




Q.Do you deliberately delete emails from PR 	
	 agencies without reading them?

If you’ve spent six hours (or more) wrestling with a brief, crafting some well-
honed prose, battling with the client on some important grammatical point 
before finally unleashing your creation on the Middle East media, prepare for a 
shock.  80% of English-language journalists either ‘often’ or ‘sometimes’ delete 
emails from PR agencies without even reading them. The Arabic media is slightly 
more forgiving with 60% admitting to this practice, while a forgiving and patient 
40% of the Arabic media never delete without at least opening the mail first.  

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 0 0 0 0 0 0 0.0

Often 3 0 1 2 2 8 19.0

Sometimes 9 1 1 1 5 17 40.5

Never 5 2 5 3 2 17 40.5

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 0 0 0 0 0 0 0.0

Often 26 1 2 1 0 30 30.9

Sometimes 41 3 0 3 1 48 49.5

Never 16 0 1 1 1 19 19.6

Total 83 4 3 5 2 97 100.0
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Q.If so, why do you delete emails from 
	 PR agencies?

“The subject line says it all and, if it is not relevant, it’s 		
	 deleted.“

“I hate messages that attach press releases without bothering 	
	 to say what they are all about. I figure if they can’t be 			
	 bothered writing a few words briefing us on the subject, I 		
	 can’t be bothered opening the attachment.“

“Because you get familiar with senders who send multiple 		
	 emails or wrong emails or so many emails you just stop 		
	 reading them.“

“Sometimes, I’ve been guilty of deleting stuff only because 		
	 that PR company has a history of sending crap.“

“When you are already receiving 10 emails a day from 			
	 someone who you have repeatedly asked to be removed from 	
	 their mailing list, it is a natural reflex action.“

The journalists were more than happy to explain why they delete emails from 
PR agencies without reading them, and again relevance was the overwhelming 
factor  – with the subject line of the email usually saying it all. 

Interestingly, individuals - and even agencies - with a history of sending 
irrelevant material can be assigned to the trash as a matter of principle. 
Some journalists even admitted to setting up delete folders for specific named 
individuals and/or agencies so their material doesn’t even trouble their inbox.  

Agencies and in-house communications teams should also make sure they don’t 
make elementary errors such as omitting a subject heading or including the 
wrong subject header.  

Analysis:
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Q.How do you view a good press release?

A clear majority (55%) regard a good press release as an 
idea for a story, but the ‘cut and paste’ culture appears to 
be alive and kicking among 17% of the Middle East media 
who view a good press release as ‘a story in itself’.

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

As a story in itself 4 0 1 1 1 7 16.7

As the majority of a story 5 1 1 2 4 13 31.0

As an idea for a story 7 2 5 3 4 21 50.0

Other 1 0 0 0 0 1 2.4

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

As a story in itself 15 1 1 0 0 17 17.5

As the majority of a story 9 1 0 0 0 10 10.3

As an idea for a story 50 2 0 4 2 58 59.8

Other 9 0 2 1 0 12 12.4

Total 83 4 3 5 2 97 100.0
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Q.A good press release…

“Should provide background and factual content.“

“Is something that should make my getting of the story easier.“

“Provides information about a forthcoming event that is 			 
	 relevant to our mag, sent in time for us to use before we go 		
	 to press. We’ll write the story, we just need the info.“ 

“Is part of a story we were already looking into or thinking of 		
	 looking at.“

“Provides news that is relevant, no fluff, all fact and with 			 
	 specific relevant information after they have fully understood 		
	 the requirements of the magazine.“ 

“Some press releases are useful as news briefs, others are 			
	 an idea for a story.“
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Q.Are you more likely to use a press release 
	 if you have been given a gift?

This is a vexed issue which has been the subject of much discussion 
within the media and marketing communities.  The response indicates 
a clear difference in the way the Arabic and English-language media 
view gifts. While 41% of Arabic-language media respondents replied 
‘yes’ or ‘maybe’ to the question, just 19% of the English language 
media answered in the same manner.

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Yes 2 1 1 0 3 7 16.7

Maybe 2 0 3 2 3 10 23.8

No 13 2 3 4 3 25 59.5

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Yes 4 0 0 0 0 4 4.1

Maybe 10 0 0 4 0 14 14.4

No 69 4 3 1 2 79 81.4

Total 83 4 3 5 2 97 100.0
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Q.Are you more likely to use a 	press release
 	 if you have been taken on a press trip?

On this question, both the Arabic and English 
language media are much more closely aligned with 
almost a 60:40 split on the ‘yes-maybe’ versus ‘no’. 

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Yes 4 2 1 2 3 12 28.6

Maybe 5 1 4 1 3 14 33.3

No 8 0 2 3 3 16 38.1

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Yes 22 1 0 3 0 26 26.8

Maybe 26 2 2 1 1 32 33.0

No 35 1 1 1 1 39 40.2

Total 83 4 3 5 2 97 100.0
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Q.Are you more likely to use a press release
	 if the PR agency has been helpful on 
	 previous stories?

Those in the reputation business will not be surprised to learn 
that having a reputation for being helpful creates its own virtuous 
circle.  63% of respondents replied that a release from a previously 
helpful agency will receive more favourable attention, with only 11% 
responding negatively – it would appear that having a history and 
reputation for being helpful is more beneficial than giving gifts.  

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Yes 11 2 5 4 5 27 64.3

Maybe 3 1 2 2 3 11 26.2

No 3 0 0 0 1 4 9.5

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Yes 49 3 3 4 1 60 61.9

Maybe 23 1 0 0 1 25 25.8

No 11 0 0 1 0 12 12.4

Total 83 4 3 5 2 97 100.0
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Press Conferences
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Q.Do you think PR agencies and their clients 	
	 hold unnecessary press conferences?

Given the day-to-day comments of the media, one would 
have expected a slightly higher reading on this than an 
average of 56% saying ‘yes’. But, again, there is a very clear 
divide between the Arabic and English-language media with 
33% of the Arabic media replying that there aren’t too many 
unnecessary press conferences, compared with just 13% of 
the English-language media.

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Yes 9 1 5 0 3 18 42.9

No 5 2 2 2 3 14 33.3

Not sure 3 0 0 4 3 10 23.8

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Yes 60 4 2 2 0 68 70.1

No 9 0 1 1 2 13 13.4

Not sure 14 0 0 2 0 16 16.5

Total 83 4 3 5 2 97 100.0
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Q.What annoys you most about 
	 press conferences?

Of all the comments received, one phrase leaps out – ‘the late start’. Journalists who 
arrive on time for a press conference are intensely annoyed when organisers delay the 
start by up to an hour, or even longer, because key speakers or other journalists haven’t 
turned up yet. It seems press conferences have become victims of a vicious ‘tardy’ circle 
whereby people don’t expect them to start on time so they don’t turn up on time.
 
The ‘Big Surprise – Big Letdown’ invitation also appears to be a virus that is running 
rampant. This is where journalists are invited to attend an event about which the agency 
can reveal nothing in advance, other than promising it is a major announcement of direct 
relevance to the journalist.  The tactic is designed to ensure a strong attendance without 
the possibility of a leak - a legitimate tactic when used sparingly and with discretion, but 
a massive annoyance if the event turns out to have no relevance to the journalist, or if the 
‘major news story’ turns out to be run of the mill. 

The situation has become so prevalent that time-pressed journalists say they would rather 
run the risk of missing a major announcement than having their time wasted – if they 
knew what the press conference was about in advance they say they would be more likely 
to attend if it was relevant to their publication.

Analysis:

“They never start on time, they never go into any real detail 		
	 and often just recite what’s written in the press release. A 		
	 press conference should add value to the press release.“

“PRs here have a very irritating habit of sending out invitations 	
	 for press conferences but refusing to disclose the reason for 	
	 the conference saying it is a big ‘surprise’ or a secret and all 	
	 will be revealed when the journalists turn up on the day. As 		
	 journalists, we are very busy so it is very important to brief 		
	 in advance exactly what we will be attending, or many people 	
	 will make the decision not to attend.“

“Head table speakers who have nothing to say (please train 		
	 them someone...please).“

“Refusal of spokespeople to answer certain questions. If you 		
	 want media to attend your events, you cannot control what 		
	 journalists ask.“

“The most annoying thing is that almost ALL main speakers 		
	 are coming to the press conference 1 to 1.5 hours late. As if 		
	 the press have nothing else to do...“
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Not surprisingly, the ‘golden time’ agreed by almost 50% of all respondents is 
between 10am and 12noon, which allows journalists plenty of time to get from their 
office to an event and return to file their story – presumably most important for daily 
newspaper journalists. The bad news for hard-pressed PR execs is the sizeable 
minority of the Arabic media (almost 20%) who prefer evening events.

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

8am-10am 1 0 2 0 1 4 9.5

10am-12noon 11 1 2 5 3 22 52.4

12noon-2pm 2 0 1 0 1 4 9.5

2pm-4pm 1 0 0 0 0 1 2.4

4pm-6pm 0 1 1 0 1 3 7.1

after 6pm 1 1 1 1 3 7 16.7

Other 1 0 0 0 0 1 2.4

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

8am-10am 16 0 0 0 1 17 17.5

10am-12noon 40 1 2 0 1 44 45.4

12noon-2pm 7 1 1 2 0 11 11.3

2pm-4pm 4 2 0 0 0 6 6.2

4pm-6pm 4 0 0 1 0 5 5.2

after 6pm 6 0 0 2 0 8 8.2

Other 6 0 0 0 0 6 6.2

Total 83 4 3 5 2 97 100.0
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PR Practice
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Q.How well do you believe PR agencies 
	 understand your needs as a journalist?

If one were a teacher asked to comment on this finding for a school report, 
it would be ‘room for improvement’ for the PR industry. However, once again 
there is a wide disparity between the Arabic and English-language media with 
only 29% of the Arabic media answering negatively, but this number is almost 
double (52%) when it comes to the English-language media.

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Very well 1 1 0 0 0 2 4.8

Fairly well 4 2 2 1 1 10 23.8

Okay 7 0 4 2 5 18 42.9

Poorly 3 0 1 3 2 9 21.4

Very poorly 2 0 0 0 1 3 7.1

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Very well 0 0 0 0 0 0 0.0

Fairly well 15 0 0 0 0 15 15.5

Okay 26 2 1 3 0 32 33.0

Poorly 28 2 2 1 1 34 35.1

Very poorly 14 0 0 1 1 16 16.5

Total 83 4 3 5 2 97 100.0
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Q.What is the most irritating practice that PR 	
	 agencies engage in?

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Sending me press releases which have no relevance to my publication  5 0 1 3 3 12 28.6

Not knowing enough about the stories they are trying to sell me 4 0 1 0 3 8 19.0

Ignoring my requests for material 2 1 1 1 2 7 16.7

Having no clue about my deadlines 2 1 1 1 0 5 11.9

Harrassing me to come to events 1 1 2 0 0 4 9.5

Continuously filling up my email inbox 1 0 0 1 1 3 7.1

Other 2 0 1 0 0 3 7.1

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Sending me press releases which have no relevance to my publication  24 0 0 1 0 25 25.8

Not knowing enough about the stories they are trying to sell me 17 2 0 1 0 20 20.6

Ignoring my requests for material 11 1 1 1 0 14 14.4

Harrassing me to come to events 12 0 0 0 1 13 13.4

Having no clue about my deadlines 7 0 1 0 0 8 8.2

Continuously filling up my email inbox 0 0 0 1 0 1 1.0

Other 12 1 1 1 1 16 16.5

Total 83 4 3 5 2 97 100.0

Arabic Language Press

English Language Press

0

5

10

15

20

25

30

English

OtherFlooding
my inbox

Harassing me
to attend

events

No clue about 
publication
deadlines

Ignoring
requests 

for further
material

Lack of 
subject 

knowledge

Sending
irrelevant 

press releases

Arabic

©2007 – it is not permitted to reproduce the contents of this document, in part or entirety, without the prior written permission of the authors



1.	Sending me press releases which have no 	
	 relevance to my publication…

“Show me the courtesy of reading the magazine so you are 		
	 actually aware of the kind of articles we run rather than 		
	 trying to get me to put a new lawnmower in an 
	 entertainment magazine.“

“PR agencies need to understand my publications and my 		
	 needs. Once they do that I should get only relevant 			 
	 press releases. Getting less ‘junk press releases’ will 		
	 make me more favourably inclined to treat the ones I get 		
	 in a positive manner. Last month, for the first time in six 		
	 years, a PR person asked me what was relevant to me. 		
	 All PR agencies should do that.“

“Read my publication - at least 2 issues. Familiarise 			 
	 yourselves with what we publish, know the topics. You will 		
	 know exactly the kind of material I will/will not use.“

“Segregate your mailing lists by nature of publication and 		
	 write relevant press releases accordingly.“ 

“If the PRs read the mag - just once - they would know that 		
	 we have no interest in reporting on financial matters, 		
	 medical news, staff fire drills at hotels (I’m not kidding!), or 	
	 most other things they tell us about.“
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2.	Not knowing enough about the stories they 	
	 are trying to sell me…

