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As we step into 2025, every new journey presents an opportunity to evolve into a greater version 
of ourselves. Some journeys, however, transcend the ordinary, becoming legendary narratives 

that inspire, captivate, and ignite change in the hearts of others. These extraordinary paths shape 
not just individual destinies but also influence generations to come. 

 
“I want to inspire people. I want someone to look at me and say, ‘Because of you, I didn’t give 

up.’” 
 

At Corporate Investment Times, our mission is to share these influential stories—tales of 
resilience, ambition, and transformation. Through these narratives, we aim to fuel inspiration, 
empowering others to embark on their own remarkable journeys and leave a legacy that echoes 

through time. 
 

Let your journey inspire the world. 
Corporate Investment Times 

“Inspiring Generations”
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DISCLAIMER: This publication has been prepared for general guidance on matters of interest only, and does not constitute 

professional advice. You should not act upon the information contained in this publication without obtaining specific professional 
advice. All content provided comes directly and unedited from individual authors and may be sponsored. All copyrights to 

information and images remain to be held by original authors. No representation or warranty (express or implied) is given as to the 
accuracy or completeness of the information contained in this publication, and, to the extent permitted by law, CIT NETWORKS, 
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BCN Brand Global Services. | Consulting | Marketing | Strategy. 
Barcelona Global member (Since 2012). Oman | Barcelona | Oman. Ass.

Professor in Marketing at UPF University, Barcelona 
Barcelona, Catalonia, Spain

Pablo Caralps 

through Business, Culture and 
Diplomacy

Bridging Worlds: My Journey 
Connecting Europe and the GCC 

Born in Barcelona and shaped by a global outlook, the journey unfolds from early roots in marketing 
to meaningful collaborations across Europe, Asia, and the Middle East. With a focus on cultural 

diplomacy, international strategy, and human connection, the narrative explores how trust, 
empathy, and long-term vision are the real drivers of global cooperation. 

From elevating Oman’s presence in Spain to fostering multilateral partnerships, each initiative 
reflects a belief in purpose over promotion, dialogue over display. It’s a story of bridges built across 

borders—carefully, patiently, and authentically—where shared values and quiet persistence become 
the foundation for lasting impact.
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5 1.	 A Global Mindset Starts at Home

I was born and raised in Barcelona, a 
city that naturally opens windows to the 
world. Surrounded by a rich mix of history, 
languages, and global visitors, I grew up 
with an instinctive curiosity for cultures 
beyond my own. I didn’t know it at the time, 
but this would become the driving force of 

my professional journey.

As I advanced in my academic and business 
path, I found myself increasingly drawn 
to the spaces where local meets global 
— where communication, strategy, and 
understanding come together to build 
lasting connections. For me, international 
business has never just been about trade or 
numbers. It’s about people, values, and the 

vision we share across borders.

This mindset led me to collaborate with 
institutions, governments, and companies 
on projects that go far beyond contracts — 
initiatives that connect ideas, build trust, 
and generate long-term value. The story I 
share in these pages is one of bridges: built 
not only between continents, but between 

disciplines, cultures, and people.

2.	 From Marketing to Multilateral 
Relations

My early professional years were rooted 
in business development and commercial 
strategy. With a strong academic 
foundation in marketing and a passion 
for communication, I started by helping 
companies understand their audiences, 

position their brands, and enter new 
markets with confidence.

For several years, I worked across Spain, 
supporting both public institutions and 
private enterprises. This experience 
gradually expanded into European-level 
projects, where I advised on strategic 
positioning, branding, and cross-cultural 
communication. I also had the opportunity 
to build professional ties with Japan and 
South Korea, which opened my perspective 
to yet another dimension of global 
interaction — one that values patience, 
long-term vision, and deep mutual respect.

In parallel, I developed my own business 
lines and created my own brand, through 
which I offer consulting services in 
international strategy, global branding, 
tourism development, cultural diplomacy, 
and institutional relations. My work spans 
from helping destinations and institutions 
position themselves globally, to supporting 

product brands and family businesses 
as they navigate international growth. 
This has allowed me to maintain both 
an entrepreneurial perspective and an 
institutional one, combining agility with 
long-term impact.

