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KUWAIT: Future travel optimism among
Kuwaiti travelers is high in the Middle East and
Africa region, according to the latest Global
Travel Intentions Study 2015 launched by Visa
(NYSE:V), the global payments technology com-
pany. 91% of travelers from Kuwait plan to travel
over the next year. This optimism is reflected
largely by the Millennial generation as more
than half of those who intend to travel (55%) in
the next one year for leisure are travelers aged
18-35.

This trend also aligns with future travel
budgets of Kuwaiti travelers, which is set to rise
to USD$3,501 from the current median of
$2,491- an increase of 41%. The study surveyed
13,603 travelers across 25 countries in January
and February 2015. “Our latest Visa Global Travel
Intentions Study is shining a very positive light
on Kuwait’s travel industry and what’s interest-
ing to see is that people from this market are
serious about their leisure time. The study
shows that Kuwait travelers go on an average of
two trips in the past two years and the purpose
of two-thirds of their trips are focused only on
leisure. Moreover, future travel outlook is
expected to improve, with Kuwaitis intending to
take an average of two trips for leisure over the
next year,” said Amit Vij, Visa Country Manager
for Kuwait.

“Leisure is a serious business and insights of
this kind are invaluable in our collaboration with
the travel, hospitality and leisure sectors, and to
understand individual traveler sentiments,
especially during peak travel seasons such as
the summer and the Eid holidays. We have been
publishing the Visa Global Travel Intentions
Study since 2006 and it has become a valuable
tool to help the industry make informed deci-
sions that bring significant benefits to the wider
travel industry and individual travelers.”

Top destination choices 
The regular barometer of travel trends from

Visa revealed that intra-regional travel continues
to be the most popular with Kuwaiti travelers,
with 72% of them having travelled within the
Middle East in the past 2 years for leisure com-
pared to 51% amongst AMEA travelers. The top
choices of destination in the region for the past
2 years included Egypt (25%), UAE (22%), Saudi
Arabia (17%), Turkey (14%) and Lebanon (11%).
Asia trails as the second most popular region
with 14% of Kuwaiti travelers having been there
in the past 2 years for leisure, followed by coun-
tries in Europe and the Americas.

Despite the proximity of travel destinations,
Kuwait travelers spend up to 11 nights on holi-
day, which is higher than the global average of 9

nights, but lower than the regional average of
13 nights. The main motivators for travelling
and destination choice among Kuwait travelers
are relaxation, bonding and a desire to take a
break from routine activities, which explains
their preference for long vacations. Activities are
especially important to Kuwaiti travelers when
choosing their destinations, with half of the
Millennial and Affluent travelers selecting this as
essential criteria in their destination choices.

Moreover, affluent travelers also state weather,
safety and cleanliness as important reasons for
destination choice.

Travel spending higher 
The study reveals that the amount Kuwait

travellers’ spend per international holiday is
higher than the global median of $2,281. In
terms of budgeting, 64% of respondents say
they would plan their trip around a budget,
rather than search for the best experience.
However, while most travelers have a budget in
mind, 71% of Kuwait travelers would not mind
paying more at the destination for activities that
can improve their travel experiences.  The study
also found that those travelling from Kuwait
who preferred using their credit cards increased
by 15 times compared with 2013. Vij added,
“The convenience, security and benefits that
payment cards offer are aspects that travelers
really value. The study showed that 43% of
Kuwait travelers would have spent more with
wider card acceptance.”

“Considering the travel industry generated
10% of global GDP in 2014, and this is expected
to grow by 3.7% in 20151, this is an important
message for merchants, the government and
industry partners. Our Study also revealed that
56% of Kuwait travelers choose Visa as their pre-

ferred brand when it comes to making overseas
payments. On our part, we want to partner with
the industry to improve electronic payment
acceptance across all aspects of the travel indus-
try and make travel as easy, convenient and
enjoyable as possible for all travelers in this mar-
ket.”