“They need to first understand the client they are dealing 		
	 with, so that they don’t have to say ‘Oh... I will check with 		
	 the MD, because I am not sure’ when we are battling serious 	
	 deadlines.“

“Explain to your clients that our needs and their needs may 		
	 not coincide.“

“PRs often do not know the issues in the releases they send 	
	 out and cannot provide any contact details of relevant people 	
	 for more information.“

“PRs need to know much more about their clients’ industry 		
	 and business.“

“Understand what my magazine does, and know more about 	
	 the clients you are trying to pitch to me.“

“Know the reason for the press release yourselves first and, if 	
	 someone asks you a question, be able to reply.“
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3.	Ignoring my requests for material…

“Understand that when I ask for information, I need it now 		
	 our deadlines are tight. And if you can’t get it, tell me - keep 	
	 me updated so I can plan accordingly.“

“Brief ALL your staff on the accounts you are working on. 		
	 I phone up a PR company. Only one person has the info/		
	 material/images and they are out of the country/not 			 
	 available/sick/at lunch/ etc, so no one else can handle a 		
	 simple request.“

“PRs in this region are very uncommunicative with the 		
	 media.…they never get back to you, are impossible to get 		
	 hold of, have no idea about deadlines and are not in 			 
	 tune with the idea that it is their job to make sure their client 	
	 receives as much press as possible, therefore if the media 		
	 contacts them they should respond as soon as possible.“

“When I chase some minor detail for the fourth time, I am - 		
	 believe it or not - already seething with anger. Your 			 
	 assertion that you’ve emailed someone who hasn’t got back 	
	 to you isn’t good enough. I don’t care who you have to 		
	 murder for the information - just get it to me as 			 
	 soon as possible, in any way you can. Don’t faff. Don’t pass 		
	 the buck. It’s your job to take the flack.“
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4.	Having no clue about my deadlines…

“The announcement of an event/press conference should 		
	 be at least 5 days in advance. Far too often I am invited to 		
	 attend something the next day. This is probably the most 		
	 annoying thing for a journalist. If I knew in advance I would 	
	 not schedule a meeting or interview for the same time. 		
	 Unlike PR agencies, journalists tend to regard other people’s 	
	 time at least as important as their own.“

“Companies have no clue how to work within a magazine’s 		
	 deadlines. They send press releases for events happening 		
	 that night and then wonder why we cannot attend at such 		
	 short notice.“

“We are a monthly magazine so need things in advance. 		
	 We usually get told about events a week before they 			 
	 happen once the mag is already on the shelf. Despite 		
	 constant reminders and pleas to get info to us early, it just 		
	 doesn’t get through to these people.“

“Most of them do not give us enough prior warning even for 	
	 things that are relevant for us - most monthlies that I know 	
	 will plan at least 2 issues in advance. How can I then magic 	
	 an entire feature with 2 weeks notice? I’ll have planned a 		
	 different feature for those pages.“
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5.	Harassing me to come to events…

“Following up is one thing - but torturing you each day on the 	
	 phone is another!“

“We know within minutes of reading a release if we are 		
	 interested and then we will react to that, we will send a 		
	 photographer/reporter to cover it. If not then, sorry, don’t 		
	 hassle us, we are just not interested.“

“Stop harassment. No means no. If a reporter can’t make it, 	
	 she can’t make it. And if she suddenly can, she will do the 		
	 calling.“

“They need to realise that if we say we can’t attend 			 
	 something, there is usually a good reason for this and we’re 	
	 not going to change our minds.“

“If interested, I will get in touch with you. If I haven’t been in 	
	 touch, I’m not going to the event.“

“Stop pestering and calling me 10 times a day to attend an 		
	 event.“
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6.	Continuously filling up my email inbox…

“Some PR agencies send the same press release four 			
	 times in the space of 10 minutes - this creates a negative 		
	 perception on my part.“

“I delete from agencies that spam me with loads of irrelevant 	
	 releases. I’m sure some things that may be of interest fall 		
	 through the cracks, but I don’t have time to sift through 		
	 all the dross.“

“Yesterday I received eight (!) copies (four in English, four in 	
	 Arabic) of a release detailing a new microwave. I do not read 	
	 Arabic (50% wasted) and we have no relevant media for the 	
	 release (the other 50% wasted). I know it will also have been 	
	 faxed but our receptionist has a standing instruction to bin 		
	 this agency’s releases…“

“Stop sending repeat press releases - I always get them two 	
	 times - at least!“

“STOP SPAMMING US!“
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Q.How would you rate the professionalism of 	
	 PR agencies in the region?

Once again there is a striking difference between the way in which the Arabic and 
English-language media perceive the PR industry. While both parties give low marks at 
either end of the positive and negative spectrum, they are mirror opposites in the middle. 
While the Arabic media largely agree with the phrase ‘some agencies are better than 
others, but most are good’ (64%) a majority of the English-language media (53%) agree 
with the phrase ‘some are better than others, but most are useless’.   

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Very professional 0 0 0 0 0 0 0.0

Fairly professional 2 1 1 0 0 4 9.5

Some are better than others, but mostly good 11 2 3 4 7 27 64.3

Some are better than others, but mostly useless 3 0 3 2 2 10 23.8

They are all useless 1 0 0 0 0 1 2.4

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Very professional 0 0 0 0 0 0 0.0

Fairly professional 7 0 0 2 0 9 9.3

Some are better than others, but mostly good 28 2 1 0 0 31 32.0

Some are better than others, but mostly useless 44 2 2 2 1 51 52.6

They are all useless 4 0 0 1 1 6 6.2

Total 83 4 3 5 2 97 100.0
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Q.	What do PR agencies need to do more of to 	
	 improve the way they work with you?

“Understand that we need a unique angle for our readership 	
	 to feature their client; be prepared to offer exclusives for 		
	 more quality coverage, rather than selling the same generic 	
	 story to all publications.“

“Talk to me, build a proper relationship through which we 		
	 might find a mutually interesting angle or story.“

“Return calls and emails promptly, take our deadlines 		
	 seriously, learn what a high-resolution image is rather 		
	 than sending us web grabs and rubbish photos that appear 	
	 to be taken on a camera phone.“

“Make sure an interviewee, particularly a visiting VP, has 		
	 something interesting to say.“

“Make an effort - when all’s said and done, we’re all at work. 	
	 I realise that Joe PR may not want to have extra work to do 	
	 on my behalf, but if he wants to please his client and keep 		
	 the account (and therefore his salary), that’s the way he’s got 	
	 to play. I’m not in the business of churning out whatever’s in 	
	 the press release. Otherwise, my company would have hired 	
	 a typist, not an experienced journalist. I expect results, not 	
	 resentment.“

©2007 – it is not permitted to reproduce the contents of this document, in part or entirety, without the prior written permission of the authors



Q.	What do PR agencies need to do less of to 	
	 improve the way they work with you?

“Phoning to ask when a story will be used. It will eliminate in 	
	 one sentence their chances of future coverage.“

“Expecting editorial coverage to read like an advertorial.“

“Asking for questions to be sent to them. Questions are 		
	 generated on the kinds of answers that respondents give. 		
	 It takes a fairly large amount of insight to think up ALL the 		
	 questions you’ll be asking the respondent.“

“They should not phone my direct line and ask to speak to 		
	 someone who has not worked at my publication for the past 	
	 year. This is a thrice daily occurrence on our magazine and 	
	 generally, we refuse to deal with the person as it shows they 	
	 have not picked up the publication to which they are flogging 	
	 a story in a long time, in order to check the staff lists. This 		
	 we find ignorant.“

“Talk PR jargon. Some examples: ‘my client feels’; ‘not at 		
	 liberty to say’ (hate this one); ‘not allowed to give out that 		
	 information’ (right! and the point of you being here is?); 		
	 If they can’t help, then move out of the way and let the 		
	 journalist do it their way.“
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Journalism
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Q.How would you rate the quality of 				  
	 journalism in the region?

The region’s Arabic-language media have a much sunnier view of the current state of their 
profession than their English counterparts. More than half of the Arabic media (57%) rate the 
quality of journalism in the region as being either ‘very’ or ‘fairly’ good. There is a grudging 
‘okay’ registered by a majority of the English-language media (56%).  

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Very good 1 1 1 1 3 7 16.7

Fairly Good 8 2 2 3 2 17 40.5

Okay 4 0 1 1 4 10 23.8

Poor 3 0 3 1 0 7 16.7

Very poor 1 0 0 0 0 1 2.4

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Very good 1 0 0 1 0 2 2.1

Fairly Good 14 1 1 1 0 17 17.5

Okay 49 2 1 0 2 54 55.7

Poor 15 1 1 1 0 18 18.6

Very poor 4 0 0 2 0 6 6.2

Total 83 4 3 5 2 97 100.0
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Q.Do you think the quality of journalism in 
	 the region is improving?

While the Arabic-language media have a brighter view of the current state of 
their profession, their future outlook is not so rosy – whereas a massive 81% 
of English-language journalists believe standards are improving, only 40% of 
the Arabic-language press feel the same, with 29% believing standards are 
‘staying the same’ and 31% thinking they are ‘getting worse’.

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Improving 4 2 1 3 7 17 40.5

Staying the same 8 0 3 0 1 12 28.6

Getting worse 5 1 3 3 1 13 31.0

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Improving 65 3 3 5 2 78 80.4

Staying the same 14 1 0 0 0 15 15.5

Getting worse 4 0 0 0 0 4 4.1

Total 83 4 3 5 2 97 100.0
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Q.Outside work, do you watch news 
	 on television?

Television is a more popular medium for news with the Arabic 
media with 81% watching ‘always’ or ‘often’, compared with 64% of 
the English-language media.  

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 5 2 0 3 4 14 33.3

Often 8 0 6 2 4 20 47.6

Sometimes 2 1 1 1 1 6 14.3

Never 2 0 0 0 0 2 4.8

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 19 2 3 3 0 27 27.8

Often 31 1 0 2 1 35 36.1

Sometimes 24 1 0 0 1 26 26.8

Never 9 0 0 0 0 9 9.3

Total 83 4 3 5 2 97 100.0
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Q.Outside work, do you listen to the news 
	 on the radio?

Still a developing medium in the region, radio has slightly more 
English-language journalists tuning in for news (48% always/
often) versus 38% for the Arabic media. 

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 3 0 1 2 1 7 16.7

Often 3 0 1 2 3 9 21.4

Sometimes 9 2 3 1 3 18 42.9

Never 2 1 2 1 2 8 19.0

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 16 0 2 0 0 18 18.6

Often 26 1 0 2 0 29 29.9

Sometimes 30 1 1 2 1 35 36.1

Never 11 2 0 1 1 15 15.5

Total 83 4 3 5 2 97 100.0
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Q.Outside work, do you read newspapers?

A very popular medium with journalists, newspapers register an impressive 
zero percent of the regional media who ‘never’ read them.

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 4 2 2 3 4 15 35.7

Often 9 0 1 1 3 14 33.3

Sometimes 4 1 4 2 2 13 31.0

Never 0 0 0 0 0 0 0.0

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 35 4 2 3 0 44 45.4

Often 28 0 0 2 0 30 30.9

Sometimes 20 0 1 0 2 23 23.7

Never 0 0 0 0 0 0 0.0

Total 83 4 3 5 2 97 100.0
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Q.Outside work, do you read magazines 
	 to receive news?

Another popular medium with the media, but more popular with English-language journalists 
(65% always/often, versus 36% for the Arabic media). 

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 2 1 1 1 2 7 16.7

Often 3 1 1 2 1 8 19.0

Sometimes 10 1 4 3 5 23 54.8

Never 2 0 1 0 1 4 9.5

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 27 0 2 5 0 34 35.1

Often 25 4 0 0 0 29 29.9

Sometimes 25 0 1 0 2 28 28.9

Never 6 0 0 0 0 6 6.2

Total 83 4 3 5 2 97 100.0
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Q.Outside work, do you read websites 
	 and news portals to receive news?

The most popular medium for Middle East journalists to receive their 
news, registering an impressive 88% who ‘always’ or ‘often’ use websites 
and news portals.

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 9 1 2 4 6 22 52.4

Often 5 1 5 0 1 12 28.6

Sometimes 3 1 0 2 2 8 19.0

Never 0 0 0 0 0 0 0.0

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 50 3 3 4 1 61 62.9

Often 24 0 0 1 1 26 26.8

Sometimes 9 1 0 0 0 10 10.3

Never 0 0 0 0 0 0 0.0

Total 83 4 3 5 2 97 100.0
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Q.Outside work, do you read blogs to 
	 receive news?

The online pendulum swings in the other direction when it comes to blogs, 
with almost three quarters of all respondents saying they access blogs 
‘sometimes’ or ‘never’ for news.  

