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Arab Spring slows down ad spend

Dubai With the exception 
of Saudi Arabia and to a 
lesser extent the UAE, the 
combination of the Arab 
Spring, struggling regional 
economies and tight ad-
vertiser budgets have put 
the brakes on advertis-
ing spend in the first six 
months of the year. 

According to data from 
Pan Arab Research Centre 
(Parc), advertisers spent 
$5.2 billion (Dh19.08  bil-
lion) during this period 
against the $5.08 billion 
last year. (The data is 
based on the official me-
dia rate cards for ad place-
ments.)

It could have been worse 
had not Saudi Arabia come 
through with an 8 per cent 
increase in ad spending to 
total $643 million. Another 
saving grace was provided 
by the UAE, which just 
about managed to hold its 
own by creating $696 mil-
lion worth of advertising 
opportunities against the 
$688 million in the first-
half of 2010.

Despite the flat growth 
rate, the UAE remained 
the top regional market 
for ad spend in the first six 
months. Egypt — which 
held the top position in 
2010, was hit by a 50 per 
cent drop in spending to 
total $355 million, accord-
ing to the Parc data. 

“As far as growth mar-
kets are concerned, the 
government of Saudi Ara-
bia is opening its markets 
and has ambitious growth 
plans having invested ap-
proximately $900 billion 
in developing its social and 
economic structures,” said 
Michael Nederlof, CEO 
of Aegis Media Mena, the 
marketing communica-
tions group which operates 
the Carat and Isobar media 
agencies.  

Favourable trajectory
Across the board, adver-

tisers are confident that 
advertising spend will con-
tinue its favourable trajec-
tory in Saudi Arabia during 
the second-half as well. Of 
immediate interest is the 
expected Eid related spike 
in spending during late Au-
gust and early September. 

The same is what ad-
vertisers and agencies are 
looking for in the UAE as 
well. “Yes, the expected 
pick up in ad spending 
did not happen during the 
first-half; this was mainly 

due to the Arab Spring,” 
said Satish Mayya, Chief 
Operating Officer of BPG 
Maxus, the media buying 
firm. 

“But considering the 
positive reports on visitor 
influx into Dubai and the 
UAE, retail spend will go 
up during Eid and towards 
the last quarter.”

It was not just Egypt that 
recorded a precipitous 
drop; in Bahrain spending 
was down 22 per cent to 
$52 million, Jordan’s was 
$56 million after seeing a 

19 per cent decline, and Ku-
wait’s was lower by 3 per 
cent to $451 million. 

But, there’s still hope yet. 
Egypt, despite recent dem-
onstrations on the streets, is 
putting together campaigns 
that would win back its 
favoured status among re-
gional and overseas tourists. 

“Oil and tourism, the 
two key components of 
the regional economy, are 
strong,” said Shaharyar 
Umar, marketing director 
at Parc. 

“Hence, the region is like-

ly to overcome these hur-
dles even as early as by the 
second-half of the year.”

Nederlof provides a per-
spective for the grudging 
sense of optimism. “Unlike 
any other continent there 

is a huge Pan-Arab media 
industry that allows adver-
tisers to cross borders with 
ease,” he said. 

“This has meant an in-
flux of brands coming into 
the region, especially from 

countries such as Turkey 
that have cultural similari-
ties. 

“It also means that there 
is not one dominant sec-
tor, and whilst public util-
ities and government me-
dia spend top the list, the 
recession forced a correc-
tion and allowed FMCG 
(fast moving consumer 
goods), financial, retail 
and telecom brands to 
enter the market and ad-
vertise with more promi-
nence and in places that 
were previously beyond 
budget. 

“Speaking specifically 
about the UAE, you only 
need drive down Shaikh 
Zayed Road to see the mul-
tiple banks, retailers, FM-
CG and luxury brands on 
show.”  That, as advertisers 
and agencies will tell you, 
is a good a place to start a 
full-fledged revival. 

