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DUBAI:  Canon Middle East, a world
leader in imaging solutions, joined
forces with Canon Emirates for a two
day annual kick-off meeting in Dubai,
to review last year’s business accom-
plishments and challenges against
achieving regional and global objec-
tives for 2014.  

Under the theme of ‘Realization,’
Canon is focusing heavily on employee
engagement as senior management
renew and refresh the organization’s
approach to business in the region to
further realize business goals. Creativity
will continue to be at the core of all
company activities and to reinforce the
entrepreneurial culture in the work-
place, inspirational group workshops
will be introduced for employees to
brainstorm. 

The kick-off meeting follows the
highly successful 2013 Partner
Conference which brought together
over 100 partners from 45 countries in
the Middle East, North, West and East
Africa region. Building on the compa-
ny’s mission to become closer to its cus-
tomers,  participants were guided
through Canon’s business strategies,

objectives and latest innovations for
2014. The three day conference also
involved sharing best practices and
opportunities to capitalize on an
increased demand for imaging solu-
tions.

The Canon Middle East k ick-off
event, held at the JW Marriott Marquis
and The Address Montgomerie Dubai,
included a celebratory dinner for
employees’ and their families as a token
of appreciation for their contribution to
the success of the company in the
region. A series of fun group activities
took place under the theme of ‘Renew,
Refresh and Realize,’ to encourage a
fresh outlook on the year ahead and
the discovery of new opportunities.
The night concluded with a silent auc-
tion where all proceeds were donated
to charity as part of Canon’s CSR initia-
tives in the region, to give back to the
communities in which the organization
operates.  

Anurag Agrawal, Canon Middle East
Managing Director, said: “Last year was
of course challenging as we continually
strive to innovate in the market, but the
commitment of our team is unrivalled

and we continue to maintain our posi-
tion as a world leader of imaging solu-
tions. I  have no doubt that we will
achieve our growth goals in 2014 with
the continued support and enthusiasm
of our Canon family.

“Our kick-off event is a conference
that I  look forward to every year
because it gives me the opportunity to
embrace a new direction with my col-

leagues. Realization is a theme that I
find speaks to the renewed and
refreshed energy Canon is bringing to
its employees, customers and the local
community. We look forward to lever-
aging new opportunities with innova-
tive imaging technology while driving
the business forward in the Middle
East.”

In 2014 Canon will be diversifying

the product offering to meet the
demands of fast growing businesses.
With the number of internet users in
the MENA region on the rise, enhanced
digital marketing and mobile com-
merce are key drivers for the company.
Managed Print Solutions (MPS) also
remains a key growth sector for Canon
as customers look to benefit from cost
saving and energy conscious solutions. 

Canon highlights importance of employee engagement 
Annual kickoff meeting in Dubai

KUWAIT: Cisco yesterday unveiled the
findings of its first ever Technology
Radar study, highlighting the key
trends set to redefine businesses and
life across the Middle East in 2014.

Based on intelligence gathered by
over 70 global technology “scouts”,
Cisco’s pioneering study focuses on
trends independent of current prod-
uct roadmaps or business unit priori-
ties. According to Cisco, the key trends
set to make a mark in 2014 include
Context Aware Computing, Machine-
to-Machine Connections, Browser
Based Video & Collaboration, Video
Mega Trends, Building the Next
Internet with new Architectures,
Security and Mobile Device
Management.

Driving all of these is the Internet
of Everything (IoE) - the interconnec-
tions of people, processes, data, and
things - which Cisco believes repre-
sents a $19 trillion opportunity, glob-
ally, over the next decade ($14.4 tril-
lion in the private sector and $4.6 tril-
lion in the public sector). By 2020,
Cisco reports that the growth of con-
nected “things” will reach 212 billion.
“IT organizations across the Middle
East need to prepare for the Internet
of Everything (IoE), and what we are
now seeing is the emergence of an
Application Economy where the focus
will no longer be simply on the hard-
ware, but also on supporting a larger
number of applications on all con-
nected devices,” said Tarek Ghoul,
General Manager, Cisco Gulf, Levant
and Pakistan.