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 1 2 0 0 1 4 9.5

Often 3 0 2 0 1 6 14.3

Sometimes 8 0 4 5 4 21 50.0

Never 5 1 1 1 3 11 26.2

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Always 9 0 2 0 0 11 11.3

Often 12 0 1 1 1 15 15.5

Sometimes 30 1 0 4 1 36 37.1

Never 32 3 0 0 0 35 36.1

Total 83 4 3 5 2 97 100.0

Arabic Language Press

English Language Press

0

10

20

30

40

50

60

English

NeverSometimesOftenAlways

Arabic

©2007 – it is not permitted to reproduce the contents of this document, in part or entirety, without the prior written permission of the authors



Q.What most hinders your ability to write
	 stories the way you want to?

Supporters of freedom of the press will be pleased to discover that the 
majority response to this question (40%) is that journalists feel under 
no direct pressure when writing stories the way they want to.  There is, 
however, a substantial minority (32%) who find government rules and 
regulations to be a factor.

Analysis:

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Pressure from advertisers 3 0 1 1 2 7 16.7

Pressure from PR agencies 0 0 0 0 0 0 0.0

Pressure from the owners of your 
company

3 0 2 1 2 8 19.0

Government rules and regulations 5 2 1 1 2 11 26.2

None of the above 6 1 3 3 3 16 38.1

Total 17 3 7 6 9 42 100.0

UAE Egypt Kuwait Lebanon Saudi Total Percentage

Pressure from advertisers 10 0 0 0 0 10 10.3

Pressure from PR agencies 1 1 0 0 0 2 2.1

Pressure from the owners of your 
company

6 0 0 1 0 7 7.2

Government rules and regulations 31 1 2 1 1 36 37.1

None of the above 35 2 1 3 1 42 43.3

Total 83 4 3 5 2 97 100.0
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Appendix A
Arabic Language Press Comments
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الإمارات العربية المتحدة

ضعف المستوى اللغوي 	1
	2

		 في بعضها نلاحظ ضعف اللغة العربية، و في بعضها نلاحظ عدم اكتمال المعلومات التي يمكن للصحفي  	3
الاستفادة منها خاصة تلك التي نسميها بالمعلومات المدعمة للموضوع أو التقرير	

		 ضعف في الكتابه الصحفيه من حيث الاسلوب والفكره زالتشويق وغالبا ما تكون البيانات الصحفيه جامده لا  	4
يكون فيها روح الفضول للقارئ .

	5
		 تدني مستوى المهنية في التعامل مع القصص الاخبارية, الى جانب الاعتماد على مبدأ الترويج فقط دون اعطاء  	6

المعلومات اية اهمية.	
ركاكة اللغة العربية كون معظم الأخبار تكتب بالإنكليزية ومن ثم تترجم إلى العربية، المبالغة في وصف العميل 	 	7

		 أو المنتج، الإطالة أكثر من اللازم. 	
الترجمة إلى العربية لا تراعي بعض الأساسيات اللغوية والمصطلحات العالمية	 	8

• الترويج والاسلوب الاعلاني في صياغة الخبر  	9
• عدم وجود ارقام  	

• عدم وجود دراسات  	
• كثرة ارسال الاخبار يفقدها الاهمية	 	

		 ضعف اللغة العربية، أخطاء إملائية، أخطاء في الترجمة، عدم فهم الموضوع، زيادة في التسويق على حساب  	10
المعلومات الحقيقية.	 	
ضعف جودة الصور 	11

12
صعف الصياغة باللغة العربية، وخلوها من الأخبار المهمة فعلا 	13

الصياغة و مراعاة القيم الخبرية 	14
		 افتقارها إلى الإثباتات القانونية أو الموضوعية، بحيث لاتخرج في أغلبها عن نطاق الإدعاء، وحيث لاتعود لتوضيح  	15

الأمور التي تناولتها في مرحلة سابقة ومراجعة نتائجها... 	
16

ضعف اللغة والصياغة خاصة التي تم ترجمتها من الانجليزية 	17

	ii) Egypt
انها معظمها تكون بدون صور والصورة اهم شىء فى مصدقية الخبر 	1

احيانا عدم ترتيب الأفكار 	2
3

	iii) Kuwait
اسلوبها الصحفى ضعيف الصيغة 	1

الدعاية المباشرة للمنتج او لشخص او للهدف المراد من التقرير بشكل ينفر القاريء من متابعته 	2
الصياغة غير السليمة أبدا، وصول بعض البيانات عبر الفاكس غير واضحة أو مكتوبة بخط اليد غير مفهومة 	3

التحرير السيئ لها - الإطالة غير المبررة - الطابع الإعلاني لها 	4
5 	no hi-res images

اللغة الركيكة ومجهولية المصدر 	6
كثير من التلميع والتفخيم بالأشخاص والشركات بطريقة غير لائقة وغير صحافية ولا تخدم المصدر أصلا، لأن القارئ  	7

اليوم يستطيع التمييز بين التلميع والصحافة.	
		

	iv) Lebanon
عدم جودة الصور المرفقة 	1

أعلانية وتجارية 	2
دقة المعلومات أو مدى علاقتها بالموضوع الجاري بحثه والطريقة التجارية البحتة التي يتم عادة ارسال البيانات الصحفية 	 	3

advertorial حيث انها تأتي كاعلان عن الشركة 	
الصياغة الخبرية لا تأتي على المستوى المطلوب عادة مماّ يتطلّب إعادة كتابتها >وفكّ رموزها< 	4

عدم الإلمام بالمواضيع التي تهم الشريحة الأكبر من القراء في العالم العربي وحصر غالبية المواضيع بالإطار المحلي للمرسل. 	5
الضعف الابرز طريقة صياغة بعض هذه البيانات من الناحية الصحفيتز 	6

	

Appendix A 

Arabic-language press comments

Q1	 What generally is the major weakness of the releases that you do not use?



	v) Saudi Arabia
ضعف الصياغة بعضها وتركيز البعض الآخر على موضوعات مكررة إلى جانب استخدام أساليب التضخيم 	1

ترسل تلك الاخبار معده وكأن الصحفي لا يعي شيء مطلوب منه ان يتشر ماهو مكتوب في الخبر بغض النظر عن المحتوى 	 	2
وجودته ولا يترك اي مجال للصحفي في ان يجتهد اضافة الى العنونة الغبية والتي يتضح ان من اعدها غالبا لا يعي شيء 	 	

من الصحافة 	
بعض المواد من المراسلين ضعيفة الأركان ويحتاج معدوها إلى التدريب 	3

الترويج الاعلاني لشركات تتبناها شركات العلاقات العامة المرسلة للبيان 	4
5

عدم قدرة المحرر او المراسل على الصياغه الجيدة 	6
الركود في البيانات والبعد عن اجابة الاستفهامات التي املكها وابحث عن اجابة لها 	7

8
الصياغة الركيكه والاعتماد على المواد الخاصه بالدوائر الرسمية 	9

لأن بعض المواضيع لا تمت للموضوعات التي أعمل عليها 	1
2

لان التقارير او الاخبار التي ترد في هذه البيانات لا تصلح للنشر في المجلة التي أعمل فيها، وبالتالي فلا حاجة للاطلاع 	 	3
عليها، واحيانا اقوم بالاطلاع عليها من باب المعرفة فقط. 	

4
5

للاسباب السابقة 	6
)1( المادة مكررة 	7

)2( الخبر ليس على المستوى المطلوب 	
بعض المواضيع لا تكون ذات صلة بمحتوى المجلة 	8

• عدم الاهمية احيانا  	9
• تصبح مستهلكة للجميع ومتاحة لجيمع وسائل الاعلام لذلك لا نهتم بها  	

• نحن في مجلتنا لا ننشر الاخبار نعتمد على البحث عن قصصنا الاخبارية 	
10

لأن العنوان قد لا تكون لي صلة فيه. 	11
12
13
14

إذا كان موضوع البريد بعيد عن اهتمامات المطبوعة 	15
16
17

	ii) Egypt
1
2
3

	iii) Kuwait
1
2

لأن بعض شركات العلاقات العامة ترسل بيانات لا يكون لها علاقة بتخصصنا أو ترسل أخبارا اعلانية لا يمكننا نشرها 	3
4

5 	not related to magazine interest
6

أبدا 	7

	iv) Lebanon
1

لأنه ترويجي وغير مهم 	2
3

4
5
6

	

Q2	 What generally is the major weakness of the releases that you do not use?



	v) Saudi Arabia
لأن ما يرد لا يكون جاذبا فأغلبه مجرد ترويج لمؤسسة ما 	1

2
بعض الشركات ترسل بيانات ذات طابع إعلاني بحت لا يتماشى مع ضرورات العمل 	3

4
5

اتطلع عليها لو كانت تخص مجال صفحتي 	6
غير مجدية في الغالب وتركز على الترويج فقط دون ان يكون فيها اي قصص اخبارية 	7

حسب اسم الشركه ونوع نشاطها 	8
9

	i) United Arab Emirates
طول فترة الكلمات الافتتاحية 	1

2
وجود شخصيات لا دخل لها بالعمل الصحفي 	3

كثرة الكلام  	4
5

كثرة المتحدثين, وطول الكلمات, وتدني مستوى الاسئلة 	6
التأخير قبل البدء، الإطالة في الشرح، وعدم وجود وقت أو أشخاص مؤهلين للإجابة عن أسئلة الصحافة.	 	7

التأخر عن البدء في الموعد المحدد 	8
الهدايا تسبب اهانة للصحفين  	9

حضور المؤتمر لا يعني ان يكون مهم ولست ملزما بالكتابة عنه 	
التأخير في بدء المؤتمر، عروض تقديمية طويلة لا علاقة لها بالمؤتمر 	10

طول التحدث عن مواضيع ليس لها علاقة بموضوع النشر* 	11
أن يكون المتحدث غير جيد وأسلوبه ضعيف أو يكرر نفس المعلومة أكثر من مرة.* 	

12
تأخرها عن موعدها بسبب انتظار أحدهم وتوقيتها في موعد قريب من موعد تسليم المجلة في 20 من كل شهر 	13

سوء التنظيم - عدم اعطاء أهمية للصحفي مثل عدم تخصيص أماكن للصحفيين 	14
تأخير انطلاقة المؤتمر، ومواعيدها غير المناسبة التي لاتراعي أوقات الازدحام 	15

الأسئلة الغير متعقة بالمؤتمر وتأخر المسؤلين عن الموعد المحدد 	16
17

	ii) Egypt
عدم التنسيق 	1

لا يوجد 	2
تأخر ميعاد بدء المؤتمر 	3

	iii) Kuwait
وجود بعض الصحفيين الغير مؤهلين لحضور المؤتمرات وقيامهم بأشءلة ساذجة جدا 	1

بلاهدف - لاجديد - لا أثارة في كلمات المتحدثين - الملل - أفضل توفر معلومات لي عن المؤتمر قبلها بيوم لاكون فكرة 	2
عدم وجود المستلزمات الصحافية الكافية من كلمات مطبوعة وغيرها... 	3

عدم الالتزام بالمواعيد 	4
أن يكون المتحدث غير متخصص 	

عدم إتاحة الفرصة الكافية للأسئلة خاصة إن كان هناك أكثر من متحدث 	
5 	long waits and boring speeches

كثرة الحديث من المحاضر 	6
لا تقدم معلومات صحافية وعلمية، بل عبارة عن لقاء ودي بين موقعي العقود أو مبرمي الصفقات ولا يقدم شيئا مضافا 	 	7

للصحافي، سوى بيان صحافي يمكن ارساله على الجريدة من دون ارسال صحافي.	 	

	iv) Lebanon
التوقيت 	1

الرتابة وطول الوقت 	2
الحديث الكثير عن اشياء لا علاقة لها بالموضوع - كالتعرفة عن الشركة بطريقة تجارية... 	3

إعطاء >الخبر< أكثر مماّ يستحق 	4
تكرار واجترار الموضوعات المحسومة سلفاً. 	5

قلة التنظيم 	6

Q3	 What generally is the major weakness of the releases that you do not use?



	v) Saudi Arabia
تكرار الأسئلة والتحفظ الشديد للمنظمين 	1

غالبا الادارة الفاشلة للمؤتمرات الصحفية والتي غالبا لا تتيح للصحفي طرح كل مايريده  على الضيوف 	2
ضعف التنظيم والإجراءات غير الضرورية 	3

طول الاسئلة وافراد مساحات لغير الصحفيين. 	4
5

اذا كانت تقليدية وعن سلعة ترويجية لا يهم الاعلامي 	6
طولها وكثرة الخوض في تفاصيل لا تخدم الحس الصحافي 	7

عدم وجود ترجمه 	8
عدم تقدير الصحفي .. وعدم تقدير ظروف النشر 	9

	

	
	i) United Arab Emirates

	
جعل موظفيها أكثر فهما لطبيعة الأخبار التي يسوقونها 	1

2
3

توفير كل ما يحتاجه الصحفي من معلومات وصور وغيرها 	4
5

التعاون مع الصحفي واعطاءه المعلومات التي يطلبها 	6
فهم العميل لديهم قبل تسويقه لنا. 	7

معرفة المطبوعة التي يتكلمون معها )غالبا لا يعرفون مع من يتحدثون!!!!!!( 	
تدريب الموظفين الجدد لديهم حول عادات وتقاليد العالم العربي قبل خروجهم على الملأ 	

الإلمام بمحتوى المطبوعة ومجال تخصصها بغض النظر عن اسمها 	8
فهم مطبوعتي وقراءتها ومتابعتها والتعرف على مستواي المهني  	9

عدم الاصرار على حضور المناسبات  	
المعرفة الصحفية وخصوصا في الاقتصاد  	

انه ليس وسيط لا بد من ان يكون مستوى عالي من الثقافة التي يتخصص فيها  	
قبل الحديث 	

10
لا شئ الآن 	11

12
تفهم طبيعة كل مجلة والقراء التي تتوجه إليهم قبل السؤال عن احتمال نشر الخبر أو حضور المؤتمر الصحفي 	13

الدقة في المواعيد - التعامل بجدية مع الاخبار و مراعاة ظروف عمل الصحفي 	14
توفير معلومات صادقة متكاملة 	15

تنسيق لقاءات صحفية مع صناع القرار في الشركات الكبرى وعد تجاهل هذا الأمر لأن أي مستثمر يقيم السوق المحلي من 	 	16
خلال المدراء التنفيذين وكبار المطورين في المنطقة. 	

