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T
here really is nothing 
more valuable than 
your word. Once 
you’ve established a 
good reputation as 

someone who keeps their word, 
and as a person who lives up to 
commitments, people decide 
that they can count on you- that 
in itself is a form of currency. In 
business, reputation is everything, 
and your reputation stems from 
the guarantees you make (both 
personal and professional), and how 
you go about keeping those same 
guarantees. Are you fully delivering 
on your promises grudgingly (and 
only after being chased via multiple 
mediums), or are you happy to 
keep your end of the agreement in a 
timely fashion? There is something 
to be said for people who not only 
keep their word, but that do so with 
pleasure. 

It is unfortunate that several 
times this year I have found myself 
declining to participate in great 
events staged by respectable and 
influential entities. Not because I 
didn’t want to speak and certainly 
not because I wasn’t flattered to be 
included, but because I didn’t want 
to commit myself and find that at 

the last minute I would be forced 
to either do a mediocre job or bail 
altogether. There really is nothing 
wrong with admitting that you are 
too busy or that your resources are 
stretched too thin. It doesn’t make 
you sound remote or unavailable; 
in my opinion, it saves the other 
party a great deal of headache and 
last minute footwork scrambling 
to fix whatever space or problem 
that you’ve left in your wake by not 
making good on your claim. This 
applies to everything from speaking 
engagements to mentoring sessions 
to meetings. If you have no time, 
then you have no time. There are 
those people of extremely generous 
spirit who try to be everywhere for 
everyone, but good intentions can 
sometimes backfire when you find 
yourself unable to meet all of the 
different conditions that you have 
set. 

It is detrimental to your reputation 
to make a promise that you can’t 
keep. It is also potentially harmful 
to the other party. Whatever 
contingency plan you may think that 
they have in place for your failure to 
deliver isn’t as good as the original 
plan that involved you or your 
business, or it wouldn’t have been 

the fall-back 
to begin with. 
Everyone 
has been 
left high and 
dry at some 
point over 
the course of 
their careers, 
and these 
things often 
happen at the eleventh hour. I know 
that I have been disappointed on 
several occasions, and some of these 
problems have had much larger 
repercussions than the other parties 
could have imagined. It must be said 
that some situations are extenuating 
circumstances of course, but these 
are the anomaly and not the norm. 

It is essential that you don’t 
take on more than you can handle, 
regardless of how good your 
intentions or how much you want 
to help out. The “learn to say no” 
method may actually save someone 
a lot of trouble- not to mention 
salvage your reputation.     

EDITOR’S NOTE

Fida Z. Chaaban 
Editor in Chief
     @fida
editor@bncpublishing.net

Don’t bite off more than you can chew

A promise is 
a promise
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Jordan announced the construction 
of its first ever nuclear power plant 
in late March of this year, indicat-
ing that 49% of it will be funded 

by Rosatom, a nuclear firm owned by the 
Russian state. The power plant, worth 
US$10 billion, is expected to start oper-
ating by 2022, with another one planned 
to be operating a couple of years later. It 
appears likely that the reactors will be 
built in southern Jordan, after Belgian 
firm Tractebel Engineering declared the 
area appropriate back in 2010.

The announcement of Jordan and Rus-
sia’s agreement made global headlines, 
and many were somewhat surprised. 
Looking at Jordan’s involvement in 
various institutions in the international 
community, the nuclear plant doesn’t 
actually sound so surprising. Jordan, 
which has its own commission for atomic 
energy (the Jordan Atomic Energy Com-
mission), has signed memorandums of 

understanding with 
various states with nu-
clear power, including 
the U.S., U.K., China, 
Russia, South Korea, 
Japan, and France. 
They also established 
the Committee for 
Nuclear Strategy back 
in 2007 to tackle the 
future construction 
of nuclear reactors, 
and have brought in a 
five-megawatt research 
reactor via South 

Korean company Daewoo to the Jordan 
University of Science and Technology. 
Jordan has also ratified the Treaty on the 
Non-Proliferation of Nuclear Weapons by 
the International Atomic Energy Agency 
(IAEA). Of course, all this has been met 
with opposition by various environmen-
talist groups, who claim that Jordan can 
push for safer alternative energy sources, 
specifically solar or wind-powered 
energy. 

With Jordan relying almost entirely on 
oil imports for energy, and with a rising 
population, it only makes sense to find 
an alternative energy source that is more 
cost efficient and more self-reliant. The 
country plans to handle 40% of its en-
ergy demand through its nuclear reactors. 
But here’s something that we hope will 
be sorted out as soon as possible: despite 
nuclear energy being significantly cleaner 
than that of fossil fuels, what’s Jordan 
going to do with all that nuclear waste?  

IN THE LOOP

Saudi Arabia has been the center of attention 
for growth in the GCC, and it doesn’t look 

like things will change anytime soon. The Saudi 
Arabian General Investment Authority (SAGIA) 
has revealed that of all of the Kingdom’s mas-
sive projects, there is US$79 billion worth of 
investment in the private energy sector alone. 
This shouldn’t come as a surprise though- with 
Saudi Arabia investing heavily into building and 
expanding airports, as well as huge city devel-
opment projects in the form of public-private 
partnerships, including a fully privatized port, the 

country is going to have to deal with a surge in 
energy demand and consumption. 

Given the landscape of the market right now, 
the upcoming Saudi Power 2015 trade exhibi-
tion promises to highlight the opportunities and 
challenges inherent in the Kingdom’s energy 
sector. The event, which is being held under the 
patronage of Saudi Arabia’s Ministry of Water 
and Electricity and jointly organized by Riyadh 
Exhibitions Company Limited and Informa 
Exhibitions, will take place from May 11-13 at 
the Riyadh International Convention & Exhibi-

tion Center. This year will mark Saudi Power’s 
18th edition, and this exhibition on the energy 
sector (renewables included) could be one that 
showcases ample investment opportunities in 
the KSA. 

enerGy seCtor In the sPotLIGht at 
sauDI Power 2015

Blackwater guards sentenced 
to lengthy prison terms

for Nisour Square slayings

Four guards from private security corporation 
Blackwater Security Consulting, now known 
as Academi, have been sentenced for commit-

ting a series of warcrimes in Iraq. In September 
2007, Nicholas Slatten, Paul Slough, Evan Liberty, 
and Dustin Heard fired live ammunition and 
threw grenades into Nisour Square, a busy traffic 
roundabout in Baghdad, killing 14 unarmed Iraqi 
civilians. Slatten was charged with murder and 
sentenced to life in prison, and Slough, Liberty 
and Heard were all sentenced to 30 years plus 
one day in prison, charged with manslaughter 
and attempted manslaughter.  What might seem 
frightening to most is that all four men consider 
themselves innocent and acting in self-defense, 
despite UN and even FBI investigative reports 
concluding that the 14 victims in Nisour Square 
were killed without cause. The FBI did however 
dismiss the deaths of three other Iraqis in Nisour 
Square. While many human rights organizations 
and investigative journalists have applauded the 
court decision, they’ve also claimed that this is a 
“partial justice” solution, given that Academi was 
not charged as an organization.     

JorDan PLans to Go nuCLear 
wIth russIan rosatoM

Sergey 
Kirienko,

Chief 
Executive 

Officer, 
ROSATOM
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GREAT SUCCESS

COMES FROM

GREAT SUPPORT.

At Qatar Financial Centre, we facilitate success. Offering ease of set up, an international legal environment 

and access to growth markets, we’ll give your business the perfect platform for the region. Visit qfc.qa

Facilitating success.

Emerson Buckley
CONDUCTOR
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INNOVATOR

A cursory look at Dr. R. Seetharaman’s 
corporate profile is enough to understand 
why I was feeling a little intimidated when 
sitting opposite him for an interview in one 
of the meeting rooms at the Armani Hotel 
in Dubai. In his role as the Group Chief Ex-
ecutive Officer of Doha Bank, Dr. Seethara-
man has been the recipient of several dis-

tinguished awards for his achievements in and contributions 
to the Middle East banking and business sectors- some of the 
more recent ones include the Gold Stevie Award for Executive 
of the Year in the banking category at the 2014 International 

Business Awards, the Asia Business Leadership Forum (ABLF) 
Business Economist Award at the ABLF Leadership Weekend 
2014, and the Banking Innovator award at Entrepreneur Mid-
dle East’s very own 2014 Indian Innovator Awards. But while 
he may have many such laurels to boast of, I was glad to see 
that Dr. Seetharaman was not one to toot his own horn- on 
the contrary, he was quick to credit all of his wins to the col-
lective efforts made by the Doha Bank team and enterprise. 
“The awards and the recognitions are only incidental,” he 
says. “It’s [thanks to] goal congruence- you set your objec-
tives, but these objectives cannot be accomplished unless the 
organization where you [work at] accomplish equally.” 

And Doha Bank has certainly been able 
to accomplish a lot- for instance, the 
bank’s financial results for the first 
quarter of 2015 saw its net profit hit 
QAR420 million, a rise of 5.2% when 
compared with its value of QAR399 
million from the same period in 2014. 
The bank also announced a total equity 
of QAR10.7 billion at the end of March, 
with the return on average shareholders’ 
equity reaching 19.7%, which is report-
edly one of the best in the industry. 
Now, while these numbers are certainly 
something to be proud about, Doha 
Bank isn’t sitting pretty on its achieve-
ments either- the bank is pushing ahead 
with a rather aggressive strategy for the 
future, with an aim to further solidify 

its position in the market. This includes 
its continued investments in innovation 
–Doha Bank’s recent launch of Tablet 
Banking, a digital account opening 
system that’s a first for banks in Qatar, 
is an indication of this- while also 

scaling up its international presence, 
as evidenced by the recent completion 
of its acquisition of HSBC Bank Oman’s 
operations in India. At the same time, 
the bank continues to build on its unwa-
vering focus on the customers it serves-  

By Aby Sam Thomas

“In my earlIer assIgnment as head of 
technology operatIons [at the Bank 
of oman], I had experImented as such 
wIth customer-centrIc values that 
trIggered Improvement In the market 
share. so It was easy for me to come 
to doha Bank wIth convIctIon and 
transform the InstItutIon, especIally 
In a market that was just gettIng set.”

Dr. R. Seetharaman
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be it with innovative rewards schemes 
or new savings opportunities, it’s easy 
to see why Doha Bank is seen as one of 
the frontrunners in the region’s banking 
and finance sector.

Looking at Doha Bank today, it’s clear 
that the bank has come a long way from 
what it was when Dr. Seetharaman 
joined the establishment about 13 years 
ago. “Back in 2002, Doha Bank was not 
looking for a simple management- they 
were looking for transformation,” he 
remembers. “The board had envisioned 
clear-cut objectives, and they wanted 
to redefine the bank.” For Dr. Seethara-
man, this task was something that 
he was especially interested in doing, 
given how the industry then was being 
influenced by the forces of technology, 
regulation and globalization. “The whole 
dynamics of the banking business model 
was changing,” he says. “Conventional 
banking was changing, and the new 
generation model was coming. And my 
experience was well suited to that- even 
though I was a qualified accountant by 
profession, my passion was more toward 
technology. In my earlier assignment 
as head of technology operations [at 
the Bank of Oman], I had experimented 
as such with customer-centric values 
that triggered improvement in the 
market share. So it was easy for me to 

come to Doha Bank 
with conviction 
and transform the 
institution, espe-
cially in a market 
that was just getting 
set… The supportive 
market, the vision of 
the board, and the 
experience we had 
were all converging 
to deliver on the 
journey.”

The changes 
Dr. Seetharaman 
brought about at 
Doha Bank touched 

upon a variety of spheres- these in-
cluded everything from moving the bank 
away from a wholesale philosophy to ca-
ter to its retail market clients, to making 
it the frontrunner in Qatar (and the re-
gion as well) in terms of bringing about 
advanced web and mobile banking solu-
tions for its customers. (“What all we 
have innovated, others have replicated,” 
Dr. Seetharaman notes.) The Group CEO 
also made it a priority to convert Doha 
Bank from being a Qatari bank to one 
with a more global presence. “Unless 
you go global, being a local bank, the 
opportunities are limited,” he explains. 
“We started redefining the strategic 
options for the bank- when the local 
market has become global, we have to 
go global… So apart from strengthening 
the local market operations and improv-
ing the retail, wholesale, corporate and 
overall operation efficiency of the bank, 

I started thinking about redefining its 
international presence.” With this target 
in mind, Dr. Seetharaman oversaw the 
process of Doha Bank expanding from 
its base in Qatar to other Gulf nations 
like the UAE and Kuwait, alongside the 
set-up of the bank’s representative of-
fices in countries like Japan, Singapore, 
Turkey, South Korea, China and several 
others.

Of course, it’s one thing to have these 
visionary ideas, and it’s another thing 
altogether to actually have them put 
into practice. But Doha Bank excelled 
in that particular department, with Dr. 
Seetharaman noting that it is as impor-
tant to have new ways of thinking, as 
it is to actually execute and deliver on 
those plans. “Irrespective of your con-
sidered vision, you have to produce the 
earnings,” he explains. “No shareholder 
is going to give you a free lunch, unless 
you have responsible returns coming 
in. So you have to produce maximum 
returns to shareholders, which we man-
aged to achieve.” But how exactly did 
he manage to do that? “I conceptual-
ized that you need not have to be the 
biggest to be the best,” Dr. Seetharaman 
says. “You can be small, but you can 
be the best. You can have a differenti-
ated vision; you can have differentiated 
thinking on redefining the institution. 
And that’s how the transformation [of 
Doha Bank] was showcased.” What’s 
also important to note when tracking 
Doha Bank’s impressive growth is that it 
never stopped with this process of rede-
veloping and realigning itself with  >>>

INNOVATOR

“we started redefInIng the 
strategIc optIons for the Bank- 
when the local market has Become 
gloBal, we have to go gloBal… 
so apart from strengthenIng 
the local market operatIons and 
ImprovIng the retaIl, wholesale, 
corporate and overall operatIon 
effIcIency of the Bank, I started 
thInkIng aBout redefInIng Its 
InternatIonal presence.”

Dr. R. Seetharaman

EntrEprEnEur  MAy 201516
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“thousands of entrepreneurs” over the 
years, and it continues to be one of the 
bank’s major draws for customers in 
this particular category, given the way it 
has been tailored to their needs.

“It’s difficult to conceptualize the 
challenges which are akin to SMEs,” Dr. 
Seetharaman says. “Because each en-
trepreneur has got their own strengths 
and weaknesses, the business models 
are not standardized either.” As a result, 
the need, according to him, is to educate 
these customers, and help them set the 
discipline required in terms of account-
ing, legal, financial and other allied 
structures in their respective compa-
nies. That’s basically the route Doha 
Bank has chosen for its interactions 
with its SME customers- not only does 
it help from a financial point of view, 
the bank also makes an effort in help-
ing startup companies succeed in their 
respective enterprises. “At the end of 
the day, we have to work with them,” Dr. 
Seetharaman says. “We have knowl-
edge sharing sessions, we support them 
in terms of infrastructure provision, 
whether it is accounting or technology 
or telecommunication… After all, their 
success is our success. You don’t want 
the businessman to lose, because then, 
you will lose your money as well. And 
this is why working with [SMEs] as 

partners is very 
important- we 
are not money-
lenders alone. We 
have to work as 
partners in their 
evolution and 
success, so that 
we too can grow 
with them.”

But what of the 
(fairly) com-
mon complaint 
heard from the 
entrepreneurial 
community of the 
region that banks 
here are, well, 

simply not considerate to their cause? 
Dr. Seetharaman acknowledges this, 
but notes that the fault for this doesn’t 
always lie with the banks and their 
policies. “There are many entrepre-
neurs who have the vision- they have 
the ideas, [but] they are not organized; 
they are not disciplined,” he says. “No 
banker will give you money unless they 
look at the credit capacity, the repaying 
capacity, visibly- the bookkeeping has to 
be there, financial accounting should be 
there. If you are single-entry bookkeep-
ing, how can we lend you money? So 
that’s why we have to work with them. 
From a governance perspective, we have 
to set them into the right discipline.” At 
this point, Dr. Seetharaman goes into 
spelling out some words of wisdom for 
entrepreneurs. “You have to treat the 
organization away from your personal 
whims,” he says. “You have to neces-
sarily look at the organization indepen-
dently to setting policies, procedures, 
process, accounting, legal structure- all 
these things are required. Only then, a 
good financial institution will lend you 
money. After all, they are not here to 
take the public’s money and throw it 
[away]- they are here to make sure they 
get back their money.”

Dr. Seetharaman’s words are a good 
indication of Doha Bank’s modus oper-
andi when it comes to dealing with SME 
customers who come to the bank look-
ing for funding. Besides offering special-
ized funding solutions for SMEs, Doha 
Bank has also been setting up alliances 
with other like-minded entities in Qatar 
and in the region to both encourage and 
facilitate the further growth of the SME 
sector. One such initiative has been 
Doha Bank’s partnership with Qatar 
Development Bank for the latter’s Al 

Dhameen program, which supports new 
and existing projects in Qatar’s SME 
sector by providing them with a variety 
of financing options by guaranteeing 
bank lending. To say that the program 
has had a significant impact on the 
country’s SME space would probably 
be an understatement- in 2014 alone, 
Al Dhameen guaranteed more than 69 
clients with a total value of QAR174 mil-
lion. In addition, entrepreneurs in Qatar 
can also find support from the likes 
of organizations like Qatar Business 
Incubation Centre (QBIC), Entrepre-
neurs Qatar and others, all of which are 
indicative of the more favorable nature 
of the business landscape in the coun-
try right now. “The environment has 
changed,” Dr. Seetharaman says. “It has 
come a long way,” he says. “It’s quite 
friendly to new entrepreneurs.” 

As for Dr. Seetharaman himself, he has 
been a champion for entrepreneurs in 
the region for quite some time now. So 
when I asked him if he had any advice 
for ‘treps looking to make it big, he was 
quick to answer with a rundown of tips, 
one after the other. “I always believe 
innovation is a must,” he says. “Creative 
values are important- that’s an excite-
ment for any business. Sustainability is 
what entrepreneurs should be look-
ing at- the vision should be long-term 
always. Focus on building a reputation- 
the success of entrepreneurship is all 
about a conscious, progressive meas-
urement of your goodwill.  Once you 
have goodwill, the rest follows through. 
And you cannot build goodwill without 
transparency, commitment and innova-
tion. You can’t sustain anything unless 
you have value streaming responsive to 
all stakeholders. So, if I have to advise 
entrepreneurs, I’d say, be innovative, be 
creative, be transparent. Sustain your 
values- have a committed, responsible 
value creation for all the stakeholders… 
And as entrepreneurs, you have to have 
shared values and shared leadership: it’s 
not I. It’s We.” 

the changing dynamics of the market- as Dr. Seetharaman 
put it: “When you have to build the brand equity, you have 
to keep working at it. [We need] consistency and sustainable 
returns, more than anything else.”

Dr. Seetharaman’s continued focus on ensuring Doha Bank 
saw sustainable success helped the bank perform consist-
ently not just in the “boom” years from 2002-2007, but also 
during the global financial crisis of 2008, and from there, 
onward to its current market situation today. “The graph 
never looks descending,” he notes. “It’s not up and down 
either- it’s stable, functional and sustained. It’s an ascending 
trend. But to maintain that, you need to look at innovation 
time and again. Innovation is always the essence of the suc-
cess of leadership. It does not mean [just the use of] tech-
nology- that’s just one portion of it. Your strategic options 
are also innovative solutions.” This, again, is the explanation 
for Doha Bank’s entry into emerging markets like China 
and India- after all, if you have to lend or invest, you have 
to look at markets where there are opportunities. “That’s 
the way forward,” Dr. Seetharaman explains. “The strategy 
is to understand the dynamics of changes in global trade, 
global investments, global banking, and then, start changing 
the business models, policies, procedures and processes to 
produce the [desired] outcome.”

One such global trend that Doha Bank has focused its at-
tention on has been the increased importance of the SME 

sector and its role in the overall development of the MENA 
region. “SMEs are the backbone [of economies] the world 
over,” Dr. Seetharaman says. “Even in 1930, when the col-
lapse of the American system happened, the small and me-
dium-sized entrepreneurs gave the sustainability needed for 
economic momentum. Big operations can produce jobs and 
they can produce huge performance, but at the times when 
they crumble, the balancing force is the SME industry. It’s 
globally recognized- whether it is Japan, Australia or even 
the UAE, or whether it’s in terms of workforce or GDP, a sig-
nificant portion of sustainable economic progression comes 
from small and medium-sized enterprises.” Dr. Seetharaman 
says Doha Bank recognized the significance and potential 
of this sector in Qatar way back in 2005, which was when 
the bank took what he calls “a measurable risk” and built 
Tatweer, a specialized banking solution catered to the needs 
of SMEs. The program has, since its inception, financed 
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“no Banker wIll gIve you money unless they look 
at the credIt capacIty, the repayIng capacIty, 
vIsIBly- the BookkeepIng has to Be there, 
fInancIal accountIng should Be there. If you are 
sIngle-entry BookkeepIng, how can we lend you 
money? so that’s why we have to work wIth them. 
from a governance perspectIve, we have to set 
them Into the rIght dIscIplIne.”

total assets QAR74.2 billion
total equity QAR10.7 billion
net operating income QAR714 million
net profit QAR420 million
net loans and advances QAR50.8 billion
Customer deposits QAR45.2 billion

Number cruNchiNg
Doha Bank in Q1 2015

“you have to necessarIly look at 
the organIzatIon Independently to 
settIng polIcIes, procedures, pro-
cess, accountIng, legal structure- 
all these thIngs are requIred. only 
then, a good fInancIal InstItutIon 
wIll lend you money. after all, 
they are not here to take the puB-
lIc’s money and throw It [away]- 
they are here to make sure they 
get Back theIr money.”

Japan technology 
conference hosted 

by Doha Bank
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Al Mudahka says that QBIC is in the 
process of anticipating some MOU 
agreements and partnerships with 
relevant and supporting establishments. 
For instance, during March of this year 
the Qatar Tourism Authority (QTA) and 
QDB announced the establishment of 
the Tourism Incubation Zone at QBIC. 
“We also have Al Sraiya Group as an 
investment partner,” adds Al Mudahka. 
Interested applicants to QBIC are not 
required to submit business plans or 
carry out feasibility studies; instead, 
they must to take part in their 10-week 
flagship program called LeanStartup. 
The LeanStartup Program is based on 
the strength of their business idea, and 
most importantly, on the dedication of 
the entrepreneur and the team behind 
the idea. Once the 10-week program 
concludes, participants pitch their 
ideas to a panel of judges and potential 
investors who then select the most 

successful pitches 
for incubation at 
QBIC. In order to be 
eligible to apply to 
the QBIC program, 
the applicant must 
be a resident of 
Qatar. In addition, 
they must have at 
least one of the 
founding members 
as an active Qatari 
partner, since 
QBIC is intended 
to support Qatari 
entrepreneurs. 

