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What do we do ? . Supporting training organizations in meeting SME
management training needs, by providing them with Business Edge
products and tools, and by developping local training markets

Our Business Model : Quasi franchise model — yearly agreements to
distribute the products and get the BE “stamp” — Licencing Fees

Capacity Building of Training of Trainers / Master Trainers

Training Firms Marketing & Business Planning Support
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Practical application to the workplace
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Some Market Development Challenges

How can we establish a product in a market by building
sustainable distribution channels ?

How shall we cope with the regional dimension ?
How can we attract relevant Training Providers ?
How shall we stimulate demand from SMEs ?
How shall we build the brand equity ?

And still be cost-effective ?

And not subsidize the end-user ?
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business

Reaching SMEs through
the Value Chain of Corporates

... or how to generate demand & build the brand equity !
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g Our Two Business Models | =%

Training of Mobinil SME Clients  trajning of Mobinil Distributors
Activities

o o Activities
* Providing Management Training to

Mobinil SME clients » Training Needs Assessment of Mobinil

. : Distributors
» 6 BE training workshops to train

300 of Mobinil SME clients in 6 * Tailored, comprehensive BE workshops
different governorates of Egypt delivered to Mobinil distributors based on
their key management needs
Outcomes
Outcomes
* Increased Demand for
Management Training (18% of » Generate direct sales for BE training
attendees) providers
 Build brand Equity to attract « Improve management skills and
training providers and trainees performance of the distributors
Budget Budget
» USD 60,000 « USD 30,000
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Mobinil SME Clients Scheme

What is it ? One or half a day workshops on a specific management

topic (pricing, quality, etc.)

What for ? Create awareness for BE products and training providers

| susimess B
. Selects a

relevant training
topic

o Identifies and 919 satisfaction rate !
provides the BE

trainer g

. Sells BE ,J’\\ “

workbooks Q\
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* Invites SMEs
from its data base

 Selects cities,
pays for venues

e Advertises the

RIFC
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Mobinil Distributors Scheme

What is it ? A comprehensive Training Course focusing on their key
management issues

What for ? Improve management skills and performance of the
distributors

| susiness |
—edge

edge

« Mobinil promotes
the training

* Mobinil & its
distributors cover
the cost of the BE
training
@\

’\

« Rapid TNA of
Distributors <

» Use the BE Training
Providers Network to
train Distributors &
Points of Sales
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Benefits for the Stakeholders

SMEsS

v Improved
performance

v More
awareness
about benefits of
management
training

v Networking
with BE training
providers

Corporate

v" Building brand
loyalty — value
added service

v" Improving
distributor
performance

v" Meeting CSR
goals and
capitalizing on
PR value

BE Providers

v Increased
sales to SMEs

v Building a
database of
SME clients

v Improved
readiness to
invest in offering
BE trainings

| susiness |
v" Awareness for
BE Providers

v" Build BE brand
equity

v Reach numbers
of SMEs

v'Replicability
(Microsoft,

Unilever, Sabafone,
etc.)
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Lessons Learned /@/—@;

Lessons

Brands provide Market Recognition

Corporates are efficient Business Partners

Becomes a self-selling model !

No need for a comprehensive TNA

Demonstrates to Training Providers that there is a market

Advice
Focus on the Business side rather then on the CSR side
The first deal takes time to get through !

Next Steps
Going Regional
Getting paid for our services RIFC
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Building the Brand Equity
through satellite TV~ wbc

The Investors

9 roiiunctl

Confirming partnership with ACHIEVERS in jointly accomplishing a commmon goal of creating
future Arab entrepreneurs and positively contributing to our community
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Rationale

» Business Edge needs to buildits
brand equity in the region

TV is the most effective and
influential media, by far, in the
Middle-East

o Influential satellite’ TV networks,
reaching out to the various nati@nal
audiences in the region

» Broadcast media is key to shaping
perceptions in the region

Assumption

Stronger brand recognition will
help secure reputable training
partners and enhance the

Using Satellite TV

MBC

MBC is the leading pan-Arab television

network in the region:
« 50 to 70 M. viewers daily
* Very strong brand recognition

« 4 family’ entertainment channels +
1 influential news network

» Successful track record in bringing
new television shows to the MENA
region

Partnership

IFC sponsored a TV show, ‘The

Investor’, promoting entrepreneurship
and ethical business values

delivery model
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‘The Investor’ : Key Features LWLOC

» 13 families, from across the MENA region, each with a business idea, compete to
secure seed financing (US$ 500,000) through a series of business related
challenges

* Prime time television show (=> heavy promotional and marketing campaign)

* Show has a ‘social’ slant: objective is to entertain, yet, promote entrepreneurial
values and spirit for the region’s youth (=> in sync with the concerns of many of the
region’s countries)

« Show runs for 13 weeks, with 2 additional follow-up episodes
e Largest production so far undertaken by MBC (circa. US$ 6 Mn cost)
* ‘The Investor’ was THE show of the season for MBC
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o C Key partner§hip details

Lay 51 L_al
IFC’s in-kind contribution Brand exposure secured
 Train the candidates on basic 1. Continuous exposure of the Business
business principles by using BE Edge brand throughout the show
LEUEE 2. Product placement: Business Edge
* Provide 3 BE advisorsd4o mentor books + material integrated into the
the candidates (to appear on show’s set
e 3. One entire episode (45 min. of prime
* Enhance the business content of time airtime) around the Business
the “challenges” Edge brand (candidates ‘organize’ a

« Assess the candidates Business Edge seminar in Dubai)

performance during the show 4. Association of IFC/Business Edge to

« Provide a full-fledge/BE training to the pre-launch promotional campaign

the eliminated contestants 5. End credits and link to Business

Edge website from the show’s site
Budget

< US$ 200,000
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1ocC Lessons,/Learned

Lap3l La!

1. Working with TV is exciting — complex and different
iIndustry !

2. Get ready to manage unrealistic expectations
3. Value for money

4. Great impact on brand equity and demand (although
not the ane we expected !)

5. Let’s be entrepreneurial and size the opportunities !
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‘Deadening’ education impedes Arab development

il
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The Arab Predicament, Circa 2002 How
Can Arabs Fix the Problems of Education?

UN report slams Arab education

Thursday 23 October 2003, 10:58 Makka Time, 7:58 GMT

“The most important challenge facing Arab education 15 its declining
guakty," the raport said.

HIOC

International Monetary Fund

The Challenges for the Avab World in the
Global Feconomy: Stabibiy and Education

Peering into the Arab future

The mformation society 15 still a distant goal m thas
regon, one source remarked, because educabonal
systems, social structures and economsc problems
seem to slow the Arab world's quest for
technological advancement The ASF will look into

means of spreadng knowledge throughout seciety
Ths will be done by focusing in particular on the

impediments to technology and knowledge and the
development of the sducatsnal system.

Speech by Dr. Rima Khalal Hunaidi
Human Development in the Arab World: Challenges
and Prospects

Cur educational systems have failed us in dealing
‘with the problem of #literacy, which s serious
enough. But perhaps an even greater handicap
involves another type of lllteracy — that manifested
in the passivity, conformity, and lack of incentives
for intellectual enquiry that pervades our curricula
and teaching methods.

The Dilemma
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