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KUWAIT: Kuwait International Bank (KIB)
was recently recognized by Forbes
Middle East as one of the top 50 listed
companies in Kuwait at the “Celebrating
Kuwait’s Success” awards ceremony.
Organized by Forbes Middle East, this
annual ceremony was held to honor
companies and individuals that have
made significant contributions towards
the development and continuous
progress of Kuwait. As part of the cere-
mony, the top 50 listed Kuwaiti compa-
nies were recognized for their influential
leadership within the local market, as
well as their strong, robust financial per-
formance and impressive growth.
Additionally, among those honored dur-
ing the ceremony were a number of the
largest and most influential private com-
panies in the region, and the strongest
businesswomen across the country.

Minister of State for Cabinet Affairs
and Acting Minister of Information,
Sheikh Mohammed Al-Abdullah Al-
Mubarak Al-Sabah, and President of
Arab Publisher House and Publisher of
Forbes Middle East, Dr Nasser Bin Aqeel
Al-Tayyar, presented the prestigious
award to Acting Chief Executive Officer

at KIB, Mohamed Said El Saka. This
exclusive ceremony brought together
heads of the region’s top public and pri-
vate companies, as well as local and
regional diplomatic entities.

On this occasion, El Saka expressed
his delight at receiving this prestigious
award on behalf of KIB, placing the Bank
on the list of the most prominent listed
financial institutions in Kuwait. He also
stressed that this accolade is a clear
reflection of KIB’s important role in the
local banking sector, as it continuously
contributes to the development and
advancement of the nation through
greater economic diversification.

He added that KIB is a firm believer
that private institutions play a key role
in supporting the growth and stability
of Kuwait’s economy. Accordingly, the
Bank constantly works to innovate and
develop its banking solutions to suit the
diverse needs of the market, doing so
while strictly adhering to Shari’ah law.

He concluded by congratulating all
companies, as well as individuals, who
were honored during the ceremony, and
wished them many more successes and
achievements in the future.

Forbes Mideast: KIB among 
50 most powerful listed 

companies in Kuwait 

MOMBASA, Kenya: Kenya’s President
Uhuru Kenyatta yesterday inaugurated
a Chinese-built railway, the country’s
biggest infrastructure project since
independence that is aimed at cement-
ing its role as the gateway to East Africa.
The boxy red-and-white diesel train left
from a gleaming new terminal in the
por t city of Mombasa,  carr ying
Kenyatta, Chinese dignitaries and citi-
zens from around the country on its
maiden journey to Nairobi. 

The five-hour journey will take less
than half the time to drive between the
two cities, a hair-raising trip on a one-
lane highway clogged with lumbering
trucks and where accidents claim dozens
of lives each year.  “Today we celebrate
one of the key cornerstones to Kenya’s
transformation to an industrialized, pros-
perous, middle-income country,”
Kenyatta said at the inauguration cere-
mony. 

Dubbed the Madaraka (Freedom)
Express, the train can carry 1,260 passen-
gers and replaces the so-called “Lunatic
Express”-a railway built more than a cen-
tury ago by colonial Britain which was
known for lengthy delays and break-
downs.

The old railway, whose construction
became the stuff of legend as a pair of
man-eating lions devoured some 135
workers, is credited with shaping Kenya
into its current form.

Re-shaping modern Kenya 
The capital Nairobi was a swampy

outpost with no particular attraction
until it became the headquarters of
Kenya Railways. Recalling the criticism
the British government faced while
building a “train to nowhere”, Kenyatta
compared it to the controversy the new
railway has faced since construction
began in December 2014.

Accusations of corruption, concerns
over the impact on wildlife and criticism
of the $3.2-billion (2.8-billion-euro) price
tag blamed on poor negotiations with
the Chinese, have dogged the project.
“Despite a lot of criticism, we now cele-
brate ... the Madaraka Express ... 

that will begin to re-shape the story
of Kenya for the next 100 years,” said
Kenyatta. The president is betting on the
legacy project to help get him re-elected
in August elections. While the govern-
ment has previously said economy class
tickets would cost 900 shill ings
($8.70/7.70 euros),  Kenyatta on
Wednesday announced that the price
would be 700 shill ings, prompting
cheers from the crowd.

Shortly before the launch, four peo-
ple were arrested for vandalizing the
new tracks and stealing “assorted railway
parts”, according to court documents.
Kenyatta blamed “economic sabotage”
and threatened those responsible with
the death penalty-which has not been

carried out since 1987. “I pray for forgive-
ness from God, but I will sign their death
sentence for them to be hanged,” he
warned.

Connecting East Africa 
Kenyatta on Tuesday flagged off the

first cargo train, set to cut the cost and
time involved in transporting goods to
the capital. The railway is part of a “mas-
ter plan” by east African leaders to con-
nect their nations by rail,  with the
Standard Gauge Railway (SGR) planned
to eventually link Uganda, Rwanda,
South Sudan, Burundi and Ethiopia.

