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KUWAIT: National Bank of Kuwait announced
Mohammad Amin Nasimias the Al Jawhara win-
ner of KD 250,000, which is considered the
biggest in the Al Jawhara draw. Since 2012,
National Bank of Kuwait has rewarded loyal
customers with Al Jawhara weekly, monthly, and
quarterly prizes, totally reaching up to KD
2,200,000 yearly. 

Mohammad Amin Nasimi was announced as
the winner of the Al Jawhara Quarterly prize live
on air during a draw that took place at FM 88.8
Kuwait Pulse Radio Station on Tuesday.  The
draw was held in the presence of representatives
from the Ministry of Commerce & Industry, as
well as representatives from the National Bank
of Kuwait.

“NBK always strives to provide customers
with the best and most advanced banking expe-
rience. We also look to reward our customers
with unique and valuable prizes,” said Suresh
Varadarajan, Head of Liabilities & Insurance,
Consumer Banking Group, National Bank of
Kuwait. “Al Jawhara quarterly draw is much
anticipated as it grants customers the chance to
win KD 250,000. NBK customers can easily and
securely open Al Jawhara account on NBK
Online Banking and Mobile Banking.”

During June 2018, NBK has awarded three
KD 5,000 weekly winners of the Al Jawhara:
Fawaz Nasser Abdullah AlShatti - Abdullah
Ahmad Al Mesri - Hamed Hussain Hamed Al
Hamed. Al Jawhara weekly, monthly, and quarter-
ly draws are all conducted in the presence of a
representative from the Ministry of Commerce&
Industry and the name of all the winners are
announced. NBK believes in rewarding its most

loyal customers through transparent prizes and
promotions as part of its long term strategy to
create lasting relationships with customers built
on trust and confidence. 

For every KD 50 deposited into an Al
Jawhara account, the account holder receives
one chance in the draw. If no withdrawal or
transfers occur in the account during the
required period, customers will get an additional
1 extra chance for each KD 50 held in the
account and double their chances of winning.
The National Bank of Kuwait offers a variety of
cash prizes and rewards as part of its long term
focus on building lasting relationships with cus-
tomers. To learn more about NBK’s Al Jawhara
account, visit nbk.com.

Lufthansa sets new fuel efficiency record
as fuel consumption drops by 4.5 percent

KUWAIT: The Lufthansa Group has set a new
fuel efficiency record. In 2017, the aircraft of
the passenger fleets required an average of
just 3.68 liters of kerosene to transport a pas-
senger 100 kilometers (2016: 3.85 l/100 pkm).
This represents an improvement of 4.5 per-
cent compared to the previous year. The
Lufthansa Group has thus more than satisfied
the airline industry target of annual efficiency
gains of 1.5 percent. All airlines belonging to
the Group contributed to this achievement.

“This is the welcome result of our continuous
fleet modernization and efficiency programs. To
make our operations as environmentally friendly
as possible, we will continue to invest in eco-
nomic, fuel-efficient and quiet aircraft. We also
want to take a leading role within our industry in
the important area of sustainability,” says
Carsten Spohr, Chairman of the Executive Board
and CEO of Deutsche Lufthansa AG, in his fore-
word to the Sustainability Report “Balance”
published this month.

The Lufthansa Group works continuously
and systematically to improve the environ-
mental compatibility of the services it offers
internationally. In 2017, the aviation group
commissioned 29 new aircraft, including the
highly efficient A350-900, A320neo and
Bombardier C Series models. In total, the
Lufthansa Group currently has on order
around 190 aircraft that are expected to be
delivered by 2025.

Positive financial effect
Moreover, Lufthansa Group’s fuel efficien-

cy experts implemented a total of 34 fuel-sav-
ing projects in 2017, which sustainably
reduced CO2 emissions by around 64,400
tons. The amount of kerosene saved was 25.5
million liters, equivalent to the amount con-
sumed by about 250 return flights on the
Munich-New York route with the Airbus
A350-900. The positive financial effect of
these measures amounted to EUR 7.7 million.

Extensive information, key figures and
interviews on these and other topics of cor-
porate responsibility can be found in the 24th
Sustainability Report “Balance” published  by
the Lufthansa Group. Reporting is in accor-
dance with the internationally recognized GRI
standards of the Global Reporting Initiative.
The report’s cover story entitled “Creating
value sustainably” provides Lufthansa Group
stakeholders and the interested public with
insight into how the Group operates sustain-
ably and responsibly along its value chain,
thereby generating added value for the com-
pany, its customers, employees, shareholders,
partners and society at large.

