
B U S I N E S S
TUESDAY, AUGUST 1, 2017

KUWAIT: Al-Babtain Group is proud to
announce that its champion technician
Ramesh Rajan has been officially awarded
the highly coveted 2015-2016 Nissan
Service Technician Excellence
Competency Global Award (NISTEC).
Rajan won the NISTEC gold medal in the
regional contest in Dubai in February; his
performance there was judged to be
among the top performing technicians
among over 44,000 technicians globally,
leading to the global award. Nissan Motor

Co Ltd, Japan’s then-President & CEO con-
veyed his compliments to Rajan in an
appreciation letter applauding his out-
standing achievement. A felicitation meet-
ing was held at Al-Babtain in the atten-
dance of Al-Babtain Group CEO Saleh Al-
Babtain, COO Mohamed Shalaby, CHRO
Abdulmohsen Al-Babtain and senior man-
agers to congratulate  Rajan.  Speaking on
the occasion,  Saleh said, “It brings us
great pride to applaud one of our own as
he demonstrates superior skills and an

indomitable drive to excel. We are on a
constant road to enhanced performance
which requires the right talents as they
help to meet the company’s operational
and strategic goals.” 

“We congratulate Ramesh Rajan for
advocating our groups long standing
principles modelling passion, integrity
and commitment. At Al-Babtain, we heavi-
ly invest in our staff as they are the key to
meeting customer’s demands in a com-
petitive environment. As a winner of pre-

vious regional qualifications as well, it
gives us great pride to support his contin-
ued growth and fulfilment as he continues
to surpass customer expectations,”
Shalaby remarked.

Al-Babtain Group was founded in 1948,
to present a model of honesty, integrity
and total dedication, gaining a solid repu-
tation in the State of Kuwait and the
Middle East area.  

Today, Al-Babtain Group has licensing
rights for some of the world’s leading

brands stretching the globe from the USA
to the Far East.  For more than 60 years, Al-
Babtain Group has experienced continued
success and a large measure of this suc-
cess came from the Group’s advanced flex-
ible management style and long-term
vision. These astounding results were
achieved due to a versatile strategic for-
mula focusing on growth amongst its
sphere of activities; including automotive,
technology, investment, information tech-
nology, industrial and Finance. 

Al-Babtain wins 2016 NISTEC global award
Demonstration of highest levels of skill and professionalism in aftersales service

KUWAIT: Memac Ogilvy, the leading advertis-
ing and public relations agency in MENA, suc-
ceeded to partner with Zain Iraq, part of Zain
Group - the leading telecom and mobile data
service provider across MENA, to offer commu-
nication services following a lengthy review
with competitors. Held at Zain Iraq headquar-
ters in Baghdad, the signing ceremony was
attended by senior executives from Zain Iraq
and Memac Ogilvy Beirut marking the strategic
communication partnership including adver-
tising, public relations and social media.

Based on tough standards and lengthy
review, Memac Ogilvy Beirut was selected for
its team’s dedication, passion in addition to
common strategic vision and enthusiasm in
presenting a creative and strategic full-fledged
proposal in line with Zain Iraq business and
communications objectives. As part of the
partnership, Memac Ogilvy Beirut will create a
custom roadmap for Zain Iraq tapping into the
competitive landscape to create a recognizable
telecom brand across Iraq.

“Memac Ogilvy stood out from competition
showing an absolute understanding of our
business and market needs as well as chal-
lenges. The team grasped our objectives and
managed to translate them into a creative
approach,” said Ali Al-Zahid, CEO of Zain Iraq.
“We look forward for their fresh thinking in line
with the local community evolution, to meet
our subscribers’ aspirations and exceed the
Iraqis expectations,” he added.

As part of this partnership, Memac Ogilvy
Beirut will develop a custom roadmap for Zain
Iraq, handling its communication strategy, cor-
porate reputation management, advertising,
activation, public relations and social media.

“Zain Iraq is committed to provide innova-
tive services that meet the Iraqi consumers’
needs especial ly  i ts  subscribers,” said
Mohammed Samir Ban, Chief Commercial
Officer at Zain Iraq. “Memac Ogilvy will help us
achieve this goal by developing communica-
tion strategies including solutions that will
enable us to reach our subscribers efficiently
and keep them informed about our latest serv-
ices and offerings,” he added. 

