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With heaps of work, lots of planned vacation days, I end up sitting in a
nearby garden at one 1 a.m.—yes those still exist in Cairo—listening to
music by The Piano Guys, and trying to finalize as many articles as I can
in one night. Ever since I shifted careers, I have had a love-hate relation-

ship with these long nights, on one hand I get to slow down and enjoy the beauty of taking
part in materializing the hard work of a team of writers, on the other I end up with long
work days like this one. 

Tonight, however, is not a regular working night. It is the seventh anniversary of my deci-
sion to leave a stable marketing career and shift towards my real passion. After investing
years, I left a promising career-path and chased another without any leads, connections, or
experience. I simply saw the end goal with clarity. A couple of months later and I was on
my first step in an industry I am passionate to help grow.

The beauty of this industry has long been in the ability to help the masses peak behind
what we perceive as facts, to shed light on forgotten opportunities, and more importantly
to complete the picture and avoid common misperceptions. 

For example, we are planning to have this issue in your hands by the last couple of sum-
mer weeks, making it the perfect time to read about the beginning of the foreign tourism
season and its challenges. We have all witnessed endless efforts by both the government
and private sectors to enhance the influx of foreign tourism in Egypt, nevertheless global
perception is yet to be properly restored. In this feature we examine the challenges faced
by foreign and local tourism companies when addressing safety perception issues, the
potential role of social media in the matter, as well as the several initiatives by the govern-
ment to both address the issue and diversify Egypt’s tourist influx.

Another interesting topic these days is the birth of electric cars in Egypt. It is a very
exciting time for the automotive industry. So far few challenges have surfaced, however the
herculean task for automotive dealers will remain common perception. Business Monthly
conducted a couple of polls on the matter and discovered lack of infrastructure and knowl-
edge of the sector’s plan to address it as a core concern. 

Further zooming in on investment opportunities, this issue sheds light on three topics:
Investment in commercial property in the New Administrative Capital; investment in
Ethiopia; and Egypt’s regional solar energy race.

On a global front, we can’t overlook the trending topic of the looming US-China eco-
nomic trade war.

Finally, we close this month with a series of mini-interviews on overcoming the mature
nature of mass advertising in Egypt.

On behalf of everyone at Business Monthly we wish you better weather, less humidity,
and a happy back-to-school season.
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A ugust witnessed the Youth Employment in Agriculture as a Solid Solution to
Ending Hunger and Poverty in Africa conference in Rwanda. Organized by
several United Nations agencies and the African Union, the event addressed
engaging youth through ICTs and Entrepreneurship. I had the privilege to be

invited to present the employers point of view. Unemployment and informality is a disease
plaguing most African economies, which in most cases are agrarian based. 

The level of sophistication of presenters and attendees was impressive, with no shortage
of ideas or solutions. Discussions highlighted how technology is transforming the world,
especially in the food chain business. Education, similarly, is transforming into life-long
learning. Schools are scrambling to update the education systems which could be obsolete
by the time a student graduates. Science, technology, engineering, and mathematics (STEM)
are becoming the cornerstone of education. Artificial intelligence (AI) is taking over and
most conventional jobs may soon be obsolete. Access to knowledge is no more monopolized,
in fact knowledge is now democratized.

The new reality is the knowledge economy, which is based on human capital, skills,
and creativity. It is the economic backbone of future economies. In retrospect,
policies, governments, labor markets, and education have to adjust and catch up. 

If those who adopt the knowledge economy set the lead, the economies of the near
future will be economies of abundance, with scarcity merely being a word of the past.
Technologies that boost agriculture output are already in place and competing in the
market. Imagine a tomato crop that yields over 1,000 tons per acre, utilizing only 1
percent of the water consumption required to produce an equal amount of tomatoes
using conventional farming.

Such technologies are becoming accessible to any farmer. The cost of application is
spiraling down year after year. Agriculture is employing AI, biotechnology,
engineering, genetic engineering, and science at the highest level of technology.
Farming is not substance farming any more. 

It is a challenging venue for youth to enter the agriculture world, employing a
completely different set of skills. This requires every nation to address a complete
revamp of policies, ensuring access to knowledge, freedom of information, access to
global markets, property rights enforcement, a fast and pragmatic judicial
environment, and primarily developing value chains. Without modern trade creating
the pull (demand) with proper logistics of supply chain management where supply and
demand can be orchestrated in an orderly fashion, all efforts would fail.

Finally there are no limits to knowledge, innovation, and education. All the tools
exist. Agriculture is no more labor intensive, job creation will be in the value chain
catering to the agri-industry both upstream and downstream. This argument stands
for African countries and more so for Egypt.

TAREK TAWFIK
President, AmCham Egypt

TheFutureisAgriculture

Viewpoint
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IN BRIEF

Growth in Trade
The total value of Egypt’s import
and export transactions increased
by 9 percent between July 2017
and March 2018 to reach $ 65.6
billion, according to the Central
Bank of Egypt (CBE). Despite
government’s efforts to decrease
it, imports increased by 5.6 per-
cent, from $44.3 billion to $46.8
billion. Meanwhile, exports rose
by 18.23 percent to reach $18.8 bil-
lion. Egypt’s largest trade partner
is the U.A.E with trade topping
$4.5 billion. China follows with
$4.2 billion and the U.S. comes in
third with $3.5 billion. Trade with
the U.K. reached $2.9 billion,
while Turkey followed at $2.1
billion during the same period.

$4.2 B China

$3.5 B U.S.

9 % Overall
growth

$ 65.6 B Total
value

$4.5 B U.A.E

SOURCE: CBE
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The Egyptian Tax Authority (ETA) published a booklet
mid-August outlining the terms and conditions for real
estate tax exemption. Households qualify for exemption if
the government-estimated rent is under EGP 24,000 a year
or the unit costs less than EGP 2 million. However, the reg-
ulation noted that this is only valid for primary homes. For
proof, the ETA requires owners to submit copies of their
ownership contract, a utility bill, and a national identifica-
tion card. Any other owned properties would be subject to

the full tax amount. The regulatory document added that
households registered under the names of children under
the age of 21 would not be eligible for exemption, and must
be paid by either parent. Tax evaders would be fined
between EGP 1,000 and EGP 5,000 in addition to the
value of the tax. Meanwhile, those who submit false docu-
ments would be fined EGP 200 to EGP 2,000. The gov-
ernment estimates that this tax would generate EGP 5.4
billion during the current fiscal year.

In Brief
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Suez Canal Profits Surge
The Suez Canal Economic Zone (SCZone) reported a net prof-
it of EGP 2.13 billion in fiscal year (FY) 2017/2018, compared to
EGP 1.3 billion the previous fiscal year, announced Mohab
Mamish, the chairman of the General Authority for the
SCZone. He further noted the gains place the SCZone fifth on
the list of most profitable economic institutions. Revenues
reached EGP 12.2 billion in the first quarter of FY 2017/2018, a
6.1 percent increase over the EGP 11.5 billion in FY 2016/2017.
New projects have spearheaded growing revenues since
November 2017, with new marketing and investment policies
attracting foreign investment, Mamish added. The canal is the
fastest and most heavily used shipping lane connecting Europe
and Asia and has historically been a main source of foreign cur-
rency. According to Mamish, the SCZone will help “push the
Egyptian economy” forward by 2025 in regard to economic
opportunities, as the state seeks to benefit from large cargo vol-
umes crossing through the canal and its industrial zones.

Real Estate Tax Regulations Published

Is your home eligible for
property tax exemption?

Rent is under EGP
24,000/year

Value of property is less
than EGP 2 M

Owns only one
property

SOURCE: EGYPTIAN FOOD EXPORT COUNCIL

 

EGP 1.3 B
2016/2017

EGP 2.3 B
2017/2018

SOURCE: ETA
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17.8%

26%

14%
Chemicals and

fertilizers Pharmaceuticals
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weavingHandcrafts

Overall growth 
of exports

SOURCE: GOEIC

H1 Exports Rise 14 Percent
Exports during the first half of the year increased
by 14 percent, according to an August report by
the Egyptian General Organisation for Export
and Import Control (GOEIC). The Minister of
Trade and Industry, Amr Nassar, said the increase
in foreign trade confirmed Egypt’s path to eco-
nomic recovery, according to Amwal Al Ghad.
The increase came alongside a 16 percent year-
on-year increase in imports, part of Egypt’s push
to accelerate activity in global markets. Ismail
Gaber, the head of GOEIC, noted that five
export sectors achieved significant growth:
chemicals and fertilizers at 26 percent; hand-
crafts at 17.8 percent; pharmaceutical at 16.4 per-
cent; spinning and weaving at 11 percent; and
books at 38 percent. Food exports reached $1.4
billion in the first half of the year (H1), with the
MENA region comprising the dominant share of
the total at 52 percent, valued at $753 million, the
Egyptian Food Export Council announced in a
statement. Saudi Arabia topped the export list
during H1 with $150 million in convenience food
imports.

93.3 M

31.3(

21(

34.2(

11.8(

Total

0 to 15

18 to 29

Unemployment

30 to 65

Demographic Update
The Central Agency for Public Mobilization and
Statistics (CAPMAS) published its latest demo-
graphic update which showed over 93.3 million
Egyptians living inside Egypt. This is a 19.1 per-
cent increase in the past decade. The largest fac-
tion of the demographic are individuals under
the age of 15, accounting for 31.3 percent of the
population. Egyptians aged 18 to 29, represent 21
percent of the total population at about 37 mil-
lion. Illiteracy among them is 13.5 percent for
males and 18.5 percent of females. National
unemployment accounts for 11.8 percent. The
rest of the labor force, aged 30 to 65, is around 32
million. By 2028, the International Monetary
Fund (IMF) is estimating that Egypt’s total labor
force would increase by 20 percent to reach 80
million. To find jobs for them, the IMF is betting
on current local reforms. The government solu-
tion has been to focus on mega national infra-
structure projects including building new cities
such as the New Administrative Capital and the
New Alamein City, roads, and power stations.
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Remittances From Expats Skyrocket
Remittances from the 9.4 million Egyptians living abroad
shot up 48.2 percent year-on-year in the first ten months of
fiscal year (FY) 2017/2018, according to data released by the
Central Bank of Egypt (CBE) in August. Out of the $21.9
billion inflow $2.2 billion were received in April 2018 alone.
Remittances are a crucial foreign currency supporter and
contribute significantly to the country’s gross domestic
product. A large number of expat Egyptians work in Saudi
Arabia, which has introduced new laws taxing foreign
workers’ dependents, resulting in a number of Egyptians
sending their families back to Egypt. This in turn has led to
a larger share of their income being sent back to Egypt,
Senior Economist at Prime Holding, Mona Bedeir, told
Ahram Online. For the entire FY 2017/2018, remittances
from Egyptians abroad are expected to reach $26 billion,
according to the CBE, almost a 50 percent jump. Total

remittances between November 2016, when Egypt floated
its currency, and December 2017 was $29.1 billion, a 19.2
percent increase year-on-year. 

52(
GCC share

) 150 M
Saudi

Arabia’s
share

) 1.4 B
H1-2018

SOURCE: EGYPTIAN FOOD EXPORT COUNCIL

Highest Growth Rate 
in Decade Achieved

Foreign Debt Climbs in Q3

Egypt’s gross domestic product grew 5.3 percent in outgoing fis-
cal year 2017/2018, the highest rate in ten years, the Ministry of
Planning announced in a press statement. Economic growth
was 4.2 percent in the precedent fiscal year. Investment and
exports made up 74 percent of growth, however the Ministry
noted solid gains across all sectors of the economy. Egypt’s
developed and diversified economy saw growth of 5 percent in
2010; the 2011 revolution put the brakes on markets, sending
the economy to a record low of -3.8 percent in the first quarter
that year. President Abdel Fattah al Sisi says the reforms imple-
mented since 2014 have put Egypt “on the right track” and that
economic growth should reach over 7 percent in the coming
years, according to a report by Egypt Independent.

Egypt’s foreign debt rose 11.6 percent year-on-year to
hit $88.2 billion in July, according to data released by
the Central Bank of Egypt (CBE). Despite the increase
from $73.9 billion during the same period last year, the
CBE confirmed the debt-to-GDP (gross domestic
product) ratio remained within safe limits at 36.8 per-
cent. Foreign reserves reached their highest level since
the 2011 revolution, to $44.26 billion at the end of
June, signaling strong gains since Egypt and the IMF
agreed to a $12 billion loan in 2016. Al Mal reported
Egypt will repay $6.3 billion in foreign debt in the sec-
ond half of 2018, including about $850 million servic-
ing debts to foreign oil companies. Furthermore, Al
Mal reported the government expects new loans from
France and Germany worth $450 million to support
Egypt’s economic reform program. According to the
same report, the UAE government agreed to roll over
two deposits with the CBE worth $2 billion each. The
CBE is seeking similar agreements with other Gulf
creditors while the government looks at ways to slash
costs, including considering a four-day work week for
public sector employees.

4.4(

2014/ 2015

2015/ 2016

2016/ 2017

2017/ 20184.3(

4.2(

5.3(

SOURCE: MINISTRY OF
PLANNING AND MEDIA.

Egypt’s Food Exports

Economic Growth Rate
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With an eye toward reducing demand for petrol and creating a cleaner environment, the Egyptian government is paving the way
for electric cars. The challenge, however, remains in developing a sound infrastructure that ensures the feasibility of the initiative.

By Tamer Hafez

InDepth

S hifting energy dependence
from fossil fuels to green
sources has been a favorite
topic in government corridors

since 2015. It started with the recently
canceled feed-in tariff, followed by the
$4 billion solar park in Benban village
that will eventually be connected to the
national power grid with the potential
to generate 1.8 gigawatts. 

Now the Ministry of Trade and
Industry (MTI) has begun promoting
electric cars, announcing in March that
used electric passenger cars can be
imported as a way of providing a more
affordable option, an option that gaso-
line-powered vehicles don’t have. “Our
strategy is to reduce pollution and
reduce national fuel consumption,” said
Yasser Gaber, the ministry’s spokesper-
son, on a TV talk show in April. “These
aims can be achieved when Egyptians
buy electric cars.”

A New Product
The idea of putting an electric motor in
a mass-produced car first appeared
with Toyota’s Prius in 1997,
however, it worked in
tandem with a gaso-
line engine. The
first fully elec-
tric mass-pro-
duced passen-
ger cars arrived
in 2008 with
the Tesla
Roadster. Since then,
the technology has become
more efficient and cheaper, resulting in
the Nissan Leaf in 2011, which was the
first affordable all-electric car. Others

followed, including BMW and Jaguar,
offering models appealing to a wide
range of buyers. Worldwide, electric
cars accounted for 1 percent of all auto
sales (1.2 million units) in 2017, accord-
ing to the Global Electric Vehicle
Market Outlook 2018 report pub-
lished by Frost & Sullivan. It projects
sales will be 1.6 million this year and
will top 2 million in 2019. 

Globally, one obstacle is the compara-
tively high cost of electric cars.
However, according to a report by
Bloomberg New Energy Finance,
between 2015 and 2025 the cost of man-
ufacturing batteries will drop by 67 per-
cent due to improved technology and
higher demand. Moreover, the cost of
manufacturing electric cars is expected
to decline 40 percent by 2025, according
to the report. 

Still, few governments have policies
to promote electric car sales. According
to the World Economic Forum, coun-
tries that want to phase out the sale of
new petrol and diesel powered cars

starting in 2025 include the U.K.,
France, Norway, and the Netherlands.
China, on the other hand stands out as
the source of 48 percent of all electric
cars sold worldwide. The McKinsey
Electric Vehicle Index report published
July 2017 noted, “China’s lithium-ion
battery-cell players now account for
about 25 percent of global supply.”
Furthermore, a survey conducted in
2017 by Green Car Report showed that
58 percent of its population are interest-
ed in buying an electric vehicle, the
highest percentage worldwide. All these
factors allowed the country to adopt a
positive-reinforcement approach, giving
$9 billion worth of various incentives to
its auto manufacturers to invest in new
battery and electric motor technologies.

