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Produced by  med ia  s tudents  a t  the  Un ivers i ty  o f  Wol longong in  Duba i ,
Bare ly  20  blends  creat ive  storyte l l ing wi th  ins ight fu l  repor t ing . Now
in  i t s  4 th  ed i t ion ,  we 've  grown in to  a  dynamic  youth  med ia  b rand,
fea tur ing  a  magazine , the  B20 News Channel , an or ig inal  s i tcom, a
graphic  novel ,  and  a  s t rong presence on  Instagram and TikTok.

BARELY20 STATEMENT

This  year ’s  theme,  “The Joy of  Being Bare ly  20 ,” embraces  ever y th ing
tha t  de f ines  your  twent ies :  the  ambi t ion, the  chaos, the  growth,  and
the  unexpected joys  tha t  come wi th  i t . We te l l  rea l  s to r ies  tha t  re f lec t
the  highs, the  lows, and the in-betweens  o f  f igur ing  l i fe  ou t . 

The rea l , raw, and remarkable  s ide of  ear ly  adul thood.

We’re  a l l  about  honest  conversat ions, Gen Z  creat iv i ty, and
bui ld ing community.  Par tner ing  w i th  Bare ly  20  means tapp ing  in to  a
genera t ion  tha t  va lues  connect ion over  per fect ion ,  and  isn ’ t  a f ra id  to
share  what  matters .

We a im to  ampl i fy  diverse student  voices across ident i t ies ,
d isc ip l ines, and exper iences  by  p rov id ing  a  c rea t ive  p la t fo r m fo r
personal  essays, sat i re , and v isual  ar t .



M A G A Z I N E

Being  bare ly  20  means
nav iga t ing  th rough the  in -
between,  the  chaos and c lar i ty ,
hear tbreak and heal ing,  un t i l
you  s lowly  grow i n to  the  person
you were  a lways  meant  to  be .

W H A T  W E  O F F E R

Bare ly  20  The Si tcom  i s  a
s tudent -made comedy insp i red  by
The Of f i ce  and Fr iends .  I t  fo l lows
3 f ina l -year  s tudents  as  they
tack le  group projects ,  burnout ,
and imposter  syndrome,  w i th
p len ty  o f  laughs  a long the  way.B A R E L Y  2 0  T H E  S I T C O M

A road trip’s guide to beingA road trip’s guide to being

Barely 20Barely 20
B 2 0  G R A P H I C  N O V E L

A Road Tr ip ’s  Gu ide  to  Be ing
Bare ly  20  is  a  new graphic
novel  to ld  th rough three
perspect ives,  i t  cap tures  the
mayhem,  humor,  and heart  of
post -univers i ty  l i fe .

B 2 0  N E W S

Run by  s tudents,  B20 News
de l ivers  ins igh t fu l  coverage o f
univers i ty, local , and g lobal
events ,  b rought  to  l i fe  w i th
f resh, youthfu l  energy  by
anchors  Dareen and Ahmed.



When you work  w i th  us,  you ’re  no t  jus t  be ing  fea tured . You ’re  be ing
welcomed in to  a  community  tha t  cares . We don ’ t  jus t  pos t  your  name
and logo. We th ink  about  how your  brand  can  show up in  a  way that
fee ls  natura l , creat ive , and eye-catching.

W H Y  U S ?

We may no t  be  a  b ig  agency. We’re  a  group o f  s tudents  who s ta r ted
someth ing  because we fe l t  l i ke  no th ing  ou t  there  t ru ly  represented
our  genera t ion . Bare ly  20  grew f rom tha t  fee l ing  in to  a  space tha t ' s
rea l , honest ,  and actual ly  in  touch wi th  what  Gen Z  wants .

We’ l l  never  t rea t  you l i ke  jus t  another  ad . 
We’re  go ing  to  make sure  peop le  actual ly  remember  you.

