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Inside Stories 2017
About Inside Stories
Inside Stories is a series of seven informal, highly-interactive evening
discussions, organized by Ithraa, Oman’s inward investment and export
development agency, and held at The Public Authority for Civil Aviation
Head Office in Al Hail North, opposite Al Mouj Muscat.
The series brings together some of the sultanate’s most inspirational
and innovative business people, scientists, educators, manufacturers,
healthcare professionals, civil servants, farmers, urban planners and
environmentalists to share their stories. And together, we discuss the
opportunities and trends that are redefining what it means to be in,
and start, a business today.
Over the years, this highly successful series of seminars has helped
hundreds of Omani businesses, large and small, ramp-up and
understand the issues faced when starting and growing a business.
Sessions are always stimulating and informative, and are open to all.
Registration
To reserve your seat at Inside Stories register at events.ithraa.om

2017 Program
Hyperlocal Tourism:
An Authentic Experience
Wednesday 26 April
Education:
Smart Opportunities
Tuesday 16 May
Infrastructure:
Getting to Our Destination
Tuesday 11 July
Aquaculture:
The Blue Revolution
Tuesday 15 August
Micro Manufacturing:
Build Local, Ship Global
Tuesday 26 September
Healthcare:
Fit for the Future
Tuesday 24 October
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A Seat at the Table
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Things We Make

Dear Readers
We have an information packed and tourism focused edition for you that includes an
in-depth one-on-one interview with Trevor McCartney, General Manager at the
newly-opened Oman Convention and Exhibition Centre (OCEC).
The OCEC is a major national asset, one that will position Oman as a notable contender
in a highly competitive meeting and convention market. Trevor walk us through the OCEC
backstory, its facilities and what makes it stand out from the competition in the region.
He also discusses Oman’s evolving MICE business, encouraging Omani youth to take-up
careers in the business event sector and the impact of the Internet of Things on
convention centres.
We also take a look at the National Hospitality Institute (NHI) which after more than 20
years has earned a global reputation as a first rate training facility for the hospitality industry.
The need for vocational training is key, suggests NHI’s Principal, Robert MacLean.
Our programs are varied and flexible and include full and part-time courses, a day release
apprentice system, online courses as well as long distance learning, explained MacLean.
NHI trains waiters, housekeepers, receptionists, butlers and chefs, and has successfully
graduated over 5,000 young Omanis for jobs in Oman’s growing travel and tourism sector.
Taleb Al Makhmari, Ithraa’s Director General of Marketing & Media talks passionately about
branding and the public sector and tells us that when it comes to developing a brand, it’s too
simplistic to just say that the public sector should be more like business. The public sector is
enormous, more complex and serves a much more diverse customer base. Private firms
have the flexibility and freedom to change their brand, merge with others and discontinue
unpopular or unprofitable products. Al Makhmari points out that the public sector is bound
by statutory duties and limits on how it operates. But that doesn’t mean it can’t build a
brand image just as effectively as private firms. Logos and symbols are important, but they
don't represent the reputation of the organization. That’s defined by the people within it
and the way they behave with the general public.
A round-up of all our recent news and activities is also included.
We hope you enjoy reading this edition of Ithraa News. We’re always looking for ways to
improve our communications and would welcome any comments you may have on this
edition. Please send any feedback to news@ithraa.om
Team Ithraa
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Ithraa
Events
Ithraa’s Chairman Attends Davos
Responsive and Responsible Leadership
As per the orders of His Majesty Sultan
Qaboos bin Said, HE Dr. Salem Ben
Nasser Al Ismaily, Ithraa’s Chairman,
joined heads of state and government
at the 47th Annual Meeting of the
World Economic Forum in Davos-Klosters,
Switzerland, 17 - 20 January.
Leaders from different sectors attending the Forum discussed societal
and global concerns that for many have been neglected. And in a
nod to current trends, this year's Forum was titled “Responsive and
Responsible Leadership”.
The Forum’s organizers recognize that responsive and responsible
leadership requires acknowledging that frustration and discontent are
increasing in communities worldwide that are not experiencing
economic development and social progress.

Moreover, their situation will only become more uncertain with the
onset of the Fourth Industrial Revolution, which is redefining the world
of work, entire industries and creating new ones from scratch, owing
to advances in artificial intelligence, robotics, the Internet of things,
self-driving vehicles, 3D printing, nanotechnology, biotechnology and
quantum computing.
Commenting on the Davos event, HE Dr. Al Ismaily explained:
“The Forum remains one of the most important networking platforms
for the world’s business leaders where issues and challenges of the
day are discussed with industry experts. From forums such as this,
not only can trends be gauged but also future surprises prepared for.”
With presidents, prime ministers and central bankers among the 3,000
Forum participants, along with 1,800 executives from 1,000 companies,
academics, philanthropists and royalty, the Annual Meeting in Davos
remains a global platform that brings diverse expertise and experience
under one roof.