This first leg of the railway is financed
90 percent by China’s Export? Import
Bank, while the Kenyan government is
providing the remaining 10 percent.
Transport Minister James Macharia said
the government expects the railway to
boost GDP by 1.5 percent, allowing them
to pay back the loan “in about four years”.

“I think that is a little bit of wishful
thinking,” said economist Kwame Owino,
questioning assumptions about the vol-
ume of cargo available to be carried,
while warning high growth rates in east
Africa were beginning to moderate.

“My feeling as an economist is that it
is going to be a white elephant, but as a
taxpayer, I hope not,” he told AFP.  The
railway will be managed by the Chinese
contractor for five years before being
handed over to the Kenyan government.

The next leg of the SGR will connect
Nairobi with the Rift Valley town of
Naivasha at a cost of $1.5 billion, and has
caused a furore as it will cut through the
capital’s iconic national park.

The government is currently negotiat-
ing the financing to link Naivasha to
Kisumu near the Ugandan border, which
Macharia says is expected to cost anoth-
er $3.5 billion. —AFP

Eyeing growth boost, Kenya opens Chinese-built railway

HOBOKEN, NJ: Even after an online
spending spree, it may be hard for Wal-
Mart to escape the Amazon in the
room. Wal-Mart’s acquisition of
Jet.com and brands that appeal to
younger shoppers have given it an e-
commerce boost as it works to close
the gap between itself and the online
leader. The world’s largest retailer is
betting on essentials like cereal and
diapers, and has adjusted its shipping
strategy to better compete with
Amazon’s Prime program.

But Amazon keeps innovating too,
implementing new technology and
trying to make shopping more con-
venient. Marc Lore, a co-founder of
Jet.com who is now head of Wal-Mart’s
US online operations, says he’s confi-
dent about the company’s momentum
and that there’s plenty of room for it to
thrive. “I can tell you we are happy with
the moves we are making, and we are
happy with the results,” Lore said at the
Jet headquarters in Hoboken, New
Jersey. “It’s about moving fast. It’s

about innovating. And it’s a very big
market.” He noted that e-commerce
sales industrywide are still growing 15
percent per year.

Lore led Wal-Mart’s acquisitions of
specialty online retailers like ModCloth,
Moosejaw and ShoeBuy.com, and said
he’s still looking at companies that
have expertise in categories where
Wal-Mart wants to grow faster.

As Wal-Mart prepares to show off
some of its innovations this week
before its shareholder meeting, there
are signs that things are starting to
click. Sales at Walmart.com rose 63
percent in the first quarter, up from 29
percent growth in the previous quarter
and marking its fourth straight quarter
of increases. Wal-Mart said most of the
increase was not through acquisitions
but was fueled by changes in its ship-
ping strategy and a discount for shop-
pers who pick up their online orders.
Walmart.com now offers 50 million
products including those from third-

party sellers, up from 10 million a year
ago. In comparison, Amazon has hun-
dreds of millions of products.

David Spitz, CEO of e-commerce
technology company ChannelAdvisor,
says for some shoppers it has become
ingrained that they start and finish
their shopping at Amazon, and the
Prime program reinforces that. He said
Wal-Mart wasn’t putting a sufficient
emphasis on keeping up.

“If anything, the gap was widen-
ing,” Spitz said. “Jet.com was intended
to be a jolt. Wal-Mart is clearly being
more aggressive. There is a sense of
urgency, but whether that is enough
is the multibillion-dollar question.”
Amazon accounted for 33 percent of
US online sales last year, according to
the research firm Euromonitor. Wal-
Mart moved into second place ahead

of eBay, with 7.8 percent. Greg Melich,
an analyst at research firm Evercore,
estimates that Amazon customers
spend an average of $800 annually on
the site, and members of its $99-a-
year Prime program spend on average
2.7 times more than others.

If Amazon’s relationship with Prime
members continues to grow, Melich
said recently, then Amazon’s path
toward Wal-Mart’s 9 percent of the
total US retail market from its current
3 percent is “reasonable.”

If Lore is worried, he doesn’t
acknowledge it. “We don’t think
specifically about Prime at all,” he said.
“We think we (have) got a customer
base - those customers who want to
be able to save money and they want
to be able to shop in different ways,
whether it be direct-to-home, grocery

pickup or going to the physical store.”
Its 4,700 stores are a strength for Wal-
Mart, as they buck the larger retail
trend in seeing increases in shopper
numbers and sales. The discount for
store pickup is helping bring shop-
pers in.

Wal-Mart says even the expansion
of stores with curbside pickup for gro-
ceries is also helping, since people
often realize they forgot an item or
two and run into the store. And as
rivals like Target struggle to get their
grocery departments right, Wal-Mart
is placing a priority on essentials like
peanut butter, paper towels and fresh
produce that shoppers buy often.

