s to 
cont inue project  
funding once it  is 

exhausted.

Local St rategy Malaysia & UAE

Form relat ionships Ensure a future 



Local Tact ics

Malaysia

1. Fish ing  fo r  t he  fu tu re  o f Dug ong s

2. Busine ss  a nd  Dug ong s: a  ne w  

fr ie nd sh ip

3 . Ta le  o f a  Dug ong

4 . Coa s t a l Com m unit ie s  W orkshop

5. Dug ong  Gua rd ia ns

6 . Le t ’s  ru le  La w a s!

a . Schoo l Pro je c t  Ar t  Exh ib it ion  -

Pha se  2

7. Sm ile  Dug ong  Pa ra d e

8 . Art  Fe s t iva l in  La w a s

UAE

1. Seeds of the Sea - Mar ine 

Biology School Project

2. Me rm a id s  d o  Exis t

3 . Ne t  Fish , No t  Dug ong s!

a . Fishe rm a n  le a g ue  t a b le

b . Sa ve  Sund a y

4 . Dug ong  Dood le  Ag g re g a t ion

5. Find ing  Pa r tne rs

6 . Dug ong  Crossw a lk Ahe a d



Schools and environmental 
g roup s/ b io log is t s , 

g ove rnm e nt  sup p ort  from  
e nvironm e nta l a nd  
e d uc a t iona l se c to r

Target  
Audiences 

KPI

6  scho o ls  +75% succe ss  ra t e  a  
fu r the r  6  scho o ls  jo in  p ro g ra m  3  

m o nths  a ft e r  t he  in it ia t ive . 
Co m m unity invo lve m e nt  in  

se a g ra ss  a w a re ne ss  m o nito re d  
th ro ug h  m e d ia .

Monitor  social media: Aim  to  
inc re a se  ha sh ta g  usa g e  b y 4 0 % in  
the  firs t  p ha se , se co nd  p ha se  w ith  

m o re  scho o ls  inc re a se  b y 8 0 %

➔ Coa sta l se a sid e sc hoo ls a re g ift e d w ith se a g ra ss se e d s a nd se e d ling s to g row into
he a lt hy se a g ra ss b e d s a s a n e d uc a t iona l b o ta ny e xp e r im e nt , sup e rvise d b y top
m a rine b io log is t s from a round the w orld .

Seeds of the Sea, A Mar ine Biology School Project

➔ Cre a t e s a w a re ne ss o f se a g ra ss a s a g row ing p la nt a m ong sc hoo ls , loc a l c om m unit ie s
a nd the im p ort a nc e se a g ra ss ha s to m a rine e c osyst e m s.

➔ The Environm e nt Ag e nc y (UAE) is a m a in sup p ort e r

Social Media:
➔ Se t  up  a  # se e d so fthe se a
# ig row se a g ra ss fo r  Inst a g ra m  a nd  
Tw it t e r . 

Ta c t ic : Se e d s o f t he  Se a
Strategy 1: Educate target  groups about  dugong and seagrass preservat ion 

Phase 2: La unc h t he  “Se e d s o f t he  Se a ” 
p rog ra m  a t  Ab u Dha b i Cornic he

Phase 3: “Se e d s o f t he  Se a ” p rog ra m  is  
a d a p t e d  t o  Unive rs it y re se a rc h  p a p e rs . 

Phase 4: Im p le m e nt  ‘Se e d s o f t he  Se a ’ 
g lob a lly - Ma la ysia  s t a r t

Phases

Media:
➔ Se nd  m e d ia  lia s ions to  loc a l 
ne w sp a p e rs  a nd  Na t iona l Ge og ra p hic



Internal 
Communication



Create and sustain an act ive communicat ion netw ork 
among internal stakeholders.

Develop project  w ide public exchange of relevant  
informat ion through social media

Object ives



Provide dig ital p lat forms Provide key informat ion

Provide all internal 
stakeholders var ious 

dig ital p lat forms to easily 
communicate to one 

another . Build a brand 
community.

Provide internal 
stakeholders key 

informat ion via the 
int ranet . Internal 

stakeholders w ill be 
informed and 

updated on progress 
of all areas of the 
project  through 

monthly release of 
informat ion. 