“Big changes now need to take
place to make sense of exponentially
increasing and varied types of data
coming in from devices ranging from
smartphone applications to informa-
tion generated a city’s infrastructure.”

The Middle East is already well-
poised to reap the benefits of this
shift, with the region’s IT spend pro-
jected to grow 7.3 percent from 2013
to $32 billion in 2014, according to IT
research firm the IDC. Cisco also
reports that the Middle East and
Africa is set to post the world’s
strongest mobile data traffic growth

for at 77 percent CAGR to 2017.

A new era, a new context
One of the key findings of the

report is the potential of context
aware computing to fundamentally
change how we interact with our
devices. In the future, devices will
learn about you, your day, where you
are and where you’re going.  “Context
is a disruption because it completely

redefines the users’ experience and
the way an IT system is built. We’re
seeing a change from any content for
any people at anytime and anywhere,
to the right information to the right
person at the right time, at the right
place and in the right way,” said Ghoul.

Connections driving value 
Another notable observation from

the study states that, in the
Application Economy, practically
everything - roads, jet-engine parts,
shoes, refrigerators, soil, and super-
market shelves - will have cheap, tiny
sensors that generate terabytes of
data that can be sifted for key
insights. By 2022, Cisco predicts that
person-to-machine and person-to-
person combined connections will
constitute 55 per cent of the total IoE
value at stake, whereas machine-to-
machine connections make up the
remaining 45 per cent.

Home and workplace transformed
One of the major benefits of immi-

nent new Internet architectures is the
power of browser-based video and
collaboration, where a new common
standard can enhance employee pro-
ductivity by integrating audio-visual
conferences, text notepads, and
whiteboards into a real-time Web-
based multimedia space. “If we want
to change the way people communi-
cate and take it to the next level, we
are going to need the simple, ubiqui-
tous and rapid deployment that the
web platform can provide,” explained
Ghoul.

“We need the browsers to use new
standards, open source strategies and
partnerships.  At Cisco we changed
the communication by driving the
evolution of Voice over Internet
Protocol ( VoIP),  and we are now
changing the web to include interac-
tive collaboration.”

Video Mega Trends will similarly
transform digital imaging, with ultra
HD video enhancing the viewing
experience on televisions, smart-
phones, augmented reality glasses,
tablets, and camera-equipped devices.
Both trends are set to have a signifi-
cant impact on everything from
healthcare and education to office
connectivity and security. 

Redefining the Network
In order to cope with the explo-

sion of connections, the Cisco
Technology Radar concludes that
technology labs are now developing
new Internet architectures to replace
the current IP-based Internet.  Named
Data Networking (NDN) has the most
potential to disrupt, and would allow
information to be communicated by
names rather than host addresses.
This represents a radical departure
from the way the Internet works
today. 

Early stage software-defined net-
working (SDN) models, meanwhile,
have attempted to address the chal-
lenge by focusing on network virtual-
isation and overlay scenarios, but
without true integration across physi-
cal and virtual dimensions, they have
so far been handicapped by lack of
transparency and visibility.  

Cisco predicts 2014’s 
disruptive trends 

First-ever Technology Radar study
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PARIS: General manager of French mobile operator Bouygues Telecom, Olivier Roussat (left) and  French mobile
operator SFR general manager Jean-Yves Charlier (right) take part in a press conference in Paris yesterday.
Bouygues Telecom and SFR announced they agreed to share a part of their mobile networks. —AFP

MUMBAI: As Facebook celebrates its 10th birthday, one
of its biggest challenges is to tap the mobile market in
emerging Asian economies, where it can drive expan-
sion after growth in the West tapers off.

India is expected to overtake the United States as the
country with most Facebook users in 2014, with its total
number forecast to surge beyond the 150 million mark
from the current 93 million level.

