
08.010
MAGAZINE ISSUE

something for your mind

Price is what you pay.

Value is what you get.
Change is permanent, whether we like it or not. 

Companies that don’t change with the times 

tend to disappear.

yeah, we did this!
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Note to editors:

grow is a refreshingly creative 
Doha-based advertising and design 
agency focused on brands. For more 
information please visit our website   
http://www.growqatar.com
grow@growqatar.com

Challenge
Human Traffi cking has grown to be 
a serious international issue. 
Qatar consequently took its own 
initiative and hosted a conference 
to highlight the importance 
and urgency of combating human 
traffi cking in the region.

grow was selected to design a suite 
of marketing collateral and conference 
display material that would raise 
awareness and create a sense 
of participation from the 
international audience. 

The objective is that by raising 
awareness. We will give people back 
their rights and create a better world.

Creative response
In order to highlight the seriousness 
of the issue grow created a complete 
set of collaterals that featured strong 
visuals and provocative headlines.

A bar code was central to the design 
theme to highlight the fact that 
humans are NOT for sale. 
This was applied across the board 
to all communication channels. 
Emphasis was on the corporate 
colours which immediately identifi ed 
QFCHT.

The result
The high-frequency multimedia 
campaign was highly visible and 
created the desired impact right 
from the conference environment 
to marketing collateral and outdoor 
media. It was the fi rst time that 
audiences in Qatar were exposed 
to this problem and the campaign 
acted as the perfect fl agship for future 
awareness campaigns.

Creativity is the one economic resource that is 
truly inexhaustible. Your people are eager, 
they are talented, they are young, and they have 
aspirations in common with their peers 
in other parts of the world, yet they hold fast 
to the traditions that make them so unique. 
Give them a society that rewards creativity, when 
you do, you will breathe life into your blueprints 
and build a future worthy of your grand 
boulevards and glistening skyscrapers.

- Rupert Murdoch, Chairman and Managing Director 

of News Corporation

One third of the Arab population is under the 
age of 14; in fi ve years they are going to be 19, 
trust me in the next fi ve years they are only going 
to live on the internet, because that is what 
teenagers do.

- Eric Schmidt, Chairman and CEO, Google

One out of every six minutes 
online is now spent 
on a social network.

- Eric Schmidt, Chairman and CEO, 

Google

One study, in which Eric Schmidt 
comments, says that roughly 
19% of all the tweets and twitter 
messages mentioned a brand 
or a product in some form.

Between the dawn of the world and 2003, 
the world constructed fi ve exabytes (EB) 
(one EB is equal to one billion gigabytes) so it is 
a big amount of information – today, we produce 
the same amount in two days.

- Eric Schmidt, Chairman and CEO, Google
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Is there an issue of lack of trust in their strategic 
communications partners? Is this why design, branding 
and advertising is judged more on price than 
on value? Why is identifying optimum communications 
strategies to differentiate your success presently reliant 
on subjective rather than objective analysis? 
Why is there no benchmarking, tracking or evaluation 
of an advertising campaign? If the perception of success 
and its acknowledgement and thereby the process 
of reward is a price-driven model, then we need to 
change to a value-driven model. The new consumer 
will demand it as they move more and more towards 
value over price. Companies increasingly realise that their 
positioning and differentiation lies in their brand and how 
they articulate and communicate their brand promise 
on the journey to all customers. Words like quality, price, 
distribution or manufacturing have become standardised 
as more companies achieve similar quality standards, 
price points and distribution processes (i.e. these 
elements won’t present a point of difference anymore 
if your competitors are offering the same as you are). 

The change is here. Brand is now centre stage. We the 
people now own your brand, and if we don’t, it’s because 
we don’t see or appreciate your value. Gone are the days 
where you could sell us anything you wanted. Now we 
decide. The new battleground is in the minds and hearts 
of the new consumer. This change is inescapable. 
Let’s pause and take heed of what Oscar Wilde once said 
“Nowadays people know the price of everything
and the value of nothing”. 

Local companies, long used to a monopoly of sorts, 
are now realising that they need to distinguish 
and clarify their offer through distinctive positioning 
and differentiation if they want to compete and grow 
market share. Some companies here in Qatar urgently 
require everything from a facelift (an evolution of their 
existing logo) to a complete overhaul, as their present 
communications collateral is simplistic at best and 
downright amateur at worst. Surely they must recognise 
that a strong, powerful brand will increase their market 
share, their profi ts and lower their customer acquisition 
costs? Why is it then, that the development of new 
brands, corporate communications, advertising 
and design is price-driven and not value-driven? 
We believe this is a fundamental error and will cost 
Qatari companies dearly over the long term as they 
seek to position Qatar on the global business landscape.

We’ve just delivered an amazing workshop: 
‘grow 360º’ which examines future trends 
and the changing face of consumerism, moving 
people from the analogue to the digital world. 

The rapid growth of social media is not a passing 
obsession, it’s a way of life. A recent study showed that 
56% of social media users check facebook once a day, 
23% of iphone users get their morning news primarily 
from twitter and Facebook. 48% check in on activity 
in the middle of the night or fi rst thing in the morning. 
The statistics are hardly startling. The digital revolution 
has only just begun.

We believe that the ‘10’s’ are pointing to a new social 
paradigm; one where the power is fi nally in the buyers’ 
hands, one where we co-create our needs, desires 
and requirements from our brands, products 
and companies, collaborating together to deliver 
our vision in our time, space and moment – whether 
that’s online, offl ine or in-line!

Of course this depends where you are in the world, 
as the seeding of ‘consumerism’ has sprouted with 
a vengeance in China and India and to a lesser degree, 
here in the Middle East. 

In Qatar, Qatari companies are changing as a result 
of huge economic growth and the infl ux of labour 
to achieve this growth. Companies are regrouping 
and re-engineering themselves to take advantage 
of these opportunities, very much aware that with the 
recent change in foreign ownership, more and more 
international companies will enter the fray. These are 
companies well-versed in marketing who understand 
the power of brand to move people and create new 
loyalties. One only has to look at the tremendous success 
of Vodafone to win hearts and minds in Qatar to know 
that the rules of engagement have changed.

Change is permanent, whether we like it or not. Companies 
that don’t change with the times tend to disappear.
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