Petrol vs. Electric
Egypt’s ongoing reduction of energy
subsidies could play a key role in the suc-
cess of electric cars. Electricity and
petrol prices have been increasing since
reforms began in 2014. Electricity prices
jumped as much as 300 percent by 2017.

This year, electricity prices
have increased an

average of 26 per-
cent. According
to Electricity
M i n i s t e r
M o h a m e d
Shaker, it is the
smallest rate

Auto Dealers Bet on  
Electric Cars in Egypt
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increase since the subsidy initiative
began.  

Meanwhile, the most popular octane
92 petrol at the pumps increased by 159
percent since 2014 when it cost EGP 2.6
per liter. The annual rate of increase
averaged 39.75 percent up until 2017. In
2018, the increase was just under 35 per-
cent. Tarek el Molla, the minister of
Petroleum and mineral resources, said
during the announcement of the 2018
hike that the increase percentage will go
down from hereon in until fuel subsidies
reach zero in 2022.

The Hyundai Ioniq, a small electric
family sedan sold in Egypt, can travel
approximately 10 kilometers per kilo-
watt hour, according to the car’s owners
forum. That translates to EGP 1.45
based on the highest electricity con-
sumption category. Alternatively, a
Hyundai Elantra, a similarly sized car
with a 1,600 cubic centimeter engine,
can officially manage 15 kilometers per
liter, meaning it would cost EGP 4.5 of
92 octane fuel to travel the same 10 kilo-
meters. 

However, based on road tests of vari-
ous electric vehicles in car shows and
specialized magazines over the years,
the range of electric cars is highly sensi-
tive to how aggressively they are driven.
According to a four-year study titled
TripEnergy, for the Nissan Leaf, 74 miles
is the median range – based on driving

patterns, only half the cars on the
road in the U.S. would be able

to travel this far per tankful.
Moreover, it is unclear

whether the govern-
ment will set a sepa-

rate electricity rate
for charging sta-
tions. However, it

noted current electric
cars can get through the day on

a single charge assuming the dri-
ver is not racing the car. “We

found that, given how people are
driving across the U.S., 87 percent of

cars on an average day could be replaced
with a current-generation, low-cost
electric vehicle, with only once-daily
charging,” the study noted.   

Local Offerings
In Egypt, the MTI announcement was
incentive enough for Mohamed Badawi
to establish Revolta Egypt, the country’s
first and only company that solely
imports electric passenger cars. It sells
the Nissan Leaf, Hyundai Ioniq, and Kia
Soul EV, as well as high-end Tesla mod-
els. “The used versions are about 50 per-
cent less expensive,” says Badawi. The
oldest cars currently on sale are 2015
models, as per the MTI executive regu-
lation document. Interested buyers fill
out an online reservation application
and are contacted once their choice is in
stock.  

Meanwhile, Egyptian Automotive,
authorized dealer for Volkswagen, plans
to introduce the e-Caddy, which can
seat seven people, and e-Crafer, which
seats 11 to 24, next year. “We are work-
ing in line with the government’s strate-
gy of reducing the country’s demand for
petrol,” says Mohamed Mourad, head of
Volkswagen’s commercial division in
Egypt. “The opportunity for us is that
the New Administrative Capital and
other new cities are designed from
scratch with the right infrastructure for
electric cars.” Meanwhile, Bavaria Auto
Group, official dealers of BMW, plans
to launch an electric model within a
year, as reported by local media. No
details were available. 

Finally, an anonymous source from
Ezz el Arab Automotive Group, autho-
rized dealers of Volvo, was quoted in Al
Mal newspaper in June saying the com-
pany wants to introduce hybrids, rather
than fully electric models. 

Sticker prices will have a huge role
to play in determining the success of
electric cars. For example, a used all-
electric Nissan Leaf, a small-family
hatchback on the Revolta Egypt
website starts at EGP 675,000. The
top-of-the-line Nissan Qashqai, a
midsize SUV, costs EGP 464,000.
As for used cars, the Revolta Egypt
website states that prices of used
electric cars start at EGP 390,000
but doesn’t mention further details,
at the time of reporting.

Customer Incentives 
To make it easier to buy electric cars,

several banks are talking about develop-
ing a new category of loans. “Some
banks are already taking on a lot of risk
by financing used petrol-powered cars,”
says Ahmed Abdel Meguid, head of
credit at Arab Investment Bank.
“Electric cars are much less risky
because they don’t require as much
maintenance as conventional cars, and
there is much less to go wrong with
them.” Furthermore, he believes electric
cars will be big business as fuel prices
continue to rise and customers are more
aware of the fuel consumption and
maintenance benefits. 

Badawi notes Revolta Egypt has a
maintenance agreement with
Volkswagen dealers and is negotiating
deals with GB Auto (Hyundai) and
Nissan dealerships. “From a mainte-
nance perspective, electric cars and
their petrol counterparts are not so dif-
ferent. Mainly, it is in their propulsion
systems,” says Badawi. “They more or
less have the same body panels, brakes,
suspension, tires, and everything else.” 

To boost its sales, Revolta Egypt
offers buyers a one-time free initial
charge and discounted recharging rates
for a limited time. “We are looking at
how Jordan did it. They are the pioneer-
ing and biggest market in the region for
electric cars,” says Wael Yousry, Revolta
Egypt’s head of marketing. In addition,
the company is negotiating an exclusive
financing agreement with Commercial
International Bank, according to
Badawi. 

Overcoming Challenges 
The Ezz el Arab decision to focus on
importing hybrids highlights a major
obstacle facing daily use of electric cars
in Egypt: the lack of a nationwide charg-
ing stations. “I think the presence of a
sufficiently large infrastructure will play
a major role in sales of electric cars,” says
Abdel Meguid. The range between
recharges in electric cars is relatively
limited. According to Badawi, models
available in Egypt can travel 180 to 600
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kilometers between charges. A conven-
tional locally sold VW Golf powered by a
1.4 TSI engine can travel 620 kilometers
to a tank, according to official figures. To
ensure potential drivers of electric cars
don’t shy away due to range anxiety,
Badawi says, “the ultimate aim is to have
charging stations every 100 kilometers.”

Another problem is long charging
times, compared to refueling. Badawi
explains that a fast charging port can
take upto 30 minutes, while a standard
wall outlet can take up to eight hours.   

Since February, Revolta Egypt has
built 30 charging stations at Watanya
petrol stations (at time of reporting),
including normal, fast, and ultra-fast
charging. They are located in Greater
Cairo, throughout the Cairo-North
Coast highway, the Red Sea coast, at
Marina Resort in Alamein city, Port
Said, and Suez. Ultra-fast charging tar-
gets high-end cars such as the Tesla
Model S and Jaguar iPace, while fast-
charging stations are suitable for almost
all electric cars, according to Yousry. By
the end of the year, the company plans
to have 65 stations in seven gover-
norates. “We are focused on having
these charging points in malls, public
parking spaces, and facilities where peo-
ple can park for a good chunk of time,”
he says. The bigger challenge is to have
enough ports near apartment buildings
for overnight charging.  

Legislative and logistical challenges
also exist. Mohammad El Ghazaly
Harb, marketing and product manager
at BMW Egypt, told Egypt Oil & Gas

magazine it took his company two years
to get approval to import an electric
BMW. “We started this project in 2016
with training and preparation in order
to bring the car here. We still have chal-
lenges such as registration, incentives,
and taxes, because these aspects are not
settled,” he said. Badawi also cited prob-
lems when  importing the first equip-
ment and electric cars, adding that sub-
sequent shipments went more smooth-
ly after the MTI intervened. 

The Next Big Thing?
In the end, electric cars successfully pen-
etrating the Egyptian market depends on
their acceptance by potential buyers. “It
needs effort to educate everyone about
what is unique about e-cars and why
should we switch to them. It is not
another car with different options. It is
the whole concept of convincing cus-
tomers why they should shift to electric,”
says Harb, pointing to government subsi-
dies or other incentives as a way forward. 

On the other hand, businesses first
have to invest in importing electric cars
and building a far-reaching charging
infrastructure, then be patient as con-
sumers become more aware of the poten-
tial benefits of making the switch. Buyers
also must see for themselves the spread
of charging stations along roads they use
and places they visit, as range anxiety
coupled with the possibility of having to
stop for a few hours to charge from a
home socket will make many turn away
from electric cars no matter how inex-
pensive they are to operate. ■
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Would you buy an electric car
if charging stations were conve-
niently located?

I actually ordered one and I am
expecting it sometime towards the
end of this year or early next year.
The electric station is close to where
I live. However, I am keeping a con-
ventional car in the house just in
case something happens to the new
one. It is new technology, even by
international standards, so I am not
taking any chances that it would
unexpectedly breakdown, or for the
power station to be out-of-order.    

Sara Kamal, 36, banker

Yes, if I could afford them. As far as I
understand abroad they are generally
more expensive than conventional
cars, I see no reason why the same
wouldn’t be true here. In many ways
they are the future of cars, and the
technology side appeals to my inner
geek. Also I use my car often, so any
savings on my fuel bill will always be
welcomed.  

Tarek Sobhy, 28, public relations 

This is the first time that I heard that
there are electric cars and fill-up sta-
tions in Egypt. I drove one in
Holland, and it was an amazing expe-
rience. However, I am not sure that
Egypt is ready for them. I mean, if
their importers were so confident
that the country is ready, they would
have advertised more aggressively. 

Karima Sobhy, 48, business owner

Even though they would save money
when refueling, I wouldn't buy one.
Personally I have always bought cars
that are popular in Egypt. Their
depreciation is not very steep, so I
don't have to fork out too much on
my next car. Also, I think overall I
will save much more if I buy a cheap-
er petrol car with mild depreciation
than I would if I bought an expensive
electric car that is energy efficient. 

Yassin el Gammal, 28, 
call center agent
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Standing under the scorching sun
at his factory in Addis Ababa,
Alaa el Sakaty is ebullient. Four
years after he opened the plant

in Ethiopia to manufacture power trans-
formers, the Egyptian chairman and
CEO of PackTech group has seen his
business grow by 25 percent since its
launch. He has employed thousands of
Ethiopians and hopes to expand in the
country. However, el Sakaty has some
concerns. “Ethiopia is a very good place
for any investor, but it is never easy,” he
says. “There are real opportunities, but
there are uphill challenges as well.” 

Ethiopia has been an increasingly
attractive investment destination main-
ly due to its infrastructure and agricul-
tural development. According to data
released by the Ethiopia Investment
Commission late last year, annual for-
eign direct investment (FDI) increased
from $814.6 million in fiscal year
2007/2008 to $4.17 billion in fiscal year
2016/2017.

Furthermore, the United Nations
Conference on Trade and Development

reported last year that FDI in Sub-
Saharan Africa was $45 billion in 2017,
compared to $29.5 billion in 2010, citing
the “continent’s strong economic
growth, ongoing economic reforms, and
high commodity prices, which had
improved investor perceptions of the
continent.”

Looking to Ethiopia
President Abdel Fattah el Sisi encour-
aged Egyptian businesses to invest in
the region during an Africa investment
forum in Sharm el Sheikh late last year.
The president announced that Egyptian
businesses invested more than $1 billion
in Sub-Saharan countries last year,
bringing total investments to $9 billion.
Moreover, during his meeting with the
new Ethiopian Prime Minister Abiy
Ahmed last March, el Sisi estimated
Egyptian investments in Ethiopia dur-
ing 2017 at around $750 million, with
trade between the countries totalling
$170 million, according to a report by
the African Research Center at Cairo
University.

The center’s data shows 137 compa-
nies operating in Ethiopia, carrying out
22 projects in energy, cables, agriculture,
construction, and education.

Elsewedy Electric invested $50 mil-
lion in 2009 in Elsewedy Cables
Ethiopia PLC, the country’s first cable
manufacturing plant. Arab Contractors
carried out projects in Ethiopia valued
at $111 million through two stages of the
Nairobi-Addis section of the Cairo-
Cape Town road project.

Ethiopian Efforts
In 2011, Ethiopia announced it would
build the Grand Ethiopian Renaissance
Dam on the Blue Nile river to generate
more than 6,000 megawatts of electric-
ity. However, the dam has raised con-
cerns in Egypt and Sudan that it will
reduce their share of Nile water.

“It is evident that the Ethiopian gov-
ernment is dealing cautiously with
investors from neighboring countries,
fearing plots to impede its development
projects, particularly the $4 billion
Grand Ethiopian Renaissance Dam,”
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says Sally Farid, head of the African
Research Center. “The Ethiopian gov-
ernment always makes statements
about encouraging Egyptian business-
men to invest in Ethiopia. But on the
ground, some Egyptian projects have
been delayed, and many Egyptian
investors face bureaucratic challenges.” 

In 2015, Elsewedy Electric proposed
establishing an Egyptian industrial zone
in Ethiopia, and the government started
to take steps to allocate land for
Egyptian investors.

The planned zone would cover 2 mil-
lion square meters and house 300 facto-
ries including wood, oil, plastics, power
transformers, cables, medicine, agricul-
ture, petrochemicals, and food commodi-
ties. It is expected to attract $100 million
in investment during its first phase alone.
The project was paused several times and
its status remains unclear.

Since 2015, the Ethiopian government
has been reviewing its Commercial
Code for the first time in 50 years. The
first draft of the code was released in
2016, but still has not been adopted.
Areas targeted for review include busi-
ness taxes and registration.

A 2016 World Bank report showed
that Ethiopia has performed better than
its sub-Saharan peers in contract
enforcement and dispute settlement,
ranking second after Uganda. In 2017,
the Ethiopian Investment Commission
established a Doing Business in
Ethiopia committee to facilitate dia-
logue with foreign companies to identi-
fy obstacles to trade and investment.

In January, Egyptian and Ethiopian
investment ministers agreed to establish
a joint investment council to promote
economic cooperation. By July the
Central Bank of Egypt had similarly
hosted meetings for high-level delega-
tions from Egypt, Ethiopia, and Sudan
to discuss the establishment of an
investment fund to finance develop-
ment and investment projects.

Fears of Instability
It is not just bureaucratic procedures
and time-consuming paperwork that

scare away some Egyptian investors, el
Sakaty explains, it is also a foreign cur-
rency shortage crisis and political insta-
bility. “Since 2014, I have been strug-
gling with the problem of sending my
profits back home due to severe hard
currency shortages and high transaction
costs,” he says.

In 2014 el Sakaty invested EGP 35
million (about $5 million then) to estab-
lish his transformer plant, which he fol-
lowed by a $10 million investment in an
office furniture factory in 2016.

“In Ethiopia, access to hard currency
is the biggest headache for foreign busi-
nesses. Sometimes I face delays in for-
eign currency supply of more than six
months which causes slowdowns in
manufacturing,” el Sakaty says, adding
that transferring his money to Egypt
requires maneuvering a lot of “red tape.”

The International Monetary Fund
announced in January that Ethiopia’s for-
eign currency reserves stood at $3.2 bil-
lion at the end of the fiscal 2017. In April,
the prime minister said his country’s hard
currency crisis could last for years.

However, Magdy Tolba, chairman
and CEO of Tolba Group, stresses that
such statements are harmful only in the
short and medium terms. “In my opin-
ion, businesses will not be affected in
the long term, as Ethiopia’s investment
and economic outlook looks promising
and high economic growth rates would
help ease these shortages,” he notes.

Shokriya Deraz, chairman of Aerojet
Company for Land Reclamation,
believes many investors have fears about
political instability in the country. “Land
dispute is a major issue in Ethiopia,” she
says. “The government’s push to lease
large swaths of land to foreign investors
to create jobs and infrastructure devel-
opment has displaced thousands of peo-
ple. That creates a lot of unrest.”

