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     As part of its ongoing efforts to promote art and culture, and in the spirit of encour-
aging young adults wishing to pursue artistic careers, Canvas has teamed up with Du-
bai-based artist Katya Trabulsy to hold a series of workshops that will conclude with 
an exhibition and competition. Young adults aged between 10–17 are invited to enroll 
in Trabulsy’s art workshops that will take place weekly from 3 October 2009 to 31 
May 2010 in Jumeirah, Dubai. The artworks produced will be exhibited at the Ameri-
can University in Dubai and three prizes will be given to the most promising talents by 
a jury comprised of leading members of the media and arts industry.  

ABOUT KATYA TRABULSY 

Katya Trabulsy, a self-taught artist, has been painting for the past two decades. She has 
worked closely with children of all ages at the Lycée Georges Pompidou in Dubai over 
the past eight years. Trabulsy is a firm believer in the importance of encouraging artis-
tic expression in children and teenagers with artistic potential who are willing to de-
velop their natural talent and nourish their techniques. Since 2001, she has hosted her 
own workshops in order to allow these talents to paint and express themselves freely. 
The workshops result in art exhibitions where the artworks produced throughout the 
classes can be appreciated by the young artists’ friends and family. These workshops 
have pushed many students to pursue artistic careers in design and art. For Trabulsy, 
workshops are not an activity, but rather, a place where innate talent has the opportu-
nity to emerge through artistic self-expression. 

THE JURY 

CYTA has carefully selected the following members, each representing different as-
pects of the art world and thus providing a comprehensive outlook. We believe their 
rich experience will help select the most promising talents. 

1. Fereydoun Ave (Artist) 
2. Myrna Ayad (Deputy Editor, Canvas) 
3. Malek Ghorayeb (Art Director, Leo Burnett) 
4. Roberto Lopardo (Chair of Visual Communication and Assistant Pro-
fessor of Photography, American University of Dubai) 
5. Amel Mekkawi (Founder, Art Sawa Gallery) 

 

THE PRIZES 

To encourage these young talents in their first foray into the art world, we would like 
to award three prizes to the most promising works. Prizes will be announced soon. 
Watch this space. 

 
For more info: http://www.canvasonline.com 
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Monday 28 and Tuesday 29 September 2009 
 
The French Example: Free Newspapers for Young People Jeanne-Emmanuelle Hutin, Ouest France, co-chair of the French Presi-
dential Youth-Press Commission, France 
 
There has been a lot of debate about the French government's decision to give free, one-day-a-week newspaper subscriptions to 
every 18- to 24-year old in the country as a way to encourage newspaper reading and civic participation. 
 
But those who have dismissed the idea ought to consider that Ouest France and 40 other regional newspapers have been experi-
menting with the concept since 2006, and Ms Hutin described the project as a success. It's a tremendous opportunity, though she 
admits that merely giving them away is not enough. 
 
"Is it a good idea? Yes, as long as we don't disappoint the young and succeed in interesting them in the news, with relevant content 
and approaches, by investing in other platforms and by strengthening links with them," she says. "It's a fantastic opportunity, but a 
huge challenge." 
 
In the French experiment, the newspapers provide targeted content on the day the newspapers are distributed to young people for 
free. They also package it with an internet offer: sites, blogs and forums. 
 
At Ouest France, the largest general interest newspaper in France, the number of regular readers among 18- to 24-year olds in-
creased by 22,000 in 3 years, with 12 percent re-subscribing after their free subscriptions ended. 
And 65 percent of the young subscribers continue to read Ouest France at least once a week after their subscriptions end. 
 
But it took work, says Ms Hutin, and more needs to be done.  The newspapers had to devise special content for the day it distributed 
the free subscriptions - in the case of Ouest France, it was a "Special Future" 
recruitment section. A marketing campaign using new media has to be created 
--  traditional marketing didn't really work. And a strategy to move the free subscribers to paid subscriptions had to be planned. In 

Ouest France's case, a two-day-a-week paid subscription was offered after the one-day-a-week free subscription expired. 
 
"Studies show that young people not only read content dedicated to them, but this serves as a point of entry to reading the 
newspaper in its entirety," 
says Ms Hutin. 
 
 "What do the publishers want? They want to thwart the large-scale flight of young readers," says Ms Hutin. "The situation in 
France is alarming: from one generation to the next, young people are less likely to read newspapers. 
It is vital to reverse this trend." 
 
