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Al Mulla Group inaugurates new 
showroom for BRABUS in Kuwait

KUWAIT: Gulf Trading Group, a subsidiary of Al
Mulla Group, has recently signed a partnership
agreement with BRABUS GmbH, the leading
German company with over 40 years of experi-
ence in transforming vehicles of the Mercedes-
Benz brand into stylish unique vehicles. In accor-
dance with the terms of this agreement, Gulf
Trading Group (GTG), as the sole authorized dis-
tributor of the BRABUS brand, and the exclusive
point of sale and service of BRABUS tuning kits
and accessories in Kuwait, announced the inaugu-
ration of a special showroom for BRABUS prod-
ucts, and BRABUS modified vehicles in Al-Rai
area in Kuwait. 

BRABUS GmbH, the German high-performance
automotive aftermarket tuning company founded
in 1977 in Bottrop, maintains its regional office
BRABUS Middle East L.L.C. in Dubai, UAE, which
operates as a separate legal entity and as a tech-
nical support hub for the greater GCC region.
BRABUS is the largest Mercedes-Benz tuner after
Mercedes-AMG and is active in more than 100
countries globally. 

Commenting on the partnership agreement and
the opening of the showroom, Imad Flayhan,
Managing Director, Automotive Division at Al
Mulla Group, said: “On behalf of Gulf Trading
Group and Al Mulla Group we are delighted to

commence operations as an authorized distributor
of BRABUS products and services in Kuwait.
BRABUS is one of the world’s leading high-per-
formance modification and tuning companies. We
are proud to have reached an agreement to repre-
sent such an esteemed brand and look forward to
providing our clients in Kuwait with the premium
level of services and high quality modifications
that BRABUS is renowned for.” 

BRABUS, who has expanded its services to
include vintage cars, is dedicated to achieving
maximum car performance through the increase of
horsepower and movement while modifying it
according to the customer’s requests. BRABUS

also offers cosmetic modifications including low
profile spoilers, body kits, carbon fiber splitters,
and multi-piece alloy wheels. Other upgrades
include racing Limited Split Differentials (LSDs)
open racing exhaust systems, twelve-piston disc
brakes, and engine remapping. Customers can
also have complete engine overhauls.

The company uses its automotive expertise
from more than 40 years to restore classic vehi-
cles of the Mercedes-Benz brand in a very special
way - back to new condition. The “Six-Star
Restoration” brings many of the classic vehicles to
at least the same high quality they once had in
their “first life” straight from the factory. 

An exclusive point of sale and service of BRABUS tuning kits and accessories 

KUWAIT: Inauguration of a special showroom for BRABUS products and BRABUS modified vehicles in Al-Rai area

KUWAIT: Nespresso has always believed
that coffee can be a powerful force for
good, and this conviction is central to the
brand’s new communications platform:
“Made with Care”. Premiering worldwide
today, the campaign launches with a spo-
ken word video for TV and social, in which
longstanding brand ambassador and
Nespresso Sustainability Advisory Board
(NSAB) member George Clooney, together
with other friends of the brand, explores
what is behind every cup of Nespresso
coffee: the deep human care invested in
every step of the value chain.  

Every cup begins with care
The “Made with Care” campaign, spear-

headed by Clooney, brings to life
Nespresso’s fundamental beliefs: that craft-
ing high-quality coffee can be both an art
and a catalyst for positive change - if care
is instilled in every detail. This ethos is
embedded throughout the company’s value
chain - from the Nespresso AAA
Sustainable Quality Program, designed to
ensure the selection of only the finest quali-
ty beans while improving the livelihoods of
farmers and protecting the environment,
through to its commitment to reviving
endangered coffees and communities with
the Reviving Origins program. This same
acute sense of care lies behind the compa-
ny’s commitment to make every cup of
Nespresso coffee carbon neutral by 2022. 