Integrate the 
informat ion on 
social media 

plat forms, the 
DASFP int ranet  

and the new  
w ebsite. 

Use the internal 
communicat ions 
plat form (DASFP 

int ranet )  to build a 
brand community and 
make it  an informat ion 
shar ing plat form which 
generates content  that  
can be used on social 

media and for  g lobal and 
local campaigns.

Internal Communicat ion St rategy

Build a brand 
community Integrate informat ion



Social Media KPIs

Facebook: 5  d a ys/ w e e k 
(50 % Inc re a se )  ind ic a t e d  
b y  Pa g e  Like s  ,Post s , To t a l 
Re a c h , Like s  , Sha re s , 
Eng a g e m e nt  Ra t e  

Tw it ter : 7 d a ys/ w e e k t hre e
p ost s / a  d a y

Im p re ssion:  8 0 %
Eng a g e m e nt  Ra t e : 50 %
Conve rsions: 4 0 %
Ind ic a t e d  b y  Tw e e t s ,Me nt ions,
Re tw e e t s  

Instagram 3 p ost s / w e e k
Im p re ssion:  6 0 %
Eng a g e m e nt  Ra t e : 4 0 %
Conve rsions: 4 0 %Ind ic a t e d  b y 
Fo llow e rs  (70 %) ,Like s , Me nt ions

Youtube: 
Im p re ssion:  50 %
Eng a g e m e nt  Ra t e : 4 0 %
Conve rsions: 4 0 %
Ind ic a t e d  b y Vie w s, Sub sc r ip t ions, 
Sha re s

Official W ebsite: 
Goog le  Ana lyt ic s  m onthly

Im p re ssion/  Visit o rs :  6 0 %
Eng a g e m e nt  Ra t e : 20 %
Conve rsions: 4 0 %

Flickr : O nc e  a  m onth
Im p re ssion:  30 %
Eng a g e m e nt  Ra t e : 10 %
Conve rsions: 20 %
Ind ic a t e d  b y Fo llow e rs  
30 %, 
Visit e d  Pho tos: 20 %



All stakeholders (  CMS, 
Dug ong  Mou, Mohe m m e d  
b in  Za ye d  Conse rva t ion  
Fund , UNEP, GEF, p ro je c t  

w orke rs , Dug ong  foc a l 
p o in t  – p ro je c t  

c oord ina to rs , sp onsors , 
fie ld  p a r tne rs)

Target  
Audiences 

KPI

Em a il out  a  q ue st ionna ire  

Use  sp rout  soc ia l (a n  
a na lyt ic a l t oo l)  t o  

q ua nt it a t ive ly m e a sure  t he  
im p a c t  on  soc ia l m e d ia  

c ha nne ls  fo r  in t e rna l 
s t a ke ho ld e rs . 

The in t ra ne t w ill b e ca lle d ‘DASFP’ (Dug ong a nd Se a g ra ss Fa m ily Port a l) b e ca use it is a
p la t fo rm w he re re la t ionship s b e tw e e n in t e rna l st a ke ho ld e rs ca n b e use d a nd a b ra nd
c om m unity c a n b e st re ng the ne d .

Int ranet  Communicat ion Plat form - DASFP

Ta c t ic : DASFP

O n the ‘live ne w s fe e d ’ o f the in t ra ne t , a ll p ro je c t w orke rs , p ro je c t c oord ina to rs a nd
fie ld p a r tne rs c a n sha re the ir ow n im a g e s, info rm a t ion , up d a t e s a nd ne w s st ra ig ht from
the p ro je c t t he y a re w orking on.

My patch

Eve ry Sund a y w orke rs ca n sha re ‘p ro je c t s to r ie s’, e ve ryone from e a c h p ro je c t w ill sha re
a p osit ive sto ry a b out the p rog re ss a nd b e ne fit s t ha t t he p ro je c t ha s a c hie ve d in the ir
loc a l a re a / p ro je c t . This w ill t he n b e p ost e d into the DASFP int ra ne t a nd a lso on m a in
soc ia l m e d ia c ha nne ls .