The Forum remains one of the most important networking platforms
for the world’s business leaders where issues and challenges of the
day are discussed with industry experts. From forums such as this,
not only can trends be gauged but also future surprises prepared for.
HE Dr. Salem Ben Nasser Al Ismaily
Ithraa’s Chairman
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Algeria Next Stop for Omani Products Expo

OPEX Committee discuss October’s Made in Oman
exhibition in Algiers

Invest in Oman Delegation Visits India

Ismail Al Balushi, Deputy CEO, SEZAD briefing Mumbai’s
media on Oman’s three city trade visit to India

The Omani Products Exhibition (OPEX) Organizing Committee

In early March, Ithraa led a contingent of five high-profile

of Ithraa, Oman Chamber of Commerce & Industry and the

organizations from the sultanate including the Special Economic

Public Establishment for Industrial Estates has announced that

Zone Authority in Duqm (SEZAD); ASSAS; Khimji Ramdas;

Algeria will host the next OPEX trade show 9 – 13 October 2017.

Port of Duqm and Oman Logistics Company (Khazaen) in an
effort to connect with Indian investors looking for commercial

According to Mr. Ayman Al Hsani, OPEX Committee Head:
“Oman manufactures high-end products that are in demand
internationally. Recently, OPEX has been to Saudi Arabia, Ethiopia,
UAE, Qatar and Iran, all key growth markets for Omani manufacturers.
Positive feedback from the six city shows clearly demonstrates
Oman-made products are valued by international businesses, retailers
and consumers.”
Al Hasani went on to add: “We couldn’t be happier with how well
the OPEX shows have been received in the Middle East and Africa.
We knew there was a need for a large international Omani products
initiative but the show’s success has exceeded all expectations.”
The Committee Head puts the success of OPEX squarely down to
the caliber of participating companies.
Omani exports to Algeria in 2015 were recorded at US$27.45mn,
up from US$22.27mn in 2014, a rise of 22.7%. Omani polyethylene,
aluminum wire, polypropylene and marble proving particularly popular
in the large and growing North African market.
With a population of 40 million and an ambitious five-year US$262bn
government-backed infrastructure spending program, Algeria offers
market opportunities for Oman-made building materials, plastics and
aluminum. OPEX research also suggests significant Algerian consumer
demand for Omani foodstuff.
The OPEX Committee Head pointed out: “The importance of
manufacturing extends beyond the employees, companies and
investors directly involved in the sector. It impacts everyone.
Manufacturing is key to an economically, socially and environmentally
sustainable Oman. Indeed, the sultanate’s growing economy depends
on the continued success of a thriving and innovative manufacturing
sector. In this regard, trade shows like OPEX play a crucial role in
helping large as well as small Omani manufacturers access and
penetrate advanced and emerging markets.”

opportunities in the sultanate.
The Omani delegation aimed to raise awareness of investment
opportunities in Oman, the support available for Indian companies
considering the sultanate, and provide an opportunity for business
leaders from both nations to make important connections.
Organized in partnership with the Confederation of Indian Industry,
the visit began 6 March in New Delhi where the delegation held B2B
meetings with Indian companies all in an effort to develop new business
opportunities and strengthen investment ties in manufacturing, tourism,
mining and petrochemicals. The Omani business delegation also visited
investors in Pune and Ahmedabad.
Commenting on the New Delhi, Pune and Ahmedabad visit,
Mrs. Alya Al Hosni, Ithraa’s Director of Industrial Investment explained:
“the caliber of Indian small to medium-sized enterprises has improved
significantly over the past ten years and many are looking to enter the
GCC market using Oman as their gateway. In this regard, we went to
India particularly focused on attracting firms working in manufacturing,
mining, petrochemicals and tourism.”
The high-profile delegation also looked to deepen Oman-Indo business
partnership for the long-term.
“Significant opportunities exist for Indian companies to set-up and
grow in Oman. Indeed, this was the message the delegation delivered
loud and clear at their meetings in New Delhi, Pune and Ahmedabad,”
concluded Mrs. Al Hosni.