Because we l i ve  the  same l i festy le  as  the  peop le  we ’re  c rea t ing  fo r,
we ge t  i t . We know how to  make conten t  tha t  fee ls  r igh t . We know what
gets  scrol led past  and  what  gets  saved.  What  fee ls  forced  and  what
hi ts  d i f ferent .  That ’s  the  advantage  o f  c rea t ing  f rom the ins ide .

Real  people . Real  connect ion.



E D I T O R I A L  C O N T E N T

F A B R I C S  O F
O U R  B E I N G

Unf i l te red  s to r ies  tha t  de lve  in to
the  l i ved  exper iences  o f  th i rd-
cul ture  youth,  to ld  th rough
her i tage-dr iven perspect ives  and
our  own unique lens  on  the  wor ld
as  we s tep  in to  what 's  nex t .

L I F E  M O V I N G
F O R W A R D

Spot l igh ts  hones t  ins igh ts  f rom
alumni  and industry
professionals ,  o f fe r ing  rea l -wor ld
re f lec t ions  tha t  unpack  the  messy ,
in -be tween s t re tch  o f  your  ear ly
20s .

W H E N  T H E  S C R E E N
T U R N S  O F F

Curious,  candid ,  and ent i re ly
student -wr i t ten ,  these fea tures
tack le  ident i ty ,  menta l  heal th ,
hust le  cul ture ,  re la t ionships,  and
emot ional  whip lash  o f  ear ly
adu l thood.  

C U R R E N T
L I F E S T Y L E

More than jus t  s t ress  re l ie f ,  these
are  the  l i fe  exper iences  tha t  make
co l lege worth remember ing .  F rom
fashion and hobbies to  of fbeat
events ,  i t ’ s  every th ing  happen ing
beyond the c lassroom

Bare ly20 captures  the  vibrant ,
layered l ives  o f  today ’s  youth
blend ing  personal  s tor ies , rea l
ref lect ions, and bold  creat iv i ty.  The
topics  that  fo l low  o f fe r  a  c loser  look
at  the  themes and conten t  tha t  b r ing
th is  v is ion  to  l i fe .

Ever y  p iece  we publ ish  is  c ra f ted  to
he lp  s tudents  fee l  represented,
inspired ,  and  become par t  o f
someth ing  b igger,  redef in ing  what
s tudent  med ia  can be.



OUR
AUD I E NC E

INSIDER GUIDE

DEMOGRAPHIC

Univers i ty  s tudents  (18-
24)  nav iga t ing
independence,  academics,
and f i rs t  careers.

High school  seniors  (16-
18)  p repar ing  fo r  un ivers i ty
l i fe .

PSYCHOGRAPHIC

Tech-Enabled  L i fes ty le.

Ident i t y -Focused Fash ion .

Proud o f  the i r  her i tage,  ye t
open to  mu l t i cu l tu ra l
in f luences.

Use conten t  (v logs,  ree ls )  to
document  and share
l i fes ty le / t rave l  moments.

[1 ]GWI . "The Def in ing  Charac ter is t i cs  o f  Gen Z . "  GWI  B log ,  h t tps : / /www.gwi .com/blog /genera t ion-z -charac ter is t i cs,  Accessed 4  May [2 ]GWI . "The Def in ing  Charac ter is t i cs  o f  Gen Z . "  GWI  B log ,
h t tps : / /www.gwi .com/blog /genera t ion-z -charac ter is t i cs,  Accessed 5  May [3 ]  Co lor  Dynamics. "S ta t i s t i cs  on  Pr in t  Marke t ing  to  Younger  Genera t ions. "  Co lor  Dynamics,  h t tps : / /www.co lo rdynamics.com/s ta t i s t i cs -on-pr in t -marke t ing-
to -younger -genera t ions  Accessed 3  May [4 ]E lec t r i ca l  Cont rac tor  Magaz ine. "Brand Awareness  In fograph ic . "  [5 ]  ECMag,  2023 h t tps : / /www.ecmag.com/docs /de fau l t -source /de fau l t -document - l ib ra r y /b rand-awareness / f ina l -
in fograph ic - fo r -convent ion .pd f,  Accessed 4  May [5 ]  Un ivers i ty  o f  I l l i no is  Spr ing f ie ld . "The Impor tance o f  Brand Awareness. "  UIS B log ,  11  Oct . 2021,  h t tp : / /b logs.uo f i .u is .edu/v iew/8598/413763054,  Accessed 3  May. 