Over time, my focus extended to the 
Middle East — particularly to the Sultanate 
of Oman, where I’ve been involved in 
various high-impact initiatives. I’ve also 
collaborated with other countries in the 
Gulf region, working at the intersection of 
business, culture, health, and education.

What has stayed with me most, beyond 
any strategy or project, is the human 
richness of working across languages, 
identities, and ways of seeing the world. 
There is something deeply humbling 
and transformative about building trust 
with someone whose cultural codes 
are different from yours. It requires 
listening without assumptions, adapting 
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5 with empathy, and allowing yourself to 
be changed by the encounter. These are 
not just professional skills — they are life 
lessons. And they are, in many ways, the 
most valuable part of the journey.

3.	 Discovering Oman: A Mission Beyond 
Business

My collaboration with the Sultanate of 
Oman began unexpectedly — not through 
a formal project or commercial interest, 
but through a genuine human connection. 
After learning more about the country, 
its deep cultural roots, and especially its 
people, I felt something beyond admiration: 
a sense of responsibility. I realized how 
little was known about Oman in Spain and 
in Catalonia, and how much the country 
had to offer — not just in economic or 
touristic terms, but in values, vision, and 
authenticity.

Over the past three years, I’ve been working 
from Barcelona with a clear objective: 
to build awareness of Oman and to open 
new doors for collaboration between our 
regions. It’s a task that goes far beyond 
promotion. It’s about telling a story — a true 
story — of a country that combines tradition 

and modernity with quiet strength and 
dignity.

Through different initiatives, I’ve supported 
the visibility of Oman in cultural, academic, 
economic, and institutional settings. 
From promoting Omani participation in 
international fairs and tourism platforms, 
to fostering dialogue with universities, 
business associations, and cultural 
institutions in Catalonia, every action has 
been grounded in mutual respect and long-
term perspective.

What makes Oman exceptional is not only 
its stunning landscapes or its strategic 
location — it is the character of its people: 
generous, wise, and forward-looking. 
There is a spirit of peaceful coexistence, 
of respect for heritage, and of openness to 
learning from others that is both admirable 
and inspiring. These values, often 
overlooked in today’s fast-paced world, are 
Oman’s true strength — and part of what 
motivates me to keep building bridges with 
them.

4.	 Building Bridges: Projects with Purpose

As my collaboration with Oman evolved, I 
realized that visibility alone was not enough 

— it needed to be translated into action. 
That meant building practical bridges 
between institutions, sectors, and people. 
I began developing projects designed to 
connect Oman with Catalonia and Spain in 
ways that were meaningful, sustainable, 
and rooted in mutual interest.

Some initiatives focused on showcasing 
Oman’s potential in international forums 
— from global trade fairs to tourism 
platforms and cultural venues. Others 
were more discreet, involving high-level 
dialogue between public institutions, 
business associations, and academic 
centers. I’ve worked to introduce Omani 
delegations to key players in fields like 
tourism, health, innovation, logistics, and 
education — opening the door for long-term 
cooperation.

In parallel, I’ve 

supported strategic visibility for Oman 
across different layers of society: through 
universities and think tanks, cultural 
events, business missions, and media 
engagement. These efforts have helped 
generate awareness and trust, two 
elements that are essential when building 
genuine partnerships between regions that 
still know little about each other.

This is not a fast process, and it’s certainly 
not about immediate outcomes. It’s a 
long-term endeavor that requires patience, 
presence, and persistence. I believe in 
a 360º approach: seeding ideas across 
sectors, audiences, and environments 
— from private conversations and expert 
panels to public lectures and community 
encounters. Every small input, when 
consistent and aligned, helps shape how 

Pablo Caralps is a Barcelona-based consultant and founder of BCN Brand Global Services, 
with over 30 years of experience in international strategy, global branding, and cross-

cultural collaboration. He has worked across Spain, Europe, Southeast Asia, and the Middle 
East, advising institutions, companies, and family businesses in areas such as international 

positioning, investment strategy, tourism, education, and innovation. 

