
KUWAIT: Marking the entry of an exceptionally
practical vehicle that is set to redefine the com-
pact SUV segment, Mohamed Naser Al-Sayer &
Sons and Toyota have launched the brand-new
Raize in Kuwait. Pairing outstanding fuel efficiency
and maneuverability with distinctive design and
ample interior space, the new vehicle highlights
Toyota’s focus on catering to the needs of the
brand’s most discerning customers and comes
equipped with a host of convenient features. 

The new Raize measures around four meters in
length, making it ideal for customers who wish to
enjoy the additional luggage space and safety asso-
ciated with an SUV, while also bringing the benefits
of a vehicle that is compact and easy to drive.
Equally suited to weekend leisure trips and everyday
use, the Raize was developed to be active, practical,
and compact and provides world-class mobility for
customers in every scenario. All aspects of the vehi-
cle, including its platform and powertrain unit, have
been newly developed to deliver performance, com-
fort, safety, and peace of mind. 

Yuichi Imamura, Chief Engineer in charge of
development, said: “With the new Toyota Raize, our
vision was to differentiate the vehicle from every
other SUV on the market by combining an amazingly
spacious interior and distinctive styling with a confi-
dence-inspiring balance of maneuverability, safety,
and stability. Raize’s new platform ensures world-
class handling, stability, and ride comfort together
with a host of carefully considered features to meet
the needs of our discerning customers in the region.” 

Commenting on the vehicle’s launch, Kei Fujita, Chief
Representative, Middle East and Central Asia
Representative Office, Toyota Motor Corporation, said,
“We are excited to introduce the new Toyota Raize in
the Middle East. This vehicle opens a totally new genre
in the compact SUV market, and we are confident that
our customers will enjoy time spent within its surpris-
ingly spacious cabin, whether they are traveling on their
daily commute or a weekend adventure.” 

“The new Raize reflects Toyota’s commitment to

developing diverse mobility solutions and offers the
space, practicality, and comfort demanded by
today’s active lifestyle. I would like to extend our
gratitude to our customers for their constant sup-
port and inspiration, which continue to motivate us
to create ‘ever-better’ cars that exceed their expec-
tations,” Fujita added. 

The brand-new Raize is available with a choice of
two engine options. The 1-liter three-cylinder tur-
bocharged engine provides smooth and responsive
acceleration and produces 97 hp and 140 nm of
torque, while the 1.2-liter three-cylinder engine
option delivers an optimal balance of power and fuel
economy and produces 87 hp and 113 nm of torque.
Both engines come paired with Continuously
Variable Transmission (CVT), which simulates a sev-
en-speed sequential shift transmission to deliver
powerful, smooth acceleration from start-off and at
low speeds, and quiet and efficient transmission at
higher speeds. A newly developed lightweight, highly
rigid body and suspension contribute to outstanding
handling, stability, and ride comfort. The vehicle also
boasts excellent maneuverability, with a 4.9-meter
turning radius. 

The new Toyota Raize stands out in the segment
with a bold, distinctive design that combines the
powerful style of an SUV with the form factor of a
small passenger car. The vehicle’s front end features

a robust and smart look, with angular bumper cor-
ners and a trapezoid lower grille, creating a power-
ful, wide appearance. Muscular wheel arches con-
tribute to the vehicle’s assertive stance, while the use
of sleek LED headlights and sequential turn lights
reflect the advanced technologies within. From the
side, the cabin casts a solid SUV silhouette with a
low profile that gives the vehicle a sporty, agile
appearance. The striking rear is framed by angular
bumper corners that mirror the vehicle’s front to
create a wide and planted stance. LED lamps come
as standard on all grades. 

The new Raize’s interior offers comfort and con-
venience, with high-quality details like plating and
red accents, creating a sense of playfulness. The
instrument panel has been designed to ensure an
outstanding field of view from the driver’s seat. The
operational elements face the driver’s side, while the
gear lever has been positioned for easy operation to
create a functional driving space that allows the
driver to concentrate fully on the road. Steering
wheel switches are also optimally positioned to give
the driver intuitive control over multimedia and
vehicle functions, and an illuminated center console
makes it easier to locate items placed in the tray.
The seats feature long and wide seat cushions with
wide seatbacks and supportive side bolsters for
optimal comfort. 

