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Solving

One Of The
Middle East’s
Biggest
Problems

Brief:
Promoting the newly introduced conversation courses
by The Bntish Council in Riyadh, Sat.

Solution:

Tepping on the fact that Ar
differentiate between the |
begin leaming English, The
the "No Broblem’ Kit. |t feat ured.,
solution on how to pronounce
The practice sheet fiut
doesnt when pronouncing /b/.

Results:

= 35% more enroliments than its projected tz

= The kit also became a promotional B28 M

= Conversation courses will be launched in other
Saudi cities
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Material:
Color:
Dimensions

Space plastic, plastic
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Material:
Color:
Dimensions
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