The OPEX Organizing Committee also paid tribute to Eng. Basim bin
Ali Al Nassri, former Director General, Knowledge Oasis Muscat and
OPEX Committee member who very sadly passed away recently.
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Oman’s
Growing
Ambitions
Plans designed to gain access to new and growing markets
for Omani non-oil exporters and strengthen relationships
with internationally owned companies were revealed recently
by Ithraa.
“Our approach whether it’s expanding non-oil exports or attracting
further inward investment is all about understanding the needs
of business. This approach has proved successful over the years,”
explained Taleb Al Makhmari, Ithraa’s Director General of Marketing
& Media.
Ithraa drives the global marketing of Oman as a world-class business
location and delivers an extensive package of expert advice to
potential investors and exporters.
“Our services are free-of-charge and available to domestic and
international companies that want to set up, expand or export
from Oman,” emphasized the Ithraa Director General.
According to Al Makhmari, the Ithraa team will continue its traditional
targeting approach towards large and fast growing companies
throughout key sectors and markets. In 2016, Ithraa managed the
commercial registration of over 25 companies from 14 countries.
Investments were placed in sectors that included manufacturing;
agriculture; waste management; construction; oil and gas;
and real estate.
“Working hand-in-hand with stakeholders, we continue to tailor
Oman’s business offer that builds on the sultanate’s key assets.
Our value proposition to investors is Oman’s ability to meet their
commercial needs for cost reduction, world-class manufacturing
facilities and transport infrastructure, an educated multi-lingual
workforce and easy access to large regional and international
markets,” explained Al Makhmari.
Ithraa’s 2017 plan builds on a long history of collaboration with
stakeholders in the business community and public sector.
“Export and inward investment policy making is underpinned by
a common commitment to the Omani people, driven by a shared
ambition to increase national prosperity and competitiveness,”
noted Al Makhmari.
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Given recent investment in the sultanate’s transport network,
cultural attractions, housing, retail, education and health sectors,
Oman has become a more appealing business destination, one that
is attracting significant global attention.
“Creating the right conditions for investment is critical to Oman’s
success, particularly in relation to providing investors with
top-flight talent, an attractive working environment and lifestyle,”
added Al Makhmari.
Regardless of the current tough economic climate, Ithraa is geared
up and ready to take advantage of the opportunities that will come
from the eventual upturn in the global economy.
“Our initiatives in both investment and export, whether that’s attending
international exhibitions, organizing trade missions or one-on-one
B2B meetings, are focused on sectors and markets that we’re confident
will grow.”
Ithraa will be taking Omani firms to the leading stone and marble
exhibition, Marmomacc in Verona; Plast Eurasia in Istanbul;
and the China International Fishery & Seafood Expo in Guangzhou.
Ithraa’s Export Development team will also be leading a large
delegation of Omani businesses to OPEX.
“It’s an event-packed year for our non-oil exporters,” remarked
Al Makhmari.
Omani firms are now exporting to 135 countries, and as of September
2016, non-oil exports reached US$4.6bn. The volume of non-oil
exports rising by 24.7% over the same period in 2015. “We’ve a lot
to be proud of,” enthused Al Makhmari.
Manufacturing, logistics, fisheries, tourism and mining will clearly
remain lead sectors, while health, education, food, innovation and
R&D will also be key to Oman’s growing economic ambitions.
With regards investor development activity, and in addition to GCC
markets, Ithraa’s European presence will remain critical to attracting
British, French, German, Italian, Swiss and Dutch investment.
Asian economies, particularly India, China, Brunei, Singapore and
Turkey are also important to Oman.

“Our activities aren’t based just on attracting new investment and
helping existing non-oil exporters, we strike a balanced approach
between winning new investment, assisting the expansion and
retention of existing firms through to helping small businesses
and start-ups explore international export opportunities,”
highlighted Al Makhmari.
Given the volume of investment and export enquiries Ithraa is receiving,
it is clear Oman is becoming the location of choice for businesses
seeking a new base in the Gulf. Firms understand they can benefit
from a motivated and skilled workforce, world-class infrastructure and
a thriving professional community. Together with the sultanate’s
strategic location, robust economy, stability, unrivalled quality of life and
clean environment, these factors make a compelling case to move to,
set-up in and export from Oman.

Omani firms are now exporting
to 135 countries, and as of
September 2016, non-oil
exports reached US$4.6bn.
The volume of non-oil exports
rising by 24.7% over the same
period in 2015.
Oman is becoming the location of choice
for businesses seeking a new base in the
Gulf. Firms understand they can benefit
from a motivated and skilled workforce,
world-class infrastructure and a thriving
professional community.

