
KUWAIT: Zain Group, a pioneer of mobile
telecommunications across the Middle East
and Africa, announces its consolidated finan-
cial results for the six months ended 30 June,
2015. Active customers served reach 46.3 mil-
lion as at 30 June, 2015. Zain is the market
leader in six of its eight operations by cus-
tomer numbers.

Performance Indicators 
For the first six months of 2015, Zain Group

generated consolidated revenues of USD 1.9
billion (KD 562 million) down 15% Year-on-
Year (Y-o-Y) in US dollars (USD) terms (down
10% Y-o-Y in KD terms). The Group’s consoli-
dated EBITDA for the period reached $806
million (KD241 million), down 14% Y-o-Y in
USD terms (down 9% Y-o-Y in KD terms). EBIT-
DA margin stood at a healthy 43% at the end
of the period. Consolidated Net Income
reached $269 million (KD80 million), down
34% Y-o-Y in USD terms (down 30% Y-o-Y in
KD terms). Earnings per share for the period
stood at $0.07 (Fils 21). 

2nd quarter of 2015 
For the second quarter of 2015, Zain Group

generated consolidated revenues of $940 mil-
lion (KD283 million). EBITDA for the quarter
reached $411 million (KD124 million), result-
ing in a healthy EBITDA margin of 44%. Net
Income for the quarter reached $130 million
(KD39 million). Earnings per share for the
quarter amounted to $0.03 (Fils 10).

Key Operational Notes:
1. Consolidated Group data revenues

(excluding SMS and VAS) witnessed a 10%
growth rate Y-o-Y, with data now constitut-
ing 20% of the Group’s total revenues.   

2. Foreign currency translation impact mainly
due to the appreciation of the USD cost
the company USD 57 million on revenue,
USD 26 million on EBITDA and USD 13 mil-
lion on net income.

3. Healthy growth in Zain Saudi Arabia saw
the operation increase its customer base
by 25% to serve 11.3 million customers,
with net losses narrowing by 29% Y-o-Y.

4. Zain Sudan performed extremely well as
revenues increased by 6% and net income
by 31% (in USD terms) Y-o-Y.

5. Zain Iraq completed its operating licence
requirement of listing on the Iraq Stock
Exchange on 23 June, 2015, offering 25%
of the company’s equity to the public. 

6. The continued social instability in Iraq and
heightened levels of competition severely
impacted Zain Iraq’s and consequently the
Group’s overall key financial metrics 

7. Zain Group entered into the area of ven-
ture capital investment through several
strategic participations in Middle East
Venture Partners’ (MEVP) latest fund and
WAMDA’s future growth fund, both of
which invest in early stage and growth
technology companies.

8. Zain Group announced the expansion of
its existing Partner Market Agreement with
Vodafone, to deliver Machine-To-Machine
(M2M) services to Enterprise and
Government sectors across the region.
Commenting on the results, the Chairman

of the Board of Directors of Zain Group, Asaad
Al Banwan said: “Zain Group continues to deal
with the diverse market and social challenges
that it faces to the best of its ability, especially
in conflict areas where circumstances beyond
our control have impacted our overall key
financial results for the six month period.”

The Chairman continued, “The Board is
working closely with senior management in
driving efficiency and cost optimization,
upgrading and expanding our networks,
maintaining our market leadership positions
across our country operations, and constantly
evaluating business-enhancing and acquisi-
tion opportunities. The Board is confident that
the company’s innovation and digital strategy
will generate long-term value for sharehold-
ers.”

Zain Group CEO, Scott Gegenheimer not-
ed, “Although our digital transformation and
efficiency drive efforts are well on track across
many of our operations, we are disappointed

by the severe impact that the increased social
instability and intense competition in Iraq is
having on our overall financial results for the
year to date. Nevertheless we are encouraged
to see growth of our customer base in key
markets, with both Saudi Arabia and Sudan
witnessing healthy growth in all of their key
financial indicators.”

