
KUWAIT: NBK has been awarded by Deutsche Bank
the prestigious USD Gold STP Excellence Award 2016
and Euro Gold STP Excellence Award for leadership and
excellence in global electronic payments 2016.  The
awards recognize NBK’s exceptional quality in process-
ing USD and Euro-denominated payments, as well as
the highest rate of Straight Through Processing (STP)
overall. A delegation from Deutsche Bank presented the
award to NBK recently. At the award ceremony held at
NBK’s head office, Deutsche Bank representatives con-
gratulated NBK being the only Bank in Kuwait to
receive this award.

Nassif A Chehab, Head of Financial Institutions at
NBK said: “We are pleased that we maintain our position
among others as the leading bank in electronic payments
in Kuwait and continuously achieve the highest standards
of correspondent banking emphasizing the prominent
standing of NBK and Kuwait’s banking sector among the
leading global banks.”

NBK maintained consistency throughout the high vol-
ume of remittances during the year whilst observing
international standards of payments quality and compli-
ance. This achievement maintains NBK’s position within
the top tier of institutions Deutsche Bank works with
globally. Deutsche Bank is NBK’s correspondent for USD
and euro payments emanating from commercial and cus-
tomer remittance payments. The Straight through
Processing (STP) award is given to a select few interna-
tional banks each year to highlight their impeccable
achievements in processing outgoing payments.

The award emphasizes
and underpins NBK’s
commitment towards its
customers and its credi-
bility assuring fast and
efficient payment servic-
es with funds reaching
the counterparty around
the globe as efficiently
and quickly as possible.

NBK continues to
collectively enjoy the
highest credit ratings
from the three interna-
tional rating agencies;
Moody’s, Fitch Ratings
and Standard and Poor’s. The Bank’s ratings are sup-
ported by its high capitalization, prudent lending poli-
cies, and its disciplined approach to risk management,
in addition to its highly recognized and very stable
management team. NBK also maintains its position
among the 50 safest banks in the world for the twelfth
consecutive year. 

NBK Group has the widest banking presence in 4
continents worldwide. NBK’s international presence
spans many of the world’s leading financial centers
including London, Paris, Geneva, New York and
Singapore, as well as China (Shanghai). Meanwhile,
regional coverage extends to Saudi Arabia, UAE, Bahrain,
Lebanon, Egypt, Jordan, Iraq and Turkey. 
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KUWAIT: A leading Middle East PR strategist says
Egypt needs a comprehensive and clearly defined nation
branding strategy to fulfill its true potential as an invest-
ment destination, regional economic and political pow-
erhouse, and tourism hotspot.

Sunil John, the founder & CEO of ASDA’A Burson-
Marsteller, part of the global Burson-Marsteller network
and a WPP company, lauded the country’s existing des-
tination brand, “Egypt, Where it All Begins” but said it
was only one part of the overall nation brand. 

Delivering his keynote presentation, ‘Nation Branding
in Times of Adversity,’ John told delegates to the 2017
Narrative PR Summit, held at Four Seasons Hotel Cairo
at Nile Plaza on October 17, that ‘Where It All Begins’
was a superb bit of branding. “It’s clever, sophisticated
and, crucial for a destination brand, based on truth.” “But
there is much more to do if Egypt is to capitalize on its
many strengths,” John said. “According to Brand Finance,
Egypt’s brand value and ranking has actually slipped
over the past year, from 55th to 57th, even as the econo-
my and tourism recover.”

John said that Egypt has cultural, political and diplo-
matic heft that is not being fully realized, adding that the
nation could raise its profile through hosting major
events such as the Olympic Games or the FIFA World
Cup. “There’s absolutely no reason that Egypt can’t host
an Olympics or a World Cup, or a major Expo like Dubai
is doing in 2020,” he said.

Brand truths
A successful brand would capitalize on Egypt’s ‘brand

truths’, one of which is scale, said John. “This is the most
populous Arab country. And it boasts the third biggest
economy in MENA, and the second biggest in Africa.
When it comes to branding this nation, Egypt has to think
big - really big.” John warned that Egypt’s story is cur-
rently being told by others, and that the country needed
to take back control of its narrative. The best way to do
this would be through a comprehensive nation branding
exercise that goes far beyond tourism potential.

