
KIEV: The value of Ukrainian President Petro
Poroshenko’s assets soared despite economic
crisis and conflict while those of other tycoons
shrank in an annual wealth list published Friday.
The 50-year-old Western-backed president’s
business empire ranges from chocolates to
media holdings that still remain under his con-
trol. Friday’s independent Novoye Vremya week-
ly showed the Ukrainian leader-often criticised
for failing to curb the political powers of fellow
tycoons-ranked as the country’s sixth-richest
man.

His assets reportedly rose by 20 percent to
$979 million (889 million euros) — barely sup-
porting his claim of no longer being a billionaire.
Poroshenko retains control of a top TV channel
and has failed to follow through on his promise
to sell off his Roshen chocolate empire due to a
lack of foreign interest and a dearth of rich-
enough investors in Ukraine itself.

The president’s official spokesman did not
pick up his phone when contacted repeatedly
by AFP. “Poroshenko’s (wealth) rose thanks to the
rise in value of his candy business that-even in
the midst of the deepest of crises-is developing
quickly, building new capacities and conquering
new markets,” the weekly said.

The wealth list is topped by the nationally
renowned metals magnate Rinat Akhmetov. The
49-year-old is a controversial figure accused by

some Ukrainian media of impeding
Poroshenko’s efforts to halt the 18-month war in
the pro-Russian east.

Novoye Vremya said Akhmetov’s fortunes
had plunged by 56 percent to $4.5 billion due in
a part to the sharp recent fall in global commod-
ity prices. Poroshenko’s sworn political foe and
banking giant Igor Kolomoyskiy came in third
with a fortune estimated at $1.9 billion.

The 52-year-old grey-bearded and fiercely
outspoken figure finds himself in the peculiar
position of being at odds with both Kiev and
Moscow. Russia’s state media accuse him of
funding Ukrainian neo-Nazi combat units that
commit grave crimes in the separatist east.

Poroshenko’s fight against Kolomoyskiy
began with efforts to strip him of his indirect
control of a state-owned oil company and culmi-
nated in the businessman losing his seat as gov-
ernor of the industrially important
Dnipropetrovsk region in March.

Kolomoyskiy’s wealth reportedly slipped by
17 percent due to the EU-neighbouring coun-
try’s financial woes. All the other names in the
top 10 also suffered losses since the weekly con-
ducted its study last year.

Ukraine’s economy is on track to lose about
12 percent of its gross domestic product this
year and only return to marginal growth should
the eastern campaign end in 2016. — AFP

BEIJING:  Chinese President Xi Jinping’s broth-
er-in-law owned shares in a firm controlled by
the country’s richest man Wang Jianlin, the
businessman confirmed after allegations that
political connections helped Wanda Group
grow. The declaration by Wang comes after a
sweeping anti-corruption drive under Xi has
targeted a swathe of prominent cadres and
low-level officials.

The campaign has seen thousands dis-
missed from their posts, with some receiving
lengthy prison terms, but critics say it has been
used to purge Xi’s political rivals.

An investment company owned by Xi’s
brother-in-law, Deng Jiagui, bought shares in
Wanda’s commercial property subsidiary in a
private placement in 2000, Wang told a Harvard
Business School forum on Thursday.

Deng’s firm sold them “at a low price point”
two months before the company’s multi-bil-
lion-dollar initial public offering in Hong Kong
in December 2014, Wang said.

“He sacrificed the opportunity to realise a
huge return in investment,” he said according to
a press release Friday. “This incident demon-
strates that President Xi is not only strict in
managing our country but is even more
scrupulous when it comes to family affairs.”

The comments were made in response to a
question about a New York Times article alleg-
ing that friends and relatives of China’s top
leadership made more than $1 billion from
investments in Wanda’s commercial property
and cinema companies. China has not respond-
ed officially to the allegations.

‘No political affiliation’ 
Wang has sought to play down overseas

speculation on the link between his success
and government ties, which in China can be
crucial to seal land deals with local authorities.

