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T
he fitness and wellness landscape of
Kuwait is changing in front of our eyes
with more and more specialized train-

ings and personal trainers being introduced to
the market. Yet committing to regular exercis-
ing in a sedentary-lifestyle country like
Kuwait is not an easy task. What are the ways
to motivate Kuwaiti population to adopt a
healthier lifestyle? We can notice multiple
efforts being made from both the government
and private sector actors.

The health and fitness industry in the GCC
region are poised to grow exponentially. Nike
opened their largest Middle Eastern store at
Dubai Mall and Dubai intends to become the
world’s healthiest city. Meanwhile, Saudi
Arabia is proclaimed by the World Health
Organization (WHO) to be the least active
country globally although Saudi government
finally introduced PE classes to schoolgirls in
2018. Female fitness segment in the neighbor-
ing Saudi remains untapped, with a penetra-
tion of less than 5%.

And where does Kuwait stand in compari-
son to its regional counterparts? Kuwait’s
health and fitness sector are undoubtedly rap-
idly growing. The private sector is sponsoring
many events throughout the country, such as
marathons, triathlons etc. Meanwhile, the gov-
ernment-owned clubs are moving towards
privatization of major sports. The expansion
of gyms and fitness centers is most visible in
rural areas that are heading towards urbaniza-
tion. We must also not forget that wellness
centers, including physio and rehab centers,
are also on the rise.

Establishing a National 
Diabetes Registry by 2023

The role of governments in nurturing their
citizens’ health and fitness is indispensable.
Within the GCC, many sport and fitness initia-
tives are supported by the states to tackle the
prevailing unhealthy lifestyles, which are
closely linked with non-communicable chronic
diseases (NCCD) such as diabetes and obesi-
ty. Kuwait is not an exception to this trend.
The New Kuwait Vision 2035 recognized
well-being and high-quality healthcare as one
of its seven pillars. 

When it comes to CNCD, the Dasman
Diabetes Institute plays a vital role in diabetes
research and treatment in Kuwait. One of the
Institute’s latest tasks is to establish a
National Diabetes Registry by 2023, in col-
laboration with the Ministry of Health.  Dr
Qais Al-Duwairi, the Director-General of the
Institute, stressed on the importance of pre-
vention and management of diabetes as one
its strategic initiatives of 2018-2023.  This
includes the creation of intervention and edu-
cational programs that aim to reduce the inci-
dence of diabetes by promoting a healthy and
sustainable lifestyle.

Healthier menus and food choices
In the same vein, the New Kuwait Vision

2035 initiated a number of projects in this
area, including Healthy Cities Initiative (to
manage disease control and improve living
environment of residential areas by tackling
traffic and environmental pollution, lack of
walkways and green areas etc.) and
Prevention and Response Management proj-
ect to chronic non-communicable diseases (to
reduce smoking among teenagers, physical
inactivity, death rates as a result of CNCD

etc.). Nevertheless, changing the mindsets of
different generations won’t be that easy and
smooth given that serving food is an
entrenched social ritual in the local culture.

Certainly, food represents a large part of
the Kuwaiti culture, whether traditional or the
modern and trendy. However, as fitness center
owners and managers, we are noticing that
many of today’s health seekers have become
more critical about the food they indulge
themselves with and opt for a healthy choice.
This is where we can notice many upcoming
small businesses head towards creating
healthier menus and food choices.

Group trainings
Following the global developments, the fit-

ness model in Kuwait is shifting away from
traditional gyms and embracing technology.
Kuwait’s fitness professionals are focusing on
education and accessibility because educa-
tion is key in any profession. For example, my
team and myself take it upon ourselves to
provide the highest form of education to our
trainers; whether providing workshops, guests
appearances from fitness professionals, or
assisting them in continuing their education,
because all of us should always be looking to
learn and improve.

One of the ways to increase the number of
gym goers is to motivate them through group
trainings, which are known to boost motiva-
tion. Many gyms are also implementing high
intensity interval trainings, bodyweight train-
ings and yoga classes into their schedules.
Children are not being left behind either. Being
active is critical for child development. Article
31 of the Convention on the Rights of the Child
clearly states that every child has a right to
play. The New Kuwait Vision 2035 includes a
project of developing health services for
school students, which is nearly completed. 

Spreading awareness via social media
There is, however, another up and coming

segment of customers that the local health
and fitness market needs to take into consid-
eration: the millennials. This group has its own
demands and requirements. According to
Goldman Sachs, millennials exercise more, eat
smarter, smoke less and spend more on sports
brands than the previous generations.
Surprisingly-or perhaps not, millennial
females use fitness apps much more often
than males. Wearable and fitness trackers are
clearly another means of fitness motivation. 

Still, only 7% of Kuwait’s population visits
gym on a regular basis. Perhaps a very viable
way forward is spreading health and fitness
awareness via social media like Instagram.
These channels are not only a powerful tool to
promote the latest F&B outlets in the country;
they can equally help promote the benefits of
exercising and adopting a healthier lifestyle.
Because nobody wants to look bad on a selfie,
no matter if it is your cheat day or not. 

A bell, wrapped for restoration, is pictured in the Mafra Palace in Mafra. Mario Pereira, Director of the Mafra Palace stands under the bells of the Basilica in Mafra.

In this file photo Best Director, Best Foreign Language Film,
and Best Cinematography winner for ‘Roma’ Alfonso Cuaron
poses in the press room with his Oscars during the 91st Annual
Academy Awards at the Dolby Theatre in Hollywood, California.

