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BANDER ASIRI 

I'm blessed with working in the best 
business ever: The ad industry. It's 
full of passion, creativity, intrigue and 
character. Every day is different. We 
work with clients that cover all types 
of business, from the makers of 
sandals to fighter jets, from the mak-
ers of diapers to the designers of the 
latest couture. We work with the lat-
est technologies, but at the same time 
we cherish the traditional. 

Media has always been the flip 
side of advertising. They are like 
passionate lovers that live off each 
other. They might disagree — some-

times heatedly — but they know 
that they are eternally bound. 

One of the pillars of media in 
the Middle East is the newspaper 
that you are holding in your hands: 
Arab News. Celebrating 35 years of 
excellence bringing the world to 
the anglophones of the Middle 
East, and bringing them the 
world. 

Arab News has shaped the ad 
industry in the Middle East. You 
can ask someone who has worked 
in advertising for 35 years, or 
someone who has worked in the 
industry for three months, about 

Arab News and they will only have 
praise for the daily. It has been part 
of almost every media plan for the 
last 35 years, and it has played an 
important role in the success of 
many products and services.

Going through the archives of 
Arab News is like reading the his-
tory book of the advertising indus-
try in the Middle East. During the 
70s and early 80s, ads that 
appeared in Arab News were laden 
heavily with copy, with minimal 
visual design. The caption was 
usually a straightforward descrip-
tion and price of the product or 

service. This was common in the 
international ad industry at the 
time. Then came reasonably priced 
design hardware and software that 
pushed advertising away from heavy 
copy into visually driven presenta-
tions. Ads were not straightforward 
anymore but rather had their own 
creative twists. Often these new pre-
dominantly visual presentations 
were eye-catching and required 
readers to linger a few seconds to 
contemplate the ad, which was pre-
cisely what marketers were looking 
for. 

Arab News advertising went 

through the major changes. When it 
first started, advertisers had only the 
print medium to communicate their 
marketing messages. That niche had 
its first big shift in the 80s with the 
introduction of outdoor media in 
the region. The second-biggest 
change happened in the late 90s 
with the rise of the satellite channels. 
At first there were only a handful of 
channels, such as MBC1, Egyptian 
TV and Future TV. Quickly this and 
mushroomed into hundreds if not 
thousands of TV channels. Arab 
News weathered these changes with 
healthy year-on-year growth; a sign 

of its true value to advertisers. The 
late 90s and the early 2000s saw a 
flow of "localized ads" in Arab News, 
ads with a Saudi touch that under-
stood the sense of humor, social 
norms and trigger points of Arab 
News readers. That was an outcome 
of more and more creative agencies 
opening their offices in Saudi Arabia. 
In 2003, Arab News shifted to offer-
ing color advertisements, which 
gave advertisers additional creative 
freedom. It was also the year the 
government banned cigarette adver-
tisements, but Arab News was ahead 
of that curve of corporate responsi-

bility. Not a single cigarette ad has 
appeared in the newspaper since 
1991. Arab News has been and will 
continue to be a pillar of the adver-
tising mix in the region because the 
people that run this newspaper 
understand marketing, and they 
understand the importance of bal-
ancing the wants and desires of 
readers, and the requirements and 
needs of advertisers. This is some-
thing many newspapers fail to do.   

(Bander Asiri is the CEO of 
Al-Khaleejiah Advertising & Public 
Relations)

Social media 
offer greater 
connectivity

Prince Turki Al-Faisal, head of the King Faisal Center for Research and Islamic Studies, is answering a question at a symposium in Riyadh to mark the 35th anniversary of Arab News, while SRMG Chairman Prince Faisal bin Salman 
looks on. On right frame, Prince Turki and Prince Faisal share a light moment. (AN photos by Ahmed Fathy)

Time to 
act Mr. 
President, 
says Turki
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The stick and carrot approach will 
not work and there has to be a level 
playing field, he said. “You cannot 
ask Iran to play on one level while 
you allow Israel, India, Pakistan 
and North Korea to play on other 
levels.”

He was highly critical of the way 
in which the US has handled the 
nuclear issue and its wider regional 
implications, singling out Hillary 
Clinton in particular. 

She has damaged efforts to make 
the Middle East nuclear-weapon-
free when — following the UN’s 
Nuclear Non-Proliferation Treaty 
review conference in New York at 
the beginning of the month which 
supported the idea — she said that 
the conditions for such a zone do 
not as yet exist.

“I hope President Obama, who 
has made universal disarmament 
his goal ... will find the way to cor-
rect his secretary of state’s nullifica-
tion of making our area free of 
weapons of mass destruction,” the 
prince added.

