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Air Arabia signs agreement with 
SAP for cloud-based HR system

SHARJAH: Air Arabia - the Middle East and North
Africa’s first and largest low-cost carrier (LCC), has
announced yesterday that it has signed an agreement
with SAP - a global market leader in enterprise appli-
cation software for a new cloud-based Human
Resources system. 

The new system “SAP SuccessFactors” will provide
Air Arabia with advanced capabilities across all HR
functions using some of the latest technologies and
cutting edge human capital management software
solutions.

Adel Al Ali, Group Chief Executive Officer, Air
Arabia, said: “Since its launch, Air Arabia has always
adopted smart and cutting-edge technologies that sup-
ports that carrier’s ever growing operations with relia-
bility and efficiency. The new agreement with SAP is in
line with this strategy and we look forward to working
together to make this project a success.”

Julien Bertin, Managing Director, SAP said: “We
have developed the SAP Model Company for Human
Resources service to support digital HR transformation.
We are confident that Air Arabia’S human capital func-
tion will considerably benefit from a ready-to-run, pre-
configured SAP SuccessFactors solution based on lead-
ing practices for end-to-end HR business processes.
We are proud to have partnered with Air Arabia and we
look forward to a successful collaboration.”  

Through this agreement, Air Arabia will acquire
advanced capabilities across all its Human Capital
functions via the use of the latest technologies pro-
vided by SAP SuccessFactors scope, which include
core employee management functions, the payroll
system, employee self-service, recruitment and
onboarding, performance and goal management,
learning management, manpower planning and many
additional features. 

Oriental Insurance 
chairman visits
Kuwait
KUWAIT: The Chairman and Managing Director of
India’s State-owned  Oriental Insurance Company
(OIC), A V Girija Kumar and the General Manager
of OIC, Anil Srivastava, who are on a two-day offi-
cial visit to Kuwait, expressed their appreciation at
the long and successful partnership with their Chief
Agents in Kuwait, the Al Mulla Group. 

“Since 1985, when Al  Mul la Group was
appointed as our Chief Agent, the two companies
have enjoyed an excellent relationship,” Girija
Kumar said.

The officials met the Al Mulla group officials
along with Hormuzda Davar, Director of Financial
Services at Al Mulla Group and Siddhartha
Mukherjee, the Resident Manager Oriental
Insurance in Kuwait and held various meetings with
their sponsor Al Mulla group in Kuwait. Oriental
Insurance, which specializes in non-life and general
insurance in Kuwait offers a wide spectrum of
insurance coverage, including marine, fire, engineer-
ing and motor. Oriental Insurance Company, with
over  1,000 offices spread across the country is the
third largest general insurance provider in India.

‘SAP SuccessFactors’ to use cutting edge human capital software solutions

Enjoy gentle and 
efficient one-stroke
hair removal with
Panasonic’s ES-EL8A
KUWAIT: Flawless, smooth skin in one stroke is now pos-
sible, thanks to Panasonic’s new breakthrough ES-EL8A
epilator!  A harmonious fusion of innovative features
makes the ES-EL8A a versatile, highly-effective hair-
removal solution for today’s busy women of Kuwait. This
wet/dry epilator also features a completely new design
with core improvements to head shape disc structure and
motor performance, thus enabling efficient yet comfortable
hair removal.

Furthermore, users, in just a single stroke of the ES-
EL8A, can remove more unwanted hair, allowing them to
take back some of their precious time.  The head, which is
30 percent wider than conventional epilator models, meas-
ures 32.4mm and can also be flexed through 900, making it
possible to cover uneven contours of the body for a totally
fuzz-free skin. 

The ES-EL8A is equipped with a Double Disc system
to ensure that any hair missed by the first disc is neatly
caught by the second disc. To further ensure hair-removal
efficiency, Panasonic built the epilator with 60 tweezers
onto its pivoting head, thus it is able to catch more hair in
one stroke.  What’s more, the two tweezer tips that grip
the hair have been created longer and given wider open-
ings, yet they align perfectly so that hair as short as 0.5mm

gets caught and removed from the root completely.
Osama Slim, Whole sale manager at Al-Yousifi compa-

ny said, , “The ES-EL8A is a brilliant beauty gadget to
help you pamper even more of your body. It is unmatched
in features and efficiency, and Panasonic engineers devel-
oped this premium epilator to fit into the busy lifestyles of
Kuwaiti women.  With a water-resistant design for both
wet and dry epilation, you can use the ES-EL8A in the
bath or shower to warm and soften your skin for even gen-
tler hair removal.  Its ingenious design also lets you pour
shower gel directly onto the epilator head to create fine
foam so that you can softly and gently remove unwanted
hair from the roots.  Another amazing thing about the ES-
EL8A is it can be your multi-function beauty tool with its
various deluxe attachments for optimal body care.”

