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CAMPAIGNS 
BACKGROUND



Global statistics on food waste paint a stark picture of the 
magnitude of this issue and its significant environmental 
repercussions. According to reports, approximately one-
third of all food produced for human consumption is either 
lost or wasted globally each year. This equates to around 1.3 
billion tons of food, valued at nearly $1 trillion. This wast-
age not only represents a loss of valuable resources such 
as water, energy, and land but also contributes significantly 
to greenhouse gas emissions. Food waste in landfills gener-
ates methane, a potent greenhouse gas that contributes to 
climate change. Additionally, the production and disposal 
of wasted food lead to unnecessary environmental degra-
dation and biodiversity loss. Therefore, addressing food 
waste is not only crucial for food security and economic 
reasons but also for mitigating environmental impact and 
promoting sustainable consumption patterns worldwide.

GLOBAL STATISTICS:
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Based on the global statistics highlighting the significant issue of food waste, it is imperative to outline the campaign’s strategic 
approach that addressed these challenges. The campaign aimed to not only raise awareness but also to foster behavioral change 
and community engagement regarding proper waste disposal practices and sustainable living.

By addressing these strategic pillars, the campaign sets a comprehensive framework for achieving its objectives and making a 
positive impact on waste reduction, sustainable living practices, and environmental stewardship during Ramadan and beyond.

CAMPAIGN’S OBJECTIVE:

01 02 03 04
Educational Outreach:

The campaign focused on 
increasing public aware-
ness and understanding of 
proper waste disposal prac-
tices, waste reduction at the 
source, and the significance 
of recycling. By providing 
educational materials, and 
online resources, the cam-
paign intended to empower 
individuals with knowledge 
and tools to make informed 
decisions and take sustain-

able actions.

Behavioral Change: 

A key objective of the cam-
paign was to encourage 
individuals and families to 
adopt sustainable practic-
es in their daily lives. This 
included the promotion 
of conscious consumer-
ism, such as considering 
food purchases mindfully, 
planning meals efficient-
ly to minimize waste, and 
properly managing food 
leftovers. The campaign 
emphasized the concept 
of saying “no” to wasteful 
behaviors and embracing 
alternative solutions that 
align with environmental 

sustainability.

Community Engagement: 

The campaign recognized 
the importance of commu-
nity participation and col-
laboration in driving mean-
ingful change. Through 
interactive activities, chal-
lenges, and outreach pro-
grams, the campaign aimed 
to engage with local com-
munities, businesses, and 
organizations to foster a 
sense of collective respon-
sibility towards waste man-
agement and environmen-
tal protection. By building 
partnerships and mobiliz-
ing grassroots efforts, the 
campaign aimed to create 
a lasting impact beyond the 

Ramadan period.

Internal Engagement:  

In addition to external out-
reach, the campaign also 
dedicated efforts to rais-
ing awareness among be’ah 
employees. An internal 
campaign with the same 
objectives as the external 
campaign was implement-
ed to observe and assess 
common behaviors relat-
ed to waste management. 
This internal engagement 
aims to promote a culture 
of sustainability within the 
organization and encour-
age staff members to lead 
by example in adopting 
eco-friendly practices both 
at work and in their person-

al lives.
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CAMPAIGN 
STRATEGY



Food waste and plastic consumption continue to persist 
due to inefficient supply chains, consumer behavior, and 
societal norms. Many individuals discard food and packag-
ing thoughtlessly, without considering the impact on the 
environment. It is essential to recognize the importance of 
taking responsibility for our actions and making changes to 
create a more sustainable future. Food waste and plastic 
consumption are two major issues that continue to persist 
in our society. Although there has been an increased aware-
ness of the negative effects of these practices, they are still 
prevalent and continue to have a significant impact on the 
environment. 

One of the main reasons for the persistence of these issues 
is the inefficient supply chains that are prevalent in the food 
and packaging industries. The complex nature of these sup-
ply chains can often lead to food waste and excessive use 
of plastic packaging. Additionally, consumer behavior plays 
a significant role in contributing to these problems. Many 
individuals overlook the consequences of their actions and 
discard food and packaging thoughtlessly, without consid-
ering the impact it has on the environment.
Societal norms also contribute to the persistence of these 
issues. The use of single-use plastic and the culture of con-
venience have become deeply ingrained in our society, mak-
ing it difficult to break away from these practices. However, 
it is essential to recognize the importance of taking respon-
sibility for our actions and making changes to create a more 
sustainable future.