The LeanStartup Program is an entre-
preneurial program, which provides real 
world, hands-on, learning experience 
on how to successfully start a business. 
By using the streamlined Customer 
Development Process (customer valida-
tion technique), rather than a prema-

ture business plan. “The LeanStartup 
Program is based on the Business Model 
Canvas, a visual chart with elements 
describing the firm’s value propositions, 
infrastructure, customers, and finances. 
In this program we are using local Qatari 
startup business cases as well as chal-
lenging exercises.” As of 2015, QBIC has 
a total of 24 incubated companies, out 
of which 19 are startups and five indus-
trial workshops. “By the end of the year, 
we are planning to incubate a total of 
40.” However, since QBIC’s launch, 25 
startups have been incubated, although 
some had to leave since they did not de-
liver on the requirements and agreed >>> 

“The LeanSTarTup program iS baSed on The buSineSS modeL 
CanvaS, a viSuaL CharT wiTh eLemenTS deSCribing The firm’S 

vaLue propoSiTionS, infraSTruCTure, CuSTomerS, and finanCeS. 
in ThiS program we are uSing LoCaL QaTari STarT-up buSineSS 

CaSeS aS weLL aS ChaLLenging exerCiSeS.”

INNOVATOR

QBIC sees Qatar’s entrepreneurs today as the future of Qatari business 
success and economic growth. QBIC is here to help new startups and 
SMEs in Qatar to achieve solid success. In an attempt to develop the 

local private sector, QBIC is paving the way for aspiring entrepreneurs to 
realize their ideas and see them grow,” says Aysha Al Mudahka, Chief Execu-
tive Officer of QBIC. In 2013, Qatar Development Bank (QDB), a governmen-
tal entity, and the Social Development Center (SDC), a NGO, founded Qatar 

Business Incubation Center (QBIC). 

“

the next 
generation

CEO AyshA Al MudAhkA bEliEvEs in yOur pOtEntiAl 
By Erika Widén

of Qatari 
business leaders

QBIC Is CreatIng 

EntrEprEnEur  may 201520
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milestones. “We have limited number 
of offices and industrial workshops, and 
therefore those entrepreneurs who are 
not dedicated have to yield their slot 
to those are passionate and hardwork-
ing. It is great to have an idea, but more 
important is the commitment to it.” 

Al Mudahka explains how once the 
startups become incubated, they 
receive smart financing, coaching and 

mentoring, office space, and network-
ing opportunities from within QBIC. 
First, they have to set a three-month 
milestones plan in order to get entitled 
for a conditional seed fund for up to 
QR100,000 for customer validation and 
prototype development. The incubatee 
receives the conditional seed fund based 
on the agreed milestone and timelines 
in exchange to a 10% of the equity. After 

successful customer validation and if 
the incubatees are fulfilling the agreed 
requirements, they pitch to the Incuba-
tion Committee to be selected for the 
next stage– the real incubation. Then 
the acceleration phase follows (third 
to 12th month), where businesses are 
entitled for equity financing of an ad-
ditional QR 200,000; in exchange to an 
additional 20% of the equity. “Here, we 
guide the operations and also actively 
review the performance of the incuba-
tees’ businesses and agreed milestones. 
The second year of incubation (12th to 
24th month) is the year to scale their 
businesses. After two years of incuba-
tion, companies graduate.” 

QBIC is also offering Angel Investment 
Sessions for the incubated startups that 
are looking for the additional funding 
and expertise that can help them with 
networking and industry expertise. “We 
are also holding Speaker Series events 

INNOVATOR

parkinn.com/hotel-dammam 

Book now - Rooms starting from 545 SAR 
Enjoy a seaside stay in the business and leisure hub of Dammam.

now 
openopen

167141 QDMPD NG Ad Entrepreneur UK (203x273).indd   1 14/04/15   10.00

“STarTupS aT QbiC vary, and fieLdS 
inCLude mobiLe appS, faShion, 
CommuniCaTion, SoCiaL media andevenT 
enhanCemenT SoLuTionS, differenT 
kindS of produCTion, Crm SoLuTionS.” 

LeanStartup Wave
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which are open to the public. The idea 
behind these bi-monthly events is to 
bring high-caliber global and regional 
speakers and entrepreneurs, who would 
inspire the QBIC community– stu-
dents, entrepreneurs, incubatees, [and] 
partners. All are welcome to join!” It’s 
important to mention that QBIC also 
offers the LeanStartup Program and 
some mentoring services to existing 
SMEs without necessarily wanting to 
be incubated. QBIC supports promising 
projects and is keen on helping them 
play an active role in Qatar’s economic 
journey toward a knowledge-based 
economy. QBIC is founded and backed 
by respected government institutions 
that take Qatar’s entrepreneurs seri-
ously (QDB and SDC). “Entrepreneur-
ship underpins the country’s National 
Vision 2030, and by supporting SMEs 
to grow and achieve solid success, QBIC 
is creating the next generation of Qatari 
business leaders. It is important for 
Qatar to support entrepreneurs as per 
the National Vision; having a notable 
and strong private sector will play a role 
in the local, regional and international 
market, and thus it is vital to support 
entrepreneurs to successfully kick-off 
with the facilities at hand.”

QBIC supports 
women who 
have graduated 
with fresh ideas, 
and have been 
inspired to start 
their own busi-
nesses. “These 
women have 
higher horizons 
and do not want 
traditional jobs.” 
They also cater 
to women with 
families who seek 
the flexibility of a 
business that tra-
ditional careers 
cannot provide. 
In that sense, 
there are more 
women applying 
to QBIC’s flagship programs, especially 
that they are usually demotivated by the 
obstacles of developing a business plan, 
which is not required by QBIC. “Also, 
large number of home businesses are 
run by women and we aim to help them 
to grow their businesses,” says Al Mu-
dahka. Today, the main challenges faced 
by aspiring entrepreneurs are financial, 

in addition to gaining sufficient custom-
er validation and constructive feedback. 
“This is mainly due to the high prices 
of office rent in Qatar, and the busi-
ness plan model that is unsuccessful at 
identifying the importance of hands-on 
validation techniques.” QBIC’s flagship 
program is based on a business model 
rather than a business plan and >>>

INNOVATOR
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”STarTupS Can 
beCome independenT 

from QbiC wiThin 
Two yearS of Their 

graduaTion. They 
muST find Their own 

offiCe LoCaTion, 
and pay baCk The 

amounT of funding 
They reCeived afTer 

The paSSing of 
Their Three-monTh 

probaTion period, 
wiTh a 5% markup.”

Ms. Aysha Al Mudahka, CEO, QBIC

Inside QBIC Genius Room

Entrepreneurs using 
Business Model Canvas



may 2015   EntrEprEnEur 27EntrEprEnEur  may 201526

Official Business News: Official Architecture Magazine: Official Construction Magazine: Official Business Magazine:

THE LATEST IN REAL ESTATE.
SEE IT FIRST AT CITYSCAPE QATAR.

C

M

Y

CM

MY

CY

CMY

K

Cityscape Qatar 203 x 276mm v1 PRINT.pdf   1   13/04/2015   09:21

INNOVATOR

encourages entrepreneurs to develop a 
prototype, which needs to be constantly 
improved as oppose to going big with 
the final product at the very beginning. 
Once the business idea and prototype 
is refined and developed, entrepreneurs 
pitch for a chance to be incubated and 
supported financially by QBIC. “We 
support Qatari companies and are 
open to multi-nationals too who have 

active Qatari partners… Startups can 
become independent from QBIC within 
two years of their graduation. They 
must find their own office location, and 
pay back the amount of funding they 
received after the passing of their three-
month probation period, with a 5% 
markup.” One of the largest specialized 
mixed incubators in the MENA region, 
QBIC is located in Doha’s new industrial 
area. The facilities are designed to help 
entrepreneurs develop the necessary 
skills to embark on small and medium 
size projects, and industrial workshops. 
It has a space of 20,000 square meters 
and can host more than 200 potential 
business pioneers. “Startups at QBIC 
vary, and fields include mobile apps, 
fashion, communication, social media 
and event enhancement solutions, 
different kinds of production, CRM 
solutions,” and more. One of the 
successful startups incubated by QBIC 
is S’Ishira, founded by Sheikha Al-
Misnad and Noora Buhelaiqa. “S’Ishira 
is a multi-cultural luxury perfume 
brand, made from all-natural material 

gathered from around the world, and 
offers a unique twist on oriental and 
French perfumes. It is the first perfume 
company that is homegrown.” Another 
successful startup is the RINFO App, 
which was launched in beginning of 
February of this year. RINFO is an 
online mobile app and website that 
deals with real estate information. For 
instance, people can post their request 
on the app, and then all partners will 
receive a notification and get back at 
the earliest with the availability. “There 
were more than 1000 requests during 
the last three months only. Even before 
starting the marketing campaign, RINFO 
App has 1600 users, 17 real estate 
companies came on board and 3000 
responses from real estate agents to 
user generated.” 

A LeanScaleup Program by QBIC will 
commence in the fall of 2015, designed 
to accelerate the sales and marketing 
machine of young businesses with high 
potential. It will focus on extraordinary 
growth in order to turn a high-potential 
young business into a successfully scal-
able company. The LeanScaleup Pro-
gram will also include opportunities for 
the entrepreneurs to pitch to potential 
investors and lenders for growth capital. 
“The LeanScaleup program, which will 
be focusing on the existing young com-
panies and helping them to grow, and 
new partnerships are in the pipeline.” 

“There were more Than 1000 reQueSTS 
during The LaST Three monThS onLy. 
even before STarTing The markeTing 
Campaign, rinfo app haS 1600 uSerS, 17 
reaL eSTaTe CompanieS Came on board 
and 3000 reSponSeS from reaL eSTaTe 
agenTS To uSer generaTed.” 

QBIC Seminar Room
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I
n 2011, Qatar Development 
Bank (QDB) and Silatech 
established the Bedaya 
Center for Entrepreneur-
ship and Career Develop-

ment. “Bedaya designs activities 
to address the needs of young 
people aged 18 to 30, wish-
ing to develop their skills and 
capabilities as entrepreneurs, 
or their employability and 

work based skills for a career,” 
says Reem Al-Sowaidi, General 
Manager of Bedaya Center. Al-
Sowaidi says that the center 
was set up to meet the need to 
create a confident future for the 
next generation by offering ei-
ther career development advice 
and support, or alternatively, 
entrepreneurship guidance and 
business startup counseling. 

“As a project worthy of Qatar’s 
National Vision 2030, Bedaya’s 
goals are aligned with its focus 
on human capital development 
and diversification– to grow the 
private sector in the post carbon 
era,” Al-Sowaidi says. “Young 
people can for the first time 
choose which direction they 
wish to take, through choosing 
a career or starting their own 
enterprise.” In other words, 
Bedaya assists to develop and 
support young entrepreneurs 
to triumph with their business 
idea. In addition, it supports 
young people wanting a career 
to explore and identify a voca-
tion that matches their per-
sonality and skillset. “The real 
value of Bedaya Center lies 
in helping the youth of Qatar 
to reach their full potential 
and succeed in whatever path 
they choose, so that they can 
take pride in realizing the 
country’s National Vision,” 
Al-Sowaidi adds.

Al-Sowaidi says that the center 
provides the youth of today 
the best of both worlds, which 
includes access to a compre-
hensive range of youth services, 
training programs, seminars, 
and activities “to help the 
youth achieve their career goals 
and develop their job skills 
for a lifetime of career suc-
cess, or business training and 
development to accelerate their 
entrepreneurial aptitude and 
ambitions to start a business.” 
In addition, she explains how 
traditional career services are 
turned into easy to comprehend 
(and relevant) guidelines with 
training, alongside tips to pro-
mote career progress, “whilst 
introducing practical advice on 
entrepreneurship to present and 
future generations to encourage 
Qatari youth to create their own 
future success.” 

Bedaya offers the bud-
ding entrepreneur access to 
entrepreneurial training and 
career development services 
every month. These services are 
held during the day, evenings 
and during the weekends, in 
order to accommodate the 
young aspiring entrepreneur’s 
schedule. During that time, 
Bedaya develops and supports 
them to succeed in the business 
environment by evaluating their 
business idea in order to find 
their niche market. Subse-
quently, the center assists them 
to produce a strategic business 
plan with market analysis and 
projections, and also teaches the 
young would-be entrepreneur 
how to promote their business 
using social media branding, 
marketing channels, and how to 
pitch their business to find the 
right funding. Lastly, the center 
advises on the incubation and 
growth stages and process. 

“

INNOVATOR

Simultaneously, the center 
also works to assist the youth 
to make informative decisions 
in reference to their career op-
tions, and to choose the best vo-
cation. “Bedaya typically advises 
young people how to set career 
goals to match their personality, 
career interests, ambitions and 
skills so as to help them choose 
an appropriate future career,” 
Al-Sowaidi says. “Bedaya also 
offers the Tamheed online 
psychometric assessments as 
an attested method of evaluat-
ing an individual’s abilities, 
traits and interests. These lead 
to more objective and informed 
decisions in recruitment, selec-
tion, training, development and 
career choice.”

Tamheed is a user-friendly 
online psychometric assessment 
that is a tried and tested method 
of evaluating an individual’s 
abilities, traits and interests. 

“Candidates simply have to 
register online and the auto-
mated assessment program 
pinpoints personality traits and 
career interests in a personal-
ized report,” Al-Sowaidi says. 
“Candidates also receive career 
advice from a Tamheed advisor.” 

Tamheed utilizes two distinct 
types of assessments to meas-
ure different aspects of each 
candidate’s ability: cognitive, 
which involves assessing basic 
literacy skills and numeracy 
skills, and personality, which 
measures individual differences 

in motivation and preferences 
and individual interests in types 
of careers.

Additionally, the center offers 
other services, which com-
prise informative development 
workshops covering topics like 
leadership, communication, >>>

Bedaya Center enCourages Qatari youth 
to Create their own suCCess  By Erika Widén

in the post-carbon era

GrowinG
the private 
sector

Bedaya has Introduced many 
valuaBle and successful fIrst-
tIme InItIatIves such as small 
trader, and the annual enterprIse 
challenge, a massIve natIon-wIde 
InItIatIve supported By shell 
targetIng 700 students from 
nIne unIversItIes and 12 schools. 

Bedaya offers the BuddIng 
entrepreneur access to 
entrepreneurIal traInIng and 
career development servIces 
every month. these servIces are 
held durIng the day, evenIngs 
and durIng the weekends, In 
order to accommodate the 
young aspIrIng entrepreneur’s 
schedule. be
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public speaking, project man-
agement, idea generation, and 
the use of social media. “Bedaya 
offers a wide variety of semi-
nars by experts in their field to 
steer budding young business 
owners in the right direction,” 

Al-Sowaidi explains. “These 
workshops focus on useful top-
ics such as customer manage-
ment, franchising, exiting your 
business, personal branding, 
team building, finance, social 
media, and marketing and have 
been very well received.” Al-
Sowaidi notes that the Qatari 
government is committed to 
creating a dynamic and com-
petitive post-carbon economy 
through diversification with 
the re-investment of country’s 
significant energy wealth. “This 
economic transformation is 
being achieved through the 
prudent management of its 
hydrocarbon reserves to turn 

its carbon capital into human 
capital,” she says. “The idea is 
to realize this through educa-
tion and skills training and by 
encouraging enterprise and the 
private sector to flourish.” 

The World Economic Forum 
(WEF) cites statistics that 
there are now 40 million youth 
unemployed in the Middle 
East with one in four without 
a job in 2012 and 27 million 
not in education, employment 
or training in 2010. “Against 
these statistics, the WEF states 
that 600 million jobs need to 
be created in the next decade– 
Bedaya’s approach is key to 
addressing these challenges to 

give the youth the opportuni-
ties in life they deserve and the 
choice of a career or building 
an enterprise.” As a result, with 
potentially not enough jobs to 
go round, the route to enterprise 
is a seriously viable alternative 
and Bedaya provides a lifeline 
for young people wanting to 
start their own business but not 
having the know-how. After all, 
it is entrepreneurship train-
ing and development courses 
that guide startups to recognize 
business opportunities and 
gives their owners the confi-
dence to succeed.

 Furthermore, Bedaya has 
introduced many valuable and 
successful first-time initiatives 
such as Small Trader, and the 
annual Enterprise Challenge, a 
massive nation-wide initiative 
supported by Shell target-
ing 700 students from nine 
universities and 12 schools. 
“They compete on an ethical 
business challenge and business 
simulation for prizes awarded 
at the finals held during Global 
Entrepreneurship Week.” At 
present, there are approximately 
more than 12,500 young people 
registered with Bedaya, includ-
ing Qataris and non-Qataris. 
“Bedaya offers a Coaching Clinic 
for young people seeking career 
counseling and typically advises 
young people how to set career 
goals to match their personality, 
career interests, ambitions and 
skills to choose an appropriate 
future career for them.”

Successively, the center has 
also introduced innovative al-
ternatives to the traditional job 
interview to enable candidates 
to try out positions before they 
commit, such as part-time jobs, 
taster days for candidates, men-
toring, volunteering, job shad-
owing and internships. In ad-
dition, there is the SMEToolkit 
Qatar, which is a training tool 
for startups and new business 
owners. The SMEToolkit Qatar 
covers market overview, busi-
ness planning, accounting and 
finance, legal and insurance, 
human resources, marketing 
and sales, operations, technol-
ogy, and international business. 

“It also advises on social media 
marketing, how to get market in-
sights and start a business, sales 
forecasting, sources of capital 
and funding and recruiting and 
hiring people,” Al-Sowaidi says.

Qatar is committed to achiev-
ing a knowledge-based sustain-
able economy; the tiny Arab 
peninsula is one of the most 
dynamic, progressive and fastest 
growing economies in the region 
and arguably the world. The 
country’s National Vision 2030 
comprises four guiding princi-
ples for a sustainable economy 
and growth path for a focus on 
human, social, and economic 
and environment development. 
“Providing a foundation for 
future generations for economic 
development, the government 
and the society is key to the 
2030 Vision. Naturally this 
involves education and develop-
ing human capital across the 
board with an ecosystem that 
enables creativity to flourish 
and encourages innovation and 
entrepreneurship in Qatar.” 
The focus for Qatar is on the 
diversification and expan-

sion of its economy beyond its 
hydrocarbons sector.  “Hence, 
Bedaya’s aims align with the 
2030 Vision by encouraging 
enterprise amongst young peo-
ple with training programs that 
can help them start businesses 
and ultimately help to grow the 
private sector.”

In summary, the center’s 
mission is to provide access to 
a wide range of youth services, 
which is 100% free, in order for 
the youth to achieve their career 
goals, develop skills and acceler-
ate their entrepreneurial spirit. 
“Bedaya’s vision is to become 
the destination for entrepre-
neurial and career development 
services in Qatar,” Al-Sowaidi 
says. “It offers a unique program 
of developing and supporting 
young entrepreneurs succeed in 
the private sector. At the same 
time, Bedaya informs young peo-
ple about their career options.” 

INNOVATOR

“Bedaya typIcally advIses young 
people how to set career goals 
to match theIr personalIty, 
career Interests, amBItIons and 
skIlls so as to help them choose 
an approprIate future career.” 

“provIdIng a foundatIon for 
future generatIons for 
economIc development, the 
government and the socIety Is 
key to the 2030 vIsIon. natu-
rally thIs Involves educatIon 
and developIng human capItal 
across the Board wIth an 
ecosystem that enaBles 
creatIvIty to flourIsh and 
encourages InnovatIon and 
entrepreneurshIp In qatar.” 
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Importance of attributes in a job
• Salary is one of the most important factors in a job. However, attributes related to personal growth and achievement are also considered as important. 

Total Saudi 
Arabia

UAE Kuwait Qatar Bahrain Oman Lebanon Syria Jordan Egypt Morocco Algeria Tunisia

85 84 84 83 84 88 87 83 78 88 88 85 84 92

84 83 82 80 78 84 85 84 81 88 88 86 84 84

83 84 83 80 81 83 77 78 73 87 84 79 78 86

82 81 81 78 80 81 85 82 76 81 85 82 83 85

80 79 76 79 73 80 76 79 89 89 86 85 83 85

80 80 77 76 74 73 79 76 78 85 85 81 80 89

75 75 71 71 76 76 72 67 70 75 81 81 71 73

72 71 70 70 64 71 68 65 70 74 76 78 82 81

68 69 65 67 63 69 60 49 81 70 79 63 67 68

Building a personal 

Learning and 
personal growth

The sense of 
achievement

The pay

The team spirit

Doing what I love

Exercising my 
creativity

The flexibility

Contributing to the 
community

Prestige and social 
status

brand
64 65 63 61 64 69 71 58 49 70 66 58 56 67

All figures are %’s
T3B (8+9+10)

L
abor Day is meant to be a celebration 
of work. Yet, on this Labor Day, few 
have reason to rejoice. The Bayt.com 
Job Satisfaction in the Middle East 
and North Africa survey, April 2015, 

which polled over 5,774 employed men 
and women over the age of 18, shows that 
professionals in the MENA region now 
feel worse about their jobs —and work 
environments— than ever before. People 
of all ages, and across income levels, are 
unhappy with their supervisors, apathetic 
about their organizations, and detached 
from what they do. In fact, the survey 
revealed that only four out of 10 respond-
ents are satisfied with their current job. 
18% of them being ‘very’ satisfied.

Many business owners might think 
that employees need more money to be 
happy. With 45% MENA professionals 
dissatisfied with their current pay, 
according to the Bayt.com Salary Survey 
2014, that would make sense— although 
perhaps not necessary. What business 
owners need to do is to listen to the 
demands of a workforce burdened with 
debts and an ever-increasing cost of 
living. Employers should keep their 
promises and show compassion for 
their employees. If you promised your 
employees a pay raise this year, give it 
to them. If you promised resources to 
help them be more efficient at their job, 
give it to them. If you promised more 

flexibility or a better work-life balance, 
give it to them. Find what’s important 
to your employees and give it to them. 
When employees feel that the company 
takes their interest to heart, then the 
employees will take company interests to 
heart.

It’s not too late, but business owners 
need to heed the warning, especially 
when 61% of employees are willing (and 
actively trying) to change jobs, and over 
half of them (51%) strongly believe that 
they could easily find a similar job in 
another organization, as per the Bayt.com 
Job Satisfaction in the Middle East and 
North Africa survey.

backed by statistics 

Over the past few months, we researched 
the micro-level causes behind this 
macro-level problem. To gain real-time 
perspective into everyday work lives, 
we used the Bayt.com Job Satisfaction 
in the Middle East and North Africa 
survey to collect data from professionals 
across the MENA region. Our survey 
asked respondents to describe the 
factors that affect their satisfaction and 
overall happiness at work. Our analysis 
revealed their inner work lives— the 
usually hidden perceptions, emotions and 
motivations that people experience as 
they react to and make sense of events in 
their workdays.
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The results were alarming. In one-
fourth of the answers gathered, the 
employee was unhappy, unmotivated, 
or both. In fact, employees often 
expressed frustration, disdain or utter 
dissatisfaction. Our research shows that 
inner work life has a profound impact 
on workers’ creativity, productivity, 
commitment and collegiality. Employees 
are far more likely to enjoy the work they 
do when they feel happier. 