Travelers decisive 
Nearly 4 in 5 of Kuwait travelers know

where they want to go without considering
any other destination, although they also tend
to be spontaneous, with most decision-mak-
ing occurring less than three months before
the trip. In fact, 40% of independent travelers
would book everything at the destination
compared to regional (32%) and global (15%)
average. In terms of booking arrangement, the
trend is similar to that of global with 37% of
Kuwait travelers going on package tours and
63% travelling independently. Travel and
tourism continue to be a priority for Visa, and a
prime focus area in the Middle East and Africa
region. Besides providing the private and pub-
lic sectors with valuable travel trends and
data, Visa also invests efforts in to enhancing
the electronic payments ecosystem for con-
sumers and engaging them to promote travel
in the region. 

Kuwait travelers exhibit high future travel optimism
Latest Visa Global Travel Intentions Study 2015

Amit Vij - Visa Country Manager -
Kuwait

LONDON: While local Chinese fret over the bursting
of the Shanghai stock bubble, global investors are
more worried about the yuan currency which once
seemed destined to rise inexorably. A decade after
China released the yuan from its peg to the dollar,
ever more international money managers no longer
regard the currency as a one-way appreciation bet
that will augment their returns on stocks and bonds in
dollar terms. “For years, one of the arguments was that
the yuan was undervalued and it would go up,” said
Zsolt Papp, client portfolio manager at JPMorgan
Asset Management. This argument has been weaken-
ing for some time, he said. “That’s added more volatili-
ty and uncertainty to your investment decision.”

Foreigners have been fairly sanguine about the $2
trillion wiped off the value of mainland Chinese
shares as they collectively hold less than 2 percent of
the market. They likewise hold only an estimated 2
percent of the $6 trillion local bond market. But they
have major holdings in H-shares, the $3.7 trillion mar-
ket in Hong Kong-listed stock of mainland companies,
and “dim-sum” bonds, the $70 billion-plus market for
yuan-denominated debt issued and traded offshore.

Short-lived volatility
For years, many of these investments were built on

the assumption that the yuan, as the lynchpin of
Beijing’s strategy to rebalance its economy away from
exports and towards domestic consumption, would
move higher. Those bets have been rewarded: since
2005, the yuan has risen about 30 percent in nominal
terms against the dollar. But this course is likely to be
less smooth from now on. Last week a statement from
the cabinet saying China would widen “two-way fluc-
tuation” in the exchange rate to support trade pro-
voked short-lived volatility. This sent yuan traded off-
shore to two-week lows against the dollar.

The People’s Bank of China allows yuan traded
domestically to rise or fall only 2 percent from a mid-

point rate it sets daily. Offshore yuan trade is not con-
strained by this band, although in practice the two
exchange rates usually move in lockstep. Non-deliver-
able forwards, derivatives used to lock in future
exchange rates, indicate the onshore yuan 1 percent
weaker in a year. China could probably benefit from a
weaker currency. Its economy is growing at the slow-
est pace in 25 years and rival exporters, Japan and
South Korea, may enjoy an upper hand thanks to the
weak yen and won.

By contrast the yuan is near record highs in real
effective (REER) terms - versus the currencies of trad-
ing partners and adjusted for inflation - having risen
steadily since its fixed peg was loosened in July 2005,
as this graphic shows: Barclays calculates the yuan is
18 percent overvalued and sees it at 6.35 per dollar by
the end of this year compared with 6.2 now, assuming
the trading band is widened to plus/minus 4 percent.
Expectations that the currency will depreciate could
increase demand for hedging yuan-denominated
assets or cash flows, while reducing appetite for dim-
sum bonds and H-shares, Barclays predicted.

No big bets
Beijing may be far from sanctioning big devalua-

tions, however. It is keen for the yuan to be included
in the International Monetary Fund’s SDR basket of
reserve currencies following a review in November
and is therefore unlikely to allow sharp exchange rate
swings in the meantime. In the past, China has come
under pressure to let the yuan appreciate, particularly
from US politicians who believed it was keeping the
currency artificially weak to gain a trade advantage.
Beijing would probably be anxious to avoid reviving
such criticism. Another sticking point is the $1.7 tril-
lion in total Chinese foreign debt, of which 70 percent
is classed as short-term. A weaker yuan would make it
harder for Chinese borrowers to service this debt.

