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PUTRAJAYA: Malaysian manufacturer Proton’s owner DRB-Hicom Group
Director Khalid Abdol Rahman (left), and Chinese automaker Geely Holding
Group Chief Financial Officer Daniel Li (right), exchange documents as
Malaysian Second Finance Minister Johari Abdul Ghani applauds during a
signing ceremony in Putrajaya yesterday. 

KUALA LUMPUR: The Chinese owner of
Sweden’s Volvo Cars agreed yesterday to
buy 49.9 percent of Malaysian automaker
Proton, gaining a platform to expand
into Southeast Asia. The deal gives Geely
a distribution network in Southeast Asia,
where non-Japanese brands have strug-
gled. Proton gets a financially strong
partner and possibly more advanced
technology.

Proton Holdings Bhd. was founded in
1983 by the Malaysian government to
create a domestic auto brand. It bought
Lotus in 1996. But sales have suffered
due to growing competition and a repu-
tation for poor quality and bland models.
The company was privatized in 2012 and
continued to struggle, with its market
share dwindling to 12 percent last year.

As part of the deal, Geely Holding
Group Co Ltd will acquire 51 percent of
British automaker Lotus from Proton
for 51 million pounds ($66.2 million),
officials said. Proton is selling its stake
in Lotus to cut losses. The remaining
49 percent  i s  being purchased by
Etika Automobile, which is owned by
Syed Mokhtar Al-Bukhary, the tycoon
who holds the controll ing stake in
Proton’s parent company, DRB-Hicom,
said DRB group managing director
Syed Faisal Albar.

Restoring glory
Geely is one of China’s biggest inde-

pendent auto brands. Founded in 1986
as a refrigerator manufacturer, it started
producing motorcycles in the 1990s and
launched its first car in 2002. It bought
Volvo from Ford Motor Co in 2010. “With
Proton and Lotus joining the Geely
Group portfolio of brands we strengthen
our global footprint and develop a
beachhead in Southeast Asia,” said Geely
executive vice president Daniel Li
Donghui.

Geely plans to “restore Proton to its
former glory with the support of Geely’s
innovative technology and management

resources,” said Li. “Reflecting our experi-
ence accumulated through Volvo Car’s
revitalization, we also aim to unleash the
full potential of Lotus cars.” He said
Geely’s target is for Proton to produce
500,000 cars by 2020 for the Southeast
Asian markets.

DRB-Hicom’s controlling 50.1 percent
stake means Proton will  remain a
Malaysian national brand, officials said.
Syed Faisal said Proton will also assemble
Volvo cars, and plans to launch Geely’s
mid-sized sports utility vehicle in the
local market. Proton’s 10,000 employees
will not be affected by the deal, he said.

A final agreement will be signed in
July, he added. Geely also owns the
London Taxi Co., acquired in 2013. Last
year, it launched a new brand, Lynk & Co.,
to be positioned in the mid-market
between Geely’s lower-priced vehicles
and Volvo. Geely says last year’s sales of
its own brands rose 50 percent over 2015
to 765,851 vehicles.

The Proton tie-up gives Geely a boost
in Southeast Asia, a “very difficult market”
dominated by Japanese brands, accord-
ing to Yale Zhang, managing director of
Automotive Foresight, a research firm in
Shanghai. “If you look at US or European
automakers who started from scratch
there, basically none of them succeeded,”
said Zhang. “If you want to enter and you
have a well-established brand like
Proton, then you get access to a relative-
ly popular brand and also a ready distri-
bution channel.”

The deal will  give Proton “a real
chance of making a comeback, a huge
one I hope,” said Malaysia’s second
finance minister, Johari Abdul Ghani,
who attended the signing ceremony.

Zhang suggested a possible strategy
might be to manufacture Geely’s latest
models under the Proton name. “The cur-
rent Geely models are much better than
the current Proton models,” said Zhang.
“ The Protons are basically some old
Mitsubishi products, very old.” —AP
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KUWAIT: Microsoft yesterday announced
the appointment of Sayed Hashish as the
Regional General Manager for Microsoft
Gulf. In his new role, Sayed will be over-
seeing the company ’s  operat ions
across the Bahrain,  Kuwait ,  Oman,
Qatar and the UAE, driving strategic
planning and shaping growth initia-
tives to enable digital transformation
across sectors in the region through
developing youth capabilities, encour-
aging local innovation, furthering the
Digital agenda and fostering a knowl-
edge-based economy.  

Sayed who joined Microsoft in 1998,
has spent over 10 years in Dubai and held
key positions in the region to drive the
company’s mission in empowering indi-
viduals and organisations to achieve

more. Most recently he was General
Manager for Microsoft’s Public Sector in
Middle East and Africa. During his tenure,
he led a diverse team of Microsoft
employees based in 79 countries covering
government, education, healthcare, public
safety and national security sectors. Sayed
is a multiple winner of the Microsoft Circle
of Excellence award for outstanding
accomplishments that contributed to the
success and growth of the company.