Contrary to popular belief, the most 
important factor related to job 
satisfaction in the MENA is not money; 
it is learning and personal growth, 
according to 85% of respondents. This 
is followed by ‘a sense of achievement’ 
(84%), and ‘pay’ (83%). Other 
important factors are ‘team spirit’ 
(82%), ‘doing what I love’ (80%), and 
‘exercising my creativity’ (80%). Over 
70% of respondents also believe that 
‘contributing to the community’ is a 
matter of importance– a belief which 
is stronger in North Africa (77%), and 
especially in Algeria (82%) and 
Tunisia (81%).

Overall, less than a half (40%) are 
satisfied with their present job, with 
only 18% of them being ‘very’ satisfied. 
Respondents in Egypt seem more 
satisfied with their current job than 
their counterparts elsewhere in the 
MENA; close to one fourth (24%) claim 
that they are very satisfied. Only a third 
(32%) see themselves working for the 
same company for the next two years, 
while 61% are actively trying to move to 
another organization. About one out of 
every two respondents strongly believe 
that they could easily find a similar job in 
another organization.

Low base salary (66%) followed by 
lack of career growth opportunities 
(62%) are the main reasons for leaving 
an organization. Unfortunately, only 27% 
believe that their company shows an 
interest in the wellbeing of its employees, 
with 48% claim that they have a good 
work-life balance, while 52% believe 
the opposite. A higher proportion of 
respondents from the UAE (32%) are less 
happy with their working hours.

The effects of low job satisfaction can 
be far-reaching and this issue is of 
concern for both small business owners 
and larger companies. If employees are 
not happy with their jobs, several areas 
of their work are affected and their 
behavior can also affect other employees. 
Here are four common effects of low job 
satisfaction on a business: 

1. Job stress When employees are not 
happy with their jobs, they are much 
more likely to experience (and report) 
stress on the job. Workers who are 
satisfied or happy at work are much less 
likely to report feeling stressed out by 
their job. This is basic human nature. If 
you are not doing something you enjoy, 
you will eventually feel dissatisfied and 
then the smallest things will make you 
feel stressed out and unhappy. 

2. Poor eMPLoyee MoraLe When one 
employee is miserable doing their job, 
all of the other employees they come 
into contact with are going to be affected 
by them. If they see someone who is so 
obviously sad and dissatisfied, it will 
begin to color how they view their own 
jobs. Negative attitudes can spread 
through a workplace like wildfire and, 
if they are not improved, the overall 
morale of the employees will take a sharp 
decline. 

3. LaCK of ProDuCtIVIty Low job 
satisfaction, coupled with low employee 
morale, results in a lack of productivity. 
When someone is unhappy, they lose 
their concentration and find hundreds 
of other things to do that do make them 
happy, all the while ignoring the job they 
should be doing. When one member of 
a team displays low productivity, it is 
only natural for other members of the 
team to feel dissatisfied as a result, and 
their productivity will begin to decline 
as well. It is a vicious cycle that is all too 
common. 

4. hIGh eMPLoyee turnoVer rates 
Low job satisfaction creates high 
turnover rates with employees. Sooner 
or later, the employee is going to quit 
when they find a job they actually enjoy 
doing. Many industries suffer from 
high turnover rates and the inability to 
retain qualified workers. It is up to small 
business owners and managers to find a 
way to increase job satisfaction.

1. fLexIbILIty Professionals in the 
Bayt.com Employee Motivation in the 
MENA Workplace survey were quite clear 
about their priorities: they want a better 
work-life balance. Whether it is to spend 
more time with family and friends or 
on sports and learning pursuits, a good 
work-life balance is repeatedly identified 
as the top motivating factor at work in 
the MENA. In 2015, achieving a good 
work-life balance will possibly be as 
simple as altering working arrangements 
to enable more flexibility. Possible new 
arrangements mentioned in the Bayt.
com Work-life Balance in the MENA poll 
include a work-from-home arrangement 
(10.4%), a flextime arrangement with 
the same hours (22.7%), a flextime 
arrangement with fewer hours (7.3%), or 
a part-time work arrangement (0.7%).

2. transParenCy A transparent work 
environment not only ensures that your 
employees stay motivated and put in their 
best in what they do, but it also attracts 
the best talent to your organization. 
People want to work in an organization 
where they feel their opinion is valued, 
where their managers and peers are 
honest with them and where they find 
consistency and stability. An easy way to 
keep the troops upbeat and motivated is 
to adopt an ‘open-door’ policy in which 
communication with others is facilitated 
and encouraged. The more employees feel 
they can approach other members of the 
organization, the less alienated they feel 
and the more likely they are to actively 
involve themselves in their job. 

3. More traInInG ProGraMs 35.6% of 
respondents in the Bayt.com Skills and 
Hiring Trends in the MENA poll think 
that there is a skills gap in some areas 
in their company. For 29%, a solution 
to building necessary expertise is simply 
by increasing training investments. 
Fortunately, 73.1% of them believe that 
their company’s project investment in 
training will increase in 2015. Other 
suggestions to bridge the skills gap 
include redeploying employees to roles 
where their skills are most needed 
(22.1%). In 2015, companies across the 
MENA are expected to help professionals 
in acquiring new skills via a combination 
of on-the-job experience (13.5%), formal 
internal training (21.9%), formal external 
training (16.5%), and by shadowing and 
observing others (9%). >>>

factors contributing to middle eastern workforce discontent 
  By Suhail Al-Masri

What happeNs WheN people 
express loW job satisfactioN? 

factors affectiNg job 
satisfactioN 

keep your humaN capital happy 
aNd satisfied

many IndustrIes suffer from hIgh 
turnover rates and the InaBIlIty to re-
taIn qualIfIed workers. It Is up to small 
BusIness owners and managers to fInd 
a way to Increase joB satIsfactIon.
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4. hIGher saLarIes 61% of respondents 
in the 2014 Bayt.com MENA Salary 
Survey believe that salaries in the 
MENA are on the rise. This is considered 
to be due to inflation and the rising 
cost of living, as well as the economic 
growth some of these countries are 
witnessing, and pay rises in the public 
sector. Undoubtedly, employees feel 
short-changed, and with an increase 
in the cost of living and a presumption 
other employers pay more, we may see 
significant churn over the next year as 
employers struggle to match employees 
expectations and ensure parity and 
fairness in pay structures. Tools such 
as Bayt.com Salaries have ensured 
that salary figures for different roles 
and industries in the region are widely 
available and can be shared and discussed 
openly.

5. aPPreCIatIon The importance of 
giving regular and constructive feedback 
to encourage, motivate and guide cannot 
be overemphasized. Companies should 
adopt a comprehensive firm-wide 
performance appraisal system for formal 
appraisals, and complement that with 
regular informal face-to-face meetings 
to discuss progress. Regular positive 
feedback for key accomplishments and 
contributions is a key criterion for 
raising both employee morale and overall 
happiness in the workplace. 

The Bayt.com Job Satisfaction in the 
Middle East and North Africa survey 
has shown that trust levels towards both 
senior management and line managers 
are low. Your role as a manager or 
business owner is to help ensure that 
people are happily engaged at work. 
Doing so isn’t expensive. Employees’ 
well-being depends, in large part, on 
a manager’s ability and willingness to 
facilitate employee accomplishments. 
Removing obstacles, providing help, 
and acknowledging strong effort are 
great ways to achieve that. The single 
most important thing to do is simply 
facilitating progress in meaningful work. 
As long as workers experience their job as 
meaningful, progress is often followed by 
joy and excitement about the work.

The times of simply punching a clock to 
put food on the table may be on their way 
out as employee expectations transform. 
While the concept of accountability and 
being present is still an important part 
of having a job or career, employees are 
looking for far more in a job than just 
provision. In turn, it is essential that 
companies learn and know how to treat 
employees and realize that a happier 
workforce will equal a more productive 
and motivated company as a whole. 
Employee happiness and satisfaction 

must remain, or become, paramount 
concerns for any company looking to 
succeed.

Promoting employees’ well-being isn’t 
just ethical; it makes economic sense. 
Fostering positive inner lives requires 
leaders to better articulate meaning in the 
work for everyone across the organization. 
Sometimes, all that’s required is that 
managers address daily hassles and help 
with fulfilment dilemmas. If those who 
lead organizations -from CEOs to small-
team leaders- believe their mission is, 
in part, to support employees’ everyday 
progress, they could end (or at least 
curtail) the dissatisfaction crisis across 
the MENA region. 
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Benefits currently received 

All figures are %’s
Total

Saudi 
Arabia

UAE Kuwait Qatar Bahrain Oman Lebanon Syria Jordan Egypt Morocco Algeria Tunisia

Medical insurance for 
self 63 77 64 41 50 42 58 46 41 61 59 60 66 51

Holiday pay 58 67 55 62 60 63 64 48 35 57 49 50 67 55
Sick pay 47 48 47 57 52 53 48 46 38 54 46 29 45 40

Transportation to/ from 
office

35 39 38 29 49 36 33 53 24 18 31 20 23 16

Accommodation 35 60 41 28 61 44 51 8 11 7 10 10 17 9

Medical insurance for 
family 30 44 24 18 19 14 36 18 27 36 22 33 42 43

Car allowance 28 47 17 21 29 28 32 12 16 21 26 8 20 13

Flexible working hours 24 22 23 26 25 18 27 26 24 24 27 15 25 20

Life insurance 19 15 19 20 22 14 20 20 16 13 22 21 26 22

Career break/ 
sabbaticals 19 18 12 15 15 11 17 13 19 28 19 28 38 33

Pension contribution/ 
social security 17 12 9 11 8 12 19 42 27 32 15 35 46 40

School fees for your 
children 8 9 9 6 12 3 9 16 5 3 3 9 11 11

Working from home 7 6 7 6 6 5 6 7 3 10 8 6 12 6

Gym membership 7 9 7 6 8 6 11 4 3 2 5 6 13 10
None of the above 8 4 7 10 6 9 5 8 24 14 12 16 6 10

63% of respondents have medical insurance for themselves, 58% get a holiday pay, while 47% receive a sick pay. Benefits received from companies vary significantly 
from country to country. Overall, benefits received in the GCC are higher than those received in Levant and North Africa, such as medical insurance.

Suhail Al-Masri is the VP of Sales at 
Bayt.com. Al-Masri has more than 20 years 
of experience in sales leadership, consulta-
tive sales, account management, marketing 
management, and operations management. 
His mission at Bayt.com goes in line with 
the company’s mission to empower people 
with the tools and knowledge to build their 
lifestyles of choice.

the trickle doWN: it starts 
at the top
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BUSINESS BANKING

Our Business Banking caters to your every need.
Whatever your business appetite,  FGB’s Business Banking has the full menu.

Call 600 522 235 or SMS BFS to 2121
Terms and conditions apply.
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I
t’s estimated at least 40%, and up 
to 70%, of joint ventures fail. Com-
mit just one of the “seven deadly 
sins of joint ventures” and it’s 
almost a guarantee that the project 

will become suffer accordingly. The 
term “joint venture” covers a wide 
range of collaborative arrangements in 
which two or more businesses decide 
to share the costs, management and 
profits of a project that achieves a 
common goal. Successful joint ven-
tures can offer tremendous rewards to 
entrepreneurs, but those that fail cost 
entrepreneurs a significant amount 
of time, money and frustration. 
Sometimes, even certain intellectual 
property rights are at risk.

Despite the many different types 
of joint ventures, the reasons they 

fail boil down to a common set of 
mistakes that partners make in the 
planning phases of a joint venture. 
Since these mistakes almost always 
doom the venture to fail, entrepre-
neurs should take great care to avoid 
falling into the same cycle as failed 
enterprises before them. 

1. RAPID ConSUMPTIon oF CAPITAL 
Many joint ventures use up their 
initial capital much faster than the 
partners expected. Partners who 
failed to plan for the possibility that 
resources may be consumed too 
quickly may then struggle to deter-
mine the best way to raise additional 
capital and rush into an unwise loan 
to raise funds. Prudent joint venturers 
will anticipate the need for additional 

capital and determine acceptable 
sources of funding in the initial joint 
venture agreement.

For example, the agreement may 
state that the venture may seek a 
third-party loan or a loan from one of 
the partners. The agreement may stip-
ulate, however, that a loan from one of 
the partners must be on terms compa-
rable to those from a third party.

2. ARGUMEnTS ovER ConTRoL 
Many joint ventures fail because the 
partners are accustomed to having 
control over their companies. Com-
promise on how to run the joint ven-
ture is a struggle. As arguments erupt, 
the relationship may deteriorate until 
the partners can no longer work to-
gether. Joint venture partners should 
assume that there would be conflict. 
Appoint a board of directors with 
representatives from both companies 
to make decisions about how to run 
the venture. The board can then hire 
employees or contractors to manage 
the day-to-day operations. The joint 
venture agreement should determine 
which decisions can be made by man-
agement and which decisions require 
approval from the board.

SEVEN POINTS TO CONSIDER WHEN ExECUTING 
JOINT VENTURES By Patricia E. Farrell  

3. DESIRE FoR ASSETS 
In their lust for a partner’s assets, 
entrepreneurs can make serious 
mistakes that may undermine the 
success of the venture. For example, 
an entrepreneur of a small technol-
ogy company might agree to give a 
large corporation more control on the 
board of directors in exchange for a 
larger capital contribution. But in the 
long run, the entrepreneur may lose 
control over critical aspects of the 
venture, which could cause the ven-
ture to fail. Partners in a joint venture 
should make sure that the assets each 
partner brings to the joint venture, 
such as intellectual property, capital 
or equipment, are appropriately 
valued and translated into reasonable 
shares of ownership and control.

4. CULTURE WARS 
Most entrepreneurs take great pride 
in the culture they have built in 
their company. But when two com-
pany cultures are combined into one 
venture, company pride can lead to 
unproductive arguments about using 
one company’s methods over another. 
For example, one partner may have 
a superior manufacturing process, 
but workers from the other company 
are reluctant to learn new methods, 
insisting that the old way is better. 
Joint venture partners should discuss 
in advance how they plan to handle 
cultural differences and, if necessary, 
train managers to help employees 
adapt to differences in company 
cultures.

5. UnREALISTIC PRoFIT 
ExPECTATIonS 
Joint venture partners naturally want 
to see profits from the venture as 
quickly as possible, but distributing 
profits is rarely as simple as giving 
each party a share proportionate to 
their ownership. There will likely be 
a list of priorities to which distribu-
tions must be made, such as loan 
repayment or reinvesting a portion of 
the profits in the joint venture. The 
joint venture agreement should lay 
out how and when profits will be dis-
tributed and the order of priority in 
which the profits will be distributed.

6. CoMPETInG PARTnERS 
Many joint ventures are born from a 
partnership between two companies 
that operate in the same or similar 
industries to accomplish a specific 

project. As such, the competitive 
interests of the two companies can 
create a fundamental mistrust and 
envy between partners. That may ul-
timately cause the venture to fail. The 
joint venture agreement should set 
specific boundaries regarding infor-
mation that must be freely shared and 
information that may be reserved. If 
necessary, the agreement should also 
determine how one or both companies 
will restructure their operations to 
avoid any conflict of interest.

7. WAITInG To PLAn An ExIT 
STRATEGy 
During the busy planning phase of a 
joint venture, founding partners are 
often slow to plan their exit strat-
egy, assuming that it can wait until 
the venture is up and running. But 
what happens if one party breaches 
the joint venture agreement? Or 
one partner is dissatisfied with the 
results of the joint venture and wants 
to leave? Partners should, from the 
beginning of the joint venture, con-
sider all possible scenarios in which 
the joint venture may end. The joint 
venture agreement should lay out the 
terms and conditions for a variety 
of end scenarios to avoid arguments 
down the road.

Joint ventures have the potential 
to be tremendously successful, but 
certain missteps during the planning 
phases can have long-term negative 
repercussions. Entrepreneurs should 
take care with their partners to avoid 
these common errors when creating 
their JV agreements, and if a partner 
refuses to address any of these poten-
tial areas of concerns, you may want 
to consider finding another partner 
since it could be an indicator of ethi-
cal issues to come. 

Taking one for 
The Team?
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many joInt ventures faIl Because 
the partners are accustomed 
to havIng control over theIr 
companIes. compromIse on how 
to run the joInt venture Is a 
struggle. as arguments erupt, 
the relatIonshIp may deterIorate 
untIl the partners can no 
longer work together. joInt 
venture partners should assume 
that there would Be conflIct. 
appoInt a Board of dIrectors 
wIth representatIves from Both 
companIes to make decIsIons 
aBout how to run the venture. 

Swiss entrepreneur Remo Stoffel has 
teamed up with U.S.-based architectural 
and design practice Morphosis to build 

the 381-meter 7132 Tower, a project designed 
to overtake the title of the world’s tallest hotel 
from the 355-meter JW Marriott Marquis 
Hotel in Dubai. 7132 Tower –its numeric name 
comes from Stoffel’s hometown’s postal 
code in Switzerland- would be situated in 
vals, Swiss Alps, and it’s scheduled to be 
completed in 2019. Stoffel’s inspiration for the 
project? Good ol’ Dubai. He credits seeing the 
steady and progressive growth of H.H. Sheikh 
Mohammed bin Rashid Al Maktoum’s vision 
as his inspiration. 

According to a press release about the pro-
ject, the hotel is to be divided by three struc-
tures: a podium linking the building to other 
structures, a cantilever with a restaurant, 
café and bar and a tower housing a sky bar, 
restaurant and guest rooms with panoramic 
views. While all of that is great and good, 
one can’t help but wonder about the project’s 
long-term impact on the region: what will 
happen to the local ecosystem? The project 
has already got critics lambasting it- vittoria 
Lampugnani, Professor of Architecture at the 
Federal Institute of Technology in Zurich, told 
The Telegraph that “skyscrapers in the Alps 
are an absurdity,” while oliver Wainwright, 
The Guardian’s architecture and design critic, 
called the tower “a gigantic mirror-clad middle 
finger aimed at the region.” With criticism like 
that, and given the fact that 7132 Tower has 
to receive planning permission before it can 
be actually built, Dubai should probably not 
get too worried about losing one of its record 
titles anytime soon.
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Swiss miss?
Controversial Alps hotel project 

aims to compete with UAE

Swiss entrepreneur 
Remo Stoffel, Chairman 
of Dubai-based Farnek, 
unveils design for what 

he hopes will become 
the world’s tallest hotel
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Using customer data to pinpoint their 
preferred touch-points and fitting the 
redemption process around these will 
encourage conversion, beneficial to 
customer and companies alike. 

You need to provide consumers with 
variety and a choice of redemption op-
tions– not tell them what, when and how 
they should spend their points. 

4. CLosInG the GaP Brands no longer 
conceive reward program success using 
just the membership metric. With 
consumers –who are often a member 
of multiple schemes- getting them on 
board is not the main battle, keeping 
them engaged and advocating is the 
real challenge and ultimately the most 
durable ROI. While adapting to the 
changing customer landscape might seem 
intuitive, implementing solutions is not 
so straightforward. 

Loyalty marketers who are capable of 
taking a scientific approach to loyalty, 
who understand their customers’ prefer-
ences and who optimize their reward 
and redemption packages accordingly are 
more likely to see success when it comes 
to customer retention. If addressed, 
loyalty marketers will be able to close the 
gap and ensure they’re not missing out. 

personal and connected devices such as 
smartphones and tablets open a wealth 
of opportunities; not least the ability to 
journey beyond one-size-fits-all models 
to highly tailored programs. It’s a chance 
to recognize your customers and reward 
them in ways that will attract and delight 
them. 

You need to embrace the opportunity 
of digital, in order to reach customers at 
numerous touch points. And, offer a ser-
vice that allows rewards programs from 
any location, at any time, on any device. 

2. unDerstanDInG your auDIenCe 
Is a PrIorIty Being able to mine and 
dissect customer data effectively is now 
a prerequisite. Transforming this insight 
into a practical strategy is equally as 
critical. This means using information 
to build an accurate picture of customer 
preferences and behaviors, and tailoring 
the customer experience to fit. Custom-
ers also expect a service experience that 
is above and beyond the rewards on offer. 

Using data to gauge customer com-
munication preferences and navigating 
these channels effectively can strengthen 
brand-customer relations and inspire 
long-term loyalty. For some, this means 
engaging in instant (and cross-platform) 
interactions; for others, it means keeping 
your distance. You need to be able to 
recognize these nuances and tailor your 
program accordingly. 

3. offer More fLexIbILIty, 
reLeVanCe anD ChoICe Customers 
have come to expect value, flexibility and 
choice when it comes to rewards. Using 
data to understand their preferences 
eliminates much of the guesswork and 
allows you to offer reward and incentives 
options that are relevant and will 
likely encourage conversion. Much like 
traditional retailers, you should know 
how to tailor your ‘stock’ in line with 
customer demand. Today’s customers 
also expect redemption opportunities 
that are suited to their lifestyle. With 
more than one in two shoppers preferring 
to cash in online, and a further one in 
four preferring to cash in-store, offering 
a single channel package will not suffice. 

Volkswagen’s Touareg boasTs form and funcTion 
‘treps choice

After making quite a splash with 
its debut at the Beijing Auto Show 
earlier this year, the new 2015 
Volkswagen Touareg is now all set to 
make its presence felt on UAE roads. 
The premium-class SUV is one of 
Volkswagen’s most successful vehicles 
in its portfolio, with over 70,000 
people having bought a Touareg for 
themselves in the last year alone. For 
the 2015 version, drivers can look 
forward to a Touareg with a completely 
new front-end, which will include a 
redesigned grille and larger headlights. 
Color-conscious folk will be glad about 

the new palette being offered for the 
Touareg’s interior upholstery, as well 
as the two new fine wood accents. In 
terms of its drivability, the new SUV 
is staying true to the Touareg’s legacy 
of containing both “the comfortable 
dimensions of a luxury sedan and the 
dynamic attributes of a sports car,” 
says Thierry Seys, General Manager, 
Al Nabooda Automobiles, Volkswagen. 
“The spacious SUV’s latest model 
offers our valued customers an 
economical drive experience, whether 
on or off-road.”
http://nabooda-auto.com/brands/volkswagen
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Collinson Latitude says this is all 
indicative of macro business trends, 
where customers expect a multi-channel 
experience and targeted approach from 
brands. They also believe that these 
trends have impacted the skills required 
for managing loyalty programs. In the 
past, it was a standard one-size-fits-all 
approach and loyalty marketers needed 
to manage the masses in particular 
ways. Just look at traditional frequent 
flyer airline programs. All travellers 
would receive the same- points based on 
miles taken. Now, with more and more 
brands understanding the importance 

of a customized and digital approach, 
it falls to the loyalty professionals to 
create and execute new strategies, in 
new ways, using new technologies– thus 
requiring a skillset upgrade. 