Capture  a t ten t ion  in  3
seconds. [ 1 ]

Research  company e th ics
before  engag ing .  [ 2 ]

Gen Z pre fer  p r in t  fo r  lear n ing
over  d ig i ta l . [ 3 ]

Pr in t  i s  genera l l y  p re fe r red
over  d ig i ta l . [ 4 ]

Gen Z t r us t  newspapers  and
spend more  t ime on  pr in t . [ 5 ]

https://www.ecmag.com/docs/default-source/default-document-library/brand-awareness/final-infographic-for-convention.pdf?sfvrsn=4d45664f_15&utm_source=chatgpt.com
https://www.ecmag.com/docs/default-source/default-document-library/brand-awareness/final-infographic-for-convention.pdf
https://www.ecmag.com/docs/default-source/default-document-library/brand-awareness/final-infographic-for-convention.pdf
http://blogs.uofi.uis.edu/view/8598/413763054?utm_source=chatgpt.com
http://blogs.uofi.uis.edu/view/8598/413763054


OUR
R EACH

89% of  Gen Z
uses  Ins tagram

for  da i l y  conten t
d iscover y  [ 6 ]

82% of  Gen Z  are
ac t ive  on  T ikTok

for  shor t - fo r m
v ideo [ 7 ]

84% of  Gen Z
engage w i th
YouTube a t

leas t  week ly [ 8 ]

@20barely @Barely_20@20bare ly

STUDENT INSIGHTS

Using  ex tens ive  in fo r mat ion  on  student  behavior, movement , and
interests  as  a  guide ,  our  s t ra tegy  focuses  on  p lac ing  Bare ly20
magaz ine  in  s t ra teg ic  campus areas,  and  accessible  for  up to  4 ,000
students . The magaz ine,  wh ich  has  a  peer -dr iven  perspec t ive,
encourages  communi ty  and mean ing fu l  connect ion  in  academic
set t ings.

By  main ta in ing  a  strong socia l  media  presence ,  B20 connects  w i th
s tudents  f rom o ther  un ivers i t ies,  expand ing  i t s  in f luence beyond
UOWD. We make sure  our  v ideos  s tay  genuine , current , and widely
watched  by  p roduc ing  conten t  tha t  speaks  to  the  in te res ts  o f  both
domest ic  and internat ional  s tudents .

B20 ONLINE

Strategica l ly  p laced  in
h igh- t ra f f i c  s tudent  a reas
for  opt imal  engagement .

OUR FOCUS
Maximize  brand

vis ib i l i ty  among our
s tudent  aud ience.

OUR GOAL

[6 ]  Schaefer,  Aubree. "How Gen Z  Uses  Soc ia l  Med ia  and What  That  Means fo r  Brands. "  Sprout  Soc ia l ,  21  Mar. 2025,  h t tps : / /sprou tsoc ia l .com/ ins igh ts /gen-z -soc ia l -med ia / . Accessed 3  May 2025. [7 ]Broadpeak. "Youth 's  Watch ing
Hab i ts : How Is  Gen Z  Consuming V ideo?"  Broadpeak B log ,  15  May 2024,  h t tps : / /b roadpeak. tv /blog /what -gen-z -watch / . Accessed 2  May 2025. [8 ]  eMarke ter. "Marke t ing  to  Gen Z : Trends,  S ta ts  and Ins igh ts. "  eMarke ter,
h t tps : / /www.emarke ter.com/ lear n ingcenter /gu ides /genera t ion-z - fac ts / . Accessed 5  May 2025.
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N EWSCAST / S I T COM
RAT E S
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G R O W T H  &  S U C C E S S

In  i t s  3 rd  ed i t ion ,  B20 led  readers  th rough modern-day  l i v ing ,  b lend ing
d ig i ta l  cu l tu re ,  g loba l  perspec t ives ,  and everyday  insp i ra t ion .  From
t ravel  and  wel lness  to  design  and  fashion ,  sec t ions  l i ke  Wor ld  in  a
Gl impse,  L i fes ty le ,  and Fash ion  & Beauty  showcased s tudent  vo ices
and innovat ive  cont r ibu t ions .  Wi th  added f la i r  f rom we l l -known
sponsors  l i ke  Fi tnGlam Gym ,  Sal t ,  Noon ,  and  Coffee  Planet .

