
DUBAI/KUWAIT: Zain, a leading mobile telecom
innovator in eight markets across the Middle East and
Africa, has been awarded the ‘Best Brand’ accolade
for 2020 at the prestigious Telecoms World Middle
East Awards for a record seventh consecutive year. 

This accolade was bestowed on Zain by a panel of
expert judges assembled by Terrapinn, the organizers
of the annual Telecoms World Middle East
Conference and Awards held virtually last week in
Dubai. The awards recognize outstanding perform-
ance in key telecom-related areas across the region
and shine a spotlight on leading players that have
contributed to making the sector one of the most
dynamic globally. 

Since the introduction of its inspiring brand in
2007, Zain has been the recipient of numerous brand-
related awards over the years. This year’s success was
driven by numerous factors linked to the company’s
COVID-19 related digital innovation, corporate sus-
tainability programs, and eye-catching marketing and
social media campaigns that have captured the imagi-
nation of the entire region.  

The Zain brand is valued at $2.55 billion (up 9.9
percent over the previous year) by the Brand Finance
Middle East Top 50 Brands 2020 annual report,
which also recently noted that Zain’s brand rating is
AA. This remarkable valuation and recognition some
13 years after the brand’s introduction is testament to
the investment Zain has made in this area and more
importantly the quality mobile and data services that

the brand represents.
Since March 2020, Zain has been on a mission-

critical period as all Zain operations have been
focused on providing meaningful connectivity during
the lockdown to minimize the impact of the pandemic
on socio-economic development. At the same time,
Zain has double downed on digital transformation to
better serve businesses, governments, and societies,
granting increased digital access to essential medical,
commercial, and financial services. Zain has also
focused on enhancing its entire network to offer the
best technology and digital services across its coun-
tries of operation, developments that are positively
impacting customer experience and brand recogni-
tion. Over the past 12 months, Zain has invested
approximately $1 billion in expanding, upgrading, and
rolling out 4G and 5G networks across its footprint,
successfully rolling out 5G services in Kuwait, Saudi
Arabia, and Bahrain.

Zain recognizes that now more than ever, the
entrepreneur ecosystem needs to grow as the region
requires the economic diversification that arises from
the ensuing innovations. Accordingly, the company is
focused on numerous digital innovation and startup
initiatives across operations and recently opened the
Zain Innovation Center (ZINC) in Kuwait, a co-work-
ing hub inspired by the success of a similar facility in
Jordan. The innovation centers offer numerous virtual
services during COVID-19 social distancing, with the
facilities geared to encourage young minds to think

and act creatively in an open and supportive environ-
ment. The goal of these centers is to create a con-
ducive atmosphere for entrepreneurs to generate new
ideas and develop them into viable opportunities. 

The strength of the Zain brand is further reflected
by its growing and loyal social media audience where
Zain’s social media fans across its footprint count over
22 million, with Zain’s Facebook counting 11.9 million
followers; Twitter 7.2 million; Instagram 2.2 million;
and LinkedIn 600,000. Zain’s YouTube channels rack
up approximately 100 million views annually.

Every Ramadan, Zain seeks to present a new mes-
sage that touches upon the most relevant issues in life
in its television commercials. The 2020 Zain Ramadan
commercial immediately amassed significant interest
across social media platforms, with the 2.35-minute-
long content exceeding 34 million views to date.  The
Zain Ramadan 2020 Eid commercial, “Open the
Doors” has garnered over 36 million YouTube views,
going viral along the way. Both commercials aired to
millions of viewers on regional satellite and local TV

networks across the MENA region.  
Zain has rolled out various initiatives, creating

opportunities for its people and the communities it
serves. These include the ‘Zain Youth’ (ZY) empower-
ment initiative that focuses on creative and unique
solutions in recruiting new talent to the organization
and ensuring all employees work toward delivering
the company’s strategy. Zain’s ‘Gender Diversity and
Inclusion’ initiatives are improving the company’s cul-
ture in this regard, driving the Women Empowerment
program, for example. Zain’s far-sighted Disability
Inclusion initiative ‘WE ABLE’ looks to integrate peo-
ple with disabilities within the company and create
opportunities for them, Zain has set a goal to be
Disability Inclusive by 2022.