HH Sayyid Faisal Al Said outlining Ithraa’s 2017 investment promotion plans
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National
Hospitality
Institute
Careers in Tourism & Hospitality
No other business spans countries and cultures quite like the tourism
and hospitality industry. It is the largest employer in the world.
The World Travel and Tourism Council (WTTC), tells us that in 2015
the industry generated 9.8% of world GDP. It supports a workforce
of 284 million people which means that one job in eleven is in tourism
and hospitality. Travel and tourism forecasts over the next ten years
continue to be favourable, predicting annual growth rates of 4%.
As with almost every country, tourism is increasing in Oman. A total of
2,470,760 tourists (not including onboard cruise ship tourists) visited
Oman in 2015, an increase of 372,535 over 2014 (Briefings from Oman,
Tourism, published by Ithraa in December 2016). With this growing
number of visitors arriving in the Sultanate, tourism creates great career
prospects. It provides the perfect opportunity for young Omanis to
gain experience of other cultures and develop the skills and confidence
for dealing with people outside their own country. The main areas of
employment are hotel and airline companies, travel agencies, car rental
companies and restaurants. According to data from the National Centre
for Statistics and Information, by 2040 there will be 500,000 jobs in
tourism and hospitality in Oman.
It is not surprising that the biggest challenge facing the tourism and
hospitality industry is a skills shortage. There is an increasing deficiency
of senior managers. Moreover, a vast number of workers are needed
not only for traditional roles such as waiters and chefs but in other
more specialised fields. The tourism business has spawned a range of
sub-industries which offer new and exciting employment opportunities.
A job in international tourism these days can mean working in a theme
park or on a cruise ship, for an airline or in a health spa. You can find
yourself working as a diving or ski instructor, a safari tour guide, an
adventure tour operator or an expert in IT.
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The Setting up of National Hospitality Institute SAOG (NHI)
As far back as the early 1990s, the government of Oman recognised
the need to promote tourism as one of the key strategies in line with
the 2020 vision to diversify the nation’s economy. They did this not
to promote Oman’s lovely beaches and mountains – after all, many
countries have those. The driving force behind the decision to promote
tourism was to provide career prospects for young Omanis. Therefore in
1995, National Hospitality Institute SAOG (NHI) was established in Wadi
Al Kabeer as a public company by a group of investors, many of whom
were from the tourism industry themselves.
From the start, NHI aimed to be different from other institutions.
Its mission was to raise awareness among the youth of Oman about
tourism as a worthwhile career, and prepare them for work in local
hospitality outlets. Today, more than 20 years after its establishment,
NHI has earned a reputation in Oman and other countries as a first
rate training facility for the hospitality industry working to international
standards of training, accreditation and qualifications. It has successfully
trained over 5,000 young Omanis for jobs in tourism and travel.

NHI has successfully trained over
5,000 young Omanis for jobs in
tourism and travel.

NHI Vocational Programs
NHI recognises the need to deliver vocational courses which link directly
to jobs. ‘The hospitality industry is a rapidly growing industry with huge
opportunities for employment,’ says Principal Robert MacLean, who has
over 40 years experience in the hospitality industry in the UK and Oman.
‘The need for vocational training is imperative.’ NHI programmes are
varied and flexible. They include full and part time courses, a day release
apprentice system, online courses and long distance training. You can
train to be a waiter, a housekeeper, a receptionist, a butler or even a tea
boy. You can take a course in telephone skills and a course in resolving
conflict. NHI also operates the Gulf Chef School which provides training
for chefs working in hotels, restaurants, airlines, hospitals, banks,
cruise ships and industrial outlets. Other divisions are the Food Safety
Academy and the Gulf Travel School which trains cabin crew.
NHI’s courses are internationally recognised and accredited with
certification from the UK, USA and Canada. Some are in English
and others in Arabic and Hindi. Programmes include a two year
Hotel Management Diploma accredited by the Educational Institute
of the American Hotel and Lodging Association, where students do
18 months training at NHI followed by a six month internship in a
5 start hotel in Oman or another country. There are courses in Food
Safety at different levels which are certified by the Chartered Institute
of Environmental Health in the UK. NHI’s Gulf Travel School courses
are accredited by the International Air Transport Association (IATA)
and the Universal Federation of Travel Agents Association (UFTAA).
NHI is currently working closely with government bodies and strategic
partners towards gaining college status.

Trained at NHI, now working at...
The tourism and hospitality industry in Oman has made huge advances
since NHI’s inception over 20 years ago. But NHI has never believed in
resting on its laurels. Its mantra is ‘never satisfied, always innovative.’
It is keen to capitalise on its excellent reputation and success. As its
corporate plan states, ‘We are further committed to linking ourselves to
the latest international standards of our business and to ensuring that
we are at the cutting edge of motivation.’
NHI thrives on innovation and expansion. It is constantly seeking
opportunities to increase its business in new markets. One way is by
exploring the demand for trained young Omanis in the wider Gulf
region. Many NHI Omani graduates go on to work in other parts of
the world for long or short periods and have risen to senior positions
in some of the world’s most prestigious organisations.
Training at NHI provides young people with qualifications which will
open the door to rewarding careers, both inside and outside Oman.
Moreover, it is a means by which young Omanis can contribute to
bridging cultures and promoting the international understanding so
badly needed in the world today.
You can read a variety of NHI graduates’ individual success stories on
the NHI website www.nhioman.com
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Things
We Make
Here are some examples of
great Omani exports,
from footwear, confectionery,
fashion accessories, marble,
car batteries to washing powder.