“We are proud to partner with Zain Iraq. The
demand for our services is stronger than ever

and this is evident by increasing the breadth of
our practice areas and growth in our profes-
sional staff. Zain Iraq chose Memac Ogilvy for
our solid strategy developed based on a mar-
ket research and insights discovered by our
team members,” said Edmond Moutran, CEO
and Chairman of Memac Ogilvy MENA. 

“The addition of Zain Iraq to our clients’
portfolio in Beirut represents the next chapter
in our “ambitious growth story”. Our team
chal lenged themselves to outper form in
developing a full-fledged proposal around
Zain Iraq role in the Iraqi telecom sector with-

in a challenging timeline,” said Naji Boulos,
Managing Director of Memac Ogilvy Beirut.
“We believe that our partnership with Zain
Iraq and its team will help us provide the sup-
por t required to achieve their  marketing
objectives and meet subscribers’ aspirations
across Iraq,” he added. 

The strategic partnership between Zain Iraq
and Memac Ogilvy harnessing the power of a
wide-array of communication tools - including
advertising, marketing and PR - to propel the
brand positioning as a telecom leader setting a
new benchmark in quality standards. 

Memac Ogilvy partners 

with Zain Iraq telecom 
Agency to manage its ad, PR and social media

NAIROBI: The butcher is closed, metres of
shelves are empty save for a single brand
of shampoo and, worst of all, the toilet
paper is out-of-stock. Once a Kenyan suc-
cess story, homegrown Nakumatt super-
markets are grappling with product short-
ages so severe even the country’s best-
known cartoonist has taken notice, lam-
pooning the company’s slogan in a recent
drawing as, “You need it, we don’t have it”.

The dizzying fall of East Africa’s largest
retailer has been blamed on a combina-
tion of bad management,  misguided
expansion plans and increased competi-
tion, and many industry insiders say the
damage wrought on the company is so
severe that it may not survive.

“It’s what I call a perfect storm, where a
series of events have come together to
create the position that we’re in,” said
Andrew Dixon, a former executive with
Britain’s Tesco supermarket recently hired
to head up Nakumatt’s marketing.

The chain’s position today is indeed a
tenuous one: Nakumatt has become so
bad at paying its bills that some suppliers
demand to be paid upfront or refuse to
deliver. The landlord of one supermarket
recently raided the premises and seized
merchandise in lieu of unpaid rent.

It wasn’t always like this.  Nakumatt’s
transformation from a one-store mat-
tress retai ler  into a region-spanning
grocery empire is a fairy-tale saga in a
countr y where entrepreneurship is a
cardinal virtue.

The chain’s  stor y star ts  in 1979 in
Kenya’s Indian community, when a father,
fresh off of the bankruptcy of another
business, started a mattress store with his
two sons in  the R i f t  Val ley town of
Nakuru. The store was named “Nakuru
Mattresses,” which was later contracted to
Nakumatt and what would become one
of the best known brands in East Africa.
The shop flourished and by the mid-
1980s the family opened their first store
in the capital Nairobi. The current difficul-
ties have seen two Nairobi stores and
three in Uganda shuttered.

However the business still employs
7,000 people and has 45 stores in Kenya,
eight in Uganda, three in Rwanda, five
in Tanzania and does annual sales of
$600 million (511 million euros), accord-
ing to Dixon. 

Bad luck 
Dixon has identified three reasons for

Nakumatt’s struggles.
The first was a stroke of bad luck-the

September 2013 attack by jihadists on the
Westgate mall in Nairobi that left 67 peo-
ple dead and destroyed Nakumatt’s flag-
ship store, which Dixon said accounted for
10 percent of the company’s turnover.

The second is the proliferation of malls
in the capital. In its policy of expansion,

Nakumatt has had to commit to opening
new markets years in advance, and some-
times, when they finally do open, they end
up not being as successful as expected.

The final blow is Kenya’s economic
growth, which, while strong, is less than
Nakumatt anticipated.

“We had originally put together a busi-
ness plan which had assumed a certain
growth in the economy. That growth has
now slowed,” Dixon said, adding that the
retail sector’s share of GDP has dropped
from 12 percent to 6 percent. Sources
among Nakumatt’s competitors point to
a fourth reason: the company’s acquisi-
tion at the end of 2016 of minority share-
holder John Harun Mwau’s stake in the
chain for a sum Kenyan media reported
to be at least $30 million.

