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1 Nostalgic treats
In a former cotton 
spinning mill in 

northern England the 
artist Megan Price screen-
prints and sews colourful 
home accessories – wall 
art, tea towels and shop-
ping bags – for her brand 
Mr PS. 

Her designs are nos-
talgic but never twee. 
Her screen-prints of old 
fashioned British cafe 
menus, featuring a list 
of English breakfast op-
tions, would look great on 
the wall of any kitchen-
diner. There’s also cute 
ice cream and “pick ’n’ 
mix” sweet shop menus. 
Megan’s latest range has 
an Olympics theme, all 
decorative medals and 
gentlemen in one-piece 
bathing suits above 
punchy slogans such as 
“Going for Gold”. She is 
currently designing a col-

lection of ceramics, too, 
which will launch later 
this year. 

• Delivery to the UAE cost 
from Dh50. See www.mrps.
co.uk

2 Ginger Lily in at 
Bloomingdales
Luxury bedding 

brand Ginger Lily goes 
on sale this week in 
Bloomingdales Home. 
Producers of 100 per 
cent Grade A, long fibre, 
Mulberry silk bed sheets, 
covers, cushions and ac-
cessories, the collection 
includes silk mattress 
toppers, nightwear and 
blankets. Made without 
the use of bleach, pesti-
cides or chemicals, the 
company’s products are 
composed of the fin-
est silk – 19 momme in 
weight - great for helping 
regulate body tempera-

ture on those hot summer 
nights. 

• See www.gingerlily.co.uk 
for details

3Cool covers
If you have your new 
iPad 3, take a look 

at Lisa Roy’s lovely hand-
made tablet covers. The 
Dubai-based designer 
works with cool, contem-
porary brands such as 
Amy Butler and in addi-
tion to selling her pieces 
at the Arte souks and mar-
kets, you can order one 
with free UAE delivery via 
her shop on etsy.com. 

• See lisaroy.ae for details

4 New product here 
If you have your new 
iPad 3, take a look 

at Lisa Roy’s lovely hand-
made tablet covers. The 

Dubai-based designer 
works with cool, contem-
porary brands such as 
Amy Butler and in addi-
tion to selling her pieces 
at the Arte souks and mar-
kets, you can order one 
with free UAE delivery via 
her shop on etsy.com.

• See lisaroy.ae for details

5 New launch here
If you have your new 
iPad 3, take a look 

at Lisa Roy’s lovely hand-
made tablet covers. The 
Dubai-based designer 
works with cool, contem-
porary brands such as 
Amy Butler and in addi-
tion to selling her pieces 
at the Arte souks and 
markets, you can order 
one with free UAE delivery 
via her shop on etsy.com.
free.

• See lisaroy.ae for details

Dh95,000
A two-bedroom sea view apartment  
on Reem Island, Abu Dhabi
Features balcony terrace, fully fitted kitchen, use of pool and gym plus 
one parking space

Pros Great city centre location, unrivalled views of the city. Kitchen in-
cludes dishwasher

Cons Shops and services are thin on the ground. The gym and pool are 
only due to be finished in 2025.

They say A luxury waterfront apartment offering city centre living

We say Location makes up for the rather compact size, but expect to live 
with construction noise

Contact Better Homes, Abu Dhabi, 02 414 5282

Where can I buy eco-
friendly paint in the UAE?
Specialist paint shops are thin 
on the ground in both the cap-
ital and Dubai, which means 
eco-friendly paint is rarer still. 
It is possible to buy and ship 
paint products here, but it will 
be expensive. Dulux, who have 
shop in the Walk at JBR, have 
a range with low VOCs but for 
a certified brand, you need 
to head to Ace’s Festival City 
branch, where a new Ameri-
can line called Legend has 
just been introduced. It’s lead 

free, low in toxins and comes 
in a range of 25 shades. Ace’s 
Festival City branch, where a 
new American line called Leg-
end has just been introduced. 
It’s lead free, low in toxins and 
comes in a range of 25 shades.   
Ace’s Festival City branch, 
where a new American line 
called Legend has just been 
introduced. It’s lead free.

