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In February 2016, the Iraqi Wikimedians 
approached the Wikimedia Foundation 

with a request: 

Help us increase access and 
awareness to Wikipedia in Iraq. 

https://meta.wikimedia.org/wiki/Iraqi_Wikimedians


Access Awareness

Situation: Data costs limit internet use 
for up to 80% of Iraqis. 

Approach: Wikipedia Zero partnership 
with Asiacell, a major national telecom 

Situation: Low awareness (19%) of 
Wikipedia corresponds to limited 
Wikipedia usage

Approach: Messaging campaign to 
explain and promote Wikipedia



Target audiences
Primary: Asiacell subscribers able to 
access Wikipedia with no data costs

Secondary: Iraqi internet users



Primary audience 
result

47% increase in Wikipedia awareness
Note: This is computed from the change in phone survey reported awareness from 
benchmark 19% to 28% representing 9% more market awareness and a growth of 47%.   
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Results based on preliminary phone surveys

Iraq



Primary audience result:
Increase in mobile pageviews following launch
Requires more analysis to determine cause & longevity of increase.

Blast 1:
Non-data subscribers

Blast 2:
Data subscribers



Secondary audience result

32% increase in Wikipedia awareness
Note: This is computed from the change in phone survey reported awareness from 
benchmark 19% to 25% representing 6% more market awareness and a growth of 31.6%.   



Launch of partnership 
& start of campaign

Secondary audience result:
Increase in ar.m.wikipedia.org unique devices in Iraq
Requires more analysis to determine cause & longevity of increase.

 Jan 1 2016 Oct 4 2017



Context & 
Benchmarks



There are 37.5 million 
people in Iraq.



Around 4.8 million 
have access to the 

internet.



And internet access is 
growing 7.5% per 

year.



~ 1.04 million unique 
devices visit Arabic 
Wikipedia from Iraq 

Dated: February 2017



Awareness 
benchmarks
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Using phone surveys in early 2017, we 
established a baseline for Wikipedia 
awareness in Iraq. 

Survey respondents were asked if they 
“have heard of Wikipedia” and less than 
20% could answer yes:

18% of Asiacell subscribers 

19% of Iraqi internet users 

See more: https://meta.wikimedia.org/wiki/Global_Reach/Iraq_survey_1
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Awareness campaign
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Campaign 
overview

The messaging campaign began in 
February and continued through June:

● February 28, 2017 - Press event at 
Mobile World Congress 

● March 14, 2017 - SMS text blast to 
Asiacell subscribers #1 

● May 14, 2017 - SMS text blast to 
Asiacell subscribers #2 

● May 30, 2017 - Video ads launch 

https://commons.wikimedia.org/wiki/File:Isfahan_Lotfollah_mosque_ceiling.jpg?fastcci_from=585280&c1=585280&d1=15&s=200&a=fqv&o=200


Press event 

100+ stories in 31 countries 

CC by SA 4.0, SLien (WMF)



Press impact
Message: The Wikimedia Foundation is 
proud to partner with Asiacell to make 
Wikipedia free to access for 13 million 
Iraqis 

Timing: Press conference at Mobile World 
Congress - February 28, 2017 

Participants: 
1. Katherine Maher, Executive Director
2. Adele Vrana, Director of Global Reach 
3. Mohammed Baban, CTO of Asiacell  

Results: 100+ stories in 31 countries 

joe harrison - CC BY 3.0 US





SMS blast  
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SMS blast  
Approach: Text message blast to subscribers

Message: Asiacell will give access to 
information to millions of customers for free! 

Enjoy unlimited browsing to Wikipedia even with 
zero balance access the following link: 
www.wikipedia.com

Timing: 
1. March 14, 2017 (8 million users) 
2. May 14, 2017 (5 million users) 

Reach:  13 million subscribers 

Andrey Vasiliev - CC BY 3.0 US

http://www.wikipedia.com/
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Video ads



Video details

felix peault - CC BY 3.0 US

Message:

Because our value in life is determined by our gifts to 
society
Because knowledge is priceless
Wikipedia offers you, in association with Asiacell, all 
the information that interests you
With ease
Even without balance/credit
Learn about your country's heritage
Develop yourself more in your area of ​​specialization
And develop your skills .. Take advantage of yours 
and others information