الابتكار في المادة الصحافية المقدمة وطريقة طرحهها وايجاد سبل جديدة في طرح اسم الشركة في قوالب الصحفية أخرى. 	17
اشعار الصحفي باهتمام شخصي وعلى الأقل عمل مكالمة هاتفية بين فترة لأخرى بدلا من الاكتفاء بمجرد ارسال الخبر 	والصور. 	

	
	ii) Egypt

1
عدم تاخير موعد المؤتمر في اي حال من الأحوال 	2

ان يتضمن البيان معلومات هامة تفيد القارىء وليس مجرد دعاية للشركة،الالتزام بميعاد ارسال البيان ليناسب طبيعة 	 	3
وقت صدور المطبوعة 	

	iii) Kuwait
ان يكون الأتصال مباشرة مع الصحفيين من خلال التليفون او البريد الألكترونى 	1

علاقات عامة حقيقية لا ترتبط فقط بالقصة المراد تسويقها بل يكونوا على استعداد لتعاون معي فيما اطلبه من 	 	2
معلومات منهم وقت الحاجة - تعيين من لهم خبرة بالكتابه والصحافة وليس فقط قوام ممشوق وجمال بارد مع عقل فارغ 	

معرفة التخصص الذي أعمل به وتقدير أسباب عدم نشر الخير كاملا أو منتقصا في بعض الأحيان 	3
التركيز على الخبر أو المعلومة المطلوب نشرها 	4

أن لا يكون لها طابع تجاري وإن كان كذلك فمن الضروري المرور على قسم التسويق قبل قسم التحرير 	
5

محاولة المساعدة والتعاون 	6
ارسال المعلومات الصحافية عن الشركات، والتمييز بين المعلومة والخبر والكلام غير المهم، من طريق معرفة أن المعلومة 	 	7

رقم وتحليل وليس تلميع. 	

Q4	 What do PR agencies need to do more of to improve the way they work with you?



	iv) Lebanon
التعاون الاعلاني مع المجلات ليتمكن المحرر من نشر وصياغة كل الاخبار التي ترسل عبر الشركة. 	1

أخبار وتحليلات فيها مواضيع غنية 	2
التركيز على متطلبات المجلة ومواضيعها ليس ارسال معلومات لا علاقة لها بالمواضيع التي تعالجها المجلة 	3

إعلامنا بمؤتمراتها ونشاطاتها قبيل حدوثها لا بعدها 	4
الإتفاق المسبق على المادة التي تهم مطبوعتنا. 	5

6

	v) Saudi Arabia
إعطاء معلومات مختصرة وجاذبة للقارئ دون الخوض في تمجيد الأشخاص 	1

تعينن صحفيين ذوي خبرة 	2
اعتماد متخصصين إعلاميين يتعاملون مع حاجات الصحف ووسائل الإعلام بحرفية ويفصلون النشاطات و البيانات بما 	 	3

يتماشى و المطلوب 	
تقديم المعلومات التي تهمني في كتابة المادة الصحفية والتوقف عن السؤال عن موعد نشر المادة. 	4

5
أن تكون في سياق تخصص مطبوعتي 	6

التواصل من خلال نشر الاحصائيات والبيانات 	7
8

تقدير الاليات الخاصه بمطبوعتي 	9
	
	

	
	i) United Arab Emirates

	
إصدار بيانات صحفية لا تحمل أي جديد 	1

2
عدم الاتصال والتاكد اذا كانت المادة ستنشر وذلك لان المواد في المجلة تكون بيد مدير التحرير وأحيانا قد يضطر المحرر الى 	 	3

الغاء مادة معينة لسبب من الاسباب 	
اعتقاد ان الصحفي مجرد اله كتابيه 	4

5
الالحاح, والابتعاد عن الترويج الزائد 	6

التوقف عن الاتصال لتأكيد الحضور للمؤتمرات الصحفية أو نشر خبر ما، واختيار الأوقات المناسبة إن أمكن. 	7
الإلحاح على حضور بعض المؤتمرات التي لا تهم المطبوعة 	8

الهدايا 	9
وتغير مفهوم الاعلام بحيث استبدال الهدايا بالتكريم والمسابقات بأحسن قصة اخبارية او غيرها بحيث عندما تقدم 	 	

الهدية تسمى جائزة وتأخذ بطريقة تحترم الاداء الصحفي وليس بين اقواس )رشوه( 	
اعتذر لهذا المصطلح ولكن يبدو كذلك 	

10
الهدايا العينية ولكن توفير الأكلات والمشروبات* 	11

12
إرسال النشرات المطبوعة بالبريد 	13

المبالغة في بعض الأحداث العادية 	14
الأخبار غير ذات العلاقة مع المطبوعة 	15

الخبر الصحفي في النهاية خبر ولا داعي من تحويل الخبر إلى قصة أو مقالة وعنوانه يدل على محتواه. 	16
17

	ii) Egypt
1

لا يوجد 	2
ارسال بيانات لاداعي لها 	3

Q5	 What do PR agencies need to do less of to improve the way they work with you?



		 iii) Kuwait
ارسال الفاكسات باسماء رؤساء التحرير لانهم لايحضرون ويتعطل الفاكس لحين توزيع الامر 	1

الاقلال من وقت المؤتمرات  وضياع الوقت في غذاء لا يكون غذاء عمل بل اطعام الفم فقط 	2
الخبار الاعلانية والاخبار التي لا علاقة لنا بها 	3

تكرار إرسال بيانات لم تجد طريقها للنشر من قبل وتجاهل معرفة أسباب عدم النشر 	4
إرسال المادة أو التقرير للخص غير المسؤول عنها ) خبر اقتصادي يرسل إلى قسم المحليات مثلا أو خبر مجتمع يرسل إلى 	 	

قسم الاقتصاد الأمر الذي يعكس عدم دراية في أقسام التحرير 	
5

الإلحاح 	6
التلميع 	7

	
	iv) Lebanon

عدم ارسال الخبر بصيغة الاعلان لانه يرفض. 	1
ترويج لمواد وسلع أعلانية 	2

ارسال معلومات لا علاقة لها بالمواضيع التي تعالجها المجلة 	3
التقليل من النشاطات الدعائية 	4

عدم تكرار البيانات نفسها 	5
6

		
		 v) Saudi Arabia

الحديث عن الممل عن قيادة المؤسسة وإنجازاتها التي قد لاتكون حقيقية 	1
تجاهل الصحفيين 	2

قلة التواصل 	3
الملاحقة في نشر المادة والاصرار على توجه كتابة الموضوع. 	4

5
عدم دعم الاعلامي بهدايا عينية 	6

الاعلانات والاخبار الشخصية 	7
8
9
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Appendix B 

English-language press comments	
	
Q1	What generally is the major weakness of the releases that you do not use?
	
i) United Arab Emirates	
	
1	 too much information, no images or prices
2	 I work in a dedicated real estate magazine. Some of the press releases do not relate to the industry. That 
is most common reason.
3	 Badly written, inappropriate topics.
4	 either no images included or the images provided are in low resolution
5	 Inappropriate. For instance, yesterday I received eight (!) copies (four in English, four in Arabic) of a 	
	 release detailing a new microwave. I do not read Arabic (50% wasted) and we have no relevant media for 	
	 the release (the other 50% wasted). I know it will also have been faxed but our receptionist has a 		
	 standing instruction to bin this agency’s releases...
6	 There is nothing major in that, minor updates which people can either notice or not as big as other. 	
	 We cannot publish all hence we short list. Its better that those companies sending press release on 	
	 every small issue to send an accumulative one once in a month and not on daily basis. 
7	 Lengthy releases with lot of quotations and much more repeats
8	 Irrelevant material. There appears to be no attempt from UAE PR agencies to target material to relevant 	
	 publications. What little material is relevant is invariably late and often insufficiently complete to be
	 of any use. In stark contrast material I receive from international PR agencies is relevant, far fuller in 	
	 content and arrives in accordance with publishing deadlines.
9	 They are not relevant
10	Of no consequence to the reader or to my section
11	Total irrelevance, poor use of subject lines (if it says the words ‘acquisition’ or ‘appointment’ in the 	
	 title, I’ll delete without reading; 50 per cent plus go straight in the bin without being read). Lack of 	
	 important details (i.e. product releases without prices) is also an issue, as are unclear contact details or 	
	 an unwillingness to chase up on enquiries related to the release. Some releases are totally baffling and 	
	 a waste of anyone’s time outside the realms of comedy.
12	Not important to the publication’s audience or the region we cater to. Also, Arabic Press Releases, since 	
	 we are a magazine in English language.
13	NOT CONCISE ENOUGH
14	They are not relevant, the PR knows nothing about the event or announcement
15	“Completely irrelevant product for our readership.
	 Photos of company chair people rather than product.”
16  “• Not in time.
	 • Not relevant to our work
	 • Lack of images”
17	Poor English, sentences too long, no pictures included, pictures not high-res, no image captions for 	
	 people in pictures
18	They have nothing to do with what I work on. 
19	lack of relevance to the UAE resident and international news event that are propped up to seem relevant 	
	 to UAE consumers but often have none.
	 20 Information that is completely irrelevant to my publication, vital information missing, badly written 	
	 press releases that don’t really tell you anything, press releases that don’t even come close to qualifying 	
	 as news, completely un-usable images, press releases that are signed off with an expectation that it will 	
	 be printed verbatim...  
21	These press releases are just PR piece which is hardly on any use for use from journalistic point.
22	Where do we start?! Poor English, or worse, unintentionally hilarious English, Images linked into the 	
	 email from the web which plays havoc with my system and causes me to click ‘cancel’ 20 or more times, 	
	 badly targeted releases which I could never use - that is the main problem. I get sent a lot of releases on 	
	 topics I have never, nor would never, include in my magazine. 
23	Not relevant to our publication.
24	that they are totally irrelevant to my publications. I write about banking and Islamic finance. I get sent 	