In this file photo US writer Emily V. Gordon (left) and US-
Pakistani comedian Kumail Nanjiani arrive for the premiere of
Apple TV+’s ‘Little America’ series at the Pacific Design Center
in West Hollywood, California.

In this file photo Spanish actor and actress Javier Bardem
(right) and Penelope Cruz pose during a photocall to present
the film ‘Loving Pablo’ in Madrid. — AFP photos

When South Korea’s Bong Joon-ho
accepted the Golden Globe for
best foreign language film for his

widely hailed “Parasite,” he urged movie-
goers to “overcome the one-inch-tall barri-
er of subtitles.” “You will be introduced to
so many more amazing films,” he promised,
reopening a debate that has long plagued
Hollywood-can non-English films ever
break into the US mainstream? “Parasite,” a
searing black comedy about class divisions,
has earned six Oscar nominations, includ-
ing for best picture and best director. 

After the film captured the top prize
from the Screen Actors Guild in a shock
upset, some believe it could win big at the
Academy Awards, but that would be histo-
ry-making, indeed.  No non-English-lan-
guage production has ever won the best

picture Oscar. For many, the subtitle barrier
is more than an inch tall. It requires you to
focus on the bottom of the screen, meaning
you may miss key visuals. Others, however,
say that subtitles invite increased focus on
a film.

In the end, English is the lingua franca in
Hollywood and in the pivotal North
American market-making it the language of
the awards season as well. Fredell Pogodin-
a veteran publicist who has worked to pro-
mote hundreds of movies, including the
Oscar-winning foreign films “Roma,”

“Mediterraneo” and “Koyla”-says the
obstacle is not just the language; it’s the
content. “It’s not just because there are
subtitles-they’re arty here, to begin with.
They’re not mainstream,” Pogodin told AFP.
“There is a certain kind of audience for it.

It’s generally more upscale,” she noted-
meaning it is tough to convince the average
American moviegoer to spend money on
reading a film.

‘Cultural myopia’ 
“Parasite” follows one down-and-out

Seoul family as they gradually insert them-
selves into the lives of a wealthy clan, a
process that ends in tragedy. It has so far
earned about $31 million at the US box
office, and more than $160 million world-
wide, according to industry tracker Box
Office Mojo. The critical praise and Oscar
buzz around the film drew spectators to
theaters, but its ticket sales are light years
away from what a traditional blockbuster
rakes in.  Even indie films in English rarely
are box office gold.

“The average American moviegoer goes
to see between three and five movies at the
cinema a year,” said Tom Nunan, the pro-
ducer of “Crash,” which won the Oscar for
best picture. “You think they’re going to go
see a Korean film? Subtitles? Forget about
it.” Pogodin, who is now retired, says Oscar
campaigns are, however, not generally built
around everyday audiences-they are con-
structed around critical acclaim, and film
festival hype. But Nunan, who says he’s part
of the “most elite, arthouse populace on the
west side of Los Angeles,” insists that even
his friends ask if a film is in a foreign lan-
guage before they head to the cinema.

Justin Chang, a film critic for the Los
Angeles Times, wrote that with his com-
ment at the Globes, Bong “seemed to be
rebuking the cultural myopia of Hollywood
itself, which reserves special prizes each
year for movies shot in countries outside
the US and in languages other than
English.” While “Parasite” is a long shot for
best picture, it is the favorite to win the
prize for best foreign film, now called best
international feature. “The bestowing of

these awards... is often a condescending
gesture disguised as an inclusive one,”
Chang wrote.

‘Language is not important’ 
Pop culture generally is an English-lan-

guage world: music, television, film, market-
ing slogans for major brands-it’s all in
English and usually goes untranslated
around the world. To reach wider audi-
ences, some non-anglophone producers
are working in English... even if their films
and actors come from elsewhere. That was
the case for “Loving Pablo,” a 2017 film
about late Colombian drug lord Pablo
Escobar starring Spanish actors Penelope
Cruz and Javier Bardem and filmed in
accented English. “The rules of the market
don’t allow for films with a five or six mil-
lion euro budget to be made in Spanish,”
Bardem told AFP ahead of the film’s pre-
miere. “In the end, the story is well told-the
language is not important.”

Streaming giant Netflix sees it different-
ly-when it launched its series “Narcos,”
also about Escobar, it was done in English
and Spanish in a way that did not dissuade
its fans. Its competitors have hopped on the
bandwagon. This month, Apple TV+
launched “Little America,” an anthology
series about immigrants-the dialogue mixes
Spanish, Hindi, Arabic and English, among
other languages. “What a glorious thing to
feel like you’re immersed in another lan-
guage but still understanding what’s going
on,” said Emily Gordon, who is a series
producer along with her actor husband
Kumail Nanjiani. “I just think that’s kind of
magical,” she said. “I can’t always hear
what’s happening and I want to be able to
read.” Maybe Gordon can help others to
jump over the one-inch barrier. — AFP

In this file photo ‘Parasite’ cast (from left) Song Kang-ho, Cho Yeo-jeong, director Bong Joon-ho,
Lee Jung-eun, Choi Woo-shik, and Lee Sun-kyun pose with the trophy for Outstanding
Performance by a Cast in a Motion Picture in the press room during the 26th Annual Screen
Actors Guild Awards at the Shrine Auditorium in Los Angeles.


