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Al-Kharafi: ZainTech unifies Group’s ICT 
assets to offer extensive digital solutions

DUBAI/KUWAIT: Zain Group, a lead-
ing telecom pioneer in seven markets 
across the Middle East and Africa 
announces the establishment of 
ZainTech, a new operating regional enti-
ty that unifies the Group’s ICT assets to 
offer a unique value proposition, cen-
tered on a one-stop provision of com-
prehensive enterprise digital solutions 
and transformation services all under 
one roof. ZainTech will also incorporate 
NXN and Zain Data Park (ZDP) provid-
ing premium customer experience, local 
presence and support to enterprises and 
government clients across the region. 

The launch of ZainTech, a first among 
Middle East operators, was made during a 
ceremony held at GITEX 2021 in Dubai 
that was attended by Zain Group Chief 
Technology Officer, Nawaf Algharabally; 

Zain Saudi Arabia Chief Business and 
Wholesale Officer, Saad Al-Sadhan; and 
the newly appointed Zain Tech CEO, 
Andrew Hanna and other distinguished 
business and telecom figures from across 
the region. 

ZainTech will operate and leverage 
Zain’s global reach, unique footprint and 
infrastructure across its operations as 
well as other key markets in the Middle 
East. It will offer a single point of contact 
for sales and personalized customer care 
for multi-national corporations that have 
multiple presence across the region. 

Moreover, the new entity will address 
a wide array of business needs ranging 
from solutions for cloud, cybersecurity, 
and associated managed and profession-
al services. It will also provide standard 
and customized digital solutions 
addressing the unique needs of different 
verticals leveraging the latest innovations 
in IoT, Big Data, Artificial Intelligence, 
and emerging technologies. 

Bader Al-Kharafi, Zain Vice-Chairman 
& Group CEO, said: “ZainTech is a major 
step in Zain’s ‘4Sight’ strategy, signifying 
a vital development in our determination 
to transform Zain into a multi-core digi-
tal business. The new entity, a first 
among telecom operators in the Middle 
East unifies the Group’s ICT assets to 
offer comprehensive digital solutions and 
transformation services under one roof, 
also incorporating NXN and ZDP, both 
specialized ICT establishments in their 
respective fields.” 

Al-Kharafi continued, “It is my pleas-
ure to announce the appointment of 
Andrew Hanna as CEO of ZainTech. 
Andrew will work closely with Zain 
Group and opco leadership to grow Zain 
Tech’s presence in the region and 
beyond, ensuring we continue our trans-
formation towards our new core. Andrew 
brings over 25 years of telecommunica-
tions & ICT experience gained in a wide 
variety of global and regional roles.” 

ZainTech’s creation supports a key 
part of Zain’s value accretive ‘4Sight’ 
strategy that is centered on evolving 
Zain’s core telecom business to maximize 
value and building on the company’s 
many strengths to selectively invest in 
growth verticals beyond standard mobile 
services, while supporting Zain’s vision 
of becoming a leading ICT and digital 
lifestyle provider.  

The new ZainTech structure enhances 
Zain’s competitiveness by improving 
ownership in growing the ICT and digital 
core, accelerating capability and capaci-

ty building, and synergizing investments 
where it makes sense to, as well as maxi-
mizing the value Zain derives from part-
nerships with global ICT vendors. 

Andrew Hanna, CEO of ZainTech, 
commented: “I look forward to working 
with visionary leaders in local and multi-
national enterprises, city management 

and public sector entities to simplify and 
accelerate their digital transformation 
and next-generation technology innova-
tions with confidence. ZainTech aims to 

empower customers to 
embrace innovation, digital 
disruption and future tech-
nologies, creating value and 
allowing them to make their 
aspirations a reality.” 

 
A focus to support Zain B2B 

teams across footprint 
ZainTech will work closely 

with and support B2B teams 
within Zain operations to drive 
market development and 

cross-sell advanced ICT services to dif-
ferentiate Zain’s position in the regional 
enterprise market. The operations will 
continue to spearhead local execution, in 

line with the current successful model. 
 