In 2016, when anti-government
demonstrations flared after the deaths
of 55 people at a festival-turned-
protest, foreign companies suffered
millions of dollars in damage while 11
factories were burned and seven flower
farms damaged.

Furthermore, el Sakaty argues the
Ethiopian government’s heavy involve-
ment in most economic sectors is
another challenge. “The government
there widely controls the services sector
and does not allow foreign ownership of
banking, insurance, or financial ser-
vices,” he says. “That limits the room for
growth of the private sector and foreign
businesses.”

Future Prospects
Taking such challenges into considera-
tion, some Egyptian investors remain
optimistic about future business rela-
tions, after leaders of the two countries
met in June and vowed to resolve issues
involving the Ethiopian dam.

Tarek Hassan, owner of an import and
export company with dealings in
Ethiopia, is optimistic about the new
Ethiopian prime minister, adding that
Egyptian-Ethiopian economic ties can be
significantly boosted if the two countries
push ahead with a political settlement.

“I believe that the new Ethiopian
prime minister is different from his
precedents with being open to all kinds
of investors, including those from coun-
tries with which Ethiopia is at odds.
Such an attitude bodes well for future
economic relations,” Hassan says, not-
ing the recent example of Ahmed’s deci-
sion to accept the 2000 peace agree-
ment, ending a 20-year deadlock with
Eritrea. Further adding to his point,
Hassan highlights Ahmed’s decisions to
release thousands of prisoners, open
state-owned companies to private
investment, and eased government con-
trol of the media as clear signs of the
improved investment climate.

Hassan believes those who invest in
Ethiopia can expect to yield outstanding
profits as the government is willing to
attract foreign investment to move
ahead with its strategic development
plans. “Investing in any country has its
own challenges, and risk is required of
any investor,” he says. “What I am sure
of is Ethiopia is no longer sitting on the
sidelines. Opportunities there are real,
and the buzz is real.” ■
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As political instability subsides, the public and private sectors have joined forces to woo back tourists
from established markets. Is it working? 

By David Wood

Tourism Recovery

Are we There Yet?
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“Is Egypt safe? Does your company still operate Nile
cruises?” In recent years, such questions flew thick
and fast from customers of Philip Breckner, com-

mercial director of the U.K.-based travel agency Discover
Egypt, who has decades of experience running tours.
“There is a lack of positive perception in the public arena
about Egypt,” Breckner says.

Once a shining star of the Egyptian economy, the
tourism industry has been battered to varying degrees
since the 2011 revolution. The travel and hospitality sec-
tor represented 19.5 percent of gross domestic product in
2007, with the number of foreign visitors reaching an all-
time high of 14.7 million in 2010, according to an Oxford
Business Group (OBG) 2018 report titled “Egypt Sees
Growth in Visitor Numbers and Tourism Revenue.”

These impressive contributions nosedived with the
onset of political instability and a series of high-profile
attacks on tourists. The Egyptian military mistakenly
killed 12 people, most of whom were Mexican visitors,

during a September 2015 air raid in the Western Desert.
The next month  a Russian charter plane exploded in
midair after taking off from Sharm el Sheikh International
Airport, causing several European countries to impose
travel bans.

After this turmoil, 2016 emerged as an annus horribilis
for Egyptian tourism. The OBG report says the number of
foreign arrivals sank to 5.4 million as revenue plummeted
to $3.4 billion. That was a 44.3 percent decline from the
previous year’s financial take and a mere 27.2 percent of
the level of tourism revenue in 2010. Since then, the sec-
tor has rallied, with 7.5 million foreigners touching down
in Egypt last year. Most travel bans have been lifted,
though Russia and the U.K. still prohibit direct flights to
the Sinai Peninsula.

Nonetheless, Breckner believes the Sharm el Sheikh plane
crash continues to deter the once-thriving crowd of British
visitors. “If you go into an English pub and ask about
Egypt, most people will say ‘Sharm El Sheikh,’” he says.
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The government has dedicated
extensive resources to restoring
Egypt’s tourism to its pre-revolution
glory days. First and foremost, it has
spent heavily on marketing cam-
paigns designed to improve percep-
tions of Egypt abroad and lure visi-
tors from established markets. These
promotional exercises have drawn a
mixed response. Some praise the
advertisements for promoting the
country’s wide variety of attractions,
while others argue the initiative has
not successfully addressed a main
concern of tourists: safety.

Reassuring Established
Markets
“We need to enhance the perception
of visiting Egypt,” says Amr Badr,
manager of luxury travel agency
Abercrombie & Kent Egypt. “We
need to show it is safe to do.”

The government has worked to
make Badr’s aspiration a reality. The
Ministry of Tourism spent $68 mil-
lion on the high-profile “This is
Egypt” campaign, which combined

slick video ads with a social media
presence aimed at showing the “real”
Egypt. The government also ran ads on
American news channel CNN.

Communicating with tourists
from the Middle East required a dif-
ferent approach, according to
Iskander Farid, executive manager
of a Gezira Travel company. The
2014 Wahshtona (“We Have Missed
You’) and 2016 Misr Orayeba
(“Egypt is Close”) campaigns target-
ed Kuwait, Saudi Arabia, and the
U.A.E., appealing to shared Arab
heritage and geographic proximity.
“Egypt is Close” featured a five-
minute song encouraging listeners to
again experience Egypt’s range of
attractions.

The marketing drive has not slowed
under Rania el Mashat, the minister
of tourism, and Sahar Nasr, the min-
istry of investment and international
cooperation. Egypt was an official
sponsor of the 2018 World Cup in
Russia, pushing both leisure and busi-
ness opportunities under the tagline
“Egypt - Experience and Invest.”

Badr believes these prominent
advertising efforts have helped
redress the reputation damage suf-
fered by the Egyptian tourism
industry and credits ancillary out-
reach programs, including stalls at
international trade shows and
exhibits of Egyptian antiquities
overseas, with contributing to last
year’s resurgence. “When you look
at the number of tourist arrivals [in
the past year] and you see it is on
the rise, that means something right
is happening,” he says.

Haitham Nassar, a former board
member of the Egyptian Tourism
Federation, agrees “This is Egypt”
worked well from a marketing
standpoint. He adds, however, that
some investors from the Red Sea
region criticized the initiative for
not focusing on their important
market. Nassar endorses the
approach taken by “This is Egypt,”
which showcased the country’s
attractions more generally rather
than zooming in on already thriving
areas. 
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“If you neglect an area, it will
die,” says Nassar. “Just because
Sharm el Sheikh has not been on the
map recently for Russian and British
tourists, does that mean we should
stop promoting it?”

Missing the Mark?
However, the marketing campaign
has not drawn universal praise, with
industry experts outside Egypt ques-
tioning whether it sufficiently
addresses safety concerns. “There is
no point in spending all this money
on high-profile campaigns telling
people how nice Egypt is, if you
walk into a travel agency in London
and the agent says, ‘Oh, I’m not sure
if it’s safe to go there,’” says
Breckner.

Breckner says the government
should do more to educate travel
industry professionals in foreign
countries, helping them provide
accurate information about Egypt.
“If you were to survey 20 to 30
travel agencies in the U.K.,” he
says, “you probably still wouldn’t

get a positive feel about Egypt,
unfortunately.”

Breckner is not alone in suggesting
that Egypt’s promotional campaigns
address the security situation more
directly. Eric Monkaba, founder of
Cairo-based travel company
Backpacker Concierge, told The
Guardian in 2014 that Egypt should
resist a marketing approach of
putting “pretty pictures in front of
people” to allay safety concerns. He
compared the relative lack of danger
for visitors to Egypt with Kenya,
where at the time people were “liter-
ally throwing grenades at tourists.”

Jenny Gray, regional manaer for
an Australian travel company, tries
to provide an honest assessment of
risks to customers. “Each of us has a
different level of risk that we’re
comfortable with,” she says. “It is
important that travelers are well-
informed by reliable sources and
make the right decision for them.”

Nassar argues that marketing
campaigns like “This is Egypt”
rightly emphasize the positive

aspects of Egypt, including its
breadth of experiences. An element
of the national security threat owed
to the “rocky situation” in the
Middle East as a whole, he says, a
situation over which Egypt has lim-
ited control. Nassar is satisfied the
government has done as much as
possible to allay security fears with-
in the country.

According to Nassar, Egypt still
needs to compete actively with other
tourist destinations rather than sim-
ply relying on assuring potential vis-
itors they will be safe. In the past,
Egypt lost market share to nearby
competitors by being satisfied with
“what [it] had” in terms of attrac-
tions. “Egypt is a unique country
that has a lot to offer to tourism, but
you need to educate the new genera-
tion,” he says.

Farid concurs, adding that travel-
ers must be convinced that Egypt
overall is an attractive place to visit.
“Tourists will usually have three or
four [destination] options over the
next five to 10 years,” he said.
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“Visiting Egypt is not like [attend-
ing] the World Cup - you can go
another time.”

Connecting With
Travelers
The government also has used
celebrities to shape the perception of
Egypt. For example, actor Morgan
Freeman participated in the “This is
Egypt” campaign, demonstrating he
was comfortable visiting the coun-
try. Cheerful photos of actor Will
Smith at the Egyptian Museum also
received heavy publicity last year.

Celebrities still wield significant
influence over consumers, according
to a University of Southern
California study published in
January, but tourism in particular is
well-suited to targeting “micro-
celebrities” like travel bloggers. This
is because travelers often rely on
word-of-mouth when deciding
where to go on vacation.

The study found popular “social
influencers” have a greater sense of
connectedness to their followers on
platforms like YouTube, Instagram,
and Facebook than world-famous
stars, whose identities are defined by
exclusivity. This means countries
can improve their image online by
effectively marketing to social media
personalities. For instance, local
media reported that New Zealand’s
appeal to Chinese tourists after its
2012 appointment of Yao Chen,

“China’s microblogging queen,” as a
brand ambassador.

Nassar says the Egyptian Tourism
Federation takes advertising through
social influencers very seriously; he
credits social media as “number one
now” in terms of marketing impor-
tance, ahead of traditional mediums
like television and magazine advertis-
ing. According to Nassar, the federa-
tion has invited popular travel blog-
gers to visit Egypt, creating tailored
programs for each depending on their
focus. This gives the federation a
chance to show influential social
media personalities “what we have.”

A glance at YouTube highlights
the potential for social media to
change perceptions of the security
situation in Egypt. Jordan Taylor, an
American woman who curates a
video blog (vlog) called Travellight,
made several videos about her
months-long trip to Egypt. Upon
leaving, Taylor choked back tears
and told her followers: “The worst
thing that happened to me in Egypt
is that I had to leave.” She added
that as a woman traveling alone, she
never felt unsafe.

Travellight has more than 227,000
subscribers, and “The Worst Thing
That Happened to Me in Egypt”
video has more than 400,000 views.
One woman’s post on YouTube said
Taylor’s video convinced her to put
aside her fears and visit Egypt - a
comment that received more than
1,000 likes.

The University of Southern
California study, however, advised
caution when it comes to paying
social influencers for endorsements.
Taylor’s vlog is especially powerful
because it feels authentic; but fol-
lowers may be less inclined to trust
online content that feels like a paid
commercial.

Broadening the Base
The Ministry of Tourism hasn’t lim-
ited its outreach efforts to Western
markets. According to Nassar, the
public and private sectors alike have
campaigned heavily in huge growth

markets like India
and China, which

have rising stan-
dards of living.

The Egyptian

To u r i s m
Federation,
he says,
expanded
advertising
and offered
incentives in
China as a way to
mitigate the loss of British and
Russian tourism following the
Sharm el Sheikh crash. 
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These efforts have started to bear
fruit, according to the former chair-
man of the Egyptian Tourism
Authority, Hesham el Demery. On a
marketing tour of India, he told
local press that Egypt welcomed 30
percent more Indian tourists in May
2017 compared with the previous
year. The OBG report found a 94
percent year-on-year increase in visi-
tors from China in the first five
months of 2017. These new markets
led OBG to conclude that Egypt will
be less dependent on traditional
sources of tourists in the future.

Nassar admits Chinese and Indian
tourists won’t offset the loss of
arrivals from Russia, which had
reached 3 million per year, even

t h o u g h

Moscow resumed direct flights to
Cairo in April. “If you can diversify
the source of business, you will defi-
nitely improve the tourism indus-
try,” he says.

Egypt also has broadened tourism
options, hoping to attract a more
varied cross-section of tourists. The
government sponsored the “Tour ’n’
Cure” initiative, which invited med-
ical tourists to visit Egypt for treat-
ment of hepatitis C. Last year, Pope
Francis attended an international
peace conference in Cairo, laying the
foundation for a revival of religious
tourism.

According to Nassar, these efforts
follow broader industry trends, as
travelers demand more variety. He
cites recent figures indicating that
“cultural tourism,” such as classic

attractions like the Giza Pyramids
and Luxor, account for only

12 percent of the global
tourism market. “When

a family comes to
visit the mask of

Tutankhamun,
we need

to give them something to do once
they leave the museum,” he argues.

Keeping Calm
Industry experts interviewed are
generally bullish on the prospects of
tourism in Egypt. Badr, of
Abercrombie & Kent, predicts visi-
tor arrivals will return to the hal-
lowed 2010 levels by the end of this
year. Breckner notes that “Discover
Egypt” has fielded fewer questions
about the security situation this year.

Of course, Egypt’s most potent
marketing tool is keeping the coun-
try safe. Badr believes the govern-
ment can achieve this not only by
improving security procedures, but
also enhancing the quality of every-
day life, making demonstrations and
civil unrest less likely.

In the meantime, the tourism
industry will continue trying to
quell reflexive, negative reactions to
traveling to Egypt. If this message
can be conveyed even more effec-
tively - especially by augmenting
large-scale campaigns with more
targeted initiatives abroad and
online - then the great monuments
of Egypt may soon end their period
of relative loneliness. ■
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“
Because one is not enough at
New Capital,” the red letter-
ing tells weary Cairo com-
muters in sweltering bumper-

to-bumper August traffic. The bill-
board has no images, a stark contrast
to most beachy real estate marketing
campaigns promising an idyllic life.  

Despite the abundance of property
promotions promising an escape from
Greater Cairo’s 23 million people,
commercial real estate doesn’t seem to
factor into the commotion. But with
the crowded capital area projected by
State Information Services to reach a
population of 40 million by 2050, the
government has pledged to redefine
Egyptian urbanism with the New
Administrative Capital (NAC). And
attracting businesses will be a crucial
factor in the new city’s success. 

The city’s master plan highlights its
magnitude, covering 700 square kilo-
meters of desert, an area approaching
the size of Singapore. Located 45 kilo-
meters east of Cairo, the new capital
promises security and connectivity
punctuated by lush grounds and a
“green river,” an open-water and land-
scaping concept that would dwarf
New York’s Central Park. It would
snake around an expo center, a 4-
square-kilometer theme park, hotels
with a combined 40,000 rooms, 21
residential districts, 4.2 million square
meters of retail space, and a $1 billion
medical city. Furthermore, plans

include a diplomatic

quarter for 100 embassies, 1,250 reli-
gious buildings, including the country’s
biggest church, a dozen universities,
and an opera house. 

“We are talking about a world capi-
tal,” Prime Minister Mostafa
Madbouly, who also serves as minister
of housing and urban development,
told investors at Sharm el-Sheikh in
2015 when the project was unveiled at
the Egypt Economic Development
Conference.

Moving to the City
The government plans to begin mov-
ing administrative offices into a new
parliament complex and dozens of
ministerial buildings in the second half
of next year, with the Supreme Court
and the central bank in tow, Amwal Al
Ghad reported in July.

According to the NAC website, the
government aims for 5 million profes-
sionals to follow. To entice the business
community to snap up pricy plots from
real estate companies, the
Administrative Capital for Urban
Development, a joint venture between
the Armed Forces Engineering
Authority and the New Urban
Communities Authority (NUCA),
plans a Chinese-built commercial cen-
ter with more than a dozen high-rises
and a business district with the tallest
skyscraper in Africa. 