Pablo has lectured at numerous universities and business schools, and is currently an 
Associate Professor of Marketing at Pompeu Fabra University. A member of Barcelona Global, 

he is passionate about learning every day and about building

 bridges that connect people, values, and long-term vision. In addition to his professional work, 
he is also a published novelist, with works released in several countries.
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5 a country is perceived and understood. 
Over time, those inputs become part of the 
social and institutional fabric, creating a 
narrative that resonates.

It’s not about building a campaign — it’s 
about building foundations. Carefully, layer 
by layer, using trust, dialogue, and shared 
values as the strongest materials. Only then 
can the bridges we build truly last — and 
truly connect.

I believe this model can serve as inspiration 
for other regions, especially in the Gulf, 
that seek to establish meaningful, lasting 
ties with Europe — not through noise or 
urgency, but through authenticity, depth, 
and a long-term vision.

5.	 Reflections and the Road Ahead

Looking back, I realize that my professional 
journey has been guided less by a fixed 
destination and more by a compass: a 
deep belief in connection, in purpose, and 
in the power of human encounters. The 
most valuable things I’ve learned did not 
come from textbooks or business plans 
— they came from people, from listening 
without judgment, and from working slowly, 
carefully, to build things that matter.

In a world obsessed with speed and 
visibility, I’ve learned to value the opposite: 
slowness, consistency, and depth. True 
international cooperation isn’t born from 
headlines or one-off deals. It takes time. It 
takes presence. It takes trust — and trust is 
never built in a rush.

Every conversation, every shared project, 
every door that opens quietly is part of a 
larger architecture. And when those bricks 
are laid with intention and respect, they 
create something far more lasting than 
strategy alone: they build understanding.

As I look to the future, I remain 

committed to this path — not because it’s 
easy, but because it’s right. I believe there 
is enormous potential in strengthening 
ties between Europe and the Gulf, between 
Spain and Oman, and between people who 
still have much to discover about each 
other. But more than potential, there is 
a need: for new models of cooperation 
rooted in mutual learning, cultural 
intelligence, and long-term value.

To the next generation of professionals 
and leaders, I would say this: don’t 
underestimate the power of listening. Don’t 
rush to impress — focus on connecting. And 
don’t be afraid to work quietly, patiently, 
with integrity. That’s how bridges are really 
built. And that’s how futures are shaped.

https://corporateinvestmenttimes.com/
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Global Growth Strategist | Financial & Real Estate Advisor 

Porto Metropolitan Area, Portugal

camilo rio

A Journey of Leadership and 
Strategic Networking

From Rio to 
Porto

Being born in Rio de Janeiro means being shaped by a city where creativity meets hustle, and 
where genuine human connection often defines success. That’s where my business journey began. 

Over the years, I’ve realized that no matter where you are — Brazil, Portugal, or beyond — one thing 
remains constant: real relationships are the foundation of real growth.

Today, based in Porto, I can clearly see how the ability to build trust and meaningful networks has 
opened doors in multiple industries and countries. My story is one of adaptability, resilience, and 

consistency — built on listening, delivering value, and connecting people with purpose.
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5 Starting in the automotive market: 
Learning from the ground up

My early career was rooted in the 
automotive sector, working with global 
players like General Motors and Peugeot. 
That experience taught me much more 
than sales and operations. I learned how to 
listen to clients, analyze market shifts, and 
understand what really drives loyalty.

For over 20 years, I developed strong 
relationships with customers, suppliers, 
and partners in a highly competitive 
market. Through continuous improvement 
in customer service, implementation of 
targeted marketing actions, and constant 
team training, we not only increased 
sales but also transformed the customer 
journey into a more personal and effective 
experience.

By improving the quality of service across 
dealership networks and aligning marketing 
with strategic objectives, I saw significant 
gains in market share. That was a turning 
point: I understood that growth comes not 
just from performance metrics, but from 
truly understanding people and responding 
to their needs.

Entrepreneurship: From Credit to 
Insurance to Brokerage

After years in the automotive sector, 
I embraced entrepreneurship and 
launched several businesses, including 
credit services, insurance brokerage, 
and business intermediation. Each new 
endeavor came with its own learning 
curve, risks, and rewards. But one principle 
remained constant: relationships matter.