Incorporating NXN into ZainTech 
Founded in 2007 and acquired by 

Zain in 2016, NXN is an end-to-end 
smart digital services provider, leverag-
ing the deep expertise of its industry 
consulting, data, and technology teams. 
Its advanced DNX Digital Services 
Platform provides customers with the 
agility they need to fast track innovation, 
break down data silos and implement 
disruptive technology solutions. 

 
Zain Data Park 

ZDP was formed by Zain in 2020 and 
provides government and enterprise cus-
tomers with the very best IT support servic-
es focused on cloud hosting and managed 
services across the ICT stack, including 
applications, cybersecurity and networking. 

Zain launches ZainTech, a one-stop shop servicing enterprises and governments 

DUBAI: (From left): Zain Group CTO Nawaf Algharabally; ZainTech CEO Andrew Hanna; and Zain Saudi Arabia Chief Business and 
Wholesale Officer Saad Al-Sadhan. 

• Providing a center of excellence and managed solutions for Cloud, Cybersecurity, Big Data, IoT, AI, Smart 
Cities and Emerging Technologies incorporating NXN and Zain Data Park  

 
• Leveraging Zain Group’s unique footprint and global reach, ZainTech offers a single point of contact for 

sales and customer care for multinational corporations  
 
• Andrew Hanna appointed CEO of ZainTech

A first for MENA 
telcos, ZainTech to 

leverage Zain’s 
global reach

ARLINGTON: More air in that bag of 
chips? Fewer flakes in your cereal box? 
You’re not imagining it: “Shrinkflation,” a tac-
tic used by industry to hide price increases, is 
back in vogue. Facing the post-pandemic 
inflationary surge, partly fueled by bottle-
necks in global supply and trouble finding 
workers, companies are under more pressure 
to deal with rising costs. 

Consumer advocate Edgar Dworsky, who 
has followed the phenomenon he calls down-
sizing for quarter of a century, says he has 
identified dozens of products in recent 
months that have seen sneaky price increases. 
He found goods ranging from Charmin toilet 
paper rolls to Cheerios cereal, to Royal Canin 
canned cat food, where the size or weight has 
shrunk, but the price remains the same. 

In September, food giant General Mills, 
maker of Cheerios, flagged the soaring costs 
for materials and labor to justify conventional 
price increases but also changes to “PPA”-
price pack architecture-a technical term for 
the adjustment of size or quantities. 

While these small changes in size could 
pass largely unnoticed in the past, the inter-
net era puts them in the spotlight. On the 
social network Reddit, the “Shrinkflation” 
group has 14,500 members, who share their 
discoveries though mostly tongue-in-cheek 
rather than to protest. 

“It’s definitely more insidious because 
shrinkage, at least for me, is less noticeable 
than a price increase,” Jonathan Khoo, 44, a 
software designer in Oregon, told AFP. 

But “it’s the delay in finding out that you’ve 
been played” that makes the tactic “much 

worse” than a straightforward price hike, he 
said. Pierre Chandon, professor of marketing 
at the Sorbonne University’s INSEAD behav-
ioral lab, said shoppers feel they have been 
scammed because “most consumers have a 
mistaken idea that the quantities are stan-
dardized, regulated,” which is only true for a 
few with rare exceptions like alcohol. 

“Since we assume that the weight is fixed, 
we do not look at it,” Chandon said. 

 
‘Bad shoppers’  

Fellow Oregon resident Brian Johnson 
winced when he recently saw that a container 
of trendy local ice cream brand Tillamook lost 
six ounces, dropping to 48 ounces (to 1.42 
liters from 1.65 liters). “I know that companies 
are doing this because consumers have a 
price point for items based on years of expe-
rience. They expect to buy a container of 
something within a price range,” the 52-year-
old data scientist said. Dworsky, known as 

“Mr Consumer,” said companies “don’t take a 
step like that lightly.” 

“They did the calculation” and if they get 
a handful of complaints “they send a couple 
of bucks in coupons to the consumer to get 
them to keep buying.” In fact there are no 
documented examples of shoppers revolting 
against a product that has shrunk, and even 
the members of the Reddit group hardly ever 
call for a boycott of a brand. 