The vehicle’s spacious cabin hosts a range of
practical features, including an 8-inch multimedia
screen that comes integrated with Apple CarPlay, a
USB port on the head unit that allows passengers to
connect external media devices, a four-speaker
sound system, a powerful air conditioning system,
and 60/40 split and foldable rear seats. Meanwhile,
parents benefit from the added peace of mind pro-
vided by Toyota’s ISOFIX safety system, which
attaches baby seats securely using specially
designed tethers. 

The brand-new Raize’s compact body contains a
spacious luggage compartment with a wide opening
and dimensions of 1,000 mm in width, 865 mm in

height, and 755mm in length. It features a movable
deck board that can be adjusted to provide numer-
ous convenient storage solutions for a wide variety
of customer needs. When the deck board is in its low
position, the vehicle boasts a class-leading luggage
capacity of 369 liters. 

As with any other Toyota model, safety remains
a top priority for the new Raize, which comes with
a comprehensive array of safety features, includ-
ing dual front SRS airbags, Vehicle Stability
Control (VSC), Anti-lock Braking System (ABS),
Hill-start Assist Control (HAC), Rear fog lamps,
and Tire Pressure Monitoring System (TPMS),
among many others. 

A choice of seven exciting exterior hues adds to
the new Raize’s striking visual appeal, including
Turquoise MM, White Pearl SE, Red, Gray ME,
Black, Silver, and Yellow SE. Further personalization
is made possible with the addition of several bi-tone
variants - Gloss Black can be combined with
Turquoise MM, White Pearl SE, Red, Gray ME, or
Yellow SE. The vehicle’s interior features an equally
stylish color scheme that pairs black upholstery with
red piping. The new Toyota Raize also comes with a
choice of 16-inch or 17-inch alloy wheels in two
intricate designs, with the 17-inch version featuring
a special machine-finished black color for an
advanced look. 
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Toyota redefines compact SUV 
segment, launches new Raize 

The compact SUV combines a spacious interior and distinctive styling 

KUWAIT: Kuwait Finance
House (KFH) launched a new
program to enhance the usage of
KFH credit and charge cards
inside and outside Kuwait “Baitak
Rewards”. A permanent free pro-
gram which enables customers,
when using their credit or charge
cards - Hesabi - in shopping, to
receive points on every purchase
transaction starting from KD 1.
The points may be used later to
make other purchases from the
shops participating in program.
The points are regis-
tered, converted and
used for purchasing
through an applica-
tion downloaded on
mobile or “Baitak
Rewards” program
webpage. 

KFH Group Acting
DGM - Credit and
Charge Card
Products, Talal Al-
Arbeed said that the program is
part of KFH endeavor to
enhance customers advantages
and achieve their satisfaction. He
indicated that for each KD 1 pur-
chases inside and outside
Kuwait, the customer earns cer-
tain points which can be used to
make purchases from a group of
more than 150 most reputable
and high-class shops and service
points. The holders of related
KFH cards shall be automatically
registered in “Baitak Rewards”
program, where points can be
replaced by an e-coupon
through “Baitak Rewards” appli-
cation on mobile or webpage
directly at the concerned shops.
There are special offers accom-
panying the launch of the new
“Baitak Rewards” program eg,
1000 points for customers
downloading the rewards pro-
gram for the first time. 

He added that the program, in
its initial stage, comprises a
group of highly reputable and
distinguished global trademark
companies in various sectors.
More than 150 companies have
participated in the program and
more new partners are being
invited to participate to provide
more options in the reward pro-
gram for the holders and users of
KFH credit cards covered in the
program. 

Al-Arbeed explained that
there are 3 different
card categories with
Baitak Rewards pro-
gram. Each category
contains exclusive
offers customer may
avail. Categories include
black and silver cards.
Cardholders of both
categories may earn
points through local and
international shops by

using all points of sale and e-
marketing. Also, they may trans-
fer KFH points to any other
member in the program. Green
card holders may earn points
through shops participating in
Baitak Reward program only.
KFH total points are added auto-
matically within 24 after each
purchase transaction which is
qualified to earn points, provided
that the customer should not be a
participant in any other promo-
tional program for the cards. 

Al-Arbeed said: “We shall
soon witness a new development
in the Reward Program. KFH cus-
tomer will be able to exchange
the earned points to purchase
travel tickets, hotel reservations,
car leasing, and making donations
to charity institutions. In addition,
a new facility shall be made avail-
able soon, allowing KFH reward
program points to be exchanged

for the reward points of other
programs. 