Gegenheimer added, “We will continue to
focus on and invest in our key markets to
drive growth and efficiency and we remain
focused on further exploiting our state-of-
the-art 3G and 4G infrastructure and concen-
trating on new sources of incremental rev-
enue in the digital space including enterprise
services such as smart cities and M2M servic-
es, embracing the areas of future value real-
ization within the telecoms sector.”

Operational review for H1
Kuwait - Zain’s operation in Kuwait saw its

customer base grow 14% Y-o-Y to now serve
2.9 million customers on its nationwide 4G
network; impressive growth considering the
highly penetrated market of over 220%.
Revenues for the six months reached $544
million, EBITDA reached $269 million and net
income amounted to $166 mil l ion.  The
appeal of Zain Kuwait’s nationwide 4G net-
work continues to grow with data revenues
now representing 36% of the operation’s
total revenues. Nevertheless, the operation
remains the most efficient mobile operator
within Zain Group and one of the most effi-
cient in the region with an impressive 49.4%
EBITDA margin.

Iraq- Zain Iraq launched 3G services at the
beginning of the year and is very active in
rolling out 3G services across the country that
saw data revenues grow 17% Y-o-Y. The per-
formance of Zain Iraq has been severely ham-
pered by the escalation of social instability
that has seen several million people displaced
internally, coupled with Zain Iraq enduring
frequent temporary network shutdowns and
associated higher network operational costs. 

These exceptional circumstances coupled
with intense competition and currency fluctu-
ations, adversely affected the operation’s
financial performance, as its revenues for the
first six months reached $604 million, with
EBITDA reaching $221 million and net income

amounting to $60 million. The Zain Iraq team
is committed to maintaining a resilient and
efficient network regardless of the situation in
the country and the operator foresees signifi-
cant growth for all key financial indicators due
to mobile data revenue growth given the
pent-up demand for broadband services. The
operator now serves 12.8 million customers. 

Saudi Arabia- Zain Saudi Arabia is contin-
ually improving in all key aspects of its busi-
ness. For the first six months of 2015, rev-
enues reached $913 million, reflecting a 6%
increase, while net losses decreased 29% to
$122 million, compared to same period in
2014. EBITDA increased significantly by 39%,
reaching $209 million, while the EBITDA mar-
gin improved to 23% compared to 18% in
H1-2014. Encouragingly, data revenues grew
significantly by 36%, representing 21% of
total revenues at the end of the six-month

period. The customer base in the Kingdom
grew by a healthy 25% Y-o-Y to reach 11.3
million, the highest customer growth rate in
the Group. 

Sudan- The operation performed well in
both USD and local currency terms (SDG)
with revenues increasing 6% Y-o-Y in USD
terms to reach $355 million (up 12% Y-o-Y in
SDG terms) for the six-month period. EBITDA
increased 2% Y-o-Y to reach $139 million (up
8% in SDG terms), with net income increasing
31% Y-o-Y to reach $78 million (up 39% in
SDG terms). Data revenues have increased
substantially Y-o-Y, up 78% in USD terms
(89% in SDG terms) to reflect 9% of total rev-
enues, boding well for the future given the
scarcity of broadband services.  

Jordan- Zain Jordan saw a slight decrease
in revenues in H1-2015 of 3% to reach $223
million with net income reaching $45 million

for the period. The operation witnessed a
14% increase in data revenue where data rep-
resented 27% of Zain Jordan’s total revenue
at the end of the period, with this expected
to grow substantially given the recent roll-
out of 4G services in the Kingdom. The opera-
tion plans to expand and invest heavily in the
expansion of 4G services throughout 2015.
Zain Jordan’s customer base increased 2% Y-
o-Y to reach 3.9 million.