In conclusion, the persistence of food waste and plastic 
consumption can be attributed to various factors, including 
inefficient supply chains, consumer behavior, and societal 
norms. It is imperative that we work towards finding solu-
tions to these problems by implementing more sustainable 
practices and raising awareness of the negative impact they 
have on our environment.

1. ROOT CAUSE:
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The primary objective of this campaign is to reach out to 
a diverse range of individuals across various demograph-
ics and backgrounds in society. The campaign’s focus lies in 
educating people about the importance of reducing food 
waste and plastic consumption. Through this initiative, we 
aimed to create awareness about the adverse impact that 
food waste and plastic pollution can have on the environ-
ment and encourage individuals to adopt sustainable prac-
tices

The campaign takes a compassionate yet assertive tone 
and emphasizes the importance of individual actions in 
combating food waste and plastic consumption. It aims to 
inspire change through empathy, humor, and understand-
ing.

2. TARGET AUDIENCE:

3. TONE OF VOICE:
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This year’s campaign by be’ah adopts a bold and impactful creative direction, centered around the theme of saying “No” to 
food waste and extravagance. Aptly referred to as the “No” campaign, it emphasizes personal responsibility and empow-
erment, encouraging individuals to reject wasteful behaviors and embrace sustainable practices. The campaign leverag-
es the word “No” as a powerful tool to drive behavioral change, with all campaign activations and strategies designed to 
support the application of refusal mechanisms in waste production. Through clear messaging such as “No, to single-use 
plastics” and “No, to food waste,” the campaign aims to instill a sense of accountability among Omani residents, empow-
ering them to make conscious choices that contribute to reducing waste and protecting the environment. By promoting 
the adoption of the “No” mindset, Be’ah seeks to foster a culture of sustainability and responsible consumption, ulti-
mately leading to a cleaner, greener, and more environmentally conscious Oman.

4. CREATIVE DIRECTION:
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CREATIVE ART WORKS



CAMPAIGN 
GOES LIVE



To kick off the campaign, be’ah took the first step by 
engaging with the public through activations utiliz-
ing digital screens that prominently displayed the 
word “No.” Concurrently, influencers from various 
countries showcased the word “No” in different 
languages, amplifying its reach and impact. Simul-
taneously, news accounts started to generate buzz 
by posting about the digital screens, prompting 
curiosity among audiences about the significance 
of the word “No” displayed on these screens and 
driving engagement across social media platforms.

TEASER:
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The official launch of the campaign was a meticulously planned 
event, strategically executed across various platforms to maxi-
mize engagement and reach. It commenced with a teaser poster 
unveiling the campaign on be’ah’s official social media account, 
setting the stage for what was to come. Simultaneously, solidar-
ity posters were shared on influencers’ and partners’ accounts, 
spreading awareness and garnering support for the cause. The 
campaign’s partnership with Oman Foodbank was highlight-
ed through interactive stories and announcements about the 
“Save the Blessings” initiative, emphasizing the importance of 
food preservation and waste reduction. Engaging videos show-
casing the campaign’s stickers and an interactive calendar were 
posted on be’ah’s account and influencers’ profiles, fostering ac-
tive participation from the audience. A captivating teaser vid-
eo paved the way for the grand reveal of the campaign’s main 
video, capturing attention and generating anticipation. Addi-
tionally, announcements were made about a stand-up comedy 
show aligned with the campaign’s message, further diversifying 
the content offerings. As the launch unfolded, the campaign’s 
second video and a video documenting the “No” Culture Panel 
Discussion were shared, providing deeper insights and perspec-
tives on the campaign’s objectives. This multifaceted approach 
ensured that the campaign reached audiences through various 
digital and traditional media channels, effectively amplifying its 
impact and fostering widespread engagement across Oman.

OFFICIAL LAUNCH:
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Central to the campaign is the concept of solidarity to mini-
mize food waste and plastic consumption during Ramadan. 
Participants are encouraged to commit to specific actions, 
such as planning meals mindfully, utilizing leftovers effi-
ciently, supporting local food redistribution initiatives, and 
finally, saying NO waste and extravagance. 

