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KUWAIT: Zain Group, the leading mobile
telecom innovator in eight markets across
the Middle East and Africa announced the
holding of its Annual General Assembly
(AGM) at the company’s headquarters in
Shuwaikh, Kuwait yesterday. 

After satisfying the legal quorum
requirements with 74.97 percent, the
shareholders approved the distribution of
35 fils per share ($0.11) for the financial
year ended 31 December, 2017 to share-
holders registered on the company records
as of 11 April, 2018. This entitlement date
reflects an additional 10 working days
period after the holding of the AGM as per
new Boursa Kuwait regulations. 

Additionally, after passing a number of
items on the agenda, the AGM saw the
election of two new members to the Zain

Group Board of Directors for the next two
years, namely Abdulrahman Mohammad
Al-Asfour and a Kuwait Investment
Authority (KIA) representative. 

The Board of Directors met immediately
after the election and accordingly the new
board is now composed of the following:
Ahmed Tahous Al-Tahous as the Chairman
of Zain Group, Bader Al-Kharafi as Vice-
Chairman and Group CEO, Talal bin Said
Al-Mamari, Mehdi Mohamed Jawad
Abdullah Abduwani, Saud Ahmed
Abdulkarim Al-Nahari, Martial Antoine
Marcel Caratti, Nigel Kevin Govett, Kuwait
Investment Authority (KIA) representative,
and Abdulrahman Mohammad Al-Asfour
(independent).

During the AGM, Zain Group presented
its financial results for the full-year 2017,

with consolidated net income increasing
by 2 percent to KD 160 million ($527 mil-
lion), reflecting Earnings Per Share of 39
fils ($0.13). Consolidated revenues
amounted to KD 1.03 billion ($3.4 billion),
down 5 percent year-on-year (Y-o-Y),
while consolidated EBITDA for the period
decreased by 19 percent Y-o-Y to KD 414
million ($1.37 billion), reflecting an EBIT-
DA margin of 40 percent. 

The Group’s financial indicators high-
lighted the strong operational perform-
ance of the company’s operations for
2017, but challenges associated with the
security and economic conditions in sev-
eral of the Group’s markets, as well as the
continued impact of currency fluctuations
impacted the consolidated financial results
for the year. 

For 2017, foreign currency translation
impact, predominantly due to the 53 per-
cent currency devaluation in Sudan from
an average of 8.0 to 16.9 (SDG / USD),
cost the company $494 million in revenue,
$213 million in EBITDA and $82 million in
net income. Excluding the above-men-
tioned currency translation impact, Y-o-Y
revenues would have grown by 8 percent
and net income growth would have been
17 percent.

Zain’s customer base reached 46.6 mil-
lion at the end of 2017 with the Group’s
investments in upgrading and developing
its networks paying off as Group data rev-
enues (excluding SMS and VAS) increased
by 3 percent during the year, representing
25 percent of the Group’s consolidated
revenues.    
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KUWAIT: Zain Group Board of Directors addressing the Annual General Assembly (AGM) at the company’s headquarters in Shuwaikh yesterday. 

Foo are fast becoming a FinTech powerhouse in the
region and have attained prestigious accreditation with
both Visa and MasterCard as an approved Digital
Partner, the only FinTech player in the region to have
earned such.

ZINC stands out
One initiative that is meaningful from an innovation

perspective and makes me very proud is the superlative
progress of the Zain Innovation Campus (ZINC) in
Jordan. The creative start-up culture and successful
commercial launch of many entities out of ZINC is
impressive. It was highly gratifying to see ZINC
become a recipient of the Mohammed bin Rashid
Awards for Young Business Leaders accolade for the
Best Social Entrepreneurship Responsibility Initiative in
the Arab World. 

Our overall goal is to enhance our internal capabili-
ties, support the entrepreneurial ecosystems in our
markets, and utilize the best technologies while seeking,
building, partnering and investing in new Group-wide
digital business opportunities that are viable. 

KT: Data services and revenues continued to grow
during the year. What is Zain doing to foster this
growth area? 

Al-Kharafi: By enabling the latest mobile technolo-
gies and availing a wide choice of individual and busi-
ness orientated solutions, Zain is focused on being the
data provider of choice across all our operations.  

Zain has accordingly adopted a data monetization
strategy that is aimed at delivering healthy and sustain-
able growth in mobile data revenues while enabling our
customers to enjoy a truly digital lifestyle.

Group data revenues represent around a quarter of
all Zain Group service revenues, and this figure is
growing all the time. We see this as a positive trend,
though we also believe as more data is consumed, and
digital services accessed, there is also a requirement for
further investment in network upgrades and resources
to aptly serve individual and business customers as well
as the responsibility for greater cyber security meas-
ures to be put in place. 

B2B (Enterprise) is one of the most dynamic and
innovative areas at Zain, and a growth engine for our
operations. We are addressing the B2B market in a seg-
mented way, serving companies of all sizes, whether
they be home offices, small medium enterprises, large
corporations or government organizations with dedi-
cated B2B teams. 