The ES-EL8A is a nine-piece kit.  In addition to its
leg/arm epilation head, carry pouch and cleaning brush,
the epilator comes with other functional attachments for
total pampering bliss: an underarm/bikini epilation head,
shaver head, pop-up trimmer, bikini comb, a gentle cap for
epilation beginners and a foot care attachment included
for smoother feet.  

Consistent with Panasonic’s high-quality Japanese
craftmanship, the ES-EL8A is a solidly built piece of tech-
nology with other key features you will love: a full-hour
charge that offers 30 minutes of cordless operation; a
waterproof enclosure design for easy cleaning; a user-
centric shape that makes the handle easy to grip and to
steer for maximum control; a three-speed setting so you
can choose the ideal operating power depending on the
part of body to be treated; and, an LED light to illuminate
hard-to-see areas further ensuring that every strand of
unwanted hair is removed. The ES-EL8A Epilator is now
available in Kuwait at all Best Al-Yousifi Electronics
Showrooms as well as all authorized distributors. 

Europe’s new 
data law upends 
global online 
advertising
LONDON: Europe’s new data privacy law has
put a small army of tech firms that track peo-
ple online in jeopardy and is strengthening the
hand of giants such as Google and Facebook
in the $200 billion global digital advertising
industry. The General Data Protection
Regulation (GDPR) brought in by the
European Union in May is designed to protect
personal information in the age of the internet
and requires websites to seek consent to use
personal data, among other measures.

The ability to track internet users has
attracted hundreds of companies that harvest
and crunch user data from websites - with or
without the consent of the site owner - to form
very specific individual consumer profiles.

GDPR poses a challenge to those groups
because they all need consent to use the data.
While sites often request consent on behalf of
the ad tech firms they use directly, uncertainty
over whether every link in the supply chain is
GDPR-compliant is pushing some to leave
Europe altogether.

Concerns about GDPR should, however,
benefit Alphabet’s Google and Facebook as
their loyal customers are more likely to give
consent to carry on using sites, allowing the
US giants to keep amassing and analyzing vast
amounts of GDPR-compliant data that adver-
tisers will pay to use.

Big publishers such as national newspapers
are also likely to keep their readers and
believe they can benefit by eventually charging
advertisers more for online slots in the knowl-
edge they are compliant with the new EU
rules. “It’s challenging for the digital ecosys-
tem,” said Mark Read, joint boss at the world’s
biggest ad agency, WPP.

“But if consumers feel confident that their
data is being protected and they understand
how it is being used and it’s done with permis-
sion, ultimately that should be a good thing for
clients and for us,” he told Reuters.

Tangled web 
From a standing start nearly 30 years ago,

the internet has become the largest advertising
medium in the world because it allows firms to
target consumers with ads based on anything
from their browsing history, comments, spend-
ing power to location. Within the tangled
ecosystem are multiple firms that help brands
and ad agencies connect to sites that fund
content with targeted ads. For every dollar
spent by an advertiser, about half may go to ad
tech groups, according to industry estimates.

When an internet user pulls up a page mul-
tiple bid requests are sent into the advertising

ecosystem touting facts about the person such
as demographics and interests, as well as the
nature of the site they are viewing.

That personal data can then pass through a
dozen or more ad tech firms before a company
or ad agency bids at an auction for space on
the website and an advert is loaded. It is that
spread of personal data that risks breaking the
new EU privacy law.

For example, a firm that provides ads for a
website viewed on a mobile phone may use
other partners not included in the compliance
chain to provide information about a user’s
location. That doubt about compliance is
threatening the myriad ad tech middlemen and
is also prompting advertisers and publishers to
rethink how they share their user data. “In a
world where we are putting the consumer first,
there are only going to be so many opportuni-
ties for the very colorful ecosystem of compa-
nies to obtain consent,” said Andrew Casale,
head of ad group Index Exchange
http://www.indexexchange.com.

Uncertain times 
In the midst of the disruption, some ad tech

groups are pulling out of Europe. Harry
Kargman, founder of mobile ad firm Kargo
https://www.kargo.com, told Reuters the
company had withdrawn for now because it
did not know how GDPR would be applied.

