
Britain signs 
post-Brexit trade 
deal with Japan
TOKYO: Britain hailed its first major post-Brexit
trade deal Friday after signing an agreement with
Japan that it said shows it can stand alone on the
global stage, as talks on a pact with the European
Union remain bogged down. London said the pact,
which was agreed after just a few months of talks
over the summer, would boost business between the
two by £15.2 billion ($19.5 billion) and proved oth-
ers could be signed elsewhere.

The deal comes as Prime Minister Boris Johnson
pursues his “Global Britain” strategy that seeks
potentially more advantageous trade deals than
those that were negotiated while it was an EU mem-
ber. The UK-Japan Comprehensive Economic
Partnership Agreement covers sectors including
food, textiles and technology and largely replicates
the existing EU-Japan arrangement, which will no
longer apply to Britain at the end of this year.

It is due to take effect on January 1 — the end of
a transition period in which London and Brussels
are trying to thrash out the terms of their own new
relationship.

British-Japanese trade was worth around £30
billion last year, while Britain’s imports and exports

to the European Union, its biggest trading partner,
totaled $670 billion. After the signing ceremony in
Tokyo, Britain’s International Trade Minister Liz
Truss said: “It used to be said that an independent
UK would not be able to strike independent trade
deals, or they would take years to conclude. But
today we prove the naysayers wrong.”

Truss also said the deal “paves the way” for
Britain to join the Comprehensive and Progressive
Agreement for Trans-Pacific Partnership between 11
countries including Canada, Mexico, Japan, Vietnam
and Australia. But joining is likely to be a complex
manoeuvre that will take years. —AFP
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Why companies in 
Mideast need to 
be on high alert 
By Werno Gevers 

Middle East organiza-
tions are growing
wary of criminals

exploiting their brands to tar-
get their customers, partners
or the general public.
According to the latest
Mimecast State of Email
Security Report, 74 percent of
organizations in Saudi Arabia
and United Arab Emirates are
concerned about a web
domain, brand exploitation or site spoofing attack. 

Cybercriminals are acutely aware of the ease with
which they can register lookalike domains and launch
sophisticated attacks impersonating trusted brands that
are nearly indistinguishable from the real thing. It’s
become common for malicious actors to use our favorite
retailers or other loved brands and services to trick peo-
ple into handing over money or sensitive information.
And it’s becoming harder for these brands to continue to
avoid responsibility. Local concerns outweigh global
averages, with 50 percent of UAE organizations admit-
ting they are very concerned about an attack that direct-
ly spoofs their email domain, compared to a global aver-
age of 40 percent.

It’s critical that organizations look beyond the perime-
ter to determine how threat actors are damaging their
brands online. As a start, they need to adopt Domain-
based Message Authentication, Reporting &
Conformance (DMARC), an email validation system
designed to uncover anyone using a brand’s domain with-
out authorization. This means brands can monitor who is
sending mails on their behalf and instruct receiving servers
to reject unauthorized emails. This helps protect receivers
from falling victim to fraudulent mails. In KSA all respon-
dents were aware of DMARC, but only 40 percent were
using it. Ninety-eight percent of UAE respondents were
aware of it while only 34 percent were using it. Perhaps an
indication that the importance of using such a solution to
protect brand reputation has not yet been realized for
many organizations.

And while brand protection is certainly on the radar for
IT and security decision makers, has its importance
reached the rest of the C-suite? The report found that in
the UAE chief information officers (CIOs) and chief infor-
mation security officers (CISOs) are most likely to control
the budget for securing the organization’s corporate brand
from web or email spoofing or other forms of exploitation
and impersonation. Encouragingly, in KSA 48 percent of
organizations had the chief financial officer (CFO) over-
seeing the budget, which means organizations here are
looking beyond traditional IT and security roles to own
brand protection. There is an argument to be made for the
chief marketing officer to take ownership of this budget
since they are typically responsible for their brand’s repu-
tation, but our research revealed this is the case at only 14
percent of UAE and KSA organizations. No matter who
manages the budget - whether it’s the CFO, CMO or CIO
- what’s critical is having budget set aside for this impor-
tant element of cybersecurity. And the budget owner also
needs to work closely with the organization’s security
leader to make the right purchasing decisions.

All of the countries surveyed in this year’s report
expect web and email spoofing attacks to increase in the
coming year, but Saudi Arabia and UAE organizations
were among the ones on highest alert with 52 percent and
54 percent respectively, predicting an increase. It there-
fore makes sense to have a dedicated senior resource
looking after the organization’s online brand integrity. On
average UAE organizations were made aware of six web
or email spoofing attacks in the last year, while KSA
organizations were made aware of seven. Of course, that’s
just the ones they were aware of and if left unchecked,
brand spoofing could have devastating effects on the
brand’s reputation. If organizations don’t have the tools to
actively look for exploits, or unless someone takes the time
to report them, they’re difficult to find which leaves brands
none the wiser. 