Wikipedia: Share the knowledge



Video details

felix peault - CC BY 3.0 US

Strategic approach: We partnered with Hama 
advertising (an Iraqi agency) to produce a 30-second 
introduction Wikipedia. The Iraqi Wikimedians requested 
that the video “show Iraq how it is lived today” so the 
resulting video showed people in restaurants, students in 
libraries, family gatherings, and more. Wikipedia was shown 
on mobile devices throughout in 16 screenshots approved by 
the Iraqi user group

Two cuts of the video were produced: one in Arabic, one in 
Kurdish. 

Timing: Videos launched May 30, 2017 

Distribution channels:  Facebook & YouTube



CC BY-SA 4.0. Wikimedia Foundation



Video impact

Gracelle Mesina - CC BY 3.0 US

Videos earned 5.1 million views, 
an audience = 18% of the Iraqi population
 
Asiacell paid to promote the videos, drastically 
increasing the reach of the videos. 

Video links: 

Asiacell
● Arabic (Facebook) 
● Kurdish  

Wikipedia 
● Arabic 
● Kurdish  

https://www.facebook.com/Asiacellconnect/videos/1795536073806710/
https://www.facebook.com/Asiacellconnect/videos/1795539377139713/
https://www.facebook.com/wikipedia/videos/10155222932683346/
https://www.facebook.com/Asiacellconnect/videos/1795539377139713/


Channel Views Comments Shares “Likes” “Love” “Angry”

Asicacell 
(Arabic video)

3.9 Million 402 684 26,000+ 2,000+ none

Asiacell 
(Kurdish video)

1.2 Million 87 145 10,500+ 500 none

Wikipedia 
(Arabic video)

20,000 12 28 110 15 5

Wikipedia 
(Kudish video)

16,000 39 20 120 20 8

Video views & 
engagements 

Data shown reflects the performance of the videos on Facebook as 
compiled on October 10, 2017. Additional views may be examined on 
Wikipedia and Asiacell YouTube channels



Selection of video 
comments 



Survey findings



Survey validity
No statistically significant difference 

(Baseline vs Follow-up) in terms of gender, 
age and location



Key finding: 
Higher Wikipedia awareness compared to Baseline 
survey ( reflects value of marketing campaign )



Key finding: 
Higher % of Internet users from Asiacell learned 
about Wikipedia before 2017

17% 
In 2016 or 

> 2 years ago 

5% 
In 2017

6% 
Not sure



Hypothesis: 

It appears that people who recently 
discovered Wikipedia are unsure about the 
time when they first got exposed to it. 



Key finding: 
A higher % of asiacell users are aware of Free 
Wikipedia than non-asiacell users



Further exploration



Question: 
Lower % of frequent Wikipedia users in follow-up 
survey - Can we find out whether the drop is related 
to the time of the year? (summer, no school etc.) 



Question: 
A high % of respondents reported that they found 
out about Wikipedia through Radio/TV 

Since Radio/TV 
were not part of 
marketing efforts, 
where is this 
coming from?



Question: 
Lower % of smartphone users  in follow-up survey 
- Can the drop of smartphone usage be due to 
changing societal conditions? 



Launch of partnership 
& start of campaign

Unique devices:
ar.m.wikipedia.org in Iraq Question: 

Unique devices increased in 
more countries than Iraq 
for mobile Arabic 
Wikipedia.

Is the increase going to 
sustain? Why is there a 
similar increase for Arabic in 
other countries?



Recommendations



Wikimedia should 
manage ad spend

Include notable 
celebrity in ad

A drawback of Asiacell managing the ad 
spend for this campaign was that the 
Wikimedia Foundation did not see the 
cost effectiveness of the effort. This 
means we do not know how much is 
needed to invest in future campaigns. 

For future efforts, Wikimedia should 
manage the ad spend so a global baseline 
of distribution cost may be developed. 

The Iraq video lacked any recognizable 
personality, actor, or musician who could 
act as a “celebrity endorsement.” With a 
celebrity in the video, viewers should 
have increased “trust” for the message. 

Moreover, an “influencer” may help 
increase the viral reach of the video. 



Thank you


