<» MTNFoundation WCWDT

PURPOSE

To position MTN as a brand that is socially responsible and committed to
solving societal problems through collaboration with its over 70million
customers in Nigeria.

PR ACTIVITIES
BHM used believable stories of thousands of people who have benefited from
the MTN Foundation to trigger an emotional connection with its customers
and a desire to plug in and benefit from the programme.
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RESULTS =
{-
Through offline and online engagement, customers were able to nominate o= }
thousands of communities, reward a handful of them with basic amenities —
and spread awareness of the WCWDT initiative, delivering a more positive o :
perception of the brand. O—

m BHM is a media and public relations company involved in reputation management, consumer engagement,

content development, community and assets management, research and intelligence and media relations.

www.bhmng.com