Foreign embassies were notified in
May that they have been allotted space
in NAC’s diplomatic section, according

to embassy sources. An official at the
British Embassy, who requested
anonymity, says it is still too soon to
make any decisions regarding a move,
as dates could change. Other
embassies confirmed they have no def-
inite plans to relocate.

The wait-and-see position is not sur-
prising, since many construction pro-
jects are not expected to be completed
before 2022. 

While a $3 billion business district is
planned to be a central component for
attracting professionals, government
negotiations between China Fortune
Land Development Company (CFLD),
which intends to finance 20 skyscrapers
on 15,000 acres over 25 years – a $20
billion investment – have not been com-
pleted. Enterprise cites negotiations on
the distribution of sales revenue as the
reason. “All I can say is that we are in
the last stage of negotiations and hope
this will be settled soon,” Allen Ma,
president of CFLD Egypt, told
Bloomberg in March. Madbouly met
with a delegation from the China State
Construction Engineering Corp.
(CSCEC) on Aug. 2nd to discuss the
business district, noting that “construc-
tion has started and I expect to see the
Chinese miracle on the ground,”
according to Ahram Online.

The government wants the project
completed as soon as possible,
Madbouly told the delegation, which
included the Chinese ambassador. Last
month, Chang Weicai, CEO of

In Focus
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Investing in the New Administrative Capital

Developers are offering commercial real estate for everything from a medical city to a central retail
district. Are businesses biting yet?

By Leah Bremer 

InFocus_InDepth.qxd  9/3/18  7:34 PM  Page 2



•39

CSCEC, told China’s Xinhua newspa-
per that construction is scheduled to
take three and a half years. 

Business owners looking for an
opportunity to invest in the future of
Egypt will find that most commercial
properties listed on websites like prop-
ertyfinder.eg are still off-plan, meaning
they are sold prior to construction. A
110-square-meter commercial space
goes for EGP 2.5 million to 4 million,
with many companies offering a 10
percent down payment and 10-year
installment plan. Delivery dates on
commercial properties usually are not
listed, but Midtown Condo Mall’s
retail offerings listed on location-eg.net
promise delivery in 2022.

Despite interest levels in commercial
properties, developers continue to
announce their launch plans. Master
Group said in early August it would
break ground on its flagship project,
The City Park, later the same month.
The Egyptian real estate developer told
Amwal Al Ghad its EGP 6 billion
investment will cover 63 feddans of
luxury residential units, a commercial
mall, medical center, club building, and
kindergarten.

According to real estate and invest-
ment management firm Jones Lang
LaSalle Inc. (JLL), developers are expe-
riencing strong sales for their projects,
with fast-track construction increasing
investor confidence. In their latest
Cairo Real Estate Market research
report, the firm singled out Talaat
Mostafa Group as leading one of the
New Capital’s most exciting projects,
called Celia New Capital, a 2 million-
square-meter all-inclusive community
in the Green River district. The project
boasts luxury villas with smart home
systems, duplexes, and apartments, all
surrounding The Village, a commercial
and entertainment center.

Commercial Property
on the Rise
While retail space is essential for these
shopping hubs within residential com-
pounds, JLL’s country head in Egypt,
Ayman Sami, says current interest is
geared more toward office space, as
retail was hit by the devaluation of the
pound. “Retailers have been suffering
as prices doubled, which slowed down
expansion,” he says. “Until recently,
plans were on hold, but retail is
rebounding and will overtake office
space in terms of interest.” 

In addition to shopping in residential
areas, Sami notes the importance of the
Central Business District for commer-
cial real estate. “Outside of the resi-
dential areas, there will be many retail
opportunities with the Central
Business District,” he says. The area
will include residential, administrative,
commercial, and service towers,
including a 385-meter skyscraper pro-
jected to be the tallest in Africa.

While many developers focus on res-
idential real estate with complemen-
tary retail space, some are interested
solely in the commercial side.
According to a company statement,
Hometown Real Estate Development
has an EGP 1 billion administrative
and retail project situated on 7,000
square meters set to be completed in
two phases. It will include construction
of 10 administrative and retail build-
ings. Phase one of the project, named
Zaha, will include three commercial
floors and 40 shops between
50 and 175 square
meters, sales head
A h m e d
Mostafa told
Amwal Al
Ghad in late
July. The sec-
ond phase will

cover seven floors for total space of
14,000 square meters.

In mid-July came news that Dubai-
based property giant Emaar plans to
double its Egypt investments to EGP
100 billion over the next five years,
including a project in NAC covering
6.3 square kilometers with office
space, residential units, and a recre-
ation zone. Emaar Chairman
Mohamed Alabbar told Al Mal news-
paper at a press event in the North
Coast that he expected negotiations to
wrap up within two months. 

Other than luxury villas and malls,
medical facilities also are a focus of the
government. Then Health Minister
Ahmed Emad Eddin said in February
the ministry intended to develop a
smart, integrated medical city that will
include three hospitals. The health city
would be part of the Ministry of
Housing plan to have 600 modern
medical facilities in the new capital.
Egypt Care plans an EGP 15 billion
medical city, Chairman Hassan Al
Kalla told Enterprise in late April.

Kalla said Capital Med City would
take five to seven years to complete in
four phases. When finished, there will
be 2,000 hospital beds, a trauma cen-
ter, 11 specialized medical centers, and
a hotel, according to Enterprise.

“I would move,” says Ahmed Shawir,
a dentist in private practice. “It is
expected to be more organized and
have—at least at the beginning—less
pollution. I believe it would represent a
much easier life than here in Cairo. Of
course, to open a business there I would
have to move my home there as well,
which raises the issue of affordability.” 

Accessibility
Shawir expressed other concerns about
infrastructure and logistics. “I would
only consider
moving after
people begin to

Business Monthly - SEPTEMBER 2018

In Focus

InFocus_InDepth.qxd  9/3/18  7:34 PM  Page 3



38• Business Monthly - SEPTEMBER 2018

move there, given that my business relies on proximity to peo-
ple,” he says. “Of course, if I move there would be a transition
phase when my patient numbers drop and then slowly begin to
climb back up again.” 

To help ease fears, the government is building a network of
wide roads to connect Greater Cairo to the New Administrative
Capital, which will be accessible from the north via the Cairo-
Suez Highway and the south from the Cairo-Al Ain Sokhna
Highway. Other plans include two new metro lines to connect
Cairo and Giza to the new capital by 2030, Hesham Arafat, the
minister of transportation, announced in May.

For some, like Said el Khouly, managing partner at Landmark
Textile, the logistics are too burdensome. “Our business is by
default labor intensive,” he says. “The decision to move would
be largely tied to proximity to well-populated areas. If I relocate
I would rather move to Obour or Salam cities, as I can always
find suitable labor there.”

His concerns partly stem from the fact that despite Cairo’s
metro line, which carries 4 million passengers a day, microbuses
are still the main form of transportation for commuters who
don’t own a car. “We send two microbuses to transport employ-
ees every day. Moving to the new capital would dramatically
increase my transportation costs,” says Khouly. “Currently,
transportation accounts for 25 percent of my total operating
costs, and moving that far would increase the cost and thus affect
my pricing.”

Ahmed Abdel Baky, managing director at InnoVision Systems,
which works on integration and technology solutions for the
utility sector, shares concerns about infrastructure. “My office is
in Sheraton Heliopolis, so moving there for me is more doable
than moving to 6th of October,” he says. “However, accessibili-
ty, utilities, and proximity to a stable set of services are all huge
hurdles. Labor, of course, is another huge issue.” 

Message Received?
Generally, business owners were cautiously open to the idea of
purchasing real estate in the new capital if certain criteria were
met. “It would depend on the offer and package of services,”
Abdel Baky says.

With many business relying on other businesses as either
clients or suppliers, owners likely will wait and see what hap-
pens in their B2B network. “Our clients are other businesses,
and in the current economic situation the decision to move and
bear the burden of additional costs may be unwise, especially
given how the behavior of business clients has changed,” Abdel
Baky stipulates.

Providing “the whole package” of services at competitive
prices for businesses is crucial to create enough incentive to relo-
cate. “Feasibility is a challenge,” Sami of JLL explains. “Prices
are not cheap, and it will not happen without the right traffic.” 

Sami notes that most activity now is in the 5th Settlement-
New Cairo corridor, where prices are more competitive and
logistics less challenging. “The interest is currently stronger in
areas close to highways,” he says. “But interest in the new capi-
tal should pick up later.” ■
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“
A common sight nowadays is bill-
boards stacked on top of each
other on any major road,” says
Michael Joseph, an aviation cor-

porate service manager. “It is too much
noise. I don’t even bother looking at
them anymore.” This scene didn’t exist
a couple of years ago, but it is one that
advertising agencies see as a natural
extension of the oversaturation of the
advertising market.

Mass advertising—commonly referred
to as above the line (ATL)—has
changed remarkably in the past
decade. “A while back, there were rela-
tively few ATL communication chan-
nels: television, print, and a little bit of
radio. They have evolved slowly, but
you always knew what worked,” says

Paul O‘Donnell, advertising agency
Ogilvy’s chairman and chief executive
officer for Europe, the Middle East,
and Africa. “You knew that if you
invested this much here, you would get
that much in sales.”

“I don’t believe there is any sophis-
ticated company that would tell you it
knows what works now,” he continues,
“Modern marketing dynamics is like a
game of Sudoku. There is a need to
constantly experiment to find out what
works, and even then it is still some-
thing that works for a relatively fleet-
ing time, because the audience and
channels always move on.”

Globally, the marketing industry is
experiencing saturation, with TV and
digital expenditures representing 36
percent and 37.6 percent, respectively,
of total advertising spending, accord-
ing to an article by Marketing
Interactive. While advertisers stress
that local patterns favor TV and

billboards, it is difficult to determine
precisely how much is spent on each.
Karim el Tawil, marketing and business
development director of Arma (a fast
moving consumer goods company -
FMCG) identifies the largest hurdle in
Egypt as the scarcity of quantitative
data. FMCG companies have their
own tools to assess the performance of
traditional mass media channels,
whether TV, outdoor, or radio. They
essentially end up with decades’ worth
of trends, helping them
to evaluate where and
when to invest.

Egyptian companies
had such tools for a cou-
ple of years. IPSOS, a
global market research
firm headquartered in
France, conducted audi-
ence research on differ-
ent television networks and made the
results available to everyone. However,
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a court ruling in July 2017 closed the
company’s office in Cairo. While the
court order was due to safety concerns,
many speculate the issue to be political
in nature, reported Reuters. While the
company still has a presence in Egypt,
it no longer produces such data.

Despite the lack of statistics, “cul-
tural insights are what ultimately mat-
ters when it comes to addressing the
issue of breaking through the clutter,”
says Patou Nuytemans, Ogilvy’s chief
executive officer for the Middle East
and North Africa region. “Every coun-
try is different. A company needs to
make sure it understands the local con-
sumer behavior, the local channels, and
the new trends. Nothing will drive
results if we can’t get the consumer’s
attention.”

Stressing this point, O‘Donnell con-
trasts Egypt with the “fully mature
Italian market,” where companies
spend much less a share of the gross
domestic product on ATL advertising
than Egyptian companies. “It is the
culture of the industry,” he says.

Standing Out through
the Clutter
For Arma’s el Tawil, the level of noise
and lack of quantitative data are not
the only issues facing the industry in
Egypt. “The key for a successful adver-
tising campaign is fundamentals and,
unfortunately, the industry is moving
away from the basics.”

According to el Tawil, a successful
advertisement needs three main fac-
tors: driving recall, brand retention,
and intent of purchase. Recall comes
from an emotional connection,
whether it causes viewers to want to
cry, reminds them of their childhood,
or, more often than not, makes them
laugh. “Next, in my opinion, comes
what is being neglected, which is the
potential benefit,” he explains. “It has
become very rare to see an advertise-
ment driving benefit-focused insight,
which in turn does not trigger pur-
chase intent. However, in terms
of recall, a viewer remembers the

advertisement, but can’t remember the
brand.”

Amr el Kafrawy, senior brand man-
ager for La Vache Qui Rit cheese,
expresses a similar concern: “Creativity
is important, however, as long as it
doesn’t overshadow the brand. An
example from last year, in my opinion,
is Crunch chips. Everyone was talking
about the advertisement and it gener-
ated a lot of traction online. However,
many were unable to recollect what the
brand was or the reason for the advert
in the first place.”

On the other hand, Faragalla’s juice
campaign last year tapped into all three
fundamentals, according to el Tawil. It
was designed to address the perception
of the brand as substandard. “The com-
pany utilized the Egyptian belief that
western products are of higher quality
and launched a campaign highlighting
that Faragalla exports juice to 70 coun-
tries, focusing on western markets
strongly associated with quality, such as
Germany and the U.K.,” says el Tawil.

Other than creativity issues, adver-
tising clutter has generated a different
set of challenges. One byproduct, for
example, is brands canceling each
other out, according to Fady Ramzy,
chief executive officer of InsideOut
Today, a digital marketing consultancy.
This is most visible during Ramadan
TV campaigns. Adding to this point, el
Tawil notes the resemblance of last
Ramadan’s telecom ads. “All three com-
panies had the same format: a lot of
celebrities,” he says.

Raising a similar idea, Rana Diab,
senior marketing manager at City Edge
Developments, says, “Outdoor adver-
tising has reached the stage where peo-
ple can no longer differentiate among
advertisers.” This in turn forces all
developers to work in parallel with
other promotional mediums to [more
effectively] connect with consumers.
For Diab, the answer is going digital.

The Digital Pull
Many of those interviewed agree with
Diab that current market dynamics are

pushing advertisers to shift more
attention toward digital channels.

“Most of what consumers do hap-
pens on [mobiles],” says Ogilvy’s
Nuytemans. “Some studies say we see
an average of 3,500 advertisement mes-
sages a day on digital channels, thus
there is a huge amount of clutter out
there. We need to make sure that when
a consumer scrolls down a feed, he
stops at a message from one of our
brands because it grabs his attention,
he watches it for more than a few sec-
onds, and he takes action.”

In terms of figures, the Egypt Digital
Report 2017 estimated internet pene-
tration in Egypt at 48 percent with 45
million users online, 26.3 million of
which smartphones. The 8th annual
eMarketing report titled Digital
Marketing Insights 2017 states 77 per-
cent of all online activity involves
social communication.

Social media channels have seen sim-
ilarly high levels of Egyptian users.
According to Facebook’s figures, the
website has 37 million accounts from
Egypt, with 59 percent of monthly
active users returning every day.
Instagram follows as the second most
popular platform, according to the
Egypt Digital Report 2017, with 2.7
million accounts. The Arab Social
Media Report says Twitter has 1.7 mil-
lion accounts from Egypt, while
LinkedIn has 2.42 million users, 74.5
percent of them under the age of 35.

Furthermore, Diab estimates the
average consumer spends eight hours a
day online. “This makes digital adver-
tising a valuable and powerful tool
when reaching [potential buyers] in the
real estate industry,” she says.

“It is clear how huge social media is
in Egypt,” says Nuytemans. “It is a
whole new medium that didn’t exist
until recently, and I don’t think agen-
cies have really embraced how to bring
great ideas and great execution into
the social media space.”

Due to the lack of data, it is difficult
to estimate how much advertising
companies spend on digital channels.
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El Tawil, however, doesn’t believe
expenditure on digital promotion to
be over 15 percent. 

InsideOut Today’s Ramzy agrees.
He believes most large corporations
still direct the lion’s share of their bud-
gets to traditional channels, such as
billboards and print. “However, com-
panies are making a slow but notice-
able shift toward online advertising,”
he says, singling out Coca-Cola as allo-
cating a substantial share of its budget
to digital marketing. 