B A R E L Y  2 0  M A G A Z I N E  E X P A N S I O N

As the  4 th  ed i t ion  launches,  we ' re  evo lv ing  f rom a  magaz ine  in to  a
dynamic  p la t fo rm fo r  community  and authent ic  expression .  Wi th
suppor t  f rom pas t  par tners ,  we ' re  c rea t ing  a  space tha t  resonates  w i th
Gen Z ,  de l i ver ing  f resh  conten t ,  mean ing fu l  conversa t ions ,  and
celebrat ing student  l i fe ,  ar t ,  and cul ture .  We expec t  to  reach up to
4,000 un ivers i ty  s tudents  in  2025 th rough the  magazine,  launch
event ,  and socia l  media  channels .

B A R E L Y  2 0  C H A N N E L  E X P A N S I O N

Our  vis ion  fo r  the  4 th  ed i t ion 's  d ig i ta l  channe l  i s  d r iven  by  a  s t rong
commitment  to  creat iv i ty .  Through in te rac t ive  pos ts ,  engag ing
conversa t ions ,  and innovat ive  par tnersh ips ,  we ' re  p roduc ing  authent ic
content  tha t  connects  wi th  Gen Z  and  bu i lds  a  loyal ,  growing
audience.  Every  pos t  sparks  connect ion ,  fue ls  c rea t iv i t y ,  and un i tes
us  around a  shared v is ion  fo r  the  fu tu re .  We are  student - led,
student -made,  and ent i re ly  s tudent -powered.



[1 ]Weld ing ,  L . (2025)  U.S. co l lege enro l lment : Trends  and s ta t i s t i cs : Bes tco l leges,  Bes tCo l leges.com. Ava i lable  a t : h t tps : / /www.bes tco l leges.com/research /co l lege-enro l lment -s ta t i s t i cs /  (Accessed: 20  May 2025) . [2 ]How co l lege
s tudents  spend the i r  t ime: S leep F i rs t ,  c lass  la te r  (2024)  New Eng land Board  o f  H igher  Educat ion . Ava i lable  a t : h t tps : / /nebhe.org /news l ink /how-co l lege-s tudents -spend- the i r - t ime-s leep- f i rs t -c lass- la te r  (Accessed: 20  May 2025) .
[3 ]How o f ten  do  co l lege s tudents  go  ou t?  (2024)  Quora . Ava i lable  a t : h t tps : / /www.quora .com/How-of ten-do-co l lege-s tudents -go-out  (Accessed: 20  May 2025) . [4 ]Gough,  C. (2025)  Top ic : Spa indus t r y,  S ta t i s ta . Ava i lable  a t :
h t tps : / /www.s ta t i s ta .com/ top ics /7517/spa- indus t r y /  (Accessed: 20  May 2025) . [5 ]Squ i re,  K . (2024)  5  s ta ts  on  how co l lege s tudents  a re  cur ren t ly  ea t ing ,  FoodSer v ice  D i rec tor. Ava i lable  a t :
h t tps : / /www. foodser v iced i rec to r.com/co l leges-un ivers i t ies /5 -s ta ts -on-how-co l lege-s tudents -are-cur ren t ly -ea t ing  (Accessed: 20  May 2025) . [6 ]F laher ty,  C. (2024)  How co l lege s tudents  ra te  campus hea l th  and we l lness  o f fe r ings,
Ins ide  H igher  Ed |  H igher  Educat ion  News,  Events  and Jobs. Ava i lable  a t : h t tps : / /www. ins ideh ighered.com/news/s tudent -success /hea l th -we l lness /2023/05 /31 /how-co l lege-s tudents - ra te -campus-hea l th -and (Accessed: 20  May 2025) .
[7 ]Soc ia l  Med ia  Hab i ts  o f  co l lege s tudents  (2024)  P laceho lder  fo r  search  conso le  ver i f i ca t ion . Ava i lable  a t : h t tps : / / in fo.mssmedia .com/blog /soc ia l -med ia-hab i ts -o f -co l lege-s tudents  (Accessed: 20  May 2025) . [8 ]  Ha l l ,  I . (2025)  Of f l ine
adventures : The resurgence o f  IRL exper iences  among gen Z ,  P ion . Ava i lable  a t : h t tps : / /www.wearep ion .com/blog-pos ts /o f f l ine-adventures- i r l -gen-z  (Accessed: 20  May 2025) . 

