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Visa Giving Shoppers an Enhanced Experience during DSF 2016

The Dubai Shopping Festival, now in its 21st edition, continues to work closely with its partners to bring a fantastic family friendly festival to life. This year residents and tourists alike are being invited to ‘Unwrap The Exceptional’ over the course of the 32-day long shopping festival. The Dubai Festivals and Retail Establishment,  an agency of the Department of Tourism and Commerce Marketing (DTCM), and the organisers of DSF has worked in close partnership with Visa for almost two decades, with the relationship becoming stronger and deeper as the Festival has grown and prospered. 
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Visa’s role in the Dubai Shopping Festival has expanded over the years, and this year,  Visa as a Key Sponsor of DSF 2016 has further enhanced the experience for shoppers who are already finding that Visa’s ‘Impossible Deals’ are bringing them some exceptional opportunities. This gives Visa cardholders a chance to win exclusive deals on electronics, travel, entertainment, luxury goods and automobiles. During the 21st edition of the Dubai Shopping Festival, Visa is committed to working with DFRE to enhance the shopping experience of visitors and create memorable moments for all.

DFRE’s Media Centre spoke with Karim Beg, Visa’s Head of Marketing for MENA to find out how  much of an impact DSF has made on Visa’s business during this longstanding collaboration, and its offers to DSF visitors during the festival’s 21st edition.
Excerpts from the interview:
In relation to your annual business plans and strategy – how important is the DSF period to the success of your business?
The Dubai Shopping Festival (DSF) is one of the most significant initiatives that the Government of Dubai has undertaken in the past 20 years to place Dubai on the global map for retail, investment and tourism. Visa’s association with the Dubai Shopping Festival as the official payments partner for the event spans nearly two decades and as one of the foremost retail festivals in the world, the festival is a key period for us. 

Through our association with DSF, Visa has benefitted from increased spending on its cards, by both residents and tourists. DSF also provides an opportunity for Visa to work with banks, to offer special promotions and rewards. For instance, across the Middle East and North Africa, Visa supported the DSF 2015 promotional activities of over 50 banks. This year, Visa is supporting over 130 banks across Central Europe, Middle East, Africa, and the Asia-Pacific region.  Ultimately, the festival is an integral part of our efforts to promote cross border shopping and tourism in the Middle East.  


What special initiatives, promotions and customer engagement strategies have you implemented for this year’s edition of DSF?
Given that consumers are always looking for the best deals, Visa and DSF have come together to launch an exciting campaign called ‘Impossible Deals’ that is  offering Visa cardholders the chance to redeem - on a first come, first served basis - a limited number of fantastic deals on a range of electronics, travel, entertainment, luxury goods and automobiles.

The campaign was started on the 1st January and runs to 1st February 2016 and is unveiling one impossible deal everyday throughout the DSF month. Visa cardholders will have to log on to www.visamiddleeast.com/dsf and follow a simple registration process to enroll in the promotion, after which they will receive daily notifications about the impossible deals on their mobile phones and/or email. Visa cardholders will need to respond to the deal notifications for a chance to redeem their prize. Visa believes that it is uniquely positioned to educate shoppers about the convenience and security of electronic payments, while simultaneously rewarding them with value added prizes.

The 'Impossible Deals' promotion is in line with Visa’s effort to enrich the shopping experience for shoppers and enhance the electronic payments ecosystem in the UAE during one of busiest shopping periods in Dubai.

How important has DSF been to the overall economic development of Dubai and promoting it as one of the premium shopping destinations around the world?

DSF has played a very important role in raising the profile of Dubai as a premium shopping and tourist destination. The festival was launched in 1996 as the brainchild of His Highness Sheikh Mohammed bin Rashid Al Maktoum, Vice President & Prime Minister of UAE and Ruler of Dubai, and was based on his vision to transform Dubai into a modern city, and a major trading and shopping hub of the region. 

Today, DSF has grown into the longest-running festival of its kind in the world and has tremendously boosted the profile of Dubai as a tourism destination offering extraordinary deals and promotions across a host of experiences – shopping, entertainment and travel. 

In addition to the promotional offers and amazing shopping deals, daily mega prizes are given away during DSF in the form of luxury cars, gold and cash. These prizes have not only become a magnet for shoppers but have also helped changed the lives of thousands of citizens, residents and visitors – thus cementing Dubai’s growing stature as a major global player in the retail, entertainment and leisure sphere.