	 press releases on golf and food.
25	“Press releases are sent to us that our publication would in no way be interested in - this is the main 	
	 reason we don’t use information. They need to research their target audience a lot better. 
	 Also, companies have no clue how to work within a magazine’s deadlines. They send press releases for 	
	 events happening that night and then wonder why we cannot attend at such short notice.”
26	irrelevance
27	Most of them are totally unrelated to the subject of the magazines, a lot are just self-promotional fluff 	
	 with no real news value. Maybe two a week are actually worth following up, although sometimes when 	
	 you scratch the surface a lot of the stories turn out to be nonsense.
28	Outside our scope of coverage, irrelevant to our readers
29	Not newsworthy/relevant enough – often just a blatant plug for a company or brand
30	“1. Do not pertain to my publication’s profile
2. 	Have no content worthy of coverage
3. 	Are badly written (this is true even of the ones I DO use!)”
31	“Not of interest to our readership/incorrectly targeted/blanket emailings of zero interest 
	 Received after deadline 
	 Boring, badly written, no obvious message or focus......  “
32	Not relevant to the magazine. Badly written/laid out. No images, or very poor ones - usually of ribbon-	
	 cutting ceremonies which are totally unusable, rather than product or place-oriented images. 
33	boring pompous statements that mean nothing. Teasers that are not substantiated with more evidence. 	
	 Sometimes quotes from everyone in the company who wants to be in the news.
34	“Irrelevance
	 However the general flow serves a purpose in keeping me in touch with events. “
35	We are a monthly magazine so need things in advance. We usually get told about events a week before 	
	 they happen once the mag is already on the shelf. Despite constant reminders and pleas to get info to us 	
	 early it just doesn’t get through to these people. 
36	Completely mistargeted, proving that the sender has little or no idea about my publications.
37	Subject matter not relevant to my publication.
38	Bad writing low-res photos or complete irrelevance to my publication
39	Not relevant to our newspaper and its readers
40	They are not of concern to the public.
41	Wrong subject, which is not meet the format of the magazine. Weak language and a lot of unnecessary 	
	 details. Bad titles, that kill even a very interesting and 	 important topic.
42	Not being relevant to my publication
43	not relevant to the magazine, no accompanying photos or bad quality photos, lack of reader friendly 	
	 information
44	“Unwillingness of the media contact to impart any further information. 
	 PRs once contacted will rarely divulge any further information than the bland statements on the press 	
	 release that would make the story worth publishing. Lack of any real concrete info. “
45	Not on the right subject, or it’s impossible to figure out what the news actually is.
46	The absolute lack of information! Incredibly poor, fabricated quotes, no facts or figures and rarely any 	
	 news. And they are inaccurate - surveys allegedly conducted in the Middle East turn out to be from 	
	 Europe, UAE ‘firsts’ never are...the list goes on..
47	Not relevant.
48	Lack of interesting news angle, but mainly poor research from PR companies as to the publication I 	
	 write for. Far too many irrelevant press releases which leads me to block the sender, potentially missing 	
	 out on genuinely good material. Frustrating for both parties
49	Poorly targeted, irrelevant, badly written, giving some idea that we are ‘obliged’ to run them. 
50	Irrelevant to my subject area.
51	“They’re irrelevant. Most PRs here in this country don’t know what magazines are in the market and 	
	 have no idea about what their content is or what the readership consists of. In fact, most of the PRs here 	
	 are NOT PRs at all. They don’t have any qualifications in public relations and make a complete fool of 	
	 themselves when dealing with journalists. they’re supposed to make things easier but end up barring 	
	 the way for most journalists. Things would be perfect without them. 
	 And tip offs from PRs - are you guys kidding? Most PRs here wouldn’t be able spot a story if it was under 	
	 their noses leave alone giving the press tip offs. “
52	They are just not relevant 
53	Poor use of English and lacking in factual content. 



54	Not enough actual information
55	They are not specifically targeted to my magazine! I’m the editor of a high profile in-flight magazine, and 	
	 yesterday, for example, I had a PRgetting upset about me not publishing articles about a new meat 	
	 product from the Gulf Food fair. This is the worst thing. Also, these people do not seem to understand 	
	 that for us to publish any image it must be provided in 300 dpi at a large size. Also, these people hold 	
	 events towards the end of the month when we cannot come because we have deadline. And most of 	
	 them do not give us enough prior warning even for things that are relevant for us - most monthlies that I 	
	 know 	will plan at least 2 issues in advance. How can I then magic an entire feature with 2 weeks notice? 	
	 I’ll have planned a different feature for those pages. 
56	
57	Sometimes the press releases are well written,  but the stories do not fit into out media plan for that 	
	 particular month. Press releases should normally be directed to the editor, who decides on usage of 	
	 press releases. When press releases are frequent and relating to the same company they become easier 	
	 to ignore. A more targeted approach, backed up by a phone call and interview opportunity 		
	 and an enquiry about how their story might fit into our media plan would be far more effective, This 	
	 conversation would have to take place with the editor.
58	The releases may not be on the relevant subjects we cater in our publication.
59	Totally inappropriate subject matter for the magazine.
60	
61	it is not within the concept of our magazine.
62	Wrong subject matter
63	The quality of the written word is appalling, the use of hackneyed expressions: boasts, iconic, 		
	 breathtaking, stunning etc is irrelevant to press releases. The facts without the ‘Mickey Mouse’ English 	
	 or impose serious journalistic training programmes. Also Press Release subject titles as email 		
	 attachments should be logical with client name first (internal file references and the fact that 		
	 it is a press release last), accompanying images should be entitled in the same manner i.e. client name 	
	 followed by image/subject name
64	The biggest thing is that the topic does not suit our magazine. Other weaknesses are low res images or 	
	 images that take very long to open which wastes time.
65	Not relevant to my market - it’s almost as if the release goes out on a general list without any filtering
66	Badly written. Not targeted (some PRs spam all journalists with irrelevant releases - i.e. sending info on 	
	 new banking services to the food writer). 
67	I am sent of business related press releases that we do not use in our magazine.
68	irrelevant to our publication
69	All the release we receive are ‘general releases’ which are not relevant to our publication.
70	They lack certain details. too general.
71	irrelevant
72	Irrelevant
73	Unprofessional, poorly written, not tailored to my publication.
74	The press releases are either not relevant to the readership of the newspaper or lack news value. 	
	 Others are vague. PRs often do not know the issues in the releases they send out and cannot provide 	
	 any contact details of relevant people for more information. Many only know how to beg for publication 	
	 without being able to justify the importance.
75	“Completely irrelevant to our publication.
	 Not timely... i.e. reaches me past the time I can use it for the magazine.”
76	“Not relevant to my area of publication.
	 There is no story in them.
	 Interesting subject but badly displayed.
	 Not enough material to support the story - i.e. pictures, bios, background”
77	I work as a news reporter and most of the releases talk about consumer products such as cosmetics or 	
	 hair care products. They should have been ads. They are not relevant to a large number of people, which 	
	 is what news should be.
78	“1. they (local firms) are late, we receive the release first from the international PR firms
2. 	lack the necessary information
3. 	too verbose---and reconstructing the release takes more time that actually re-writing it”
79	English grammar/ writing style
80	irrelevant to my target audience most of the time. 
81	“overuse of words such as ‘visionary leader’, ‘magnificent views’, etc



	 written in a text book manner instead of a ‘reading’ book manner
	 too many grammatical errors
	 use of ‘American’ English instead of the media standard of ‘UK’ English “
82	They are not relevant to our publication i.e. Tennis press releases for an Automotive magazine
83	“We’re not really a newsy magazine, and prefer to use press releases to generate ideas. 
	 Also press releases should be written simply and concisely, with all the pertinent information clearly 	
	 given right at the top and obvious facts and figures should be included. “
	
ii) Egypt	
	
1	 “Generic information that will be repeated in every publication.  We like to be able to contact company/	
	 institution to ask questions.
	 Press releases issued by government institutions simply state events, rather than give details. For 	
	 example: Minister X met with dignitaries to discuss the cooperation between the countries.  That’s not 	
	 news.
	 Releases issued from companies are usually written as blatant advertorials and are tossed in the bin.”
2	 That they are off topic or irrelevant to my interests.
3	 Not of interest to our readers
4	 Too much self promotion with no news substance. Misleading phrasing such as ‘first’ and ‘leading’, 	
	 which is not qualified nor necessarily correct. 
	
iii) Kuwait	
	
1	 It is irrelevant in the context of news.
2	 photos with no text or vice versa
3	 not relevant to our readership profile
	
iv) Lebanon	
	
1	 They are not always applicable. For example an opening of a store, or an award etc is not something we 	
	 run in our magazine however the PR agencies just cut and paste and send to all clients without tailoring 	
	 what is sent out.
2	 They are not relevant to our media, badly written, generic, the same as the ones sent to newspapers, 	
	 without contact info to decision makers (just to the same incompetent people who have written the 	
	 press release), etc.
3	 Too much talking and reading, not organized (paragraphs, titles, sub-titles)
4	 Too much advertising-style copy, not enough straight information.
5	 “Touristica travel, tourism and business magazine is published in French and English, therefore we 	
	 accept English or French press-releases with fair photos resolutions (300 dpi, quarter page size).
	 -The article must be related to travel, tourism, tourism industry, cultural, events, leisure, restaurants, 	
	 food, gatering, hotels, hospitality, sports, entertainment, environmental, ecological...	
	 -Sometimes it’s better to send a CD with all elements on it.”
	
v) Saudi Arabia	
	
1	 irrelevant to my publication
2	 Lack of news worthiness.
	



Q2	 If so, why do you delete emails from PR agencies?
	
i) United Arab Emirates	
	
1	 uninteresting
2	 For me, there is no point in knowing something through a press release about a new make-up kit.
3	 Useless information
4	
5	 Boring. Irrelevant. Out of date. Wrong language. I’m just out of control and can’t help myself...
6	
7	 Mostly I delete those irrelevant emails.  
8	 Because it is of no relevance to my publications.
9	 Never do it
10	The subject line says it all and if it is not relevant to my department, it’s deleted
11	I have little time and a huge amount of email traffic. Awareness about the importance of targeting 	
	 releases here is woeful. Over the last few years, I have sent many emails and made many phone calls - 	
	 often to the highest level - in order to stem the flow of irrelevance. However, in some quarters 		
	 the message just isn’t getting through. (Agency name removed) and (Agency name removed) both 	
	 send me an abnormal number of irrelevant releases, each one being sent two 	or three times. Around 	
	 deadline, I’m afraid I delete any communication whatsoever from these companies unless I am 		
	 specifically waiting for something. In fairness to some of the others, I used to work in a slightly different 	
	 field (on the same email) and I still get some spill for that. This I can both understand and tolerate, plus 	
	 it’s probably partly my fault.
12	Not important to the publication’s audience or the region we cater to. Also, Arabic Press Releases, since 	
	 we are a magazine in English language.
13	MOSTLY IRRELEVANT
14	Irrelevance
15	
16	
17	Completely irrelevant to publication
18	I check the subject line. If it’s not related to what I do, I delete it. 
19	
20	Because I get so many emails, I am very busy and sometimes you can just tell from the subject line that 	
	 it is of no relevance.
21	useless stuff in the mail box
22	The subject line 
23	
24	Because they are irrelevant, badly put together, and sent in bulk.
25	If I have glimpsed that the first line of the release would be of no interest to our readership whatsoever 	
	 then I delete it.
26	
27	See above - the vast majority are useless.
28	Outside our scope of coverage, irrelevant to our readers
29	
30	“1. When they pertain to an obviously irrelevant subject
2. 	Sometimes, I’ve been guilty of deleting stuff only because that PR company has a history of sending crap
3. 	I hate messages that attach press releases without bothering to say what they are all about. I figure if 	
	 they can’t be bothered writing a few words briefing us on the subject, I couldn’t be bothered 		
	 opening the attachment - it is never earth-shattering stuff anyways!”
31	“Know from the name/subject heading that it will be of zero interest/relevance. Old news that we know 	
	 about already
	 And sometimes just because when you are already receiving 10 email a day from someone you have 	
	 repeatedly asked to be removed from their mailing list, it is a natural reflex action”
32	Because it’s usually the same few companies, who don’t personalise their approach, simply ‘dear editor’ 	
	 and quite often send an email 5 minutes later, saying please disregard former press release’ or ‘we 	
	 are calling back the press release’ etc. Every PR agency I have subsequently contacted, requesting 	
	 better images or specific information, has never responded. I think PR companies must get their fee for 	
	 simply doing blanket press release mailings which they do with little care about who they are targeting 	



	 and little-to-no follow-up. PR agencies here are obviously not accountable for results, i.e. how much 	
	 coverage they generate...
33	not relevant to my work.PR agencies do not make separate lists for sectors - once they get your 		
	 name, you are flooded with every press release they send out. Some send twice or with large image 	
	 attachments that block servers
34	I only do it for those which have me on a daily list and I have checked them so often that I know what 	
	 they are about. 
35	Because 90% of the emails have nothing to do with our publication. If the PRs read the mag - just once 
- they would know that we have no interest in reporting on financial matters, medical news, staff fire drills 
at hotels (I’m not kidding!), or most other things the tell us about. 
36	90 per cent are totally irrelevant to my target audience. Some PR agencies send the same press release 
four times in the space of 10 minutes - this creates a negative perception on my part.
37	Because the subject matter is irrelevant. Because the PR agency is rubbish.
38	The subject lines that are not relevant to me
39	
40	irrelevant
41	Some of them are coming 10-20 times. Some of them have headlines & titles, which are not suites the 
content of the magazine. Some tittles are too long to catch an idea of the press-release, thus better to 
delete
42	Some PR agencies constantly send badly written releases on irrelevant subjects. 
43	not relevant to us
44	They generally always center around the same kind of announcement (new mixed use tower up for 	
	 investment etc..) There is no real news. Many of the PR agencies in Dubai are highly unhelpful and do 	
	 not know how to deal with the media. 
45	Usually if the person has a track record of sending me stuff I don’t need and I get it on a day where 100 	
	 other people have emailed me too.
46	Many PR agencies send you releases from every client they have - even if they are in no way related to 	
	 your publication or readership. Half the emails I receive are nothing to do with my subject area.
47	
48	Utter irrelevance of the material certain people send me. Lack of effort on their part. If I write about the 	
	 shipping industry why send me updates on the latest BMW. Also poor quality of material contained. Poor 	
	 language in a press release is inexcusable.
49	irrelevancy; being swamped by emails from the same PR team/person
50	If the headline tells me it is irrelevant, or if I know the PR company is useless.
51	Because most of the PR agencies are a waste of time and create more barriers between the journalist 	
	 and a story than they remove. 
52	They are not relevant
53	
54	Because they are irrelevant to the publication
55	I look at the subject line and it gets deleted if its not relevant. I get so many each day I don’t have time to 	
	 read them all. 
56	
57	I file them and delete them after a certain period if they have not been pertinent to the stories I’m 	
	 writing.
58	
59	Totally inappropriate subject matter for the magazine, i.e. PR’s representing the oil and gas industries 	
	 regularly swamp my inbox with stories of new pipelines and drill heads in Kazakhstan, when all the kids 	
	 want is Kylie.
60	
61	I know some of the agencies which we do not really use anything from them and also from the title or it 	
	 is not useful
62	
63	Because the PR Agency obviously doesn’t comprehend the publication focus and content and the press 	
	 release subject matter is totally irrelevant.
64	Subject not related to our magazine
65	content isn’t relevant
66	As before, I delete from agencies that spam me with loads of irrelevant releases. I’m sure some things 	
	 that may be of interest fall through the cracks, but I don’t have time to sift through all the dross. 



