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LONDON: Rail strikes across the UK are expected 
to impede shoppers on the hunt for bargains in 
Boxing Day sales. Hundreds of train departures usu-
ally run on December 26 following the Christmas 
Day shutdown. But due to industrial action by rail 
workers this year, retailers are expected to feel the 
pinch. While some shoppers may choose to stay at 
home and snap up bargains online, the lack of pub-
lic transport is likely to mean more products are left 
on shelves. 

Network Rail said Britain’s railways will remain 
closed for a second consecutive day due to a walk-
out by employees who are members of the Rail, 
Maritime and Transport union (RMT). 

The AA said it expects 15.2 million cars on British 
roads on Monday, one of the busiest shopping days 
of the year. “Traffic is likely to build around shop-
ping centers as lots of people seek a bargain in the 
sales, meanwhile football fans will travel to see their 
teams,” an AA spokesman said. “There is scope for 
localized traffic congestion and more short trips, but 
traffic should be dispersed throughout the day as 
people take their time after Christmas Day.” The 
strikes are the latest round of walkouts in a long-
running dispute between union bosses and the gov-
ernment over pay, conditions and jobs. 

Members of the public were last week warned 
about significant disruption to Christmas travel. 

Airport transfers such as the Heathrow Express and 
Stansted Express are usually among the most popu-
lar services on Boxing Day, but airline passengers 
will be forced to find other ways of getting to and 
from Britain’s airports. 

Coach operators National Express and Megabus 
have experienced strong demand. The RMT strikes 
will be felt by travelers across the UK, shutting 
down Merseyrail services across Merseyside 
among others. 

ScotRail has historically operated a Boxing Day 
service in the Strathclyde area. The operator also 
ran its first Boxing Day trains between Edinburgh 
Waverley and Glasgow Queen Street via Falkirk 
High in 2021. Northern Rail operated a service 
between Liverpool Lime Street and St Helens 
Central on Boxing Day last year. 

Southern also served several routes on that day, 
connecting London Bridge with locations such as 
Brighton, Crystal Palace and East Croydon. The 
cost of living crisis is also tipped to noticeably 
affect Boxing Day sales, with shoppers expected 
to spend 4 per cent less on Monday and during the 
post-Christmas period, data shows. Research by 
Barclaycard Payments found that the average 
shopper intends to buy £229 ($243) worth of items 
in the post-Christmas sales period, a reduction of 
£18 compared with 2021.  —Agencies
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Sideup boosting  
E-commerce  
ecosystem 

 
CAIRO: Egyptian entrepreneur Waleed Rashed, 
founder of Sideup - a Cairo-based technology 
start-up is helping e-commerce businesses to 
achieve scale and boost revenue using technology. 
Set up in 2019, Sideup, previously known as Voo, 
expanded its business model after rebranding. 

It has since morphed into a one-stop shop that 
offers e-commerce solutions such as online pay-
ment gateways, marketing and business advisory 
services, and integration applications for sectors 
that include logistics, shipping and warehousing. 
With Sideup, businesses have access to various e-
commerce services and technology solutions, and 
can organize different tasks on a single platform. 
By helping business owners to solve challenges 
around these areas, the company allows them to 
focus on their core mission. 

“The logistics space has a lot of challenges and 
we are on a mission to solve them ... businesses 
don’t have a single place to access multiple courier 
providers and it led us to create Voo, which was 
initially a courier marketplace for the e-commerce 
sector,” Rashed, 39, said. 

 “The e-commerce sector is extremely frag-
mented for small businesses. You could either join a 
big platform [as a seller] and lose revenue to fees 
and commissions, or you could go alone and strug-
gle to get access to services,” Rashed says. 

 “We had the initial advantage of having a 
strong courier marketplace business [Voo], with 
clients who needed additional services.” The com-
pany aims to empower micro, small and medium 
businesses, especially those selling products and 
services from remote locations such as villages or 
rural areas, or over social networking platforms and 
messaging apps. “We intend to help entrepreneurs 
who have the potential but do not have enough 
resources or access to the infrastructure of large 
service providers,” Rashed says. 

“Even our name comes from the fact that we 
work side-by-side with our partners and our cus-
tomers ... to help them easily access whatever serv-
ice they need to help their business grow up.” With 
Sideup, e-commerce business owners simply need 
to choose what they need, and the start-up’s 
account managers work with them to ensure 
“industry-leading service delivery”, said Rashed. 

Egypt, the Arab world’s most populous country, 
is banking on technology and its start-up ecosys-
tem to diversify its economy. Venture capital fund-
ing in Egypt more than doubled to $307 million in 
the first half of 2022 from a year earlier, ranking it 
third in the Middle East and North Africa region, 
according to start-up data platform Magnitt. 

The number of deals in the country grew by 22 
per cent annually to 78 during the first six months 
of the year. The e-commerce market in Egypt 
comes with its own challenges as it is booming. 
However, Sideup is committed to sticking to the 
sector and providing solutions. 