With more than 130,000 employees world-
wide, the Lufthansa Group is one of Germany’s
largest employers and most attractive compa-
nies. Workforce diversity is a key aspect of the
company’s success: 147 nationalities are repre-
sented in the company around the world. The
Lufthansa Group supports its employees and

executives with an attractive work environment
and flexible working-time models, models which
take into account their different needs in differ-
ent phases of their lives, eg part-time and home-

office arrangements. The Group places particu-
lar emphasis on the promotion and qualification
of its employees, because they stand for the cor-
porate success of the Lufthansa Group.

NBK announces the quarterly 
Al Jawhara winner of KD 250K

A golden 
opportunity 
to buy gold
KUWAIT: The dip in the gold rate will defi-
nitely encourage the customers to come back
to the stores & we expect the customers will
make a full use this season. This is a golden
opportunity for the customers to buy gold. 

We are witnessing
a significant
increase in the 
customer footfalls
in the past few days
as customers are
increasingly buying
gold, taking advan-
tage of the recent
dip in gold price
and keeping the
price movements 
in mind.

The clash behind
GE’s quick exit
from Baker
Hughes stake
HOUSTON: When General Electric Co bought
oilfield services giant Baker Hughes last July, it
created a global industry colossus with $22 bil-
lion in annual revenue. GE promised to digitalize
oilfields worldwide, marrying its expertise in big
data, analytical software and subsea equipment
with Baker Hughes’ experience in drilling servic-
es, chemicals and tools.

Less than a year later, GE is bailing out of the
deal, the firm announced Tuesday, planning to
sell its 63 percent stake in the combined firm
over time as part of a larger move to simplify its
business and reduce debt. The retreat comes
amid slipping market share, management mis-
steps and culture clashes that have unsettled
employees and frustrated suppliers and cus-
tomers, according to data reviewed by Reuters
and interviews with more than 30 employees,
former employees, recruiters, analysts, suppliers
and customers.

GE managers initially took 11 of the combined
firm’s top 15 posts and ushered in a by-the-book
culture more like its aviation business than that
of oil industry, where relationships are more
prized and handshake deals are still common,
said people who have had dealings with both. In
a Tuesday note to employees seen by Reuters,
Baker Hughes GE Chief Executive Lorenzo
Simonelli complimented his “amazing team” and
reassured them about the path ahead, but
acknowledged “the last year has not always been
easy for you, or our customers and partners.”

Bittersweet 
“I recognize that this moment is bittersweet

for some, welcomed perhaps by others,” he
wrote. Baker Hughes GE lost market share in 12 of
19 services and equipment sectors between 2016
and 2017, according to a Reuters analysis of data
from prominent oilfield services consultancy
Spears & Associates. In one area where Baker
Hughes has been a pioneer, drill bits, its share fell
to 17 percent from 20 percent between 2016 and
2017. In a statement to Reuters, Baker Hughes GE
attributed the market share losses to “challenging
market dynamics” and said most of the losses
occurred before the merger closed in summer of
last year. Since the merger, suppliers have chafed
under strict cost-cutting demands, and some cus-
tomers shifted to competitors after abrupt serv-
ice-fee increases and contract changes, according
to suppliers, customers and former Baker Hughes
executives. The choppy transition also has driven
out veteran Baker Hughes managers in key
departments and rattled staff.

Revenue for the combined company last year
was $21.9 billion, well below the $23.8 billion
estimated in its 2017 merger proxy. Baker
Hughes GE oilfield services and equipment rev-
enues declined by $700 million. Rivals
Schlumberger and Halliburton posted higher
revenues on a resurgence in the North American
hydraulic fracturing market, said Chirag Rathi, a
consulting director at market researcher Frost &
Sullivan. Baker Hughes sold a majority of its
hydraulic fracturing business in 2016.

Baker Hughes GE said its financial perform-
ance reflects broader industry trends and called
itself a “strong and differentiated company” that
now has a “defined path” to unwind the merger
over the next two or three years. It said it would
stay focused on supporting workers, customers
and boosting shareholder value. Baker Hughes
GE’s shares were up 2 percent to $33.13 on
Tuesday, but still down nearly 18 percent since
the merger closed.

The company will now set about dividing
itself before ever fully integrating the two firms.
While the combined culture remains a work in
progress, “the old Baker Hughes structure has
been torn apart,” said Edward Muztafago, direc-
tor of equity research at Societe Generale. It
remains unclear whether Baker Hughes will con-
tinue to benefit from GE’s financial clout and
advanced manufacturing over the long term. 

