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JAKARTA: Apple is battling to gain a
foothold in Indonesia after nationalistic
regulations hit the US tech giant’s efforts
to compete in the booming emerging
market against Samsung and other rivals.

The iPhone 6S and 7 are yet to be
released in Southeast Asia’s top economy
as Apple struggles to fulfil requirements
that phone makers must have 20 percent
“local content” for 4G handsets sold in
the country. South Korea’s Samsung has
been able to meet the demands and gain
a share of the market in Indonesia-a
country of 255 million people, with an
army of young consumers-more than 25
times bigger than Apple.

Officials say the regulations that came
into force this year are aimed at support-
ing the growth of the local manufactur-
ing industry, which lags behind its Asian
peers, and plan to raise the local content
requirement to 30 percent at the start of
next year. But to critics, it is just the latest
example of misguided nationalistic rules
that hamper rather than help business in
Indonesia, which is ranked 109th on the
World Bank’s ease of doing business
index. The new rules “force companies to
rethink the entire supply chain and that
is expensive for them to do,” Sudev
Bangah of International Data
Corporation (IDC), a consumer technolo-

gy market research firm, told AFP. Apple
has encountered problems in other
emerging markets, notably India where
the Silicon Valley giant is facing road-
blocks in its quest to open stores instead
of selling products through third-party
retailers.

The Indian government reportedly
refused in May to exempt Apple from
rules stating foreign single-brand retail-
ers must buy at least 30 percent of their
parts locally to open their own outlets. 

Local content rules 
In Indonesia meeting the local con-

tent rules has been easier for Samsung, as
it already had factories in the country, and
has added assembly lines to the plants to
carry out the final stages of production.
Other competitors, including Asus,
Lenovo, Oppo and Blackberry-which used
to dominate in Indonesia but has seen its
market share obliterated-have also taken
steps to fulfil the government’s demands.
However officials admit that so far the
rules are not boosting Indonesia’s phone
manufacturing industry as they had
hoped. Firms have met the demands by
getting local vendors to supply simple
parts, such as boxes, manuals and charg-
ers, and hi-tech components are still
being imported. — AFP

KUWAIT: According to Johan Heislitz Senior
Business Director Toyota at Mohamed Naser
Al-Sayer “Toyota is continuing to evolve as
brand driven by innovation aiming to lead the
future of mobility through product develop-
ment, sustainability and focus on people. The
top automaker brand recognition is a testimo-
ny of Toyota’s commitment to build ever-bet-
ter safe, exciting and fun-to-drive vehicles.”

Pioneering Efforts Towards Sustainability
The concept of environment friendly vehi-

cles was revolutionized With the ground-
breaking unveil of Mirai, world’s first mass-pro-
duced hydrogen fuel cell vehicle and launch of
the fourth generation Prius, world’s first mass-
produced hybrid vehicle.

Toyota Environmental Challenge 2050 was
announced in October of last year, setting
challenges that it will undertake in order to

reduce the negative impacts automobiles
have on global environmental health to as
close to zero as possible, and to contribute to
the creation of a sustainable society. 

In order to fulfill these challenges, Toyota is
working to expand its lineup of hybrid vehi-
cles even further and will work to contribute
to the environment by achieving annual sales
of 1.5 million units, and cumulative sales of 15
million units by 2020.

Extensive Focus on Research 
and Information

In 2015-16, the company announced the
establishment of two new companies: Toyota
Research Institute (TRI) and Toyota Connected
Inc (TC).  TRI focuses on research and develop-
ment in the areas of artificial intelligence,
robotics, and materials science. The results of

the research will help provide mobility to
more people, improve transportation safety,
and enhance Toyota’s leadership in
autonomous mobility. Toyota Connected was
established to provide data-driven services to
support Toyota globally, and provide industry-

leading solutions in the fields of data manage-
ment, data analytics, and service develop-
ment. The end result aims to offer consumers a
more contextual driving experience, where
the car and its technology can be used more
effectively and efficiently.

Toyota New Global Architecture (TNGA)
TNGA is an integrative framework inclusive

of planning, purchasing and production which
consists of three operational steps. The first is
to improve the vehicles themselves and
enhance the emotional appeal of eye-catch-
ing style and “fun to drive” as well as the
rational appeal of excellent functionality. The
second is grouping development, which
enables “smart sharing” of parts and compo-
nents across different models. This achieves
both individual and overall optimization at a

high level. The third is “smart Monozukuri
(manufacturing)” in which TMC and suppliers
work as one to eliminate waste from the plan-
ning and development process. Accelerating
these three operational steps to deliver
“Always Better Cars” to customers.

About Interbrand’s Top 100 Brands:
Interbrand’s publishes top 100 brands

report based on a unique methodology ana-
lyzing the many ways a brand touches and
benefits an organization, from attracting top
talent to delivering on customer expectation.
Three key aspects contribute to a brand’s val-
ue: the financial performance of the branded
products or services; the role of the brand in
the purchase decision process; and the
strength the brand has to command a premi-
um price, or secure earnings for the company. 

Toyota advances efforts to 

make always better cars
Toyota has become one of best global brands: Report 

NEW YORK: AT&T’s $85.4 billion
purchase of Time Warner repre-
sents a new bet on synergy
between companies that distribute
information and entertainment to
consumers and those that produce
it. The acquisition would combine a
telecom giant that owns a leading
cellphone business, DirecTV and an
internet service with the company
behind HBO, CNN, and some of the
world’s most popular entertain-
ment, including “Game of Thrones,”
the “Harry Potter” franchise and
professional basketball. It’s the lat-
est big media acquisition by a
major cable or phone company -
such as Comcast’s 2011 purchase of
NBC Universal - and aimed at
shoring up businesses upended by
the internet.