• For more details see their 
website, www.legendpaints.com
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Music Seven
Bells ring

out loud and
clear al10

Books The
dismal failure

of the Arab
Spring al10

Books The
dismal failure

of the Arab
Spring al10

Music Seven
Bells ring

out loud and
clear al10A Hugh 

‘toon
As Hugh Grant’s first major role in 
an animated feature gets set to 
release, James Mottram talks to 
the actor about his turn as a pirate
al06

Having completed the London and 
Barcelona marathons, plus the  
Dubai and Ras Al Khaimah half 
marathons, 37-year-old Jon Pryor is 
also the owner of an unusual little 
runner.

The director for communica-
tions firm Impact Porter Novelli 
arrived in Dubai from his home in 
Birmingham, UK, around five years 
ago, and, being new to the emirate, 
he thought it safer to purchase his 
new set of wheels from a work col-
league instead of facing the used 
car lottery. His decision turned out 
to be a good one, as he is still the 
proud owner of the 2007 black Nis-
san 350Z.

With a GCC-spec 3.5L V6 and six-
speed manual transmission, the 
Nissan produces 306hp and is fit-
ted with minor modifications, in-
cluding front and rear cameras and 
tinted windows. “I felt very proud 
when buying this car, as I’d always 
driven boring company cars, such 
as Renault Lagunas, which made 
me feel like the comedy character 
Alan Partridge,” Pryor says. 

“I never thought I’d end up one 
day with a sports car, so I don’t take 
it for granted. I grew up watching 

movies such as Cannonball Run 
and Smokey and the Bandit, so I 
love cars and two seats in a car to 
me means sports car,” he explains 
with genuine enthusiasm.

And it’s not only the idea of driv-
ing a sports car and the Nissan’s 
mean good looks that have Pryor 
hooked, as he also appreciates 

what lies beneath the bonnet. “The 
car makes a great sound, so the first 
real ‘moment’ I shared with it was 
when I took it for its inaugural drive 
and felt the noise and power as I hit 
the accelerator,” he explains. 

“It soon became clear the 350Z 
holds the road fantastically well, 
with great grip from wide-profile 

tyres, but it’s a lively beast and 
has sent me a few reminders when 
I’ve pushed it a little too hard.” 
Pryor’s 350Z is a manual, which 
is not a common feature in cars in 
the UAE but it is one of his favour-
ite features. “I think a sports car 
needs to be manual to get the best 
out of the drive – it allows you to 
drop a few gears and hear the revs 
for some road-legal enjoyment,” 
he says, with a mischievous grin. 
“I was used to manual transmis-
sion driving in the UK, so prob-
ably had this in mind anyway but, 
given the performance of the car, I 
felt manual gears was the correct 
choice.” 

Pryor has spent most of his life 
hankering for a Porsche, an ambi-
tion that was reconfirmed during 
a student summer spent in the US, 
when a buddy who had been bless-
ed with a job in a Porsche garage 
used to take him on crazy week-
ends driving borrowed Porsche 
Targas.

However, despite his five-year 
love affair with the Nissan, Pryor is 
now looking for a different drive. 
“My commute to work is down 
SZR from JLT to Emirates Towers 

via no less than 10 speed cameras, 
so I’m now looking for a comfort-
able, high-ride 4x4 automatic I 
can enjoy cruising in. The amount 
of motorway driving is also a fac-
tor as there’s less opportunity to 
change up and down gears and put 
it through its paces. Then there’s 
the large number of traffic jams on 
Sheikh Zayed Road, which makes 
changing up and down from sec-
ond to third gear a tiring process 
after a while,” he explains.

Pryor’s  extensive motoring 
throughout the UAE for both work 
and pleasure has racked up the 
mileage, which is now hitting the 
95,000km mark. However, the 
trusty Nissan doesn’t appear to 
have noticed and is still running 
as smoothly and trouble-free as 
when he first bought it. “I still love 
my car and when I see it or hear the 
exhaust noise, I always instantly 
change my mind about replacing 
it. I think the car knows this fact 
and is doing its best to make sure 
we don’t part,” he laughs. Indeed, 
it’s a major decision to end a five-
year love affair. 

