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Press Release 

 

Fair pay and home ownership displace democracy as top 
priorities in ASDA’A Burson-Marsteller Arab Youth Survey 

 

 Rising cost of living is greatest concern for young people in Middle 
East, according to annual poll of 2,500 young Arabs in 12 countries 

 Optimism about future and trust in government increase – but lack of 
democracy and civil unrest seen as obstacles to progress 

 UAE cited as model nation by Arab youth; France now seen most 
favourably among foreign countries 

 
Dubai, UAE; May 2, 2012: Earning a fair wage and owning a home are now the two 

highest priorities for young people in the Middle East – displacing living in a 

democracy as the greatest aspiration of regional youth, according to the findings of 

the ASDA’A Burson-Marsteller Arab Youth Survey 2012, the largest study of its kind 

of the region’s largest demographic.  

 

Informed by 2,500 interviews conducted by international polling firm Penn Schoen 

Berland (PSB) in 12 Middle East states one year after the start of the Arab Spring, 

the findings of the Fourth Annual ASDA’A Burson-Marsteller Arab Youth Survey 

highlight how larger political concerns have now been superseded by more personal, 

economic anxieties.  

 

Today, being paid a fair wage is not only the highest collective priority among those 

surveyed – with 82 per cent of all Arab youth citing it as “very important” – but is also 

the highest individual priority in each of the 12 countries covered.  

 

Meanwhile, the percentage of respondents who said that living in a democratic 

country is “very important” to them declined by 10 per cent in the 2012 survey. This 

year, 58 per cent of Arab youth said that this is “very important” to them, down from 

68 per cent in 2011.   
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These findings and others were unveiled today in Dubai at the launch of the ASDA’A 

Burson-Marsteller Arab Youth Survey 2012. The survey includes face-to-face 

interviews with Arabs between the ages of 18-24 in the six Gulf Cooperation Council 

nations (Bahrain, Kuwait, Oman, Qatar, Saudi Arabia and the UAE), as well as in 

Egypt, Lebanon, Jordan, Iraq and, for the first time, Libya and Tunisia. These 

interviews, which were conducted exclusively with nationals of each of the surveyed 

countries, took place in December 2011 and January 2012.  

 

“You can see the great promise of Arab youth throughout this survey: in the level of 

engagement in current affairs, in the sophisticated use of technology, and in the 

tempered expectations for the post-Arab Spring era,” said Jeremy Galbraith, CEO, 

Burson-Marsteller, Europe, Middle East and Africa.  

 

“By charting the opinions of young Arab women and men from the modern cities of 

the oil-rich Gulf to rural areas in the Levant and North Africa,” Galbraith said, “the 

ASDA’A Burson-Marsteller Arab Youth Survey provides evidence-based insights of 

great value to everyone with a stake in the future of this young and rapidly evolving 

region.” 

 

“Eighteen months after the start of the Arab Spring, we all know that Middle East 

youth are committed to forging an even brighter future,” said Joseph Ghossoub, 

Chairman and CEO of the MENACOM Group, regional parent of ASDA’A Burson-

Marsteller. “While these young people have shared their profound concerns about 

the cost of living and the price of home ownership, to cite just two examples, they 

remain firmly optimistic. It is so heartening to see that when Arab youth look forward, 

they also continue to look up.”  

 

“Since 2008, we have been conducting the most representative and authoritative 

study of the attitudes of young Arabs – polling opinion, analysing this data and then 

sharing these important findings with the public, including governments, private-

sector firms and civil society groups,” said Sunil John, CEO of ASDA’A Burson-

Marsteller. “We continue to make this signal investment in thought leadership – 
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requiring a significant investment of our time, energy and capital – because we 

understand how important it is to be able to access reliable data here in the Middle 

East, where research into public opinion is in very short supply.  

 

“The ASDA’A Burson-Marsteller Arab Youth Survey 2012 – the largest study we 

have conducted to date – provides a wide range of rich insights that will shape public 

opinion and the policy-making process,” John added. “We are proud to be able to 

make this contribution to the community we serve, and to the clients who place their 

trust in us every day.”  

