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Using a Creative Multimedia Communications & Funding Campaign to Raise Awareness of Marine Turtle 
Conservation in the Middle East. 

INTRODUCTION
The level of awareness for species conservation in the Middle East is in its infancy. There have 
been many studies carried out in the past, documenting both marine and terrestrial species of 
the region but very few of these studies have been turned into conservation awareness programmes. 
With a consistently growing population and an increasing realisation of the importance of 
protecting the environment, raising awareness of these issues in a region so threatened by climate 
change has never been more important.  

MARINE TURTLE CONSERVATION PROJECT 

We reached out to our sponsors, partners and general audiences in a variety of ways METHODS RESULTS
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The Marine Turtle Conservation Project was launched in 2010 by the Emirates Wildlife Society – WWF 
(EWS-WWF) in partnership with the Marine Research Foundation (MRF), as well as a number of partner 
organisations in the region. It focused on monitoring the migration and foraging habits of critically 
endangered hawksbill turtles in the Persian/Arabian Gulf, with this projects 75 post-nesting female turtles, 
as well as 15 more contributed by partners, being tracked via satellite  This project, using three years of 
tracking data, has assisted in identifying vital areas turtles use across the region for when they feed and 
rest as potential conservation areas, and can help refine regional management actions. 

Worldwide, there is a distinct lack of awareness on the abundance of biodiversity in this region. 
There are many unique species found throughout the desert, mountain, marine and wetland 
environments, and several of these species are under threat of extinction. The Hawksbill turtle 
(Eretmochelys imbricata) is one such animal, and its plight needs to be highlighted to allow the 
public to have a better understanding of the threats faced by not only this species but other marine 
species as well. This could then lead to action to better protect our marine environment. 
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Noora Luotola, Nora Ali Bakhsh, Omnicom Media Group, Phishface Creative,
www.seaturtle.org, Touchpoints Consulting & Communications and all of our sponsors
and distributors, lists of which can be found at www.gulfturtles.com.

#wheresthatturtle made

82,485 impressions
Twitter

Anjana Kumar, Avan Al Dabbagh, Catalyze Communications, Elma Costales,
To find out more information please visit either:
uae.panda.org  or  www.gulfturtles.com
You can also follow us on social media

Facebook: ews.wwf
Twitter: @ews_wwf

Instagram: ews_wwf
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Since the launch of the communications campaign there has been tangible interest in the project, with each method garnering 
the attention of  unique audiences. 

This multi-media approach has shown to be an effective way to significantly increasing awareness of the conservation needs of 
turtles in the Gulf. Including project sponsors into the communications campaign turned out to be a powerful tactic, and social 
media and social advertisements were instrumental in reaching individuals.

Learning from these successes, when implementing future conservation projects with a comparable need for outreach, a similar 
multi-faceted communications programme could certainly be considered; targeted both towards the general public and corporate 
partners and sponsors, accelerated for a short time by a focused campaign.

MAIN WEBSITE7#
www.gulfturtles.com

Creating a dedicated trilingual website 
(English, Arabic & Farsi) for the  
project, featuring: 
 - regular news updates
 - photo galleries, 
 - information on the campaign 
 - threats to marine turtles
 - partner profiles, 
 - sponsors logos
 - ways to get involved 
 - sign-ups for newsletters
 - locations to buy the turtle 
  adoption packs (TAPs) 
and During The Race ;

- the hub for the dynamic, 
 interactive awareness campaign

“The Great Gulf Turtle Race” . 

 A 5 week virtual race based on the  
website (inspired by Conservation 
International’s ‘Great Turtle Race’) in
June/July 2011 and 

The campaign was run out across all 
platforms, gathering momentum especially 
on social media and print, diverting traffic 
to the website.

PUBLIC CAMPAIGN1#
“The Great Gulf Turtle Race”  

The campaign highlighted the plight of the Hawksbill 
Turtle, helping the public to understand better the biology, 
migrations and behaviours of a local critically endangered 
species in a fun, interactive and dynamic way. 