* Ian Hainey

Runner can’t tear himself away from 350Z

Communications firm director Jon Pryor bought his Nissan 350Z from a work 
colleague when he arrived in Dubai, rather than delving into an unknown 
used car market. Charles Crowell for The National

my car Jon Pryor

I was having a short break 
this week with a co-
worker and we started 
discussing the Rolls-

Royce Bespoke programme, 
of all things. As you’ll read 
on mo4, the British company 
will do just about anything to 
your new Phantom or Ghost 
that you want, be it a built-
in picnic basket in the boot, 
custom upholstery or other 
accoutrements not normally 
offered for its cars. It’s re-
ally up to your imagination; 
well, I suppose also your own 
pocketbook. But when you’re 
buying a Rolls, as the saying 
goes, if you have to ask how 
much ...

We got to dreaming about 
having that bespoke option 
for our own cars; imagine if 
that programme was offered 
for any car on the market? 
Say you walked into a Honda 
dealership and were eyeing 
a new Accord or Civic, but 
there were a few items you 
felt were missing that would 
really round that car out 
nicely. “Certainly,” the sales-
man would smile, “please sit 
down and we’ll make them 
happen.” 

Of course, what’s stopping 
us is the exhorbitant prices 
these features would com-
mand, kind of defeating the 
purpose of starting with a 
reasonably priced car. But 
what if it didn’t cost much 
more? What would  you want 
done by master craftsmen or 
electronics wizards or other-
wise creative geniuses, carte 
blanche?

“I’d want a handbag hold-
er,” she said. Did I forget to 
mention that my friend is 
a woman? “And a soft car-
pet to protect my expensive 
shoes.” 

Hmmm, some things I 
wouldn’t necessarily think 
about. Once back in the of-
fice, I decided to ask a few 
other people what they 
would get done for their own 
cars, and I started with an-
other of the fairer sex.

“I’d want a kettle,” said my 
female neighbour. “Not a 
coffee or tea maker, because 
you can’t make a proper cup-
pa tea without a kettle.

“Oh, and a mini fridge for 
the milk, of course.”

“I’d like a wardrobe in my 
car,” piped up another wom-
an nearby. “Something I can 
put some workout gear in, or 
comfortable shoes.”

Interesting ideas, and 
things I wouldn’t necessar-
ily think about myself. I then 
turned to our deputy edi-
tor here in Motoring, Kevin 
Hackett. What would he 
want different for his own 
car?

“A set of wings,” he said 
gruffly. It’s notable that he 
drives in every day from Du-
bai to the Abu Dhabi office 
and back again. 

“Or, I’d like adjustable sus-
pension and a throatier ex-
haust.” 

Our Review editor – who is 
also male – was pensive for 
a bit (as you’d expect from 
a Review editor), then had 
some other ideas.

“I’ve always wanted an 
ejector seat,” he said in a re-
laxed English accent. “Just 
like James Bond. And maybe 
a rotating licence plate hold-
er, so you can change them 
to avoid the speed cameras.”

Obviously, men and wom-
en have differing opinions 
on what they want out of 
their daily drives. The key for 
car makers – pie-in-the-sky 
bespoke options notwith-
standing – is to make a car 
that appeals to both sexes, 
on many levels. As you can 
read here, it might not be as 
easy as it sounds. 

Oh, and for my own car? 
I’d love to have a TFT video 
screen replace the analogue 
gauges, so I can download 
different setups and designs 
anytime I want – imagine 

Driving 
between 
Venus 
and Mars

the air bag
Neil Vorano

motoring

I’m not a big fan of big cars; I’ve al-
ways thought a smaller one is more 
fun to drive and just makes more 
sense in so many ways. I don’t need 
to stretch out my elbows or take a 
walk in the back seat, I don’t (usu-
ally) need to transport furniture 
or loads of cargo around. I like the 
freedom of finding a small park-
ing spot, of treading around tight 
streets in Abu Dhabi without worry, 
of pushing a light, spirited car with 
crisp handling through a turn. You 
can keep your big, imposing land 
yachts and SUVs – I’ll stick with the 
smaller, more fun cars.