Bahrain- During 2014, Zain Bahrain’s
nationwide network witnessed a $100 million
investment in a total network revamp and
upgrade to 4G LTE, and the operation wit-
nessed an 8% Y-o-Y increase in data revenues
for the first six months of 2015, representing
34% of the company’s revenues. The appeal
of the network and new marketing initiatives
have driven customer growth by 4% Y-o-Y to
now serve 801,000 customers.
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BERLIN: Tourists and business travelers visiting
Germany are often surprised when they reach to
pay for their beer, metro tickets or even a large
restaurant bill that their credit cards are not wel-
come.  Habits, however, are slowly changing in
Europe’s top economy, as younger consumers
leapfrog from cash to convenient electronic
forms of payment. A deeply ingrained mistrust of
credit has long kept cash king in Germany, where
the average citizen carries 103 euros ($113) in
their pocket.  “Cards have long been the most
costly means of payment for merchants while
cash transactions cost them almost nothing,”
Ulrich Binneboessel of the HDE retail sector feder-
ation told AFP, explaining the reluctance to
accept credit cards.

More than half of the amount spent in
Germany on private purchases, 53 percent, is
paid in cash, according to a study by the
Bundesbank central bank one of the highest

rates for an advanced economy.  In terms of the
number of transactions, the figure hovers at 79
percent despite the fact that nearly all Germans
have debit cards, which are much more widely
accepted by vendors.  A third of those polled said
they only paid in cash, far more than in other
Western countries, with the rate particularly high
among pensioners.  

Historical trauma 
One among them, who asked to be identified

only as Reinhard, always carries money and
knows exactly how much he has on him at any
point in time.  “In a shop, I think it’s a waste of
time to pay any other way but with cash,” he said.
Reinhard, who lives in the western state of Hesse,
said he is afraid he will be charged too much and
discover it only when he receives the bill in the
mail, and is wary of hackers and identity thieves
who prey on cardholders.

Security and privacy are high priorities among
Germans, who tend to be more conservative con-
sumers with a strong aversion to debt. The vestig-
ial trauma from 1920s-era hyperinflation which
helped usher in the Nazi era still colors the
national thinking. “Consumers in Germany have
little desire to experiment,” said Carl-Ludwig
Thiele, a Bundesbank board member. But
“changes in how people pay are coming, step-by-
step”.  In a revolutionary move by German stan-
dards, discount retailers Lidl and Aldi started
accepting Visa and MasterCard this month, after
electronics chains Media Markt and Saturn took
the same decision in late May.  

And from the autumn, Media Markt and
Saturn customers will be able to check them-
selves out at the till by scanning their cards or
mobile phones. “It is no longer relevant to talk
today of Germany as a country of cash payers.
Perhaps the Germans just need a little longer than

others to be convinced of the benefits of the new
payment systems,” said Horst Rueter of research
institute EHI in the western city of Cologne.  

Kind of freedom 
Buyers who came of age in the Internet era

are rapidly embracing a world without cash,
with 20 percent of German 14 to 29 year olds
already paying using their smartphones, accord-
ing to a survey by the high-tech industry federa-
tion Bitkom. “With the technical possibilities
now available, coins and notes are an anachro-
nism,” Peter Bofinger, one of five Wise Men
experts advising the German government on
economic policy, told Der Spiegel news maga-
zine.  Beyond the benefits to consumers, he said,
less cash would improve efficiency and make it
easier to combat money laundering and other
financial crimes. 

However, reassurance about the safety of pay-

ment methods and a ceiling on costs are crucial
because “the willingness of consumers to pay for
payment services is extremely low,” said Thiele.
The European Union this month passed a regula-
tion capping fees on payments made with debit
and credit cards, which should also spur their use.
“The trend towards less cash will continue,
although this will be a continuous and slow
process,” Rueter said. Cash will only cover less
than half the payments in the “medium term”, the
Bundesbank said. For its defenders, cash offers a
kind of freedom. Three in four Germans said they
would object to merchants refusing cash in the
future, according to a survey by polling group
YouGov. “Each country has its own way of paying,”
Rueter said, based on “a mixture of cultural speci-
ficity, specific needs and common sense” which
can evolve with time. Germany, for example,
stopped using cheques about 15 years ago, call-
ing them obsolete. —AFP
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