Last year, Baker Hughes landed a major deal
with Twinza Oil to provide oilfield services,
equipment and financing for an offshore devel-
opment near Papua New Guinea. Analysts say
access to credit and lending from GE Capital, a
unit GE is now planning to shrink, helped that
deal come together. For now, Baker Hughes will
continue to have access to vaunted GE tech-
nologies that were cited as key advantages in
the original merger, including the GE Store, a
technology and manufacturing exchange, and
GE’s Predix operating system, which links and
monitors equipment through the internet, the

company said. But the company said Tuesday it
would also develop solutions independent of the
Predix system.

Abrupt price hikes 
Shortly after the merger closed last year,

Baker Hughes GE made an “overnight” decision
to raise prices and internal sales targets, a former
employee told Reuters. The moves, along with
squeezing costs from supplier contracts, aimed
to raise revenue and margins. While oilfield mar-
gins have modestly improved, they still trail well
behind those of top rivals Schlumberger and

Halliburton, said Bernstein analyst Colin Davies,
who noted the oil-price recovery has driven mar-
gin gains industrywide. One privately-held U.S.
oil producer that uses Baker Hughes GE’s artifi-
cial lift products said the company raised its
service prices by 20 percent late last year with
little notice.  The customer shifted some of its
business to a rival, Novomet Inc, even after Baker
Hughes GE agreed through negotiations to trim
the increase. “They’re not managing the account
as personally as they need to,” the customer said,
declining to be named because of ongoing busi-
ness between the two firms. — Reuters
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Trade war or not, 
China Inc reining
in American brands
SHANGHAI: As Beijing and Washington veer
towards a full-blown trade war, American
brands in China face what may be an even
bigger threat: local rivals armed with innova-
tive products and the Chinese government’s
blessing. American household names like
Apple, Starbucks and Procter & Gamble’s
Pampers are seeing their dominance chal-
lenged, a potential threat to the hundreds of
billions of dollars US firms make in China.

According to an analysis of data from Bain
and Kantar, local brands snatched almost
three-quarters of China’s 639 billion yuan
($97 billion) market for fast-moving consumer
goods - a category that includes items like
soft drinks and shampoo - last year, up from
two-thirds in 2013. The data, shared with
Reuters, shows that U.S. products like
Pampers, Colgate toothpaste and Mead
Johnson infant formula saw their market share
drop around 10 percentage points in the past
five years. The data was based on a survey of
40,000 urban households.

At the same time, savvy Chinese brands
like SeeYoung, offering a popular silicon-free
shampoo, and Pechoin, a maker of skincare
products that plays up local ingredients,
gained rapidly. “Local competition is now
extremely high on the agenda of foreign firms
in China,” said Bruno Lannes, Shanghai-based
partner with Bain & Co, the consultancy that
co-authored the report. “In order to win in
China now they need to beat not just tradi-
tional competitors,” he said. “But they need to
win against local companies that are faster
and more innovative than they had realized.”

American brands have long enjoyed a vaunt-
ed status in China. US fast food, beverages and

coffee chains are ubiquitous in China’s cities,
while consumers lap up US-branded infant for-
mula, designer jeans, cars and smartphones.
That dominance, however, is threatened by
China’s push to bolster domestic brands by cre-
ating champions in certain categories and
weeding out weaker players to improve quality.

Brewing trade tensions could exacerbate
this slippage, threatening more than $180 bil-
lion in sales by US firms in China last year,
according to an analysis of 121 U.S.-listed
American firms that broke out data for China
sales in the most recent fiscal year.  The total
is likely far higher as many U.S. firms with a
major China presence - including Starbucks,
McDonald’s and Walmart - don’t break out
China sales. Apple made $44.8 billion in China
in the last fiscal year, P&G around $5.2 billion
and the sports apparel maker Nike $4.2 bil-
lion. A trade war now looks more likely after
talks in Beijing and Washington failed to
defuse grating issues between the two coun-
tries over a trade imbalance, technology
transfers and barriers that firms face doing
business in China.

Growth to zero
But the bigger threat might be the

advances made by Chinese rivals. Apple’s
iconic iPhone has seen its share of the coun-
try’s smartphone market stall at around 10
percent since 2012, according to data from
the analytics firm Canalys, and has been over-
taken by upstart domestic phone makers like
Oppo, Vivo and the more established Huawei.

Starbucks, which boomed in China on the
back of a budding coffee culture, said its same
store sales growth in the country slowed to
zero in the second quarter of 2018. The firm cit-
ed delivery issues, but it has also been facing a
rising tide of small, fast-growing domestic rivals
in China’s big cities. It’s not only US brands that
are feeling the squeeze. A European trade body
recently cited “stiffer competition” from
Chinese rivals as one of the main anxieties felt
by European brands. — Reuters