In 2011, American investigators froze
Mwau’s assets in the United States over
allegations that he was involved in drug
trafficking, a charge he denies. The busi-
nessman and politician’s scandalous repu-
tation was seen as hampering Nakumatt’s
quest to convince investors to inject $75
million into the company.

The giants in waiting 
The time for Nakumatt to sort out its

affairs is running out. Wholesalers, who
have relied for years on Nakumatt’s busi-
ness to connect them with Kenya’s rising
middle class, are losing patience.

So, too, are mall owners, who have
watched the balance of unpaid rent from
the stores grow by the month. The land-
lord of one shopping centre in Nairobi’s
northern outskirts grew so tired of waiting
that in early July they raided the Nakumatt
on their premises,  seizing trucks, televi-
sions, trolley and refrigerators to auction
in a bid to  recover 51 million shillings
($491,000) in unpaid rent.

Julien Garcier, managing director of
market research company Sagaci, said
Nakumatt did not only need new
investors, but fresh ideas and outside
expertise. “Yes, they have been around for
a long time, but above all, it ’s a family
business and they are now facing a fairly
sudden rise in competition and their lack
of know-how is making them make
expensive mistakes,” Garcier said.

That competition is not just from local
brands l ike Tuskys,  Chandarana and
Naivas, but also from France’s Carrefour
and American chain WalMart, both of
which have recently emerged-albeit on a
small scale-on the scene in Kenya. At the
opening of a WalMart-owned Game super-
market in 2015, a local television station
came across Nakumatt boss Atul Shah
browsing the aisles,  who made what
seemed to be an admission of weakness.
“The biggest trouble I go through is, what
next?” he told the journalists. “Always,
we’re looking for ideas.” — AFP

LONDON: Britain does not intend to low-
er taxes far below the European average
in order to remain competitive after
Brexit but rather expects to keep a recog-
nizably European economic and social
model, finance minister Philip Hammond
said. Hammond himself had suggested in
January that Britain may have to change
its economic model to remain competi-
tive in the event that it left the European
Union without having secured an agree-
ment on market access.

Hammond, who had campaigned for
Britain to remain in the EU ahead of last
year’s referendum, is seen as a proponent
of a relatively “soft Brexit”, sometimes put-
ting him at odds with cabinet colleagues
who yearn for a cleaner break with the bloc.

Senior ministers have given conflicting
signals over key issues such as whether
free movement of people could continue
after Brexit, with divisions coming out into
the open since the ruling Conservatives
lost their parliamentary majority in June.
In an interview with French newspaper Le
Monde published over the weekend,
Hammond was asked whether Britain
would play the low-tax card to remain
economically attractive after Brexit.

“It is often said that London would
consider launching into unfair competi-
tion in terms of fiscal regulation. That is
not our project or our vision for the
future,” Hammond was quoted as saying
in response. “The amount of tax that we
raise, measured as a percentage of GDP, is
within the European average and I think
we will remain at that level. Even after we

have left the EU, the United Kingdom will
keep a social, economic and cultural
model that will  be recognizably
European.”

Deviation
The comments were markedly different

from Hammond’s responses in his January
interview with German newspaper Welt
am Sonntag, which were seen as a thinly
veiled threat to use corporate tax as a form
of leverage in Brexit negotiations. Asked
directly whether Britain would lower cor-
porate tax, Hammond had said that while
he hoped Britain would remain a
European-style economy with correspon-
ding tax and regulation systems, it may
have to change its model if it left the EU
without agreement on market access.

“In this case, we could be forced to
change our economic model and we will
have to change our model to regain com-
petitiveness,” Hammond said. “We will
change our model, and we will come
back, and we will  be competitively
engaged.” In his Le Monde interview,
Hammond was also asked to comment
on the prospect of banks potentially
moving part of their activities after Brexit
from the City of London to EU cities such
as Frankfurt, Paris or Dublin. Hammond
responded that it would be “very danger-
ous for Europe” to fragment the financial
services market based in the City, which
he described as an important component
of the British and European economies.
“The big winner would not be Paris or
Frankfurt, but New York. —Reuters

NAIROBI: Customers shop in a Nakumatt supermarket in Nairobi yesterday. Once a
Kenyan success story, homegrown Nakumatt supermarkets were grappling with
product shortages so severe even the country’s best-known cartoonist has taken
notice, lampooning the company’s slogan in a recent drawing as, “You need it, we
don’t have it”. — AFP
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