“Wanda has no political affiliation,” he said at
the forum. Family members and friends of Xi,
his predecessor Hu Jintao, former premier Wen
Jiabao and other top officials all had links to
companies controlled by Wang, according to
the New York Times.

The release only quoted Wang addressing
the specific case of Deng on Thursday. The son
of a Red Army captain, Wang was a soldier
before he founded Wanda in the 1980s, build-
ing it up with military discipline. 

Its website says it is Asia’s largest private
property owner, and the Wanda Commercial
flotation raised $3.7 billion, valuing that unit
alone at $24 billion. — AFP

B U S I N E S S
SUNDAY, NOVEMBER 1, 2015

ABU DHABI: Etihad Airways, the
national airline of the United Arab
Emirates, has been named ‘Best Overall
in Middle East’ at the SimpliFlying
Awards 2015. 

The awards recognise excellence
and innovation in social media and
marketing campaigns in the aviation
industry. Winners were announced last
week at a glittering ceremony during
the Travel Distribution Summit North
America in Las Vegas, which was
attended by more than 350 travel and
hospitality executives. 

An expert panel of industry experts
selected Etihad Airways as winner of
the Best Overall in Middle East Award,
in recognition of the airline’s innovative-
ness, engagement and business impact
in the social space over the past 24
months. 

Shane O’Hare, Etihad Airways’ Senior
Vice President Marketing, said: “We are
delighted to win this important award,
which is a great reflection on our com-
mitment to delivering powerful, effec-
tive social media strategies and cam-
paigns.

“Social media is an integral part of
our communications mix. We will con-
tinue to raise the bar in the global travel
industry by creatively integrating digital
and social media into our overall mar-

keting and business strategy to
enhance guest experience.”

Shashank Nigam, SimpliFlying’s CEO,
said: “Etihad Airways has made tremen-
dous progress in the last year in how it
uses social media, especially for cus-
tomer service initiatives like the Twitter
channel for elite flyers. It is a trailblazer
in the Middle East, an innovative way to
engage passengers.”

Etihad Airways implemented vari-
ous initiatives on its social media chan-
nels including a best-in-class customer
service strategy, with a 90 per cent
response rate and with 80 per cent of all
enquiries answered within 10 minutes.
Guests can communicate 24-hours a
day in multiple languages including
English, Arabic, Mandarin, German and
Italian. 

Earlier this year, the airline launched
Etihad Premium, a first-of-its-kind
Twitter account, providing its Gold and
Platinum frequent flyer program mem-
bers with exclusive prioritised service.

‘Flying reimagined’
In 2014, Etihad Airways rolled out an

innovative social media initiative, offer-
ing travel tips to Facebook and Twitter
users through the EtihadSuggests hash-
tag. In the past 12 months, the hashtag
earned 713 million impressions, which

equates to $1.2 million in earned media
value. 

As part of its social first strategy,
Etihad Airways used its social media
channels as the first medium to break
news, allowing it to benefit from maxi-
mum engagement and reach. In the
past year, the airline launched its new
A380 and B787 product and services,
livery, and cabin crew and ground staff
uniform with a social first approach.
This earned the airline 224 million
impressions, $400,000 in earned media
value and nearly 4,000 mentions. 

The Etihad Airways ‘Flying
Reimagined’ global TVC, which
launched earlier this year, featuring
Nicole Kidman, was also creatively
leveraged on social media to inspire
and engage guests. YouTube was the
hosting channel for the TVC, supported
by a paid-media campaign in key mar-
kets, as well as active community
engagement using the #Reimagined
hashtag. The TVC garnered 5.1 million
video views on YouTube, with an
impressive retention rate of 89 per cent. 

Driving revenue and delivering
commercial value through social media
promotions and advanced targeting
techniques has been a key goal for
Etihad Airways in 2014 and 2015. These
activations helped the airline realise

more than $20 million in revenue from
social media, including over 8,000 con-
versions resulting in a 17 times return
on investment. 