1. eMbraCInG the DIGItaL era Is 
essentIaL We are no strangers to the 
digital revolution and its transformative 
impact. Customers have accelerated the 
pace of change, rapidly adopting new 
technologies and interaction channels. 
With instant access to information 
–anywhere, anytime– the customer 
journey has evolved. The explosion of 

T
he Middle East’s consumers have evolved. They expect more 
in return for their business than ever before. In fact, recent 
research from Collinson Latitude shows that over two-
thirds of shoppers look at reward programs when making 
purchasing decisions. The way they want their rewards is 

different too. In fact, half of consumers now prefer to redeem rewards 
online, and a quarter want more personalized programs.

the chanGinG 
role of a loyalty 

Marketer 
How emerging technologies, increased use of data 
and changing consumer expectations are driving a 

skills gap in loyalty marketing  By Guy Deslandes

Guy Deslandes is the e-Commerce Sales 
Director at Collinson Latitude, where he is 
responsible for global pre-sales of iRedeem 
and for client and merchant relationships. He 
has over 25 years of experience working in 
loyalty and partnerships.

usIng data to gauge customer 
communIcatIon preferences 
and navIgatIng these channels 
effectIvely can strengthen Brand-
customer relatIons and InspIre 
long-term loyalty. for some, 
thIs means engagIng In Instant 
InteractIons; for others, It means 
keepIng your dIstance. 

we are no strangers to the dIgItal 
revolutIon and Its transformatIve 
Impact. customers have accelerated 
the pace of change, rapIdly adoptIng 
new technologIes and InteractIon 
channels. wIth Instant access to 
InformatIon –anywhere, anytIme– 
the customer journey has evolved.
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DETERMInE WHEn AnD IF 
A ConSULTAnT IS ACTUALLy 
nECESSARy (oR BEnEFICIAL) 
To yoUR EnTERPRISE  
What kind of problem are you try-
ing to solve? It is important to try 
to frame the problem before talking 
to external parties. Typical framing 
questions are: 
• What is the fundamental question 
we are seeking to answer?
• Who will be the decision-maker?
• Will the process of solving the prob-
lem provide us with valuable learn-
ings we can use in the future?
• Are we trying to develop a unique 
advantage or just catching up?
As well as questions that relate to the 
solution choosing process itself:
• What political interests may influ-
ence the solution finding problem? 
This one especially can be important, 
because if there are a lot of vested 
interests in the solution selection, 
there may be a strong bias within the 
organization, and this leads to a non-
analytical process and potentially a 
poor answer. 
• What are the key performance 
indicators we want to use to measure 
the solution?
• How important is understanding the 
problem solving process itself for the 
execution of the solution? 

In topics like strategy, for example, 
my experience has been that an “ex-
ternal answer” (such as a PowerPoint 
presentation by a consultant) for a 
company’s strategy often has negative 
effects on implementation. On the 
other hand, when the managers and 
executives have been involved person-
ally in solving the strategic issues and 
know how the answers were achieved, 
they also feel much more comfortable 
and confident in the implementation 
of the strategy.

CATCHInG UP vS. DEvELoPInG 
A CoMPETITIvE ADvAnTAGE 
When setting out your company’s 
needs, determine whether you catch-
ing up or if you want to develop a 
unique competitive advantage? Con-
sultants transfer knowledge between 
different companies, and thus they 
are good when one is trying to catch 
up in a special area that the company 
doesn’t have internal knowledge 
in, and when hiring or building the 
required skills will take too long. If 
you are working on something truly 
strategic, and you seeking to develop 
a unique and sustainable competitive 
advantage, I would be very careful 
with involving consultants! Inciden-
tally, we see this in our Seoul office– 
the Korean large conglomerates, like 
Samsung and LG, were originally 
very keen on using U.S. top manage-
ment consultants, but nowadays are 
switching into a model where they use 
external parties very selectively, and 
instead have their in-house consult-
ing teams.

At Reddal, we recognize this prob-
lem and want to position ourselves 
quite differently from consult-

ants– we are very strict about not 
serving competing companies at all, 
and rather seek to build long-term 
partnerships with selected players. 
As a result, our model is not really 
consulting in its traditional sense, 
rather we are more like an outsourced 
service, where we build a unique part-
nership with our clients. Since we do 
not work with competitors, we can re-
ally help our clients both in catching 
up as well as developing completely 
new and unique ways of competing 
and winning. >>>

Is  It  tIme  to 
seek  outsIde 

help? 
[The how-To]

Choosing a ConsultanCy serviCe 
for your business  By Dr. Per Stenius

For entrepreneurs running SMEs to large-scale 
businesses, it is sometimes necessary to bring 
in consultants to get processes streamlined, 

implement cost-saving initiatives, and even when 
considering brand proliferation measures. Looking 
to solve problems in your HR department? Not sure 
what the best way to implement multi-level restruc-
turing is for your company? Consultants can help 
your enterprise do all this and more. But how do you 
choose the right firm, and what should you look for? 

Obvious aspects to consider are of course the track 
record of the consultancy, their price point (rela-
tive to the potential value of solving the problem), 
as well as their ability to adapt to a change in the 
problem statement. Very often during a development 
project, one finds that the original issue was not 
the only issue that needed solving- or alternatively 
it was not the root issue at all. At that point, the 
ability of the supplier to flexibly adapt to the new 
situation is very critical.
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the tImelIne and delIveraBles of what 
you are askIng your consultancy to 
do depends on the engagement. If you 
are catchIng up, and decIde to use a 
premIum Brand consultancy wIth a 
hIgh prIce poInt, you can and should 
of course demand value for money. In 
most cases, where the consultancy 
claIms It has experIence In solvIng 
a specIfIc Issue, you should Be aBle 
to expect results In the matter of 
weeks or a few months. most BasIc 
engagements are Between sIx to 12 
weeks, however, personally I thInk a 
good approach Is to work In IteratIve 
cycles, and to have weekly revIews. 

In topIcs lIke strategy, for 
example, my experIence has Been 
that an “external answer” (such 
as a powerpoInt presentatIon By 
a consultant) for a company’s 
strategy often has negatIve 
effects on ImplementatIon. on the 
other hand, when the managers 
and executIves have Been 
Involved personally In solvIng 
the strategIc Issues and know 
how the answers were achIeved, 
they also feel much more 
comfortaBle and confIdent In the 
ImplementatIon of the strategy.

EntrEprEnEur  may 201540
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provider itself, I think things are working 
in the right direction.

At Reddal, we address this by often 
seeking to bring client CEOs together, 
and it has turned out to be a very power-
ful way of sharing experiences that our 
clients really enjoy. After all, a CEO rare-
ly has the opportunity to talk to another 
CEO in an appropriately confidential 
setting, and with supporting facilitation 
to really focus on core issues. This takes 
much more than just a casual chat over 
a cocktail! We have organized events we 
call “CEO Forum”, where a select group 
of our client CEO work together solving 
problems they are facing. This seems to 
work very well, and complements the 
work we do with our clients internally. 

 

ASSESS WHETHER THE LEARnInG 
PRoCESS IS PoTEnTIALLy oF 
vALUE To yoUR HUMAn CAPITAL
Sometimes solving a challenge that 
the company is facing is an important 
learning process for the company’s 
human capital. In this situation, con-
sultants may not be the best solution, 
simply because few consultants want 
to give away their problem-solving 
methods. After all, that is how they 
make money! So, if a company simply 
needs an answer quick, and the skill 
of developing such an answer is not 
needed in the future, then a consult-
ant can be a good choice. However, 
if the problem is likely to come up in 
the future, and the skill of solving it is 
valuable for the company, then devel-
oping the solution in-house –either 
by building or hiring the skill– can be 
a better alternative. We recognize this 
problem, and we have chosen to offer 
all our methodologies to our clients 
in the name of long-term partner-
ship and mutual win-win. Our Reddal 

Share platform, and the Reddal Acad-
emy program are specifically address-
ing the need of our clients’ in-house 
skill development. Since we are more 
of a long-term partner, for us this is 
no trade off– the better our clients 
get, the more they can grow, and this 
obviously also provides us more op-
portunities to work with them. Again, 
our choice of never serving competing 
companies drives our thinking in this 
direction.

REASonABLE TIMELInE AnD 
DELIvERABLE ExPECTATIonS  
The timeline and deliverables of what 
you are asking your consultancy to 
do depends on the engagement. If you 
are catching up, and decide to use a 
premium brand consultancy with a 
high price point, you can and should 
of course demand value for money. 
In most cases, where the consultancy 
claims it has experience in solving a 
specific issue, you should be able to 
expect results in the matter of weeks 
or a few months. Most basic engage-
ments are between six to 12 weeks, 
however, personally I think a good ap-
proach is to work in iterative cycles, 
and to have weekly reviews. We, due 
to our approach and model, work in a 
very integrated way with our clients. 
We typically have full access to their 
systems, and work in their prem-
ises together with their staff. This 
facilitates joint problem solving and 
learning.

Even though our relationships are 
long-term, for each individual work 
area we tend to structure the deliv-
erables into monthly cycles which we 

call sprints. The concept of “sprint” 
comes from agile programming, and 
the idea is that within one cycle one 
needs to deliver a useful and com-
plete end-product. Its accuracy can 
be discussed; clearly the “version 
one” solution is less accurate than the 
“version three”, but the cycle should 
be short. So we use weekly reviews, 
and monthly sprints. After one sprint, 
we then jointly discuss with the cli-
ent whether the current solution is 
accurate enough, or whether further 
refinement is needed. In many cases 
“80/20” applies, and one to two 
cycles are enough. However, there are 
also some cases which are very sensi-
tive to inaccuracies, such as acquisi-
tions or operating model changes that 
affect the whole organization, and 
then multiple cycles are needed. The 
key point is, however, that the ap-
proach is iterative, and that through-
out the process there is full transpar-
ency on how the solution is emerging 
and what its accuracy is. This is really 
the key to the monitoring part, having 
regular reviews and input opportuni-
ties along the process.

RELATIonSHIP MAnAGEMEnT   
A lot of top management consulting is 
really about maintaining an impres-
sive façade, so that the client feels 
comfortable; it’s a bit like banking, 
where the impression matters. As a 
result, many consultancies spend a lot 
of time in relationship management, 
and try to appear both impressive 
and knowledgeable. Having worked at 
two American consulting firms myself 
(McKinsey and Accenture), I defi-
nitely recognize this and admit myself 
having been guilty of this behavior. 
However, from a client’s point of view 
all of this is non-value adding! So 
personally my preference nowadays 
is to focus on the value add, and to 
speak less about myself and our com-
pany, and talk more about the clients’ 
business and about concrete ways of 
addressing some of the issues they are 
facing. All in all, to me the relation-
ship management is more about 
finding various ways to drive impact, 
and to provide fresh insight, than the 
traditional relationship management 
often seen in marketing and sales. If 
the client sees a number of interesting 
discussions stemming from the rela-
tionship with their service provider, 
and if many of those relationships 
are actually going beyond the service 
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even though our relatIonshIps 
are long-term, for each IndIvIdual 
work area we tend to structure 
the delIveraBles Into monthly 
cycles whIch we call sprInts. the 
concept of “sprInt” comes from 
agIle programmIng, and the Idea Is 
that wIthIn one cycle one needs 
to delIver a useful and complete 
end-product. Its accuracy can Be 
dIscussed; clearly the “versIon 
one” solutIon Is less accurate than 
the “versIon three”, But the cycle 
should Be short. so we use weekly 
revIews, and monthly sprInts. 

a lot of top management consultIng 
Is really aBout maIntaInIng an Impres-
sIve façade, so that the clIent feels 
comfortaBle; It’s a BIt lIke BankIng, 
where the ImpressIon matters. as a 
result, many consultancIes spend a 
lot of tIme In relatIonshIp manage-
ment, and try to appear Both Impres-
sIve and knowledgeaBle. havIng 
worked at two amerIcan consultIng 
fIrms myself (mckInsey and accen-
ture), I defInItely recognIze thIs and 
admIt myself havIng Been guIlty of 
thIs BehavIor. 

Dr. Per Stenius, CEO and Client Director at 
Reddal, has a diverse background in science, 
top management consulting, venture capital, 
startups, and operative management. Dr. Stenius 
serves as an Adjunct Professor at Seoul School 
of Integrated Sciences & Technologies, and as 
a lecturer at Yonsei University in Korea. He has 
published well over 20 articles in leading journals 
for business and science.

1. Cost-effective results I think a good 
practice is to be quite focused on the 
results, and consider their business 
impact. 
• Has revenue improved? 
• Has profit improved? 
• What was the impact relative to 
the cost of using the external service 
provider?

A lot of managers tend to shy away 
from this kind of rigorous quantita-
tive follow-up, but in my mind this 
is really the key. Just like company 
staff have their KPIs, external parties 
should have theirs. Too often I see 
work being done with a brand name 
consultant, just because the manage-
ment needs “external support” for 
things they actually should be doing 
themselves, and that they should be 
taking personal responsibility of. The 
logic seems to be that “if this brand 
name consultant says this, then surely 
no one can blame us.” now, this paves 
the way both for poor decision making 
as well as lack of responsibility taking 
within the management. Moreover, it 
often leads to the consulting company 
“churning the client,” doing a string 
of expensive consulting engagements 
that in the end do not truly build the 
company and thus do not deliver any 
real value add. While the consulting 
company may be happy for the money 
they make, the client certainly does 
not benefit.
2. Measure progress Financial metrics 
and understanding the full cost of the 
service provide are key, but there are 
other ways to measure progress. 

• Can you see weekly and monthly 
progress in your company? 
• Are the answers really changing the 
way the company works? Are those 
changes improving the company 
performance? This is one aspect of 
the value add. 
3. Assess internal improvements 
Another important one is how the 
people working for the company are 
benefiting. 
• Are they learning new skills? 
• Are they getting stronger as indi-
viduals? 
• Is their skill set getting broader? 
• Are they gaining a broader network 
that can be leveraged in future 
problem solving situations? All these 
elements are signs of value add.
4. Consider sustainability As a final 
thought, I also want to add sus-
tainability into the metrics. Is the 
relationship with the service provider 
such that the company develops, 
without becoming dependent on the 
service provider? A good relationship, 
and true value add, also implies that 
the company can move away from 
the service provider if it so chooses. 
While the partnership should drive 
the company forward, it becomes 
risky if the company becomes “tied 
up” with the external party. My 
personal experience has been that 
partnerships work best (and last 
longer), if both parties know and feel 
that they can move on if the value 
add is not there. This keeps everyone 
honest, and makes sure both parties 
work hard every day for success.

the corporate checklist 
Four ways to ascertain that your consultants 

are indeed adding value
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1. reSearCh Then reSpond 
Management consultants tend to have 
the habit of going around in lengths to 
any given subject, even if they have little 
backing, in a futile attempt to convince 
the client. Say you’ll get back to them, 
do your required additional research, 
and then do get back to them. The client 
always appreciates it, and they don’t 
expect you to know everything.

2. imparT ConCiSe info 
Being concise and straight to the point is 
gold. Sure every once in a while, people 
like to hear the context and the bigger 
picture, but in many instances they just 
want a simple answer: short and sweet. 
So drop the detail habit, and save every-
one precious time.

3. don’T jump To “yeS!” 
Consultants (veterans and fresh re-
cruits) tend to have the habit of saying 
yes to all client (external) and senior 
(internal) requests. This leaves consult-
ants with very little time to focus on 
their key value add, dilutes their efforts 

across all their activities, and makes 
them slip on deadlines. Be bold, be una-
fraid, and get your priorities straight. 

4. Time weLL SpenT 
You’ve probably heard this one before, 
but adopting the 80/20 rule is some-
thing that will make both your life and 
your client’s life easier. Your client 
doesn’t care for a perfectly designed 
slide that can be placed in the Louvre 
and scrutinized by 10 overpaid bankers 
and experts. They want something that 
makes sense for their business. Spend 
time on determining what is relevant to 
the client, than polishing and refining 
that information.

5. meeT for a purpoSe 
Don’t over meet. A lot of times, we end 
up just preparing for meetings, conduct-
ing meetings, and following up on meet-
ings and their minutes. Yes, you need 
that alignment meeting every week or 
so, but don’t make it a compulsive habit. 
That time can be used to actually do the 
next steps! Still adamant on those daily 

meetings? Visit ideas.ted.com and check 
out an infographic about The Economic 
Impact of Bad Meetings for more on this. 

6. Change may be neCeSSary 
A lot of consultants tend to repeat the 
same mistakes that their seniors have 
made while they were in their positions. 
Change. Do things differently. Don’t 
assume that just because that’s the way 
things are, it should be the same routine 
going forward. Be conscious of the fact 
that improvements on systems can be 
made.

7. drop The induSTry Lingo 
Consultants love their jargon- the prob-
lem is that it’s only them who under-
stands it. Don’t overuse jargon, since 
most of the time the best presentations 
and messages are the simplest ones. 
Avoid over-the-top phrases; we will all 
be happier and we will all get more done.

8. don’T overanaLyze 
Many times you’ll sit at your cubicle and 
in your team rooms for days and weeks 
brainstorming all possible scenarios and 
crafting assumptions, only to find out 
that some of these are irrelevant to the 
context of your client engagement. Talk 
to the client, probe, and most impor-
tantly, question before developing the 
“what-if” list. 

eighT haCkS To managemenT ConSuLTing
By Imad Atwi    

Cut to the chase 

I will admit, management consulting is a world of its own. 
After spending several years in management consulting, 
I’ve picked up some things worth sharing (sometimes the 

easy way, and sometimes the hard way). Here are eight 
hacks to servicing clients and getting the job done. 

adopting the 80/20 rule is something 
that will make both your life and your 
client’s life easier. your client doesn’t 
care for a perfectly designed slide 
that can be placed in the louvre and 
scrutinized by 10 overpaid bankers and 
experts. they want something that makes 
sense for their business. 
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many dream of the day when they 
can quit their day job and jump 
into building their business. 

Unfortunately, businesses take time to 
become profitable. Before taking the plunge, 
I encourage aspiring entrepreneurs to 
keep their day job, and start building their 
business on the side. Yes, it is more work 
and your focus is divided, but it’s a great 
test to see if you are truly committed to the 
business or if it was just a passing interest. 
The exercise can also help you develop time 
management strategies that will work for 
you as your business grows. Here are some 
simple steps to get you started.

fIGure out when you’LL CLoCK In 
Each person has differing levels of 
productivity, but I do recommend coming 
up with a realistic estimate of how much 
time you can set aside weekly to work on 
your side business. (I recommend at least 
one to two hours a week, or even five to 10 
if possible). More hours doesn’t always lead 
to better results but what’s important is to 
arrive at a focused schedule that is realistic 
and consistent.

As you consider your schedule, work back 
from the type of business you’re building 
and what it needs. If you’re offering a 
service, like teaching yoga on the side, it will 
take you at least 60-90 minutes to teach the 
class, plus roundtrip travel time, and then 
there’s the time before and after to interact 
with students. That requires around two to 
three hours or more. Do you have that kind 
of time to set aside? If you instead decide 
to create a product, such as cupcakes or an 

e-book, it will still take you time to create 
and perfect that product, not to mention 
find a customer base for it and get the word 
out.

Get strateGIC Don’t skimp on things 
like sleep, exercise or family obligations. 
But do rethink your personal to-do list. Be 
creative about the tasks you can delegate or 
automate to carve out the time you need. 
Some things you can likely skip entirely. 
As you work on your business, think about 
ways to automate and outsource back office 
tasks for your company like billing and 
accounting to devote as much time to your 
core service or product as possible.

DeCIDe whICh tasKs you Can share 
Just because you’re starting a business on 
the side, doesn’t mean you have to go at it 
alone. I’d encourage you to recruit some 
partners, especially in areas where you 
might feel like you lack expertise. Sarah 
Coronado, a program manager at a large tech 
company, founded Lotus Premium Denim 
four years ago to address the denim needs 
of petite women. With four additional co-
founders, her company had the expertise 
it needed in sales, marketing, design, and 
supply chain management. This team helped 
her bootstrapped company get up and 
running more quickly.

set a tarGet Calculate how much 
money your company will need to generate 
consistently before you say goodbye to your 
steady paycheck or hire help. Backtrack by 
asking yourself:

• How much would you need to charge and 
how many customers would you need in 
order to hit that target?
• What does the cost structure look like 
to handle that many customers? Too often 
people set a target but fail to realize how 
much working capital they need to handle 
the customer load that goes along with it.
• Is the type of customer you are going 
after willing to pay the amount you want 
to charge for your offering? And are there 
enough people that who need what you’re 
offering?

Being realistic about the costs of doing 
business can help you understand when you 
can hire additional help to buy yourself even 
more time to drive your company’s vision 
before you work on it full-time. 

See this article in its entirety at Entrepreneur.com

CULTURE busIness unusuaL | LIfe | traVeL | DesIGn | traPPInGs

How to find time between hustling ‘Trep Talk Me 
THE BUSINESS Environmena
THE ‘TREP Co-founder and CEO 
Sami Khoreibi  
Q Environmena has three co-founders. 
How is division of labor decided, and what 
are the difficulties in your partnership?
A “I am fortunate that my co-founders 
are old friends of mine. Erik [Voldner] is 
the Executive Director for Operations, and 
responsible for overseeing the company’s 
operations and business development 
activities. Sander [Trestain] is the Executive 
Director for Projects and oversees the con-
struction, commercial contract negotiation, 
project management and contract tender-
ing. We all have a passion to succeed; we 
work hard and have a high tolerance thresh-
old– a must when starting a business! Also, 
we have a compelling mix of engineering 
and old energy skills, perfect for pioneering 
change in the energy sector. It’s critical 
when starting a business that you get the 
right people around you to help make the 
company a success. It’s been great to share 
Enviromena’s journey with people with the 
same background as me who I have known 
for a long time. One difficulty in our part-
nership is that we have quite different risk 

tolerances. My ap-
proach to winning 
new business and 
growing the firm 
is quite aggres-
sive, whilst their 
approaches are 
more studied. This 
works well for the 
business, because 
we balance each 
other out and take 
a more measured 
approach!”

Sami Khoreibi  

By Poornima Vijayashanker

Running  a  side 
business?

m
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c-store operators,” Al Shawa says. “As 
a result, hundreds of groceries closed 
down. Customers complained initially, 
but it was for their benefit– the new 
standards ensure properly maintained 
food products, right temperatures, 
higher hygiene levels, etc. At the end 
of the day, we, as consumers, are buy-
ing foodstuff that we are consuming 
and giving it to our children. We need 
to ensure that the dairy products are 
correctly stored, that fruits are prop-
erly maintained, etc.”