Egypt — which held the top position in 2010, was hit by a 50% drop to total $355m
By Manoj Nair 
Associate Editor

Dubai As the preferred 
platform for advertisers, 
newspapers in the UAE ac-
counted recorded $425 mil-
lion (Dh1.56 billion) worth 
of ads during the first half 
of the year.

This represent a decline 
from the $478 million re-
corded during the same 
period last year, according 
to Parc (Pan Arab Research 
Centre) figures.

Magazines managed to 
stage a recovery in pulling 
ads. They took in  $112 mil-
lion in advertising which 
accounts for 16 per cent of 
total ad spending  in the re-
gion.

Television attracted a 
marginal increase to total 
$65 million, accounting for 
a 9 per cent share of the 
overall amount spent.

Trouble with TV
The traditional suprem-

acy newspapers have en-
joyed is not at risk. 

“The fragmentation in 
TV viewership is a plan-
ner’s nightmare. The 
abundance of TV chan-
nels is disproportionate 
for the existing popula-
tion base and confusion 
prevails on viewership 
habits,” said Rajeev Khan-
na, board member at the 
International Advertising 
Association (IAA) UAE 
Chapter and group ad-
vertising manager at Gulf 
News. 

“With the exception of a 
handful of regional chan-
nels, the vast majority are 
fighting hard for bits and 
pieces of viewership.”

With advertisers getting 
choosy and budgets re-
strained, there continues 
to be a plethora of media 
outlets trying to win the 
advertising dollars by 
slashing their rate cards. 

Michael Nederlof of Ae-
gis Media Mena says this 
is a legacy issue and not 
an offshoot of any recent 
events. 

“The media is still offer-
ing preferential rates, but 
this is not about the ‘Arab 
Spring’ or the economy,” 
said Nederlof. 

“It is about an industry 
whose rates are not cor-
rectly underpinned by reli-
able research, in terms of 
circulation and reach.” 

“This creates a huge dif-
ference between gross and 

net rates in the Middle 
East.”

Away from the estab-
lished platforms, digital 
opportunities for adver-
tisers are coming to the 
fore in an assured man-
ner. Advertisers stand to 
gain here.

“Competition between 
media owners is creating 
an opportunity for adver-
tisers to demand more 
cost-effective solutions 
across multiple mediums, 
including growth channels 
such as mobile marketing,” 
Nederlof added.

Better media content
“We are enjoying an in-

crease in better media con-
tent, especially from inter-
national owners that have 
localised their content ac-
cording to the target audi-
ence. This has been done 
organically or through ac-
quisition, the biggest be-
ing on-line when Yahoo! 
purchased Arabic portal 
Maktoob, a sign that the 
region’s digital market is 
serious about its own po-
tential.”

Satish Mayya of BPG 
Maxus reckons this is in-
deed the case. “Clients 
have started looking at 
cost-efficient responses 
on their spending and we 
have seen growth in dig-
ital spend based on this,” 
he said. “The media that 
delivers more [to the ad-
vertiser] will attract more 
budgets.”

Clearly, the battle for su-
premacy among the com-
peting media platforms 
will not be settled any time 
soon.

Battle for media 
advertising 
dollars still hot
Newspapers are king but things are changing
By Manoj Nair 
Associate Editor

But considering the positive reports 
on visitor influx into Dubai and the 
UAE, retail spend will go up during 

Eid and towards the last quarter.”

Satish Mayya
Chief Operating Officer of BPG Maxus
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advertising dollars 
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Who is wielding influence online?

Abu Dhabi Internet fans can 
now more easily identify 
the significant and power-
ful people or institutions 
on a particular topic.

Edelman, a PR company 
has launched free tools, 
BlogLevel and TweetLevel.

TweetLevel finds the in-
fluential people on Twit-
ter, and BlogLevel does the 
same in the blogosphere.

“Think of these tools as 
a GPS for navigating in-
fluence on any topic,” said 
Lain Twine, General Man-
ager of Edelman Middle 
East.