For those reasons, I like the C-
Class for Mercedes; it’s the perfect 
size for me. Not too small that it 
feels cramped, yet not too big that 
it feels like a boat on the road. If 
you need more room for the family, 
I get it, but this 350 is the perfect 
size for a young(ish) executive type 
looking to make a mark, yet still 
have fun behind the wheel. 

And if you’re looking to get even 
sportier, this Mercedes comes with 
two less doors for the Coupé; yes, 
you lose the practicality of easier 
access and a bit more room in the 
back but, for some people, the 
looks outweigh the losses. It’s less 
family car, more independent over-
achiever, and it does look good. 
It’s got all those sharp creases and 
the attractive front you find on the 
saloons, but the roofline slopes 
down much more (which makes 
rear headroom tight, to say the 
least), flowing into the short boot 
at the back. It makes the car look 
just a little more muscular and ath-
letic than the four-door version – 
though I have to admit, I might pre-
fer the saloon as it’s just as stylish 
in its own way but has a bit more 
sophistication.  

Of course, if you’re buying some-
thing with the tri-star on the bon-
net, you have a certain level of 
expectations when it comes to 
features. The C 350 has a long list 
of options, such as heated and 
cooled seats, sat/nav, rain-sensing 
windscreen wipers, cruise and a 
lane-tracking system that tells you 
when you’re running outside of the 
lane. But it’s also devoid of a few 
things, too – the seats are manually 
moved fore and aft (though electri-
cally for lumbar and height) and 
there’s none of that night-vision 
stuff like in the higher-end cars; 
both of which is actually refresh-
ing. Who needs to adjust the seat 
all the time? Plus, there are small-
er, thoughtful additions that are 
more appreciated: the seat belts 
are held at the bottom on a bar so 

they slide easily out of the way for 
rear passengers, and the rear seats 
fold down with levers in the trunk, 
which is where you’ll probably de-
cide you need the extra room. The 
one bugbear I have with the revers-
ing camera is the same with all 
Mercedes cars: if you turned the 
infotainment system off because 
you don’t want to listen to the ra-
dio, the rear camera doesn’t oper-
ate. It should appear on the dash 
screen anytime you need it and 
Merc needs to change this feature.

The rest of the interior feels up-
scale and sophisticated, with a 
variety of high-end, soft and tex-
tured plastics and lovely leather 
all around. The gauges, too, are 
attractive in silver and display the 
vehicle’s pertinent information. 
The climate controls are easy to use 
and, like the aluminium switches 
all around, just feel like quality. 
It’s these little things, everything 
a driver sees and touches, that 
makes owning and driving a Mer-
cedes such a satisfying experience.  

Power comes from a 3.5L direct-
injection V6 under the bonnet, 
and it’s good. Really, not only is it 
smooth and quiet, but when you 
feel like being a bit more “sporty”, 
the 306hp really rips open and 
comes on strong. But make sure 
to put the seven-speed transmis-
sion into the “sport” mode, as the 
shifts come early and downshifting 
is delayed (sometimes frustratingly 
so) in the normal, eco mode. Yes, 
yes, that’s better for economy, but 
the sport mode bumps gears later 
in the rev range and is much more 
fitting for a spirited drive. Or, if you 
like, put it in manual; the shifts are 
quick with the paddle shifters but 
the sport mode is so good in the 
city, I hardly felt like I needed to do 
the work myself. Any way you use it, 
though, the shifts are seamless and 
smooth.   

When you do get a bit eager, the 
car is surprising, especially in 
corners. This has the AMG pack-
age with a sport suspension and 
that keeps the car tight in the fast 

curves. In fact, it handles surpris-
ingly well as understeer is almost 
non-existent and it feels like any 
which way you turn the wheel, the 
car will go there with no fuss. It 
gives the Coupé a very good range 
between everyday comfort and 
sports car manoeuvrability. 

