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DUBAI: A new poll by Bayt.com titled
‘Relationships Between Employees and
Managers in the Middle East,’ revealed what
professionals feel about their managers and
how much they value their relationships.
Nearly seven in 10 (67.9 percent) respondents
said that they ‘enjoy working with their man-
agers’ and that the relationship with their
managers has ‘improved’ (66.5 percent), com-
pared to when they first started their job.

Employee - manager relationship
In the Middle East, professionals generally

hold their managers in high regards. Over two
thirds (68.8 percent) of employees say their
managers are ‘one of the main reasons they are
loyal to their job.’ 44.9 percent of respondents
describe their relationship with their manager
as ‘friendly and productive,’22.2 percent
describe it as ‘formal and work-centered,’ and
30 percent describe it as ‘balanced and profes-
sional.’ Only 2.9 percent describe their relation-
ship with their managers as ‘unproductive and/
or unprofessional.’ A key point that was high-
lighted from the poll was that almost all
respondents (93.6 percent) value having a pro-
ductive and professional relationship with their
manager. When it comes to work performance,
Bayt.com asked about the importance of hav-
ing strong relationships with managers. More

than half of respondents (54.5 percent) cited
that their work performance highly depends
on their direct managers, and almost three
quarters of respondents (71.4 percent) said
that their direct managers are ‘extremely
important to their overall career success.’
Further, over 8 in 10 respondents (82.1 percent)
said that their relationship with their managers
affects their happiness at work.

“Employees spend the majority of the work-
ing day in the office, so having a healthy rela-
tionship with coworkers and managers is
essential for optimal performance,” said Suhail
Masri, Vice President of Employer Solutions,
Bayt.com. “Without these relationships
employees can feel stressed and neglected
and their performance is likely to suffer as a
result. At Bayt.com, what we do internally to
ensure healthy relationships between employ-
ees and their managers is hold monthly mini-
appraisals that ensure that the conversation
remains open and frank. At the end of every
year, we also ask all employees at Bayt.com to
rate their managers in an anonymous, 90-ques-
tions survey. Our HR team then shares feed-
back with managers to ensure that they are
constantly improving.”

What makes a good manager?
According to the Bayt.com poll, over eight

in 10 respondents (82.7 percent) say that
their direct managers always encourage
them to work on challenging tasks. A similar
proportion (83.6 percent) say that their man-
agers care about having a productive and
professional relationship with them. When it
comes to an open communication policy
with managers, three quarters (74.6 percent)

of respondents cited that they have this
approach with their current managers.

In order to improve employee relationship
with their manager, respondents cited ‘taking
initiative and providing assistance’ (67.5 per-
cent) and ‘asking questions and seeking sup-
port frequently’ (22.9 percent) as the most
important areas to improve on. When asked

what managers should avoid that could dam-
age their relationships, respondents cited ‘lack
of respect’ towards employees (27.6 percent)
and a ‘lack of open and honest communica-
tion’ (26.7 percent) as the main areas to avoid.

Masri adds: “Managers in the Middle East
and North Africa should be aware that
employee loyalty is largely affected by the
type of relationships they form with employ-
ees. As the poll shows, employees value a
manager who communicates openly, who
encourages employees to work on challeng-
ing tasks, and shows care towards their
work. Building healthy relationships with
employees is an essential task to make
organizations more successful and hold
stronger employee retention. At Bayt.com,
we recommend employers and managers to
maintain close contact with their employees
and enhance their work dynamics to ensure
growth and success.” 

Data for the 2017 Bayt.com ‘Relationships
Between Employees and Manager in the
Middle East’ Poll was collected online from
January 13, 2017 to February 20,2017. Results
are based on a sample of 7,932 respondents.
Countries that participated are the UAE,
Algeria, Egypt, Jordan, Iraq, Kuwait, Lebanon,
Morocco, Oman, Tunisia, Qatar, KSA, Yemen,
and Others. 

Seven in 10 professionals in the Middle
East enjoy working with their managers 

Ooredoo staff pose for a group photo.

DOHA: Ooredoo is the fastest-growing of any
of the major telecoms brands in the region, ris-
ing in value 48 percent from 2016-2017 and
featuring in the top 50 telecoms brands in the
world, according to a new report by leading
valuation and strategy consultancy Brand
Finance. The news comes as Ooredoo hosts
one of its largest and most technologically-
advanced product demonstrations at Mobile
World Congress 2017 taking place in
Barcelona this week. 

The report, Telecoms 500 2017, values the
brands of operators and infrastructure compa-
nies around the world. Brands are first evaluat-
ed to determine their strength, based on fac-
tors such as marketing investment, familiarity,
loyalty, staff satisfaction and corporate reputa-
tion, and this is used to determine what pro-
portion of a business’s revenue is contributed
by the brand. This information is then used to
rank the world’s 500 most valuable telecoms
brands. Ooredoo has risen to become the 47th
biggest telecoms brand in 2017, appearing in
the top 50 for the first time in its history. 

Since beginning the rebranding process in
2013 with a special ceremony at the Mobile
World Congress, Ooredoo has rolled the
Ooredoo brand out in eight markets in the
Middle East, North Africa and Southeast Asia.
During that time, its total brand value has
grown from less than $1 billion to more than
$3 billion, propelling it into the top 50.

According to the report, Ooredoo’s brand
value has consistently increased since the

company began its global brand roll-out,
which the report calculates as $ 3.1 billion in
2017. With more than 138 million customers,
the Ooredoo brand is becoming one of the
most widely-recognised communications
brands in the world today. 

Sheikh Saud Bin Nasser Al Thani, Group CEO,
Ooredoo, said: “Ooredoo continues to evolve
and reach new customers and new markets
around the world. We have set our operations

the target of becoming data experience leaders
across our global footprint, and to enable every-
one to enjoy the internet on Ooredoo networks.
This report demonstrates the progress we have
made to date, and also the incredible momen-
tum of our brand.”  As part of the Ooredoo
brand roll-out, the company executed a major
modernization process which has included net-
work investment, customer service revamps and
digital content boosts across its markets.

In its pursuit of data experience leadership,
Ooredoo has invested in building world-class
networks, offering 4G services in eight out of 10
markets and launching 4G+ services in a num-
ber of key markets. The company is also testing
5G solutions to sustain Ooredoo’s leadership in
this area. As a reflection of the success of this
strategy, revenue from data increased to 40 per-

cent of Group Revenues in 2016, a new record
for the company.  Other highlights from the
Telecoms 500 2017 report include AT&T overtak-
ing Verizon as the most valuable telecoms
brand in the world, and Huawei retaining the
top spot in the infrastructure table. The Mobile
World Congress 2017 runs until March 2nd in
Barcelona, Spain.  

Ooredoo named one of world’s
top 50 telecoms brands 

Brand value nearly quadrupled in four years 

A man snaps a photo for Ooredoo’s stand. 
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