These activities have all contributed to the further
reinforcement of the Zain brand’s promise and busi-
ness ethos.  The company aspires to unlock opportu-
nities for customers and for the communities it serves,
remaining wholeheartedly committed to the region’s
economic and social prosperity. 

Creditors back
plan to get India’s
Jet Airways flying 
NEW DELHI: Creditors on Saturday
backed a surprise plan by a consortium to
revive Jet Airways 18 months after India’s
biggest private airline went bankrupt with
$1.2 billion in debt.

London investment fund Kalrock
Capital and Dubai-based tycoon Murari
Lal Jalan proposed the rescue that was
“duly approved” by a creditors’ commit-
tee, Jet said in a statement to the Bombay
Stock Exchange. The statement did not
give details of the plan but media reports
said they had offered to make a payment
of about $115 million to creditors and
equity in the new firm which they wanted
to concentrate on international routes.

Creditors, mainly Indian public sector
banks, took over Jet in early 2019 but
failed to keep it operating as its cash
crunch grew. It was finally grounded in
April 2019. On top of its $1.2 billion debt
to the banks, the airline also faces huge
claims from  20,000 former staff, air-

ports and suppliers. Total liabilities could
top $4 billion. Kalrock Capital, founded
by German entrepreneur Florian Fritsch,
focuses on real estate and venture capi-
tal and has a major investment in electric
car maker Tesla. Murai Lal Jalan has built
up his fortune from mining, paper manu-
facturing and trading across several
countries.

The consortium will need approval
from a government tribunal and India’s
aviation ministry before sealing the deal to
purchase the airline which would have to
reclaim flight slots since given to other air-
lines. The move comes despite the crip-
pling blow dealt to the global aviation

industry by the coronavirus pandemic
which this year brought international
flights to a near standstill.

India is stil l  only allowing a slow
resumption on domestic routes and very
limited international flights.

Bad investments, financial mismanage-
ment, competition from low-cost carriers,
high oil prices and a weak rupee led to the
collapse of Jet. Several former executives
are under investigation for money launder-
ing and fraud. Naresh Goyal, who set up
the airline in 1992, is accused of financial
mismanagement and was last year stopped
from taking a flight to London at Mumbai
airport.  — Agencies
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Telecom World Middle East Awards 

Company wins the accolade for a record seventh consecutive year

• Company’s COVID-19 corporate sustainability initiatives, mean-
ingful connectivity, and media campaigns win hearts and minds of
the region

• Zain’s social media fans across its footprint count over 22 million;
YouTube channels attract 100 million views annually

Airlines face
tough winter 
as hoped-for 
pick-up fails 
PARIS: Airlines face a long, hard win-
ter after a much hoped for rebound
from the coronavirus crisis failed to
materialize, prompting savage cost
cutting programs and fresh calls for
government support. 

“We are in a race against time. The
key thing is to have the cash... we need
to move quickly, very quickly,” said
Stephane Albernhe, managing partner
at Archery Strategy Consulting. Airline
revenues plunged 80 percent in the
first six months of the year, according
to industry body IATA, but they still
had fixed costs to cover-crew, mainte-
nance, fuel, airport levies and now air-
craft storage.

After a slight recovery in July as
coronavirus restrictions were eased,
traffic fell again in September while
bookings for the winter season-which
begins October 25 — are down 78
percent compared with a year earlier,
promising more hardship to come. One
of the biggest disappointments has
been the absence of highly lucrative
business class travellers who prefer
now to rely on tele-conferencing
rather than run the risk of catching the
virus. Repeated efforts to reassure
passengers that air travel is safe have
failed to make much of a difference
while government restrictions, includ-
ing quarantines of up to 14 days for
returning passengers, have only added
to the pressures on the battered airline
companies.

