
DUBAI: Zain Group, a leading mobile telecom
innovator in seven markets across the Middle East
and Africa, announced its Zain brand has been
identified as the ‘Best Brand’ for telecom in the
Middle East for 2021 at the Telecom Review
Summit Excellence Awards gala ceremony held in
Dubai on 8 December 2021. Zain Saudi Arabia was
also awarded ‘Best 5G User Growth’ and ‘Most
Innovative Service’ for its Yaqoot mobile-only
platform. 

Telecom Review is a leading industry publica-
tion, and the award recognizes the outstanding
performance of Zain’s brand across all its markets,
which has come to represent the highest standard
of customer service across all of its touch-points.
Winners were chosen based on demonstrable
capabilities in their specific sector by an independ-
ent panel of 15 experienced industry veterans. 

Zain has been a recipient of the ‘Best Brand’
accolade at other regional events in the past, con-
firming the success of its media campaigns, corpo-
rate sustainability, and diversity and inclusion ini-
tiatives, as well as its ongoing innovation and
investment in network upgrades. These factors
combined have resulted in exceptional customer
experience since the introduction of the Zain brand
in 2007, making it one of the most respected and
recognized corporate brands in the Middle East
and Africa. 

Zain remains passionate about forging strong
partnerships and bringing new dynamic services to
its customers, evident by the recent launch of Zain
Esports and the expansion of Zain’s API platform in
offering unique and appealing content and gaming
services. Zain also recently launched Zain Ventures
to reinforce its efforts in the startup ecosystem, as
well as launching ZainTech to offer enterprises and
governments across the region unique, one-stop
shopping across the full stack of ICT services. 

The company’s marketing campaigns across the
region on various media channels have captured
the hearts and minds of millions of people. Zain’s

Ramadan and Eid television commercials this year
received a remarkable 20 mill ion views on
YouTube, indicative of the brand power of Zain.

Today, Zain Group and its local operations boast
over 12 million fans on Facebook, more than seven
mill ion followers on Twitter, 2.4 mill ion on
Instagram and 665,000 on LinkedIn, totaling 22

million fans. Annually, Zain Group and its opera-
tions’ numerous YouTube channels receive in
excess of 100 million views.

Zain was also the first operator to launch
commercial 5G networks in both Kuwait (June
2019) and Saudi Arabia (October 2019), followed
by Bahrain (June 2020); developments that are

positively impacting customer experience and
innovation. 

Sustainability, transparency, and thought leader-
ship lie at the core of Zain’s business and this is
reflected in every aspect of the company’s day-to-
day operational activities. Zain’s annual
Sustainability Report highlights the company’s
continued regional leadership in pursuing its sus-
tainability agenda and supporting the communities
it serves through outreach activities such as climate
change, children’s rights, capacity-building, educa-
tion, socio-economic development, and environ-
mental stewardship. Zain’s diversity and inclusion
program has also proven extremely successful in
further motivating employees given it is one of the
most progressive of any entity in the region.

COVID-19 measures to connect with consumers
As a brand that cares deeply about the commu-

nity it serves, Zain took proactive measures across
its footprint to ensure the needs and challenges
that our communities faced during the global pan-
demic were catered to, granting them increased
digital access to everyday activities and essential
medical and commercial services. March 2020 to
September 2021 was a mission-critical period as all
Zain operations were focused on providing mean-
ingful connectivity during lockdowns to minimize
the impact of the pandemic on everyday life..

The Telecom Review Summit Excellence Awards
ceremony saw Zain Saudi Arabia awarded ‘Best 5G
User Growth’ accolade for reaching new heights in
the Saudi telecom market, having established itself
as the leading provider of 5G services in the
Kingdom, having one of the largest 5G networks
across the globe. Zain Saudi Arabia’s digital-only
mobile platform Yaqoot witnessed enormous
growth during 2021, counting over one million
installations of the app, and offering customer cen-
tric services such as eSIM, Apple Pay, and a chat-
bot services, as well as coordinating the delivery of
SIMs to over 170 cities in the Kingdom. 
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Zain awarded ‘Best Brand’ in Mideast
Recognition at Telecom Review Excellence Awards 2021 