These new tools demon-
strate the constant power 
of media’s impact in the 
Middle East. 

“Knowing which blog-
gers and tweeters are in-
fluential and understand-
ing who influences them 
is central to the media and 
storytelling strategies for 
clients,” Mark Soohoo, the 
Digital Associated Direc-
tor at Edelman Middle East 
told Gulf News.

Unique ideas
“People who rank the 

highest are those who 
create unique ideas that 
are then amplif ied as 
well as those who en-
gage with their follow-
ers by providing relevant 
content.  The algorithms 
are completely transpar-
ent and will evolve as 

user behaviour changes,” 
Soohoo added.

Both TweetLevel and 
BlogLevel use a specially 
developed algorithm to es-

tablish who is influential.
TweetLevel and Blo-

gLevel track bloggers and 
tweeters and scores them 
according to their influ-

ence, using 40 distinct 
metrics. Both tools track 
content in any language 
and from country. 

When asked why would  
influence be important, 
Soohoo said. “The yearly 
Edelman Trust Barometer 
shows how important trust 
is for businesses and or-
ganisations, and these find-
ings help shape our think-
ing about communications 
today. These tools are 
designed to analyse trust 
and influence, to help our 
teams craft communica-
tions that achieve the best 
results for our clients.”

“New tools such as 
TweetLevel and BlogLev-
el help us do our jobs 
better as communicators, 
helping understand con-
versations, identify idea 
starters and think about 
influence in interesting 
new ways.”

I m pac t

Regional PR firm launches free tool to help people see who holds power in the blogosphere

By Iman Sherif 
Staff Reporter
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Storytelling strategies 
Mark Soohoo, Digital Associated Director at Edelman 
Middle East, says knowing which bloggers and tweeters are 
influential and understanding who influences them is central 
to the media and storytelling strategies for clients.

These 
tools are 
designed to 

analyse trust and 
influence, to help 
our teams craft 
communications 
that achieve the best 
results...”

Lain Twine
General Manager, Edelman ME

fa st  fac t s

Biggest spenders
Telecom operators, consumer goods brands and government agencies 
led the way in ad spending across the region during the first six months 
of the year. 

However, government agencies spent 12 per cent less than what they 
did last year, according to Parc data. 

Spending in the food sector was up 16 per cent during the first-half of 
2011, as competing brands tried to cajole consumers to buy against the 
backdrop of higher prices for food essentials. 

The retail sector had a lot if play with malls and individual storing 
combining to push their combined spending up by 10 per cent, 
according to Parc. 

Among individual advertisers, the Top Three positions were taken by 
the multinational giants P&G, Unilever and Pepsico. 

— M.N.

ADVERTISING MARKETS 2011 [ January-June]
	 %Variation	 Media Contribution ($ million)
Rank	 Market Name 	 2009	 2010	 2011	 11/10	 Television	 Newspapers	 Magazines	 Radio	 Outdoor	 Cinema 
	 & Abbreviation
1	 Pan Arab Media		  2,141	 2,874	 2,961	 3	 2,805	 5	 151	 0	 0	 0
2	 United Arab Emirates		  711	 688	 696	 1	 65	 425	 112	 27	 61	 7
3	 Saudi Arabia		  558	 594	 643	 8	 28	 480	 36	 3	 96	 0
4	 Kuwait		  429	 463	 451	 -3	 155	 260	 24	 5	 7	 0
5	 Egypt		  521	 713	 355	 -50	 92	 176	 17	 26	 45	 0
6	 Lebanon		  178	 213	 219	 3	 147	 24	 25	 1	 22	 0
7	 Qatar		  197	 221	 215	 -3	 3	 175	 10	 2	 25	 0
8	 Oman		  118	 134	 137	 2	 12	 122	 3	 0	 0	 0
9	 Jordan		  64	 70	 56	 -19	 4	 48	 4	 0	 0	 0
10	 Bahrain		  48	 67	 52	 -22	 7	 31	 10	 2	 0	 2
11	 Other Markets**		  71	 71	 69	 -3	 34	 21	 8	 6	 0	 0
Total 	 AGCC & Pan Arab		  4,249	 5,086	 5,209	 2	 3,106	 1,509	 350	 46	 189	 9
Total 	 Levant Markets		  787	 1,020	 645	 -37	 245	 256	 50	 27	 67	 0
Total All Markets (in $m)		  5,036	 6,106	 5,854	 -4	 3,351	 1,765	 400	 72	 256	 9	
						      %	 %	 %	 %	 %	 %	 %
				    2009	 5,036	 100	 2,513	 100	 1,791	 100	 370	 100	 67	 100	 285	 100	 10	 100
Markets Growth Index (Base Y2009)		  2010	 6,106	 121	 3,500	 139	 1,898	 106	 375	 101	 74	 111	 250	 88	 9	 93
				    2011	 5,854	 116	 3,351	 133	 1,765	 99	 400	 108	 72	 108	 256	 90	 9	 91
** Other Markets: Combined — Syria, Yemen & Arabian
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sectorscan