But what exactly counts as better 
service in a convenience store? “We 
focus on the customer- making the 
experience as fast, easy and pleasant 
as possible as convenience is the key 
word here,” Al Shawa explains. “We 
are not the place to come to when 
doing your weekly household shop-
ping nor will we ever be that. But if 
you have a top-up need such as milk, 
bread or a quick bite, you are certain 
to find it on our stores. Each store is 
customized to the area it is located 

in and the customer profile they 
have. Certain locations focus more on 
consumption on-the-go items such as 
ready-to-eat meals, while others have 
wider single-use household items.”

With the kind of high standards that 
Circle K has in place at all of its out-
lets, it’s clear that Al Shawa is leaving 
no stone unturned in ensuring that 
his business has the best systems and 
processes in place for its success and 
continued growth in the future. “Our 
shareholders have invested north of 
AED100 million (US$27.2 million) 
in the UAE business and are in the 
process of further expanding our foot-
print across the UAE,” he says, adding 
that the company invested heavily 
in infrastructure in the beginning to 
ensure a fast roll-out of stores. “In 

terms of ROI, our Circle K stores in 
the UAE generally range between 14% 
and 28%.”

With respect to marketing the Circle 
K brand, Al Shawa admits that the 
company hasn’t been doing a lot on 
the advertising front- but that is actu-
ally a carefully considered strategy 
for the business. “Our philosophy 
is simple: every penny we spend on 
advertising and marketing has to have 
a direct benefit to our customers,” he 
says. “We do not spend on mass media 
advertising or traditional marketing, 
but rather focus on where it would 
matter the most, like promos, specials, 
and value added services to our 
customer base; i.e. instead of an ad on 
Sheikh Zayed Road, we would rather 
provide two-for-one hotdog specials 
for 30 days.” With other customer-
oriented initiatives like home delivery, 
customized food offerings and loyalty 
marketing programs already being 
planned and worked upon, Circle K 
looks all set to further its proliferation 
in the market, and we, as consumers, 
will be the better for it. 

H
aving already established its 
presence in the UAE with 38 
of its outlets spread across 
the country, the international 
convenience store chain Circle 

K is now gearing up to further bolster 
its offerings in the Middle East with 
its plans to open another 55 stores 
in the region in 2015. Given that the 
company opened its first store in the 
UAE only in 2011, it has been quite a 
swift growth curve for Circle K in this 
region, and this is especially notewor-
thy considering that it was one of the 
first players in this particular industry 
sector. 

“In 2007, we saw a gap in the market 
for modern, organized, small-format, 
convenient food and drink outlets, as 

traditional groceries were lacking in 
many areas,” remembers Fahmi Al 
Shawa, Managing Director, Circle K. 
“With a group of regional investors, 
we acquired a small local chain of 
convenience stores [towards the end 
of 2008 and during the first half of 
2009] and took on the challenge of 
turning around that business… It 
was at this period that we realized 
that the business of convenience 
stores, although appearing simple and 
straightforward on the surface, was 
very technical and requires very spe-
cific know-how, differing significantly 
even from the typical supermarkets 
and hypermarkets. We did our due 
diligence on a number of global c-store 
chains, and identified Circle K as the 
best partner for us at the time.”

But while Circle K’s expertise in the 
sector was a definite shot in the arm 
for Al Shawa’s business aspirations in 
the UAE, there were still other trials 
in store for him and his team. “There 
are always challenges when doing 
something different, and one of the 
biggest hurdles that we had to over-

come was the perception of landlords 
and customers who questioned why 
they should work with us, as opposed 
to traditional groceries,” Al Shawa 
says. “Some even questioned the 
business model we were implement-
ing, further stating that our region is 
different and traditional groceries will 
always prevail.” It couldn’t have been 
easy for Al Shawa and his team to re-
ceive this kind of response when they 
were just starting out with Circle K, 
but to their credit, they pushed ahead 
with their conviction that customers 
in the Middle East would respond to 
the higher levels of service offered 
at their c-store outlets- and if the 
company’s state today is any indica-
tion, Circle K’s business has, indeed, 
bloomed.

“Since 2011, we have proved that 
when you offer a better service in a 
cleaner environment, people will be 
receptive,” Al Shawa says. “What was 
originally a challenge for us at the be-
ginning became our strength later on. 
As with hypermarkets and then su-
permarkets, businesses evolve. It was 
only a matter of time for customers to 
start demanding better service, higher 
quality offerings and more pleasant 
experiences from their corner store 
and traditional groceries. Today, Circle 
K Arabia prides itself on being sought 
after by landlords and developers who 
are not satisfied with the unorganized 
traditional groceries and want some-
thing that portrays the right image of 
their building and/or development.” 
Al Shawa points toward the rise of 
competitors as another indication of 
Circle K’s success- there are “more 
than a handful of c-store chains in the 
UAE” now, he notes.

Of course, the increased aware-
ness of consumers about the options 
available to them today, plus the 
upsurge in standards being expected 
from retail outlets in this region, has 
played a key role in the rising interest 
(and demand) in Circle K’s offerings 
to this market. “Abu Dhabi is a great 
example as it has implemented and 
rolled out strict and long needed 
guidelines and rules for grocery and 

FRANCHISE

Standardizing 
better service 

TRACKInG CIRCLE K’S RAPID GRoWTH CURvE 
In THE UAE  By Aby Sam Thomas

fahmi aL Shawa 

Fahmi Al Shawa, 
Managing Director, 

Circle K

Circle K store

the baCKstory what Is CIrCLe K?
Circle K is an international chain of con-
venience stores owned by Alimentation 
Couche Tard, a Canadian-listed conve-
nience store retailer with over 60,000 
employees and US$30 billion in 
revenues in 2012. Alimentation Couche 
Tard operates a number of convenience 
store brands including Circle K, Couche 
Tard, Macs, On-The-Run, and the 
recently acquired Stat Oil. Currently 
one of the world’s largest convenience 
retailers, Couche Tard has a network of 
about 13,000 stores globally. 

“what was orIgInally a challenge 
for us at the BegInnIng Became 
our strength later on. as 
wIth hypermarkets and then 
supermarkets, BusInesses evolve. 
It was only a matter of tIme for 
customers to start demandIng 
Better servIce, hIgher qualIty 
offerIngs and more pleasant 
experIences from theIr corner 
store and tradItIonal grocerIes.”

“we do not spend on mass medIa 
advertIsIng or tradItIonal marketIng, 
But rather focus on where It would 
matter the most, lIke promos, 
specIals, and value added servIces 
to our customer Base; I.e. Instead of 
an ad on sheIkh zayed road, we would 
rather provIde two-for-one hotdog 
specIals for 30 days.”

“today, cIrcle k araBIa prIdes 
Itself on BeIng sought after 
By landlords and developers 
who are not satIsfIed wIth the 
unorganIzed tradItIonal gro-
cerIes and want somethIng that 
portrays the rIght Image of theIr 
BuIldIng and/or development.”
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Outreach efforts 
Retail & Beyond Commercial Investment 

LLC expands F&B portfolio 

Dubai-based gourmet café and delicatessen Pantry 
Café is the latest in a series of local eateries in 
the UAE who, after the success of their initial 
enterprises, have moved on to launch new branches 

in the country. Pantry Café, an outfit of Retail & Beyond 
Commercial Investment LLC, had opened its first location at 
Al Wasl Square in 2012, and is now opening up a new venue 
at Bay Square in Business Bay. “As a local startup, being 
able to open a second branch is a testament to our business 
model,” says yana Kalwani, vice-Chairperson, Retail & 
Beyond. “Pantry Café prides itself on serving local and organic 
produce where we can in our dishes- which is at the heart 
of our business vision. Following the opening of the second 
Pantry Café, we look forward to future expansion in the UAE 
in the coming years.” With Pantry Café’s expansion already 
on the cards, Retail & Beyond is also pushing forward with 
its plans to open two new restaurants in the UAE this year- 
these include Bu!, a Pan-Latin lounge at World Trade Center in 
Abu Dhabi, and a Japanese-Peruvian fusion concept at Palm 
Jumeirah in Dubai. 

19,000+ Number of F&B outlets expected in the UAE by 2019

F
or what seemed like the 
longest time, I tried to 
figure out if there was 
ever a good time to leave 
behind a job I truly love. 

Specifically, something I looked 
forward to every morning and 
accomplished with so much joy, 
that it would leave me feeling 
invincible. Being on top of the 
world like that, at first glance, 
doesn’t give you much ground to 
reroute. 

What I had just left behind was 
my dream job. For a very long 
time, all I wanted to be was a 
humanitarian working in emer-
gency relief. For a short while, I 
trained and worked in the field 
of nutrition in emergencies– a 
specific arena that gave me 
the excitement of applying my 
background in science, employed 
smart people skills, and all in 
the thrill of uncertain condi-
tions. All that to fulfill the one 
thing I truly wanted to do: lend 
a helping hand. What I came to 
find though, is that being a hu-
manitarian doesn’t necessarily 
mean that I must be employed in 
the domain. In the end, it does 
come down to being the best I 
can be, and helping others do the 
same. With that, I walked away 
because I needed to make room. 

My reason was that simple. 
Making room isn’t about losing 

something, but rather creating 
space for something else. Then, 
it’s all about ambition, persis-
tence, and mentorship that bring 
in what’s to take up that newly 
generated space. Looking back, 
I needed to understand why I 
chose that heading in the first 
place. I did it out of passion, and 
for personal growth and fulfill-
ment. That said, if all three were 
met elsewhere, then the change 
wouldn’t be so bad. I took this 
as a means of evaluating all that 
I had planned for the coming 
months: working towards a 
higher degree, and developing 
my interests in writing and 
social media. I could’ve opted for 
a part-time position at the same 
agency, but I had an overwhelm-
ing fear of waking up one day 
and questioning whether or not 
I was doing something I loved. 
There’s a reason why I always 
take late night and early morning 
phone calls without dread. It’s 
because everything and anything 
I was doing, I did with passion 
either to learn or for the task 
itself. I’ve been knighted for my 
ability to handle very different 
demanding types of assignments 
with impressive timing, but not 
everyone understood why I did 
that. You can do whatever it 
takes to do what you love. That, 
and when choosing to compro-
mise, passion isn’t negotiable.

I believe that we aren’t meant 
to be one-dimensional, and that 
having different interests doesn’t 
necessarily mean that you’re 
not feeling the spark for your 
work anymore. It’s just a cue to 
embrace a fresh challenge, and 
further develop yourself into 
the well-rounded person you’re 
meant to be. To top that, all that 
you gain will feed into your vi-
sion one way or another, and will 
give you that edge over everyone 
else. What you gain from all 
this? Perspective. 

We aren’t meant to be 
one-dimensional

I LEFT A JOB THAT I LOVED TO BROADEN 
MY HORIzONS  By Shoug Al Nafisi 

| franChIse |

Pantry Café, 
Al Wasl Square, 

Dubai, UAE
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Joe Huff, co-founder of Los Angeles-
based LSTN Headphones, which 
partners with a nonprofit that pro-
vides hearing aids to people in need, 
is –obviously- a believer in the power 
of voice. 

“There have been so many times, 
a new store or account or potential 
press relationship, we’ve gotten on the 
phone with them and after the con-
versation, even [after] just a 15-min-
ute story about what we do and why, 
they say, ‘Wow, I read everything on 
your website, but to hear you tell it, 
there’s a huge difference.’ Because 
we have a passion-based business, 
it’s really important for us to get that 
across.”

This happens all the time in busi-
ness. Yet we are still wary of pick-
ing up the phone. We don’t want to 
bother people. We think they don’t 
want to talk. And maybe they don’t. 
But you’re not ever going to find that 
out through email. You’ll find it out 
on the phone. If they stammer, hedge 
and pause, then you have valuable 
information. Maybe not the informa-
tion you were looking for, but valuable 
info nonetheless. 

the MeanInG of sILenCe
Speaking of pausing, it’s important 
to remember that some of the most 
valuable information comes from 
the pauses in a phone conversation. 
Pauses that simply don’t exist in writ-
ten communication.

Says Horowitz: “There have been 
studies that show that if you’re 
presenting a listener with a series 
of words or tones, and you take an 
extended silence, certain populations 
of cells in their brains start looking 
for the signal, and if it doesn’t happen 

in a certain period of time, it triggers 
arousal centers, emotional centers. 
Silence is an important part of com-
munication, and something people 
don’t pay attention to.”

Our obsession with email denies a 
crucial truth about human beings: 
that we have evolved as listeners, not 
as readers. Here’s Horowitz again- 
and as you read this paragraph, think 
about how much more powerful it 
would be if this guy were talking to 
you on the phone: 

“We think about ourselves as being 
the new smartest rulers of the planet, 
but our ears have evolved, and a basic 
brain circuitry of hearing has evolved 
over 400 million years, and a lot of it 
centered on hearing the sound of your 
own species. That’s the most impor-
tant signal, even if you can’t see them. 
Hearing evolved as your alarm system, 
because we’re diurnal, we don’t see 
well at night, but our hearing is run-
ning all through the darkness and 
even when we are asleep. A sound, 
even without a visual tie to it, is very 
important to us. We’ve evolved to 
listen to other people talk.” 

this isn’t going to be about ef-
ficiency. Sometimes the phone 
is a more efficient way to com-

municate than email, and sometimes 
it isn’t. If two people leave a dozen 
messages on each other’s voice mail, 
that’s a lot less efficient than send-
ing a single email and reading a reply 
to it. No, this isn’t going to be about 
how telephonic communication helps 
you work faster. This is about how 
the phone makes you work better. 
Unlike email, the phone forces you to 
be more emphatic, more accurate, and 
more honest. 

Tell that to a neuroscientist, and 
before you’ve even finished the 
sentence he’ll start laughing- at what 
you’re saying, and the accompanying 
emotional gradients. What, you’re 
not aware of emotional gradients? 
You have tons of them, and you’re 
constantly communicating them to 
people- but only when you speak, not 
when you write. 

“We’re picking up and processing 
heard information within 50 milli-
seconds of someone speaking. A lot of 
this information doesn’t get processed 
at a cognitive level,” says Seth Horow-
itz, an auditory neuroscientist. “Some 
of the first targets for heard infor-
mation are emotional substrates, so 
[when] listening to someone’s voice, 
you’re picking up emotional gradients 
from them.” Read the following emails 
and consider the emotional gradients 
that aren’t being conveyed.

From: Corleone, Michael “Don”
To: Staff
Subject: Me
Just when I thought I was out,
they pull me back in! 
Best,
DC
 
From: Gekko, Gordon
To: Fox, Bud
Subject: Lunch
… is for wimps. 
-G
 
From: Blake
To: The Fellas
Subject: Reminder
ABC. A—always. B—be. C—closing.
Always be closing. Always be closing.
Yours in closing,
Blake

 

The Esquire Guy on 
why a phone call is better 

than an email (usually)
By Ross McCammon

TREPONOMICS ethICs | ESQUIRE Guy | sKILLset | MarKetInG | Pro

“WE THINK ABOUT OURSELVES AS BE-
ING THE NEW SMARTEST RULERS OF THE 
PLANET, BUT OUR EARS HAVE EVOLVED, 
AND A BASIC BRAIN CIRCUITRY OF HEARING 
HAS EVOLVED OVER 400 MILLION YEARS, 
AND A LOT OF IT CENTERED ON HEAR-
ING THE SOUND OF YOUR OWN SPECIES. 
THAT’S THE MOST IMPORTANT SIGNAL, 
EVEN IF YOU CAN’T SEE THEM. 

“WE’RE PICKING UP AND 
PROCESSING HEARD 
INFORMATION WITHIN 50 
MILLISECONDS OF SOMEONE 
SPEAKING. A LOT OF THIS 
INFORMATION DOESN’T GET 
PROCESSED AT A COGNITIVE 
LEVEL. SOME OF THE FIRST 
TARGETS FOR HEARD 
INFORMATION ARE EMOTIONAL 
SUBSTRATES, SO [WHEN] 
LISTENING TO SOMEONE’S VOICE, 
YOU’RE PICKING UP EMOTIONAL 
GRADIENTS FROM THEM.”

KEY TECHNICAL MATTERS IT’S ALL IN THE DELIVERY
Communication in descending order of 
efficiency: 
> Face-to-face conversation 
> Phone call
> Morse code 
> Flag semaphore
> Winking once for yes, twice for no 
> Email 
• Unless there’s an emergency, important 
decisions should not be made over email.

• you may only call an officemate, if you’re 
not within earshot of the other person… 
because, that’s weird. 
• Email= phone call – nuance (And nuance 
is everything.)
• Due to overuse, THIS KInD oF THInG 
no LonGER ADDS nUAnCE.
• nor do these: !!!!!!!!!!!!!!!!!!!!!!!!!!
• nor this: ;) 
• or even this little guy     

Hearing is the fastest sense we have. you process 
heard information in 50 milliseconds.  you process 
speech 10 to 15 phonemes (or pieces of a word per 
second). you pick up emotional gradients even before 
the first word is spoken, thus, how something is said is 
as important as what’s being said. 

For instance: 
>> “Let’s meet in the conference room.” [neutral tone] 
vS. “Let’s meet in the conference room!” [Excited tone] 

>> “Wait, my Clark Bar is stuck in the vending machine 
coil.” [neutral tone] vS. “Wait, my Clark Bar is stuck in 
the vending machine coil.” [Urgent tone] 

>> “Seriously, it’s just dangling. Should I call security?” 
[Bored tone] vS. “Seriously, it’s just dangling. Should I 
call security?” [Distressed tone]

>> “Stop emailing me about this.” [neutral tone] vS. 
“Seriously, stop emailing me about this.” [Firm tone]

“THERE HAVE BEEN SO MANY TIMES, 
A NEW STORE OR ACCOUNT OR 
POTENTIAL PRESS RELATIONSHIP, 
WE’VE GOTTEN ON THE PHONE WITH 
THEM AND AFTER THE CONVERSA-
TION, EVEN [AFTER] JUST A 15-MIN-
UTE STORY ABOUT WHAT WE DO 
AND WHY, THEY SAY, ‘WOW, I READ 
EVERYTHING ON YOUR WEBSITE, 
BUT TO HEAR YOU TELL IT, THERE’S 
A HUGE DIFFERENCE.’ BECAUSE WE 
HAVE A PASSION-BASED BUSINESS, 
IT’S REALLY IMPORTANT FOR US TO 
GET THAT ACROSS.”
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of Personality and Social Psychology1 . 
The study became famous because it un-
covered one of the most powerful words 
we use to drive our behavior: because. 
Langer’s work proved that as long as we 
could justify a behavior in our brains 
(“I’m doing this because...”), we would 
perform the behavior even if the reason 
didn’t make sense. In his bestselling 
book, Influence, Robert Cialdini ex-
plained this phenomenon by saying, “A 
well-known principle of human behavior 
says that when we ask someone to do us 
a favor we will be more successful if we 
provide a reason. People simply like to 
have reasons for what they do.”

why we Do what we Do
Recently, I conducted the 2015 Habits 
Seminar. For the last year, I’ve been 
saying things like, “Oh, I only run one 
seminar per year because people tend 
to build new habits at the start of the 
year.” After the seminar finished, I asked 

for feedback from 
the attendees. One of 
the first messages I 
received said, “Sugges-
tion: maybe offer the 
seminar twice a year?” 
Similar feedback came 
from other attendees 
and the pervading wis-
dom was that people 
want to build better 
habits all the time and 
it can be easy to fall 
off track with your 
goals. Hosting a habits 
seminar multiple times 
throughout the year 
could be a good way to 
pull everyone back on 
track.

As soon as I heard 
the feedback, I realized 
that it was logical. 
And yet, for the last 
12 months, I’ve been 
justifying my behavior 
of only conducting 
one seminar per year 
with reasoning that 
didn’t make sense. 
Even more surprising, 
I never questioned 
myself simply because 
I had a reason, even if 
it wasn’t a good one. I’d 
venture to say that we 
do this to ourselves in 
many areas of life.
• Fitness How are you justifying not 
exercising consistently?
• Writing What is your reason for why 
you can’t write each day?
• Business How is your mindset prevent-
ing you from reaching the next level?

The reasons that we use to guide our 
behavior are just stories that we tell 
ourselves. Sometimes, those stories are 
true and accurate. We all have reasons 
for why now isn’t the right time for that 
bold move, why we slip up on habits 
that we say are important to us, and, 
yes, why we do favors for strangers. 
What we often fail to realize, however, 
is that our behaviors can just as easily 
be driven by irrational reasons as logical 
ones.

the bottoM LIne
There are two important lessons we can 
take away from Langer’s study.

1. If you’re going to ask someone for a 
favor, be sure to use the word because 
and give the person a reason to fulfill 
the favor.
2. We use reasons -both logical and 
illogical- to justify our own behavior.
Be aware of that. Take stock of the 
reasons you use in your life. You might 
be surprised with the type of story 
you’re telling yourself. 

the reasons that we use to guIde 
our BehavIor are just storIes that 
we tell ourselves. sometImes, those 
storIes are true and accurate. we 
all have reasons for why now Isn’t 
the rIght tIme for that Bold move, 
why we slIp up on haBIts that we say 
are Important to us, and, yes, why 
we do favors for strangers. what 
we often faIl to realIze, however, Is 
that our BehavIors can just as easIly 
Be drIven By IrratIonal reasons as 
logIcal ones.

langer’s research, whIch soon 
Became known as the copy machIne 
study, was puBlIshed In the 
Journal of Personality and social 
Psychology 1. the study Became 
famous Because It uncovered 
one of the most powerful words 
we use to drIve our BehavIor: 
Because. langer’s work proved 
that as long as we could justIfy 
a BehavIor In our BraIns (“I’m 
doIng thIs Because…”), we would 
perform the BehavIor even If the 
reason dIdn’t make sense.

TREPONOMICS ethICs | ESQUIRE Guy | sKILLset | MarKetInG | Pro

James Clear writes 
at JamesClear.
com, where he uses 
behavior science 
to share ideas for 
mastering your habits, 
improving your health, 
and increasing your 
creativity. To get useful 

ideas on improving your mental and physical 
performance, join his free newsletter 
JamesClear.com/newsletter. To have James 
speak at your entrepreneurial event contact 
him jamesclear.com/contact.

the CoPy MaChIne stuDy
This is how the research study worked: 
a researcher would spot someone wait-
ing at the library copy machine and 
walk over with the intention of cutting 
the person in line. Then, the researcher 
would look at the innocent bystander 
and ask them one of three questions.
1. VersIon one (request only) “Excuse 
me, I have five pages. May I use the 
Xerox machine?”
2. VersIon two (request with a real 
reason) “Excuse me, I have five pages. 
May I use the Xerox machine, because 
I’m in a rush?”
3. VersIon three (request with a fake 
reason) “Excuse me, I have five pages. 
May I use the Xerox machine because I 
have to make copies?”

You’ll notice that Version three didn’t 
make much sense. Using the phrase 
“because I have to make copies” was a 
fairly useless reason for skipping the 
line. Everyone waiting at the photo-
copier needed to make copies. The 
phrase contained no new information, 
but the researcher was trying to use it 
to justify the favor anyway. Surpris-
ingly, this senseless reason performed 
well. When the researchers analyzed 
the data, they found the following:  
Version one 60% of people let the 
researcher skip ahead in line.
Version two 94% of people let the 
researcher skip ahead in line.
Version three 93% of people let the 
researcher skip ahead in line.