67	If the information is about an airplane, for example, I’m not going to need it as we are interested in l	
	 lifestyle/fashion/music/events
68	because you get familiar with senders who send multiple emails or wrong emails or so many emails you 	
	 just stop reading them
69	99% of it is SPAM.
70	Info in subject line indicates email is irrelevant 
71	stupid companies
72	Irrelevant
73	Poor relations in the past, bulk emails sent when I know they have no relevance to my publication
74	The press releases are usually not relevant to my beat, desk, paper’s readership or the region. For e.g. 
a business reporter for the UAE will never write a story on Paul McCartney’s youthful looks during a tour in 
South Africa.
75	I can tell from the subject head that I’m not interested
76	
77	If I can see from the subject in the email that the press release will not be  relevant, I will delete the 	
	 email straight away. Otherwise, I open the press release and read the first few paragraphs. 
78	they send the same thing thrice or even 10 times - they are sending stuffs not relevant to our publication
79	By the email subject I’d already know if I can use the press release or not. Most PR companies, despite 	
	 the fact that I’ve already told them what I usually cover, would continue to send press releases that are 	
	 not related to my beats.
80	if the subject header does not apply to the publication 
81	not relevant to the publication(s)I work on.  If I know another journalist who would use the info I re-	
	 direct it to them. 
82	irrelevant 
83	Sometimes we get press releases for irrelevant topics, they get deleted. 
	
ii) Egypt	
	
1	 “Irrelevant to my market. 
	 I actually only open press releases from agencies that we work with regularly and that have proved to be 	
	 credible and helpful.”
2	 If they are not of interest.
3	 Subject not relevant
4	 PR companies almost never take the time to understand the magazine they are addressing... have 	
	 never read it nor tried to see how their content would best fit, or could be adapted to fit. 99% of the 	
	 press releases that come to us do not fit the basic criteria and agencies that repeatedly send these are 	
	 blocked.
	
iii) Kuwait	
	
1	
2	 I do not know the people sending me the emails. and it is dubious to open emails from people you do not 	
	 know.
3	 if subject title not relevant to our readership or if it comes in after deadline for that month and will be 	
	 too old to use the month after...
	
iv) Lebanon	
	
1	
2	 From the subject we can often tell or from certain sources (sometimes very reputable names) that never 	
	 send anything credible.
3	 Tons of paragraphs
4	 If I know particular agency typically provides little of value, I don’t bother reading material from them.
5	 When we really can’t open the file (Huge or need special programme to open it) or when the subject 	
	 doesn’t fit the content of our magazine.
	
v) Saudi Arabia	
	



1	
2	 No news value.  Slant too obvious as hard sell. 
	
	



Q3	 What annoys you most about press conferences?
	
i) United Arab Emirates	
	
1	 language confusions.
2	 The delays in starting them. The power point presentations that take way too long. 
3	 too long, useless information, harassment from PRS
4	 tardiness of all parties involved
5	 Late starts. Irrelevance. No real content.
6	 Wait, not following the time table. Most of them are not properly organised. There is normally one or 	
	 two people who are well informed on the event rest all are just paid to stand there and smile, they are 	
	 not carrying any information that can be asked from them to fill in the gaps. 
7	 you have to be there physically 
8	 They are invariably badly organised with those presenting not fully aware of the subject matter. As a 	
	 general rule I avoid them.
9	 “1. They don’t start on time.
2. 	Most of the time they are not relevant.”
10	Having to dress up in formals, driving through traffic
11	Where do I start? Attending a press conference is usually a three-hour round trip from the office (traffic, 	
	 poor organisation, faffing, more traffic). What self-respecting journalist has this sort of time on his/	
	 her hands if he/she isn’t pulling off some sort of exclusive? No one I know. I’ll go if I’m getting 		
	 exclusive material, otherwise only if I need to grease a few contacts or put my hands on a product I can’t 	
	 get sent to me. Most of the time, it’s an awfully long time to be away from your desk for very little return.
12	The constant blabbering about how the company is great and the largest in the world ... yada... yada... 	
	 Also, delaying the press conference just because some magazine’s journos have not arrived - not giving 	
	 importance to the journos already present, who were by the way on time.
13	THE FACT THAT THEY EXPECT YOU TO ATTEND BECAUSE THEY ARE INCLUDING LUNCH AS WELL
14	Irrelevance again
15	Badly organised. Only allow one or two questions and then no time for one to one interviews after
16	Sometimes it’s more about creating an impression and there is pressure to attend. 
17	Short notice
18	When they don’t start on time and don’t really have much to say. Sometimes, people just read what’s in 	
	 the press release out to you. Then, they could just have sent it by email instead of wasting my time going 	
	 for it. 
19	Invitations doled out to English media and presentations in Arabic
20	Press conferences are generally a waste of time for me as I work on a monthly magazine. They are 	
	 of more relevance to daily papers and maybe the weeklies. They are useless as photo opportunities and 	
	 we’d much prefer one-on-one interviews rather than getting involved in the chaos of a press 		
	 conference. If you ask a good question at a press conference, the dailies and weeklies will snap up the 	
	 answer before we have a chance to go to press. Thus we very rarely go to press conferences as they are 	
	 of very little value to us and they take out a large chunk of time in our very busy days, especially as our 	
	 offices are based in Garhoud.
21	useless PRship
22	Boring, rambling self congratulatory speeches.
23	“Speeches by sponsors. Main speakers who speak of themselves rather than the issue itself.
	 Diplomatic and completely useless answers to topical questions.”
24	Irrelevance and the fact that the key decision makers are not there for comment. Also there is rarely any 	
	 follow up in this region.
25	
26	time wasted on irrelevant matters
27	They never start on time, they never go into any real detail and often just recite what’s written in the 	
	 press release. A press conference should add value to the press release.
28	Lack of real and meaningful content.
29	Waiting in line for an exclusive interview with the main person - but I appreciate this is unavoidable!
30	“1. Events starting late
2. 	No newsworthy point in the exercise”
31	“Never ever start on time
	 No clear key message or time-relevant announcement, just a bums on seats exercise (the Dubai norm)



	 Other media types who are there for the free gift/pastries
	 Head table speakers who have nothing to say (please train them someone...please)
	 When nobody from the press has a single question to ask “
32	“The content could have easily been sent in a press release/press pack. 
	 Same dull venues. Same dull formats. Same dull catering. They also take out too much time of one’s 	
	 day - not helped now with traffic issues. Rarely attend now.”
33	Speakers turning up late. Or not starting because they do not see a good turnout and making those who 	
	 beat traffic to sit and stare at the walls. There is only so much coffee you can drink till then.
34	Lack of background briefing. Most reporters do not know that they are asked to cover and do not 		
	 understand the story, other than what the announcement covers. Background allows for better stories. 
35	When they won’t tell you what it’s about. They’ll claim it’s a ‘huge announcement with global 		
	 implications’ so you go and it’s the launch of a new phone. Or something that has no relevance to you. 	
	 They cried wolf too many times on ‘big’ announcements. So I nearly always refuse to go now unless 	
	 I know what it’s for, but that means that one-in-ten times I’ll miss out on something decent. But I can’t 	
	 justify the time wasted to be messed about each time. JUST TELL US WHAT IT’S ABOUT. Also, if it is a 	
	 big event the PRs over here are pretty useless at sorting out interviews. Group Q&As are no good to us. 	
	 As a monthly, we ask a question and then both question and answer are nicked by other journalists 	
	 and in the newspapers the next day or the weekly mags. And, I don’t wish to sound arrogant, but our 	
	 journalists are better than those from most other papers and magazines so it’s frustrating to be doing 	
	 their job for them. During the group Oliver Stone interview, one Indian woman asked the Oscar-winning 	
	 film director if his latest film World Trade Centre was ‘based on fact or fiction’. It beggars belief and we 	
	 can’t use their questions so why should they have ours? A good PR would get us access.
36	Often start late.
37	“Presence of advertising salespeople 
	 Implication that attendance is linked to allocation of advertising budget
	 Refusal of spokespeople to answer certain questions. If you want media to attend your events, you 	
	 cannot control what journalists ask
	 Expectation that press release will be published word for word”
38	Late arrivals, lack of English press kits
39	Running late
40	unpunctuality
41	The most annoying thing is that almost ALL main speakers are coming to the press-conference 1 to 1,5 	
	 hours late. As if the press have nothing else to do, just to wait for those so-called VVIP. Another problem 	
	 is venues chosen for press briefings. Sometimes you need ages to find the place itself and then some 	
	 more time to park the car over there.
42	These should be aligned to fit with publications’ deadlines. Our company’s monthly mags close the 3rd 	
	 and start of 4th week of month. Thus conferences then will have little if any attendees. 
43	
44	They always start late. Generally always held over lunch time so have to break for lunch in order to 	
	 hear the big announcement. PRs here gave a very irritating habit of sending out invitations for press 	
	 conferences but refusing to disclose the reason for the conference saying that it is a big ‘surprise’ or 	
	 a secret and all we be revealed when the journalists turn up on the day. As journalists are very busy it 	
	 is very important to brief in advance of exactly what they will be attending, or many people will make the 	
	 decision not to attend. Likewise I have wasted much of  day going to completely irrelevant press cons as 	
	 I was not informed in advance what they would be about.
45	Late starts and ‘we cannot answer that at this time’ answers.
46	When the PR agency refuses to tell you what the conference is about in the hope of getting you there, 	
	 immediately signaling that it is a pointless announcement - and they are always at the end of the month, 	
	 when every magazine is passing for press and nobody has time to attend.
47	Too many people present when only one person is speaking.
48	Delays. I am aware traffic is an issue in Dubai, but waiting 45 min for someone to turn up is a massive 	
	 waste of my time. The maximum delay should be 15 minutes. Also the lack of attention paid to the 	
	 quality of photography is truly astounding. Often the terrible images negate a story from featuring in 	
	 news features or on-line as the image is so dull/poor that it reflects badly on the publication to include 	
	 it. A bad press release can be improved, an image cannot.
49	Lack of translation facilities. Pointless briefing on uninteresting event. Lying about one-on-one access 	
	 to senior execs as a way of ensuring presence. Appalling quality of local pres sin asking questions, 	
	 leading to totally tedious events; follow up calls to my mobile asking for confirmation of attendance 	



	 bordering on stalking. 
50	When the subject matter is not new (has been previously announced).
51	The amount of humbug one has to sift through to get to the most inconsequential story that could have 	
	 been disclosed over the phone and of course the fact that they’re never on time.
52	Too much talk and yelping
53	On the whole they are well organised but timing is an issue. They drag on for too long and the 		
	 respondents at the Q&A sessions are often less then communicative with their remarks.
54	when all they tell you could have been sent by email
55	I very rarely go, because if I am going to do a feature I like to specifically target my interviewee and 	
	 arrange the interview on my own terms. Press conferences are usually too distracting to get publishable 	
	 material, and usually need to be followed up by a private interview anyway.
56	
57	Lateness and delays / inconvenient or clashing timing / inconvenient location / gushing or unnecessary 	
	 oratory / being unable to speak to the main players involved afterwards / intrusive, excessive and 	
	 distracting flash photography / too many chiefs on the panel confusing the message / lack of warning 	
	 about majority Arabic content / no time for questions afterwards.
58	Waiting for the conference to kick off.
59	That they usually start 90 minutes late. If there is a celebrity present chaos ensues shortly after they 	
	 arrive (usually 90 minutes after the conference was due to start.)
60	
61	it is boring and mostly not good info for the magazines and it is mostly for the newspapers
62	Late starting, poor q&a
63	They always start at least 30 to 45 minutes late, the late arrival of the presenters and who cares how	
	  important they are as a journalist,  makes one inclined not to attend the next one. We therefore deduce 	
	 that if they are late they either know nothing about the art of PR or are disinterested. The fact that 	
	 George Bush, Tony Blair and Vladimir Putin understand the importance of good timing says it all. The 	
	 Arabic inshallah bukara mentality is no longer valid this is now a Western context. 
64	If they are scheduled for the weekend
65	starting late
66	They are unstructured or purely held for publicity purposes, like the Gillette Champions conference. 	
	 On stage were Thierry Henry, Roger Federer and Tiger Woods - three of the greatest sportsmen of my 	
	 generation - and we were forced to restrict our questions to how they shave. Pathetic. 
67	They always start late. 
68	they’re generally unnecessary and held for such minor events
69	Lack of marketing or consumer/reader perspective - often focusing on commercial news from 		
	 companies, instead of talking about how readers/consumers can benefit from what they are 		
	 announcing.
70	late starts...
71	too many
72	Punctuality
73	
74	No interpreters during Arabic-intensive press conferences.
75	battling traffic to get to them and ending up with a bag full of pamphlets and cds that I don’t need then 	
	 feel guilty about not being able to recycle... but every now and then I will need a cd of images.
76	“When there is nothing talked about that couldn’t have been written down.
	 When it isn’t interesting
	 When it is a waste of time”
77	If there’s no story there
78	late starts, the person speaking on behalf of the company isn’t really speaking
79	Unnecessary speeches. I just hope speakers would go straight to the point. We in the industry do not 	
	 have much luxury of time.
80	quite often the same can be done over the phone - unless it is a celebrity. You have to fight through the 	
	 Dubai traffic to get to a press conference that is general and not exclusive to your publication and quite 	
	 often just a waste of time 
81	when they are arranged to be held late on Thursday afternoon/evening or on a Saturday - i.e. the 		
	 weekend.
82	They never start on time 
83	if they don’t start on time. A lot of irrelevant and useless talking and back slapping