Moreover, the nature of the indus-
try is a crucial factor, according to
Ramzy. “Given the legal restrictions
on its advertising parameters, the
pharmaceutical industry has found a
haven in digital marketing,” he says.
For decades, pharmaceutical compa-
nies could advertise only over the
counter medication, such as cough
syrup and headache pills. “Online
channels allow companies to create
awareness campaigns for different dis-
eases, without mentioning specific
medication,” he explains. “They are
spending millions now to have celebri-
ties be brand ambassadors, such as
Essam el Hadary with Panadol. None
of this existed previously. Digitally,
they can do more; and there is conti-
nuity to the campaign that they can’t
replicate cheaply using conventional
advertising.” 

For Diab, when it comes to building
brand awareness in real estate, digital
marketing can’t replace conventional
advertising. Nevertheless, it is still a
crucial tool for the sector because
“through customization, monitoring,
flexibility, and an ability to incorporate
more messages, digital advertising
reaches more people and helps build
brand trust; it offers a number of dif-
ferent solutions that help developers
cater to the varying needs of their tar-
get audience,” she explains.

Ramzy adds that real estate compa-
nies targeting foreigners, especially
those offering property on the Red
Sea, benefit more from promoting on
social media as they can easily reach
target users in other countries.

A huge contributing factor to the ris-
ing importance of digital platforms is
Egypt’s demographics. As of August
2018, Egyptians younger than 15 years
old and those between the ages of 18
and 29 combined constitute 52.3 per-
cent of the population of 93 million,
according to the Central Agency for
Public Mobilization and Statistics.
Ramzy believes youth are shaping the
direction of local social media.

One prime example of the market
response to the growing number of
youth is “influencers on Instagram,” he
notes. “The number of makeup, fash-
ion, and cooking businesses are quick-
ly rising and brands have noticed and
begun endorsing them.”

“It is no longer good enough to put
your TV spot on your social media
channel; it is a very different platform,”
says Nuytemans. “You need great,
engaging ideas and you need to be part
of the local culture, understand con-
sumer behavior and trends.”

Why Mess With the
Classics?
TV has the highest penetration rates
in Egypt, reaching a whopping 95 per-
cent, according to a report by Oxford
Business Group titled “Advertising
expenditure on the rise in Egypt.”

However, as Ogilvy’s chairman
O‘Donnell puts it: “It would be wrong
to suggest that TV hasn’t lost signifi-
cance in terms of the overall mix. In
many ways, though, it is still one of
few guaranteed ways to reach a mass
audience.”

“I think we know from economic
behavior studies that sometimes you
can influence the perception of [a
brand’s] quality, reputation, and sup-
port by having a non-targeted media
strategy, as long as you define your tar-
get in broad terms, and that is where
TV comes in,” O’Donnel adds. 

La Vache Qui Rit’s el Kafrawy raises
several concerns that may hinder the
penetration of traditional mass com-
munication. “TV rates are rising yearly
by an average of 25 percent, he says,

“and accordingly it is cost effective for
companies to shift toward different
means of engaging consumers.”  

“As for billboards, you can never mea-
sure the return on investment,” el
Kafrawy adds. “How can you quantify
the number of people who saw your
advertisement and took action?” Digital
marketing, he explains, it is more cost
efficient, results are quantitative, and
there is clear segmentation by interests,
behavior, and even hobbies.

“However, this does not negate the
need to advertise on TV and bill-
boards, due to their broader reach.
Moreover, a brand shouldn’t put its
eggs in one basket. We need to ensure
a comprehensive 360-degree cam-
paign,” he adds.

For el Tawil, it is all qualitative;
“Each one will tell you their own eval-
uation of the situation. None of us can
quantify what is important.”
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In addition, he believes that brand
and target market determine the ideal
means of communication. “For exam-
ple, with FMCGs you are targeting the
masses, and nothing trumps TV for
you,” el Tawil says.

“A deeper layer that also needs to be
considered is the weight of each chan-
nel and how it relates to the strength of
the brand’s equity,” he continues, citing
Juhayna as an example. “A longstanding
FMCG that invested decades into
building its brand can afford to reduce
spending on expensive TV campaigns
and maintain momentum through dig-
ital media. Other brands serving the
same product line can’t follow suit.
They need the influential power of a
TV campaign.”

Message Received?
From the perspective of viewers, inter-
views highlight four main trends, the

first of which was a lack of focus when it
comes to TV advertisements. “For me,
TV is something I turn on in the back-
ground. Rarely am I only focused on
watching as I am always doing some-
thing else in parallel,” says Joseph, the
aviation corporate service manager.

Similarly, Mohamed Magdy, an
accountant, prefers “to use commercial
breaks to check his phone, make quick
calls, and such.”

Addressing this issue, el Tawil says,
“I think it’s about the elements consid-
ered when crafting the piece. For a
busy housewife blasting the TV in the
background, music is an element that
might attract her attention even if she
is not looking at the commercial.
Working on the right mix of sensory
triggers is very important; it counter-
acts the need to focus 100 percent on
the advertisement. This would build a
link and drive recall.” 

Recall was the second trend. When
asked about the last advertisement
that grabbed her attention, Heba
Fawzy, a construction engineer, sang
part of a song. She could not remem-
ber the brand, but given the lyrics she
believes it was probably a telecom
advertisement. 

Two other viewers interviewed gave
a similar response. “The last advertise-
ment that captured my attention was a
juice campaign repeated several times
on 6th of October bridge, it had a girl
or a boy drinking juice with their fea-
tures made more prominent,” says
Joseph, though he couldn’t remember
the brand.

Companies sometimes lose clarity
about the purpose of the advertise-
ment. “Fundamentally, it is all about
the insight that is built on the benefit,”
says el Tawil. “Once you lose clarity on
this, the piece becomes nothing but 30
seconds of entertainment.”

Thirdly, the presence of celebrities
has proved to be an attention grabber.
“I don’t really focus on billboards, and
I think they are a huge distraction. But
I like Neymar, that’s why it’s the only
advert that grabs my attention,” says
Fawzy. Joseph singles out Orange’s
advertisement with Abou Hafiza as the
only advertisement he didn’t skip when
it popped up on YouTube.

Similarly, digital campaigns face
challenges in securing the full focus of
viewers. Magdy, for example, uses an
application that blocks YouTube
advertisement breaks. While Joseph
says he always skips advertisements
playing on the platform, describing
them as a “nuisance.”

For O’Donnell, none of this is sur-
prising or necessarily negative. It is
simply a byproduct of the high level of
competition in the market, “and these
competitors are also always innovating
new ways to do things. It makes for a
very difficult environment, but quite a
crazy and inspiring one as well,” he
says. “The only way to win the game is
to know more about the options and to
be really courageous in how you mix
things up.” ■
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By taking advantage of their loca-
tions, Egypt and Morocco are
in a race to claim the title of the
largest solar plant in the world.

Nevertheless, the two countries face very
different challenges and have a long road
ahead to increase their shares of solar
energy production in the MENA region.

Despite their differences, both coun-
tries share similar goals: bring down the
cost of solar technology, scale it for wide
use, enhance energy security, create
cleaner environments, and generate new
business opportunities.

Morocco’s Super Project
Morocco has one of the world’s highest
rates of solar insolation with about 3,000
hours per year of sunshine along its
Mediterranean coast and as much as
3,600 hours per year in the desert. With
a solar potential of 2,600 kilowatt hours
per square meter per year (kWh/m²/year)
the country offers promising investment
opportunities in thermal and photovolta-
ic solar energy.

Mohammed Zouhir, an energy and
electrical engineer at the Noor III con-
centrated solar power farm,
part of

the Ouarzazate solar project, says
Morocco is on track to supply 14 percent
of its electricity via solar by 2020. In addi-
tion, the country has the most ambitious
renewable energy targets in North
Africa, to boost capacity to 42 percent of
its needs by 2020 and 52 percent by 2030,
he explains.

In 2009, Morocco began construction
of its largest renewable project, the
Ouarzazate solar complex (commonly
referred to as Nour Power Station),
which carries an estimated price tag of $9
billion. The massive project is being
developed in three phases to reach a total
capacity of 2,000 megawatts by 2020,
according to Daniel Cusick’s article for
the Scientific American in 2015 titled
“Solar energy is becoming a major power
player in the Middle East.”

Furthermore, the country has plans for
five more power stations using both pho-
tovoltaic and concentrated solar technol-
ogy. Once completed, the Moroccan
solar project should provide 38 percent of
the country’s electricity, according to
export.gov, the website of the U.S.
Department of

Commerce’s International Trade
Administration.

The Ouarzazate complex includes four
plants: Noor I, Noor II, Noor III, and
Noor IV. Noor I is expected to reduce
carbon dioxide emissions by 240,000
tons a year and generate 1,000 construc-
tion jobs and 60 permanent positions,
while Noor II and Noor III plants will
reduce emissions by 533,000 tons a year,
so there will be production with environ-
mental protection, according to Zouhir.
Details for Noor VI are yet to be
announced.

Currently, the Moroccan government
is beginning the second phase, the Noor
II plant, the finances of which have been
completely secured this year by KfW
Bankengruppe of Germany and the
European Investment Bank. They
agreed to underwrite the complex at a
cost of $2.4 billion, according to the lat-
est quarterly figures from Bloomberg
New Energy Finance. 

Egypt’s Solar Dynamics
Similar to Morocco, Egypt’s location
deems it ideal for solar energy generation.
It is considered a Sunbelt country with
2,000-3,000 kWh/m2/year of direct
solar radiation. The sun shines an average
of nine hours a day in the north and up to
11 hours in the south, according to the
Solar Atlas of Egypt. As a result, the gov-
ernment intends to supply 42 percent of
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After years of fossil fuel dependence and gaps in power generation, Egypt and Morocco are in com-
petition to develop the world’s biggest solar park.
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generated electricity from renewable
sources by 2035, with solar energy pro-
viding 13 percent, Mohamed Shaker,
minister of electricity and renewable
energy said last March.

Egypt is currently building its largest
renewable energy project to date,
Benban Solar Park, which is expected to
generate 2,000 megawatts, according to
official figures, matching Morocco’s
Ouarzazate planned capacity. The plant
is expected to produce the equivalent of
90 percent of the output of the High
Dam. In March, Shaker launched
Benban’s Infinity station, the first of 32
in the park, Egypt Today reported.

Moreover, 1,450 megawatts from
Benban will be linked to the national
electricity grid during the first quarter
of next year, the Ministry of Electricity
and Renewable Energy announced in
June.  About 39 local and international
solar developers were chosen by the
government to start plants in Benban,
Egypt Oil & Gas reported.

Hossam Housien, a planning engineer
at TAQA Arabia, believes that these
investments present great value for their
countries if both governments present
some “easing of contractual conditions.”

Still, solar energy in Egypt is relatively
new with plenty of room to grow. “In
Benban, the solar projects are large-scale
with many international companies
working on them,” says Mohamed
Ramadan, site manager at Lahmeyer
International in Benban. 

To promote private sector invest-
ment in clean energy, in particular solar
energy, the government introduced a
feed-in-tariff program in 2014.
However, ongoing fiscal reforms
including the floating of the pound in
2016 meant that having a fixed fee paid
to the investor, whether in local cur-
rency or dollars, was no longer com-
petitive and introduced a layer of
uncertainty given how much the
pound was fluctuating. As a result, the
government scrapped the scheme in
2017, replacing it with the globally used
auction system where the fee is deter-
mined on a project by project basis.

To overcome the hurdles facing solar
energy investors, the government last
year announced its plan to switch to com-
petitive bidding for build-own-operate
contracts starting in 2018; however, no
actions have been taken so far. The
European Bank for Reconstruction and
Development (EBRD) supports the
efforts of authorities to structure a
dynamic market for renewable energy
and implement projects that meet inter-
national standards. In March, it issued a
tender for consultants to help the
Egyptian Electricity Transmission
Company with financial and technical
assistance for procurement of large-scale
renewable energy projects, according to
EBRD’s website.

Solar Challenges
Egypt and Morocco face different sets of
challenges, however, experts agree the
need for more developed technologies
for both countries as the main barrier to
expanding solar energy production.

The main challenge facing Morocco is
the expense of producing energy from
renewable sources. The price per kilo-
watt-hour for concentrated solar power
at Noor I is 1.35 DH (14 cents) and 0.42
DH (4 cents) at Noor II, Zouhir says.

Another challenge is technical prob-
lems related to integrating solar energy,
especially photovoltaic, into the grid, he
adds. Zouhir believes smart grid technol-
ogy is one of the best solutions. Such
technology includes many tools and sys-
tems for network management, such as
communication metering, electricity
storage, market models, inverters, and
controllable loads.

“The issue of renewable energy inter-
mittences put Morocco in front of a chal-
lenge to transport the energy produced in
the power plants and inject it into the
grid under the best technical conditions,
this requires the mobilization of flexible
means of production and focus on the
development of the electricity grid,”
according to Zouhir.

Despite Egypt’s renewable energy legal
frameworks, policies, incentives, and

implementation, applying innovative
financial mechanisms to achieve current
targets remains problematic, according
to the ESI Bulletin on Energy Trends and
Development 2016.

Housien believes the Egyptian mar-
ket is culturally unprepared to utilize
the technology, which may delay the
success of efforts to increase solar ener-
gy production.

“It is true that technological advance-
ment paves the road for renewable ener-
gy, however, policies determine the ben-
efits any country can reap from techno-
logical breakthroughs. Targets alone are
not sufficient to be considered a vision,”
according to a master’s thesis by Marwa
Mostafa at the University of Potsdam
titled “Challenges to Energy Transition
in Egypt: A Study of the Wind and Solar
Sectors.”

“The first challenge, in my opinion, is
the [lack of] experience, but this will
come by managing projects in a profes-
sional way through training the staff to
work in solar fields,” says Ramadan.
“This is already happening, with many
foreign engineers working with
Egyptian engineers.”

International institutions are sup-
porting Egypt and Morocco financially
and technically to meet higher energy
demand through renewable and sustain-
able methods. For example, the World
Bank has partnered on the Ouarzazate
and Kom Ombo projects that use
hybrid concentrated solar power tech-
nology. Moreover, the World Bank is
cooperating with the African
Development Bank and Islamic
Development Bank, as well as Japanese,
European, and Arab assistance to sup-
port large concentrated solar power pro-
jects throughout the MENA region.

Solar energy experts believe there is
significant potential to develop the
industry in North African countries
specifically.  Housien recommends that
Egyptian authorities “start the process
of manufacturing parts needed to build
solar stations to help decrease costs and
establish economical break-even points
for the industry.” ■
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Aiming to “make America
great again,” President
Donald Trump has insti-
tuted tariffs and customs

in a bid to reduce the American trade
deficit with China to $275 billion,
from $375 billion a year earlier. “We
are not in a trade war with China,
that war was lost many years ago by
the foolish or incompetent people
who represented the U.S.,” Trump
tweeted in April. “Now we have a
[total] trade deficit of $500 billion a
year, with intellectual property theft
of another $300 billion. We can’t let
this continue!”  

Gaurav Saroliya, director of macro
strategy for Oxford Economics, noted
in July that the effects of Trump’s
trade actions on the global economy
so far have been limited, adding that

consequences could come later if the
U.S. targets Chinese consumer elec-
tronics. “A full-on trade war remains a
risk for the global economy, as there is
still room for miscalculation by either
China or the United states,” Chua
Han Teng, head of Asia country risk
and financial markets at BMI
Research, told the The New York Post
in April. 

Meanwhile, companies with inter-
ests in both countries have expressed
concern. BMW and Hyundai officially
stated their U.S. operations would be
greatly jeopardized as they use parts
from China. On the flip side, a reduc-
tion in bilateral trade could mean a
bigger opportunity for manufacturers
in other countries to sell more of their
products in the two huge markets.