“The e-commerce industry is still very uneven in 
our region, with a number of challenges yet to be 
solved ... large players take off huge commissions 
from the margins of small businesses,” Mr Rashed 
says. Egyptian e-commerce revenue is expected to 
grow at an annual rate of more than 18 per cent to 
$15.76 billion by 2027, from $6.85 billion this year, 
according to Statista. 

In the e-commerce market, the number of 
Egyptian users is expected to jump to 84 million by 
2027, with the average revenue per user set to 
reach $122.90. Rashed, who founded the company 
using his own funds, says it gave him the freedom 
to experiment with his own “disruptive ideas that 
eventually helped to build a fundamentally strong 
business”. Earlier this month, Sideup raised $1.2 
million in funding to drive plans to expand into 
Saudi Arabia, the Arab world’s biggest economy. 
Various global and regional investors took part in 
the funding round, including Launch Africa VC, 
500 Global, Riyadh Angels, Alex Angels, Al-
Tuwaijri Fund and Saudi angel investor Faisal Al-
Abdulsalam, the start-up says. —Agencies 

LONDON: Industrial action by British rail workers are seen impacting the retailers this season.

London’s property 
market cools amid 
demand decline 

 
LONDON: The number of Londoners looking to 
move outside the capital city has fallen over the past 
year, according to a new study. Research by the UK 
estate agent group Hamptons shows Londoners will 
have purchased 81,200 properties outside the 
capital this year, nearly 20,000 fewer than last 
year. 

In 2022, Londoners bought 7.3 per cent of all 
homes sold in regions outside the capital, down 
from a 14-year high of 7.8 per cent last year. 
Nonetheless, the 2022 figure is still higher than in 
2019, when 6.8 per cent of homes outside of 
London were bought by Londoners. During the 
COVID-19 pandemic, many Londoners worked 
from home, which sparked some to move outside 
the capital. The logic was, if I can do my job 
remotely, why not move out of my high-priced 
London home into somewhere cheaper - and often 
larger - and pocket the difference? 

While the figures from Hamptons show that this 
is still going on, the trend seems to have peaked. 
Aneisha Beveridge, head of research at Hamptons, 
said:  “London outmigration appears to have 
passed its peak. While 2021 was dominated by 
space seekers swapping the bright city lights for 
pastures green, 2022 signaled the return to the 
office. That said, the widespread popularity of 
flexible working has meant that Londoners contin-
ue to move that little bit further out of the city to 
gain more space, meaning outmigration numbers 
remain higher than pre-COVID times.” 

Even though the peak seems to have been 
passed, Hamptons contends that what is driving 
some, especially first-time buyers, out of London 
is affordability. With rising interest rates and high 
inflation, first-time buyers based in London are 
increasingly looking further afield. Affordability 

meant that first-time buyers made up a record 28 
per cent of those purchasing outside London. 

Also, Londoners who made a permanent move 
out of the capital bought 62,210 homes this year, a 
fall of 23 per cent on last year, but still 8 per cent 
higher than in 2019. “Next year, we expect the 
pace of London outmigration to cool further as 
pent-up demand from the COVID related trend 
wanes,” Beveridge said. “But affordability pres-
sures, and in particular the cost of higher interest 
rates, may mean that more Londoners are forced 
to move further afield to buy a home. Our latest 
data suggests that first-time buyers in particular 
are sacrificing location in order to climb on to the 
housing ladder. And this looks set to put a floor 
under London outmigration numbers in 2023.” 

The property website, Zoopla, also sees the 
search for space in the UK’s rural and coastal 
areas as finally “running out of steam”. “The pan-
demic saw people moving from urban areas in a 
‘search for space’, afforded by the onset of more 
flexible hybrid working and a big increase in 
retirement by older workers,” said Zoopla’s latest 
House Price Index. “Many buyers relocated to 
rural and coastal areas across the UK, pushing up 
house prices in the South-west, Wales, Kent and 
Norfolk,” 

For Richard Donnell , executive director at 
Zoopla, the increase in the number of Londoners 
that moved out of the capital during the pandem-
ic was really just a blip and now the market is 
returning to normal. 

 “London’s housing market has got bigger as a 
result of the pandemic, in that people can now 
work in London two or three days a week, but 
actually live further afield,” he told The National. 
“So, it eases some of the pressure on the old 
London housing market, which went out to the 
M25. That means that prices won’t go up, even if 
people came back, because they wouldn’t have to 
come back in the middle of London.” 

Figures from Zoopla show the pent-up demand 
that was prevalent during the pandemic is now 
fading, with many coastal and rural towns this year 
recording a greater slowdown in demand and sales 

than other areas nationally. But this doesn’t point 
to a mad rush back into city-centre living. What’s 
happening is a spread of the urban housing mar-
kets, which means that the gradient between house 
prices in inner cities and the suburbs and further 
out is flattening, as the daily commute becomes 
increasingly less desirable and more sidelined in 
the face of changing working patterns. 