Regulators would have to sign
off on the deal, no certain thing.
The prospect of another media
giant on the horizon has already
drawn fire on the campaign trail.
Speaking in Gettysburg,
Pennsylvania, GOP presidential
nominee Donald Trump vowed to
kill it if elected because it concen-
trates too much “power in the
hands of too few.” Sen. Al Franken, a
Minnesota Democrat, said the deal
“raises some immediate flags about
consolidation in the media market”
and said he would press for more
information on how the deal will
affect consumers.

MEDIA MERGER MANIA
Network-owning companies like

AT&T are investing in media to find
new revenue sources and ensure
they don’t get relegated to being
just “dumb pipes.” In addition to the
Comcast-NBC Universal deal,
Verizon bought AOL last year and
has now proposed a deal for Yahoo
to build a digital-ad business.

After its attempt to buy wireless
competitor T-Mobile was scrapped
in 2011 following opposition from
regulators, AT&T doubled down on
television by purchasing satellite-
TV company DirecTV for $48.5 bil-

lion. AT&T is expected to offer a
streaming T V package, DirecT V
Now, by the end of the year, aimed
at people who have dropped their
cable subscriptions or never had
one. The venerable phone compa-
ny has to contend with slowing
growth in wireless services, given
that most Americans already have
smartphones. And it faces new
competitors for that business from
cable companies. Comcast plans to
launch a cellphone service for its
customers next year.

AT&T CEO Randall Stephenson,
who will run the combined compa-
ny, said on a conference call that
the deal will allow AT&T to offer
unique services, particularly on
mobile, though he didn’t provide
details.  Jeff Bewkes, the Time
Warner CEO who will stay with the
company for an undefined transi-
tion period, added that more mon-
ey will help fund production of
additional programming and films.

Both men stressed that it will be
easier to “innovate” when the com-
panies are joined and don’t have to
negotiate usage rights at arm’s
length. (AT&T, of course, will still
have to strike such deals with

entertainment conglomerates it
doesn’t own.) The combined com-
pany is also likely to lean more
heavily on advertisements targeted
at individuals based on their inter-
ests and personal details. Buying
Time Warner may be “a good defen-
sive move” against Comcast as the
cable giant continues stretching
into new businesses, New Street
Research analyst Jonathan Chaplin
said in a Friday note. Comcast also
bought movie studio DreamWorks
Animation in August.

POTENTIAL DOWNSIDES
Even if the AT&T deal overcomes

opposition in Washington, it’s pos-
sible that regulators might saddle
the combined company with so
many conditions that the deal no
longer makes sense.

“It’s not hard to imagine what
you can do on paper. They would
keep HBO exclusive for only
DirecTV subscribers, or only make
TNT or TBS available over AT&T
Wireless,” said analyst Craig Moffett
of research firm MoffettNathanson,
referring to Time Warner networks.
“But as a practical matter, those
kinds of strategies are expressly

prohibited by the FCC and antitrust
law.” Then there is the $85 billion
that AT&T is handing over to Time
Warner, almost 40 percent more
than investors thought the compa-
ny was worth a week ago. “Count
me as a skeptic that there is real val-
ue to be created,” Moffett said. Amy
Yong, an analyst at Macquarie
Capital, recalled many celebrated
media deals of the past have turned
into duds - in particular, Time
Warner’s disastrous acquisition by
AOL in 2001. “If you look at history,
it’s still an unproven” that big deals
make sense, she said. AT&T, she not-
ed, was paying “a huge price.” Still,
Yong said that AT&T and other
phone companies feel they have to
act because the threats to their
business seem to be coming from
every direction. “At the end of the
day, these companies are trying to
compete with Google and
Facebook and Amazon, not just tra-
ditional competitors,” she said. “You
see Google pivoting into wireless.”

John Bergmayer of the public-
interest group Public Knowledge,
which often criticizes media consol-
idation, warned of harm to con-
sumers from the AT&T deal. He said,
for example, AT&T might let wire-
less customers watch T V and
movies from Time Warner without
counting it against their data caps,
which would make video from oth-
er providers less attractive.

MARKET MOVES
Shares of AT&T, as is typical of

acquirers in large deals, fell on
reports of a deal in the works on
Friday, ending the day down 3 per-
cent. But the prospect of more media
acquisitions sent several stocks soar-
ing Friday. Netflix and Discovery
Communications each jumped more
than 3 percent. Time Warner rose
nearly 8 percent on Friday, and is
now up 38 percent since the start of
the year. The company has moved
aggressively to counter the threat
that sliding cable subscriptions poses
to its business. —AP

AT&T’s $85.4bn deal for Time 

Warner: A new bet on synergy 

NEW YORK: Pedestrians walk by an entrance to the Time Warner
Center in New York. On Saturday, several reports citing unnamed
sources said AT&T is in advanced talks to buy Time Warner, owner of
the Warner Bros. movie studio as well as HBO and CNN. — AP

Indonesian nationalism 

takes a bite out of Apple

JAKARTA: Sales staff waiting for customers at a smartphone store in a shopping
mall in Jakarta. Apple is battling to gain a foothold in Indonesia after nationalis-
tic regulations hit the US tech giant’s efforts to compete in the booming emerg-
ing market against Samsung and other rivals. — AFP


