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59-68; quality as highest
concern, 12-13, 27; reasons to
consider expansion into, 21-22;
Saudi Arabian influence within,
79-82; shopping online,
241-242, 243-244;
socioeconomic classes of,
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ambassador to U.S., 194; Gulf
Air, 34, 44. See also Gulf
Cooperation Council (GCC)

Bahwan, Hind, 196

Bateel, 98

Bayaziki, Isam, 233

Beer, nonalcoholic, 58

Ben Jelloun, Tahar, 290

Bethlehem University, 150

Bey, Husni, 78

Beydoun, Fay, 299, 50<

Beydoun, Sarah, 186-188, 189

Bhardwaj, Anv. 216

Bibliothec2. Alexandrina, 244—246

Bigelow, kathryn, 278

Biltaji, Akel, 45

Bindawood super stores, 123

Rinzagr Company, 92-93

2lanche, Ed, 309

Body Masters health clubs, 151

Boga Cidre, 238-239

Bollywood, 263, 279-280

Book publishing, 290-296; Arab
authors, 290; book fairs,
293-294; bookstores, 290-291,
353; comic book series with
Muslim superhero, 294-296;
online booksellers, 291-292;
publishing houses, 292-293, 294

Boycotts: of Coca-Cola, 27-29; of
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stereotypes of, 338-340. See also
Yalla energy

Brands: ambassadors for, in Arab
world, 280-282; Arab, available



P

Index

in U.S. and Europe, 311; Arab,
globally successful, 33—-36; Arab,
locally successful, 31-33, 40; of
Arab countries, 340-342;
favored by Arab youth, 133-135;
Western, in anti-West regions,
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fertility rate, 132; youth
population, 130, 131

Choithram supermarket, 55-56

Choukri, Mohamed, 290

Citadel Capital, 349, 357

CNBC Arabia, 270-271

Coca-Cola: acquisition of Aujan by,
98; advertising during Ramadan,
102; Arab market regions as
defined by, 72; at Moroccan
tourist site, 42—43; overcoming
Arab rumors about, 27-28,

397
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tourism focused on, 44—-45

D

Dajani, Danah, 365

DAL Group, 173-177

Danish products, cartoon-inspired
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education in, 145, 147-148; Eid al-Adha (Festival of the
Emirates airline, 33-35, 44; film Sacrifice), 60, 104, 105-107,
industry, 278; international air 123-124
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Al-Azhar higher ed institution, 140-142; taking advantage of
149; art museum, 289; Islamic traditions, 88-89; taking
Bibliotheca Alexandrina, advantage of physical
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Arabia’s dominance in, 79-81.
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opportunity, 122-123; health



400
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industry opportunities, 116-117
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Haram (forbidden) foods or
activities, 56, 313, 314, 317

Hassan, Hajjah Allya, 303

Hassanein, Ossama, 324-326

Haya Bint al Hussein, Jordanian
Princess, 106, 107

Hayek, Mazen, 268, 269
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expatriate consumers from,
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Internet portal founded in, 38,
229-232, 237, 241, 242; olive oil
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Jumaan, Najat, 225-226

Juman, Khalid, 143

JWT, 74, 90, 152-153, 274

K

Kabil, Tarek, 132156

Kader, Aron; 329

Kahraman, Hayv, 287

Kaif, Katrina, 60, 280-281
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322; fashion designers, 221-222;
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56-57; Zogby brothers from,
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83-86; Unilever’s multilocal
strategy, 72-74, 81-82

L’Oréal: brand ambassadors, 280,
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261-262; hair care products,
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Malki, Amjad, 182
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McDonald’s: and Arab vs. Israeli
market barrier, 28—-29; impact of
Ramadan on, 103-104;
variations in Arab countries,
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Mecca. See Hajj (pilgrimage to
Mecca)
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Arabic TV packages in U.S., 310;
art, 286-290; Bollywood movies,
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203-205; hajj opportunities for
sales, 122; razors, 7677, 120;
responding to diverse habits of
using, 74-77; soap, 81-82

Pizza Hut, 162

Ponsford, Anthony, 198, 201

Prayer. See Salah (prayer)

Pricing strategy, lowest-coinage,
167-168

Private sector: advertising
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family-owned businesses,
342-345

Procter & Gamble (P&G):ad
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gold market, 119; halal meat
imported, 105; influence on TV
programming and advertising,
261, 264, 272-273; marketing
foods in, 165-166, 208-209;
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international-tvavel hub, 40-41,
42; hajj coportunities, 116-117;
rail system, 44. See also Tourism

Triki, Mahmoud, 150

Tuninvest, 140, 250-251, 357
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encourage dentzi hygiene,
75-176; shabab wcrnan working at,
143-144; taking advantage of
gray markey, 20
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market, 304—-305; noted
Americans with Arab
background, 319-321; number
of Arab immigrants in, 300-302,
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