“You’ve loosened the ties between where you 
work and where you live,” Donnell said. “So, every 
housing market in the UK has got that bit bigger 
and that eases the pressure on the core urban 
area, in that people can live further afield, Zoom 
calls are acceptable and you don’t need to be in 
the office five days a week. Also, employers are 
required to be a lot more flexible towards employ-
ees in what’s a tight labor market.” Data from the 
estate agents Knight Frank shows that between the 
July and September of 2020 and the same three 
months this year, completed house sales rose by 10 
per in the UK’s cities, but fell by 8 per cent in the 
rural areas. “After a frenetic period for the country 
market, city living has come back strongly as 
workers have returned to the office, and the lifting 
of pandemic restrictions have boosted the appeal 
of urban living,” said Chris Druce, senior research 
analyst at Knight Frank.  —Agencies

Huawei Ads is  
now Petal Ads 

 
KUWAIT: We are excited to 
announce the next chapter for 
Huawei Ads platform. Starting in 
December, Huawei Ads will become 
Petal Ads. Since 2017, we have 
worked closely with advertising, 
media and publishing partners to 
create an expansive ads ecosystem.  

Together, we have grown Huawei 
Ads into a vibrant marketplace with 
4 billion daily ad requests and inte-
grated over 360,000 global pub-
lishers. We are proud of how the 
platform has grown and evolved to 
serve customers beyond Huawei 
devices. We feel now is the right 
time to reflect the growth of the 
ecosystem and begin a new era as 
Petal Ads. We’d like to thank all our 
partners for their valuable support 
and look forward to growing the 
platform together in 2023. 

Innovation is part of the DNA of 
all Petal products. Over the last few 
years, services such as Petal Search, 
Petal Maps and Petal Clip have 
brought more choice and open 
capabilities to the European market. 
We will be taking all of those tech-
nical advances in AI powered 
mobile search, location-based serv-
ices and creative editing tools to 
further power the growth of the 
Petal Ads platform.  

While ‘Petal’  can be seen as 
strong symbol for growth, it is also 
a symbol for rejuvenation. We are 

committed to leading the way in 
sustainability in digital advertising. 
By leveraging our learnings in all-
scenario products & experiences, 
we hope to work alongside our 
partners to build an ecosystem 
where revenue growth and sustain-
ability go hand in hand.  

 
2023 will see a new  

era for Petal Ads  
Today we are surrounded by 

change. Consumers are shifting the 
way they search for information 
online, with mobile virtual assistants 
playing an increasingly important 
role in how people and businesses 
connect. Advances in big data, AR 
and machine learning are giving 
advertisers powerful tools to 
engage their audiences across 
devices. Through all this innovation 
and change, protecting the safety 
and security of our customers and 
partners remains our top priority.  

Like the petals of a flower, it is 
only when all sides of the advertis-
ing ecosystem come together in 
perfect harmony, that something 
special emerges. Our mission for 
Petal Ads, is to be a connector in a 
sea of possibil ity. By working 
together with media partners, pub-
lishers, advertisers, MMPs and 
Industry bodies, we will continue to 
bring innovative ad experiences to 
all smart device users around the 
world. 

We build quality ad experiences 
using first party data to deliver bet-
ter experiences for customers and 
efficient results for partners.   

Innovation 
We create innovative ad experi-

ences by combining our hardware 
capabilities with our strengths in AI 
and cloud technology. 

 
Growth 

We help our partners to grow 
with monetization opportunities for 
publishers and sustainable advertis-
ing solutions for businesses. 

Petal Ads - an advertising mar-
ketplace continues to be a driving 
force in the e-commerce world, 
proving its capabilities to support 
on l ine  apps and he lp them 
achieve their marketing campaign 
object ives. ChicPoint  app is  a 
prime example of the Petal Ads 
impact and influence in the e-
commerce sphere, and is now col-

laborating with Petal Ads during 
the upcoming e-commerce mar-
keting season.  

Since the beginning of 2022, 
Petal Ads has supported ChicPoint 
to launch campaign across the Gulf 
region (Saudi Arabia, UAE and 
Kuwait) utilizing a suite of promo-
tional features on AppGallery, 
including feature cards, top banner 
cards and rankings. Through the 
collaboration, ChicPoint has ampli-
fied organic downloads, boosting 
its monthly revenue by 40 percent, 
and reduced the app activation cost 
to less than $1. 

We are excited to take this next 
step of Petal Ads journey.  We look 
forward to your continued partner-
ship in exploring new advertising 
possibilities in 2023 and beyond.

LONDON: In 2022, Londoners bought 7.3 per cent of all 
homes sold in regions outside the capital, down from a 14-
year high of 7.8 per cent last year.