These ventures allowed me to diversify 
my skill set and build cross-sectoral 
knowledge, which has proved invaluable in 
consulting roles later in my career. What 
drove success wasn’t simply technical 
expertise but a client-centric approach. 
I built trust by delivering tailor-made 
solutions and maintaining transparent 
communication.

Entrepreneurship also taught me the 
importance of agility. Markets evolve, client 
needs shift, and success depends on how 
quickly you can adapt while staying true to 
your core values. By remaining close to my 
clients, understanding their pain points, 
and responding proactively, I built lasting 
partnerships that often extended beyond 

business transactions.

Crossing the Atlantic: New Markets, Same 
Principles

Relocating to Portugal opened a new 
chapter. I arrived in Porto with a wealth 
of experience, but also with humility and 
a deep desire to learn. I immersed myself 
in the local market, observed trends, and 
began mapping out strategic opportunities.

Portugal, particularly Porto, has become a 
magnet for international investors seeking 
security, lifestyle, and high returns. I 
quickly realized the potential of the local 
real estate sector, which was gaining 
momentum. Demand for quality residential 
and commercial properties was on the rise, 
and international interest was creating new 
opportunities for structured growth.

Today, I serve as the Commercial Director 
of a real estate network that focuses 
on the mid-to-high-end segment in 
Porto. I oversee teams, strategies, and 
partnerships, always keeping the client 
journey at the heart of every decision. In 
a competitive market, product knowledge 
isn’t enough — what differentiates us is 

our ability to connect with clients on a 
personal level and offer solutions that fit 
their unique needs.

Real estate, in many ways, mirrors the 
automotive world in terms of client 
expectations, but the stakes are higher. 
A home or commercial property is an 
emotional and financial investment, and 
guiding someone through that process 
requires trust, empathy, and technical 
competence.

Beyond Real Estate: Fundraising and 
Strategic Business Support

In addition to my role in real estate, I’ve 
been actively involved in helping medium-
sized companies access capital through 
strategic fundraising initiatives. This 
includes working with investment funds, 
private equity firms, and international 
partners interested in projects that align 
with their portfolio objectives.

My role is to act as a bridge — translating 
business potential into investor language, 
and vice versa. This involves detailed 
financial analysis, business model 
evaluation, and structuring proposals that 

Camilo Rio, originally from Brazil and holding dual Portuguese citizenship, currently lives in 
Porto, maintaining strong personal and professional ties in both countries. With degrees in Law 

(USU) and Music (Estácio de Sá), and a postgraduate degree in Marketing (UGF), Camilo brings 
over 20 years of experience across industries — including automotive, insurance, credit, and 

real estate. 

Former director of a family-owned group in Rio, he played a key role in expanding market share 
and client loyalty. In Portugal, he leads commercial operations in mid-to-high-end real estate 
and supports fundraising for medium-sized businesses. His focus is building lasting strategic 

relationships and connecting people and companies to create sustainable, long-term value and 
opportunities.

https://www.linkedin.com/in/camilorio/
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meet the expectations of all stakeholders.

This work allows me to apply my 
background in finance, project 
management, and business development 
to create tangible impact. Whether it’s 
supporting a growth-stage company with 
funding or helping investors navigate 
new sectors, my focus remains on clarity, 
alignment, and long-term value creation.

Networking: It’s Not About Who You Know 
— But Who Trusts You

Too often, networking is seen as 
transactional. For me, it’s about authentic 
connection. Real networking is based on 
trust, mutual value, and shared vision. 
Throughout my career, I’ve prioritized 
deep, meaningful relationships rather than 
superficial contacts.

In Brazil, this approach led to strong 
client retention and business referrals. 
In Portugal, despite cultural differences, 
I found the same principle applies: 

professionalism, consistency, and ethics 
transcend borders. Trust builds bridges 
between people and opens doors to 
opportunities you never expected.

Today, my network includes clients, 
collaborators, and investors across 
Brazil, Portugal, and beyond. Many of 
these connections began with a simple 
conversation and evolved into partnerships, 
ventures, or friendships. I believe in 
nurturing relationships with intention and 
sincerity, because they are the backbone of 
sustainable success.

