
KUWAIT: In collaboration with Ford Middle
East, Alghanim Auto - the only Ford-autho-
rized importer in Kuwait - held the second
annual appreciation event for its Motorcraft
genuine spare parts partners on the 13th of
May 2018 in appreciation for their business
and continued support in 2017. The event took
place at the Jumeirah Messilah Beach Hotel
and Spa and was attended by over 120 busi-
ness partners, Alghanim management, and
Ford Middle East management.

Opening the night, Amirthan Xavier
Stephen, Aftersales General Manager -
Alghanim Auto, said: “Through Motorcraft
genuine spare parts, Ford is committed to pro-
viding the best quality spare parts and lubri-
cants to better serve the large base of Ford
customers in Kuwait and ensure the durability
and long-life of their vehicles. We at Alghanim
Auto are also committed to ensuring all Ford
owners have reliable and convenient access to
Motorcraft genuine spare parts, and this can
only be achieved thanks to all of you, our trust-
ed customers and partners here in Kuwait”.

The event entailed a product presentation
by Neil Ross Business Development Manager
at Ford Middle East, featuring the current
Motorcraft line up of products available at
Alghanim Auto in Kuwait. During the presen-
tation, Neil Ross, spoke of the variety and high
quality of Motorcraft products, saying:
“Together with Alghanim Auto, we are com-
mitted to making all Ford and Motorcraft
products and services available for customers
in Kuwait. As you all know, Motorcraft genuine
spare parts are recognized internationally for
quality and reliability, enabling our partners to
provide superior genuine spare parts and
lubricants to their customers. 

During the presentation, Alghanim Auto
also introduced the latest carburetor cleaner
from Motorcraft, the XC 52 B1 developed
specifically for the region. Neil Ross, present-
ed the new superior quality product formulat-
ed for a wide range of automotive applications,
which dissolves and penetrates rust and corro-
sion along providing lubrication to help free
metal fasteners, bushings and press-fit con-
nectors. The revolutionary XC 52 B1 can be
used as an effective degreasing agent as it
removes gums and other deposits from air/fuel
induction systems of gasoline engines.
Additionally, it frees sticking valves and slug-
gish compression rings and purges excessive
deposits from the combustion chambers. What
distinguishes the new carburetor cleaner the
most is its availability in a larger volume, yet at

a better value in comparison to other available
competitive brands in the market.

In tribute to made efforts and accomplished
sales during 2017, Ford Alghanim distributed
32 awards to Motorcraft’s business partners
for their support and generated business
promising them to make the best out of 2018
through coordinated efforts and necessary
support to allow mutual growth for all.

The award ceremony was followed by an
assisted demonstration on the Motorcraft
product stations that were set up on-site,
allowing guests an opportunity to see and feel
products such as lubricants, chemicals, batter-
ies, brakes, filters. Motorcraft originated in the
USA in the 1950s as the Ford Parts Division
acquired assets from the Electric Autolite Co.
in 1962 before officially becoming Motorcraft
in 1972. The company has built its reputation

on the three pillars of safety, durability and
value. Motorcraft offers more than 300,000
part numbers split over 24 major product cate-
gories including oils and chemicals, coolants,
filters, wiper blades and batteries 

Motorcraft parts are designed for all makes
and model vehicles and manufactured to strict
specifications; they undergo extensive labora-
tory and on-the-road testing. Designed and
built to maximize the vehicle’s performance,
Motorcraft parts provide the customer with
the confidence that repairs and maintenance
will last a long time.

In Kuwait, genuine Motorcraft spare parts
are available for retail and wholesale cus-
tomers at Alghanim Auto. The Alghanim Auto
Service and Parts Center is located in
Shuwaikh Industrial Area opposite from the
Classical Car Museum and Sirbb Circuit. 

KUWAIT: Kuwait Finance House-Bahrain (KFH-Bahrain),
one of the leading Islamic banks in the Kingdom and an
integral contributor to the evolution of Bahrain’s Islamic
Financial sector, has announced the launch of its brand new
product, ‘Jazeel’. ‘Jazeel’ is a digital account opening and
community-based platform in the Kingdom of Bahrain and
GCC countries. 

In line with the Bank’s FinTech strategy, Jazeel will allow
customers across the Kingdom, and eventually in the GCC,
to not only open a savings account, but also Libshara
account, transactional features and many other facilities and
services. With Jazeel, the Bank introduces a fully digitized
E-KYC (electronic Know-Your-Customer) process where
in all customer information validation will be done online via
video conferencing through the application. Jazeel enables
customers to open the account within minutes, without hav-
ing to visit a branch.

Through its slogan ‘Banking to do good’; ‘Jazeel’ aims to
reward its community members with first-of-its-kind
socially responsible features, revolving around self-devel-
opment, education and healthcare. The community features
are part of the many additional exciting services that will be
on offer in the near future.

The platform provides a number of specialized custom-
made features including forensic documents analysis, digital
documents scanning including signature, facial recognition,

selfie checks, create digital identity and many more. These
features allow for the ‘genuine verification’ of the docu-
ments scanned by the customer, via the application, in the

real time mode and can immediately alert the Bank of any
tampering with the same. ‘Jazeel’ is currently available in
Google Play Store and Apple App Store. 
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KFH-Bahrain launches ‘Jazeel’, a 
digital account opening platform 

Jazeel’ offers first-of-its-kind socially responsible features 

Nestle, under 
pressure, 
combines key
R&D units
LONDON: Food giant Nestle plans to combine
its scientific research operations into a single
unit in an attempt to speed up development of
new products at a time when competition from
smaller rivals is intensifying. The world’s biggest
packaged food maker, with brands including
Nescafe coffee and Perrier water, has been
struggling with slowing sales growth for years.
Now it is also under pressure from activist
shareholder Daniel Loeb to increase investor
returns. To better compete, the Swiss company
told Reuters it would merge its Nestle Research
Center and Nestle Institute of Health Sciences
(NIHS) into one organization called Nestle
Research. The new entity, to be announced later
on Thursday, will continue to be based in
Lausanne, Switzerland and will employ around
800 people.