But despite its rapid growth in parts of Asia, experts
say Facebook cannot afford to be complacent and local-
ly-tailored competitors are threatening to steal its thun-
der in countries such as Indonesia.

With Internet penetration still relatively low in Asia’s
emerging economies, many people’s first online experi-
ence comes when they log on with a mobile phone.
Kevin D’Souza, Facebook India’s head of growth and
mobile partnerships, says the key to success in emerg-
ing markets therefore depends on encouraging access
via basic mobiles known as “feature phones”. “We’re
already seeing the majority of users sign up to
Facebook on mobile devices,” D’Souza said.

“A large chunk of mobile phone users in India are fea-
ture phone users, and with low price points, these
devices are becoming the first Internet connected
device many people will own.” He said more than 100
million people globally are now using the “Facebook for
Every Phone” app specifically for non-smartphones and
many of the next billion users Facebook hopes to attract
are expected to do the same.

Preloaded
The Nokia Asha 501 feature phone now comes pre-

loaded with Facebook, while India’s telecom giant
Bharti Airtel announced last month that it would offer
free Facebook access in nine local languages to prepaid
customers. In India, more than 40 percent of the 1.2 bil-
lion population have cell phones but barely five percent
are smartphone users, according to estimates by con-
sultancy Analysys Mason.

Nevertheless, researchers at eMarketer predict India
will reach 152.4 million Facebook users this year, sur-
passing the 151.1 million forecast for the US.

The growing importance of mobile Internet access
was demonstrated with Facebook’s strong earnings
released last week. Advertising revenue surged to $2.34
billion in the quarter, up 76 percent over the past year,
and more than 53 percent of that figure was mobile
advertising revenue-up from 23 percent in the fourth
quarter of 2012. 

“2013 was the year we turned our business into a
mobile business,” said boss Mark Zuckerberg, who
began the company as a student a decade ago, since
when it has swelled to attract 1.23 billion active users
worldwide. Aakrit Vaish, a founder of mobile company
Haptik, said it was not just the sheer population size
that made India such a big Facebook player.

“Culturally in our country we have always been, for
better or worse, very inquiring about other people’s
lives,” he said. He believes an additional benefit for
Facebook in India has been the prominence of English
speaking among the urban elite, who were the first to
get access to the social network. The same is true of the
Philippines, where more than one in three people are
on Facebook according to marketing agency We Are
Social whose data shows the country spending more
hours per day on social media than anywhere else in
Asia.

Facebook has overtaken mobile text messaging as a
key communication tool, also embraced by Philippine
politicians and activists-President Benigno Aquino’s
Facebook page has more than three million “likes”.

Protesters last year used the network to vent anger
over the misuse of state funds by lawmakers, snow-

balling into a mass rally in Manila in August.

Tailoring content
But experts say that Facebook’s dominance in some

Asian markets faces a threat from competitors who are
adapting to local tastes. With Facebook banned from
China since 2009, Indonesia has the second largest
number of users in Asia, with around 65 million.

But youngsters are also active on Indonesian-made
social media such as Kaskus, while US-based social
network FourSquare and China’s WeChat have
launched popular Indonesian versions of their plat-
forms. “Nothing works better than making something
local,” market research firm Roy Morgan Asia director
Debnath Guharoy said. “It has the vernacular, the
slang. Anyone who does that successfully will get a lot
of traction.” MindTalk, a colourful Indonesian forum set
up in 2012 which groups users by interests such as
sport, celebrity and travel, has attracted around
500,000 users and is growing by about 10 percent
each month.

