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KUWAIT: Boursa Kuwait participated in the IFN
Kuwait OnAir Forum 2020, highlighting the compa-
ny’s ongoing commitment to contribute to the
growth and development of Kuwait’s capital mar-
kets and its wider economy. Boursa Kuwait’s Head
of Markets Sector, Noura Al-Abdulkareem, was
invited as a speaker on a panel, entitled “Funding,
Infrastructure, Capital Markets and Responsible
Finance Initiatives in Kuwait” yesterday, the second
day of the two-day virtual forum.

The IFN Kuwait Forum, organized by
REDMoney Group, provides market participants
with an opportunity to come together and discuss
how to advance and develop the financial services
industry in Kuwait. The sessions enabled partici-
pants to share in-depth analysis, experiences,
information and views and allowed market players
and regulators to provide bi-lateral feedback and
suggestions on how the industry can be taken for-
ward as well as what steps should be taken by reg-
ulators and how market players can assist.

Speaking on the panel, Al-Abdulkareem shed
light on major Boursa Kuwait initiatives that have
given the company a key role as the engine of

growth and development in the Kuwaiti capital
market and helped cement its reputation as a lead-
ing stock exchange in the Middle East. 

“As a vital player in Kuwait’s economy, Boursa
Kuwait has made remarkable contributions toward
driving growth and development in the domestic
financial sector, successfully executing multi-phase
market development plans over the years. Our
efforts have yielded milestone achievements that
include the privatization and listing of the company,
the inclusion of Kuwait in the emerging market
indices of leading index providers, an array of
investment products and services, the rollout of
wide-ranging regulatory reforms, as well as initia-
tives aimed at adding new asset classes, with an
overarching objective of creating a robust capital
markets ecosystem in the country,” said Al-
Abdulkareem. 

“The IFN Kuwait OnAir Forum 2020 provided
us an excellent platform to highlight Boursa
Kuwait’s outstanding accomplishments that
enabled us to transform Kuwait into an attractive
investment destination that offers promising oppor-
tunities for both individual and institutional

investors as well as all capital market stakeholders.
The event also afforded us a valuable opportunity
to gain deeper insights into emerging trends in the
financial sector and customer needs,” she added.  

Andrew Tebbutt, Managing Director of
REDmoney Group commented on the participation
of Boursa Kuwait in the forum, saying: “We are
delighted that Boursa Kuwait participated in our
forum and thank Al-Abdulkareem for her great
contribution towards making it a tremendously
successful event with over 250 viewers over two
days. Boursa Kuwait has been playing a role in the
advancement of the finance sector in Kuwait and
we felt that its experience over the past few years
would be a great example to highlight to industry
stakeholders.”

Boursa Kuwait’s participation in the confer-
ences and forums of prominent international
organizations comes within the framework of its
goal to strengthen its position as a leader in the
financial markets sector. The company is also com-
mitted to participating in these events and confer-
ences to gain experience and knowledge and pro-
mote the Kuwaiti capital market to international

investment institutions. 
Since its inception,

Boursa Kuwait has
worked effortlessly to
create a credible
exchange built on effi-
ciency and transparen-
cy, creating a l iquid
capital market, a pro-
gressive exchange
platform and develop-
ing a comprehensive
set of reforms and
enhancements that has
allowed it to compete
on an international lev-
el. The company has rolled out numerous market
reforms and new initiatives over the past three
years as part of its comprehensive multi-phase
market development (MD) plans, and is currently
working towards launching new products including
margin trading, tradable rights issue, fixed income
bonds and Sukuk, as well as exchange-traded
funds (ETFs). 

IFN Kuwait OnAir Forum 2020 highlights Boursa’s outstanding accomplishments

Noura Al-Abdulkareem

China’s super rich 
got $1.5tn richer 
during pandemic
BEIJING: China’s super wealthy have earned a record
$1.5 trillion in 2020, more than the past five years com-
bined, as e-commerce and gaming boomed during pan-
demic lockdowns, an annual rich list said yesterday. An
extra 257 people also joined the billionaires club in the
world’s number-two economy by August, following two
years of shrinking membership, according to the closely
watched Hurun Report.

The country now has a total of 878 billionaires. The
US had 626 people in the top bracket at the start of
the year, according to Hurun in its February global list.
The report found that there were around 2,000 indi-
viduals with a net worth of more than 2 billion yuan
($300 million) in August, giving them a combined net
worth of $4 trillion.

Jack Ma, founder of e-commerce titan Alibaba, once
again topped the list after his wealth surged a whopping
45 percent to $58.8 billion as online shopping firms saw
a surge in business owing to people being shut indoors
for months during strict lockdowns to contain the virus.