Waleed Al-Khashti and Eman Al-Saidi from Zain KSA receive the Best Brand Award 

• Award recognizes Zain’s corporate sustainability, diversity & inclu-
sion initiatives, media campaigns and customer experience, which
win the hearts and minds of communities across the region

• Zain counts 22 million social media fans; YouTube channels attract
100 million views annually

KABUL: Four Afghan brothers have
hauled their family’s carpet loom out of
storage in the desperate hope of earning a
living as the nation’s economy teeters on
the edge of ruin. The Haidari brothers now
spend their days sitting abreast on a squat
bench-as generations of the family did
before them-weaving the complex rugs for
which Afghanistan is famed.

They work long hours each day, keep-
ing a brave face even though there is no
guarantee they will have anyone to sell
their carpets to. “We have no other
option” to keep the family alive, said
Ghulam Sakhi, the 70-year-old family
patriarch. Until August 15, when the
Taleban returned to power in
Afghanistan, the Haidari brothers had
managed to escape the backbreaking
labor of carpet making and were running
a successful business supplying flowers
for weddings. The hardline movement’s
austere interpretation of Islam, however,
largely put paid to the lavish betrothals
so loved by Afghans, and the family
enterprise collapsed.

In an act of creativity in the face of
adversity, they fell back on their family’s
rug-making trade. “Naturally when the
Taleban took over... wedding halls didn’t
have much business. That is why we start-
ed carpets again,” said Rauf, at 28 the
eldest of the brothers who all live and
work in Kabul.

“It’s a very old practice that our forefa-
thers have passed down to us,” he said.

Now they pick strands from dangling
spindles of silk before looping them into
the warp and weft of the rug with precise,
rhythmic energy. And when the 12-metre
(39-foot) carpet is complete, they hope it
will fetch up to $6,000 (5,300 euros).

National treasures
Around two million of Afghanistan’s 38

million population work in the carpet sec-
tor, according to Noor Mohammad Noori,
who heads the national carpet makers’
association. But demand has taken a sharp
hit since the Taleban’s takeover sparked an
exodus of expatriates working for interna-
tional organizations, he says.

Afghan rugs-from intricately woven silk
Persians to the simpler woolen tribal kil-
ims-are sought after around the world. But
in the past few months, “more and more
people are making carpets” says Kabir
Rauf, a merchant in Kabul who describes
his wares as “the national treasures of
Afghanistan”.

New among the carpet-weaving
workforce are women who cannot go to
work, girls shut out of school, and unem-
ployed men, he said. In Herat, near the
Iranian border, Haji Abdul Qader already
employs around 150 families for his car-
pet-making business.

But every day, two or three more
people contact him, desperate for work.
Even those with no experience get in
touch. “There are no other jobs,” Rauf
Haidari said.

Proud
But those who do have skills have a

chance to make a living. “Someone who
knows how to weave carpets will never be
without work,” says Muhammad Taghi,
whose family has worked with Haji Abdul
Qader for a decade. Taghi used to weave
when he was younger, but now the work is
left to his four children-aged between 17
and 24 — who create carpets next to the
stove in the family home.

It will take them 120 days to finish four
matching, two-by-three meter rugs for
which the family will earn around $500. “I
am proud of this work. We make in our
country these carpets that will be sold the
world over as Afghan carpets,”
Muhammad Taghi said.

“I can send my girls and boys to
schools and universities with this money.”
His youngest son Nassim, 17, who began
to weave at the age of 10, still goes to
school and dreams of being a doctor. But
for the carpet merchants, a supply glut
brings its own problems. Bank withdrawals
are limited to 400 dollars a week, said Haji
Abdul Qader, who receives about five rugs
a week. 

“I’m afraid I won’t have enough cash to
pay manufacturers.”

There are also few customers.
“Foreigners are not here to buy them,”
complained Kabir Rauf, sitting idle in his
Kabul market stand surrounded by hun-
dreds of carpets.