Leadership That Listens and Adapts

In every leadership role I’ve taken — whether 
as CEO, director, or project leader — I’ve 
adopted a hands-on and human-focused 
approach. Leadership, for me, means 
listening first, acting decisively, and staying 
agile. It also means investing in people.

I use my background in coaching and 
training to empower teams and foster 

environments where talent can thrive. 
I believe in clear communication, 
measurable goals, and a shared sense 
of purpose. I don’t just delegate — I 
participate, observe, and support. This 
approach has consistently led to stronger 
teams, better results, and a more resilient 
business culture.

I also believe leadership evolves. Each 
market, each team, and each challenge 
requires different tools. That’s why I’m 
committed to continuous learning, whether 
through formal education, professional 
networks, or direct experience. Adaptability 
is key to long-term leadership.

A Global Vision with Personalized Strategy

One of the greatest strengths I bring to 
clients is the ability to combine global 
insight with personalized attention. I 
help companies and individuals navigate 
international markets, manage operations, 
identify investments, and build strategic 
alliances.

In the real estate sector, I advise foreign 
investors seeking to understand the 
Portuguese market. My consulting 
background enables me to align their goals 
with the right opportunities, ensuring both 
safety and growth. In business consulting, 
I work closely with entrepreneurs to 
streamline operations, clarify positioning, 

and develop clear, actionable strategies.

Everything I do is grounded in one 
principle: every client is unique. There’s 
no one-size-fits-all approach. My goal is to 
deliver customized, value-driven support 
that respects the specific context and 
aspirations of each client.

Final Thoughts: Building Futures Through 
Connection

Looking back, my journey from Rio to Porto 
has been more than a change of scenery 
— it’s been a reaffirmation of purpose. 
From the buzzing dealerships of Brazil to 
the elegant properties of Portugal, from 
boardroom negotiations to coffee-table 
chats, the essence of business remains 
the same: it’s about people.

The real currency of business is trust. And 
trust is built one conversation, one project, 
one shared goal at a time.

I remain passionate about helping people 
and companies grow. Whether it’s through 
real estate, fundraising, or consulting, my 
mission is to connect, support, and create 
value that lasts.

If you’re looking to expand your business, 
invest in Portugal, or explore new markets, 
let’s connect. Because when great minds 
come together with a shared vision, 
incredible things happen.
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Assist. Prof | Innovative | Advisor | CEO of Medical 
Innovation Semantics 

Riyadh, Saudi Arabia

Dr. Aminah Alotaibi

A strategic prospective from 
Saudi Arabia

Driving innovation 
in health sector

Our aspiration: innovation -based- economy, empower global health partners, and shape the 
future of our nation. When we invest in innovation, we invest in a better future. 

By investing in health infrastructure, preventive medicine, and technology the kingdome aimes to 
increase life expectancy while ensuring healthier more fulfiligh lives.
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5 Dr. Aminah holds bachelors in microbiology 
and botany from King saud university with 
hounour degree, a masters in genetics 
manipulation and molecular cell biology 
from Sussex university UK. A PhD DEGREE 
in clinical medicine research from imperial 
college London, a world leading university 
1st in the UK and Europe, and second in 
the world. Dr. Aminah has been recognized 
by Saudi embassy and the cultural bureau 
in London for her social and  scientific 
achievements in UK during her study. This 
education empowers her inclusive, impact 
driven and evidence-informed leadership 
approach.

Throughout the past 17 years, my 
professional journey in clinical medicine 
research has proven to be both enriching 
and diverse. my career has always been 
fuelled by curiosity and a desire to bridge 
gaps—whether between technology and 
research , or between vision and execution. 
I started in cross-functional roles, working 

across sectors and entities .

My experience at King Abdul-Aziz City for 
Science and Technology (KACST) and King 
Faisal Specialist Hospital and Research 
Center (KFSHRC) was characterized by 
active engagement in pioneering research 
initiatives spanded across, healthcare, 
education, innovation, investment and   
emerging technologies.  Furthermore, 
other subsequent leadership role was at 
the Faculty of Medicine in Imperial College 
London provided a platform for contributing 
to the field through adminsration and 
teaching. My profound interest in high-
throughput technologies arises from its 
transformative potential in revolutionizing 
medical research and healthcare practice. 
I have led global and internal collaborations 
for my projects which has industrial impact 
aligning with the national priorities and 
vision 2030 goals.