Amazon’s stores are mainly show-
cases for gadgets, or are textbook-
and furniture-pickup locations aimed
at college students. But it keeps inno-

vating, and it’s testing an Amazon Go
convenience store, where sensors
track items as shoppers go and there’s
no need to check out. Amazon just
opened its first bookstore in
Manhattan and seventh overall.

Moreover, Amazon also launched
two grocery pickup kiosks in Seattle
that allow Prime customers to buy
fresh items online and pick it up in as
little as 15 minutes instead of having
them delivered. The service is free, and
there’s no order minimum. Shipping
remains intensely competitive.
Amazon Prime members in more than
5,000 cities and towns can receive
orders the same day or the next,
depending on the item and location.
Through Prime Now, members in
more than 30 cities can get some
items in an hour or two.

“We’ve had competition every day
of our existence at Amazon and it’s
never changed our approach,” Amazon
says. “We obsess over customers and
the things we believe customers will
always care about - low prices, vast
selection, and fast delivery.”

Wal-Mart has revamped its ship-
ping program and now offers free,
two-day shipping for online orders of
its most popular items with a mini-
mum purchase order of $35. Lore says
Wal-Mart customers are placing more
orders and spending more than
before. In April, Wal-Mart launched a
service called Easy Reorder where the
items shoppers buy with their credit
card at a store will pop up on their
online account for replenishment.

As more integration happens
behind the scenes of Walmart.com

and Jet.com, Lore says that over time,
Jet’s “smart cart” technology will be
integrated into the Wal-Mart site. Jet
was built on a real-time pricing algo-
rithm that determines which sellers
are the most efficient in value and
shipping. It adjusts prices and encour-
ages shoppers to buy certain items for
more savings. Wal-Mart says it’s help-
ing people to shop smarter by encour-
aging them to build an order of $35
and offering extra discounts for store
pickups of online orders.

And Lore says the plan is to get to
several hundred million products on
Wal-Mart’s website over the next few
years. “We want to sell them every-
thing,” Lore said. “The assortment is
growing fast,” he said. “But we know in
certain categories, we need to make
more progress.” —AP

Wal-Mart works to close gap 
between itself and Amazon 
World’s largest retailer is betting on essentials

SAN BRUNO: In this Sept 18, 2013 file photo, two Wal-Mart employees walk past a sign in the
lobby at the Walmart.com office in San Bruno, California. —AP

KUWAIT: Al-Ahli Bank of Kuwait (ABK) held its 56th ‘Double Your
Salary’ weekly draw on 23rd May, 2017 at the Bank’s Head Office
in the presence of a representative from the Ministry of
Commerce, announcing the names of the winners. The promo-
tion includes weekly draws, with two winners per draw. The cam-
paign will run until 27th June, 2017.

The winners are: 
l Ibrahim Amara Sulaiman Ibrahim, Farwaniya Branch
l Ahmad Abduljaleel Ibrahim Abu Zayed, Sharq Branch
New customers who transfer their salary to ABK receive KD 100

and will automatically be entered into the weekly draws to dou-
ble their salaries. Existing customers who are already transferring
their salary to ABK are entered into a separate draw. 

ABK announces winners of 56th ‘Double Your Salary’ draws

MOMBASA: Kenyan President Uhuru Kenyatta flags off a cargo train, as
it leaves the container terminal for its inaugural journey to Nairobi, at
the port of the coastal town of Mombasa on Tuesday. —AFP

HOBPKEN: In this May 2, 2016
file photo, Jet.com CEO Marc
Lore speaks during an inter-
view in Hoboken, NJ. —AP

KUWAIT: Kuwait Finance House (KFH), in
association with Visa, is the first bank in
Kuwait to launch Visa Checkout (VCO), a
service, which enables quick, safe and
secure online payment. Group General
Manager Retail Banking at KFH, Fadi
Chalouhi said that this innovative service
is offered to KFH’s credit and prepaid card-
holders as part of the bank’s initiative to
enhance e-payment methods.

For consumers and online retailers, Visa
Checkout offers an easy and secure way
to pay online.  Enrolling in Visa Checkout
is intuitive and simple, and customers can
use any KFH Visa credit or prepaid card or
even other KFH branded cards to make
purchases from a desktop, laptop, tablet
or mobile device.  Once enrolled, cus-
tomers simply provide their username
and password to complete the payment
process without ever having to leave the
merchant’s website. He added that KFH
customers can visit KFH.com, click “Enroll
Now” on the “Visa Checkout” page and fol-
low the simple steps to add a KFH credit
or prepaid card, and enjoy the quick, easy
and more convenient payment method
for customers in a very secure manner.

Chalouhi indicated that KFH strategy
focuses on offering innovative banking
services and products to its customers,
while continuously keeping abreast with
latest banking technology in order to
meet the aspiration of its customers and
maintain the bank’s pioneering position
as a world leading Islamic financial institu-
tion. Visa Checkout now has more than 20
million consumer accounts, hundreds of
thousands of large and small merchants
across 26 countries including the UAE in
the region. 

KFH launches visa checkout 
service to its customers

Fadi Chalouhi