He was followed by Pony Ma ($57.4 billion), boss of
gaming giant and WeChat owner Tencent who made an
extra 50 percent despite concerns about his firm’s US
outlook after it was threatened with bans there over
national security fears. First-time list member Zhong
Shanshan, 66, best-known for his bottled water brand
Nongfu, parachuted into third spot with $53.7 billion
after a Hong Kong IPO in September, the report found.

‘Never seen this much wealth’ 
“The world has never seen this much wealth created

in just one year,” Hurun Report chief researcher Rupert
Hoogewerf said in a statement. This year’s list shows
China was “moving away from traditional sectors like
manufacturing and real estate, towards the new econo-
my”, he added.

Wang Xing, founder of food delivery app Meituan,
quadrupled his wealth and jumped 52 places to 13th in
the list with $25 billion, while Richard Liu, the founder of
online shopping platform JD.com doubled his money pile
to $23.5 billion. Healthcare entrepreneurs also moved up
the list on the back of the pandemic, with Jiang
Rensheng, founder of vaccine-maker Zhifei, tripling his
value to $19.9 billion.

China shut down major cities around the country in
late January and February to contain the virus that first
emerged in Wuhan, causing an unprecedented economic
contraction in the first quarter.

With infections appearing to be under control, the
country is on track to become the only major economy
to expand this year, according to the International
Monetary Fund. On Monday data showed the economy
expanded 4.9 percent in the third quarter but away from
the glittering figures many ordinary workers and fresh
graduates are struggling to find jobs.

The urban jobless rate inched down to 5.4 percent in
September, although analysts have warned of higher
unemployment than officially reported this year. —AFP

Walmart cranks up 
ad drive, with or 
without TikTok
NEW YORK: Walmart Inc is aggressively expand-
ing its advertising business after years of stuttering
progress, even as a proposed deal to buy a stake in
video-sharing app TikTok remains stuck in limbo.

The world’s largest retailer is making better use
of its wealth of shopper data to link promotions on
its website and app with ads inside its network of
4,700 US stores, according to Reuters interviews
with six advertising agencies and Walmart ad tech
partners, three major brands plus bankers and ex-
employees. The refocused strategy was born early
last year when Walmart cut ties with its external
advertising partner and took the business in-house,
calling it Walmart Media Group.

The company bet it could do a better job of
bridging online and offline data for its advertis-
ers and give itself a shot at developing an ad
platform that could take on Amazon.com Inc , the
sources said.

The shift has been paying off, according to one
source briefed on the company’s plans who said
Walmart Media Group was on track to earn nearly
$1 billion of advertising sales this year, more than
double the amount it brought in last year. Walmart
declined to comment on the sales estimate, but it

explained its approach to the ad business. “One
thing we do at Walmart Media Group is make sure
that the advertising we’re placing is additive to the
customer experience, that we’re not just throwing
ads on anything anywhere, that we’re really strate-
gic,” Walmart spokeswoman Molly Blakeman said.

The big challenge now, according to the source,
is figuring out how it can continue to expand the ad
business into one that will matter to investors for a
company that earned about $524 billion in total
revenue in fiscal year 2020. “It’s going well, and
they want it to go very, very well,” the source said.
“There have been very material gains but it doesn’t
yet put a dent in Amazon’s lead or Walmart’s top or
bottom line.”

A deal for TikTok, which reaches 100 million US
users a month, was supposed to supercharge the
strategy by helping Walmart’s ad machine engage
with younger audiences that may not shop regular-
ly at Walmart. But the talks to invest in the
Chinese-owned TikTok remain shrouded in politi-
cal uncertainty. That, however, has not stopped
Walmart from moving ahead with its strategy, the
advertising agencies and brands said.

Yet it’s early days in the drive for Walmart, which
has historically struggled to create new lines of
business and has never turned a profit from its e-
commerce business. Some advertisers and ad agen-
cies said the retailer still had a distance to go on
the technology front, including tracking how ads
translated into sales - a key selling point for brands.
Walmart faces a huge task chasing Amazon, which
is expected to generate about $13 billion in ads this

year according to eMarketer, while it is also bat-
tling smaller rivals including Target and Kroger
which are building their own ad platforms.

Another challenge it must overcome: Walmart
disclosed this month that Stefanie Jay, leader of
Walmart Media Group, will leave the company for
a “new opportunity.” Rich Lehrfeld, Walmart’s
interim chief marketing officer, will now also lead
Walmart Media Group.

‘Always in, always on’
In meetings with brands and advertising tech-

nology partners, Walmart’s executives have
summed up its goals with a tagline - “Always In,
Always On” - a reference to how its store network
will  help advertisers reach more customers,
Walmart told Reuters. “Whether it’s online or in the
shopping aisle on a screen in the grocery section,
they want that brand message through the whole
ecosystem,” said Nich Weinheimer, general manag-
er of e-commerce at ad tech firm Kenshoo, which
works with Walmart.