Reem Batteries & Power Appliances
www.reembatteries.com

Al Wardha Footwear &
Leather Products
www.omzest.com

Oman Foodstuff Factory
www.almudhish.com

Sidab Women’s Group
@sidab_women

Al Sallan Food Industries
www.alsallan.com
10

Al Waqia Shoes
www.waq.co.om

Oman exports to more
than 135 countries

Al Ajmi Marble
www.alajmimarble.com

The National Detergent Company
www.ndcoman.com

Oman Cables Industry
www.omancables.com
Oman Textile Mills Company
www.omantextiles.com

Sweets of Oman
www.sweetsofoman.com
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Branding
Public Services
Taleb Al Makhmari
Ithraa's Director General, Marketing & Media Directorate
We often hear the words brand and branding thrown around
liberally by all sorts of people in different contexts and with
different meanings in mind, so it may help to start by asking:
what exactly is a brand? The simplest answer is it’s a set of
associations people make with a company, product, service,
individual or organization. In brief, it’s what they say about
you when you’re not in the room.
Building a brand is the way organisations communicate their values
and create a positive relationship with customers. For example,
Nike sells attitude as well as sports shoes while jeans manufacturer,
Levi's took a utility product and turned it into a high fashion statement.
Both brands are resolutely customer-focussed, and great branding
and responsive behaviour has allowed them to build the right kinds
of connections with customers.
As we’ve seen with companies like Nike and Levi’s, brand awareness
drives an obsessive commitment to customer service - an area where
the public sector still has much to learn. It also means making sure
people know what you do well. All too often the public sector fails to
take credit for the excellent, effective and popular services it provides
24/7 to the general public.
Throw Cash at it
The public sector has traditionally been loath to spend money on
marketing, branding and communications, often putting more effort
into marginal activities than ensuring the public is aware of the
broad range of basic services that they provide. But branding isn’t
really a question of large marketing budgets it’s about focusing
existing resources.
Building a brand means being clear about what the organisation stands
for and ensuring this is reflected in every experience of interacting
with it - the attitude of staff, the environment of buildings, the Twitter
account, how emails are written and, perhaps most importantly, the
way you feel about it. So the key is to create a clear brand - and make
sure you deliver.
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http://www.levistrauss.com/unzipped-blog/2014/07/throwback-thursday-a-look-back-at-advertising-at-lsco/

Storytelling
Let’s be clear, today a brand is a metaphorical story that’s evolving
all the time. It’s a story that’s intended to connect with something
very deep - a fundamental human appreciation of mythology.
People everywhere have always needed to make sense of things at
a higher level. We all want to think that we’re a piece of something
bigger than ourselves. Companies that manifest that sensibility in
their employees and consumers invoke something very powerful.
For example, Levi’s has a story
that goes all the way back to
the 1840s and the American
Gold Rush. They’ve great photos
of miners wearing their dungarees.
And every time you look at the
rivets on a pair of their jeans,
at some level it reminds you of
the Levi’s storyand the rich history
of the product and the company.
Ralph Lauren is trying to create history. His products all create a frame
of mind and a persona. You go into any of his stores and there are
props and stage settings – for instance, a saddle and rope. He’s not
selling saddles or ropes but he’s using them to tell a story. Stories create
connections for people. Stories create the emotional context people
need to locate themselves in a larger experience. Indeed, the public
sector needs to be aware of the mythological angle to branding.

Taleb Al Makhmari
Ithraa's Director General, Marketing & Media Directorate

Talking to Passive Citizens
Branding’s a way for the public sector to reach the passive majority of citizens whose contact with
them will only be occasional, relating to specific issues such as a health appointment at a local
hospital, getting a passport or driving licence from Royal Oman Police or a query regarding the
purchase of land at the Ministry of Housing.
The public sector has to demonstrate it can get the customer service basics right - be accessible,
answer the phone after three rings, provide clear information in print, on social media, deal with
queries efficiently and quickly, deliver what it promises. So can a modern, twenty-first century
public sector build a world class brand? Most definitely yes. Approaches to building local brands
will vary - reflecting the different values associated with different communities, but the public
sector certainly has a head start in building customer loyalty. They do, after all, exist to serve the
general public.
Public vs Private – No Competition
When it comes to developing a brand, it’s too simplistic to just say that the public sector should
be more like business. The public sector is enormous, more complex and serves a much more
diverse customer base. Private firms have the flexibility and freedom to change their brand,
merge with others and discontinue unpopular or unprofitable products. The public sector’s
bound by statutory duties and limits on how it operates. But that doesn’t mean the public
sector can’t build its brand image just as effectively as private firms. Logos and symbols are
important, but they don't represent the reputation of the organisation. That’s defined by the
people within it and the way they behave with the general public.
Across the world, the perception of the public sector brand is divided into a set of key
components, these include:

Brands are promises made to
future employees, consumers,
clients and citizens that they
believe in. Branding is much
more than a logo, a tagline
or a slogan, it supports and
promotes the “raison d’être”
of an organization.