The exodus of international organiza-
tions in the wake of the Taleban’s return
has brought “the worst time” for business,
he said, adding that he nonetheless
remains optimistic.Air links to the Gulf
have been restored, and, from there, his
carpets can fly across the world. — AFP

Lindner, car
lover at wheel
of Europe’s 
top economy
BERLIN: Germany’s new finance min-
ister Christian Lindner is known for a
firm hand at the wheel of his pro-busi-
ness Free Democrats (FDP), which he
has steered back into power after years
in the wilderness. The fast-talking 42-
year-old grabbed the keys to the job he
has been chasing for years at a crucial
moment for the German economy.

The vintage car lover, who used to
list his interests outside politics on his
website as “anything that can be filled
with petrol”, will be overseeing a mas-
sive green investment program agreed
by the new coalition. Two days into the
job last week, Lindner announced 60
billion euros ($68 billion) in new fund-
ing for “future investment” including
plans to tackle climate change, which
the cabinet will review on Monday.

The new minister’s vocal enthusiasm
for fiscal discipline meant he was not a
natural bedfellow for his new coalition
partners, the Social Democrats (SPD)
and the Greens. During the election
campaign, SPD deputy chairman Kevin
Kuehnert called Lindner a “light-
weight”, criticizing his “voodoo eco-
nomics”. Lindner himself told public
broadcaster ARD that he “lacked the
imagination” to think of an offer that
the Social Democrats, advocates of
higher taxes and public spending, could
make to entice him into an agreement.
But the FDP leader, who got engaged
to his girlfriend during the campaign in
Berlin, in the end agreed to tie the knot
on an unlikely new political partnership.

Late-night walkout 
Having joined the FDP as a teenager,

Lindner experienced a rapid rise
through the ranks of the party. Straight
out of school, he founded his own pub-
licity company before leaving business
to enter the regional parliament in
North Rhine-Westphalia as its
youngest representative.

Four years later, at the tender age of
25, he became general secretary of the
regional party, general secretary of the
national party at 30 and eventually par-
ty leader at 34. Lindner took control in
2014 when the FDP was at its lowest
ebb, out of government and out of the
federal parliament after it did not win
enough of the vote to be awarded any

seats. The return to government could
have come sooner. After the 2017 gen-
eral election, many expected Lindner to
tie up an agreement with the Greens
and the party’s natural allies, the con-
servatives.

In a dramatic reversal, Lindner burst
out of early coalition talks to deliver a
late-night statement where he declared
it was “better not to govern, than to
govern badly”. Asked about the deci-
sion in 2018 by Spiegel news weekly,
Lindner said: “I have to know that it is
definitely going to work.” 

Savvy savior
Within the FDP, Lindner has been

the party’s “savior”, says Hans
Vorlaender, political scientist at the
Technical University in Dresden. After
taking the leadership, a fresh-faced
Lindner set about getting rid of the
party’s “retirement home smell” as
Spiegel put it, dispelling its image as a
talking shop for old men. He called in
image consultants to give the organiza-
tion a new lick of paint in 2015, bright-
ening up the FDP’s traditional blue and
yellow and adding a punkish flash of
magenta to the palette.

A moody black-and-white portrait
of the liberal leader was the face of the
FDP’s billboard campaign during the
election, prompting criticism that the
party had become a one-man band. 

Lindner styles himself as “the repre-
sentative of digitally savvy young peo-
ple” on social media, says Vorlaender,
and has made digitalization and educa-
tional reform key planks in the party’s
platform. The gambit seems to have
paid off not just with the result, but also
because the FDP polled second just
behind the Greens among voters
between the ages of 18 and 24. The par-
ty’s return to parliament and two suc-
cessive election results in the double
digits are “an incredible achievement”,
says Vorlaender. “Without him it would
certainly never have happened.” —AFP

BERLIN: New German Finance Minister
Christian Lindner gestures as he takes
the oath from the President of the
Bundestag (lower house of parlia-
ment) during a session at the
Bundestag in Berlin. —AFP

Afghans go back to making 
carpets as economy unravels

HERAT, Afghanistan: A worker walks while holding bundles of
wool used for making carpets in Herat.  — AFP photos

HERAT: Around 1.5 million Afghans of a population of 38 million
work in the carpet sector according to Taleban spokesman
Zabihullah Mujahid. 