Promotional fares
This year, the airline launched its

always-on paid media strategy to target
quality-focused leisure and business
travellers in Etihad Airways’ top 15 mar-
kets. This is complemented by tactical
activities to target a price-sensitive
leisure audience with promotional
fares. Etihad Airways was the first brand
in the world to utilise Facebook’s expat
targeting feature, and combine it with
its own data to create a highly-targeted
Diwali campaign to drive bookings in
the UAE to bring friends and family over
from India. 

Etihad Airways has more than 2.8
million followers across all of its social
media channels, including over 1.6 mil-
lion Facebook fans. Fans can stay con-
nected with the airline by visiting any of
its social media channels on Facebook,
Twitter, LinkedIn, Google+, Instagram,
YouTube, Pinterest, WeChat, Youku and
Sina Weibo. 

The airline was also a highly com-
mended finalist in the categories of
‘Best Airline in Customer Service’ and
‘Best Airline in Driving Revenue’.

Etihad Airways named ‘best overall 
in ME’ at SimpliFlying Awards 2015

China’s richest man says 
firm had ties to Xi’s family

CAIRO: The awards give merit to Qalaa’s integration
of sustainability within its corporate governance
framework and recognize the company’s innovative
investment approach that places environmental
principles at its heart.  

Qalaa Holdings (CCAP.CA on the Egyptian
Exchange), an African leader in infrastructure and
industry, has received international recognition for
its sustainability program as it prepares to file its first
annual sustainability report as a member of the UN
Global Compact (UNGC). 

World Finance magazine has recognized Qalaa’s
governance framework as the best in Egypt in its
2015 corporate governance awards program, while
Corporate Live Wire has recognized Qalaa’s innova-
tion by awarding it the Most Outstanding

Investment Firm - Egypt Innovation & Excellence
Awards for 2015.

Qalaa Holdings’ active participation in the  UNGC
- the world’s largest voluntary corporate social
responsibility initiative - and its membership to the
Global Impact Investing Network (GIIN) - a non-prof-
it organization dedicated to increasing the effective-
ness of for profit investing that addresses social and
environmental challenges -  provide the company
with the necessary frameworks to deliver on its sus-
tainability strategy, and make a lasting impact on
the communities in which it does business.   

“We have made the principles of sustainability,
inclusivity, stewardship and innovation central to
our growth as an institution from the time we were
incorporated as a two-person partnership a decade

ago all the way through to where we stand today: A
publicly traded company with operations in infra-
structure and industry across North and East Africa,”
said Qalaa Chairman and Founder Ahmed Heikal.

“Within this, two themes have long been close to
our heart as we have sought to leave the communi-
ties in which we do business better than we found
them: A steadfast belief in the transformative power
of education - and the conviction that you can do
right by the environment even as you do right by
your shareholders,” Heikal noted.

Qalaa, which will be on stage at Egyptian
Exchange Sustainability Conference, operates the
largest private-sector scholarship program in Egypt
and has worked for a decade to put environmental
principles at the heart of investments including

Egyptian Refining Company (which will cut the
nation’s sulfur emissions by nearly a third), Tawazon
(a waste management company that recycles and
turns waste into energy) and Nile Logistics (which is
relieving pressure on Egypt’s roads and highways by
using more fuel efficient byways on the Nile River).

“These important recognitions come as we pre-
pare to submit our first Global Compact ‘communi-
cation on progress’,” noted Ghada Hammouda,
Qalaa’s CMO and Head of Marketing
Communications. “Principles of sustainability, good
citizenship, good governance and responsible
investing have been at the heart of our business
model since inception, facts reflected in our busi-
ness strategy and in our inclusion in the S&P/EGX
ESG Index.”

Qalaa’s sustainability program notches global awards 
Company prepares to participate in EGX Sustainability conference

DUBAI: Nissan Motor Co, Ltd. unveiled a concept
vehicle that embodies Nissan’s vision of the future of
autonomous driving and zero emission EVs: the
Nissan IDS Concept at the Tokyo Motor Show 2015.

Presenting at the show, Nissan president and
CEO Carlos Ghosn said: “Nissan’s forthcoming tech-
nologies will revolutionize the relationship between
car and driver, and future mobility.”