Perhaps most importantly, devaluation expecta-

tions risk scaring away capital following huge recent
outflows. About $400 billion may have fled China this
year, Goldman Sachs calculates. Outflows and the
resulting instability will outweigh any export gains a
weaker yuan delivers, many argue. Also, a weaker cur-
rency will not boost trade much because China,
already the world’s biggest exporter, wants to move
into higher-value goods, says Ronald Chan, chief
investment officer for Asian equities at Manulife in
Hong Kong. “By depreciating your currency, you are
just going down the chain, not up the chain,” said
Chan, who does not hedge yuan risk.

Reconciled
Investors have become more reconciled to yuan

volatility since early 2014, when authorities engi-
neered falls in the currency to discourage speculators
betting on yuan gains. The yuan fell about 2 percent
to the dollar last year, its first year in the red since a
tiny 2009 loss. Chinese policymakers’ inability to stem
the equity rout has also been a revelation, said
Salman Ahmed, global fixed income strategist at
Lombard Odier. “Until a year ago yuan was seen as a
one-way street.  Everyone knew about issues in the
economy but also that they had $3.9 trillion (in
reserves) to backstop any spillovers. Trust in that
shield has been shaken,” he said.

Ahmed is willing nonetheless to hold bonds, bet-
ting on interest rate cuts. China’s yield premium, or
carry, also remains alluring - 10-year government
bonds yield 120 basis points above U.S. Treasuries
with similar maturities, for instance. David Buckle,
head of quantitative research at Fidelity Worldwide
Investment, says the carry will offset the impact of a
small 3 percent band widening. But he sees risks in
18-24 months’ time if China continues cutting interest
rates. “It’s highly likely the US will have raised rates by
that time and that’s when I can see an environment
where the yuan weakens,” Buckle added.— Reuters

Investors worry more about 
yuan as Chinese stocks dive

Weaker yuan would help flagging China economy

KUWAIT: Etihad Airways’ employees have
raised almost AED 270,000 (7.5 million
Nepalese Rupees) through a company-
wide campaign to help earthquake sur-
vivors re-build their lives and communi-
ties in Nepal. The airline’s employees vol-
unteered and ran a ‘bake and aid’ sale,
organized a sport tournament, a raffle
competition, and other events across the
organization to raise awareness, funds
and support since the tragedy occurred in
May 2015. 

A donation scheme was also set-up
with the National Bank of Abu Dhabi to
collect  f inancial  contributions from
employees for the ‘Prime Minister’s Relief
Fund,’ under the leadership of Sushil
Koirala, the Prime Minister of Nepal. Ray
Gammell, Etihad Airways’ Chief People
and Per formance O ff icer,  said:
“Volunteering and giving back to our
community, as well as to the communities
in which we operate is part of Etihad
Airways’ culture. We are proud that year
after year, our people have generously
provided their time and resources and
donated financially to such important
causes.” 

In addition to the efforts of Etihad
Airways’ employees, the disaster response
initiative also included the provision of
food, water, clothing, tents, medical kits
and other items, delivered through the

UAE Red Crescent to Kathmandu and sur-
rounding areas. The airline flew over 52
emergency relief workers and items from
the US,  Europe,  and Austral ia  to
Kathmandu through Airl ink,  a global
agency which coordinates airline partners
to provide support in emergency situa-
tions and provided over 5,000 blankets. To
date, 10,000kg of excess baggage for
relief items has been provided on special
request free-of-charge to passengers who
are travelling to Nepal.

Etihad Guest, Etihad Airways’ award-
winning loyalty program, also established
a dedicated page on the donations sec-
tion of its Etihad Guest Reward Shop web-
site and invited its members around the
world to support the cause by contribut-
ing their miles. As a result, over 30 million
miles were donated by Etihad Guest
members.  “As individuals, and as an air-
line, we will continue making a difference
where we can, and our thoughts remain
with everyone affected by the earth-
quake. Our more than 600 Nepalese col-
leagues and their families are a key priori-
ty and being by their side is crucial at this
time,” said Gammell. Etihad Airways is
continuing its efforts in partnering up
with organizations in Nepal to support
move displaced communities with essen-
tial items, ranging from tents to perma-
nent housing. 