You can probably tell I really liked 

this car, and you’d be right. Mer-
cedes has a good product here, so 
why doll it up with AMG badges? 
The AMG package included on this 
C 350 includes a sports suspen-
sion, body kit and speed-sensitive 
steering, among other things, 
but AMG is the tuning division of 
Mercedes, known for turning the 
luxury cars into high-end hot rods 
with the performance to match. 
This Coupé has no engine perform-
ance mods – it doesn’t really need 
them. The V6’s power is certainly 
sufficient for an everyday car, and I 
feel Mercedes is diluting the AMG 
brand by offering the associated 
accoutrements without the mad 
horsepower to back it up. Offer the 
added body kits and accessories, 
but keep the AMG name for those 
cars that really deserve it, otherwise 
there’s more than just a whiff of 
“poseur” about the vehicle.  

Regardless of the fancy badges, 
the C 350 Coupé is certainly worthy 
to go against the BMW 3 Series or 
the Audi A5. Yes, I’d take the saloon 

Fun minus family
This two-door coupé is just the right size and fit for those looking for sporty luxury, finds Neil Vorano

road test 2012 Mercedes-Benz C 350 Coupé

The Mercedes-Benz C 350 Coupé has a more sloping rear roofline compared with its four-door cousin, and headroom suffers. Lee Hoagland / The National

H the specs
Price, base / as tested  
Dh174,692 / Dh238,454
Engine 3.5L V6
Gearbox 
Seven-speed automatic
Power 306hp @ 6,500rpm
Torque 370@3,500-
5,250rpm
Fuel economy, 
combined 7.0L/100km

The watch industry 
makes time  
for luxury cars   
mo5

Lisa Haney for The National

weekend
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The National, Abu Dhabi Media’s first English newspaper was born out of a vision recognizing the key role 
that a free, professional and enlightened press plays in national development. Launched in 2008,
The National is a 68- page quality broadsheet put together by a team of more than 250 reporters and
writers based in the UAE and in foreign bureaux throughout the world.

Leading the region in analytical content and comment, editorial staff have been drawn from leading
publications in the UK, America and around the world. Editor in chief Hassan Fattah was formerly the
Middle East correspondent for The New York Times and he is supported by section editors who hail from
the New York Times as well as Reuters, The Press Association and UK broadsheets.

In just three years, The National has established itself as the newspaper of record for the UAE and has
attracted a local audience of loyal readers from all nationalities residing here. It has won multiple
design awards (Society Newspaper Design Awards) and has twice been awarded gold in newspaper
printing (Dubai International Print Awards, 2009 and 2010).

Profile

Circulation

 Emirate
 Abu Dhabi
 Al Ain
 Dubai
 Sharjah
 Ajman
 Umm Al Quwain
 Ras Al Khaimah
 Fujairah
 Overseas
 Total

Total 
19,089
3,209
26,551
5,655
1,443
1,099
1,521
1,433
5,000
65,000 Avg. daily circulation of 60,000 copies across the U.A.E.



Source: YouGov Siraj, December 2010: The National Reader Profiling Survey

Readership

The National is read by a broad 
range of nationalities and across 

all age ranges

Our readers are here to stay

They fall within the affluent classes

Asian expatriates form the largest component of 
our readership, all of whom have been residing 

in the UAE for at least one year

74% have lived in the UAE for five years or more

More than half (55%) belong to income groups 
that exceed the“national” average monthly

income of AED 18,200*  (*source UAE Ministry of Economy)

50% have an investment portfolio

Nearly a quarter (24%) claim to own more than 
one car for their own use

16-20 years

0
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20

30

40

21-30 years 31-40 years

Sweet spot:
in their 30s

41 years and over

Nationality split

Asian Expatriates  Western Expatriates
Arab Expatriates  UAE Nationals

41%

39%

11% 9%



They are cultured
The National enjoys a high average 

issue readership

Significant time is spent reading 
the paper, “not a flick through”