Hong Kong to host 
Digital Media Awards

The World Association of 
Newspapers and News Pub-
lishers recently announced 
the call for entries for the 
second Asian Digital Media 
Awards to honour individu-
als and news publishing 
companies that have em-
braced digital media as part 
of their total product offer. 

Entries must be submitted 
to WAN-IFRA by Septem-
ber 16, and the winners will 
be honoured at the Asian 
Digital Media Awards re-
ception in Hong Kong from 
November 23- 25. 

Mobile apps get 5%   
of marketing budgets
Mobile apps now take 
more than 5 per cent of 

the overall marketing 
budgets of Gulf-based 
companies across con-
sumer industries revealed 
experts at the recently 
concluded Click 5.0 Digit-
al Marketing Conference.  
“The UAE has given a 
huge push to the popular-
ity of the mobile Apps in 
the Arab world and this 
has paid off in the past 
one year. The penetration 

Pepsi and KFC rank as most favoured brands 
among teenagers in the MENA region
Pepsi, KFC, McDonalds, Coke and Adidas are the top five most favoured brands 
among teens in the Middle East and North Africa (Mena) region, experts at AMRB 
say. KFC topped the chart with 24 per cent of UAE teens favouring the brand whereas 
Pepsi proved a hit amongst Saudi Arabia and Egyptian teens with 42 per cent and 36 
per cent favouring the brand respectively. Chipsy and Al Marai are the only two local 
brands that feature in the top five with 26 per cent of Egyptian teens favouring Chipsy 
and 15 per cent of Saudi Arabia teens favouring Al Marai.

of these mobile applica-
tions is tremendous in the 
UAE,” said Shadi Hasan, 
Managing Director, Flag-
ship Projects.

Nancy Ajram to be 
brand ambassador
Jewellery and watch retail-
er Damas has announced 
that it has signed Leba-
nese singer Nancy Ajram 
to again be the brand am-
bassador for its popular 
jewellery brand Farfasha. 
The singer will represent 
the brand on a Pan Arab 
level, in what is expected 
to be the biggest launch in 
the history of the Farfasha 
brand.  The new Farfasha 
product range, which is 
due for release in mid-Sep-
tember, will reflect the next 
generation in product de-
sign and will soon be avail-
able at all Damas outlets 
across the Middle East.

Samsung launches 
new 3D service
Samsung Electronics an-
nounced the launch of its 
new 3D Video-on-Demand 
(VoD) service which will 
be available for free, via its 
Smart TV platform, to users 
in the UAE. Samsung will of-
fer 41 free 3D videos, includ-
ing children’s classics, docu-
mentaries, movie trailers 
and music videos. The serv-
ice will allow users to stream 
free 3D content through a 
specially designed Smart 
TV app — Explore 3D.

— Compiled from staff 
and agency reports

PANKAJ SHARMA/Gulf News Archive