Trade Barriers
The issue of trade barriers surfaced
last January with the U.S imposing a
20 percent tariff on washing machines
and 30 percent on imported solar pan-
els, which drops to 15 percent by 2022.
This impacted China the most as it is
the largest supplier of both products,
with the majority of exports U.S.-
bound. By March, Trump had ordered
the United States Trade
Representative to investigate applying
tariffs specifically on 1,300 product
categories imported from China. This
was “a response to the unfair trade
practices of China over the years,”
explained Trump in April during a
White House media briefing.

China’s response was immediate, as
they imposed tariffs on 128 product
categories imported from the U.S. The
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The escalation of tariffs and sanctions between the U.S. and China is set to change
the dynamics of global trade. 

BY TAMER HAFEZ

U.S.-China
Ripples from

Trade War 
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most prominent of which was a 25 per-
cent tariff on pork, airplanes, cars, and
soybeans. Fruits, nuts, and steel piping
saw a 15 percent increase in import
duties. In addition, it submitted a con-
sultation request on the legality of
these U.S. tariffs to the World Trade
Organization.

The U.S. upped the ante with a pro-
posed tariff plan that would impact
$100 billion worth of Chinese imports,
as well as sanction specific Chinese
firms including electronics giant ZTE.
By May, they had introduced a 25 per-
cent tariff on $50 billion worth of
Chinese goods effective mid-June.
These goods were mostly engineering
imports. During the same month,
China issued a statement saying “all the
economic and trade achievements
negotiated by the two parties will be
void,” as reported by the BBC.

After the statement, Trump
announced that he will impose another
25 percent on $34 billion worth of
Chinese goods effective July and a fur-
ther $16 billion to be imposed “at a later
date.” After the news, China publicly
accused the U.S. of launching a trade
war with it. In the aftermath, the U.S.
threatened a 10 percent tariff on anoth-
er $200 billion of Chinese products if
China introduces any additional tariffs.

This, however, didn’t stop the
Chinese as after the tariffs announced
in July came into effect they intro-
duced a 25 percent tariff on U.S. goods.
After the event, the U.S. published a
list comprising goods valued at $200
billion worth of imports and China
followed with a list of U.S. goods
worth $60 billion. As of August, the
U.S. Trade Representative has a list of
279 Chinese goods imported to the
U.S. worth $16 billion subjected to 25
percent tariff.

Domestic Losers
Companies with business connections
in both the U.S. and China remain
concerned about Trump administra-

tion trade policies. "Barrier-free access
to markets is [...] a key factor not only
for our business model, but also for
growth, welfare, and employment
throughout the global economy,"
BMW wrote in June. "A further esca-
lation of the trade conflict between
the U.S. and China would be harmful
for all stakeholders." The BMW plant
employs nearly 9,000 workers while
the Hyundai factory has 20,000
employees.

Meanwhile, Reuters reported in July
that General Motors, Amazon,
Toyota, and Alcoa have pushed to
abandon the new tariffs in closed-door
meetings with Congress and the
administration. “It’s hard to think of
many companies that don’t have some
risk and exposure as a result of the tar-
iff,” said Dean Garfield, chief execu-
tive of the Information Technology
Industry Council. The only exemp-
tion from the tariffs has gone to
Apple, whose main factory is in China,
for the iPhone. 

Spillover Effect
Onlookers across the world predict
that businesses in other countries will
also be affected. “[Trump’s] simple
goal is to create more jobs at home by
forcing more domestic production. To
do so, he is determined to break down
global supply chains and the rules of
international trade,” wrote Rod Oram,
an adjunct professor in the business
school at Unitec in Auckland and eco-
nomic and business journalist, writing
for New Zealand-based Newsroom
portal in August. “His is a “we win, you
lose” trade strategy [...] These are
deeply perilous times. A global trade
war is possible. Now more than ever
we must fight for open and fair trade.” 

Companies likely to bear the brunt
of the tariffs are those supplying U.S.
and Chinese manufacturers. China,
for example, imports about $200 bil-
lion worth of semiconductors annually,
mostly from South Korea, Japan, and

Taiwan. However, if China decides to
trim its trade surplus with the U.S., it
could buy from American producers
instead. Additionally at risk are parts
manufacturers supplying Chinese and
American companies that rely on
bilateral exports.  

For Hong Kong, less trade between
China and the U.S. would be a serious
problem. Paul Mo-po, Hong Kong’s
financial secretary, said to South
China Morning Post in June that
intensifying  disputes could jeopardize
20 percent of Hong Kong’s 73,000-
member workforce in trade and logis-
tics. “Free trade is an important foun-
dation of our success,” he wrote in a
blog post. “Trading and logistics [are]
pillar industries of Hong Kong, con-
tributing to some 22 percent of GDP.”

Coming Out on Top
For some, however, a U.S.-China trade
war could be a boon. Soybean farmers
in Russia, Brazil, and Argentina might
expand their market shares in China,
the world’s biggest buyer of the crop.
The U.S supplies the bulk of Beijing’s
soybean requirements. "Given that
China's agricultural import needs are
generally inelastic, there would likely
be a redistribution in trade flow,
which could see China substitute U.S.
soybeans with those from Latin
America," said Teng. EU-made goods,
such as Airbus, also might sell more
aircraft if China decides to switch
from more expensive Boeing planes. 

Gulf Cooperation Council coun-
tries also stand to benefit after the
Chinese government introduced a
tariff on U.S.-sourced fossil fuels.
However, U.S. political influence in
the region might undermine the
potential for such benefits, as China
has few oil investments in the Gulf
compared to America.   

Meanwhile, companies in
Germany, Spain, and Denmark are
likely to see a boost in business as
China has long been America’s
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biggest supplier of aircraft parts
and pork, said Allan von Mehren,
China economist at Denmark-
based firm Danske Bank Markets
during an interview with CNN
Money. 

International buyers of steel and
aluminum also stand to reap
rewards as the U.S. administration
tries to reduce imports of both
from China. Ramon Lopez, the
Philippines trade secretary, high-
lighted this possibility as a boon
for his country. “There might be
some excess supply or glut that can
bring down the prices of steel
products,” he said to ABS-CBN
News in June. 

Future of Trade
Looking ahead, “investment and
trade have become a political foot-
ball that ebbs and flows over time,”
said Gary Campkin, director of
policy and strategy for
TheCityUK, at a roundtable spon-
sored by Thomson Reuters in
October. “We are now going
through a period where
trade politics is
he ightened . ”  
The Trump
administration
already has cast
doubt on
America’s partici-
pation in the North
American Free Trade
Agreement with
Canada and Mexico,
and already has
pulled out of 
the Trans-Pacific
Partnership, a free
trade agreement
between the
United States

and 11 other countries, including
Japan, Vietnam, and Malaysia. 

So far, the impact of the political
and economic agendas of the U.S.
and China haven’t greatly affected
emerging economies. However, fur-
ther escalation in the bilateral trade
war might ultimately benefit coun-
tries like Egypt as Chinese manufac-
turers look for other desti-
nations from which to
export to America.
Egypt would prove
ideal as it has an
under-the-radar
qualified industri-
al zone agree-
ment that
allows locally
made prod-
ucts to
enter the
United
States
duty

free if 10.5 percent of components
come from Israel. 

In the coming decade, though,
Campkin said the negative rhetoric
surrounding free trade will likely fade
because any economy, no matter how
big, will need “effective links with
emerging, developed, and niche mar-
kets.” These “links” could be new

conventional free trade
agreements or other

arrangements. ■
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So far, 18,414 points is still a memorable number for Egypt
equities investors. It is the EGX 30 all-time high reached
April 29 2018. At 15,357.4, the EGX 30 is 16.6 percent

below that peak. By some definitions, the index’s uptrend is still
intact and the bull market still has legs to run. Some market par-
ticipants define the start of a bear (downtrend) market when it
falls more than 20 percent off its prior peak. For the EGX 30,
this level is 14,731.29 which is 626.15 points or 4.1 percent below
the level reached on August 15th. During the period from July
15th to August 15th, the EGX 30 fell 3.1 percent but remained
positive for the year, while the EGX 70 fell 3.8 percent, further
extending its year-to-date losses to 10.5 percent.

Institutions were net sellers, mainly driven by Egyptians.
Investors in Egypt equities found themselves between a rock
and a hard place. They either stay in the market and face unre-
alized losses as the market reacts to global and regional jitters,
or they get out—at least partially—to lock in some of their ear-
lier gains. EGX 30 is up more than 80 percent since the
Egyptian pound flotation around 22 months ago. Yet, declines
outnumber advances by a ratio of 3 to 1.

Interestingly, the three worst performing stocks by far were
companies that wanted to tap the market for more equity

through capital increases. The worst performer was Palm Hills
Developments (PHDC) which dropped 25.6 percent to EGP
3.05 after the company said it wants to raise its equity capital by
EGP 1.5 billion—a move that was not favored by investors,
hence the sell-off. The second worst performer was Pioneers
Holding (PIOH), yet another victim to the decision to raise
equity capital from the market. The stock ended 23.2 percent
lower at EGP 6.67, extending its losses to around 40 percent
since the investment firm first said it wants to raise its capital
by EGP 1 billion, or 30 percent. The third worst performer was
Extracted Oils (ZEOT) which was raising its capital by EGP
42.8 million, or 27 percent. The stock ended down 22.4 percent
at EGP 1.19.

On the bright side, Arabia Investments & Development
(AIND) continued its strong performance, up 13 percent at
EGP 1.04. So far, the company is on track to deliver on its man-
agement guidance to deliver net earnings of around EGP 80
million in 2018. 

However, the last few days in the period saw the Egyptian
stock market—among other emerging markets—slip in view of
Turkey’s woes. Whether this would drag the market into bear
territory or be just a bump along the way up is unclear.
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Credit Agricole Egypt (CIEB) enjoys by far the high-
est return on equity within its local peers at low to
mid 40 percent versus a sector median of mid to
high 20 percent. The bank is well known for its high
dividend yield of around 8 percent, a plus for
investors at times of volatility. First-half earnings
jumped 15 percent to EGP 1.09 billion, due to high-
er interest income. At a market cap of EGP 14.15 bil-
lion, CIEB’s stock is currently trading at 7 times
trailing 12-month earnings and 2.8 times book value.
The stock is up 9 percent during the period to EGP
45.50, extending its year-to-date total return of 17.7
percent, including a 9-percent dividend yield.
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Capital Markets
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Electronic Readiness (E-readiness)
Egypt has a new generation with technological literacy and strong online aptitude based
on the following indicators

Market Overview
In 2015, the total number of online shoppers in Egypt was approximately 15.2 million
divided as follows

Laws and Regulations
The following are the laws and regulations that directly and indirectly impact the e-commerce
business in Egypt (existing & expected)

Electronic Commerce or what we now know as e-commerce is conducting commerce through digital net-
works utilizing new technological innovations. This emerging type of commerce is now considered to be a
very important subset of the internet revolution. Not only does e-commerce save much time and cost, it has
also transformed the world into one global digital village where people can easily communicate regardless of
geographic barriers or any other limitations. Since the mid-1980s, Egypt has witnessed an intensive growth in
its ICT infrastructure, creating a digital environment conducive to a robust e-commerce market.  Established
in 1999, the Ministry of Communications and Information Technology (MCIT) has presented ambitious ini-
tiatives that aimed at transforming Egypt into a regional ICT hub. The following highlights the current mar-
ket dynamics.

201399.7M

201495.32M

201594.02M

201697.79M

2017101.27M

201334.1M

201436M

201538.3M

201640.9M

201743.9M

2013118.19%

2014110.90%

2015107.41%

2016109.73%

2017111.64%

201314.50M

201421.77M

201526.30M

201628.65M

201732.79M

2013253.46Gbps

2014471.34Gbps

2015652.35Gbps

20161,134.25Gbps

20171,204.14Gbps
2

50%

20%

13%

10%

5%

Cairo

Delta

Central & Upper Egypt

Alexandria

Sinai

Remainder2%
Payfort Report 2014, www.payfort.com 

Existing
- Electronic Signature law no. 15 of 2014

Expected
- Consumer Protection Draft Law (CPA) of 2018 
- E-commerce Draft Law Project
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Online Shopping Categories

Main Challenges

Payments System
Egypt has sound financial and banking systems that tremendously support the growth
and expansion of e-commerce activities.
According to the Central Bank of Egypt, the number of credit and debit cards, as well as
pre-paid cards have been steadily increasing over the years

Despite the growth of the number of credit and debit
card holders in Egypt, the majority of online buyers in
Egypt still prefer the cash-on-delivery option5.

Data Security

Awareness-Raising of Added Value

Regulating the Informal E-commerce

Intellectual Property Rights and Fear of Counterfeiting
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No.of Debit Cards
including pre-paid cards

25,586,308

20,730,546

19,917,803

14,525,218

13,006,508

2017

2016

2015

2014

2013

4,712,759

3,859,554

3,280,791

2,458,283

2,197,554

No.of Credit Cards

20%
online credit card

PAY

$$$

80%
cash-on-delivery
and mobile payments
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DINING OUT

W hat happens when
Egypt meets Brazil in
the kitchen? Both
countries have strong

traditions, if perhaps different
approaches, at the grill, so when I
heard about Casa de Carne, a self-
styled “Brazilian-inspired meathouse”
in New Maadi, I was intrigued.

Casa de Carne anchors a corner of
The Courtyard Maadi, a dining venue
with 14 different eateries and cafes
encircling an open space. It has an airy
interior with an unfinished ceiling
crossed with air ducts, rustic blonde-
wood chairs and tables, and a glass
wall façade. The restaurant felt spa-
cious partly because the place had no
more than five parties while we were

there. It wasn’t just Casa de Carne: all
The Courtyard establishments were
visibly below capacity during our early
August visit.

While we chose to eat indoors on
this humid Saturday night, there are
also tables outside favored by families
with easily distracted children.
Outside, The Courtyard was piping in
covers of classic rock songs, but there
was no music at all inside the restau-
rant, which I found refreshing.

In terms of décor, the restaurant
didn’t take much inspiration from
Brazil. We settled in the back corner
amid wall hangings of slightly crum-
pled and dyed cowhides. The opposite
corner had a floor-to-ceiling chalk-
board with partially erased guest graf-

fiti such “I love my wife 1 may 2003,”
alongside an eye-catching print of
Austrian artist Gustav Klimt’s golden
painting “The Kiss.” Near the salad
bar was a poster listing Parisienne
neighborhoods, while the pillars bore
small framed prints of generic art-
work.

Casa de Carne is technically a chur-
rascaria, a restaurant that serves bar-
becued meat. But it does not offer
rodizio, the serving style where
patrons use cards to signal servers
bearing skewers they slice meat from.
Instead, Casa de Carne offers a set
menu of skewered. There is the
Churrascaria Festival offer (EGP 149),
featuring one round of 700 grams of
specific meats, and the All You Can

East Meats West at Casa de Carne
By Kate Durham
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Eat offer (EGP 199), which adds a
salad bar and two extra sides. Neither
my companion nor I have been to a
Brazilian-style restaurant, so we both
wanted to try the signature concept. I
ordered All You Can Eat and my com-
panion got the Festival.

My first stop was the salad bar,
along a table fronting a window look-
ing onto the kitchen. There were the
build-your-own fixings, with iceberg
lettuce and arugula, tomatoes, carrots
and peppers. There was also a pre-
made Greek salad plus several mayon-
naise-based options including tuna
and olive pasta salads, a Russian salad
of peas and carrots, potato salad, and
coleslaw. My favorite was the bean
salad with corn, kidney beans, minced
tomato and peppers all lightly dressed
in olive oil, but the potato salad and
coleslaw came a close second. They
were both surprisingly light, with the
dressing not too thick in consistency
or overpowering in taste.