Langer’s research, which soon 
became known as The Copy Machine 
study, was published in the Journal 

It was 1977 and, although nobody knew it at the time, psy-
chologist Ellen Langer and her research team at Harvard Uni-
versity were about to conduct a study that would change our 
understanding of human behavior.  It all started when Langer 

asked her research assistants to cut in front of innocent people 
waiting in line at the photocopiers in the library.

By James Clear

Harvard psychologist Ellen Langer reveals the one word 
that drives our senseless habits

Behavior, 
persuasion and 
justifications 

langer’s work proved that as long 
as we could justIfy a BehavIor In 
our BraIns (“I’m doIng thIs Be-
cause…”), we would perform the 
BehavIor even If the reason dIdn’t 
make sense.

1 Langer, E.L., 1978. The Mindlessness of Ostensibly Thoughtful Action: The Role of “Placebic” Information in Interpersonal Interaction. Journal of Personality and Social Psychology, 36, 8.

Psychologist Ellen Langer
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The original inspiration for Rhythm 
Trainer came to me in 1999 when 
I was still at Berklee [College of 

Music].” Drummer Andy Shoniker was 
working on polyrhythms and felt that the 
course’s textbook didn’t really help.  For 
those of you who aren’t musicians, poly-
rhythms aren’t exactly the simplest things 
to figure out regardless of what instrument 
you play and no matter your skill level. 
Shoniker, who sees both his bands as “their 
own startups,” decided to take on develop-
ing an app in 2009 after he was told that 
“apps were gonna be the next big thing.” 
Creating Rhythm Trainer wasn’t a piece of 
cake; Shoniker had to switch developers 
in 2013 after the introduction of retina 
display, so he worked alongside BitHeads 
from Ottawa, Canada. Years of frustrating 
trial and error did pay off after he was 
awarded a U.S. patent for “the manipula-
tion of a bar object in a musical context on 

a touch-screen device”, which he simply 
describes as “on music composition on a 
touch-screen device.” 

Rhythm Trainer, available for iOS with 
a tablet version to launch soon, wasn’t a 
cheap endeavor, and Shoniker decided to 
bootstrap using his own savings as well as 
app sales. While it is currently profitable, 
Shoniker claims that if he stopped invest-
ing into the app, Rhythm Trainer’s “product 
life span would be threatened.” When it 
comes to ROI, he’s thinking long-term, 
stating that Rhythm Trainer has a “long 
product life cycle and is the first of several 
music education and training apps that I 
will be launching over the next few years.” 
What about the app’s costs? The founder 
says that he deals with two big costs annu-
ally, and that they are integral to maintain-
ing market share: “the fees to maintain the 
patent in the USA (and internationally as 
well) in addition to the annual software 
development costs to keep Rhythm Trainer 
current and fresh.”  

After testing the app, it’s quite evident 
that you can setup just about any rhythm 
you want, regardless of time signature 
or types of notes. And it seems that the 
freemium strategy is working well- the free 

version is considered a “teaser product” and 
a form of advertisement. While Shoniker 
admits that social media plays a role in stay-
ing connected with the consumers and giv-
ing them a platform to learn more about the 
product to give them the best experience, 
his main marketing strategy lies elsewhere. 
“Working with music educators for a 
grassroots groundswell has been key,” says 

Shoniker. “By getting the app in the hands 
of the key influencers (private instructors, 
music directors, etc.) we’re able to influence 
the market without needing to educate ev-
eryone individually.” But nothing convinces 
the consumer more about a product or 
service more than the entrepreneurs using 
it themselves. That happens to be the case 
with Shoniker, who says, “ I use Rhythm 
Trainer all the time in my practice routine.”  

Beat it
Musician andy shoniker 
double-tiMes as an app 
founder... and it’s paying off
 By Kareem Chehayeb

Melbourne’s Monash 
University and AMAERo 

Engineering have made the 
ranks with the world’s first 
3D printed jet engine. The 
project began when the French 
aerospace company donated 
an old-but-still-functioning 
auxiliary powered gas turbine 
engine to the university, where 
it was pulled apart as powdered 
form of metals and synthe-
sized together using a laser, 
a process known as additive 
manufacturing (Mashable). A 
Concept Laser xline 1000R 3D 
printer -which has the build 
envelope of 600x400x500mm, 
making it one of the largest 3D 
printers in the world- was used 
to construct parts of the engine 
(3dprint.com). With that kind 
of printer, they can prototype 

metal parts for other industries, 
which is possibly why the team 
plans of expanding their work 
to other sectors such as medi-
cal and biotechnology.  Already 
garnering the interest of global 
aviation firms such as Boeing, 
Airbus and defense manufac-
turer Raytheon, the success of 
the concept and further manu-
facturing could reduce R&D 
time and costs, create a lighter 
engine and using a printed 
engine could reduce waste by 
up to 90% (Mashable). From 
replicating a toddler’s heart 
for a complicated surgery, to 
xyZPrinting’s 3D printed pizza 
(tried out by CES 2015 attend-
ees), and now, to a jet engine,  
it’s going to be interesting to 
see what else will be 3D printed 
one way or another.  

To infinity and beyond!
AUSTRALIAN ENGINEERS CREATE FIRST 

3D PRINTED JET ENGINES

| GeeK |Melbourne’s Monash 
University and AMAERO 
Engineering’s 3D printed 
jet engine 

“
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YouTube Roadshow in Lebanon
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1. yoUR ConSUMERS
First, think of your company’s con-
sumers- customers who buy your 
services or products. Next, think of 
Snapchat’s user base: besides being 
consisting mostly of youth (75% of 
its users are younger than 25 years of 
age as of 2014, according to Business 
Insider), they’re also tech-savvy. They 
have a constant urge to take out their 
devices to record moments- this de-
mographic is accustomed to receiving, 
sending and interacting with informa-
tion this way. The instant gratifica-
tion from a like is now replaced by 
being the first to tell a story about a 
moment. Snapchat users are also part 
of a demographic of social account 
users who want to shift away from 

mainstream platforms, and in a world 
where anything you put online will al-
ways be out there, there’s comfort in 
knowing that whatever shenanigans 
you post will somewhat (I say some-
what since there have been reports 
of leaked inappropriate pictures from 
the platform) disappear. 

Unlike Instagram and Twitter, where 
what you post can cost your job, 
there’s a lesser likelihood of making 
mistakes on the ephemeral platform. 
So, ask yourself, are your custom-
ers interested enough to jump ship 
to turn to Snapchat as one of their 
main platforms? I’m more likely to 
consume news and content from my 
Twitter feed, so I am not your typi-
cal Snapchat user. Where does your 
audience gather?  

2. yoUR CoMPAny 
Would your company benefit from 
starting a new line of communica-
tion? Would your consumers care 
enough that you are now present on 
another platform besides Facebook 
and Twitter? Sectors such as bank-
ing and government aren’t very well 
suited for Snapchat- it would be 
difficult to attract Snapchat’s users 
if you’re creating content that still 
relates back to certain industries 
(logistics and construction are two 
more examples of this). The creative 
industries (like media production) 
and businesses in retail and F&B can 
benefit from Snapchat. Mashable 
uses its Snapchat account to show 
behind the scenes snippets and tech 
coverage, whether it’s covering CES 
2015 or giving a preview to the new 

gadget they’re reviewing. Before you 
sign your company up for an account, 
think twice whether those produc-
tion resources are put to better use 
elsewhere.

3. yoUR ConTEnT  
It’s essential to have specific content 
for each platform, and make sure you 
offer something different from your 
other social media accounts. When 
producing content on Snapchat, 
often it’s the offbeat combination of 
photos, videos and the use of doodle 
features that creates engaging mate-
rial, but it still should be aligned to 
the company’s vision. For example, 
General Electric (@generalelectric) 
still prioritizes promoting science on 
their Instagram, YouTube and Vine 
accounts, but caters to a younger 
audience on their Snapchat account. 
The Los Angeles County Museum of 
Art’s Snapchat account, @lacma_mu-
seum, opted for “Snap art,” pairing 
slang with classic masterpieces. So, 
just like you can’t use “tweep” lingo 
on Twitter without knowing what it 
means, know and speak the language 
used on platform you’re trying to 
penetrate. 

Choosing your 
medium

Is snapchat rIght for your busIness? 
By Pamella de Leon

B
efore you roll your eyes, for the sake of what little street cred I 
have, let me start by saying that my interest in Snapchat was 
piqued because my siblings (aged between 16 and 21 years old) 
kept talking about how much “fun” the platform was. Perhaps it’s 

the older sister in me who wants to prove them wrong about how it’s 
just another futile social platform, or as usual, I’m just curious to try 
out a digital novelty. Although I wouldn’t go as far to say it’s fun for 
me (yet), but I can see the messaging platform having potential ben-
efits for certain types of businesses. Here are a few factors to consider 
before you consider launching a corporate Snapchat account: 

What is sNapchat? 
Snapchat is a platform used to share 
ephemeral images and videos with 
the option of adding graphic doodles, 
dispersed through an account’s contact 
list. Snapchat has apps for both iOS and 
Android devices, and was designed by 
Evan Spiegel and Bobby Murphy during 
their time at Stanford. The popular 
medium recently made headlines as it is 
rumored to be seeking funding- one of 
the potential likely investors that has been 

reported? HRH Prince Alwaleed bin Talal, 
who already has shares in Twitter.    
700 The number in millions of Snaps sent 
per day by Snapchat users. These users 
reportedly view one billion Stories per day. 
17 The amount of time in minutes, 
according to a social media survey by 
Cowen, that U.S. users age 18 and older 
spend on Snapchat per day. The same 
survey reports that it’s neck and neck with 
Twitter at 17.1 minutes, and just behind 
Instagram at 21.2 minutes per day.

Promote the process Show a project from 
start to finish, even the ones that didn’t made 
the cut- and invite others too! For Easter, 
artist @miologie invited others to submit their 
doodles on top of her initial doodle, resulting 
in a number of artworks that were eventually 
showcased on her public account. 

backstage pass  Show what 
happens behind the scenes and 
bring your audience into the story. 
Take a tip from Mashable’s coverage 
of the Golden Globes- it showed its 
Snapchat audience inside the award 
ceremony’s control room.

adapt theN adopt  SUCCESSFUL SnAPCHAT STRATEGIES 

The youTube Roadshow made its 
stop in Beirut for the first time, 
hoping to meet and connect with 
Lebanese musicians who promote 
their material on youTube. The 
program, which began in 2013 
exclusively in UAE, Egypt, and KSA, 
aims to help musicians monetize 
their musical content on youTube 
through advertising. In a region 
where over two hours of content 
is uploaded every minute, it’s no 
surprise that youTube has set its 
sights on MEnA-based channels. 
The youTube Roadshow also advis-
es youTube users about technical 
and logistical support in order for 
them to maximize their revenue-
potential through their youTube. 
It might sound absurd, but many 
people these days are making a liv-
ing off their youTube channels, and 
independent or unsigned musicians 
can use youTube as an equal play-
ing field to prominent ones.Various major outlet Snapchat accounts

The @generalelectric GE Snapchat account

Below: The Guardian reporting on HRH Prince Alwaleed bin Talal’s meeting with Snapchat CEO Evan Spiegel.  

yoUTUBE RoADSHoW 
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#TAMTALKSTECH

#taMtaLKstech
Tamara Clarke, a former software 
development professional, is 
the tech and lifestyle enthusiast 
behind The Global Gazette, one 
of the most active blogs in the 
Middle East. The Global Gazette 
has been welcomed and lauded 
by some of the most influential 
tech brands in the region. Clarke’s 
goal is to inform about technology 
and how it supports our lifestyles. 
See her work both in print 
regional publications and online 
on her blog where she discusses 
everything from how a new gadget 

improves day-to-day life to how 
to coordinate your smartphone 
accessories. 
Visit www.theglobalgazette.com 
and talk to her on Twitter 
@GlobalGazette.

Save it 
WireleSS mobile Storage by toShiba 

Slim down
Acer’S neweSt SmArtphone lAunch lookS promiSing   

The CANVIO AeroMobile by 
Toshiba is a wireless storage 
solution designed with mobile 
users in mind. The pocket 
sized device allows for wire-
less sharing and backing up 
of multimedia files between 
mobile devices as well as 
Mac and Windows PCs. You 
can access CANVIO’s 128GB 
of storage via USB 3.0, a 

built-in SD memory card 
slot or its own wireless LAN 
network which allows you 
to transfer files without an 
internet connection. CANVIO 
is paired with Wireless SSD 
for Toshiba, a free mobile 
app that makes managing 
stored files convenient. Grab 
a CANVIO and preserve your 
multimedia files on-the-go. 

Liquid Jade Z, a new, feature-
rich smartphone by Acer, at 
first glance mirrors similar 
counterparts with a 5” HD IPS 
display, Gorilla Glass 3, and 
a 13 MP rear camera. How-
ever, closer inspection reveals 
noteworthy enhancements like 
Bright Magic which integrates 
multiple pictures into one 
single shot and provides sur-
round light to guarantee great 
photos- even in low light con-
ditions. AcerEXTEND allows 
you to control your device 

wirelessly from a Windows-
based PC and AcerNAV, a free 
online navigation tool pow-
ered by TomTom, gives Acer 
Liquid smartphone users the 
flexibility to navigate without 
a data package. All of these 
trimmings are presented in a 
thin body with an arresting, 
curved surface, and slim at 
7.9mm and weighing in at 
only 110 grams, Liquid Jade Z 
is comfortable to hold and use 
with one hand. Multitaskers, 
this one is for you!

Kia has joined the ranks of 
futuristic automakers and 
unveiled its new concept car, 
the Kia Novo. It’s coupe-
inspired design is sleek and 
modern, but still reminiscent 
of traditional Kia styling. Novo 
sports the latest installment 
of Kia’s signature “tiger 
nose” grille featuring wider 
and deeply embedded, laser 
headlights. The body design 
rounds out with diamond-cut 
alloy wheels, an aluminum 
roof line and rear hinged 
doors with pop out handles 
that are level with the side 

view mirrors. Kia didn’t skimp 
on the interior either; the 
dashboard is angled towards 
the driver and embellished with 
leather, stitching and aluminum 
accents. Drivers can interact 
with a 3D hologram display or 
the “blind control” touch pad 
(enabling you keep your eyes 
on the road) positioned next to 
the steering wheel. The final 
noteworthy feature of this new 
concept car? The integrated 
fingerprint scanner that saves 
and recalls driver preferences 
such as music selection and 
volume. 

Touch and go  Kia unveils concepT car 

CANVIO AeroMobile 
by Toshiba

The KIA Novo

Liquid Jade z by Acer

GaininG experience 
SamSunG openS firSt experience Store in the uae

Samsung opened its first 
Experience Store in the UAE 
located at Bawabat Al Sharq 
Mall in Abu Dhabi, and fo-
cuses exclusively on Samsung 
devices: smartphones, tablets 
and cameras. The newly 
opened outlet, staffed with 
trained and experienced sales 
associates, is meant to better 
serve the needs of existing 
customers (and hopefully 
onboard new ones by allowing 
them to get hands-on with 
the brand). Sami Abi Esber, 
President of MDS Gulf Hold-

ings, said that the execution 
of the dedicated “store marks 
the start of our retail partner-
ship with electronic giant, 
Samsung. The opening is 
part of our ongoing commit-
ment towards achieving high 
customer satisfaction, which 
rings true to our objectives 
of providing our customers 
with world-class technology 
solutions to help improve 
their personal lives. We look 
forward to working closely 
with Samsung and open more 
stores in the long term.”
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Broaden 
Your 

Business 
Horizons

‘Treps and senior execs alike boTh acT and look The parT. 
appearances do maTTer, and ThaT applies To your devices as well. 

Strive for SucceSS by Staying connected on the move with 
Superior tech... and looking good while doing so.

Staging China grill, WeStin Mina Seyahi, Dubai, uae
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The SamSung galaxy S6 
edge in gold. The firST 

SmarTphone in The world 
To have a dual-edge 

diSplay.
SS15 white Shirt by VerSace

SS15 grey Suit jacket 
by VerSace

SS15 giraffe print tie by 
SalVatore ferragamo
f-80 titanium ceramic 

44mm watch by SalVatore 
ferragamo

PhotograPhy by Farooq Salik
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Thanks To iTs 5.1” 
Quad hd (2560 x 

1440) super aMoLed 
dispLay, The saMsung 

gaLaxy s6 edge in 
WhiTe offers a sharp 

vieWing experience 
boTh indoors and 

ouTdoors.

SS15 brown top 
by VerSace

SS15 brown Suit 
jacket by SalVatore 

Ferragamo
SS15 brown Suit 

trouSerS by SalVatore 
Ferragamo

Both the SamSung galaxy 
S6 edge’S front and rear 
cameraS feature higher 
reSolutionS of 5mP and 
16mP reSPectively, thereBy 
allowing uSerS to Shoot 
great PictureS like a Pro. 
SS15 teal SleeveleSS top 
by Salvatore Ferragamo
SS15 brown Suit jacket 
by Salvatore Ferragamo
SS15 brown Suit trouSerS 
by Salvatore Ferragamo

The SamSung galaxy S6 
edge offerS a new SmarT 
manager applicaTion ThaT 
allowS uSerS To check on 
viTal STaTS like baTTery, 
memory, SecuriTy and more 
wiTh juST a quick look.
SS15 white Shirt by VerSace
SS15 grey Suit jacket 
by VerSace
SS15 grey Suit trouSerS 
by VerSace
SS15 giraffe print tie 
by SalVatore ferragamo
f-80 titanium ceramic 
44mm watch by SalVatore 
ferragamo
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With its 64-bit 
architecture, LPDDr4 

anD aDvanceD GPu, the 
samsunG GaLaxy s6 

eDGe is Great for muLti-
taskers on the Go.

SS15 white Shirt 
by VerSace

SS15 grey yellow 
checked Suit by VerSace

SS15 blue python belt 
by SalVatore Ferragamo

SS15 teal SleeveleSS top 
by Salvatore Ferragamo
SS15 brown Suit jacket 
by Salvatore Ferragamo
SS15 brown Suit trouSerS 
by Salvatore Ferragamo

While 10 minutes of 
Wired charging Will 
give the samsung 
galaxy s6 edge up to 
four hours of usage, 
the smartphone also 
comes With built-in 
Wireless charging.
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the executive
selection
From better goods to boardroom wardrobe bests, each issue 

we choose a few items that make the approved executive 
selection list. In this issue, we present the Berluti SS15 

collection, and our choices from Brioni’s newest fine accessories.  

BRIonI oFF THE CLoCK on aGaIn, off aGaIn berLutI sPorts Couture 

baCK to bLaCK 
LanVIn Masters the non-CoLor 

Berluti’s latest collection, launched in Dubai, 
UAE, showcased attire made for gents who 
need a versatile wardrobe for both work and 
play (much like yourselves). The Spring/
Summer 2015 range, inspired by origami’s 
artful and ergonomic folds, aims for luxury 
without the heft. The folds, pleats, and pock-
et-work all serve the purpose of reducing the 
amount of linings and even sewing- resulting 
in a light-wear wardrobe that still conveys 
elegance and sleek cuts. Berluti’s aims for 

the Sports Couture collection –to create a 
sophisticated and comfortable look- also 
influenced the choice of colors and fabrics. 
Blends of different types of silks, linen, fine 
cashmere, and cotton are used throughout 
the collection to keep both standards and 
ease of wear a top priority. If you’re wonder-
ing about the better leathers used in the 
SS15 range, hand-crafting and topstitching 
send the right message: clean-lines and look-
ing better than ever. www.berluti.com    

PICKPoCKet brIonI Does It best 

We’re seeing pocket squares 
everywhere lately -from board-
rooms to the après-work watering 
holes- so we’ve chosen a few 
that we think make a statement. 
Gentlemen looking to add a bit of 
personality to the “dark suit look” 
can opt for an attractive (and 
well-made) pocket square from 
Brioni’s SS 2015 lineup. Brendan 

Mullane, Brioni Creative Director, 
recognizes that the executive 
wardrobe can deviate from the 
accepted norms, and that can 
mean incorporating a bit of color. 
A collaborative effort between 
Brioni and L.A-based artist James 
Welling sees punches of florals 
used liberally without sacrificing 
masculinity. www.brioni.com 

Lanvin once again demonstrates that just 
because it’s hot out, it doesn’t mean you can’t 
make black your go-to with their Lanvin Homme 
Summer 2015 range. Tailored to the urban male, 
the House has put forward a selection of easily 
mixed and matched separates that, let’s face it, 
give you a slim and trim silhouette in shades of 
black and midnight. Another major plus? These 
seasonals aren’t very seasonal- you’ll be able to 
max out your investment by wearing these pieces 
all year long. www.lanvin.com 

you’ve goT baggage! 
eDItor’s PICK 
For entrepreneurs on the move who want 
a durable (yes, you can cram it full to the 
bursting without worrying about wear and 
tear) and handsome carry-all, we suggest 
the Berluti Un Jour. Flattering shades of 
fine leather and strong hand-crafted work-
manship make this bag an investment 
that pays for itself in utility. Plus: it can 
serve as both a carry-on for flights, and as 
a day-to-day office accessory. Reinforced 
handles only get better looking with use, 
and the hard lines make it serious enough 
to pair with a suit when needed. Double-
timing your leathers never worked so well!   

BRIonI on THE CLoCK 

Alber Elbaz and Lucas Ossendrijver, LANVIN Homme 
Summer 2015 show

LANVIN Homme 
Summer 2015

Berluti Un Jour

Berluti SS 2015 Berluti SS 2015 Berluti SS 2015
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ExEC STAy “I truly believe that 
the most valuable resource 
of all sits in plain view in the 
middle of the lobby: the hotel 
concierge. At the Ritz-Carlton 
we have a dedicated team of 
well-informed concierges that 
go above and beyond to make 
everything happen for our 
guests. In terms of personal 
concierge, we have our Exclusive 
Club Level with four exceptional 
floors that offer exclusive 
rooms, amenities and services. 
More than this, we have a 
dedicated Club Concierge that 
is always available to provide 
transportation, tours and flight 
check-in assistance, arranged 
upon request. our Airport 
Greeting program is an image 
of our genuine care and comfort 
to our ladies and gentlemen in 

creating personalized service 
for them. From the moment 
they book to stay with us, till 
they come to the hotel, we 
want their experience to be 
unforgettable. We offer refined 
comfort, exclusivity, 24-hour 
personalized service and 
unmatched attention to detail.” 