He cited work by the nation branding expert, Simon
Anholt, which breaks down an effective brand into six
pillars: investment, exports, governance, investment &
immigration, culture & heritage, people, and tourism.
While tourism is being successfully tackled, John said, a
unified strategy including the other pillars would reap
dividends for the country.

“In 2008, Egypt enjoyed one of the highest GDP
growth rates in the world, at 7 per cent,” John told dele-
gates. “Immediately after the Arab Spring, however, in
2011, this plunged to 2 per cent, where it stayed for years.
The past couple of years has seen something of a
rebound, to 4.3 and 4.4 per cent in 2015 and 2016, and
that corresponds with a return of confidence in Egypt’s
economy, and, this year, a recovery in tourism figures.” 

He added that other factors to underpin Egypt’s
global brand would be its position at the heart of Arab
culture, through literature, cinema, music and art; and,
as home to Al-Azhar, the country was in a leading posi-
tion to dominate the global conversation on moderate
Islam, he said.

John said that with 65 per cent of the population being
under 35, it was essential that Egypt used its brand posi-
tioning to harness investment, internally and externally, that
can unlock its youth dividend. He said investing in education
and technology-based industries would prepare youth for,
and provide, the jobs of the future.  He concluded: “The
public and private sectors must come together to forge the
Egypt brand, which has the potential to be one of the
strongest in the world.” 

ME PR chief urges 
stronger ‘nation brand’ 
to take Egypt forward 
on the world stage 

All-new 2018 Chevrolet 
Equinox has arrived 
in Kuwait!
KUWAIT: Chevrolet Alghanim introduces the all-new
2018 Chevrolet Equinox to its rich lineup! This marks the
Equinox’s very first presence in the region after amass-
ing great success in the other markets since its introduc-
tion in 2005.

The 2018 Equinox provides customers with a power-
train that balances performance, efficiency and capability.
All-New 2018 Equinox will be available with 2 Turbo
engines, 1.5 Liter that delivers 170HP and  2.0 Liter deliv-
ering a 252HP, 352 nm of torque and paired to GM’s all-
new 9-speed automatic transmission.

Key features: 
● The new Equinox’s expressive exterior has a lean,

muscular skin echoing the global Chevrolet design cues
and sculpted shapes seen in the new Malibu.

● The interior takes advantage of the Equinox’s all-new
architecture to offer new elements such as available den-
im-style seat fabric which blends high style with high
durability. More safety features include the New Safety
Alert Seat, and the New Low-Speed Forward Automatic
Braking.

● The Equinox offers exceptional fuel efficiency, with a
combined 12.3km per liter, helping you go further for less. 

● It incorporates the latest in weight reduction technol-
ogy, that contributes to vehicle balance and efficiency.

● The 2018 Equinox is available in All Wheel Drive, with
an AWD disconnect feature that promotes fuel efficiency
when the rear axle is not needed. 

● Chevrolet’s 7- and 8-inch MyLink infotainment
systems, designed to support Apple CarPlay and
Android Auto.

● Panoramic reinforced rooftop.
● A standard feature is the ability to change speeds. 
● Switchable AWD system that enhances efficiency by

disconnecting from the rear axle when not needed.
● LED headlamps and taillamps.
● Extensive aero development in the wind tunnel for

fuel-efficient on high-speed roads.
● Standard noise reduction feature. 
● Leather front seats with a ventilation feature.
● Unique kneeling rear seat that enables a flat rear load

floor and maximum cargo space.

Safety features:
The all-new Equinox’s expanded safety features are

rooted in a stronger body structure and a range of avail-
able advanced driver safety assistance features, which

include folding pedal set when colliding. Other safety
features include Rear Parking Assist, Rear Cross Traffic
Alert, Lane Change Alert with Side Blind Zone Alert and
external mirrors with signal lamps. The advanced active
safety features also include the New Low-Speed
Forward Automatic Braking, radar- and camera-based
adaptive technologies that can provide alerts to potential
crash threats such as the New Forward Collision Alert
with Following Distance Indicator, New Lane Keep Assist
with Lane Departure Warning, New Rear Seat Reminder
and the IntelliBeam headlamps that offer automatic high-
beam control. 