“There is too much uncertainty,” he said. “And
I don’t think (that will change) until they apply it
in specific cases.” Verve https://www.verve.com,
a company that helps advertisers target con-
sumers on mobiles based on location, and
Drawbridge https://www.drawbridge.com, a
cross-device user data firm, have both stopped
operating ad businesses in Europe.

Factual https://www.factual.com, another
company that provides consumer data based
on their location, also temporarily scaled back
its operations in Europe after realising the
mobile apps it relies on “could not safely claim
they were compliant”.

Others groups higher up the food chain
have also been hit. France’s Publicis, one of the
world’s top five advertising companies, said it
had felt the effect. “Advertisers were cautious
about spending money in supply chains that
they weren’t absolutely sure they could target
safely or legally,” said Steve King, CEO of
Publicis Media.

Kargo’s Kargman expects Facebook and
Google to benefit from the uncertainty. The
two companies are likely to receive a high ratio
of user consent given their loyal customer base
while both own high-quality data because
users post likes, dislikes and location, or search
for areas of interest on Google or YouTube.
The companies also have deep pockets so can
ensure they are compliant, throwing engineers
and lawyers at the problem and reassuring
brands at a time of uncertainty.

But they too have had to make changes.
Facebook lost about 1 million European
monthly active users after GDPR and it said a
desire by some users to avoid targeted ads is

likely to lead to a modest revenue hit. In
response to GDPR, it has asked advertisers to
certify they have the proper consent to use
any data from third-party brokers, potentially
shedding itself of some liability.

Google is also requiring publishers to
secure consent when using its ad products on
their properties. Marketers and partners also
need to now use more of Google’s own servic-
es. It has stopped providing easy access to
lists that helped companies evaluate the suc-
cess of their ads by showing which users
clicked on them. Advertisers must now use
Google’s Ads Data Hub application to measure
the effectiveness of campaigns.

Google declined to comment for this article.
It has previously said GDPR is a big change
and is working with partners on compliance.

Good news for publishers?
Of the more than 20 executives spoken to

by Reuters, from ad bosses to publishers, tech
groups, brands, lawyers and consultants, all
expect the supply chain to thin out - leaving
publishers to potentially receive a greater slice
of ad revenue. “Given the number of actors it
could take some time though,” said Phil Smith,
head of UK advertiser trade body ISBA
https://www.isba.org.uk.

Leading British sports website
GiveMeSport https://www.givemesport.com is
one publisher hoping the biggest overhaul of
data privacy laws in more than 20 years will
challenge the system. “There are too many
middlemen and they’ve been eating the cake,”
General Manager Ryan Skeggs said. “We’re
hoping GDPR will help weed them out. The
sites that do well, theoretically speaking,
should then make more money.”

Three of the leading UK newspaper groups
- Rupert Murdoch’s News UK
https://www.news.co.uk, The Guardian
https://www.theguardian.com and The
Telegraph https://www.telegraph.co.uk - have
joined forces in the Ozone Project to sell their
online inventory, or ad space, together, offer-
ing advertisers access to 39 million users.

Project leader Damon Reeve said publish-
ers had lost control of their data to tech ven-
dors. By compiling only quality inventory, he
hopes marketers and publishers will start shar-
ing user data directly - making them less
reliant on third parties. That should provide a
boost to the newspaper industry which is still
grappling with the shift online, where ad rates
are far lower than those charged for a space in
a physical edition.

“By 2020, Ozone could add circa 30 million
pounds ($38 million) per annum - not a trivial
contribution to a national newspaper news-
room,” said analysts at consultancy Enders
Analysis https://www.endersanalysis.com.
Adam Smith, a director at WPP’s media buying
arm GroupM https://www.groupm.com,
agreed the focus on user compliance was like-
ly to cut the amount of available inventory.
“That feeds into price inflation for the sought
after inventory,” he said. — Reuters

Adel Al Ali, Group CEO, Air Arabia and Julien Bertin, Managing Director, SAP during the signing ceremony

26 new winners
in Al-Hassad
Islamic account
this week
KUWAIT: Ahli United Bank recently con-
ducted its Al-Hassad Islamic account weekly
draw, Kuwait’s leading sharia- compliant
rewards program that offers a broad range
of prizes to the largest number of winners,
on the 22nd of August 2018. The account
provides 26 weekly prizes that are com-
prised of KD 25,000 as a grand prize and 25
other prizes valued at KD 1,000 each. AUB
also offers four quarterly prizes that are val-
ued at KD 250,000 to each winner allowing
them to achieve their dreams of travelling,
studying abroad, or owning their dream
home or car.