Standard web and email security strategies are no
longer enough. Organisations need to protect their brands
online and ultimately protect their customers and supply
chains by preventing fraudulent senders using their
domains or lookalike domains. Note: Werno Gevers is
cybersecurity expert at Mimecast

LONDON/WASHINGTON: Ratings agency
Standard & Poor’s affirmed the United Kingdom’s
sovereign debt rating at ‘AA’ on Friday, saying the
government’s pandemic response efforts helped
limit the hit to its economy.

The rating action comes a day after Britain’s
finance minister offered more cash to prop up
businesses reeling from the coronavirus crisis, as
new curbs to tackle a resurgence in cases threat-
en a nascent economic recovery. The UK govern-
ment and the Bank of England have demonstrat-
ed significant fiscal and monetary flexibility in
their response to the pandemic, said S&P in a
statement. The agency maintained its outlook at
“stable” on Br i ta in ’s  sovereign debt . S&P
upgrades 

Meanwhile, S&P Global Ratings on Friday
held the grade on Italy’s government debt steady
at BBB but upgraded the outlook to stable from
negative, noting improved prospects to restart

growth amid the pandemic. “The COVID-19 pan-
demic has hit Italy’s economy hard; under our
projections, GDP will not return to 2019 levels
until 2023,” the agency said in a statement.

S&P est imates the
Italian economy will con-
tract by about 9 percent
this year, before recover-
ing by 6.4 percent next
year. However, low inter-
est rates and expanded
measures by the
European Central Bank
(ECB) could provide a
huge in ject ion to the
Italian economy.

“In our view, despite
macroeconomic uncertainties, these steps provide
Italian authorities an opportunity to restart eco-
nomic growth and to reverse the deterioration of

its budgetary performance,” the statement said.
S&P Global Ratings downgraded the outlook

on Azerbaijan’s debt to negative, even while
holding the credit rating stable at BB+ amid the

r is ing r isks from the
conf l icted ignited in
September with neigh-
boring Armenia. “The
military confrontation
could exacerbate
Azerbaijan’s economic,
external, and fiscal vul-
nerabi l i t ies  at  a  t ime
when the economy has
been weakened by
COVID-19 and the col-
lapse in oil prices,” S&P

said in a statement.
The conflict will weigh on the nation’s economy

and finances as it “may take quite some time to

resolve.” Hundreds have already been killed in the
latest flare-up of fighting over Karabakh, a region
of Azerbaijan long controlled by ethnic Armenian
separatists. Efforts by world governments to bro-
ker a peace have so far failed. —Agencies

Ratings agency downgrades Azerbaijan debt outlook to negative

S&P affirms UK’s sovereign debt 
rating at ‘AA’; Italy outlook stable

Huawei announces Q3 
2020 business results
SHENZHEN: Huawei yesterday announced its busi-
ness results for the first three quarters of 2020.
During this period, Huawei generated $8.57 billion
in revenue, an increase of 9.9 percent over the
same period last year. The company’s net profit
margin in this period was 8.0 percent. Throughout
the first three quarters of 2020, Huawei’s business
results basically met expectations.

As the world grapples with COVID-19, Huawei’s
global supply chain is being put under intense pres-
sure and its production and operations face signifi-
cant challenges. The company continues to do its
best to find solutions, survive and forge forward,
and fulfill its obligations to customers and suppliers.

Moving forward, Huawei will  leverage its
strengths in ICT technologies such as AI, cloud, 5G,
and computing to provide scenario-based solu-
tions, develop industry applications, and unleash
the value of 5G networks along with its partners.
Its stated goal is to help enterprises grow their
business and help governments boost domestic
industry, benefit constituents, and improve overall
governance.

ICT has become a cornerstone of modern socie-
ty and the main driver behind sustainable social,
economic, and environmental development. Huawei
believes that rapid and healthy development within
the ICT industry will rely on open collaboration
and mutual trust across the global industry, so it
will continue working closely with its global part-
ners and using its innovative ICT technologies to
create greater value for customers despite the
complex situation it is currently facing. The compa-

ny will continue contributing to pandemic respons-
es, economic growth, and social progress.

The financial data disclosed here are unaudited
figures compiled in compliance with the
International Financial Reporting Standards.

Gulf Bank announces 
customer contact,
WhatsApp number
KUWAIT:  Gulf Bank has announced yesterday that
the WhatsApp number clients can use to message
the Bank has changed to 1805805, the same number
that the bank uses for its Customer Contact Center.

The latest update makes it even easier for cus-
tomers to be able to communicate with the Bank
through its WhatsApp service, which grants its
users immediate communication with Gulf Bank
representatives around the clock and from any-
where around the world.

Assistant General Manager of Corporate
Communications at Gulf Bank, Ahmad Al-Amir, said:
“As part of the Gulf Bank commitment, we are con-

stantly striving to provide
our clients with the highest
levels of customer satisfac-
tion, which is why we have
assigned one number to both
receive Customer Contact
Center calls and answer
immediate inquiries via
WhatsApp. Our aim is to
facilitate the customer serv-
ice experience, and make it
even easier for our clients to
communicate with us any-
where and anytime.”