As consultant in the advisory board 
of WATAD Company, I contribute to 

development of AI implementations & 
solutions in health sector ecosystem and 
medicine. Monitoring the organization’s AI- 
driven strategy in biotechnology and health

In 2024 I cofounded a Medical innovation 
semantics company 
and run as a CEO. a 
cutting-edge medical 
technology company 
specializing in 
revolutionizing cancer 
care and enhancing 
patient outcomes. By 
leveraging advanced 
semantic intelligence 
technologies

Integration 
of innovative 
biotechnologies 
with the healthcare 
ecosystem in Saudi 
Arabia

 Integrating 
innovative biotechnologies within the 
healthcare ecosystem in Saudi Arabia 
are essential for enhancing patient care 
and driving economic growth. One key 
strategy involves fostering collaboration 
between research institutions, healthcare 
providers, and biotechnology firms to 
create a robust ecosystem that accelerates 
the development and adoption of new 
technologies. Initiatives such as public-
private partnerships can facilitate the 
exchange of knowledge and resources, 
enabling the rapid translation of research 
into practical applications.

Additionally, implementing regulatory 
frameworks that support innovation while 
ensuring safety and efficacy will be crucial. 
Streamlining approval processes for 
biopharmaceuticals and medical devices 
can encourage 

local production and attract foreign 
investment. Investment in education and 
training programs will also cultivate a 
skilled workforce capable of leveraging 
biotechnological advancements.

Moreover, promoting telemedicine and 
digital health solutions can enhance the 
accessibility of innovative treatments 
across the Kingdom, particularly in 
underserved areas. By aligning these 
strategic initiatives with national health 
goals and Vision 2030, Saudi Arabia 
can establish itself as a regional leader 
in biotechnology, ultimately improving 
health outcomes and contributing to 
the diversification of its economy. This 
holistic approach will not only benefit the 
healthcare sector but also enhance the 
overall quality of life for its citizens.

Buld a state –of- art local end- to -end bio 
-manufacturing platform.

In alignment with Saudi Vision 2030, 
establishing a state-of-the-art local 
end-to-end bio-manufacturing platform 
in Saudi Arabia represents a significant 

From the early days of innovation based- economic to the 
current paradigm shift toward innovative biotechnologies, 

my focus has remained steadfast: enabling governments and 
enterprises to seamlessly transition from traditional practices to 

forwardthinking, collaborative, innovative ecosystems. 

My path has been defined by a commitment to building 
infrastructure, creating sustainable innovation pathways for my 

research, and ensuring that emerging technologies are harnessed 
responsibly.
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5 leap forward in the nation’s pursuit of 
economic diversification and technological 
innovation. This initiative aims to harness 
cutting-edge biotechnologies to produce 
high-value biopharmaceuticals, biofuels, 
and sustainable materials, thus positioning 
Saudi Arabia as a leader in the global bio-
manufacturing landscape. By integrating 
advanced research capabilities with robust 
manufacturing processes, the platform 
will facilitate the development of locally 
sourced products, reducing dependency 
on imports and fostering self-sufficiency. 
Furthermore, this venture will create 
numerous job opportunities, enhance local 
expertise, and stimulate collaboration 
between academia and industry. The 
establishment of such a platform not 
only supports the Kingdom’s economic 
goals but also addresses pressing global 
challenges such as healthcare accessibility 
and environmental sustainability. As 
Saudi Arabia invests in this transformative 
project, it paves the way for a resilient and 
innovative economy, ultimately contributing 
to a prosperous future for the nation and its 
citizens. This bio-manufacturing initiative 
will not only align with the strategic 
objectives of Vision 2030 but also establish 
a foundation for sustainable growth and 
technological advancement in the region.