Sayed is an ardent believer in the pow-
er of technology to serve citizens, busi-
nesses and communities around the
world. He takes over the reins from Samer
Abu Ltaif who held it for 6 years, and was
recently appointed as President for
Microsoft Middle East and Africa. 

“Technology can transform education,

nurture community innovation and cre-
ate employment opportunities that fuel a
sustained cycle of social and economic
development,” he said. “Digital transfor-
mation, applied strategically, can engage
customers and citizens, empower
employees, optimise operations and

transform products and services. With
Gulf governments marching forward with
bold economic visions, this is an exciting
time for us to play an important role in
progressing Microsoft’s commitment to
fuel growth and bring prosperity in the
region by transforming businesses, soci-
eties and economies.”

Sayed will continue to be based in
Dubai and lead the Gulf region to drive
Microsoft’s ambitions through forging
new partnerships.  He believes that all
industry sectors in the Gulf can benefit
from Microsoft’s holistic security platform
and technologies such as cloud comput-
ing, big data, artificial intelligence, mobile
enterprise apps and the Internet of
Things. He is a strong advocate for digital
transformation in education, as an

enabler of self-sustaining economic
growth and building generations with
skills for the workforce.

With over 20 years in the IT industry,
Sayed has held many technical, sales and
managerial roles across the Middle East
and Africa. Prior to the position of MEA
General Manager for Microsoft Public
Sector, he was General Manager of
Microsoft for North Africa, East
Mediterranean and Pakistan (NEPA), driv-
ing strategy and growth initiatives for the
region; turning it into one of Microsoft’s
fastest growing markets. 

Sayed is an active member of several
non-profit organisations committed to
the professional development of Arab IT
specialists and institutions to create an
Arab Knowledge Community. 
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DALLAS: Without the shocking
video, it’s unlikely that the world
would have learned or cared
about the violent manhandling of
a 69-year-old man on a plane last
month. The outrage on social
media, the mea culpa by an airline
CEO, the promise to treat cus-
tomers better - none of it would
have happened.

The passengers who shot those
videos on a United Express plane
in Chicago violated United’s policy
on photography. By the letter of
the airline’s law, they too could
have been ordered off the plane.

Under United’s policy, cus-
tomers can take pictures or videos
with small cameras or cellphones
“provided that the purpose is cap-
turing personal events.” Filming or
photographing other customers
or airline employees without
their consent is prohibited.
American, Delta and Southwest
have similar policies.

Passengers are accustomed to
using their cellphones to take
photos and videos that they can
upload to Facebook, Twitter or
Instagram. Airline rules on pho-
tography are sporadically
enforced, but passengers should
read them in the in-flight maga-
zines because there can be conse-
quences.

This month, a United ticket
agent ordered a passenger ’s
reservation canceled as he filmed
her while disputing a $300 bag-
gage fee in the New Orleans air-
port. After Navang Oza posted his
video online, United apologized,
saying that the video “does not
reflect the positive customer
experience we strive to offer.”

Selfie video
In April, a JetBlue Airways crew

called airport police to meet a
man who they said continued to
record a selfie video during a
security-sensitive time in flight,
while the cockpit door was
opened.  Michael Nissensohn
insists that he wasn’t recording
the procedure. “I told them there
is no rule against talking a selfie
on a plane,” Nissensohn says. He
says he was ordered off the plane
and held up at LaGuardia airport
in New York for more than an
hour before being let go without
charges. JetBlue declined to

comment on the incident.  A
spokesman says the airline does-
n’t publish its photography poli-
cy for security reasons.

With airline customer service
in decline, videotaping is the
only way that passengers can
make sure they are treated fairly,
says Gary Leff, a travel blogger
who has criticized the airlines
over the issue.

“The TSA allows more photog-
raphy at the checkpoint than the
airlines allow on board their
planes,” he says. The Transportation
Security Administration says that

photography at checkpoints is fine
if people don’t take images of
monitors or interfere with screen-
ers. Travel bloggers say, however,
that people have had run-ins with
TSA officers, and you should
expect to be questioned if you
snap more than a casual photo of a
companion. Lawyers who special-
ize in First Amendment or travel
law say airlines generally cannot
limit photography or video record-
ing in an airport because it is a
public space. But airlines have
more power on planes because as

private parties they are not bound
by the First Amendment.

“They are within their rights to
establish these rules, they are
within their rights to throw you
off the aircraft if you continue
filming,” says Joseph Larsen, a
media-law attorney in Houston.

However, there is no law
against taking photos or video on
a plane, and it is unlikely that any-
one would face legal jeopardy for
taking pictures of an altercation
on a plane or their own peaceful
dispute with an airline employee,
Larsen says.

“If you see something going on
that is a matter of legitimate pub-
lic interest,” he says, go ahead and
capture it even if you don’t have
express permission to film anoth-
er passenger. The man who was
roughed up by airport officers on
the United Express plane, David
Dao, “has already got his settle-
ment with United,” Larsen says.
“He is probably pretty happy that
was documented.”