Etihad airways employees raise AED 
270,000 for Nepal’s quake survivors 

DUBAI: Huawei’s revolutionary new
smartphone, Honor, has surpassed all
expectations as figures were released
for the first half of 2015. Revenue has
catapulted to USD 2.63 billion and the
number of units has increased dramati-
cally to more than 20 million devices - a
figure the brand is hoping to double by
the end of the year. This phenomenal
growth means that sales for Honor in
the first six months of 2015 has already
exceeded revenue for the whole of
2014, indicating 100% growth year on
year.

The H1 announcement that Huawei
Smartphones grew by 39% - driven
largely by the Honor brand - comes as
global smartphone demand recorded
just a 7% growth over the same period
last year, according to independent
market research giants GFK. Honor,
regarded as Huawei’s flagship Internet
Mobile Device brand, now accounts for
40% of Huawei’s entire 48.2 million
smartphone shipments. As Honor con-
tinues its rapid growth into new and
emerging markets, five countries in the
Middle East including the UAE will be a

key factor in its expansion plans this
year. When Honor 6 Plus was launched
in May via Souq.com, the device sold
out within a week, prompting the e-
brand to ship more devices to meet
local demand. 

Chris Sun Baigong Vice President of
Huawei Honor in the Middle East com-
mented, “As a bold and brave new
brand, which was launched globally as
recently as the end of 2013, we have
already received highly positive feed-
back in comparison to other brands. We
are excited to be entering the Middle
East market and see huge potential to
grow by offering something unique to
our new dynamic customers.” As one of
the fastest growing mobile devices in
the industry, Honor has become the
world’s No1 Internet mobile phone
brand, having already entered 74
regions and countries across the world
and listing its overseas shipment at 3
million units. Currently an Honor device
is sold every 1.5 seconds and the com-
pany is looking for a 10% market share
in online phone sales in the Middle East
for 2015. 

Honor H1 figures take smartphone
growth to a new level

NEW DELHI: General Motors Co will
invest $1 billion in the next few years
to turn operations in India into a new
global export hub aimed at boosting
sales in fast-growing emerging mar-
kets, top executives said yesterday.
The investment is part of GM’s plan to
invest $5 billion over several years to
develop a global family of Chevrolet
vehicles with Shanghai Automotive
Industry Corp (SAIC), the state-owned
Chinese automaker that is GM’s pri-
mary partner in China. 

“GM cannot remain a global leader
without making a serious investment
towards expanding our presence in
growth markets like India,” GM Chief
Executive Officer Mary Barra said at a
briefing in New Delhi. India’s automo-
bile market has been sluggish for the
past few years, with annual sales of
less than 3 million cars. But by 2020
analysts expect India to become the
world’s third-largest passenger vehi-
cle market after China and the United
States.

GM will launch 10 new domestical-
ly manufactured vehicles in India over
the next five years in a push to double
its market share in the country by
2020, Stefan Jacoby, GM’s chief of
international operations, told a news
conference. GM sold 56,700 vehicles
in India in 2014 and had a market
share of 1.8 percent. With India domi-
nated by Japanese and Korean

automakers like Suzuki Motor Corp
and Hyundai Motor Co, Western firms
l ike  GM,  Ford Motor  Co and
Volkswagen AG have found it tough
to ramp up domestic sales.

Export hub
GM’s decision to make India an

export base mirrors similar moves by
Ford and VW, which are ramping up
expor ts  f rom the countr y  to  take
advantage of  low labor costs  and
profit from economies of scale. “With
this investment we plan to tap India’s
potential as a market and as a low-
cost  manufac tur ing base for  the
future,” Jacoby told Reuters  in  an
interview. The move is also seen as
likely to take some of the strain off
GM’s  South Korea operat ion.  The
automaker’s operation there has been
a low-cost export hub for years, pro-
ducing close to a fifth of its global
output, but has been overshadowed
by rising labor costs in recent years.
However,  the I ndian expansion
doesn’t herald a gradual move away
from GM’s use of South Korea as an
expor t  base,  Jacoby said.  He said
South Korea wil l  continue to be a
manufacturing and export base for
automobiles designed for mature and
developed markets such as the United
States and Europe, while India will
likely be harnessed as an export base
for emerging markets.— Reuter

Chris Sun Baigong 

GM to invest $1 billion in India; 
plans to double market share 