Walmart has used its data to improve targeting
of ads and convinced some advertisers to sign
long-term advertising contracts, brands and former
employees say. The company told Reuters that its
deals, which include store and digital ads, are typi-
cally worth low double-digit millions of dollars. Dan
Cooke, head of e-commerce at jam-maker JM
Smucker Co which places ads with Walmart, told
Reuters that the retailer had gathered better data
on consumers and their purchases this year.

Walmart has uses the data to improve its online

display advertising, give clients a better idea of
how their ads are performing and provide “critical”
online tools that makes it easier for them to monitor
and control campaigns themselves, he added.
“There’s a bit of an arms race that’s going on -
Amazon has certainly been a trailblazer,” said
Cooke, adding that Walmart was responding “very
aggressively.”

Knowing what sells
Walmart executives view the advertising drive as

significant to the success of the retailer’s e-com-
merce business as a whole, according to the source
briefed on the company’s plans.

Nearly 90 percent of Americans live within 10
miles of a Walmart, according to the retailer’s web-
site. This is a strength that Walmart needs to lever-
age more, according to the ad agencies and brands,
as it has an insight into consumers’ shopping
habits. Walmart’s stores and Walmart.com together
count about 160 million visitors a week, data from
investment bank Cowen shows.

Walmart’s advertising strategy has nonetheless
been somewhat hit or miss over the decades.

The retailer, based in Bentonville, Arkansas,
dabbled with the advertising business in the late
1990s and early 2000s with an in-store TV net-
work that aired commercials. It expanded the
business about 15 years ago to include its web-
site through Triad Retail Media. The retailer cut
ties with Triad in February 2019 and brought all
ad operations in-house under Walmart Media
Group. —Reuters

News in brief

Sweden bans Huawei, ZTE 

STOCKHOLM:  Sweden has banned Chinese telecoms
groups Huawei and ZTE from its 5G network for security
reasons, the Swedish telecoms regulator said yesterday.
The ban is in line with new legislation that entered into
force in January 2020, following an examination by the
Swedish armed forces and security service “to ensure that
the use of radio equipment in these bands does not cause
harm to Sweden’s security,” the Swedish Post and Telecom
Authority said in a statement. Huawei, the world number
two in mobile phones and a market leader for next genera-
tion 5G equipment, and ZTE will also have to remove any
existing installations by January 1, 2025. —AFP 

UBS posts best Q3 results

ZURICH: Swiss banking giant UBS said yesterday it
nearly doubled its net profit in its best third quarter in a
decade, the latest in a string of global lenders to report
better-than-expected results despite the coronavirus
pandemic.  The world’s largest wealth manager saw net
profit jump 99 percent year-on-year to $2.5 billion, it
said in a statement, handily beating analyst expectations
for $1.5 billion. The rise comes after net profit dropped
by 11 percent in the second quarter to June as the firm
stepped up provisions for bad loans with the global
economy in a tailspin due to the pandemic. —AFP

IBM revenue slips again

SAN FRANCISCO: IBM reported Monday that rev-
enue slipped for the third consecutive quarter this year,
causing shares to cede a little ground in after-market
trades. The US technology veteran said it took in $17.6
billion during the three months that ended on Sept. 30,
compared to $18 billion in the same period a year earli-
er. Net income, however, was up slightly to $1.7 billion
as the company trimmed costs, according to the earn-
ings report. IBM shares were down 2.6 percent in
after-market trades. The New York-based company
spotlighted growth in its cloud computing business,
which saw overall revenue climb some 19 percent to $6
billion.  —AFP 

Jack Ma, founder of e-commerce titan Alibaba, once
again topped the list after his wealth surged a whop-
ping 45 percent to $58.8 billion.

Facebook unveils 
AI-based translator 
for 100 languages
WASHINGTON: Facebook on Monday unveiled soft-
ware based on machine learning which the company said
was the first to be able to translate from any of 100 lan-
guages without relying on English. The open-source arti-
ficial intelligence software was created to help the mas-
sive social network deliver content better in 160 lan-
guages to its more than two billion users around the
world.

“This milestone is a culmination of years of Facebook
AI’s foundational work in machine translation,” research

assistant Angela Fan said in a blog post. Fan said the new
model is more accurate than other systems because it does
not rely on English as an intermediary translation step.
“When translating, say, Chinese to French, most English-
centric multilingual models train on Chinese to English and
English to French, because English training data is the most
widely available,” Fan wrote.

“Our model directly trains on Chinese to French data to
better preserve meaning. It outperforms English-centric
systems by 10 points on the widely used BLEU metric for
evaluating machine translations.”

Facebook said it already handles an average of 20 billion
translations every day on its news feed, and that it hopes the
new system will deliver better results. “Breaking language
barriers through machine translation is one of the most
important ways to bring people together, provide authorita-
tive information on COVID-19, and keep them safe from
harmful content,” Fan said. —AFP