The reorganization, effective July 1, will not
involve job cuts or the closure of facilities, a
spokesman said. By linking the “blue-sky”
research done at NIHS with the more commer-
cially focused Research Center, it hopes to
accelerate the translation of scientific discover-
ies into marketable products. It also hopes this
will help it compete with smaller, nimbler rivals
who have been eating away at the market share
of Nestle and other big firms like Danone,
Unilever , Kraft Heinz and Kellogg.

Nestle Chief Technology Officer Stefan
Palzer acknowledged earlier this month that his
company had to keep pace with rising demand
for goods that are organic, gluten-free or veg-
an. “Big trends are embraced by smaller compa-
nies a bit more actively than the big companies,”
Palzer told Reuters before Nestle’s streamlining
plans had been finalized. “We are adjusting our
portfolio, doing many innovations and renova-
tions to make the portfolio more relevant and to
address those trends, but smaller companies are
more agile.” In the United States - the world’s
biggest packaged food market - small chal-
lenger brands could account for 15 percent of a
$464 billion sector in a decade’s time, up from
about 5 percent last year, Bernstein Research
predicted last year.

Speeding things up 
The combination of research units is the lat-

est move by Palzer aimed at speeding up devel-
opment and ensuring research efforts are com-
mercially viable. Palzer, who took over Nestle’s
innovation and research and development oper-
ations in January, is also supplementing long-

term research projects with incremental product
launches made faster by experimenting with
new ideas more quickly. Last month, for exam-
ple, Palzer and colleagues got the idea for a
vegetarian or vegan food product while on a
business trip. “Thursday we had an idea, Friday
we returned to Switzerland and Monday
evening I was able to taste the first prototype,”
Palzer said. “Wednesday, this prototype was
shown to the executive board, and Friday it was
in the global pipeline.”

He declined to give more details of the prod-
uct, except to say it is currently being assessed by
the operations team to see how long it will take to
produce and on what machinery. Other steps
include efforts to apply specific developments to
more products, such as Nestle’s recent designer
sugar crystals launched in low-sugar Milkybars in
March, which will go into other products in the
future. The importance of agility was underlined
by Nestle’s recent struggle to capitalize on resur-
gent demand for frozen foods.

The company says it reformulates one third
of its product portfolio every year. Nestle spent
1.72 billion Swiss francs ($1.73 billion) on R&D
last year, down slightly from 2016 but up 22
percent from 2012. The company’s sales fell 2.6
percent over the same period.

As a percentage of sales, its expenditure has
fluctuated only a little, but demands on the unit
have increased. Wells Fargo analyst John
Baumgartner said that across 10 large publicly
traded U.S. food companies, median expenses
for R&D and advertising have declined 20 per-
cent over the past five years.

“As voids of ideas and marketing have
emerged, start-ups have been more responsive
to consumer needs, won the culture and creat-
ed the emotional connections that drive sales,”
he said in a recent note. Palzer said some indus-
try peers had been outsourcing innovation to
cut costs, relying on acquisitions of small
brands or partnerships with suppliers.

But he said it was critical for Nestle to
maintain scientific expertise in-house to keep
its own portfolio fresh and to be an attractive
partner for collaboration with others.  Nestle
does R&D around the world, involving around
5,000 people.

Fundamental scientific research will remain
key at Nestle, Palzer said, but he also highlight-
ed the value of external partnerships and
acquisitions that can bring in new research or
capabilities more easily. 

Scientific research and innovation itself is
not necessarily the reason why big break-
throughs tend to be rare for multinational com-
panies, said Shaun Browne, investment banker
at Houlihan Lokey, who advises food companies
on deals.  “They often don’t have the patience
or passion that is really required,” Browne said.
“Often these things are one individual who is
just totally determined and passionate about
their product and sees it through.”  — Reuters 

Alghanim Auto, Ford Middle East hold second
Motorcraft appreciation event 

CEO Abdulhakeem Al-Khayyat with the executive management.

Win cash this 
summer with 
Gulf Bank
KUWAIT: Gulf Bank is pleased to launch of an
exclusive summer campaign for its credit and debit
cardholders. Gulf Bank customers can use their
cards locally and internationally to win cash prizes
of up to KD 25,000.  From May 1 until August 31,
2018, customers using their Gulf Bank credit or
debit cards will  get a chance to enter the draw to
win cash prizes. For every KD 10 spent locally, Gulf
Bank credit cardholders will get one chance in the
raffle draw and for each KD 10 spent international-

ly, either on a credit or debit card, customers will
earn three chances in the raffle draw, which will be
held on September 23, 2018, in the presence of offi-
cials from the Ministry of Commerce and Industry.

Apart from earning chances to enter the draw
during the summer, Gulf Bank customers can also
use their newly designed cards with the “Tap &
Pay” feature for making payments seamlessly
worldwide.

This offer, exclusive to Gulf Bank, highlights the
Bank’s commitment to providing its customers with
best financial solutions, products, and services, as
well as the most exciting offers and promotions.

A total of five winners will win cash prizes in the
summer campaign. The first prize winner will receive
KD 25,000 cash, while the second prize is for KD
10,000 cash. The third prize, which will be given out
to three customers, is KD 5,000 cash each. 