Take Young People Seriously 
Joanna Parczyńska, Director of Free Press Division, Agora, and Waldemar Paś, Editor in Chief, Metro, Poland 
 
Creating News Sites for Young People 
Michael Smith, Executive Director, Media Management Center, USA 
 
Today's newspaper web sites are great for news junkies, but they turn off teen-agers. 
 
They're too dense, there are too many choices, there is no clear hierarchy, they assume the reader has a familiarity with the news 
and with newspaper jargon, according to research carried out by the Media Management Center at Northwestern University for the 
Newspaper Association of America. 
 
 "We need to create special websites for young people, not just take our main websites and make them less complicated, because our 
main sites attract people interested in news," said Mr Smith. "If you are a news consumer, you can find it satisfying. If you're a 
teen-ager who just wants to know what's going on today, it's overwhelming." 
 
The study suggested ways to create news websites to attract teens. Mr. Smith said the future depends on doing so. 
 
"The role of the newspaper is to get young people interested in news. Because if they develop an interest, they get the habit. There 
are democratic imperatives in this going forward." 
 
While complicated websites overwhelm teens, becoming too simple will bore them. Mr Smith presented ten tips for developing web 
sites for teens: 
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- Don't overload them. 
- Create home pages that satisfy. 
- Entice them to keep reading. 
- Summarize stories on the home page. 
- Rank stories by importance in a clear hierarchy. 
- Beware of too much scrolling and clicking. 
- Provide background and context. 
- Provide text in manageable chunks. 
- Get rid of clutter. 

 
The study results are available at http://www.mediamanagementcenter.org/research/teensknow.asp 
What Can Traditional Media Learn from Social Media Anna Holmquist, Chief Editor, and Ylva Hvarfner, Managing Director, fa-
miljeliv.se, Sweden 
 
Perhaps nothing defines the differences between social media and traditional media as their attitudes toward the separation of adver-
tising and editorial. 
Where traditional media maintains credibility by keeping a clear wall between the two, their relative positions in social media is not 
so defined. 
Ms Holmquist and Ms Hvarfner believe some of the practices of social media can be beneficial for traditional media - including 
breaking down the wall between advertising and editorial. While some of his advice is controversial, some of it is not. 
Familjeliv, owned by the Stampen Group, is Sweden's largest family social networking site, reaching half of all Swedish women 
25- to 35-years olds every month. Some advice, based on the experiences at Familjeliv: 
 
- Involve your user. "The younger generation wants to integrate! Sometimes they want to read editorial material, but very often they 

want to write themselves, comment, vote and give their opinion!  Open up channels to involve your users." 
-  Base the editorial content on the readers' needs and interests. "Instead of editorial ideas based on what the reporter believes that 

the user wants to read about, Familjeliv assumes that the user tells us what she wants to read more about/know more about  via 
voting, forum posts, etc. Our users often write to us and tell us what they would like to read about, but most of all we follow the 
activity in our forum, blogs and galleries." 
-  Tear down the walls between sales and editorial. At Familjeliv, advertisers act as experts - for example, Nestlé  can provide advice 

about babyfood, Pampers about diapers. The site sells sponsorship and advertising packages that includes not only traditional adver-
tising but advertiser involvement in advertorials, customer surveys, expert forums and more. 
-  Involve customers in business development. "Users are our most important asset. They also feel a great commitment to the site 

and many even think that it is "their" site. When we develop new products and services it is obvious for us to involve users in  the 
process." 
 
"The most important thing of all is to try new approaches. The media world is changing quickly and the younger target group has 
needs that are different from earlier generations. Creativity, flexibility and speed become important success factors. You have  to 
dare to test boundaries - without fear of failure. You have everything to gain." 
 
Remaking NIE For An Online World 
Angelo Melone, Deputy Editor, of La Repubblica, Italy 
 
For the past nine years, the Italian daily La Repubblica not only provided copies of the newspaper to schools, but also provided an 
on-line system that allowed classes and teachers to create and print their own school newspapers. The project ultimately involved 
nearly 1.5 million young people and 8,500 schools. 
 
It wasn't enough. 
"In nine years, many things changed in the relationship between young people and the means for receiving information, and 
consequently in the relationship with their computer," says Mr Melone. So the newspaper completely transferred the project to the 
internet, allowing young people to create their own personal websites, under the supervision of their teachers. 
 
But even that wasn't enough. The project has subsequently pulled together all the online creations into a national website, "a site of 
factual information written directly by the young people and, taken as a whole, a community of students who confront each  other 
over topical themes, culture and entertainment, directly stimulated by items appearing in Repubblica." To help that stimulation, 
Repubblica supplies them with free online subscription to the newspaper. 
The project was an immediate hit - 850,000 students from 5,300 schools signed up in the first three months. 
 