“The risk of contracting Covid-19
during air travel is really very, very
low,” says Dr David Powell, medical
consultant for IATA.

Testing, key to recovery 
The industry as a whole is hoping

that the introduction of airport testing
systems will restore passenger confi-
dence and reduce if not completely
remove the need for damaging quaran-
tine regimes. There are already trial
systems in place in several major air-
ports around the world and on Friday
France announced it would introduce
quick, antigen-based testing by the
end of the month.

“We are going to launch these tests
at the airports, especially for depar-
tures to the United States or Italy and
for arrivals from countries on the red
list (of high rates of infection),” French
Transport Minister Jean-Baptiste
Djebbari said on CNews TV channel.
“That way we will not have any more
people arriving on French territory
without having been tested,” he added.

Hong Kong and Singapore mean-
while have announced they plan a
“travel bubble” to allow unrestricted
flights. Tests may help but given the
damage already done and the likeli-
hood of more to come, IATA continues
to press the alarm bell, seeking more
government help to keep the airlines
afloat until there is at least some return
to normality.

Up to now, IATA estimates gov-
ernments have provided $160 billion
dollars in aid, loans and tax breaks so
that airlines can cover current costs.
But after a disastrous summer, usually
the busiest part of the year when they
build up their cash reserves, airlines
are not going to be able to do that
during the winter, IATA head
Alexandre de Juniac has warned
repeatedly. — AFP

Anti-Amazon 
Shopify takes flight
TORONTO: The pandemic has forced
businesses worldwide to pivot online to
survive, and many have turned to Shopify,
a Canadian company that has emerged as
a thriving alternative to Amazon. Founded
15 years ago in Ottawa, Shopify allows
businesses to create an e-commerce site
in just a few clicks. Already growing with
more than one million e-stores at the end
of 2019, its user base has exploded.

“The retail world that would have exist-
ed in 2030 has really been pulled back into
2020,” Shopify president Harley
Finkelstein said in an interview with AFP. 

“It feels like COVID has permanently
accelerated the growth of online com-
merce.” Amid a lockdown of bricks and
mortar stores, online commerce has
boomed this year. Consumers have grown
accustomed to buying over the internet,
and industry giants, led by Amazon, have
seen sales rocket. At the same time, many
businesses that did not have a presence or
a direct online sales channel took the
plunge as the pandemic took hold.

Popular with entrepreneurs, Shopify

saw the number of new stores created on
its platform jump 71 percent in the second
quarter compared to the previous one.
One of these new e-merchants is Tariq Al
Barwani, creator of Plentea, a tea bar in
Toronto that remained open in March at
the start of the lockdown.  But with only a
handful of customers a day, the situation
quickly became untenable, forcing him to
go out of business in May.

The same month, supported by a
municipal program helping small business-
es affected by the crisis to go digital, he
opened a store on Shopify. “It took us a
week,” he recalls from his living room,

overlooking Lake Ontario, where he now
works. “If you are used to going on the
internet, it is easy to understand.”

Shopify has become a resounding suc-
cess far from Silicon Valley. It was co-
founded in 2006 by Tobias Lutke, a young
German who’d moved to Canada for love
and designed the software originally to
sell snowboards over the internet. Hailed
for its simplicity, it has seen the number of
stores on its platform grow from 150,000
in 2014 to over one million-in 175 coun-
tries-in 2019, asserting itself in the eyes of
many independent merchants as an alter-
native to Amazon. — AFP

Amid a lockdown of bricks and mortar stores, online commerce has boomed this year. — AFP

In this file photo, United Airlines aircraft are seen on the tarmac at Los Angeles
International Airport in Los Angeles, California. — AFP