1. SOLIDARITY:

2. CALENDAR CHALLENGE:

AWARENESS ACTIVATION

As part of the campaign, a “Calendar Challenge” is intro-
duced, where participants are provided with daily prompts 
and tips to reduce food waste and plastic consumption 
throughout the month of Ramadan. This interactive ap-
proach encourages active participation and fosters a sense 
of responsibility among participants.
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3. ON-GROUND ACTIVITIES:
The campaign came to life through dynamic activations 
designed to engage the target audience in meaningful in-
teractions and convey the campaign’s message effective-
ly. (1) Live cooking shows featuring renowned local chefs 
were organized in different governorates to demonstrate 
cooking methods that minimize waste and extravagance, 
emphasizing the importance of portion control to meet 
the needs of the audience. (2) Stand-up comedy perfor-
mances infused with messages on how to assertively say 
“no” added a touch of humor while reinforcing key cam-
paign principles. (3) Collaboration with Oman Foodbank 
enabled meal packing and distribution to those in need, 
simultaneously raising awareness of their services and 
the significance of food preservation. (4) Professionals 
from various fields were brought together to share their 
experiences of adopting sustainable practices in their per-
sonal lives, inspiring others to follow suit. Additionally, (5) 
the creation of the “No” sculpture in collaboration with 
local artists aimed to leave a lasting impact, serving as a 
tangible reminder of the campaign’s message and foster-
ing resonance with the audience long after the campaign 
concludes. These activations facilitated live interactions 
with the target audience, fostering deeper engagement 
and fostering a sense of community around the campaign’s 
objectives.
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Internally, our campaign engages with the employees 
of be’ah, starting from the solidarity post made by our 
CEO to encourage them to participate in the campaign. 
We also published the NO calendar, which helps the 
employees to not only commit to the objectives of the 
campaign but also have daily tasks to do to help them 
make a better contribution. Moreover, we customized 
our paddle team jerseys with the messages of the cam-
paign to promote it during the tournament. Finally, we 
conducted Qaranqashoo for the kids of our employees 
at one of the playgrounds named Fapyland, and distrib-
uted a specific amount of candies to each kid.

INTERNAL ENGAGEMENT:
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OUTCOMES 
& RESULTS



TEASER VIDEO

160 K
2910 135 457316 K

222 K
750

SOCIAL MEDIA STATISTICS

Impression Enagagment Views
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MAIN VIDEO

495 K
659 K

11 K
1,7 K 346 K 16 K 117 K

Impression Enagagment Views
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SECOND VIDEO

266 K
1.1 M

5 K
186 346 K 16 K 117 K

Impression Enagagment Views
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SCREEN ADS: OMAN TV:

ADS SPOTS 

• be’ah published a vague teaser 
poster before the official launch 
of the campaign. 

• The poster was shown on 
Mubashir screens, Shell Gas 
Station, and billboards.

• Before Iftar Ad for 30 days of 
Ramadan.

• The main video airs on Oman 
TV during prime time.

Shabab Radio:
Total: 126

MUSCAT FM:
Total: 255

NEWSPAPER ADS
• Newspaper ads on Oman 
      Observer and Oman daily.

• Be’ah one of the sponsors of 
.program ”سوالف رمضانية“

• An interview on Muscat FM 
with Salim Al-Numani to dis-
cussed the issue of food waste.

MEDIA RELATIONS STATISTICS:
MUSCAT FM INTERVIEW:
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STAKEHOLDERS
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In conclusion, be’ah’s Ramadan campaign, aptly named 
the “No” campaign, has been a testament to the power of 
collective action and individual responsibility in address-
ing food waste and promoting sustainability. Through 
strategic planning and innovative execution, the cam-
paign successfully engaged the Omani community, both 
the general public and be’ah’s staff, in a dialogue about 
conscious consumption and waste reduction. By harness-
ing the “No” mindset and leveraging various platforms 
and channels, be’ah has empowered individuals to make 
informed choices and take meaningful action towards 
building a more environmentally conscious society. As 
the campaign continues to resonate and inspire change, 
be’ah remains committed to driving progress and foster-
ing a culture of sustainability in Oman, ensuring a bright-
er and greener future for generations to come.

CONCLUSION: 
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