After leading the development and expansion of
EV technology, Nissan once again stands at the fore-
front of automotive technology. By integrating
advanced vehicle control and safety technologies
with cutting-edge artificial intelligence (AI), Nissan is
among the leaders developing practical, real-world
applications of autonomous drive technology.

In August 2013, Ghosn said that by 2020 Nissan
plans to equip innovative autonomous drive tech-
nology on multiple vehicles. Progress is well on track
to achieve this goal.

Nissan Intelligent Driving is Nissan’s concept of
autonomous drive technology and represents what
Nissan believes next-generation vehicles should be.

“Nissan Intelligent Driving improves a driver’s ability
to see, think and react. It compensates for human
error, which causes more than 90 percent of all car
accidents. As a result, time spent behind the wheel is
safer, cleaner, more efficient and more fun,” contin-
ued Ghosn.

The Nissan IDS experience
Some have compared a future with autonomous

drive to living in a world of conveyer belts that sim-
ply ferry people from point A to B, but the Nissan
IDS Concept promises a very different vision of
tomorrow. Even when the driver selects Piloted
Drive and turns over driving to the vehicle, the car’s
performance-from accelerating to braking to cor-
nering-imitates the driver’s own style and prefer-
ences.

In Manual Drive mode, the driver has control. The
linear acceleration and cornering are pure and exhil-
arating. Yet behind the scenes, the Nissan IDS
Concept continues to provide assistance. Sensors
continually monitor conditions and assistance is

available even while the driver is in control. In the
event of imminent danger, Nissan IDS Concept will
assist the driver in taking evasive action.

In addition to learning, the Nissan IDS Concept’s
AI communicates like an attentive partner. From
information concerning traffic conditions, the driv-
er’s schedule to personal interests, Nissan IDS
Concept’s AI has what is needed to help create a
driving experience that is comfortable, enjoyable
and safe.

Design-Together, we ride
“A key point behind the Nissan IDS Concept is

communication. For autonomous drive to become
reality, as a society we have to consider not only
communication between car and driver but also
between cars and people. The Nissan IDS Concept’s
design embodies Nissan’s vision of autonomous
drive as expressed in the phrase together, we ride,”
says Mitsunori Morita, Design Director.

Two interiors enable two ways for the driver to
enjoy the experience

Together, we ride is clearly demonstrated in the
interior design. “The Nissan IDS Concept has differ-
ent interiors depending on whether the driver opts
for Piloted Drive or Manual Drive. This was some-
thing that we thought was absolutely necessary to

express our idea of autonomous drive,” says Morita.
Even though it is a hatchback, the Nissan IDS

Concept’s long wheelbase enables comfortable
seating space for four adults. But the cabin becomes
even more spacious when the driver selects Piloted
Drive. In this mode, the steering wheel recedes into
the center of the instrument panel and a large flat
screen comes out. Various driving-related operations
are handled by AI, voice and gestures from the driv-
er. The interior, which is comprised of natural materi-
als such as mesh leather, is illuminated by soft light.
All four seats rotate slightly inward, facilitating easier
conversation. It’s like relaxing in a living room.

When the driver selects Manual Drive, the roomy
interior transforms to put the driver in control. All
seats face forward. The steering wheel, which takes
styling cues from reins for horse riding, appears
along with driving meters and a heads-up display
that shows route and other driving information.
Interior lighting switches to blue, stimulating the
ability to concentrate. Nissan’s use of hollow-struc-
ture A-pillars helps ensure excellent visibility by
reducing blind spots and also contributes to the
feeling of open space.

Shane O’Hare, Etihad Airways’ Senior Vice President Marketing (first row - fourth from right); Elizabeth Selby, Etihad Airways’ Head of Social
Media (first row - third from right); and the airline’s social media team, celebrate its success at the SimpliFlying Awards.

Nissan’s vision for future of
EVs and autonomous driving

Ukraine leader’s wealth grows 
despite war, economic woes