“Facebook’s Indonesian user base will keep growing
as more people get online, but young people will
probably spend less time on it because there are so
many alternatives,” said Rama Mamuaya, founder of
the Indonesian tech blog DailySocial. Indian student
Dewika Bhagwat, 17, said she used to avidly post
updates on the computers at school, but now she and
her friends have smartphones, they prefer to keep in
touch via the instant messaging service WhatsApp.
“Because all our parents have opened Facebook
accounts, it’s not that fun anymore,” she said.  — AFP

Mobile Asia holds key to 
Facebook’s future growth

The ‘Facebook’ logo is reflected in a young Indian
woman’s sunglasses as she browses on a tablet in
Bangalore.  As Facebook celebrates its 10th birthday,
one of its biggest challenges is to tap the mobile mar-
ket in emerging Asian economies, where it can drive
expansion after growth in the West tapers off. — AFP

NEW YORK: As Facebook celebrates its 10th anniversary, the
world’s biggest social network is finding its path as a maturing
company, adapting to an aging user base. The company creat-
ed in a Harvard dorm room in 2004 has established itself as a
phenomenon, securing its place in the world of the technology
giants. “Facebook has made the world much smaller, much
more interactive,” said Global Equities Research analyst Trip
Chowdhry. “Facebook started the social revolution but it may
not be able to control it.” In its short history, Facebook has
become a part of daily life for more than a billion people
around the globe. Co-founder Mark Zuckerberg described the
mission as “making the world more open and connected,” and
some say he has accomplished just that.

“More than 20 percent of all time spent on the Internet is
spent on Facebook,” says Lou Kerner, founder of the Social
Internet Fund. Yet in some ways, Facebook could be the victim
of its own success.

Its initial core base of teens and university students has
expanded, and Facebook is now widely used by people in all
age groups. Facebook says it has a global total of 1.23 billion
monthly active users, including 945 million who use the social
network on a mobile device. But some analysts note that
Facebook has to shift strategy for an aging user base. An
iStrategyLabs study of US Facebook users found a 25 percent
drop in the number of users in the 13-17 age group, along with
an 80 percent jump in the number of users over 55. “People
joke that for the teen, Facebook isn’t cool when your mom is on
it,” Kerner said. “I think it’s not even your mom any more, now it’s
also your grandmother.”

The research firm Social Bakers says its data shows teens are
a big and still-growing part of Facebook. “The 18-24 year-old
age group is still the largest,” said the group’s Ben Harper. “Our
data shows the growth of audience and interactions on

Facebook, and while teens are undoubtedly using multiple
platforms (as we all are), they are also sticking with Facebook.” In
the United States, Facebook is used by 71 percent of all adults
who are on the Internet, or 57 percent of the adult population,
according to the Pew Research Center.

Pew found that while Facebook is used by 89 percent of
online adults in the 18-29 age group, it is also used by 60 per-
cent in the 50-64 age category and 45 percent of those over
65.

Facebook is maturing as a company as well. It had a calami-
tous initial public offering in May 2012 plagued by technical
glitches, and saw its share price slump by half, but has been on
a roll for the past year, with its stock hitting record highs.
Facebook has reassured its investors it can generate advertis-
ing revenue, particularly in the mobile segment used by an
increasing number of members. Facebook reported its profit
for the full year 2013 jumped to $1.5 billion from just $53 mil-
lion in 2012, and revenues increased to $7.87 billion from $5.1
billion. According to the research firm eMarketer, Facebook has
become the second-largest recipient of digital advertising
spending behind Google, and is particularly strong in mobile
ads. “Facebook appears the best way to play the social
Internet,” Morgan Stanley analysts said in a note to clients, pre-
ferring Facebook to the up-and-coming network Twitter. Some
analysts point out that Facebook’s appeal to grownups is a big
part of maturation, and represents the key to generating rev-
enue and profit.

“Advertisers place promotional content on Facebook for
one reason only-to generate sales,” said analysts at the research
firm Trefis. “The vast majority of purchases made online come
from users of ages 25 and above. One study suggests it is as
high as 85 percent. With these figures in mind, the decline in
users ages 13-24 becomes almost irrelevant.” — AFP

At 10 years old, Facebook
copes with growing pains