Its purpose: what is it there to do?
The values that underpin it: what drives it to do the things it does?
Key messages: what is it saying about what it can offer?
Delivery: does it deliver on time?
Behaviour of its staff: how does it treat customers and employees?
The look and feel of how it goes about its day-to-day activities.
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In the same way that good communication is the responsibility of
all staff – public sector brand management should be defined,
managed and reviewed by top civil servants with expert advice
from communications specialists. In fact, civil servants at every level
are key players in:
Taking ownership of the brand
Understanding what it means
Living the brand through their behaviour and leadership
Guarding the reputation
Making decisions on values and messages
Defining identity and physical presence

It’s Not All Show Business
Unlike companies, the public sector hasn’t a product to shift, nor does
it have competitors in the traditional sense. It’s important to understand
that public sector branding is about signposting and understanding,
but for Oman’s business community branding is about selling and
persuasion – there’s a difference. Such signposts are essential when it
comes to the maze of public services, but there can be a danger that
too many signposts add to confusion rather than cutting through it.
Through branding, what every organisation - be it in the public or
private sector - is trying to achieve is buzz - the buzz that comes
from everyone buying in to a common set of values, working together
to create something of real, tangible value for everyone in the system.
Without a doubt, branding and marketing and the public sector
certainly make for strange companions, but they will help the public
sector focus on the people they’re there to serve and this can only
make an important difference.
The challenge is neither to reject brand thinking outright nor be dazzled
by the prospect of a new logo. Instead, the public sector needs to use
its brand and marketing with precise effect, defining an approach that
has integrity, depth and creative intelligence. After all, public sector
strategy needs more than a strapline.

What Leading Brands Can Teach the Public Sector

The real thing – creating a lifestyle
off the back of a soft drink
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Ruthless attention to
customer service

Just do it – selling an attitude
as well as sportswear

Brands motivate employees
Establishing a clear brand strategy provides
clarity to employees that’s needed in order
to be successful. Brands set guidelines for
how they should act, what’s expected of them
and how they can meet the organization’s goals.

Shifting perceptions about the Public Sector
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Current
Boring
Bureaucratic
Unresponsive
Closed
Remote
Not relevant to me
Dull
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Future
Exciting
Customer focused
Listen & Act
24/7 Culture
Accessible
Meets all my needs
Lively

Making a utility
product fashionable

Boring
Exciting

Creating youth appeal for
an old fashioned drink

24/7 Culture
Remote
Accessible

G.I.V.E. Get Involved Volunteer Exceed promoting the circular economy
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One-on-One
Trevor McCartney
General Manager, Oman Convention & Exhibition Centre

1

Tell us a little about yourself and your background,
especially in relation to your experience in the
MICE sector and the Oman Convention & Exhibition
Centre (OCEC).
Originally from Northern Ireland I have been working in the business
events industry since 1985 when I started my career at The Queen
Elizabeth II Conference Centre in London. After spells in Birmingham
and Edinburgh I moved to Thailand and the route to Muscat has taken
me via Malaysia and Qatar. I was part of the opening team at the three
centres in the UK and, along with the new centres in Kuching,
Malaysia and QNCC in Qatar the OCEC project has been my sixth
centre opening.
It is not over yet as we still have phase two of this exciting project to
open later this year - early 2018.

The Oman Tourism Strategy
2040 focuses on business events
as one of the major pillars of the
tourism industry in the sultanate
and will depend on it as a secure
sustainable resource.
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2