	
ii) Egypt	
	
1	 “Lack of punctuality.
	 Insufficient background information so that you do not go to the press conference feeling prepared.
	 If it’s timely news than a wireless facility to write the story immediately is helpful, otherwise we miss 	
	 deadline and news becomes old.”
2	 Delays.
3	 Late start, PR agency promoting themselves. lack of applicable newsworthy material
4	 Often extremely trivial
	
iii) Kuwait	
	
1	 Delays and un-cooperative PR officials
2	 the way they treat the media: like people who are hungry and starving for a gift or for a sandwich
3	 seeing all the media there running around looking for free gifts!
	
iv) Lebanon	
	
1	 The fact that they are non-exclusive conferences with many other publications present.
2	 Being called at the last minute, not sending enough info BEFORE the press conference. For some 	
	 reason, the announcement is kept SECRET until the press conference as if it is an event of world 		
	 importance!
3	 Being late not on time
4	 Poor organization, redundant or contradictory material. 
5	 When you feel that they are ignoring you, you are unwelcome, and the subject is not interesting
	
v) Saudi Arabia	
	
1	 delays. never starts on time. large audience, little room for Q&A
2	 Asking newsmen when the press release will be published.
	
	
	
	
	
	



Q4	What do PR agencies need to do more of to improve the way they work with you?
	
i) United Arab Emirates	
	
1	 Send appropriate press releases
2	 get to know us better?
3	 not call to see if I am coming to a briefing, research material better, research needs of reporters better
4	
5	 Understand my publications. Explain to their clients that our needs and their needs may not coincide - I	
	 do not care about the appointment of a new junior sales manager in Fujeirah but I do want to know 	
	 about industry trends, market strategy etc.
6	 To know the reason of the Press release themselves first and if someone asks you question to be able to 	
	 reply. Otherwise do not put the contact bellow of themselves. 
7	 they have to know the publications they deal with 
8	 ALL - without exception.
9	 They should know the type of publication that a journalist works for, his needs and that of the particular 	
	 media.
10	Target specific journalists for specific stories and keep tab on who does what in which publication.
11	Make an effort - when all’s said and done, we’re all at work. I realise that Joe PR may not want to have 	
	 extra work to do on my behalf, but if he wants to please his client and keep the account (and therefore 	
	 his salary), that’s the way he’s got to play. I’m not in the business of churning out whatever’s in the 	
	 press release. Otherwise, my company would have hired a typist, not an experienced journalist. I expect 	
	 results, not resentment.
12	They need to first understand the client they are dealing with, so that they don’t have to say ‘Oh... I will 	
	 check with the MD, because I am not sure.’ when we are battling serious deadlines. Also, they should 	
	 give equal importance to all publications - be it small or big. 
13	THEY NEED TO UNDERSTAND THE PUBLICATIONS BETTER BEFORE APPROACHING US WITH STORY 	
	 IDEAS AND IRRELEVANT, BASELESS NEWS RELEASES
14	Have more of an idea of the publication, what it covers and when its deadlines are. Tailor events and 	
	 meetings to the publication.
15	Understand that we need a unique angle for our readership to feature their client; be prepared to offer 	
	 exclusives for more quality coverage, rather than selling the same generic story to all publications.
16	• Provide advance alerts, so that groundwork for a story can be prepared. More/ better coverage is 	
	 possible if there’s time for an interview or in-depth article.  
17	They need to listen to the journalist rather then pressure them into publishing a press release of theirs
18	“If I send them a request, I’d like them to follow up on them. 
	 They must send emails that are relevant to our publication. 
	 I don’t work much with local PR agencies anymore. I have found most of them to be incompetent and 	
	 callous. Luckily, for me, most of my clients live in the UK or the US and have PR agencies abroad. I have 	
	 found most of them to be competent. “
19	Be prompt. The newspaper has to come out everyday and often operating with PR agents as liaisons to 	
	 officials can be time consuming
20	Think about what they are sending me before they send it and ask themselves whether it is relevant 	
	 to my magazine. Show me the courtesy of reading the magazine so they are actually aware of the kind of 	
	 articles we run rather than trying to get me to put a new lawnmower in an entertainment magazine. 	
	 Return calls and emails promptly, take our deadlines seriously, learn what a high-resolution image is 	
	 rather than sending us web grabs and rubbish photos 	 that appear to be taken on a camera phone. 	
	 They also need to understand the deadlines on a monthly magazine - there is no point them letting us 	
	 know about an event the day before because we need information a month in advance.
21	They have to start thinking about the limitations and needs of a journalist. They are not doing any favour 	
	 by providing the information, they are being paid for it. 
22	A lot of PRs here get info requests falling into their laps and stories coming out of their ears - or so it 	
	 seems. Some of them just ignore your requests or are really slack at getting back to you when the info 	
	 you need is urgent. 
23	Read my publication - at least 2 issues. Familiarize themselves with what we publish, know the topics. 	
	 They will know exactly the kind of material I will/will not use.
24	Read our magazines?
25	First of all they need to make sure what they are providing information on is relevant to my publication. 	



	 They need to do this by familiarising themselves fully with my publication. Then they need to understand 	
	 (and act upon) my deadlines, which they will only find out about by meeting me for lunch/coffee 		
	 to discuss what they can do for me. If they say they will send something they should do it that day, not 	
	 three days later and I should not have to chase them up for information. If they want their stories in the 	
	 publication, they should be on the ball for me (but not harassing me). But most importantly, they should 	
	 not phone my direct line and ask to speak to someone who has not worked at my publication for the past 	
	 year. This is a thrice daily occurrence on our magazine and generally, we refuse to deal with the person 	
	 as shows they have not picked up the publication to which they are flogging a story in a long time, 	
	 in order to check the staff lists. This we find ignorant.
26	Improve the quality of press releases, they all look as if they came out of the same mould - Introduce 	
	 some creativity
27	“They need to properly understand the different markets in the market and the audiences they target. 	
	 They need to understand the production cycle and the fact that the deadline for all editorial is a) very 	
	 early, usually around the 10th of the month, and b) that the deadline is not flexible.
	 They also should be aware of the upcoming features for each publication.
	 And they need to realise that if we say we can’t attend something, there is usually a good reason for this 	
	 and we’re not going to change our minds.”
28	Understand the publication, its sections, focus, readership...basics really.
29	
30	“1. Segregate their mailing lists by nature of publication and accordingly write relevant press releases
2. 	Know much more about their clients’ industry and business
3. 	Look at innovative ways to cover their clients’ interests”
31	“Product and target market knowledge and general awareness.
	 Tailor their approach/material to different publications/markets.
	 Stop emailing/couriering and calling me about the same press release - just because I receive it or hear 	
	 about it 15 times doesn’t mean I will use it.
	 Stop getting receptionists to call me to ask if I am going to use it - this is unbelievably unprofessional.
	 Educated their clients that PR is not about bums on seats or 2 lines on page 497 of this month’s issue 	
	 which justifies your retainer.
	 Send pitch ideas not three pages worth of annoying irrelevant drivel.
	 Stop calling unnecessary press conferences.
	 Talk to me, build a proper relationship through which we might find a mutually interesting angle or 	
	 story.
	 Take me off your generic mailing list if your client’s product/company has no relevance to our titles/	
	 readership.”
32	Study the style/content of the publications they are targeting. Provide better, more varied visuals. Bear 	
	 in mind that a monthly magazine needs more advance notice than a daily newspaper. PR’s seem to 	
	 target everyone at once. 
33	“Send low-res images or an FTP server link - only Orient Planet does it so far. If they are so close with 	
	 the client, get the interview on time.
	 respect our deadlines or write back saying not possible - instead of making us wait till the end and then 	
	 apologise that the story is not possible.”
34	Develop better one-off opportunities for coverage. 
35	Have a look at our publication and see what it is we cover. Then don’t bombard me with emails about 	
	 things we don’t cover. For the things we do write about, get info to us ahead of the deadline and answer 	
	 emails / return calls. In the UK I’d be fending off PRs desperate to get their client in the magazine, but 	
	 here I waste half my day chasing them to get very basic information that their client is paying them 	
	 to get out to journalists in the first place. I tend to go straight to their client now and avoid the PRs 	
	 altogether whenever I can. I suspect they still pick up their money at the end of the month though. And 	
	 for the love of God, if an event is cancelled, or a date is changed, then TELL US STRAIGHT AWAY. If I had 	
	 a pound for every conversation I’ve had with a PR firm that included the words, ‘and when did you plan 	
	 on telling us this?’ I could afford to start my own PR firm and clean up out here.
36	PR agencies need to understand my publications and my needs. Once they do that I should get only 	
	 relevant press releases. Getting less ‘junk press releases’ will make me more favourably inclined to 	
	 treat the ones I get in a positive manner. Last month, for the first time in six years, a PR person asked	
	 me what was relevant to me. All PR agencies should do that.
37	Pitch original ideas. Make sure an interviewee, particularly a visiting VP, has something interesting to 	
	 say



38	Stop pestering and calling me 10 times a day to attend an event. Be more professional and stop trying to 	
	 get personal to get coverage for their client
39	
40	Know that journalists write news of interest to their readers and not promote their clients
41	First of all they have to improve their knowledge about publications they are working with. 
42	Learn about the publication, what it covers, what its readers - and journos - care about. 
43	with good follow ups
44	PRs in this region are very uncommunicative with the media. They need to be more like in the UK, 	
	 where if a request is made by a journalist for images / information about one of their clients it arrives 	
	 immediately. I frequently use UK PRs of companies represented over here rather than use the PRs over 	
	 here as they never get back to you, are impossible to get hold of, have no idea about deadlines and are 	
	 not in tune with the idea that it is their job to make sure their client receives as much press as possible 	
	 therefore if the media contacts them they should respond as soon as possible to requests. They need to 	
	 be more informed about the information they are sending out so that if you ring them with a question 	
	 they will know the answer or refer you on to someone else who can help as soon as possible. Press 	
	 should have full information of every press conference in advance. 
45	Think
46	Understand then when I ask for information, I need it now - our deadlines are tight. And if they can’t 	
	 get it, tell me - keep me updated so I can plan accordingly. Tell me in advance if they have a press 	
	 conference - not the day before. Have a better grasp of my publication and send relevant info.
47	Respond to queries.
48	Provide enough notice for an event. Provide interesting images to use with a story. A contract being 	
	 signed doesn’t have to be illustrated with a picture of four people behind a desk. If the story is about 	
	 apples provide a picture of apples. If the story is about ships provide a picture of ships.
49	Read the magazine. 
50	Understand what my magazine does, and know more about the clients they are trying to pitch to me.
51	Study the publication they’re dealing with; respect deadlines; get more media savvy; and please please 	
	 understand journalism and journalists before they even imagine they can fill a gap (which, personally I 	
	 don’t think exists) between the story and the journalist.
52	They need proper training. Over 90 per cent have no training of media relation
53	Brief ALL their staff on the accounts they are working on. I phone up a PR company. Only one person 	
	 has the info/material/images and they are out of the country/not available/sick/at lunch/ etc, so no one 	
	 else can handle a simple request.
54	The need to actually send the info out before the event has passed
55	“Send material / ideas well in advance of time.
	 Target their pitches properly to my magazine and don’t send irrelevant materials.
	 Send the correct material when requested and proper high res images.
	 The best PRS are the nicest ones who genuinely know what they are doing, love their product and want 	
	 to work with you.”
56	
57	Develop a system with their clients in which they can monitor and record responses to journalists 	
	 requests and requirements, rather than simply measuring press release output. Encourage clients to 	
	 understand that they as PR professionals must be even more responsive to the media than they are to 	
	 their clients.
58	update the information they want to pass on to.
59	Read the magazine.
60	
61	try to know the people in the magazines and update their list and pay attention when they send a press 	
	 release to whom it comes normally the person they mention is not working there or not in charge of PR. 	
	 it should be the PR manager who deals with PR companies in each publication...
62	“Study audited circulations and their importance
	 Read the magazines
	 Value the fact that you have run with their material/subject!”
63	Understand that publications rely on advertising to survive and therefore if they value your publication 	
	 assist you in the process of securing your revenue stream
64	
65	Build relationship and get to understand the needs of the magazine
66	They need to build relationships with us and develop trust. They also need to understand our publication 	