AUB tops Arab 
universities as 
per QS University 
rankings
BEIRUT: The 2017/2018 edition of the QS Arab Region
University Rankings has placed the American University
of Beirut (AUB) in the first position among 1,000 uni-
versities in the Arab world. This is the first time that
AUB holds this position. AUB has ranked second to
King Fahd University of Petroleum and Minerals in the
three previous editions of this regional ranking, which
started in 2014/2015.

“This remarkable accomplishment is a matter of pride
for all - students, faculty, staff, alumni, and friends of
AUB - and it could not have been achieved without the
collective effort, hard work, and determination of each
and every member of the AUB community in the pursuit
of excellence,” said AUB Provost Dr Mohamed Harajli.

In addition to ranking top overall, AUB has ranked
among the top ten on five of the nine indicators:
employer reputation (1st), web impact (5th), academic
reputation (7th), papers per faculty (8th), and citations
per paper (8th). In the remaining four indicators, AUB
ranked among the top 40.

AUB has improved its rankings from the previous
year on seven of the nine indicators, and maintained its
status on the other two indicators. The climb in ranking
was most significant in the areas of international faculty

(up by 25 spots from last year’s ranking), international
students (16 spots), faculty-student ratio (14 spots), and
faculty with PhD (11 spots).

Regionally, AUB was followed by King Fahd
University of Petroleum and Minerals, King Saud
University, King Abdulaziz University, and United Arab
Emirates University as per the QS Arab Region
University Rankings. The American University in Cairo
and the American University of Sharjah were ranked 6th
and 8th, respectively. Saudi Arabia had nine universities
ranked among the top 50 while Egypt, Lebanon, and
the United Arab Emirates were each represented by
seven universities among the top 50.

“While rankings are certainly not everything, we
were quite pleased to learn that AUB was appropriate-
ly ranked as the finest university in the Arab world by
the detailed and well-balanced QS ratings,” AUB
President Dr. Fadlo R. Khuri said. “The results further
cement the belief among many that AUB is indeed the
finest university in the Arab world, yet there is much
work to do if we are to be where we need to be, clearly
recognized as one of the 100 finest universities in the
world,” he concluded.

The methodology for the QS University Rankings for
the Arab Region retains key indicators of the global uni-
versity rankings while considering a set of performance
metrics carefully tailored for the area, adapting to
reflect regional priorities and challenges. Nine indica-
tors were used in this QS regional ranking method, with
the following weights of the total score: academic repu-
tation (30 percent), employer reputation (20 percent),
faculty-student ratio (20 percent), web impact (10 per-
cent), papers per faculty (5 percent), citations per
paper (5 percent), percent of faculty with PhD (5 per-
cent), percent of international faculty (2.5 percent), and
percent of international students (2.5 percent).

KUWAIT: Commercial Bank of Kuwait held the daily draw
on “Al-Najma Account” yesterday at the Bank’s Head
Office to select 5 winners to win a cash prize of KD 7000
for each. The draw was held in the presence of Abdulaziz
Ashkanani, representative of the Ministry of Commerce &
Industry. The following names were announced as winners
of the prizes:

● Mohammad Ahmad Abu Al-Ainain
● Sagdah Mohamed Ali
● Mdain Najem Mesmar
● Asaad Hasan Al-Talfah
● Mohammad Azim Atap Chan
Al-Najma Account allows its customers to win a daily

prize of KD 7000 which is the highest daily prize in
Kuwait. In addition, the Account  offers quarterly draws
that provide customers with opportunity to get their
dreams turned to reality by winning great prizes starting
from KD 100,000 for the first quarter escalating there-
after by KD 50 thousand for each quarter to reach KD
250,000 in the last quarter. Customers can enjoy addition-
al benefits including obtaining ATM card and a credit card
against the customer’s account along with enjoying all oth-
er banking services.

The Bank congratulates all the lucky winners and draws
their attention that the cash prizes will be credited into
their accounts with the Bank. Further, the Bank appreciates
the Ministry of Commerce & Industry’s significant role and
its continuous cooperation and effective supervision on the
draw that was smoothly & transparently organized.

CBK announces 
winners of 
‘Al-Najma Account,

Sunil John