To learn more about Gulf Bank’s various activi-
ties, customers can visit one of the Bank’s 52
branches, or visit the Gulf Bank website at www.e-
gulfbank.com. Customers can also use the
WhatsApp service on 1805805 for round-the-clock
assistance from Gulf Bank representatives, or call
the Customer Contact Center on the same number.

Werno Gevers 

Ahmad Al-Amir

TOKYO: British Secretary of State for International
Trade Elizabeth Truss (left) and Japan’s Economy,
Trade and Industry Minister Hiroshi Kajiyama gather
prior to their talks in Tokyo on Friday. —AFP

Virus fight
helped UK
cushion hit

to economy

News in brief

KFC to create 5,400 jobs in UK

LONDON: US fast-food chain Kentucky Fried
Chicken said Friday it will create 5,400 jobs in
Britain and Ireland on strong takeaway demand,
despite a tough year for the virus-hit hospitality
sector. KFC said in a statement that it would cre-
ate the new positions over the next three months,
taking this year’s new intake since the COVID-19
lockdown to 10,000 extra staff. “There’s no
denying it’s been a tough year for the hospitality
sector, and we’re already seeing the substantial
impact of that across our high streets and city
centers,” said Paula MacKenzie, general manager
at KFC UK and Ireland.  — AFP

Sweden, Denmark bid to save SAS

STOCKHOLM: The Swedish and Danish gov-
ernments have agreed to stump up more cash to
bail out ailing airline SAS in a recapitalization
plan that was finalized on Friday, the
Scandinavian carrier announced.  SAS, which
like other airlines around the world has been hit
hard by the economic fallout from the coron-
avirus pandemic, said that Stockholm and
Copenhagen have agreed to increase their
respective stakes in the carrier to 21.8 percent
apiece as part of the rescue plan first unveiled in
August.  The package includes some 12 billion
kronor ($1.37 billion, 1.16 billion euros) of fresh
funding and the conversion of a further 2.25 bil-
lion kronor of debt into equity. —AFP

Daimler lifts outlook on Q3 profits

FRANKFURT: German auto giant Daimler, mak-
er of Mercedes-Benz, said Friday that it was
upgrading its earnings forecast for the whole of
2020 after group profits rose in the third quar-
ter. “The key figures reflect a good performance
based on improving markets and strong prod-
ucts, combined with diligent cost discipline and
extensive cash-preservation measures,” the car-
maker said in a statement. In the three months to
September, Daimler’s net profit amounted rose
to 2.2 billion euros ($2.6 billion) from 1.8 billion
euros in the same period a year earlier.
Underlying or operating profit rose amounted to
3.1 billion euros compared with 2.7 billion euros
a year earlier. —AFP

Renault says sales down in Q3 

PARIS: French auto giant Renault said Friday
that its sales were down in the third quarter, but
the figure was cushioned by a boost for its elec-
tric models and as the global car market shows
the first signs of recovery. Renault, which does
not publish profits on a quarterly basis, said in a
statement that revenues fell by 8.2 percent to
10.4 billion euros ($12.3 billion) in the three
months to September and unit sales were down
by 6.1 percent at 806,320 vehicles. Average
analyst forecasts compiled by Bloomberg had
anticipated third-quarter revenue of just under
10 billion euros. “The third quarter of 2020 is
marked by a recovery in the trend of the global
automobile market,” Renault said. —AFP

China to set 5-year 
plan for steering 
economy through 
choppy waters
BEIJING: China’s top leaders will chart the country’s
economic course for 2021-2025 at a key meeting start-
ing tomorrow, seeking to balance growth and reforms
to avoid stagnation amid an uncertain global outlook
and deepening tensions with the United States.
President Xi Jinping and members of the Central
Committee, the largest of the ruling Communist Party’s
elite decision-making bodies, will meet on Oct. 26-29
behind closed doors to lay out the 14th five-year plan,
a blueprint for economic and social development.

The plan and its execution will be crucial for China

to avoid the so-called “middle income” trap, policy
insiders say, referring to the struggle of many
economies to boost productivity and shift towards
higher value-added industries. “Although the Chinese
government has been calling for a transition in the
development model for a number of years, we think the
next five years will be particularly important, both polit-
ically and economically,” Goldman Sachs economists
wrote in a note ahead of the plenum, the fifth meeting of
the Central Committee since the 2017 party congress.

Sustaining steady growth will be the priority, even
as expectations grow that top leaders could announce
fresh reforms to spur domestic demand, innovation
and self-reliance under Xi’s new “dual circulation”
strategy, policy insiders said. Investors also will be
closely watching to see if China moves to a more flexi-
ble economic growth target, after dropping it this year
for the first time since 2002 due to the uncertainty
caused by the coronavirus crisis. Some analysts say
dropping growth targets would reduce the country’s
reliance on debt-fueled stimulus and encourage more
productive investment. —Reuters