The speech is not the first occa-
sion that Prince Faisal has criticized 
the Obama administration. In May 
last year, in an interview with the 
German press agency DPA he said 
that President Obama had said “all 
the right things” about the Palestine 
issue, but “what we need now is 
some action.” Last September, he 
labeled Obama’s talk about energy 
independence as unrealistic “dem-
agoguery.”

However, on Saturday diplomats 
and others attending the sympo-
sium were in agreement that it was 
the most hard-hitting to date. There 
were noticeable deep intakes of 
breath in the halls when he referred 
to American “arrogance.”

On a lighter note, responding to 
a question about reported efforts by 
Israeli Foreign Minister Avigdor 
Lieberman to whip up anti-Saudi 
sentiment, he was decidedly unper-
turbed. He said that Lieberman had 
done more to serve the Arab cause 
than Israeli — a reference to 
Lieberman’s extreme political views 
and the distaste with which they 
have been received, particularly in 
Europe.

‘Arab News has shaped ad industry in Middle East’

GHAZANFAR ALI KHAN | ARAB NEWS

RIYADH: Social media is increas-
ingly becoming a highly effective 
communication tool in the Gulf 
region and will fundamentally 
change the way individuals think, 
private companies act and public 
bodies deliver services, remarked 
Reg Athwal, chairman and founder 
of OneTVO, here on Saturday. 

Athwal was speaking at a media 
symposium organized by Arab 
News, a publication of Saudi 
Research and Marketing Group 
(SRMG), in which the great schol-
ar, diplomat and former chief of 
Saudi intelligence Prince Turki 
Al-Faisal was the keynote speaker. 

The event was attended by SRMG 
Chairman Prince 
Faisal bin Salman 
and anchored by 
Arab News Editor 
in Chief Khaled 
Almaeena who 
introduced the 
speakers to an 
elite audience 
composed mainly 
of diplomats, 
b u s i n e s s m e n , 
top-notch execu-
tives and senior 
media persons.

Almaeena said 
that Arab News 
had always striv-
en to meet the 
needs of its read-
ers by providing 
them with first-
hand information on the hottest 
daily topics in a manner as concise 
and lively as possible. 

“It is a unique newspaper whose 
green pages speak green truth,” 
said the chief editor. 

“In order to build up a good 
relationship with readers, Arab 
News will go an extra mile in terms 
of news generation, highlighting 
social issues, and liaising with pub-
lic and private sector organiza-
tions."

He said Arab News has the dis-
tinction of having hired for the first 
time in Saudi Arabia women edi-
tors and reporters. 

He also commended the role of 
women in Saudi Arabia in general 

and especially in the media and 
information sector. “Our women 
have excelled in domains that were 
traditionally dominated by men in 
the Kingdom,” he said.

In his speech, Athwal predicted 
the end of the computer mouse 
and the beginning of the era of the 
touchscreen interface. Athwal said 
people in  Gulf countries, where 50 
percent of the population is under 
25 years of age, have adopted 
social media to communicate more 
comfortably and in great numbers.

He said media tools like 
Facebook, YouTube, LinkedIn, 
Twitter and Ecademy connect peo-
ple through online social interac-
tion, using highly accessible and 
scalable publishing techniques that 

are now prompt-
ing the print 
media to bring 
changes to the 
traditional style.  
Referring to the 
growth of 
OneTVO, Athwal 
said the TVO has 
emerged as the 
world’s first pure 
online television 
platform estab-
lished in the 
United Arab 
E m i r a t e s . 
OneTVO is a 
leader in creat-
ing, producing 
and marketing 
videos online and 
b r o a d c a s t i n g 

high-quality shows and informa-
tional videos. 

Addressing the symposium, 
Abdulrahman Tarabzouni, country 
manager for Emerging Arabia at 
Google, said Google’s mission is to 
organize the world’s information 
and make it universally accessible 
and useful. 

Tarabzouni said that Google Inc. 
runs over one million servers in 
data centers around the world and 
processes over two billion search 
requests every day.

He said that Google had its cor-
porate presence in Saudi Arabia, a 
country which has been “focal 
point of interest among Google 
users from 2004 to 2010.” 

Prince Turki Al-Faisal, center, and SRMG Chairman Prince Faisal bin Salman, right, are received by Arab News Editor in Chief Khaled 
Almaeena, left, on arrival for the symposium in Riyadh.

Arab News Editor in Chief Khaled Almaeena, left,  addresses the symposium, while, on right, Reg Athwal, chairman  and founder of 
of OneTVO, makes a point.

A woman attendee participating in the interactive session at the symposium.

Abdul Rahman Tarabzouni, 
country manager of Emerging 
Arabia.