B2B marketing teams are focused on developing Zain
from being a mobile centric operator to a full-service
ICT player, developing innovative mobile, fixed-mobile,
fixed, IoT and cloud-based solutions for enterprises
and governments in each market. One recent focus and
success has been introduction of a new data center in

Kuwait, serving the local market with co-location, dis-
aster recovery, Cloud and data center managed servic-
es.  We aim to replicate this successful venture in
Jordan, Saudi Arabia and Iraq. Our primary focus is on
enabling the business growth of our customers. 

With the ever-growing threat of cyber-attacks, we
introduced a new Distributed Denial of Service (DDoS)
mitigation technology, through our fully owned global
services subsidiary, Mada Communications and appli-
cation security experts F5 Networks. This will see Zain
benefit from next-generation, cloud-ready DDoS miti-
gation technology and we will be able to monetize this
powerful service, which we believe will significantly
benefit and safeguard our subsidiary operations and
international transit customers.

Youth Empowerment
KT: What was your inspiration for introducing
Women and Youth Empowerment initiatives?  

Al-Kharafi: We believe we need to revolutionize
ourselves - not just in a pure business sense - to sur-
vive and move ahead.

We are very proud of the introduction of our all-
female empowerment initiative, aimed at achieving gen-
der equality and empowering women in the organiza-
tion to act, lead, develop, and succeed. The program is
already running internally, and was given its unveiling at
an event in November, with the view to this meeting
becoming an annual event, geared towards producing
an annual, actionable implementation plan for the sub-
sequent year. 

This program is of enormous personal interest to me
given that today women account for less than 25 per-
cent of Zain’s workforce; a situation that led me to con-
clude that decisive action needed to be taken in this
area.  Championing gender diversity at Zain will create
competitive differentiation and ultimately improve the
company’s bottom line.

Youth development and education are central
themes to our corporate sustainability and capacity
building activities, and we are firm believers that
preparing youth for the future is not just our responsi-
bility, it is our duty.  

It is widely accepted that youth development and
career guidance are factors that catalyze national and
organizational development, and on our part, we
remain committed to identifying the most talented
young people and offering them a platform to reach
their full potential.

It is important for us to support the education sys-
tem by defining a series of plans aimed at bridging the
gap between today’s curricular and the future’s unpre-
dictable corporate environment. 

With this in mind we established a new innovative
first-of-its kind in the region educational program in
collaboration with Nuqat, a not-for-profit organization
established in Kuwait in 2009.  Together, we introduced
a development initiative dubbed IN•DIG•GO, which is
an alternative thematic-based educational program for
children between the ages of 6 and 11 years. The pro-
gram is aimed at strengthening the understanding of
the participants, expanding their knowledge, test their

creativity and developing their soft and learning skills.
The collaboration is a result of the belief that an educa-
tional program capable of equipping future generations
with skills and methodologies necessary to face the
challenges that lie ahead, is pivotal. We plan to expand
this initiative across other markets.

Another example is our ‘Generation Z’ graduate ini-
tiative of bright, young Kuwaitis that will focus on
developing their soft skills to foster collaboration and
team effectiveness, develop creativity and enable inno-
vative thinking, thereby preparing graduates to enter
the workforce and contribute successfully. Now in its
3rd year, we have seen eight graduates join the ranks of
Zain Group as full-time employees and their track
record to date has been impressive, with one notable
achievement in launching Zainiac, an internal innovation
program where we provided a platform for all 6,000
plus Zain personnel to offer their ideas, with the aim of
fostering creative spirit among our people. The out-
come of ideas presented was impressive to say the
least. We firmly believe that the youth in our organiza-
tion will be instrumental in supporting the future devel-
opment of our digital lifestyle strategy.  

Brand positioning
KT: In the latter part of 2017, Zain undertook its
first revamp of the corporate brand and its posi-
tioning since its debut in 2007.  Why change some-
thing so successful?

Al-Kharafi: After a decade of successful use, the
Zain logo was refreshed, and this evolution reflects the
dynamism of the world around us, and mirrors the jour-
ney of mobile technology and Zain’s own digital
lifestyle strategy aspirations. The refreshed logo
ensures the brand’s relevance, and elevates Zain’s brand
equity, which is currently valued at over $2.3 billion.

The logo now appears in a fetching silver metallic
shade, while retaining the radiant swirl, replacing the
multi-color swirl and black background. Traditional
and new outlooks are captured in the enhanced logo
with the metallic silver symbolizing innovation, tech-
nology and high-tech, as Zain aspires to shine in the
digital age.

The new brand positioning strategy - ‘Opportunity’
- celebrates Zain’s positive momentum in transforming
society, with the company focused on empowering cus-
tomers and connecting them to the new opportunities
the world offers, as we grow, share and enjoy life.

Zain’s brand valuation is a result of the tangible
developments occurring within the company, where tal-
ent development and customer-centric programs,
heavy investment in network upgrades, and technology
innovation is impacting customer experience positively.
Additionally, Zain’s Corporate Sustainability programs
and eye-catching marketing and widespread social
media campaigns have captured the imagination of the
whole region. 

Ahmed Al-Tahous

Zain Vice-Chairman and Group CEO Bader Al-Kharafi 