M A R K E T  I N S I G H T S

Age Demographic:

65% of  undergraduates  are
aged 18–24,  mak ing  s tudents  a
young and tech-savvy  group. [ 1 ]

Food Del ivery  on
Campus:

Many s tudents  in  u rban
campuses l i ke  Duba i  use  food

de l ivery  apps  fo r  speed and
conven ience (ResearchGate) .   [ 4 ]

Campus Time &
Rout ine:

Students  spend about  3 .6  hours
da i l y  on  lec tu res  and academic
work ,  accord ing  to  S ta t i s ta . [ 2 ]

Onl ine Shopping
Habi ts:

92% of  s tudents  shop on l ine ,
w i th  69% do ing  so  month ly .  [ 5 ]

Socia l  Act iv i t ies:

Students  go  ou t  2–4 t imes a
week,  depend ing  on  work load

and soc ia l  p lans .  [ 3 ]

Beauty  & Personal
Care:

Growing s tudent  in te res t  in
sk incare ,  we l lness ,  and

persona l  care .  [ 6 ]

Socia l  Media
Usage:  

Ins tagram is  the  top  p la t fo rm
for  s tudents  aged 18–29.  [ 7 ]

Wel lness
Awareness:

Ris ing  s tudent  use  o f  campus
wel lness  and menta l  hea l th

serv ices .  [ 8 ]



To connect with us please reach us through 
< Omarshraim05@gmail .com >

WhatsApp number:  
+971 50 443 4507  

For inquir ies,  p lease include your name and any relevant
detai ls to help us assist  you better.

Contact Us   |  Omar Shraim   < Omarshraim05@gmail.com >   |  +971 504434507

H O W  T O  S U B M I T
THIS QR CODE TAKES YOU TO A FORM WHERE YOU CAN

UPLOAD ANY TYPE OF AD YOU HAVE.

@20bare ly @Bare ly_20 @20bare ly



Celebra te  the  launch o f  Barely  20 ’s  4th  issue  on  June 24th
at  the  Univers i ty  of  Wol longong,  Dubai .

J O I N  U S  F O R
T H E  L A U N C H

Join  us to  be par t  of  the  generat ion redef in ing what
media  can be .

I t ’s  an  inv i ta t ion  to  be  par t  o f  someth ing  b igger. Whether  you ' re  a
creator, reader, col laborator, or  suppor ter,  Bare ly  20  we lcomes you
to  a  space where  s tudent  ta len t  takes  cent re  s tage. We ' re  the  idea l
p la t fo r m fo r  co l labora tors  look ing  to  connect  w i th  Gen Z  in  a
mean ing fu l  way.

What  s ta r ted  as  a  smal l  c rea t ive  pro jec t  has  blossomed in to  a  s tudent -
powered med ia  p la t fo r m tha t  champions  f resh voices, bold  ideas, and
untold  perspect ives . For  the  s tudent  communi ty,  Bare ly  20  is  more
than jus t  a  magaz ine,  i t ’s  a  space fo r  express ion ,  connect ion ,  and
co l labora t ion .

This  launch event  is  more than just  a  ce lebrat ion of  our  la test
edi t ion.
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