After a video of a confronta-
tion over a stroller between an
American Airlines flight attendant

and a mother with two young
children, the airline grounded the
employee. The person who shot
the video violated American’s pol-
icy, which prohibits “unautho-
rized photography or video
recording” of employees or other
passengers.

Privately, airline officials say it is
unlikely they would take action in
such cases. American is reviewing
its policy because of the difficult
of enforcing it.

Even if the law is on the side of
the passenger with a camera,
there are practical considerations.

“Unless it’s a legitimate safety
issue like annoying other people, I
don’t see a problem with taking
photos on a plane. But that’s a call
of the captain, and in the first
instance the captain is right,” says
Thomas Dickerson, a retired New
York state judge and author of
“Travel Law.”

Passengers can challenge the
captain’s judgment in court, and
might win, Dickerson says, “but
the problem for consumers is, do
you really want to get thrown off
the plane?” —AP
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WASHINGTON: In this May 2, 2017 file photo, American Airlines Senior Vice President of Customer
Experience Kerry Philipovitch (second from right) testifies on Capitol Hill in Washington before a
House Transportation Committee oversight hearing. —AP

DUBAI: Kaspersky Lab has released Kaspersky
Fraud Prevention Cloud, a new solution for organi-
zations facing risks from fraudulent activity via fast-
growing online services. In addition to fraud pre-
vention solutions for endpoints and mobile
devices within Kaspersky Fraud Prevention plat-
form, the new product features a set of cloud-
based technologies designed to give banks, finan-
cial institutions, loyalty schemes providers and
government agencies protection against fraud-
sters. These include a global device reputation
database, device and environmental analysis,
behavioral analysis and biometrics, and clientless
malware detection.

With the rise of online and mobile banking,
organizations need to fight fraud and money laun-
dering while also ensuring protection for their
users. For example, according to the Financial
Institutions Risks Survey 2016, conducted by B2B
International and Kaspersky Lab, one in four cus-
tomers of banks have been a victim of financial
fraud in the last year. The new fraud prevention
offering from Kaspersky Lab delivers multi-channel
protection for both organizations and users, result-
ing in reduced losses from fraud and controlled
prevention costs.

The solution incorporates advanced technolo-
gies to improve the visibility and detection of sus-
picious activity without undermining the user
experience. Behavioral analysis and biometrics
help to identify whether a person is real, without
any additional actions or procedures required by
the user. Behavior is analyzed through mouse

movements, clicks, scrolls, keystrokes on PCs, and
accelerometer/gyroscope position and gestures
(touch, swipes and etc.) on mobile devices. 

Kaspersky Fraud Prevention Cloud accumulates
and analyzes user behavior, device, environment
and session information as anonymized and deper-
sonalized big data in the cloud, making it available
to expert forensics and automatic offline analysis.
This new information feeds into an organizations
internal Enterprise Fraud Management system,
which enables proactive fraud detection in real
time, even before a transaction occurs. This
approach is based on Humachine intelligence by
Kaspersky Lab - a combination of big data and
threat research analysis with machine learning
algorithms and the expertise of the company’s
best security teams. 

Authentication
Risk Based Authentication (RBA) assesses the

risks before a user is logged into a digital channel,
providing decisions to internal back-end systems
on whether to proceed, request additional
authentication information or block access until
further verification. This feature improves usabili-
ty for ‘legitimate users’ by decreasing the number
of authentication stages, while the ‘unauthorized
users’ are detected before they commit any fraud-
ulent activity. 

Continuous Session Anomaly Detection also
helps to maximize fraudulent detection by identi-
fying account takeover, new account fraud, money
laundering, automated tools or any suspicious

processes that occur during the session. As such,
Kaspersky Fraud Prevention Cloud acts not only
during the login process, but also during the whole
session, building statistical models of various
behavioral patterns with the help of machine
learning technologies. 

Clientless malware detection as part of
Kaspersky Fraud Prevention Cloud combines direct
and proactive detection techniques. The first iden-
tifies whether a customer’s device is used to direct-
ly attack a particular organization’s digital services.
The second helps to identify malware that is not
affecting the organization directly but may poten-
tially be adapted for this purpose in the future. This
helps a company to minimize risks and avoid losses
of an actual attack when one occurs.

“Within our Fraud Prevention team, we have a
dedicated group of experts - our Fraud Research
and Analysis Group - that provides support to
clients in mitigating fraud risks, conducting foren-
sics of fraud incidents, and controlling fraud pre-
vention costs. Relying on our expertise, we offer
consulting and incident response services for
highly complicated fraud attacks. This expertise
feeds into our cloud solution, improving it and
ensuring it is ready to help our clients fight the
constantly evolving threats and fraud tactics.” said
Alexander Ermakovich, Head of Fraud Prevention,
Kaspersky Lab.

Kaspersky Fraud Prevention Cloud is available
around the world. More information about the
solution, pricing and contact information for
potential customers is available on the website. 
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KUALA LUMPUR: A man inspects Proton’s model “Ertiga” displayed inside a
showroom at Kepong in Kuala Lumpur yesterday. —AP Photos