For a list of participants and other information, consult http://www.wan-press.org/prague2009 
 
 
Source: WAN 
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ACTIVITIES AND  
OTHER UPDATES 



 
 
 
 
 
 
 

Harness the power of social media to increase reach 
 
The power of social media is tremendous. Paris Hilton's recent endorsement for Emirates Airlines is es-
teemed to be worth US$ 1.5 million. 
 
Social media is more than Twitter, Facebook and MySpace; it's about brands having conversations and en-
gaging with audiences. It's about the permanent change in the region's marketing, PR and news landscape. 
 
IIR's Social Media Forum taking place on 18 – 19 October 2009 in Abu Dhabi National Exhibition Centre, 
explores how you can use social media more effectively within your overall strategy and discusses what 
social media can do for your business. 
 
Probably the best and largest social media example comes from Barack Obama's campaign – Obama For 
America in which he used social networking sites, blogs, video-sharing and Twitter to spread the views and 
organise supporters. 
 
Andrew Bleeker, Director Internet Advertising for Obama's election campaign and New Media Director, 
Obama Inaugural Committee, is keynote speaker at the Social Media Forum. 
 
Be ready to explore regional social media case studies as well, with top-notch speakers including: 
 
Martin Newland, Editorial Director, The National, UAE  
Khurram Hamid, Global Head Mobile Marketing Innovation, Procter & Gamble, UAE  
Husni Khuffash, Country Business Development Manager, Google, UAE  
Joel Berger, Managing Director, MySpace, Germany  
Arshad Khan, Senior Executive, Dubai Department of Tourism and Commerce Marketing, UAE 
 
If you (like so many others) are confused by all the social media challenges and opportunities, now is your 
chance to discover it all! For US$ 199 per day, or US$ 349 for both days, you simply cannot afford to miss 
this event. 
 
Take a close look at the programme and secure your place now by calling +971-4-335-2437, emailing reg-
ister@iirme.com or clicking here. 
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Tel: 971 4 3365161 
Fax: +971 4 4072485 

Email: sim@iirme.com; 
tim.wilson@iirme.com 

Website: www.sim-expo.com 
 

Event Type: Exhibition  
Period : Annual 
From : 18-Oct-2009  
To :20-Oct-2009 
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CASE STUDY 
 
At a Glance: 
Subject: Maktoob.com  
Established: 2000 
Headquarters: Amman, Jordan 
Media type: Internet community 
URL: www.maktoob.com 

 
    Notwithstanding the large proportion of young consumers in the region, traditional media still play an extremely impor-
tant role in this region, because of the established newspaper reading culture in some Arab countries, which is demonstrated 
in the second part of this section where we examine the dynamics between different advertising media and trends of growth. 
 
However, literacy is clearly a key enabler for meaningful access to many kinds of media, especially print, and there are 
wide differences in literacy across the twelve countries covered in this outlook. These range from about 50% in Yemen and 
Morocco to over 90% in Kuwait. While significant progress is being made in some countries, the overall pattern of literacy 
levels in the region is predicted to improve slowly. Therefore, the literacy level of a country continues to be an important 
indicator of the level of print media adoption, including circulation and print-advertising revenues in each market. In those 
markets where print media have limited reach due to the low literacy levels and where oral traditions are strong, television 
is likely to be the main source of information and entertainment. 
 
As telecoms and media converge, consumers have the option of accessing news, current affairs and entertainment content 
over televisions (free or pay), personal computers or their mobile phones. As shown in Table 2.5, pay-TVadoption in most 
of the region is still at an early stage and penetration of households ranges from 0.4% in Morocco to 6.7% in Saudi Arabia. 
This illuminates the dominant position of free-to-air television in most of these markets and the high level of consumer sat-
isfaction with the current free-to-air channels available via satellite. Nevertheless, in some of the wealthier GCC countries 
such as Qatar, the UAE and Kuwait, pay-TVhas started to gain traction and is being accessed by more sophisticated televi-
sion viewers with household penetration of 41%, 24% and 10% respectively. On the other hand, broadband subscriptions as 
a percentage of households remains extremely low throughout the region, at below 10% in seven of the 12 countries. Broad-
band penetration of population is significantly higher in the three GCC countries mentioned above, where Qatar has the 
highest reported broadband penetration at 70% of households, followed by Bahrain with 60% and the UAE with 53%. 
 