“Perhaps we have learned that this is nor-
mal and that if we are fooled, it is because we 
have been bad shoppers,” Chandon explained. 
Anand Krishnamoorthy, a marketing professor 
at the University of Central Florida, said that 
even after the cost spikes have receded, “there 
is no incentive” for brands to revert to their 
original size. Examples of shrinkage can be 
seen in many other sectors-from tiny urban 
apartments to legroom on airplanes-but 
“where we notice it the most is consumer 
packaged goods.” — AFP 

Less product, same  
price: ‘Shrinkflation’ 
hits US shoppers

ARLINGTON: Charmin Ultra Strong toilet paper is on display on a supermarket shelf on Friday in 
Arlington. More air in that bag of chips? Fewer flakes in your cereal box? You’re not imagining 
it: “Shrinkflation,” a tactic used by industry to hide price increases, is back in vogue. — AFP

NEW YORK: Exhausted after work-
ing long hours during the coronavirus 
pandemic and resentful that their boss-
es are not sharing sometimes huge 
profits, tens of thousands of nurses, 
laborers and entertainment workers are 
going on strike across the United 
States. If they fail to reach agreement 
with the Hollywood studios on a new 
collective bargaining contract, 60,000 
members of the International Alliance 
of Theatrical Stage Employees plan to 
strike today. The IATSE includes cine-
matographers, hairdressers, makeup 
artists and sound editors. 

Some 31,000 employees of the 
Kaiser Permanente healthcare group in 
the western states of California and 
Oregon are also poised to strike soon. 
Since Thursday, 10,000 employees of 
the John Deere farm equipment com-
pany have been on strike; while 1,400 
workers walked off the job at the 
Kellogg’s cereal company on October 
5, and more than 2,000 employees of 
Mercy Hospital in Buffalo, New York, 
began striking on October 1. 

The sudden rash of strikes this 
month has even led some to coin the 
word “Striketober,” a neologism since 
embraced on social media even by 
prominent progressive Democrat 
Alexandria Ocasio-Cortez. 

During the pandemic, workers say, 
they often had to bear extra burdens to 
make up for others who were staying 
home. “We’ve sacrificed our time with 
our families, we missed ballgames with 

our kids and dinners and weddings, in 
order to keep boxes of cereal on the 
shelves,” said Dan Osborn, a mechanic 
at Kellogg’s for 18 years. “And this is 
how we’re getting repaid,” he contin-
ued, “by asking us to take concessions 
at a time when the CEO and executives 
have taken increases in their compen-
sation.” Osborn, the president of a local 
chapter of the Bakery, Confectionery, 
Tobacco Workers and Grain Millers 
union (BCTGM), said workers object to 
a two-tier pay system that leaves some 
newer employees making far less than 
older workers. 

“We are not asking for anything as 
far as increases in our wages and bene-
fits,” he said. Nor are workers oppos-
ing long hours. But they do reject a pay 
system that leaves some employees 
earning less for the same work, and to a 
revocation of inflation-linked pay rais-
es-particularly at a time when prices 
have been surging. “The strike can go 
however long it takes,” Osborn said. 
“All we have to do is hold out one day 
longer than the company.” 

Most of the strikes are motivated by 
demands for better working condi-
tions, said Kate Bronfenbrenner, who 
specializes in union and labor issues at 
Cornell University in New York. 
“Companies are making more profits 
than ever, and workers are being 
pushed to work harder than ever, 
sometimes risking their lives to go 
back to work in the context of 
COVID,” she said. — AFP 

Frustrated and  weary, more 
US workers are striking

Bader Al-Kharafi:  
“ZainTech is a major step in 
Zain’s ‘4Sight’ strategy, signi-
fying a vital development in 
our determination to trans-
form Zain into a multi-core 
digital business. The new 
entity, a first among telecom 
operators in the Middle East 
unifies the Group’s ICT 
assets to offer comprehen-
sive digital solutions and 
transformation services under 
one roof, also incorporating 
NXN and ZDP, both special-
ized ICT establishments in 
their respective fields.”

Zain Vice-Chairman and Group 
CEO Bader Al-Kharafi 