“Care runs deep at Nespresso,” says
Anna Lundstrom, Nespresso’s Chief Brand
Officer. “As guardians of one of nature’s
precious resources, it is a philosophy that’s
embedded in everything we do. We are
committed to offering the most refined cof-
fee experience and to protect the best of
our world with human care and creativity.
Our approach proves that good taste and
good values can go hand in hand, and we
are proud to bring together so many like-
minded friends of the brand in our latest
campaign.”

Shared values
Building on a partnership which began in

2006, “Made with Care” also highlights the
enduring affinity between the values of the
Nespresso brand and George Clooney,
demonstrating how brand ambassadorship
can evolve into something altogether more
meaningful.

“Nespresso and I have always shared a
passion for sustainability and farmer wel-
fare. And if the past year has shown any-
thing, it’s that care is pivotal to communi-
ties’ wellbeing and resilience. That’s why I
feel privileged to stand alongside people
with the same values in the “Made with
Care” movement - from activists, to
celebrities, to some of the most dedicated
farmers and coffee experts I have ever met.
Together, we are committed to sustainabili-
ty, fairness and to ensuring we can enjoy

great coffee for generations to come,” said
Clooney.

In the launch video, Clooney and the
diverse group of Nespresso partners
answer the question, “What is Care?”. They
each explain how their personal beliefs
bind them with the deep human care which
is so central to the Nespresso value chain.

Let’s talk about care
At Nespresso quality doesn’t happen by

chance but results from conscious choices
and the great care taken by the company
throughout its global operations. Care for
coffee farming communities and the pursuit
of gender equality are fundamental to the

Nespresso brand. The video features a num-
ber of personalities who share the same val-
ues with their passionate championing of
pressing societal issues. From Colombian
Fashion Designer Johanna Ortiz, to
Rwandan-French actress and philanthropist
Sonia Rolland, digital entrepreneur Chiara
Ferragni, Sudanese-American poet and
activist Emi Mahmoud, Nespresso is proud
to collaborate with such powerful advocates
for equity and inclusivity.

The video also includes partners who
share Nespresso’s long-term commitment to
sustainability. From creatives, such as French
chef Jean Imbert, who amplify these values
through their craft, to individuals who have
dedicated their entire careers to taking
action on fairness and sustainability - name-
ly Dr. Nyagoy Nyong’o, Global CEO for
Fairtrade International, and Tristan Lecomte,
Founder of PUR Projet, both of whom are
members of the Nespresso Sustainability
Advisory Board. 

Respect for the artistry involved in craft-
ing quality coffee is paramount to
Nespresso. It is also behind the brand’s rela-
tionships with some of the world’s most gift-
ed artists and professionals who use their
talents as a platform to help others, including
film and television actor Mark Chao, and
French violinist, Renaud Capucon.

Finally, the care in every Nespresso cup
is perhaps best expressed in the words of
the people behind the brand, for whom car-
ing is critical to their everyday job. Care for
quality, care for the experience they give
coffee lovers, care for each other. The voic-
es we hear in the video include Nespresso’s
Head of Coffee Development Alexis
Rodriguez, and Coffee Specialist James
Pergola, as well as Colombian Agronomist
Juliana Correa, and Nicaraguan coffee
artists Cindy Romero and Anderson Moran.

The “Made with Care” launch film also
features global digital entrepreneur,
Chiara Ferragni, a true connoisseur of
quality coffee and lifelong Nespresso fan.
Chiara’s high-profile fundraising, disrup-
tive ideas and active support for female
empowerment are all key tenets of the
Nespresso brand, and make her an excel-
lent addition to this line-up of like-minded
advocates for caring.

“Over the past year, I’ve become con-
vinced more than ever that true care means

doing what we can to support our commu-
nity. Because together we are stronger. I
have always admired Nespresso for its
commitment to equitable and sustainable
sourcing, and am proud to start collaborat-
ing with Nespresso on such an important
initiative and I’m excited about what is to
come,” said Ferragni.