OCEC is a major national asset. Indeed, it will position
Oman as a notable contender in a highly competitive
meeting and convention market. Can you walk us through
the Centre’s backstory, its facilities and what makes it
standout from similar venues in the region?
The Oman Tourism Strategy 2040 focuses on business events as one
of the major pillars of the tourism industry in the sultanate and will
depend on it as a secure sustainable resource. Working with our
partners our main aim is to promote Oman as an ideal destination
for conventions, incentives, exhibitions, live events and meetings.
As part of this effort to create a global event destination and a
sustainable economic resource, plans for OCEC began in 2007.
Before OCEC, larger convention events could not be held in the
sultanate due to the limited capacity in our existing, world-renowned
venues. OCEC brings a competitive edge for Oman, as a new and
exciting venue to host large scale events in the GCC region.
Located in its own fully integrated precinct only four kilometres from
Muscat International Airport, OCEC is owned and developed by
Omran and forms part of phase one of Madinat Al Irfan, an exciting
new urban centre in the heart of Muscat.
With a five star JW Marriot and a four star Crowne Plaza both set to
open in 2017, the picturesque precinct is surrounded by a nature
reserve which is a haven for Oman’s exotic birdlife, together with
parklands and a wadi park.
Features of the centre include a tiered theatre seating 3,200 people,
an additional 450 person auditorium plus 20 dedicated meeting
rooms, two luxury ballrooms, hospitality suites and 22,000 square
metres of exhibition space – altogether, more than 55 different
meeting space options.

3

There’s a strong and correlative relation between the
national economy and business tourism. What role will
OCEC play in furthering Oman’s ambitious economic goals?
By making significant investments to the business events sector,
Oman can now provide more options for business travellers, and a
new hub for business events in the region. OCEC is committed to
the government’s effort to diversify economy and contribute to the
social and economic growth of the country. According to a study by
Strategy& the OCEC project is expected to generate US$764 million
in local spending, create an additional 15,000-18,000 permanent
jobs and contribute between US$518 to US$621 million to the
national economy by 2030.
At the centre of Oman’s business development program, OCEC will
act as a catalyst for business events in Oman and will have a major
impact on the national economy.

4

It’s clear that the economic impact of OCEC can’t be
measured solely within the confines of the facility.
The full financial gains will be felt beyond OCEC’s four walls
and in local hotels, restaurants, stores and entertainment
venues. How will you be measuring the success of the Centre?
The success of OCEC is strongly linked to the opportunities that will be
created by its operations. Attracting international events to Muscat will
bring visitors to who might not otherwise have chosen to visit Oman.
While they are in country they will need accommodation, use taxi
or limo services, visit restaurants and entertainment venues and are
likely to return home with gifts for their families and friends.
Business travellers spend, on average, more than leisure tourists and,
if we estimate a daily spend of about US$520 it is clear the
economic impact generated from just one convention could add
US$2.5 to US$7.7 million to the local economy.
On top of the additional expenditure generated by business visitors
there will be many other opportunities for local service providers as a
result of such events. OCEC is keen to work with Omani SMEs who
will be essential in providing conference support services including;
IT, catering, medical, transportation, taxis, security, travel agency and
event management services along with facility management, printing
and stationary and stand design.

5

Increasing the number of tourists and conventioneers in
Oman is one of the most impactful forms of economic
growth. These national and international visitors stay in
hotels, eat in restaurants and shop in stores - generating
significant revenue for Oman and benefiting local residents
and businesses. Given its economic importance, how do
you see Oman’s MICE business developing over the next five
to 10 years?
Tourism, and particularly business tourism, is expected to increase
significantly in Oman throughout 2017. With the new Muscat
International Airport to be completed and open for an increasing
number of international flights by the end of the year, we will have
better access to over half of the world’s population.
OCEC is set to have a major impact on the country’s business tourism
sector as the new Centre will allow Oman to compete for some of
the larger, international conventions that could not have been
accommodated before. OCEC aims to be a major player in the
international business events market by attracting more global
business events to the Middle East.

6

Do you think the definition of meeting space is
changing? For example, millennials don’t see the
convention centre as the place where the event is
happening. They look at the whole city as the venue.
It is true that organisers and delegates will consider the perceived
attractiveness of the destination as part of their decision making process
as to whether they attend or not. The events industry is ever-changing
with programs and structures trying to keep up with the expectations
of the discerning business traveller. Event locations have to offer
unique experiences to satisfy the individual's needs and those of their
organisations. When travelling for business events, it is important to
have time outside the meeting room and experience different parts of
the country, especially if it is somewhere visitors may not have had the
opportunity to see before. A fundamental part of business travel is the
inspiration gained from visiting new places and a different environment.
It is paramount to provide our guests with the technical requirements
for their meeting, alongside access to the city and the ability to move
locations when necessary.
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7

How is OCEC leveraging Muscat as a destination to elevate the OCEC
delegate experience?

Construction has already begun on a number of innovative communities designed to
create memorable and enjoyable experiences for visitors to Oman. Omran, the sultanate’s
master developer for tourism, aims to establish an exciting new urban centre in the heart
of Muscat and OCEC is situated within the Madinat Al Irfan project. Madinat Al Irfan
directly aligns with the government’s vision to invest in sustainable developments that
strengthen and diversify the national economy.
Another project currently under construction within Muscat is Mina Al Sultan Qaboos,
a world-class waterfront community in Mutttrah that will include luxury residential facilities
alongside cafés, shops and restaurants. The benefits of these developments will act as a
catalyst for national growth, and give visitors a unique and enjoyable experience in Oman.