	 and only pitch relevant stories.
67	Research who you’re sending out your press release - a lifestyle magazine doesn’t care about a new 	
	 airplane being launched. 
68	be better organised
69	PR agencies should realize that ‘one size does not fit all’.  To be really successful in gaining mileage for 	
	 their clients, they should always ensure relevance of their material and at least consider ‘segmentation’ 	
	 within their communication strategy, especially since ‘ethnic’ or ‘niche’ marketing is growing in 		
	 importance here in the Gulf. Omnibus campaigns only work to a certain point!
70	write more detailed releases.
71	hire talented people
72	Know which department they should pitch
73	Think more about exactly what my publication is, what our editorial policies and directions are, and what 
will and won’t be appropriate for us.
74	Take a course in journalism, or have experience as a journalist. They should also try to use common 	
	 sense: match the story angle to the reporter’s beat and publication.
75	Think ahead about how their talent/product could be used in our publication and get to me well ahead of 	
	 time regarding this.
76	“Have an interest in what they do
	 Work on behalf of their clients, not just simply throwing irrelevant stories around
	 Look at interesting aspects to their client’s news
	 Tailor feature ideas / releases to individual market sectors”
77	Fire all the account execs working for them now and find new ones with functioning brains
78	they should know their ‘product’ and they should be able to help me reach out the correct person, in 	
	 time
79	Understand that we have a deadline to beat and that when we call them to request for information, we 	
	 badly need them to deliver.
80	They should have knowledge about the subject matter. They should know how to speak in English 	
	 properly. They should adopt a polite telephone manner. They should ask about the publication so they 	
	 know if it is worth them sending me more info or inviting me to the event. 
81	always send at least one photo to accompany a story
82	Supply information when promised and if it is not available to tell me not to make me wait till the 11th 	
	 hour and not deliver 
83	“They need to be more open to new and original ideas and not insist we just use the press release. We 	
	 often try to generate unique and exciting feature stories and the PR agencies need to convince clients to 	
	 get involved and facilitate the planning, shooting and writing of the story. 
	 THINK OUTSIDE THE BOX!”
	
ii) Egypt	
	
1	 Personal contacts.  It needs to be a two way street. If they expect me to jump whenever they have a 	
	 story, if I need contacts or information from their clients I expect them to help me.
2	 Understand what material each publication needs.
3	 get facts right
4	 Understand their targets
	
iii) Kuwait	
	
1	 Be honest and forthcoming with information. Just to get the journalists to come and cover a conference 	
	 for the heck of it...is extremely annoying.
2	 they need to know that a journalist is not somebody who is ‘purchasable’. but somebody looking for a 	
	 story.
3	
	
iv) Lebanon	
	
1	 Listen to the media’s needs more. When a request is made follow it up, on time.
2	 Reinvent themselves, hire real professionals rather than people they could not fit anywhere else in 	
	 their organization, people who can actually read and most importantly write, be relevant, know about the 	



	 publication before sending the info
3	
4	 Learn more about the standards that proper journalistic organizations have to maintain when it comes 	
	 to facts.
5	 Keep a pleasant contact
	
v) Saudi Arabia	
	
1	 respect deadlines, attend to requests (provide materials of high quality, i.e. high res recent images), 	
	 become an effective link to the client.
2	 Explain first what they (PR agencies) want, (the kind of event, for example). Wait for the journalist’s 	
	 response if the event is important to him.
	
	
	



Q5	 What do PR agencies need to do less of to improve the way they work with you?
	
I) United Arab Emirates	
	
1	 being too pushy
2	 Push.
3	 hassle!
4	
5	 Hassle. Refuse to accept ‘no’. Waste my time. Not deliver on promises.
6	 Press Conferences! 
7	 sending irrelevant emails
8	 Send irrelevant rubbish.
9	 Bother about attendance at press conferences
10	Flooding the inbox and harassing me to come to events
11	Faffing. When I chase some minor detail for the fourth time, I am - believe it or not - already seething 	
	 with anger. Your assertion that you’ve emailed someone who hasn’t got back to you isn’t good enough. I 	
	 don’t care who you have to murder for the information - just get it to me as soon as possible, in any 	
	 way you can. Don’t faff. Don’t pass the buck. It’s your job to take the flack.
12	Following up is one thing - but torturing you each day on the phone is another!
13	THEY JUST NEED TO QUIT SAYING ‘HOPE YOU WILL COME FOR THE PRESS CONFERENCE BECAUSE 	
	 THERE IS LUNCH AS WELL’. AND WE ARE NOT OBLIGED TO PUBLISH THE PRESS RELEASE JUST 	
	 BECAUSE THEY HAVE HANDED OUT A FREE LUNCH AND A FREEBIE
14	Harassing me constantly with new store openings, new car launches, pointless events that mean 	
	 nothing to the mag.
15	Expecting editorial coverage to read like an advertorial; being unrealistic about the amount of coverage 	
	 one lead/story can be given.
16	
17	pestering, providing short notice, sending low-res images and press releases that are irrelevant or a 	
	 different language 
18	Less dressing up. I don’t mind if a PR person doesn’t look like he/she’s ready to walk the ramp. It’s more 	
	 important that she can make a useful conversation and help out with genuinely getting out a good story.  
19	ask for questions to be sent to them. Questions are generated on the kinds of answers that respondents 	
	 give. It takes a fairly large amount of insight to think up ALL the questions you’ll be asking the 		
	 respondent
20	Less harassing about invitations, less faxes. They can stop asking me for a features list because I am 	
	 not going to give it out. Also, it’d be nice if they could stop confusing us with our competitor which is a 	
	 weekly.
21	must analyse the value of the client they are trying to promote
22	
23	“Follow up on invitations they have sent.
	 If interested, I will get in touch with them. If I haven’t gotten in touch, I’m not going for the event.”
24	Talk. It’s better to listen
25	“Invite us to events, about which, if they had read the magazine, they would know we’d have no intention 	
	 of covering.
	 Putting pressure on us to attend conferences etc. We know within minutes of reading a release if we are 	
	 interested and then we will react to that, we will send a photographer/reporter to cover it. If not then, 	
	 sorry, don’t hassle us, we are just not interested.”
26	
27	Sending out untargeted email blasts and filling up our inboxes. Ringing us constantly to try to sell us a 	
	 press conference or event.
28	
29	Phoning to see if we’ve seen their press release and whether we’re going to do something with it – why 	
	 not just wait and see. Phoning with that question doesn’t make it more likely to get used.
30	“1. Have unnecessary press conferences
2. 	Send 3 pages of text when 200 words will tell the story”
31	“Calling repeatedly.
	 Emailing repeatedly.
	 Couriering material repeatedly (now that’s the business to be in here!).



	 Press events the other end of the city in the middle of the day or early evening that have no purpose and 	
	 necessitate a 2hr drive.
	 General unnecessary harassment....”
32	Sending releases out when there is actually very little news/content in them.
33	send irrelevant press releases
34	Scatter-gunning all and sundry with the same information
35	Lie. Hold pointless press conferences. Sent irrelevant emails. 
36	Think they’re doing their job by sending out thousands of press releases. Doing their job entails 		
	 communicating with the relevant media for a particular press release - and thereby representing their 	
	 clients in a positive and effective manner. That is what clients pay for.
37	- Putting a journalist in front of the VP simply to show the client they have influence with the media. The 
VP must have something to say to the journalist
38	
39	Stop ringing constantly
40	Sending press releases which have no relevance to my publication
41	To call all over the day on your mobile number confirming your attendance to their events.
42	“Harassing about irrelevant events (particularly when they 100% understand the event is irrelevant). 
	 Sending rubbish, irrelevant releases. Promising information/products/data for dates upon which they 	
	 cannot deliver it.”
43	interviews that replicate press releases
44	They should be consumed with organising pointless press conferences and lunches and more 		
	 concerned with getting useful information out to the press. The attitude towards to media of many PRs 	
	 is quite arrogant and rude. They have the attitude that why should they bother to help you. It is a 		
	 completely different experience from other countries where they bend over backwards for the press, 	
	 here you have to hound them for any help. 
45	Waste my time
46	Emailing unrelated press releases; trying to get me to interview ‘big name’ clients who have nothing 	
	 to say and no news to give me; sending me appallingly written press releases and then phoning me 	
	 incessantly to find out when it will be published, when I have already told three members of their staff 	
	 that it won’t be.
47	
48	The standard in the Middle East is generally very poor. Quite often the individuals are very nice people, 	
	 but 1- A deadline is a deadline. 2- Photography and coverage of events is often so poor that stories are 	
	 discarded, despite the relevance. Words are not always enough. 3- The announcement of an event/	
	 press conference should be at least 5 days in advance. Far too often I am invited to attend something the 	
	 next day. This is probably the most annoying thing for a journalist. If I knew in advance I would not 	
	 schedule a meeting or interview for the same time. Unlike PR agencies journalists tend to regard other 	
	 peoples time at least as important as their own.
49	Pretty much everything
50	Reading press releases that they clearly don’t understand to me down the phone without letting me get 	
	 a word in.
51	Talk PR jargon, Some examples: ‘my client feels’; ‘not at liberty to say’ (hate this one); ‘not allowed to 	
	 give out that information’ (right! and the point of you being here is?); If they can’t help, then move out of 	
	 the way and let the journalist do it their way.
52	Many things, including giving their clients proper advice on communicating to media 
53	Less reactive, more pro-active.
54	calling to harass about events
55	The thing with emails is that they are not targeted - they just seem to send every journalist in Dubai 	
	 exactly the same email.
56	
57	Phoning to ask when a story will be used. It will eliminate in one sentence their chances of future 	
	 coverage. Journalists would rather avoid the hassle in future.
58	
59	Tell me how relevant stories about events in foreign countries are to my magazine. Also, I don’t want 	
	 /need to interview the German Health Minister, ever, thank you very much.
60	
61	do not call 1000 times for the events...
62	“Stop keeping their journalist mates happy and realise that Dubai has changed and some new 		



	 publications are much better than older ones.
	 Stop believing inflated circulation figures. Believing that anyone can be a decent PR person Conduct 	
	 their own market readership surveys”
63	Direct hounding by telephone to attend events and sending multiple emails regarding the same event.
64	
65	sending out bullshit press releases that try to turn non-events into something they’re not. Not 		
	 everything is the biggest - smallest - tallest - fastest - most zaccurate - etc.
66	Spamming. 
67	sending repeat press releases - I always get them two times - at least! 
68	press cons, press releases
69	STOP SPAMMING US!
70	harassing
71	crap
72	Call
73	Sending bulk email press releases - I won’t publish anything I know has been sent to a thousands other 	
	 journalists (including my competitors)
74	Stop harassment. No means no. If a reporter can’t make it, she can’t make it. And if she suddenly can, 	
	 she will do the calling.
75	last minute stuff, e.g., invites to events that are the next day. getting me info too late for me to use it.
76	They just need to do more of everything
77	invite me for events that are not relevant to my publication
78	being pushy!!
79	Call just to acknowledge receipt of an e-mailed press release
80	send irrelevant press releases. 
81	“phone me to check that I have received their emails (I will reply with a ‘yes’ or a ‘no’)
	 phone me to check I will be using their story (doesn’t someone in the agency check the papers and	
	 mags every day?)”
82	Stop hassling me to come to events, take no for an answer
83	Put out useful and pointless press releases just for the sake of being seen to be doing something!
	
ii) Egypt	
	
1	 “Bug me about when the story will be published.  It’s up to the editor on (a) whether it’s newsworthy, 	
	 and (b) when he should publish it.   
	 They should subscribe to my publication and check the paper, not call me every morning to ask.”
2	 Sending irrelevant news.
3	 self promotion
4	 Continuously harass editors with trivial items
	
iii) Kuwait	
	
1	 Putting unnecessary pressure on the editors to carry releases.
2	 try to purchase the journalist to release the pr. 
3	
	
iv) Lebanon	
	
1	 Forwarding materials of no relevance.
2	 Ask if we are actually going to run the press release, use fluffy language, etc.
3	
4	 Salesmanship.
5	 ignoring the press
	
v) Saudi Arabia	
	
1	 lie about not receiving my calls/emails.
2	 No constant follow. Journalists know exactly how to use the PR.
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