He emphasized that the pro-
gram is the outcome of several
developments made on KFH
cards including shape, services,
and advantages to encourage
customers to further use the
cards and benefit from the
advantages namely security and
easy usage. Cards have become a
global language and a secured
method in financial transactions,
especially during travel. Credit
cards are the new modern
method of purchasing worldwide.
He indicated that KFH has
launched the products of “Oasis
Club” credit card in collaboration
with Kuwait Airways which
includes “Oasis Club”
MasterCard World Elite, which is
allocated exclusively to private
banking customers, and KFH
“Oasis Club” MasterCard World
which is allocated to Tammayoz
and Ruwwad customers and
qualified persons. 

He added: KFH has provided
highly advanced payment meth-
ods locally and globally to cus-
tomers e.g., digital wallet, smart
watches and mobiles in collabo-
ration with three global applica-
tions Samsung Pay, Fitbit and
Garmin which include Visa and
MasterCard and working at
points of sale compatible with
NFC technology, smart phones
and iPads operating on iOS and
Android systems. Also, KFH has
launched several campaigns to
enhance the usage of credit
cards, the last of which was the
campaign “With Your Card.... The
Journey Begins” with KFH
MasterCard which gives cus-
tomers a unique and distin-
guished banking experience and
several opportunities to win valu-
able prizes, Land Rover
(Defender) and mileage from
Kuwait Airways Corporation-
Oasis club. Also, it had launched
earlier a campaign “Ready for
Summer” and a campaign for the
usage of smart phones and
watches to its customers
Samsung Pay, Fitbit and Garmin. 

Talal Al-Arbeed

KFH launches ‘Baitak
Rewards’ program to 
boost credit cards usage

Starbucks union 
vote a victory for 
Gen Z workers
BUFFALO: The Starbucks employees who led a land-
mark fight to form a union are overwhelmingly in their
20s and show a zeal to improve working conditions at
the coffee chain. They won their bid to create the first
union in one of the Starbucks’ company-owned US
cafes, despite heavy pressure from management to
defeat the effort.

“This generation, this Gen Z, has the highest favora-
bility of unions in my lifetime,” said Richard Bensinger,
a seasoned trade union organizer who helped the
young baristas in their fight. “They are people that
have no hope of owning a home. They have two jobs.
They have student debt. They understand there’s the
billionaire class, and there’s everybody else.”

Will Westlake, 24 and a member of organizing com-
mittee Starbucks Workers United, says he experi-
enced that dynamic his own life. He saw his big sister,
11 years his senior, as she struggled to find work in her
field and was forced to do odd jobs to pay off the
$100,000 she borrowed for her studies.

He wants to be able to earn a decent living, even by
working in a cafe. “The United States is not a manu-
facturing hub that it used to be. This is a service econ-
omy,” he said.

Failing to improve working conditions for those
jobs would condemn “70 percent of our population to
being poor in the long term,” Westlake said.

‘Treated like garbage’ 
His colleague Natalie Wittmeyer was hired at

Starbucks only a month ago but quickly joined the
union movement, offended by the methods manage-

ment used to monitor employees since the start of
their campaign. “I think I speak for a lot of the young
people in America who are tired of being treated like
garbage because we work fast food... or because
you’re young,” she said.

RJ Rebmann, 26, said the victory “just goes to show
that at the end of the day, working-class people know
what their interests are, and even when we are being
lied to and union busted and intimidated, we can still
prevail in the end.” The mobilization of these young
people may not be surprising given Buffalo’s history of
strong labor movements, which allowed generations of
workers to achieve decent standards of living.

Bensinger said Starbucks employees work just as
hard as unionized factory workers, and they want a
voice in their working conditions and to “not be
patronized by the company.” He proudly watched
them speak one after the other at the press briefing
Thursday following their victory: a clear vote in favor
of a union at the Elmwood Avenue cafe in Buffalo, and
a majority of the votes at the Genesee Street location,
near the airport.

Though some votes have been contested at the
Genesee Street shop, the union remains confident.
They however lost a bid at a third cafe.

‘Fed up’ 
Ruth Milkman, a longtime specialist in workers’

movements at the City University of New York, sees
a clear trend building. After years in decline and
growing disillusion among older workers, “Unions are
cool again for this generation,” she said. Workers
“are fed up with the economic conditions” and
“they’re pretty eager to try to make it work,” but she
cautions that they still face “a very dysfunctional sys-
tem of labor law.”

“Winning an election is great, but it’s only the first
step,” she said. While the company has the obligation
to negotiate “in good faith,” that does not necessarily
lead to a salary agreement. —AFP

BUFFALO: Starbucks employees wait for results of a vote count, on Thursday in Buffalo, New York. —AFP