The parade of food started shortly
after I finished my salad, signaled by
the arrival of a clean plate. First came
the sides: mashed potatoes, white rice
with corn and peas, and nachos
accompanied by two sauces. Then the
two extras for the Festival arrived: siz-
zling chicken fajita and a serving of
finger-sized strips of kibda (liver) on a
bed of greens. Our spacious table was
filling up rapidly.

The sizzling chicken fajita fulfilled
the letter of the law, if not the spirit. It
was chicken, it was sizzling and it was
served in strips fajita-style with onions
and peppers. It came with none of the
fajita fixings – no tortillas, no sour
cream, no veggies, and not even a hint
of seasoning. I could have used the
two sauces with the nachos, but the
red salsa was just bland tomato sauce
and the green sauce was mainly parsley
in olive oil.

Next, the waiter started bringing
out skewers bearing set portions for
each diner. We each got three chicken
wings, three beef sausages, three beef
kofta, three types of chicken breasts
(barbecue, mustard and spicy), and
beef fillet, one piece for the Festival

order and two for All-You-Can-Eat.
Using a fork, the server nudged each
piece of meat from the skewer to our
plates.

Amid this meat extravaganza, the
chicken breasts stood out for being
tender and tasty. I preferred the mus-
tard, while my companion liked the
lasting kick of the spicy chicken. I
can’t comment on the barbecue sauce
because my piece was an overcooked
drumstick that stuck to the skewer;
the waiter forced it off and without
comment put the nearly empty bone
on my plate.

None of the beef options had any
discernable marinades, spices or sea-
soning. The sausages were small and
thin like soujouk, with coarsely
ground meat in the casing. The kofta
was standard, making me wonder why
the salad bar lacked tahina. The beef
fillets had apparently been cooked
flat, then folded and skewered for a
final heating. It looked like meat
origami on the plate. It did, however,
explain why the waiter asked how we
wanted our steak cooked. While it’s a
normal question for a plated steak, I
have never been asked it about skew-
ered meat like kebab or shawarma.

I will say that Casa de Carne is seri-
ous about its all-you-can-eat policy.
Even the salad bar is stocked with the
full-sized dinner plates, which are big
enough to hold 700 grams of meat
with a little room to spare. I, unfortu-
nately, had no room to spare after sam-
pling everything on the table, and
couldn’t bring myself to test a second
round, much less think about dessert.

The restaurant also offers individual
beef and chicken entrees, burgers and
sandwiches, as well as a children’s
menu with chicken strips and pastas
like mac n’ cheese, in case your little
ones aren’t feeling up to being the top
of the food chain.

Overall, I couldn’t really discern
whether Casa de Carne wants to be a
Brazilian meat house or an Egyptian
mixed grill restaurant. Either way, it’s the
perfect culinary target for meat lovers,
with the festival and the all-you-can-eat
offerings taking your money a long way. ■

Casa de Carne
The Courtyard Maadi, 20 Palestine
Street, New Maadi.
Open From 12:00PM to 12:00AM
Tel: 011-1905-0337

DINING OUT
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Every day, tourists flock to Fisherman’s Bastion—the
curiously named medieval terrace—for a sweeping
view of Budapest. Standing atop hilly Buda and look-
ing out across low-lying Pest, visitors see the two

ancient towns that have merged over time in both form and
name.

Two structures dominate Pest’s skyline: St. Stephen’s Basilica
and the Hungarian Parliament Building. City planners ensured
both would stand 96 meters high, symbolizing an equal rela-
tionship between church and state. This sense of architectural
balance hit a rocky patch during the Soviet occupation, when
avowedly atheistic Communists slapped a large red star atop
Parliament, crudely illustrating an era of state supremacy. Later,
the Soviet star was an early casualty of Hungarian indepen-
dence after the Cold War, restoring parity between the two
grand buildings.

Hidden stories abound in Budapest, a city that does not sur-
render its secrets easily, despite attracting millions of visitors
every year. It has an embarrassment of riches in terms of sight-
seeing, cultural events, and dining experiences, all at very rea-
sonable prices.

Yet between scarfing down delicious food and savoring
breathtaking architecture, visitors can make the most of their

experience by learning a little about Budapest’s past triumphs and
tragedies, a chequered history that shaped the marvelous city. 

History That Breathes
My friends had only just met up in Budapest to console me on
my 30th birthday when, with typical Australian brashness, they
hatched a plan to race across the legendary Szechenyi Chain
Bridge. We had kicked off our weekend trip by enjoying tasty
wood-fired pizzas (average price of 1,950 Hungarian forints, or
$7) and a bottle of rose (5,700 forints, or $21) at Pontoon, a styl-
ish yet relaxed rooftop bar nestled below the bridge over the
mighty Danube River, which separates Buda from Pest. 

The Chain Bridge draws thousands of sightseers with mil-
lion-dollar river views and stately 19th century architecture.
During World War II, retreating Nazis desperately destroyed
all of the Budapest’s bridges, hoping to slow the Soviet advance,
but the Chain Bridge’s mighty towers survived.

After dinner and drinks, we returned to our two Airbnbs.
Both apartments were of high quality, and came at very rea-
sonable prices (about $30 per head, per night) and were locat-
ed in Pest. Most visitors prefer Buda’s winding streets, medieval
architecture, and stunning views as a home base.

Our first night, a friend aptly summed up the difference
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Grand Budapest Airbnb
Visiting Central Europe’s Jewel
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between Buda and Pest, “Pest is a living city.” While Buda caters
to tourists and well-to-do Hungarians; Pest pulsates day and
night, as locals rush to the office and later to after-work dinner
and drinks. Pest also has its own architectural charms, from the
basilica and Parliament to myriad grand old apartment com-
plexes from the heyday of the Austro-Hungarian Empire. A
good rule of thumb: visit Buda, stay in Pest.

The next morning, we checked out an even more graphic
illustration of Hungarian resilience—the fascinating
Hospital in the Rock. As World War II loomed, the
mayor of Budapest ordered the construction of a mili-

tary hospital
under the Buda
Castle. 
The cave was
repurposed
during the
Soviet

occupation, when it served as a prison for Hungarian dissidents
and a nuclear bomb shelter. In today’s museum, there are anti-
radiation kits and Soviet spying equipment. Your 4,000-forint
ticket includes a guide, but be warned: He may try to rush you,
so take your time. 

We then used Budapest’s handy metro system to go across
town to the Terror Museum (admission 3,000 forints, $10),
where you can learn about the horrors endured by rebels under
the Nazis and Soviets. If I could visit only one of the two, it
would be the Hospital in the Rock. 

By early afternoon, the glut of museums left us in need of
relaxation. But the history lessons did not abate as we made our
way to the Szechenyi Medicinal Bath (admission 5,500 forints,
$20), an opulent, sprawling complex in City Park. In 1521, a
Hungarian diplomat unwisely insulted increasingly powerful
Suleiman the Magnificent. Soon, Ottomans appeared from the

east, bringing an overwhelming military
force and—in a happy twist for modern-
day Hungarians and tourists alike—a pen-
chant for Turkish baths.

At Szechenyi Bath, the neo baroque facade gives way to a set
of outdoor and indoor baths, all with spring water set to differ-
ent temperatures. Visitors can hop between pools, saunas and
ice baths, while some older locals play semi-submerged games
of chess. Massages and pedicures are available, but we opted for
the lazy agenda of watching the world go (or swim) by from
banana lounges.

Out on the Town
Having conquered several key Budapest attractions in one day,
we returned to the Inner City district of Pest in search of tra-
ditional food. We settled on Hungarikum Bistro, where we
made a beeline for a bowl of goulash (1,400 forints, $5), the
spiced meat and vegetable soup that goes with Hungary like
fuul goes with Egypt. Goulash gets its kick from paprika, a
spice so venerated in Hungarian culture it is known as “red
gold.” I followed up this appetizer with the Crispy Duck Leg
with Onion Potatoes and Braised Cabbage (2,550 forints, $9).
The tender meat, crispy skin, and vegetables gave me a crash
course in the most essential ingredients of Hungarian fare.

The following morning, there was a  welcome breakfast dis-
covery, The Goat Herder, a slick cafe offering delicious cap-
puccinos and baked goods (croissant and coffee, a little under

2,000 forints, $7). It turns out Hungarians and Egyptians share
a love of coffee that finds expression in different ways.
Budapest can’t compete with the rustic charm of the ahwa bal-
adi, but it does put on a show in terms of espresso bars. Our
post-breakfast stroll took us past My Little Melbourne, a cafe
named in homage to our home city in Australia. Civic pride nat-
urally demanded that we try out our second coffee for the
morning, and we were thoroughly impressed. 

For lunch, we came across our old friend paprika again,
which plays a starring role in the full range of Hungarian
sausages and cold cuts available at any butcher shop. You will
have trouble straying more than a stone’s throw from one,
which may allow you to eat your meat of choice in the store. Be
prepared to confront a truly dizzying array of options, drawn
from an even more dizzying array of meat cuts.

As the afternoon stretched out, our feet led us into one of
Budapest’s ruin bars. Legend has it that around 2001, some
Hungarian lads wanted a cheap place to drink beer and chat.
They started building bars inside abandoned and derelict build-
ings, a fun concept that caught on quickly. We went to the orig-
inal ruin bar, Szimpla Kert, which spreads out across a former
industrial building. Drink prices remain very cheap nearly 20
years on, and - not for the first (or last) time in Budapest - we
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had a pint of Soproni (400 forints,
$1.45) with a delicious hamburger
(1,750 forints, $6).

As we perched on rustic furniture
and swapped stories at Szimpla Kert, I
started to wonder if we would get to
know any Hungarians beyond a super-
ficial level. The locals are famous for
being polite and helpful, while also
quite serious and practical. For meet-
ing people, Budapest did not feel at all

like Egypt, where pretty much every-
one is up for a chat about, well, pretty
much anything.

My question was answered in a bar
that evening during a karaoke event
after the Champions League final. The
true star of the night was a Hungarian
guy, grinning from ear to ear as he
threw his heart and soul into “You Can
Leave Your Hat On” by Joe Cocker. Of
course, I had to congratulate him on a

virtuoso performance. He shyly
accepted the compliment, disappeared
and then suddenly returned with news
- he had chosen another Joe Cocker
song, this time to sing with me.

As I slaughtered the anthemic “A
Little Help from My Friends,” arm-
in-arm with a Hungarian and sur-
rounded by old buddies, I knew that
I had chosen the right place to
confront turning 30. ■

In terms of language, Hungarian history may again tap you gen-
tly on the shoulder when you go to communicate with someone.
The younger generation will usually speak good English. Older
Hungarians, by contrast, tend to know Russian as a second lan-
guage given their schooling during the Soviet occupation. If in
doubt, there are plenty of kebab stores where the owner will
cheerfully point you in the right direction in Arabic.

If you are considering learning some Hungarian before traveling

to Budapest, be warned: It consistently ranks as one of the
world’s most difficult languages. Sometimes described as “the
world’s loneliest language,” Hungarian bears virtually no relation
to the Indo-European linguistic traditions of Hungary’s neigh-
bors. Native speakers argue over whether Hungarian nouns have
18 or 35 separate cases; an academic dispute we did not bother to
wade into. To get by, I recommend learning at least koszonom
(kur-so-nurm - thank you) and leaving the rest to the experts.

Communication Breakdown?
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Events

With more than 3,000 aspiring professionals attending
AmCham’s 15th Employment Fair, organized by the Career
Development Center (CDC), the event cemented its place
as the premiere destination for job seekers in Egypt. The
two-day event was held on July 13th at the Conrad Cairo
Hotel. The invitation was open for all, only requiring par-
ticipants to fill out an online registration form before
attending. The event is tailored to paint a clear picture for
the CDC, the participating companies, and the applicants
of where the job market is heading in Egypt. This helps
AmCham curate its new services as well as upgrade existing
ones to be more relevant to clients and interested parties.
The first employment fair was held in 2004 with the aim

of helping job seekers find jobs at AmCham’s member
firms, which currently stand at around 2,000 local and for-
eign companies operating in almost all business sectors in
Egypt. Ultimately, this was equally beneficial for appli-
cants, who could submit their CVs to dozens of companies
in one day as well as communicate directly with company
representatives. For companies, the fair proved to be a
great opportunity for them to collect a substantially huge
pool of candidates for immediate employment or keep
these CVs in their database for future openings.

Thirty-three companies operating in a number of sectors
took part in the fair this year, offering a wide range of jobs,
from general administrative openings to highly specialized
jobs, signaling a strong job market within various industries
for a wide range of candidates, from fresh graduates to mid-
dle management.

The fair was sponsored by 14 companies operating in
banking, telecom, manufacturing, media, and transporta-
tion. There were government-owned as well as private,
local, and multinational firms. 

To target millenials, everything pertaining to the
Employment Fair was worked into a mobile application
for download on Apple and Android mobile phones. The
app, which was downloaded 3,154 times, has profiles of
each participating company, the vacancies they are
offering along with a brief on what the job entails and
what qualities potential candidates should have. It also
had an interactive section where users could pinpoint
the place and time of various sessions as well as the loca-
tion of any of the participating companies. App users
could even create a unique QR code to include their CV
and other application documents, streamlining the
application process during the fair.

AMCHAM’S EMPLOYMENT FAIR

Finding the Right Job for You
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Marking the 15th anniversary of the fair, the CDC expand-
ed their services to include sessions which aimed at giving
attendees tips and tricks of how to build a great career
from expert individuals and internationally renowned
career development service companies. 

Sessions were held with some of Egypt’s most prominent
CEOs to talk about their journeys to the top, highlighting
the challenges they had to overcome as well as the attitude
that allowed them to reach the tops of their respective
companies. The talks lent a degree of inspiration for job-
seekers.

Speed coaching sessions, which were held in cooperation
with International Coach Federation (ICF), an interna-
tional organization that works with individuals and compa-
nies to develop their skills and coaching systems and meth-
ods, were introduced this year. Participants had the option

to apply for a free one-on-one coaching session with one of
ICFs experts.

Furthermore, the CDC held sessions in cooperation with
Assess Talent Management, a local company that special-
izes in helping job applicants identify their strengths and
therefore which career they should choose. During the
Employment Fair, applicants were given a complimentary
free written assessment of their skills and strengths, a help-
ful tool for applicants when submitting their CV since the
assessment allowed companies to know more about them
on a personal level. In addition to traditional qualifications,
a crucial aspect of hiring for some companies is often seek-
ing out whether the company’s values match the applicant
on a personal level.

The CDC is organizing another employment fair this
year, to be held in December. ■

A New Version
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ATTIJARIWAFA BANK 

Member News

El Gouna Film Festival has announced Attijariwafa Bank Egypt as the
exclusive bank sponsor for the festival’s second edition, which is set to
take place from September 20th to 28th. This step comes after careful
consideration on the festival’s part, with regards to the bank’s history
and prominence in the region. Both parties share a vision that utilizes
arts and culture to help Egypt regain its pioneering role in the region as
a hub of arts and filmmaking.

BARON PALACE SAHL HASHEESH

So far this year, Baron Palace Sahl Hasheesh has hosted 30 international
conferences, making it the preferred destination for large scale events.
One of the more recent was the Forum on Green Banking: The Road to
Sustainable Development, which is one of the biggest events in the
Middle East held this year. It was under the Auspices of the Governor of
the Central Bank of Egypt, Tarek Amer, with over 120 banks, economists,
and think tanks in attendance.

RENAISSANCE CAIRO MIRAGE

Renaissance Cairo Mirage City Hotel celebrated its seventh Annual Global
Day of Discovery with an unforgettable exploration trip to one of the hidden
gems in the city, the Gayer Anderson Museum followed by a vibrant
Bedouin night overlooking the great pyramids of Giza. The event was
attended by a special hand-picked group of local discoverers, social
media butterflies, and rising stars delved into an adventure of unraveling the
hidden gems of Cairo. Renaissance Hotel is the hotel brand known
around the world for helping the next generation of business travelers
discover unexpected cultural experiences.