Low broadband penetration and slow broadband speeds remain major constraints on the distribution of content via the inter-
net, on the development of Web 2.0 services, on the growth of online advertising and on making voice calls over the inter-
net. The reasons for the relatively slow development of consumer broadband vary across the region but they include: cul-
tural barriers, high retail pricing and poor telecommunications access network infrastructure outside high-income countries 
and urban areas. 

ARAB MEDIA OUTLOOK: COLLABORATING FOR GROWTH 
Section Two: Regional update (PART  SEVEN) 

RESEARCH ARTCILE 

Maktoob, meaning “letter” or “destiny” in Arabic, was launched in 2000 as the first Arabic web-based email solution. 
Called Maktoob Mail, users could send and receive e-mails in both English and Arabic. Its development constituted an 
important milestone in the region’s internet development.  
 
Maktoob currently has 13m users and has expanded from a mail program into a diverse community, creatively exploit-
ing a wide range of Web 2.0 services including email, discussion forums, news, blogs, instant messaging, games, mo-
bile services, content for women, etc. Maktoob’s success has been achieved by organic growth and through acquisi-
tions of regional sites that showed potential for growth, including but not limited to, CashU (2003), an electronic pay-
ment card; Souq.com (2006), an Arabic-language auction facility; Araby.com (2006) the first Arabic search engine; 
and Maktoob Research (2006), the first online research service in the region. Maktoob owns some regional websites 
such as al-mobile.com, a Saudi website specialising in downloadable mobile content. It also has a majority stake in 
Sport4ever.com, the online Arab sports community.  
 
As the premier web community in the region it is a popular choice with advertisers. An audit conducted by UK-based 
ABC Electronic certified that Maktoob.com received a total of 9.6 million unique users who visited over 224m web 
pages in April 2008. These figures confirm Maktoob’s position as the most visited website in the Arab world. Mak-
toob sees these figures as evidence of even greater potential for the internet and its growing place within the Arab 
community and has set itself an ambitious target of attracting 50% of all online Arab users to Maktoob products. 
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PAY TV AND BROADBAND PENETRATION IN 2007 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: Informa Telecoms and Media, Point, Topic. 
 
For many developing countries with a large and sparsely distributed population, broadband delivered via fixed infrastruc-
ture is not an efficient way to increase broadband penetration as the amount of capital investment required is significant 
and may not be justifiable given the large geographic area. For this reason, mobile technology and mobile phones are rap-
idly emerging as rival means of broadband access to internet content and, with new developments in technology, are also 
developing as an alternative means of watching television. In Section Three we examine another possibility, a satellite ini-
tiative, which hopes to bring broadband access to remote areas of the world. 
 
As shown in Table 2.6 below, an important feature of the region is the very high market penetration of mobile phones, par-
ticularly in the higher income GCC countries where 2007 penetration levels exceeded 100%, such as the UAE (169%), 
Bahrain (146%), Qatar (118%) and Saudi Arabia (116%). For the other countries in our study, all except Lebanon and 
Yemen are expected to reach and pass 100% mobile penetration by the end of the projection period. Lebanon’s mobile 
penetration is expected to reach 51% by 2012, while Yemen is projected to have 88% mobile penetration by 2012—up 
from its current 18%. This makes Yemen the fastest growing mobile market in the region at a CAGR of 41%, while Egypt 
is the second fastest with mobile penetration expected to grow at 26% CAGR from 2007 to 2012. 
 
While penetration data should be interpreted with some caution because of differences in the way in which the numbers of 
prepaid mobile customers are recorded, the overall trend of growth is clear and represents a great opportunity for the sector 
across the region. 
 
Delivery of content via new media channels, UGC and the collaboration between media players and consumers along the 
media value chain 
  
As noted in Section One, there is a trend towards the generation of personal content on the internet. Last year we looked at 
the ways in which citizen journalists were using blogs to bring the latest information from communities affected by war to 
the attention of the wider world. Recent developments now permit ordinary people to upload information from their mobile 
cameraphones straight into local newsrooms or cable television companies. Celebrities and world leaders have all adopted 
the new media to make conversations with the world, one person at a time. In the region this occurs through sites such as 
Maktoob, Facebook and YouTube or through personal blogs or websites. The region is starting to see the emergence of 
news and current affairs websites that rely on input from citizen journalists. An example is jaridtak.com in Lebanon which 
was founded in March 2008 and carries a wide range of user-generated news content in Arabic, English and French. The 
site is open to contributions on a wide range of social topics and encourages users to collect and create print, audio, and 
video content. 
 