By combining funding and communications it gave 
sponsors an easy-to-use campaign to engage their 
staff and give real added value.

The sense of ownership for sponsors, spurred interest so 
much so that their sharing and employee engagement gave 
the project an unexpected global exposure, shown with 
large website traffic coming from countries like Ireland 
and Brazil.

Social Media was the platform most used by 
individuals. Social Advertisements on Facebook and 
YouTube we’re invaluable in driving visitors to the 
website, making it one click away.

Adoption packs allowed the project to reach both the 
private sector and individuals. Used as gifts and 
momentos these packs brought in much needed funding, 
and at the same time another communication platform. 

The successful ‘Great Gulf Turtle Race’ was a clear, 
focused, intensive five-week campaign that brought 
cohesion to each of the communications platforms. 
The campaign duration was such that it avoided 
campaign fatigue.

Scan to 
download 

PDF 
version

HK+ Strategies, Mohannad Wadi, Mohammed Bin Zayed Species Foundation,

Marine Research Foundation

Year

500

1000

1500

2000

2500

3000

2010 2011 2012

dl oS skcaP noit podA f o sreb
mu

N

2550

340
550$18

,21
4

$30
,49

3

sel as PAT morf eda m DSUDSU

$13
8,0

00
DSU

 8# ADOPTION PACKS
Creating turtle adoption packs (TAPs) 
which include a plush toy turtle, project 
information, stickers and an adoption 
certificate. 

of distributors as well as directly in 

Done in an effort to raise awareness 
among a wider audience and raise 
project funding  at the same time.

A Turtle Adoption Pack (TAP)

Sold to the public through a network 

bulk to companies for coporate gifts

PRINT MEDIA5#
Unique print media partnerships

 were developed to garner exposure in 
magazines and newspapers through articles
and advertising space in return for in-kind 
turtle sponsorship. 

  effort with press releases  to raise the 
profile of the campaign and deliver the 
added value for sponsors.

During the Race there was an inreased 

6# SOCIAL MEDIA

Buying social advertising space to 
increase exposure to individuals on their 
home pages and news feeds. 

Using Twitter and Facebook to drive traffic 
to the Facebook page and project website 
which had Race  updates andinformation.

2012.

Selling sponsorships for each turtle to 
government entities, educational facilities 
and a host of companies in a range of 
sectors (inc. banking, hospitality and 
logistics). 

Sponsors would benefit from fulfilling their 
their Corporate Social Responsibility (CSR) 
commitments for conservation, while also 
engaging with their employees and clients. 

Sponsorship gave each ‘turtle sponsor’ the
opportunity to name their turtle(s) and
participate in the ‘Great Gulf Turtle Race’

It also gave companies the exposure to
have their company name associated with 
press releases regarding their turtle(s) 
during the race. 

All funds raised went to financing the 
deployment of the transmitters.

SPONSORSHIP2# E-NEWSLETTERS3#

updates to employees and their families 
as well as customers and clients.

these newsletters helped the audience
dymystify the science and properly 
understand the need to conserve turtles.

Written in non-scientific terms, 

Sponsors were able to forward these 

During the Race, sending weekly 

had signed up to follow the progress of 
their favourite turtle

personalised newsletters to those who 

Beyond the Race: using e-newsletters 
updates on project

partners, sponsors 
to send regular 
progress to project 
and members of the public.

The updates linked to the website 
which featured profiles for each turtle.

Number of

CHEERS
120,000+

Votes in 2012 for all turtles

during the ‘Great Gulf Turtle Race’

With daily distance updates on the 
website and an opportunity for individuals 
to go online and click to cheer on their 

turtle, winners of the‘furthest travelled’
and ‘most popular’ were declared at the 
end of the race. 

The website showed realtime satellite
a simple map so visitors

turtles real movements.  
tracking data as 
could see their 

4# RACE WEBSITE