Have you witnessed a big increase in the amount of credit card use compared to that of debit cards?
It is too soon to comment on credit and debit card usage this season. 

Who are the big spenders on their cards – typically where do they come from?

DSF is one of the most eagerly anticipated shopping festivals in the world and the big spenders come from across the GCC, Europe and Africa. Saudi Arabia and the UK emerged as the top spenders in the first two weeks of the DSF last year, contributing $35.18 million and $29.98 million, respectively, to the UAE economy. This was up from $27.29 million and $27.74 million spent during the same sale period in the previous year. At a regional level, visitors from Middle Eastern and North African nations remained strong users of their Visa payment cards and spent a total of $96.75 million during the first half of DSF. This was followed by Europe at $72.69 million and Sub-Saharan Africa at $54.36 million.

How much of an impact do Visa’s own promotions have in generating additional card usage during DSF?
Visa has been working in line with the vision of DSF to raise the profile of Dubai as a favored international shopping destination and has invested in bigger and better promotions that appeal to cardholders in the UAE and countries around the world. Visa makes a significant investment in its partnership with DSF and, naturally, our promotions do play a role in generating additional card usage during DSF. 

Over the years, Visa has conceptualized some outstanding activations to enhance the shopping experience – for instance, last year we launched the ‘Shop, Spin and Win’ promotion at the Waterfall Atrium in Dubai Mall which allowed every Visa cardholder, both visitors and residents, a chance to ‘spin’ the Visa Wheel by presenting a receipt for a minimum spend of AED300, made anywhere in the UAE during DSF, with their Visa card. 

In addition to the instant prizes on offer at the ‘Shop, Spin and Win’ promotion, Visa invited cardholders to enter a lucky draw, for every purchase of AED300 made with their Visa card during DSF for a chance to win a luxurious fashion trip to London, Paris, Milan or Dubai, along with an accompanying personal shopper.

Activations like these reiterate Visa’s commitment to the Middle East and the UAE to enhance the shopping experience for both visitors and residents.



On average how much does the use of credit cards, debit cards, and ATMs increase during the month of DSF?

DSF is the premier retail and shopping festival in the world and there is a significant increase in the use of credit, debit and ATMs during the festival. Last year, Visa saw increased spending on cards at DSF with 1.9 million Visa cards being used for 9.8 million transactions during the event. This accounted for a total of US$1.5 billion – both domestically and internationally - on Visa card spends.  Additionally, Visa card spends have been increasing with every passing year. The total Visa card spends in the first two weeks of DSF between 1 January to 15 January 2015 had risen by 12 percent compared to spends in the first two weeks of DSF 2014.

Traditionally where you have found the biggest use of electronic payments among DSF visitors?

We have found that the biggest use of electronic payments among Visa cardholders at DSF, for both residents and visitors, was on clothing, retail and accommodation. As one of the world’s most competitive shopping destinations - coupled with its geographical proximity to Europe, the Middle East, Africa and Asia - Dubai has emerged as the front runner for leisure, tourism and entertainment. Naturally, shopping – including fashion retail and hotel stays, emerge top of the agenda for residents and visitors at DSF.

Has there been a change in what people are using electronic payments for purchasing during DSF – what are the hot ticket items for people to buy?

Dubai has established itself as a leading international shopping and leisure holiday destination and it comes as no surprise that the most popular segments for electronic purchases during DSF are clothing, retail and accommodation. People have become comfortable with electronic payments over the years and Visa remains committed to enhancing the electronic payments ecosystem in the UAE. In line with the country’s progressive smart initiatives, Visa is uniquely positioned to educate shoppers about the convenience and security of electronic payments, while simultaneously rewarding them with value added prizes across the hot ticket items – clothing, retail and accommodation.

Do you think that the different themes that DSF has introduced for the 2016 edition will positively impact the use of Visa cards this season?

DSF’s exciting line up of events and activations is sure to positively impact the use of Visa cards because of the safety, ease convenience of electronic payments at each of the themed activities for 2016 – be it beauty, gold and jewellery, apparel and  fashion  or perfume. Shoppers are always looking for convenient ways to transact and Visa has ensured that safety, ease and access are top priority for any shopper especially through the ‘Impossible Deals’ promotion which offers Visa cardholders the chance to redeem - on a first come, first served basis - a limited number of fantastic deals on a range of electronics, travel, entertainment, luxury goods and automobiles.
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