ConFEREnCE CAPABILITIES 
“We have many large-scale 
[events] from GCC companies to 
multinational, and all of them 
had tremendous success- to 
name a few, starting with 
the Qatar Tourism Authority, 
Equestrian Club, Handball 
International Federation, Al 
Jazeera Documentary Film 
Festival, and of course, Boeing 
International. our prestigious 
hotel can accommodate 

conferences for up to 1,200 
people while maintaining a 
sense of intimate elegance. 
our ballrooms boast a high-
end sound system with more 
than 10 speakers, ceiling LCD 
projectors, and sophisticated 
lighting systems with dimming 
capabilities and programmable 
lighting patterns. In addition, 
individual temperature control, 
soundproofed walls, partitions 
and luxurious conference 
seating provide comfortable 
surroundings for every 
delegation.”

MUnCH “We offer the flavor 
of the world’s cuisine in 
their menus. To name one 
though, I will go for La Mer 
that features refined cuisine 
with Mediterranean influence. 

The expansive views of the 
Arabian Gulf atop the 23rd 
floor are the perfect backdrop 
to the extraordinary interior 
design and innovative menu. 
La Mer is not only fine dining; 
it is a true unique experience, 
taking guests on a divine 
sensory journey. My personal 
favorites are short ribs and 
crusted scallops; Chef William 
has carefully created the 
perfect selection of dishes 
for an unforgettable culinary 
experience.”  

DoWnTIME “The club and 
spa will be the perfect retreat. 
The spa structures essential 
features of the hotels, offering 
a natural respite from the day’s 
cares and tailoring to even the 
unexpressed wishes of all.”

G
eneral Manager of the 
Ritz-Carlton Doha, Erden 
Kendigelen, says that profes-
sionals travelling for business 
should expect three key things 

from their luxury accommodations: “Ef-
ficiency, accessibility and personalization. 
Forward-thinking and personalization is 
critical to anticipate the needs of a luxury 
business audience. They want to experi-
ence the ability to enjoy a stress-free, 
streamlined luxury travel experience and 
expect to be able to tailor their experience 
end-to-end.” The GM began his hospital-
ity career in 1998, later joining the Ritz-
Carlton in 2001 as part of the company’s 
pre-opening team, and he has worked at 
several of the award-winning company’s 
U.S. properties, in addition to the Ritz-
Carlton Grand Cayman, Cayman Islands 
BWI. What’s he most optimistic about? 
His newest (and very timely) appoint-
ment in light of Qatar’s boom. “I find this 
opportunity extremely exciting! This is an 
opportunity to forge relationships and be 
part of this amazing growth in the city of 

Doha. Having worked in the luxury hospi-
tality field for over 17 years, I am certain 
that I, and our ladies and gentlemen, will 
lead towards driving the Ritz-Carlton 
Doha to even greater heights.”

Respecting a guest’s time is also a prior-
ity for the hotel and their tech-friendly 
approach is part of their move to continue 
to service the business client with speed. 
According to Kendigelen, 70% of their 
client roster is visiting Qatar for business, 
and many of those are in-hotel confer-
ence goers. After joining the Ritz-Carlton 
Rewards program and then downloading 
the Ritz-Carlton app for iOS or Android, 
guests are able to check in and out via 
mobile in addition to submitting service 
requests. “Doha is rapidly positioning 
itself as a conference hub and incentive 
destination for millions of business 
travelers across the globe. This wonderful 
city offers traditional Arabic hospitality 
combined with state-of-the art ameni-
ties, and the Ritz-Carlton Doha is ide-
ally positioned to cater to this emerging 
market.” Situated in the West Bay Lagoon 

district, the hotel was designed to blend 
with Qatari culture, while still honoring 
Ritz-Carlton history and traditions. “We 
have 374 luxurious rooms and over 3,000 
square meters of meeting, conference and 
banqueting facilities. Meticulous atten-
tion to detail, respect for local culture, 
and a timeless commitment to the tradi-
tion of service makes the Ritz-Carlton 
Doha an exceptional choice for any occa-
sion, including high-profile summits.” 

reCommended  by  The  gm 

Erden Kendigelen believes in end-to-end solutions   

Streamlining your 
stays in Qatar

CULTURE busIness unusuaL | LIfe | traVeL | DesIGn | traPPInGs

The Club Lounge

Ritz-Carlton Doha

The Lagoon Indoor poolJunior Suite
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The young women heard from leading 
regional social entrepreneurs over 
the course of the three-day summit, 
one of which was Najla Al Midfa, 
community leader and founder of 
Khayarat, a career development 
platform inspiring Emirati graduates 
to develop their full potential. “It is 
our responsibility to give back to the 
community which has given us so 
much,” Al Midfa said. “I want the e7 
participants to never underestimate 
their capabilities. I’m so proud to 
be affiliated with this wonderful 
initiative. I only wish this would have 
existed when I was their age.”

The e7, sponsored by Emirates 
NBD in partnership with nonprofit 
organization Promise of a Generation, 
was the first event of its kind in the 
country, and it was well-received by 
the women at the summit who were 
thrilled to be part of a lasting plat-

form to effect 
social improve-
ment, and also 
become part of a 
growing sister-
hood of young 
women innovat-
ing through 
team-based 
community 
projects that 
may turn into 
socially-respon-
sible businesses. 
This initiative 
is unique to 

the UAE and the region, but it is a 
platform paving the way for a future 
of positive community projects and 
potentially the next generation of 
leading regional social entrepreneurs: 
young women who will have a pro-
found effect on our community. 

Kara Schoeffling is a public relations executive, 
working with a variety of clients across the 
Middle East. Enthusiastic about women’s en-
trepreneurship in the Middle East, Schoeffling’s 
background in public policy and communications 
has been put to work 
advising startups, 
non-profit organiza-
tions, Fortune 500 
companies and gov-
ernments. A graduate 
of Georgetown 
University, Schoeffling 
is based in the UAE. 
Talk to her on Twitter 
at @Karasdxb. 

One of the most important 
things that can be done to 
improve the state of the world 

is to build a framework of social and 
economic supports to multiply the 
number and the effectiveness of the 

world’s social entrepreneurs,” said 
David Bornstein, the preeminent 
author on social entrepreneurship and 
innovation. In early April this year, 35 
young women from each of the UAE’s 
seven Emirates gathered in Dubai for 

the first annual Emirates 
NBD e7 Banat al Emarat- 
Daughters of the Emirates 
summit with ambitions to 
follow through on Born-
stein’s words by forging 
the way for a bright future 
of social innovation in the 
Middle East.

The Emirates NBD e7 
summit kicked off on 
Thursday the 9th of April 
with a lively dialogue 
of leading community 
and government leaders, 

including Aisha Abdulla Miran, Assis-
tant Secretary General, The Executive 
Council, Government of Dubai, Lubna 
Qassim, Executive Vice President, 
Group General Counsel & Group 
Secretary, Emirates NBD, Najla Midfa, 
Founder, Khayarat, and Caroline Faraj, 
CNN Arabic Digital Services Director 
and CNN Dubai Chief Operations 
Director, all of whom shed light on the 
important role women should play 
in the UAE, both from a career and a 
community perspective.

The program for the Emirates NBD 
e7 summit was based on a design-
thinking framework that provided the 
platform to inspire, train and connect 
Emiratis and expatriates to commit to 
sustainable team-based initiatives. At 
the summit, the young women were 
matched with teams and mentors who 
will work closely with the girls on 
projects to improve their communi-
ties. The next milestone in the year-
long e7 initiative will be a competition 
for the girls to pitch their community 
projects in front of judges and will 
thus be provided with guidance to ef-
fect positive change in the UAE.

“

IN PICTURES

Leadership training 
The Emirates nBD e7 Summit paves the 

way for sustainable social impact in the UAE

Inspired by a similar global initiative, the Girls 
20 Summit, the e7 facilitates a year-long team 
project designed to improve people’s lives and 
positively impact society in the UAE. The vision 
of e7 is to achieve the vision of the Emirates—
together, highlighting a very new trend of social 
entrepreneurship just taking off in the region, aimed 
at solving social problems and enhancing local 
communities through the projects these young 
women create. Aisha Miran said, “I’m not worried 
about women, I’m worried about men,” showing 
the strength, ambition and rise of one of the most 
important and innovative forces in the region — 
women making a difference in their communities.    

By Kara Schoeffling

HIgHLIgHTINg THE EMERgINg TREND 
of SoCIAL ENTERpRENEURSHIp

Lubna Qassim, Executive Vice President, Group General Counsel & Group 
Secretary, Emirates NBD

2015 Emirates NDB e7 Summit

Najla Al Midfa, Founder of Khayarat, addresses the audience 
at the 2015 Emirates NDB e7 Girls Summit w
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Regional investoRs in entities both big 
and small tell you what they look foR when 

evaluating youR pitch 

Is your 
busIness goIng 

to attract 
tHe funds you 

need?

When evaluating a pitch, here are what some of the MENA region’s 
investors look for in your business model, and what might sway them 

in your favor. Some of these investors look at early-stage and even 
ideation, others in this list only consider large-scale models. At the 

core of the matter is that a pitch is a pitch, and you’ll notice that these investors 
all mention a few essential points… like how much drive and motivation you and 

your co-founders have to make your business work. Does your enterprise have 
what (and who) it takes to secure funds?  When evaluating any 

investment there are 
many things to look for, 

but I can divide them into the 
following categories: 

The first thing we look at when 
evaluating an investment 
(but not necessarily the most 
important thing), is the idea 

and the product. What problem 
does this product aim to solve? 
Or what value does it add? Does 
the product or solution proposed 
solve that problem and to what 
degree? Would there be a big 
market for this product or idea? 

3. the busIness MoDeL anD  
strateGy. If an entrepreneur 
is able to present a good product 
or solution, it is important to be 
able to present a well thought-
out strategy and roadmap for 
execution and achieving growth. 
Which markets are to be target-
ed? What is the business model? 
How would we sign up custom-
ers? How would we monetize 
the product? What distribution 
channels are to be used? 

3. the entrePreneur anD 
the teaM. This is for sure the 
most important criteria; ideas 
and products can change, but the 
abilities of the entrepreneur to 
execute and lead is most impor-
tant. We usually like to invest 
in projects that have more than 
one co-founder. We look for a 
strong team in place with a good 
track record in execution. We 
also look for things like energy 
level, motivation and passion for 
the product. We favor entrepre-
neurs that take the bootstrap-
ping route and [who] are willing 
to go through difficulties in the 
short-term in order to build a 
long-term business. 

4. the PreParatIon. When we 
are presented with a pitch we as-
sess the level of preparation and 
effort that has been put into the 
pitch, and this includes the pres-
entation itself and the research 
done in the background. 

5. the fInanCIaLs. It’s very 
important for us that the entre-
preneur presents and fully un-
derstands his financial numbers 
and projections, and is able to 
defend their assumptions of the 
business model presented.”

Samih Toukan  @samihtoukan “we usually lIke to Invest In 
projects that have more than 
one co-founder. we look for 
a strong team In place wIth a 
good track record In executIon. 
we also look for thIngs lIke 
energy level, motIvatIon and 
passIon for the product.”

“If an entrepreneur Is aBle 
to present a good product or 
solutIon, It Is Important to Be 
aBle to present a well thought-
out strategy and roadmap for 
executIon and achIevIng growth. “

1. the ProbLeM anD soLutIon.

Samih Toukan 

EntrEprEnEur  MAy 201576
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“1. InVestors are More 
LIKeLy to InVest In PeoPLe 
rather than Just IDeas. 
The dream team: look at 
the entire management or 
leadership team. I need to see 
a team that has a proven track 
record of delivering goals on 
time and that can handle all of 
the responsibilities that come 
with a startup. 

2. busIness PLan. Although 
the model might change in 
startups during the making, 

make sure that startup has a 
clear and completed business 
plan. What’s the problem 
that’s been solved? What’s 
the business model? What’s 
the market like? Who are 
the competitors? What 
advantages are there over the 
competition? How will the 
investor make money? 

3. VaLuatIon. If the valua-
tion is outrageous, then this 
is a sign an entrepreneur has 
overvalued his or her startup. 

4. Know the rIsK InVoLVeD. 
An entrepreneur should be 
passionate, optimistic, and 
hopeful for the future, how-
ever, an entrepreneur should 
also be realistic. They should 
understand that there’s a 
major risk involved for both 
you and them. 

5. InteGrIty. Invest in 
entrepreneurs who are thrifty, 
resilient, determined, and 
passionate. In other words, the 
entrepreneur should be able 

to not only lead the team, set 
goals, and manage a budget, 
but also rise to the occasion 
when times get tough.” 

“At Flat6Labs we mainly select the start-
ups based on three main criteria: 

1. the teaM. This is, by far, the most 
important element in our decision making 
and due diligence process. It’s very im-
portant at the early stage of the business 
to make sure that the team possess all 
the needed skills to get the product done, 
enter the market and grow the company 
afterwards. That’s why at Flat6Labs we 
apply a multi-stage selection process that 
involves personal interviews, assessment 
tests and a one-week bootcamp where we 
get to educate the entrepreneurs, and at 
the same time observe their team dynam-

ics and how they respond to feedback. 
Also, the dedication of the team and the 
right mix of technical/business talent are 
fundamental in any successful startup. 

2. the ProDuCt. It’s very important for 
us to pick projects that are innovative by 
design and have high potential for growth, 
they should be solving a real challenge or a 
problem that a sizable number of poten-
tial customers/users are facing. Also the 
way the product will be developed and pre-
sented to the market is essential to decide 
if this is a promising venture/investment 
opportunity that we would like to partake 
in or not. 

3. the MarKet. Many startups have solid 
teams and wonderful products, but they 
sometimes miss the right product-market 
fit, or they might not have a clear knowl-
edge of the size of the market or its dynam-
ics. This is always a red flag for us; if the 
entrepreneur hasn’t done his/her thorough 
homework to understand the market and 
the competition. We also prefer to invest 
in startups that have potential to scale 
into various market sectors in the future, 
or geographically into new markets- either 
regionally or internationally.”

“1. taLent. The first thing I do 
is to look at the founders and be 
convinced that they have what 
it takes to be successful entre-
preneurs and build a business. 
People are the most important 
thing in a startup so people and 
talent always comes first when 
deciding -especially for early-

stage investments, which is what 
I do- because the team is typically 
very small. 

2. exPerIenCe. Alongside talent, 
experience is the other important 
thing. Most successful entrepre-
neurs (against popular belief) are 
experienced, middle aged people 

that have done it before and know 
how to do it. They know the mar-
ket, how to make products, how to 
sell them, how to raise money, etc. 
Very rarely [do] I invest in people 
without experience, and when I 
have done it most of the time it 
has not worked great. 

3. IDea. The entrepreneurs need 
to have an idea for a market 
that is sufficiently attractive for 
an investor to make a return. 
Too small or too niche or local 
products -or products that are 
really just like features of existing 
products- do not interest me. I 
need to be convinced that they 
are proposing to solve a problem 
that someone today has, that is 

not being addressed by current 
products or services, and that it is 
important enough that people will 
adopt their product to solve that 
problem. 

4. VaLuatIon anD rounD sIze. 
The other thing I look at is where 
the company is, and what they are 
asking for both in terms of total 
money to raise and valuation? I 
am an angel investor so I mostly 
do only very early stage. 

5. who are the other 
InVestors? This shows the 
ability of the entrepreneurs to 
attract smart money which is 
particularly important at the 
beginning; their criteria when 
choosing partners, and how much 
they value to be around good 
people. It also helps me validate 
my thinking about the company, 
discussing it with other investors 
I trust and value.”

money  ask the money guy | vc viewpoint | your money | econ  

Carlos Domingo  @carlosdomingo   

Samih Toukan 

Carlos Domingo

Carlos Domingo
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“alongsIde talent, experIence Is the 
other Important thIng. most suc-
cessful entrepreneurs (agaInst 
popular BelIef) are experIenced, 
mIddle aged people that have done 
It Before and know how to do It. 

Ramez Mohammed  @ramezm

“1. the entrePreneur anD hIs 
teaM. Team with a capital T; passion, 
character, knowledge. 
2. the MarKet that is being ad-
dressed, and who is the client? How 
do you intend to get traction?
3. why you? 
4. what do they want from me other 
than money? 
5. how are they going to scale the 
business outside their comfort zone 
market?” 

Fadi Ghandour  
 @fadig 

“many startups have solId teams and 
wonderful products, But they sometImes 
mIss the rIght product-market fIt, or they 
mIght not have a clear knowledge of the sIze 
of the market or Its dynamIcs, thIs Is always 
a red flag for us; If the entrepreneur 
hasn’t done hIs/her thorough homework to 
understand the market and the competItIon.”

Fadi Ghandour
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“1. teaM. Domain expertise, 
technical partners. I don’t be-
lieve in outsourcing key devel-
opment tasks. You outsource 
admin work, not development 
work. 

2. DoMaIn. If I am investing 
here in the region, I would 
focus on ventures looking to 
build a utility- basically infra-
structure. Another domain I 
would look for is very specific 
verticals that are localized. 
This approach is time-relevant 
for the current situation. 

3. faVorabLe InVestMent 
terMs. Overvaluation or 
terms that are not reason-
able for the investors make a 
great idea, but is not neces-
sary feasible. Covenants and 
valuations are two variables I 
would look at here in the re-
gion; obviously terms get more 
complicated in the West. 

4. unorthoDox aDVan-
taGe. I would like the team 
or the startup to start their 
journey with some sort of a 
competitive advantage which 
is not assumed. Potential cus-
tomers that make sense is not 
one of them, possible JVs also 
don’t count, until it’s actual 
and confirmed. 

5. other InVestors. I like 
tagging along with other 
investors- only with angel 
and VC investing. In my PE 
career, that was not necessary 
especially if I was looking to 
implement activism across the 
board and operations. There’s 
comfort knowing other inves-
tors are getting on the same 
boat- smart ones, I don’t want 
to get in trouble and stuck 
with fools.” 

“During a pitch I expect to hear more than I see… All the fancy 
graphics just distract from the business; I hate PowerPoint 
presentations. I’m looking for a few things. 

1. how InVoLVeD are the founDers? I want to know if they 
are involved in the day-to-day operations or are they just hand-
ing things off to the CEO? 

2. how MuCh rIsK are they taKInG? Are they investing 
personally and how much? 

3. how MuCh Can I PersonaLLy ContrIbute to the 
busIness? Can I do any good, in terms of besides just being an 
investor and injecting capital; can I help them grow and expand 
to other countries? 

4. how LonG haVe they been uP anD runnInG? I’ll need 
to know where they are in their business- are they in the profit 
stage? And does the company have debt? 

5. Can the busIness sCaLe? Who is their target market? 
Where do they want to expand?”

HRH Prince Khaled Bin 
Alwaleed Bin Talal  @khaledalwaleed

HRH Prince Khaled 
Bin Alwaleed Bin Talal 

Karim Samakie  @ksamakie 
Karim Samakie

“1. I LooK for a CoMPLete 
teaM. That means they dem-
onstrate commitment, tech, 
business, equity division, 
ability to execute, and coach-
ability. 

2. the PLan. Does the 
entrepreneur know how and 
where the money is going to 
be spent? No office furniture 
please! Lean and quick. 

3. MarKet unDerstanDInG. 
Does the entrepreneur really 
understand the industry? The 

competition? The size? Has 
the homework been done? 

4. sCaLabILIty! Can I help 
create an exponentially grow-
ing business? Regional at 
least, but global is preferred! 

5. DrIVe anD PassIon. I need 
someone that will give it 110% 
minimum!”

“I look for a complete team. 
that means they demonstrate 
commItment, tech, BusIness, 
equIty dIvIsIon, aBIlIty to 
execute, and coachaBIlIty.”

Mohammed Hamdy  @reachhamdy

“I would lIke the team or 
the startup to start theIr 
journey wIth some sort 
of a competItIve advantage 
whIch Is not assumed. 
potentIal customers that 
make sense Is not one of 
them, possIBle jvs also 
don’t count, untIl It’s 
actual and confIrmed.”

Mohammed 
Hamdy 
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steP one
IDentIfy the totaL aDDressabLe 
MarKet 
The Total Addressable Market (TAM) 
provides an indicator of the potential 
size of the business in the future, and 
is something that we look at in detail 
when we invest in startups. We always 
look for bottom-up sizing, rather 
than top-down because it provides a 
much more realistic and measurable 
indicator of size. An example of a top-
down analysis is: the size of food and 
beverage spend in MENA is US$10bn 
and if I can capture 2% of that market, 
my business can reach $200m in sales. 
As you can see, it’s very subjective and 
macro in nature, without going into the 
actual market that one can sell to. An 
example of a bottom-up analysis is: if I 
am selling real estate listings to brokers 
and there are a total of 10,000 real 
estate brokers in my market, of which 
1,000 real estate brokers are sellable, 
where I can charge them $1000/month, 
then my addressable market is $12m. 

It’s clearer and more measurable in 
description, and it provides a realistic 
estimate of what your business can 
generate “if all goes to plan.” Once 
you’ve identified the TAM and with 
that, the potential size of the business, 
you are on your way to building the 
foundation of your valuation.

steP two
fInD CoMParabLe CoMPanIes
When looking for comparable 
companies, they do not have to be in 
the exact same sector. What’s important 
is that they possess a similar business 
model to the company you are building. 
For example, if you are building a 
software-as-a-service business, then it 
would be useful to look at companies 
such as OpenTable, Sales Force, 
Dropbox, Box and others. You need to 
look for data related to sales, earnings 
before interest, taxes, depreciation, and 
amortization (EBITDA), and valuations 
-or market capitalization/enterprise 
value if you are looking at public 

companies- of public 
or private companies. 
Typically, early stage 
companies are loss-
making, and so sales 
can be used as a proxy 
even though it’s not 
a real driver of value 
(compared to EBITDA, 
given that EBITDA is 
a closer proxy to cash 
flows and inherent 
value). The next step 
would be to take an 
average of the Price/
Sales or EV/Sales, 
and EV/EBITDA ratios 
for those companies, 
and attach a discount 
rate to account for 
the liquidity risk, 
market risk and other 
factors related to 
the market you’re in. 
For MENA, at least 
a 30% discount rate 
is appropriate. You 
will then arrive at 
your multiple, which 
will be important 
when assessing the 
valuation.

steP three
DeVeLoP 
VaLuatIon 
sCenarIos
The idea here is to 
determine pro-
jections of your 
business over a five 
to seven year pe-
riod. We like longer 
horizons at BECO, 
given that we are a 
holding company, not 
a fund, and therefore 
do not have a finite 
life. Your projections 
should have already been built ahead 
of this exercise. The important thing 
is to understand how big the busi-
ness can be, both in terms of sales and 
EBITDA (since as the company matures, 
it should become profitable and reach 
somewhat stable margins). 

