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Asbtract:  

In the past decade, UAE has witnessed the launch of three cable and satellite television 
channels – Zee Aflam (2009), Zee Alwan (2012) and MBC Bollywood (2013) – with dedicated 
Bollywood content, much of which is dubbed in Arabic and targeted primarily at the local 
Emirati and expatriate Arab audience. Currently there are 35 channels that broadcast 
Bollywood and Indian content dubbed in Arabic in the MENA (Middle East and North Africa) 
region, which has also consequently resulted in lucrative business for freelance voice artists and 
dubbing firms. Though dubbed television content is not a recent phenomenon in the UAE, with 
television networks broadcasting dubbed Mexican telenovelas in the nineties and more 
recently, Turkish soap operas, the emergence of these new Bollywood-centric channels 
underlines crucial dynamics of the region’s media landscape. While subtitled Hindi films had 
been readily available in the Middle East for decades, catering to both the South Asian 
community as well as Emiratis and expatriate Arabs, the dubbed content is specifically targeted 
towards the Arabic-speaking viewer. 

This paper analyzes the current trend of dubbed Bollywood films and Hindi television shows, 
and consequently, the emergence of channels like Zee Aflam, Zee Alwan and MBC Bollywood. 
What does the marketing and promotional campaigns of these channels reveal about the 
television demographic of the region? Moreover, what does this signify about Dubai’s role as a 
“media capital”? As Michael Curtin has discussed, “the study of media capital directs our 
attention to complex interactions among a range of flows (economical, demographical, 
technological, cultural, ideological) that operate at a variety of levels (local, national, regional, 
global)” (2003: 222) and “consequently, where the generation and circulation of new mass 
culture forms become possible” (2003: 205). Applying Curtin’s concept of media capital, Joe 
Khalil has also remarked how Arab media cities like Dubai “can be seen as nodes, switchboards 
or sites for mediation of various local, regional and international trajectories” (2013: 192). As I 
argue, it is crucial to examine the dissemination of dubbed Hindi content not only in the context 
of media flows between the Middle East and the Indian subcontinent, India’s role as a “soft 
power,” and subsequently, Bollywood’s cultural cache in the region, but also, Dubai’s 
emergence as a node of transnational media economics. In doing so, I underline the need to 
interrogate both media infrastructures in the Middle East and popular Hindi cinema from a 
transnational perspective. 
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