 

Key findings of the ASDA’A Burson-Marsteller Arab Youth Survey 2012 include the 

following insights: 

 

 The rising cost of living is the greatest concern among Middle East youth; 
63% of Arab youth now say that they are “very concerned” about the cost of 
living, up from 57% last year, when this was also their greatest concern 
 

 41% of Arab youth say that the lack of democracy is the biggest obstacle 
facing the region; an equal percentage identify civil unrest as the biggest 
obstacle  
 

 72% of Middle East youth agree that, following the events of the Arab Spring, 
the region is better off today; 68% of Arab youth say they are also personally 
better off now than they were a year ago 
 

 Nearly three-quarters of Middle East youth believe their government has 
become more trustworthy and transparent since the events of the Arab Spring 
– at the same time that concerns about corruption have skyrocketed 
 

 A majority of young people in every Middle East state agrees that traditional 
values are paramount; however, the percentage of youth who say that such 
values are outdated and need to be replaced continues to increase 
 

 When Arab youth look across the region and the world, they see the United 
Arab Emirates as the country where they would most like to live – and as the 
country they would most like their own nation to emulate 
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 Young people in the Middle East today view France most favourably among 
all foreign nations, with 46% of respondents saying they are “very favourable” 
towards that nation; positive views of China and India have also increased 
 

 Arab youth are following the news far more keenly than ever before – with 
52% of regional young people now saying they update themselves on news 
and current affairs every day, up from just 18% in 2011 
 

 Television remains the most important source of news for Arab youth, with 
62% of respondents saying their turn on the TV to get their news – but that 
number has declined from 79% in 2011 
 

 Today, reading or writing blogs is the top online activity among young people 
in the region, with 61% saying they engage with blogs, up from only 29% in 
2011 
 

A wide range of materials based on the findings of the ASDA’A Burson-Marsteller 

Arab Youth Survey 2012 are available to the public at: www.arabyouthsurvey.com.  
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About ASDA’A Burson-Marsteller: 
Established in 2000, ASDA'A Burson-Marsteller is the region's leading public relations consultancy, 
with 11 fully-owned offices and seven affiliates across the Middle East and North Africa. A WPP 
company within the global Burson-Marsteller network, ASDA’A Burson-Marsteller is a member 
company of the MENACOM Group.  
 
The agency provides services to governments, multinational businesses and regional corporate 
clients through its seven practices in the sectors of Technology, Corporate, Finance, Healthcare, 
Consumer Marketing, Public Affairs, and Energy & Environment. Its services include reputation 
management, crisis & issues management, digital communications, media relations, media monitoring 
& analysis, and event management.  
 
For further information, please visit: www.asdaa.com 
 
About Burson-Marsteller:  
Burson-Marsteller, established in 1953, is a leading global public relations and communications firm. It 
provides clients with strategic thinking and program execution across a full range of public relations, 
public affairs, reputation and crisis management, advertising and web-related strategies. The firm’s 
seamless worldwide network consists of 73 offices and 82 affiliate offices, together operating in 108 
countries across six continents.  Burson-Marsteller is a part of Young & Rubicam Group, a subsidiary 
of WPP (NASDAQ: WPPGY), the world’s leading communications services network.  
 
To learn more about Burson-Marsteller, visit www.burson-marsteller.com 
 
About the MENACOM Group:  
MENACOM, part of WPP and Y&R Group, with headquarters in Dubai, is the Middle East and North 
Africa region's leading communications conglomerate. The group includes, in addition to ASDA’A 
Burson-Marsteller, advertising agencies Young & Rubicam, Intermarkets and Partnership; direct 
marketing specialists Wunderman; media specialist firm Mediaedge:cia; and interactive firm Tattoo. 



 

5 
 

With over 1,200 employees in its network of 57 offices, MENACOM provides marketing 
communications services in 17 countries across the Middle East and North Africa.  
 
About Penn Schoen Berland:  
Penn Schoen Berland (PSB), a member of Young & Rubicam Group and the WPP Group, is a global 
research-based consultancy that specialises in messaging and communications strategy for blue-chip 
political, corporate and entertainment clients.  
 
PSB’s operations include over 200 consultants and a sophisticated in-house market research 
infrastructure with the capability to conduct work in over 90 countries. The company operates offices 
in Washington, D.C., New York, London, Seattle, Hong Kong, Los Angeles, San Francisco, Dubai, 
Beijing, Austin and Denver, which are supported by an in-house fielding capability and are fully 
equipped to provide the complete creative solutions PSB clients need.  
 
For further information, please visit: www.psbresearch.com 
 
For further information, please contact: 
Nicholas Nesson 
ASDA’A Burson-Marsteller 
Dubai, UAE 
Tel: 971-4-4507600  
Fax: 971-4-4358040 
Email: info@asdaa.com 
www.asdaa.com 
www.arabyouthsurvey.com 

 

 

 