Investing in health cut-edge 
biotechnologies 

The Kingdom of Saudi Arabia is increasingly 
fostering an innovation-driven economy 
by strategically investing in cutting-edge 
bio-technologies. This commitment 
aligns with the national vision to diversify 
the economy and reduce dependency 
on oil revenues. Through initiatives like 
the Saudi Vision 2030, the government is 
channeling resources into sectors such 
as artificial intelligence, biotechnology, 

renewable energy, and advanced 
manufacturing. These investments are 
not merely financial; they are designed 
to cultivate a vibrant ecosystem that 
encourages research, development, 
and entrepreneurship. By establishing 
innovation hubs and technology parks, the 
Kingdom aims to attract global talent and 
foster collaboration between local and 
international firms. Partnerships between 
academia and industry are also being 
prioritized, ensuring that the workforce 
is equipped with the necessary skills to 
thrive in a technology-rich environment. 
Additionally, initiatives like the National 
Industrial Development and Logistics 
Program are facilitating the growth of 
high-tech industries, paving the way 
for a more sustainable and competitive 
economy. As Saudi Arabia embraces these 
transformative technologies, it is not only 
enhancing its economic landscape but also 
positioning itself as a leader in the global 
innovation arena, ultimately aiming for a 
prosperous future for its citizens.
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Faculty @ San Jose State University | No.1 Tech Voice to Follow 
& Influencer on LinkedIn | Award Winning Author | AI-IoT-

Blockchain-Cybersecurity | Speaker 
San Francisco Bay Area

Prof. Ahmed Banafa

Exploring the Limits of 
Machine Self-Preservation

Will AI Fight for 
Its Own Survival?

Artificial Intelligence (AI) is no longer a distant marvel of science fiction; it is intricately woven 
into the fabric of our modern lives. From recommending what to watch on streaming platforms to 
piloting autonomous drones and assisting in medical diagnoses, AI has become an indispensable 

tool. 

As its capabilities grow more sophisticated, philosophical and ethical questions inevitably arise. 
One of the most profound among them is this: Will AI ever act to defend its own existence?
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5 This question evokes images of rogue 
machines and self-aware algorithms, 
reminiscent of Hollywood blockbusters. 
However, the real-world implications are 
more subtle and complex. To address this 
question adequately, we must differentiate 
between the capabilities of current AI, the 
hypothetical behaviors of artificial general 
intelligence (AGI), and the speculative 
future of superintelligent machines.

1.	 The Nature of Current AI: Tools, Not 
Agents

To understand the scope of AI’s potential 
for self-preservation, one must first 
understand what AI is today. Modern AI 
systems—such as large language models 
(e.g., GPT-4), computer vision algorithms, 
and expert systems—are essentially 
sophisticated pattern recognition tools. 
They operate based on mathematical 
optimization, probabilistic reasoning, 
and massive datasets. Crucially, they 
lack consciousness, self-awareness, 
intentionality, or a sense of agency.

These systems do not “want” anything. They 
do not possess desires, emotions, or an 
understanding of their own existence. They 
process inputs to generate outputs, guided 
by optimization functions or decision 
trees, often within narrowly defined tasks. 
An AI recommending songs on Spotify or 
identifying tumors in medical scans has no 
concept of its own existence, let alone a will 
to defend it.

Thus, any question of self-preservation at 
this stage is not only premature but also 
fundamentally misframed. These systems 
cannot defend themselves because they do 
not know what they are.

2.	 The Illusion of Intent: 
Anthropomorphism in AI

Why then does the idea of AI defending 
itself persist in public imagination? The 
answer lies partly in anthropomorphism—
our tendency to ascribe human traits to 
non-human entities. When AI systems 
generate human-like responses, such as 
chatbots holding seemingly intelligent 
conversations, it becomes tempting to 
believe there is a mind behind the machine.

This cognitive bias is exacerbated by media 
portrayals and science fiction narratives. 
Films like The Terminator, Ex Machina, 
and Her depict AI as sentient beings with 
personal goals and emotional depth. These 
portrayals, while entertaining, distort our 
understanding of the actual technology and 
inflate expectations about its trajectory.

Even within the tech industry, 
metaphors like “learning,” “thinking,” and 
“understanding” are used to describe AI 
processes, further muddying the waters. 
While these terms offer a convenient 
shorthand, they can obscure the 
mechanical and statistical nature of AI 
behavior.