SARWA CAPITAL

Sarwa Capital S.A.E., the leading provider of consumer and structured
finance solutions in Egypt, announces its intention to proceed with an
IPO on the Egyptian Exchange. The Offering will consist of, both, a primary
offering of newly issued shares and a secondary offering of existing
shares held by the company’s current shareholders, which constitutes
up to 40% of Sarwa Capital’s total shares. The company plans to be
public by the end of the year. 
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Located at the heart of Hurghada Bay, Continental Hotel Hurghada
stands out with its gardens and beachfront overlooking the Red Sea. All
252 rooms and suites overlook the coastline. Continental Hotel has six
restaurants and bars, including an all-day open buffet restaurant. Other
services include a large swimming pool; diving and watersports; a
health club; and a kids club with playground. For events, the ballroom
can accommodate up to 500 guests for conferences, meetings, seminars,
and banquets. The hotel is 10 minutes away from Hurghada airport and
250 kilometers from Luxor.

CONTINENTAL HOTEL HURGHADA

During an exclusive event IKEA launched its 2019 catalogue, marking its
75th annual edition of the publication. The catalogue is one of the
most accessible and widely distributed publications in the world,
printed in 35 languages. This year, seven homes have been created
as the base for the IKEA catalogue. They each tell stories of different
lives, and the catalogue invites the world to an “open house” in these
homes which are filled with inspiration for everyday life.

IKEA

Private dining rooms are one of the most valued assets that any
quality establishment can offer their clientele. For those seeking
exclusivity, service excellence, and exceptional experiences.
Whether you are planning an elaborate marriage proposal, having
important business negotiations, or simply wishing to fully relax
and enjoy an occasion in the select company of family and friends,
look no further than the superior private dining room offerings
from JW Marriott Hotel Cairo. Available at Cucina, Ahlein, and
JW’s Steakhouse.

JW MARRIOTT

Radisson Blu Group has appointed Yousry Ali as General Manager of
the Heliopolis property in Cairo. Ali’s career spans over 30 years in
the hospitality industry. Prior to joining Radisson Blu Hotel, he served
as General Manager for Movenpick Hotel & Resort in several properties
across Egypt. “I am very excited to join Radisson Blu Hotel, Cairo –
Heliopolis, and I am really looking forward working with the
management team to provide the quality of service expected from
our delighted guests.”

RADISSON BLU
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Soyven 
Ahmet Ertürk
CEO 

Address: Downtown Katameya- Building
S2 A, 90th Street, Fifth Settlement 
Tel: (20-2) 2598-3100

Agriculture

Membership Type
General

AB & Associates-Egypt
Omneya Yassa
Business Development Manager/ Partner    

Address: 12 El Shahid Mohamed Abdel
Hady Street, Floor 3, Ard El Golf, Heliopolis 
Tel: (20-2) 2290-3566/ 2290-3588/ 
010-0600-3013
Website: www.abandassociates.com

Human Resources

Membership Type
Associate Resident  

Agricultural Export Council
Abdel Hamid Demerdash
Chairman of Agricultural Export Council

Address: 90 Mokarar, Road 105, Maadi
Tel: (20-2) 2528-3611
Fax: (20-2) 2528-3612
Website: www.aecegypt.com

Public & Governmental Organizations

Membership Type
Public 

& Diplomatic 

Al Babtain Group (Six of October for
the Reclamation, Development and
Reconstruction of Deserts Lands)
Zeyad El-Beshry
Managing Director Egypt Operation

Address: Royal City Compound, Villa 271,
Venus, El Sheikh Zayed City, Six of October 
Tel: (20-2) 3864-6198
Fax: (20-2) 3864-6192
Website: www.babtaingroup.com

Real Estate

Membership Type
Associate Resident  

Construction/Engineering 
Khaled El Degwy
Concessions Director, Orascom Construction   

Consultancy
Hoda Abdel-Warith 
Human Resources Department Manager, AAW Consulting
Engineers

Diplomatic Missions
Nadine Abou El-Gheit
Programme Officer, United Nations Development
Programme UNDP-Egypt Country Office

Food & Beverages
Sarah Hanna
Head of Corporate Communications, PepsiCo

Omar Abouelseoud
Business Development Director, PepsiCo

Hospitality/Tourism/Travel 
Stephan Stoss
General Manager, Hilton Worldwide

Industrial Machinery & Equipment
Islam ELbarbari
Senior Sales Manager, General Electric International Operation

Fayza El Kordy 
Member of the Board of Directors, Delemar Company for
Aluminum Profiles

Hana Haroun
Member of the Board of Directors, Delemar Company for
Aluminum Profiles

Mostafa Haroun
Executive Manager, Delemar Company for Aluminum Profiles

Mohamed Haroun
Vice President, Delemar Company for Aluminum Profiles

Information Technology
Salah Hetata
President, Business Sector, Fiber Misr

Petroleum
Mohammad Bin Azhar
Chief Executive Officer, the Egyptian Operating Company
for Natural Gas Liquefaction Projects, SAE (Egyptian
LNG)

Power
Ibrahim Afifi
Business Development Executive, ProTrade Co.

Real Estate
Ahmed Mohamed
Strategy and Performance Enhancement Director, DMG

Emad Hamza 
Business Development Manager, Ebny Real Estate
Investment Co.

Mahmoud Kamel
Financial Controller, Al Babtain Group (Six of October for
the Reclamation, Development and Reconstruction of
Deserts Lands)

Khaled Bazan
CEO, RE/MAX Egypt (Charter Real Estate SAE)

Affiliate Members
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For any change to contact information, please contact the Membership Services Department at the Chamber’s office
Tel: (20-2) 3333-6900, ext. 0016 Fax: (20-2) 3336-1050  

E-mail: membership@amcham.org.eg

Wael Roushdi
Plant Manager, Egyptian
Glass Co.

Wael Hamdy Daoud
Vice President, Elsewedy
Electric

Iyad Al Taiyeb 
CEO, Philips

Sameh Ahmed Sabry
General Manager, DEA Egypt
Branches

Rasem Dabbas
Business Executive Officer,
Nestlé Waters Egypt, SAE

Nashed Adel
Plant Manager, Franke, Egypt

Category: Affiliate
Sector: Power

Category: General
Sector: Power

Category: General
Sector: Building Materials

Category: Multinational
Sector: Petroleum

Category: Associate Resident
Sector: Food & Beverages

Category: Multinational
Sector: Industrial

Machinery & Equipment 

New Replacements in Member Companies

Change in Member Company:
Ashraf Kamel
General Manager, The United Bank

Mohamed Asser 
Egypt HR Lead, Soyven

Rasha El-Basaty 
Chief Financial Officer, Soyven

Osama Soliman 
Commercial Manager, Soyven 

Change in Membership Category: 
Ayman Khattab
Vice President South Gulf & East Africa, General Electric
International Operation
Category: Affiliate
Sector: Industrial Machinery & Equipment

Changes
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For more information about these jobs and others, visit: 
www.amcham.org.eg/recruitment – e-mail: recruitment@amcham.org.eg, Tel: (20-2) 333 88 220 Ext. 1513 - 1514 Fax: (20-2) 333 73 779

Jobs

AMCHAM RECRUITMENT CENTER

Construction Projects 
Local Administration
Authorities 

Medical
Health Care 

Site coordination, roads & land escaping works required for 63 medium
level residential buildings part of the 215 feddans land in the city. Pre bid
meeting set for 8/26/2018. P.19

Supply of pills & capsules to the Electricity Hospital. Ref. 2018/ 2019.

General Authority for New Urban Societies, 15th
May City Development Agency

EEHC - Egyptian Electricity Holding Co.

EGP 200,000
EGP 1,000 

EGP 150,000 
EGP 1,000

September 9, 
2018

September 9, 
2018

www.amcham.org.eg/TAS
For further information, contact the Business Information Center at AmCham Egypt

Tel: (20-2) 3338-1050 – Direct: (20-2) 3761-9641 • Fax: (20-2) 3338-9896 • E-mail: info@amcham.org.eg
Website: www.amcham.org.eg • US Website: www.amcham-egypt.org

Description Client Bid bond
Specs feesDeadline Sectors

Beneficiary Sectors                    Generating Sectors

Top Tenders

TOP TENDERS FROM TAS

Code Vacancies Company Name

113126 Credit Manager TNT Egypt
113118 Production Planning Section Head Ahram Security Group
113182 Recruitment Manager Union National Bank of Egypt
113246 Engineering Manager El Hesn Textiles
113245 Security Manager Oasis International School - Group Scolaire Oasis
113223 Drawing and Document Control Team Leader SUMMIT

Sector Show Name Website Embassy Contact Person TEL.

October

Environmental Technologies WEFTEC 2018 weftec.org Rania Mekhail 2797-3487

November

Healthcare -
Medical Equipment

The Greater New York
Dental Meeting gnydm.com Rania Mekhail 2797-3487

U.S. Exhibitions
Listings are now available on our website:www.amcham.org.eg

Exhibitions related to the following sectors are scheduled for the upcoming months.

For more information about these exhibitions, please contact: The Commercial Service at the U.S. Embassy
Tel: (20-2) 2797-2330/ 40 - E-mail: office.cairo@trade.gov

*Please refer to the Commercial Service at the U.S. Embassy for any updates on the exhibitions.
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Exclusive Offers

The BUSINESS MONTHLY Classifieds section is open exclusively to AmCham member companies. 
Text ads are £E 150 for up to 30 words, £E 5 per additional word. Abbreviations, phone numbers and e-mail addresses count as one word. Display ads are
£E 100 per cm in height, per column (max. 20cm in combined total height). Discounts are offered for regular advertisers and repeat bookings.
Insertion orders, payment and ad content must be received by the 15th of the month preceding publication. All classified ads subject to editorial approval. For more
information, or to place a classified ad, contact Amany Kassem at (20-2) 3338-9890, fax (20-2) 3338-0850, e-mail: akassem@amcham.org.eg

Has the pleasure to provide AmCham members Up to 10 % discount on Arab Misr
Insurance Group | gig Products

An exclusive discount for groups and individuals on medical insurance , cancer, funer-
al-expenses, personal-accident, travel-care, some secure, fire/burglary/property, motor,
inbound tourism, and marine (inland/hull/cargo/aviation), oil-gas & petrochemicals,

engineering, and trade credit insurance. 
For additional information call Hotline 

010-050-19901 / 012-261-19901/ 011-010-19901/ 015-512-19500

*Discounts will be granted to AmCham members upon 
presenting their AmCham 2018 membership card*

For more information, please contact:
John Ellis
Phone: (20-2) 2451-7620/22/24
E-mail: Ellis.j@gig.com.eg

Please visit AmCham Cyberlink on http://www.amcham.org.eg/cyberlink for
more information on AmCham benefits

This offer is valid until December 31, 2018

ARAB MISR INSURANCE GROUP | GIG

Is pleased to extend its offer of 15% discount on Food & Beverages in the below
restaurants:
- Oak Grill

- Kamala Asian restaurant
* Discount is not applicable on public holidays, special occasions, Christmas and New

Year’s Eve
* Discount is not applicable on alcoholic beverages

*Dis count s  w i l l  be  granted fo r AmCh am members  upon  
presen t ing the ir  AmCha m 2018 membershi p  c ard *

For more information, please contact:
Nevine Nader
Telephone: (20-2) 2580-8481
Email: dining.conradcairo@conradhotels.com

Please visit AmCham Cyberlink on http://www.amcham.org.eg/cyberlink 
for more information on AmCham benefits

This offer is valid until December 31, 2018

CONRAD CAIRO HOTEL

Aramex International Egypt is pleased to offer to AmCham members a free “Shop &
Ship” membership, all AmCham members are exempted from the $45 membership

fee. In addition to a 30% discount on all Personal Domestic Services and a 20%
discount on the international cash rates (New).

“ Shop & Ship “ are an international shipping service that allows you to shop from
the US, the UK, China, Turkey, UAE, India, South Africa, Hong Kong, Germany, Italy,
Spain, France, Singapore, Canada and Malaysia and then we deliver it to you with

the best rates.”

*Di sc ou nt s  wi l l  be  gran ted for  AmCham members  upon 
present in g th e ir  AmCham 2018  membership  card*

For more information, please contact:
Shop & Ship: Amal Shawki
Domestic & International Services: Mohamed Alloush
Short No.16996
Email: Amal.Soliman@aramex.com; Mohamed.Allosh@aramex.com

Please visit AmCham Cyberlink on http://www.amcham.org.eg/cyberlink 
for more information on  AmCham benefits

This offer is valid until December 31, 2018

ARAMEX INTERNATIONAL EGYPT

Abou Ghaly Motors Group (AGM) has the pleasure to extend its exclusive benefits to
AmCham members on various products as follows: 

- Accessories Voucher with the amount of 2,000 EGP, for purchasing- Subaru -Jeep-
Chrysler-KTM and Alfa Romeo. 
-10% discount on Sixt rent car.

-20% discount on London Cab on the second leg to and from the Airport.
-Different financial programs from Abou Ghaly Group for all products with a minimum

down payment of 25%.
-Protection plan including the insurance with a very special rate of 3.5%.

-5% discount on spare parts and a 10% discount on labor work.
- 20% discount door-to-door service inside Cairo.

-In case of accidents the car will be transferred to the service center, free of charge.

*Discounts will be granted to AmCham members upon 
presenting their AmCham 2018 membership card*

For more information, please contact:
Amr Mo'men • Phone Number: (20-2) 2413-4577/ 46300-000
Call Center: 19570 • Mobile: (20-12) 7520-7317
For London Cab reservation: 19670

Please visit AmCham Cyberlink on http://www.amcham.org.eg/cyberlink 
for more information on AmCham benefits

This offer is valid until December 31, 2018

ABOU GHALY
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Belly Dancing and
Egyptian Football
Ever since Egypt’s dismal performance
in the 2018 World Cup and the depar-
ture of the head coach, the Egyptian
Football Association (EFA) and
Egyptians have been seeking a quick fix
for the national team’s problems. To
that end, belly dancer Sama el Masry
applied to the EFA to become the head
coach, citing her “background in
sports.” She went on to ask the associa-
tion  to “seriously” consider her applica-
tion because she was the captain of the
volleyball team when she was in school.
“I think I am more qualified than many
people for this post,” she said.

Al Masry Al Youm, Aug. 12th 

Monkey Business
Residents of a Giza neighborhood and
visitors to the Cairo Sporting Club were
terrified when they saw two monkeys
wandering around the area. According to
witnesses, the two primates were walking
next to each other holding hands.
Naturally, the head animal keeper at the
Giza Zoo is being investigated after the
monkeys under his care disappeared. He
explained that the two animals were
recently married and “maybe on their
honeymoon,” he told the press. He
added there are a lot of medical tests
done on monkeys to develop new medi-
cines for them and similar animals, so giv-
ing the couple “some time off to get mar-
ried and have fun is good for them.” 

Al Shorouk News, Aug. 8th 

Archaeologists Say Cheese
Much to their surprise, Egyptologists
and archeologists from Cairo
University and Catania University in
Italy found a piece of prehistoric
cheese (made from goat, cow, and
sheep milk) in a tomb that hadn’t
been opened for about 3,200 years.
The tomb belongs to Ptahmes, who
at one point was the mayor of
Thebes. Researchers, however, were
not able to determine  whether the
piece of cheese was put there on pur-
pose as part of the burial ritual or
accidentally dropped into the tomb.
No traces of food had ever been
found in any other pharaonic tomb. 

Cairoscene, Aug. 12th

Media Lite

72• Business Monthly - SEPTEMBER 2018

Al Masry Al Youm, August 1st  

Media Lite is a satirical review of items published in the local and international press. All opinions and allegations made in them belong solely to the
original publications and no attempt has been made to ascertain their veracity.

A Glance At The Press

“My husband has banned me from
cooking since they raise natural gas

prices. Now we order food every
day from Maxim in Switzerland.”
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