Madinat Al Irfan
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Mina Al Sultan Qaboos

An artist's impression of the
Oman Convention and Exhibition Centre

8

Facilities and pricing are certainly important to meeting planners,
but there’s one piece of a meeting that matters to every attendee:
their stomachs. How is OCEC meeting the culinary demands of its clients?
Featuring the latest catering production equipment, the OCEC kitchen has the capacity to
produce more than 10,000 meals a day ranging from coffee breaks to sumptuous banquets.
With the development of luxury hotel brands; JW Marriot and Crowne Plaza, the culinary
offering within the OCEC precinct will also grow, meeting the demands of international
business travellers.

9

It’s estimated that there are three devices connected to the internet per
person on earth. And it’s forecast that by 2020, this number will increase
to nine devices per person. What impact is the Internet of Things having on
the convention centre business in general and on the OCEC in particular?
In today’s world, connectivity is of huge importance to people on a personal and business
level. When it comes to technology, it is key that organisations stay ahead of trends and
constantly evolving with the needs of their clients. At OCEC, we have a commitment to
providing a world-class service for our clients and guests, and this includes maintaining
technological standards and ensuring our facilities are kept up to date. Though I just can't
imagine having nine devices.

10

How do you think Oman’s brand is perceived by
your international audience?

Building an international reputation takes time. Since the construction and development
stages of OCEC, promoting the facilities to an international market has been one of our
main focuses. Our business development team has been targeting key markets including
India, UK, France, Benelux, Switzerland and Germany. The GCC countries may have previously
been overlooked by international businesses and events but, with the launch of OCEC,
we have provided new opportunities for the business event sector within the Middle East,
and we are beginning to see a shift in the geographic locations for future events. For many
international associations the benefits are twofold; they can organise their event in a brand
new destination that is welcoming for everybody plus grow their membership in countries
that are in close proximity to Oman.

11

Would you encourage young Omanis to consider a career in the
MICE business?

Most definitely. Like our partners at Omran, we fundamentally believe in developing and
upskilling young Omanis for a career in hospitality and the MICE sector. As a growing and
dynamic industry, with an important role in diversifying the national economy, the tourism
sector will provide an increasing number of career opportunities over the coming years.
We have expanding teams in event management, IT, audio and visual and finance to name
but a few and we have seen many young Omanis enter this exciting sector for the first time.
Colleges including the Oman Tourism College and the National Hospitality Institute run
event and tourism specific courses and we are looking forward to developing some of these
graduates in the future.
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And Finally...
Enhancing Oman’s Business Appeal

A range of new marketing materials were unveiled by Ithraa at a recent
launch at the Opera Galleria, Royal Opera House Muscat.
The Only Oman film and brochure along with five sector briefings have
been designed to enhance Oman’s already impressive credentials as a
globally competitive business location.
"The competition for inward investment is fierce, so we can't rest on
our laurels," explained Taleb Al Makhmari, Ithraa’s Director General
of Marketing & Media.
"Collaboration is crucial and starting from the launch we're
encouraging our partners in government and business to utilize
the Only Oman material and sector briefings at conferences and
trade shows, in presentations, on websites as well as social media
platforms. This will help unify our collective efforts in the presentation
and promotion of Oman as an open, attractive, ambitious and
forward thinking nation.”
According to Al Makhmari, the newly launched marketing material
has been formulated specifically to help connect the world with
contemporary Oman and inspire business, investors and partners
at large to consider the significant commercial opportunities Oman
presents today.
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Sajda Al Ghaithy, Ithraa’s Media Director explained: “It’s important
we utilize a variety of tools to explain what a great place Oman is to
visit, live, work and invest in. Drawing talent, investment and high
quality jobs from around the world is key to the sultanate’s sustained
growth. We anticipate the brochure, briefings and film launched at the
Opera Galleria will provide valuable support in this important work.”
The Ithraa briefings cover manufacturing, tourism, logistics, the circular
economy, as well as agriculture and fisheries, each highlighting the
ambitious projects and innovative business ideas driving these five
key sectors.
“We’re delighted to make all of this marketing material available
free-of-charge to anyone that would like to use it,” pointed out
Al Makhmari.
Ithraa’s Director General added: “Oman’s undergoing a significant
business transformation as we develop and bring online new ports,
free zones, industrial estates, airports and roads. Combined, these
initiatives are improving the sultanate’s international business
appeal. All of this is reflected in the marketing material we’ve
recently released.”
Ithraa’s recently launched brochures and film can be viewed at:
https://ithraa.om/en-us/Media-Hub/
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