 
 
 
 

RESEARCH ARTCILE 

(Thousands) Pay TV Households Household Penetration Broadband Connections Household Penetration 

Bahrain 30 10 % 72 60 % 

Egypt 485 3 % 437 3 % 

Jordan 32 5 % 57 5 % 

Kuwait 116 18 % 31 6% 

Lebanon 18 2 % 180 23 % 

Morocco 19 0 % 470 8 % 

Oman 21 6 % 19 5 % 

Qatar 43 41 % 74 70 % 

Saudi Arabia 271 7% 595 15 % 

Tnisia 21 1 % 130 6% 

United  Arab 
Emirates 

176 24 % 382 53 % 

Yemen N/A N/A 20 1 % 
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Table 2.6 
Illustrative mobile subscriber projections – 2008 to 2012 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Source: Informa Telecoms and Media 
Business Monitor International (BMI) forecast, Pwc forecast. 
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(Millions) 2006 2007 2008 2009 2010 2011 2012 CAGR 07-12 

Bahrain Pene-
tration % of 
population 

0.9 
115 % 

1.1 
146 % 

1.3 
165 % 

1.4 
174 % 

1.5 
180 % 

1.5 
184 % 

1.6 
185 % 

7.0 % 

Egypt 
Penetration % 
of population 

17.7 
25 % 

30.6 
42% 

44.5 
59 % 

58.4 
76% 

72.3 
93% 

85.3 
107 % 

97.2 
120% 

26.0% 

Jordan 
Penetration % 
of population 

4.2 
74 % 

4.8 
84 % 

5.3 
91 % 

5.9 
98% 

6.4 
104 % 

6.9 
110% 

7.4 
116% 

9.1% 

Kuwait 
Penetration % 
of population 

2.5 
79% 

2.8 
84% 

3.0 
87% 

5.9 
90% 

6.4 
93% 

3.6 
95% 

3.8 
97% 

6.6% 

Lebanon 
Penetration % 
of population 

1.0 
27% 

1.2 
31% 

1.4 
36% 

1.5 
40% 

1.7 
44% 

1.8 
46% 

2.0 
50% 

10.9 % 

Morocco 
Penetration % 
of population 

15.9 
52% 

21.1 
68% 

25.7 
83 % 

1.5 
92 % 

1.7 
100 % 

32.7 
103 % 

33.6 
106 % 

9.7 % 

Oman 
Penetration % 
of population 

1.8 
72 % 

2.5 
97 % 

3.3 
126 % 

3.9 
150 % 

4.4 
166% 

4.8 
178 % 

5.1 
187 % 

15.3 % 

Qatar 
Penetration % 
of population 

0.9 
107 % 

1.1 
118% 

1.4 
130% 

3.9 
133 % 

4.4 
130% 

1.9 
124 % 

1.9 
116 % 

11.9 % 

Saudi Arabia 
Penetration % 
of population 

19.8 
83% 

28.2 
116% 

32.4 
130% 

35.1 
138% 

37.0 
141 % 

38.4 
143 % 

39.4 
143% 

7.0% 

Tunisia 
 Penetration % 
of population 

7.3 
72% 

8.9 
87% 

9.4 
91% 

1.6 
97% 

1.8 
102% 

11.1 
103 % 

11.4 
105% 

5.1% 

United Arab 
Emirates 
Penetration % 
of population 

5.5 
130% 

7.6 
169 % 

9.0 
189 % 

10.0 
200 % 

10.7 
203 % 

11.2 
199% 

11.4 
193 % 

8.5 % 

Yemen 
Penetration % 
of population 

3.0 
14% 

4.1 
18% 

5.7 
25% 

10.0 
34% 

10.7 
47% 

16.1 
64% 

22.7 
88% 

40.7% 



Dubai Media City; 
Media Business Center,  No 06 
5th floor, No. 506 
Building No. 2, CNN 
P O Box: 502038, Dubai, UAE.  

Tel: +971-4-3916559 
Fax: +971-4-3918019 
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Middle East Publishers Association 
MEPA is a FZ. LLC organization with 
the motto of building a society of pub-
lishers that will think and act for the 
benefits of the publishing industry. 
 
The aim of MEPA is to serve, promote 
and protect the interest of press and elec-
tronic publishers, whilst raising the fu-
ture standards of the publishing industry 
in the Middle East. 
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