On this occasion Ahli United Bank
announced, “With this draw, we are adding
26 new winners and prizes to the Al-
Hassad Islamic account whereby, the total
number of winners annually will include
more than 1300.

The weekly grand prize winner of KD

25,000 Fatema Ahmed Ebrahim. 25 other
winners won prizes of KD 1,000 and are as
follows: Fahad Hamad Al-Dasmah, Abd Al-
Rasoul Khan, Khalid Mohamed Alokaili,
Abdullah Muhawesh AlDeweesh, Antoun
Tawfiq Fakhoury, Khald lafi Al Otabi,
Anyukourn Chanphirom, Mohammad
Khaled AlRubaiaan, Bader Sulaiman Al
Saqoubi, Nourah Saud Al-Muhanaa, Faisal
Ebrahim Al-Azmi, Tahani Hamad Al-Enezi,
Mahmoud Mohammad Ahmad, Ahmad
Mazyad Al-Otaibi, Anwar Othman Al-
Anjery, Mekhled Matar Al-Huraiji, Nawaf
Sulaiban Al-Harbi, Saleem Mohd Kalid,
Radhi Rafhan Al-Sulaimani, Zahra Abdulla
Khazna, Helmy Elsayed Elshaer, Mona
Ebrahim Jassim, Ali Ebrahim Khamis,
Khairiya Abdulla Dashty  and Jaffar Ahmed
Al Mughargher.                                                                    

Al-Hassad Islamic account’s customers
in Kuwait and Bahrain are eligible to par-
ticipate in the draw in line with the pro-
gram’s terms and conditions.

Ahli United Bank added, “There are
increased opportunities that await our cur-
rent customers and those who are interest-
ed in opening an Al-Hassad Islamic
account to benefit from the wide range of
prizes and opportunities offered this year.”
Individual customers can open their
accounts with a minimum deposit of KD
100, qualifying them to enter the draw. 

Economist 
to become 
Slovenian 
finance minister 
LJUBLJANA: Economist Andrej Bertoncelj
is to become Slovenia’s finance minister in
the minority centre-left government of
Prime Minister designate Marjan Sarec, a
spokeswoman for Sarec’s party said yester-
day. Bertoncelj’s main task will be to keep a
lid on public spending in the small Alpine
country and reduce public debt which
reached 73.6 percent of GDP last year,
down from 78.6 percent in 2016, but was
still well above the 60 percent of GDP level
allowed for European Union members.

Outgoing Prime Minister Miro Cerar
will become foreign minister, replacing
Karl Erjavec who shifts to defense, while
Economy Minister Zdravko Pocivalsek will
retain his portfolio, the spokeswoman, Nika
Vrhovnik, told Reuters.

Parliament is due to confirm the new
government in the first half of September
after ministers have presented themselves
to parliamentary hearings. Bertoncelj, who
is an independent, is a member of the man-
agement board of state investment fund
Slovenian Sovereign Holding, which man-

ages state assets and is in charge of priva-
tization of state firms.

Before that he worked at a university as
a professor of management after holding
top positions in two pharmaceutical com-
panies previously. He will replace the out-
going finance minister Mateja Vranicar
Erman. Earlier in August parliament elected
Sarec as the next prime minister following
a June 3 election in which the center-right
anti-immigrant Slovenian Democratic Party
got most votes but lacked coalition part-
ners to form a government.

Sarec, who heads the The List of Marjan
Sarec (LMS) party, formed a coalition with
four other center-left parties - the Social
Democrats, the Party of Modern Centre,
the Party of Alenka Bratusek and pension-
ers’ party Desus. The five parties hold 43
out of 90 parliamentary seats but have
agreed with the left-wing party the Left,
which holds 9 seats, that it will support the
government in its key projects although it
will not join the coalition.

Some analysts say the minority govern-
ment will find it hard to complete its four
year mandate due to differences between
the coalition partners.

One of the first tasks of the new gov-
ernment will be to sell a majority in
Slovenia’s largest bank Nova Ljubljanska
Banka (NLB). Slovenia has committed itself
to selling the bank in exchange for
European Commission’s approval of state
aid to the bank in 2013. — Reuters