Copies are shared amongst  family 
and friends and work associates

Quality time is spent readingAnd early adopters of new technology

45% visit cultural and heritage sites

64% enjoy the theatre, dramatics, live 
musical concerts

44% visit art galleries and exhibitions 
and enjoy the fine arts

44% have enrolled in educational    
programmes to learn something new

4.7 issues are read in an average week

Average reading time on a weekday is 19 minutes
Average reading time on a weekend is 24 minutes

The National has an average reader pass on 
rate of 2.3

69% spend time reading the paper at home46% own smart phones

77% will upgrade their mobile handset purely to 
enjoy the latest new features offered

33% own more than one mobile handset: 18% own 
a basic and a smart phone

25% own an iPad with a further 19% planning to 
purchase one in the next 12 months

Time spent with The National

Source: YouGov Siraj, December 2010: The National Reader Profiling Survey
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* Special operation rates available on request

Main / Business / Weekend 

Rate Card 2014

Front Page 8,400 22,000  22,000        

Page 2       28,000     

Page 3     17,500   49,875 59,850    

Page 4       21,000     

Page 5        32,340 51,870   

Page 7         47,880   

Page 9         43,890   

Inside  9,800 11,900 7,000 8,400 10,500 15,050 26,950 39,900 28,637 110,000 89,760

Inside Back         69,000   

Back Page         85,000   

 Ear Panel 20 x 2 20 x 3 6 x 6 8 x 6 12 x 6 QP HP FP Killer Page Centre  Half Centre
           Spread Spread

 63.5 x 107         267.5 x 325          
 (Main) 

200 x 105.5 200 x 160.3 64.67 x 325 84.67 x 325 126 x 325 267.5 x 160.3
 (Horizontal) 

535 x 325 346.7 x 215.2 535 x 675 267.5 x 675 44 x 50       482 x 160.37
 (Business)        (Vertical)

Front Page 5,600  30,600 20,000 24,000       

Page 2       25,200     

Page 3     16,065       

Page 4       18,900     

Page 5         44,887   

Inside  8,820 10,710 6,300 7,560 9,450 13,545 24,255 35,910 25,773 99,000 80,784

Inside Back         62,100   

Back Page         76,500   

Front Page    18,000        

Page 2       22,400     

Page 3     14,280       

Page 4         39,900   

Inside  7,840 9,520 5,600 6,720 8,400 12,040 21,560 31,920 22,909  

Back Page         68,000   
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* Special operation rates available on request
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+971 56 689 8200
payam.jahromi@admedia.ae



The National, Abu Dhabi Media’s first English newspaper was born out of a vision recognizing the key role 
that a free, professional and enlightened press plays in national development. Launched in 2008,
The National is a 68- page quality broadsheet put together by a team of more than 250 reporters and
writers based in the UAE and in foreign bureaux throughout the world.

Leading the region in analytical content and comment, editorial staff have been drawn from leading
publications in the UK, America and around the world. Editor in chief Hassan Fattah was formerly the
Middle East correspondent for The New York Times and he is supported by section editors who hail from
the New York Times as well as Reuters, The Press Association and UK broadsheets.

In just three years, The National has established itself as the newspaper of record for the UAE and has
attracted a local audience of loyal readers from all nationalities residing here. It has won multiple
design awards (Society Newspaper Design Awards) and has twice been awarded gold in newspaper
printing (Dubai International Print Awards, 2009 and 2010).

Profile

Circulation

 Emirate Subscriptions Bulk Retail Total 
 Abu Dhabi 12,409 2,653 4,027 19,089
 Al Ain 1,103 660 2,536 3,209
 Dubai 16,670 5,238 4,643 26,551
 Sharjah 3,509 1,143 2,243 5,655
 Ajman 306 0 1,877 1,443
 Umm Al Quwain 112 0 963 1,099
 Ras Al Khaimah 835 0 1,663 1,521
 Fujairah 548 0 1,862 1,433
 Overseas 5,000
 Total 35,492 9,694 19,814 65,000