Develop at least three different 
scenarios for these projections- we 
call them “Poor,” “Good,” “Great,” and 
sometimes we include a “Home run” 
scenario. These different scenarios allow 
you to account for execution risk and 
potential issues with market-uptake or 

other things that can impact the growth 
of the business, and therefore the 
overall outcome. Once the projections 
are complete, the next step is to use the 
sales and/or EBITDA figures and attach 
the multiple created in the previous step 
to come up with valuation scenarios. 
For example, in the “Good” scenario, 
your company will generate $20m in 
year six, and companies similar to yours 
trade at 5x sales. If you apply a discount 
rate of 30%, you will have an average 
ratio of 3.5x sales, and therefore a 
valuation of $70m. >>>

when lookIng for comparaBle compa-
nIes, they do not have to Be In the ex-
act same sector. what’s Important Is 
that they possess a sImIlar BusIness 
model to the company you are BuIld-
Ing. for example, If you are BuIldIng 
a software-as-a-servIce BusIness, 
then It would Be useful to look at 
companIes such as open taBle, sales 
force, dropBox, Box and others. 

T
here are hundreds (if not thousands) of posts on the subject of valuation, specifically related 

to tech companies given the hype surrounding recent valuations and acquisitions that we are 
seeing in this space, and the fact that there are no real assets involved in these businesses and a 
lot of the emphasis is on the future potential. There are also several methodologies that one can 

use to conduct a valuation, including the Discounted Cash Flow method (DCF), Comparables 
method and The Berkus Method (and many more). Here, I’ve tried to simplify the process into six key 
steps that should give entrepreneurs a good idea of how to look at valuing their startup when trying 

to raise funds.

PRICE POINTS
Six StepS to valuing a tech Startup

by Amir Farha 

money  ask the money guy | vc viewpoint | your money | econ  
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steP four
faCtor In the reQuIreD return
The return profile is essentially driven 
by the stage of the business, since they 
are a determinant of risk and therefore 
return. Earlier stage companies require 
a higher rate of return for investors, 
since there are various risks that are 
prevalent in those growth phases. 
These include market risk, product 
risk, growing pains, execution risk 
and others. We have minimum return 
profiles for the different stages, based 
on research we’ve conducted on the 
market. This factors in the risk and also 
the holding period of each stage, since 
earlier investments are held for longer 
periods. In summary:
• Seed stage = 15x or > 70% IRR (seven 
year holding period)
• Late seed = 10x or > 60% IRR (six 
year holding period)
• Series A = 8x or > 50% IRR (five year 
holding period)
• Series B = 5x or > 40% IRR (four to 
five year holding period)
• Series C = 4x or > 30% IRR (3 to 4 
year holding period)

With these expectations, and the 
previous steps complete, we have 
created all the variables required for 
us to reach an indicative range on 
valuation.

steP fIVe
buILD a CaP tabLe
When looking to invest in a startup, the 
first thing we do is build a capitalization 
table, which shows the different 
funding rounds that have been raised 
by the business, the investment and the 
number of shares (with percentages) 
owned by each shareholder. Once the 
historical cap table is built, and you’ve 
reached the current shareholding, you 
need to insert the new funds required 
and provide an assumption for the 
valuation. This should help generate 

a price per share for investors. Once 
we have established a working model, 
we would then make an assumption 
on the number and sizes of the future 
rounds required (since we invest early, 
there is likely to be a further two or 
three rounds of funding). The future 
rounds, if all goes well, will be done at 
higher valuations, but will also dilute 
all shareholders including the investor. 
When we invest, we assume that we 
would at least participate on a pro-rata 
basis (meaning we would invest the 
required amount that will keep our 
shareholding at the same level).

As a rule of thumb, entrepreneurs 
should give up anywhere between 
15% and 33% in the earlier rounds 
of funding (15% is just enough to give 
investors skin in the game, and 33% 
can indicate that the entrepreneur is 
not that excited about his/her business 
because they’re giving up a significant 
chunk).

steP sIx
test sCenarIos to reaCh a faIr 
VaLuatIon
So now we have our model, with 
expectations of the future size of the 
business and implications on future 
rounds to the investor’s shareholding. 
The next step is to link the two together. 
The idea here is to pick a valuation 
scenario, typically the “Good” scenario, 
and then projection the investors 
shareholding of that valuation (after the 
future funding rounds and dilution). So, 
if you are looking for $1m in funding at 
the late seed stage, we would need to 
get $10m in the next six years. If your 
business is going to reach $70m, but 
requires two rounds, with each diluting 
the investor’s shareholding by 20%, the 
investor requires ca. 14% upon exit in 
order to generate $10m. The cap table 
will allow you to project the dilution 
and impact of future rounds. Therefore, 
if you know you have two rounds with 

20% dilution, and you work back to the 
existing round to set the shareholding 
that ends up with 14% after the future 
funding, the result is ca. 20%, implying 
a pre-money valuation of ca. $4m and 
post-money of $5m.

In truth, we care about valuation, 
but we care more about execution. 
We love backing entrepreneurs that 
can demonstrate real passion, desire, 
ambition, experience and domain 
expertise that give us the belief that 
they can build large and successful 
ventures. 
 

when lookIng to Invest In a startup, 
the fIrst thIng we do Is BuIld a 
capItalIzatIon taBle, whIch shows 
the dIfferent fundIng rounds that 
have Been raIsed By the BusIness, 
the Investment and the numBer 
of shares (wIth percentages) 
owned By each shareholder. once 
the hIstorIcal cap taBle Is BuIlt, 
and you’ve reached the current 
shareholdIng, you need to Insert 
the new funds requIred and provIde 
an assumptIon for the valuatIon. 

the return profIle Is essentIally 
drIven By the stage of the BusIness, 
sInce they are a determInant of rIsk 
and therefore return. earlIer stage 
companIes requIre a hIgher rate of 
return for Investors, sInce there are 
varIous rIsks that are prevalent In 
those growth phases. these Include 
market rIsk, product rIsk, growIng 
paIns, executIon rIsk and others. we 
have mInImum return profIles for the 
dIfferent stages, Based on research 
we’ve conducted on the market. 

develop at least three dIfferent 
scenarIos for these projectIons- we 
call them “poor,” “good,” “great,” and 
sometImes we Include a “home run” 
scenarIo. these dIfferent scenarIos 
allow you to account for executIon rIsk 
and potentIal Issues wIth market-uptake 
or other thIngs that can Impact the 
growth of the BusIness, and therefore 
the overall outcome.

Amir Farha is an entrepreneur, angel 
investor, startup advisor and mentor. 
He has looked at early stage businesses 
from every angle, starting with a Swedish 
corporate VC firm based in London, 
followed by a stint at what was then the 
first seed capital fund in the MENA region, 
the Arab Business Angel Network (part 
of Dubai International Capital), before 
becoming an entrepreneur himself. Farha 
has invested in and co-founded a number 
of local businesses, including Toolman, a 
property maintenance business; Purple 
PR, a boutique PR company which he 
successfully exited in 2012; and Tandem 
Partners, a startup and small business 
advisory firm in which he helped over 80 
companies plan and grow their businesses. 
Farha is a co-founder of BECO Capital, 
and he currently sits on the board of two 
portfolio companies.
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consumer goods). They also 
took a look at internet gi-
ants like Facebook and Tri-
pAdvisor. Johnstone claims 
that the venture wasn’t 
capital intensive, despite 
claiming that a successful 
“SAAS” (Software As A 
Service) business is a cap-
ital-intensive project. “It 
is however a low cost busi-
ness model for a startup. 
There is no real cap-ex and 
you can scale the business 
as you grow.” He mentions 
Hubb Media being boot-
strapped to a Dubai-based 
digital agency while the 
products were in develop-
ment stage. When it comes 
to costs, it all boils down to 
a few that are common in 
the startup world: “Salaries 
are our main overhead, 
followed by rent and license 
fees.” Hubb Media has a 
team of five in Dubai Media 
City with four Cairo-based 
developers, and they are 
already transcending more 
borders as they are “also 
just about to open a small 
business development office 
in India.” Though they’ve 
bootstrapped to kick things 

off, they’re now ready to 
start raising their first 
investment round, having 
launched several products 
and generated revenue. The 
founder forecasts a 44% 
annual rate of return over 
the next five years.

How has Hubb Media 
been received so far? 
Johnstone says that “the 
feedback in the UAE and 
internationally has been 
very positive,” not only cit-
ing positive comments but 
constructive criticism that 
he has taken very seriously. 
He predicts that 50% of 
their future clients will be 
made up of SMEs, 
which he believes 
is the best fit 
for Hubb Media. 
It comes as no 
surprise that 
Hubb Media puts 
a lot into their 
marketing efforts, 
with a heavy 
focus on their 
blog, newsletter, 
and SEO. It’s all 
about traffic, and 
their “focus is 
on generating in-
bound leads from 
organic and paid 

traffic.” Though Facebook 
is his favorite social media 
platform to stay in touch 
with family and friends, 
he finds it frustrating as a 
branding tool due to some 
recent changes in Facebook 
policy: “I don’t get a chance 
to engage with brands very 
much on Facebook– their 
content rarely appears on 
my newsfeed unless as a 
paid advertisement.” 

So what’s next for Hubb 
Media? I asked whether 
they are expanding their 
reach internationally with 
a physical presence in 
India, despite already have 
customers in 10 countries. 
“As a SAAS business we 
can sell anywhere in the 
world 24/7.” Given his ex-
perience with brands, and 
knowing the do’s and don’ts 
of the business, I asked 
about some of the biggest 
mistakes business make in 
their branding effort. First 
of all, Johnstone believes 
that brands have measured 
their success for too long 
through social media fol-
lowers and likes, rather 
than consumer interaction. 
But the second mistake he 
mentions seems to agitate 
him the most… and it 
makes a lot of sense: “It 
also frustrates me when I 
see brands running outdoor 
advertising campaigns and 
promoting their Facebook 
and Twitter links rather 
than their own websites,” 

explains Johnstone. “These 
brands are promoting third 
party websites for free and 
in return those third parties 
are charging the brands to 
access their own fan base. 
It’s crazy!” And what about 
branded apps? “All busi-
nesses need a great mobile 
solution but there has to 
be a very clear reason to 
choose an application over 
a responsive or mobile 
website.” Johnstone, who 
headed up a digital agency 
for six years, says that he 
only recommended branded 
apps to half the clients that 
he worked with digitally. 
Citing that there have been 
over one million apps 
developed at the end of 
2014, he brings up a valid 
point- how much is too 
much? “App development 
is expensive and consumers 
are starting to show signs 
of app weariness due to the 
sheer volume of apps in the 
market.”

Johnstone wraps up our 
conversation with some 
words of wisdom for young 
and aspiring entrepreneurs: 
“You’ll learn far more from 
your mistakes than you ever 
will from your successes.” 
That’s a top-notch message 
that people tend to forget 
about. 

Hubb Media gives brands the marketing 
foundation they need  By Kareem Chehayeb
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huBB medIa puts a lot Into 
theIr marketIng efforts, 
wIth a heavy focus on theIr 
Blog, newsletter, and seo. 
It’s all aBout traffIc, and 
theIr “focus Is on generatIng 
InBound leads from organIc 
and paId traffIc.”

“all BusInesses need a great 
moBIle solutIon But there has 
to Be a very clear reason to 
choose an applIcatIon over a 
responsIve or moBIle weBsIte.” 

he mentIons huBB medIa BeIng 
Bootstrapped to a duBaI-
Based dIgItal agency whIle the 
products were In develop-
ment stage. when It comes to 
costs, It all BoIls down to a 
few that are common In the 
startup world: “salarIes are 
our maIn overhead, followed 
By rent and lIcense fees.”

“It frustrates me when I see 
Brands runnIng outdoor 
advertIsIng campaIgns and 
promotIng theIr faceBook 
and twItter lInks rather than 
theIr own weBsItes,” explaIns 
johnstone, “these Brands are 
promotIng thIrd party weB-
sItes for free and In return 
those thIrd partIes are charg-
Ing the Brands to access theIr 
own fan Base. It’s crazy!”

Doing 
Digi 

righT 

CEO Chris Johnstone

“the growing influ-
ence of websites 
like Facebook, 

Twitter and TripAdvisor 
inspired us to launch Hubb 
Media,” says founder and 
CEO Chris Johnstone. He 
noticed that large brands 

are going the extra mile to 
digitally develop their own 
fan communities beyond 
the typical means of us-
ing social networks, and 
thought that smaller busi-
nesses could use that extra 
push as well. Johnstone, 

of Scottish origin, earned 
a Joint Honors Degree in 
Marketing and Economics 
from Strathclyde University 
in Glasgow, and comes from 
a family of entrepreneurs 
that were a source of inspi-
ration: “I was surrounded 
by family members who ran 
their own businesses and I 
knew by the time I left uni-
versity I wanted to follow in 
their footsteps.” 

So what is Hubb Media? 
Johnstone explains that 
the startup’s goal is to 
“help brands improve the 
performance of their digital 
assets (websites and apps), 
by harnessing the power of 
content marketing, social 
media and user-generated 
content.” Hubb Media 
provides three services, still 
considered “beta products.” 
The first, Content Hubb, fo-
cuses on keeping web visi-
tors engaged on a brand’s 
website, keeping them on 
as long as possible and 
reducing bounce rate. The 
second, Review Hubb, is a 

“peer-to-peer review plat-
form” which helps brands 
link satisfied customers 
with potential ones with a 
goal to increase sales and 
so on. Finally, Social Hubb, 
their most popular product, 
is “a content aggregation 
platform that allows brands 
to curate, moderate and 
publish social media con-
tent on their own website 
and apps.” 

Developing Hubb Media 
required tons of research, 
and Johnstone says that 
their due diligence included 
spending a good amount of 
time studying various in-
dustries like tourism, retail 
and FMCG (fast-moving 

The Social Hubb platform 
for RBS 6 Nations
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surprise that GamePlaySport appears 
to be doing well. 

It seems that they’ve filled a massive 
gap in Dubai’s ever-growing health 
and fitness market. Berri agrees, 

describing it as a market experienc-
ing “double-digit growth. Everyone 
can notice sport clubs opening every 
month, new public and private sports 
events from cycling to football and 
health food and clinics increasing 
their presence in the city.” Game-
PlaySport works with both large and 
small ventures; the focus is to create 
a platform that benefits any kind of 
club or venue in that growing sector 
and specifically to “increase their 
reach outside of their core audience. 
Our partners clubs include special-
ized gyms as well as established and 
influential clubs such as Platform 3 or 
Innerfight.”  

So what’s next? “We’re only at the 
beginning of a long journey!” says 
Berri, who says that GamePlaySport 
already have growth plans for the 
future. They’re expanding geographi-
cally, now opening up to users from 
Abu Dhabi, and stepping up on their 
web platform by working on adding 
a payment option “so users can book 

their activities online rather than 
having to contact the club manually.” 
What about apps? Berri admits that 
he’s putting those plans on hold, cit-
ing an interesting statistic, “There are 
lots of great apps out there, yet the 
vast majority of users use less than 
5% of those apps.” Long story short, 
he’s waiting for GamePlaySport to 
have an even larger audience before 
developing an app. Growing your busi-
ness means facing large obstacles, but 
I’m sure Berri and Hamdan will just 
(rock)climb right over them. 

“for sports enthusIasts, users 
go on gameplaysport.com, Browse 
actIvItIes and sports or search for 
partIcular sports Based on loca-
tIon and tIme,” specIfyIng that the 
platform currently has over 1000 
actIvItIes lIsted from 300 sports 
cluBs and venues. sports cluBs are 
aBle to promote theIr programs to 
a larger audIence, and can manage 
them through an account dashBoard. 

We have probably the most 
impatient generation, and it 
will get worse as we grow.” 

Not your usual inspiration story, but 
that’s one of the motivators that drove 
Jad Berri to set up GamePlaySport. 
“It’s really hard to know what sports 
and activities are happening around 
you now,” explains the co-founder. 
Berri has an interesting work his-
tory, referring to his stint at Xbox as 
Microsoft’s Manager in Paris, and his 

involvement as Digital Consultant for 
several media groups. GamePlaySport 
co-founder Ghazwan Hamdan is also 
the founder of boutique design agency 
Maek, based in London, Dubai, and 
Bangkok. 

Berri describes GamePlaySport as 
an “online aggregator for sports” that 
“helps people find sports to do in 
town easily as well as support sport 
clubs increase 
participation to 
their classes.” His 
favorite sport? “I 
love water sports, 
yet Ghazwan is the 
talented one, and 
despite being older 
than me, he keeps 
beating me at any-
thing from football, 
to running and 
CrossFit!” Setting 
up a platform like 
GamePlaySport 
required tons of 
research and study 
says Berri, explain-
ing, “We first went 
through market analysis, surveys, and 
discussions with sport clubs and sport 
enthusiasts as well as industry play-
ers.” Later on, they “translated all key 
findings into requirements that were 
translated into functional require-
ments for us to draft our initial system 
design and launch a beta version 
to assess users’ feedback.” So they 
studied their target audience and the 
market’s current conditions and built 
a platform that can satisfy demand 
and improve the market’s overall state. 
Solid.

Was the startup capital-intensive? 
Berri urges that people stop assuming 
that web-based businesses are cheap 
and require little to no costs, claiming 
that “online is often synonym to cheap 
investment” for those outside the 
industry. “Building [a] quality online 
product is not only expensive but re-
quires continuous investment as tools 
and methodologies continue to im-
prove,” also mentioning the costs for 
driving in and maintaining traffic in 
such a competitive environment. “Put 
simply, our cost structure is based on 
three pillars,” says Berri, listing prod-
uct costs, data/content-related costs, 
and commercial costs. Though he 
didn’t mention any specific numbers, 
it appears that GamePlaySport has 
a relatively large team with folks “in 

Canada, Bulgaria, Pakistan, UAE and 
the U.K.,” excluding their existing core 
team. Despite that, Berri admits that 
GamePlaySport doesn’t have any angel 
investors, adding that “monetization 
is key, yet secondary, at this early 
stage in our journey’s vision.”

Technical details aside, how does 
GamePlaySport work? Both segments 
of its audience, sports enthusiasts 
and sports clubs, enjoy many neat 
futures that come with the platform. 
“For sports enthusiasts, users go on 
gameplaysport.com, browse activities 
and sports or search for particular 
sports based on location and time,” 
specifying that the platform cur-
rently has over 1000 activities listed 
from 300 sports clubs and venues. 
Sports clubs are able to promote their 
programs to a larger audience, and 
can manage them through an account 
dashboard. The platform is free of 
charge for both sports enthusiasts 
and clubs. Oh, and Berri points out 
that GamePlaySport “works on the 
go”- mobile-friendly websites for the 
win! The portal’s co-founders are both 
pleased with the reception thus far, 
with positive user feedback calling it 
a “much-needed tool,” and comments 
on user-friendliness. Given that we 
haven’t seen another online platform 
like this in the UAE, it comes as no 
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Get in
on the 
action 
GAMEPLAySPoRT’S JAD BERRI 
WAnTS yoU on BoARD  

By Kareem Chehayeb

“we fIrst went through market analy-
sIs, surveys, and dIscussIons wIth 
sport cluBs and sport enthusIasts as 
well as Industry players.” later on, 
they “translated all key fIndIngs Into 
requIrements that were translated 
Into functIonal requIrements.

Co-founder
Jad Berri

Co-founder 
Ghazwan Hamdan

gameplaysport works wIth Both large 
and small ventures; the focus Is to 
create a platform that BenefIts any 
kInd of cluB or venue In that growIng 
sector and specIfIcally to “Increase 
theIr reach outsIde of theIr core 
audIence. our partners cluBs Include 
specIalIzed gyms as well as estaB-
lIshed and InfluentIal cluBs such as 
platform 3 or InnerfIght.”  
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T
he German Industry 
and Commerce Office 
Qatar (AHK) is an 
official institution 
authorized by the 

German Federal Government and 
the Association of the German 
Chamber of Industry and Com-
merce (DIHK). AHK Qatar was 
established in 1998 to represent 
the interests of German organi-
zations and associations within 
Doha. 

Norma Noun Sandawi, Head of 
Business Development of AHK, 
says, “Taking into account the 
interests and endeavors of the 
business communities in both of 
our countries, AHK Qatar works 
on achieving economic links 

and relationships in addition 
to further promoting trade, in-
dustrial, business and technical 
cooperation between the Qatari 
and German companies and as-
sociates.” For this reason, AHK 
Qatar encourages and promotes 
direct contact between Qatar 
and German organizations, while 
also focusing on the SME sector, 
which is considered the back-
bone of the German economy. 
“Germany is the leading location 
for investors in Europe, due to 
the economic stability coupled 
with the size of the market, 
which are key factors of ensuring 
a business success there. AHK 
Qatar additionally endorses 
investment opportunities and 
informs the general investment 
conditions in Germany,” adds 
Sadawi.  

At present there are approxi-
mately 1,700 German citizens 
residing in Qatar and working 
in various sectors; in addition 
there are approximately 80 
registered German companies in 
Doha, mainly in the construction 
sector. Qatar imports cars, spare 

parts, machines, 
chemical products, 
metal goods and 
electrical engineer-
ing from Germany; 
and Doha exports 
oil, gas and chemical 
products. 

According to 
Sandawi both na-
tions have a good 
bilateral relation-
ship. His Highness 
the Emir visited Ger-
many in September 
2014 and in March 
2015, Sigmar Ga-
briel, Vice Chancel-
lor and Minister of 
Economy and Energy 
of the Federal State of Germany, 
visited Doha. In addition, several 
German official representatives 
will be visiting Doha within this 
year. “Qatar offers the opportu-
nity in upcoming projects where 
German companies can partici-
pate in and offer their experi-
ence. Here AHK assists German 
companies with the market entry 
such as market research, and po-

tential local busi-
ness partners,” 
says Sandawi. 

There is, how-
ever, the oft-men-
tioned challenge 
of setting up a 
company within 
Qatar and finding 
the right local 
51% partner, not 
to mention offices 
and local hiring 
with the market 
experience. On 
a positive note, 
Qataris are keen 
on investing in 
Germany such as 
in real estate and 

industry. 
“Qatar 
Holding has 
shares in 
Volkswagen 
cars,” adds 
Sandawi. In 
March 2015, 
AHK Qatar 
organized an 
SME confer-
ence in partnership with the 
Qatar Chamber of Commerce, 
which showcased small and 
medium sized companies, in ad-
dition to family businesses from 
Qatar in Germany. “AHK has a 
good local network and knows 
which local companies are in-
terested in German partnerships 
and in which sectors.” 

IN THE LOOP

AHK Qatar beefing up international business relations
By Erika Widén

forGInG 
GerMan-QatarI tIes

GBCQ Board Member, Mr. Henning zimmermann and Mr. Hisham Al Enbaby of UDC 

Norma Noun Sandawi, 
Head of Business 
Development of AHK

“germany Is the leadIng locatIon 
for Investors In europe, due to 
the economIc staBIlIty coupled 
wIth the sIze of the market, 
whIch are key factors of ensur-
Ing a BusIness success there. 
ahk qatar addItIonally endorses 
Investment opportunItIes and 
Informs the general Investment 
condItIons In germany.”

“qatar offers the opportunIty 
In upcomIng projects where 
german companIes can 
partIcIpate In and offer theIr 
experIence. here ahk assIsts 
german companIes wIth the 
market entry such as market 
research, and potentIal local 
BusIness partners,” 
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