Success Sunday



All stakeholders (  CMS, 
Dug ong  Mou, Mohe m m e d  
b in  Za ye d  Conse rva t ion  
Fund , UNEP, GEF, p ro je c t  

w orke rs , Dug ong  foc a l 
p o in t  – p ro je c t  

c oord ina to rs , sp onsors , 
fie ld  p a r tne rs)

Target  
Audiences 

KPI

Em a il out  a  q ue st ionna ire  

Use  sp rout  soc ia l (a n  
a na lyt ic a l t oo l)  t o  

q ua nt it a t ive ly m e a sure  t he  
im p a c t  on  soc ia l m e d ia  

c ha nne ls  fo r  in t e rna l 
s t a ke ho ld e rs . 

W e e kly vid e o c o nfe re nc e b e tw e e n in t e rna l s t a ke ho ld e rs .

Fo r th is , t he re w ill b e tw o w e b ina r m e e t ing s e ve ry se c o nd Fr id a y.

1st W ebinar / skype (Approx 30 minutes) : The re w ill b e a d e sig na t e d w e b ina r
m e e t ing o nly b e tw e e n The MBZ fund a nd fie ld p a rtne rs e a c h w e e k to e nsure
tha t p a r tne rs a re m o re invo lve d a nd a g o o d re la t io nship is b uilt w ith the m .

2nd W ebinar (Approx 45 minutes) : The MBZ fund a nd UNEP w ill le a d th is
m e e t ing e a c h w e e k. Be fo re e a c h w e b ina r e a c h in t e rna l s ta ke ho ld e r w ill ha ve
the o p p o r tunity to no m ina te the m se lve s to b e a p a rt o f the w e e kly w e b ina r
( inc lud ing a ll p ro je c t w o rke rs , Dug o ng fo c a l p o in t ) .

Bi-W eekly video conference

Ta c t ic : W e b ina r



Timeline



Overall Tim e line  O ve rvie w
J UN 20 16  – MAY 20 19

La unc h  Glob a l a nd  Loc a l 
c a m p a ig n  on  W orld  Oc e a n’s  Da y

Global Campaign
June 20 16 – May 20 19

Soc ia l m e d ia  w ill b e  c onsis t e n t ly use d , a ve ra g e  run  
t im e  o f ha sht a g s w ill b e  t hre e  m onths.

Local Campaign
June 20 16 - May 20 18

8 June 20 16 

Foc us  on  UAE fo r  m ore  
o r  le ss  firs t  s ix m onths  o f 

t he  c a m p a ig n
Conc e nt ra t e  on  Ma la ysia  fo r  

se c ond  ha lf o f c a m p a ig n



Budget



Total Budget  Overview

In t e rna l 
Bud g e t

$ 12 6 32

Inc lud e s
10 0  hours  

@$ 10 0  
$ 10  0 0 0

All t a c t ic s a nd  
m a in t e na nc e  o f 

online  
p la t fo rm s

fo r  fu ll d ura t ion

Lo c a l 
Bud g e t  
(UAE)

$ 23  50 0

Inc lud e s
6 0  hours  

@$ 10 0
$ 6  0 0 0

All t a c t ic s a nd  
m a in t e na nc e  o f 

online  
p la t fo rm s

fo r  fu ll 
d ura t ion .

Lo c a l 
Bud g e t  

(Ma la ysia )

$ 23  0 0 0

Inc lud e s
75 hours  
@$ 10 0
$ 7 50 0

All t a c t ic s a nd  
m a in t e na nc e  o f 

online  
p la t fo rm s

fo r  fu ll d ura t ion

Glo b a l 
Bud g e t

$ 9 9  510

Inc lud e s
30  hours  
@$ 10 0
$ 3 0 0 0  

All t a c t ic s a nd  
m a in t e na nc e  o f 

online  
p la t fo rm s

fo r  fu ll d ura t ion

To ta l

$ 158  6 4 2



United PR

May 2016

Thank you 


	Slide Number 1
	United PR
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Issues Identified
	General objectives
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Global Communication Strategy
	Slide Number 14
	Building a Global Brand
	Building a Global Brand (cont.)
	Slide Number 17
	Local Strategy Malaysia & UAE
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Objectives
	Internal Communication Strategy
	Social Media KPIs
	Tactic: DASFP 
	Tactic: Webinar 
	Slide Number 27
	Overall Timeline Overview
	Slide Number 29
	Total Budget Overview
	Slide Number 31