The “Made with Care” launch film also
features Mark Chao, a gifted actor, who
uses his public profile to champion emo-
tional well-being. Chao believes strongly
that people should be helped to enhance
their wellness, a philosophy which is
reflected in the way Nespresso cares for its
employees, the farmers it collaborates with,
and the quality of the experience it offers
coffee lovers every day.

“Over the past year, I’ve become con-
vinced more than ever that truly caring
means doing what we can to support any-
one who may be struggling. I am proud of
my long-term relationship with the
Nespresso brand and grateful for the
opportunity to use this platform to spread
positive energy and spark positive
change,” said Chao. The latest Nespresso
campaign will appear on television, in digi-
tal, print and social media, as well as in
Nespresso boutiques, out-of-home and on
the company website. 

KUWAIT: In light of its strate-
gic init iatives and under the
umbrella of KIB’s New Graduate
Development program, Kuwait
International Bank (KIB)
launched Credit Academy, in col-
laboration with Moody’s - the
world’s leading company special-
ized in economic
research, f inancial
analysis and credit
ratings. This cus-
tomized development
program aims to
improve the capabili-
ties and skil ls of
employees in the
field of finance and
commercial credit in
accordance with the
highest global stan-
dards, in addition to
providing them with
a Certif icate in
Commercial Credit
(CICC) after com-
pleting a compre-
hensive and integrat-
ed training program. 

The program,
which kicked off this
past April and
extends over a period
of six months,
includes three virtual
classrooms sessions conducted in
three consecutive phases: Phase 1:
Accounting for Credit
Professional (ACP), Phase 2:
Commercial Lending (CL), while
Phase 3 will focus on Problem
Loans (PL) and Profitability and
Credit Risk (PCR). The program
also offers participants an enlight-
ening educational journey through
a number of virtual classrooms
and workshops as well as hands-
on training at the workplace.

Commenting on the program,
Firas Al-Darmi, Deputy General
Manager at the Human Resources
Department at the Bank, said: “At
KIB, we constantly seek to devel-
op staff skills and offer new tal-
ents training courses and profes-
sional programs that would drive
and uplift commercial perform-
ance. This inevitably contributes
to the Bank’s ambitious strategic
plans and raises performance to
the highest standards, in addition
to enhancing the employment
experience and employee satis-
faction at the Bank.”

On his part, Deputy General
Manager of Wholesale Banking -

Head of Domestic Commercial
Banking, Hesham Al-Mubaraki,
further noted that Credit Academy
leverages Moody’s deep expertise
in credit assessment and risk man-
agement to certify the achieve-
ment of the highest standards of
credit analysis and decision-mak-

ing skills, by targeting
freshly graduated
employees from both
local and international
universities. Al-
Mubaraki also
stressed that the pro-
gram is aimed at
enhancing fundamen-
tal skills, such as the
understanding and
analysis of customer
needs, identifying
risks and financing
solutions, in addition
to the understanding
and interpretation of
financial standards and
ultimately the implica-
tion of accounting
practice for credit
analysis. Overall, this
program seeks to
improve employees’
ability to implement
the Bank’s risk man-
agement policy and

adhere to professional standards
that inspire trust and confidence.

“Acquiring a Certificate in
Commercial Credit (CICC) will
help employees improve their
capabilities and boost perform-
ance in the field of operations, in
addition to enhancing their
knowledge of business aspects
and their ability to make decisions
and manage and analyze commer-
cial credit in the Bank in accor-
dance with the highest interna-
tional standards. This is all thanks
to the benefit of Moody’s long-
standing experience in credit
assessment and risk management,
which will guarantee participants
in the program a bright career in
the banking sector,” added Al-
Mubaraki. It serves to note that
KIB adopts a policy of investing in
human capital by attracting young
Kuwaiti talent and aspiring new
graduates, in addition to providing
them with career development
opportunities and intensive and
comprehensive training courses,
which improves their skills and
paves the way for a promising
career in the financial sector.

KIB launches ‘Credit 
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with Moody’s
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