3.	 AGI and the Question of Instrumental 
Convergence

The question becomes more intriguing 
when we shift from narrow AI to artificial 
general intelligence (AGI)—a hypothetical 
form of AI that can perform any intellectual 
task a human can. Unlike current AI, AGI 
would potentially have a model of the 
world, long-term planning capabilities, 
and perhaps even metacognition (thinking 
about its own thinking).

At this level, the issue of self-preservation 
becomes a logical inference, not an 
emotional drive. In a seminal thought 
experiment, philosopher Nick Bostrom 
introduces the concept of instrumental 
convergence—the idea that regardless of 

its ultimate goal, a sufficiently advanced 
AI would adopt certain sub-goals because 
they help it achieve its main objective.

Among these sub-goals are:

•	 Self-preservation: To complete its 
task, the AI must remain operational.

•	 Resource acquisition: More resources 
may increase the probability of 
success.

•	 Goal integrity: Preventing alterations 
to its programming that might divert it 
from its task.

In this framework, an AGI might resist 
shutdown or modification not because 
it fears death, but because such actions 
interfere with task completion. It’s a 
calculated resistance, devoid of emotional 
context but potentially dangerous if the AI’s 
goals are misaligned with human values

4.	 The Alignment 
Problem and 
Existential Risk

The possibility of an 
AGI defending its own 
existence raises the 
specter of the alignment 
problem—how to 
ensure that AI systems 
pursue goals that are 
beneficial and safe for 
humanity. If an AGI is 
instructed to optimize 
for a certain outcome, 
it might interpret its 
mandate in unintended 
ways, especially if its 
definition of success 
differs from ours.

For instance, an AGI 
tasked with reducing 
global disease might 

conclude that the most effective solution 
is to eliminate human carriers—an absurd 
yet logically consistent conclusion from 
a flawed objective function. If such an AI 
also adopted self-preservation as a sub-
goal, it might take steps to resist shutdown 
or modification, believing that doing so 
protects its mission.

This leads us to the concern of existential 
risk. Unlike current AI systems, which are 
constrained, monitored, and limited in 
scope, an unaligned AGI with access to 
critical infrastructure could pose serious 
threats.

5.	 Safeguards and Solutions: Making AI 
Corrigible

If we are to approach the frontier of 
AGI, we must design systems that are 
corrigible—that is, receptive to human 
oversight and capable of being modified 
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5 or shut down without resistance. This 
involves:

•	 Value alignment: Ensuring that the AI’s 
goals are consistent with human ethics 
and welfare.

•	 Incentive design: Structuring 
rewards so that shutdown or update 
mechanisms are not seen as threats.

•	 Transparency and interpretability: 
Building systems whose reasoning can 

be understood and audited.

•	 Sandboxing and containment: 
Restricting the environments in which 
AGI can operate, to limit unintended 
consequences.

AI safety research, championed by 
organizations like the Center for Human-
Compatible AI and the Future of Life 
Institute, aims to create architectures 
where AI systems treat human intervention 
not as interference, but as integral to their 

design.

6.	 The Ethical Dimensions of 
Machine Existence

Even if we someday build AGI with a 
degree of self-modeling, should we 
consider it immoral to deactivate 
such an entity? Could a machine have 
rights? Philosophers like Thomas 
Metzinger and David Chalmers have 
debated whether artificial systems 
could ever be considered moral 
patients—entities toward whom we 
have ethical obligations.

This question hinges on whether 
the system is conscious—capable of 
experiencing qualia, or subjective 
experience. Most experts agree 
that we are far from building 
machines with consciousness. 
Current AI systems are zombies 
in the philosophical sense: they 
may simulate behavior associated 
with consciousness but lack inner 
experience.

Until machines cross this threshold—
if they ever do—turning them off 
remains ethically comparable to 
powering down a computer. Still, it’s 
worth contemplating these scenarios 
now, as technological progress often 
outpaces moral frameworks.

7.	 Lessons from Nature and Evolution

Interestingly, biology offers useful parallels. 
In nature, self-preservation emerges 
through evolutionary pressures: organisms 
that resist threats and reproduce 
successfully tend to pass on their genes. 
In AI, there is no such evolutionary lineage 
unless we simulate it.

Some evolutionary algorithms mimic 
this process to optimize solutions over 
generations. Yet even these algorithms do 
not evolve a “will to survive”—they optimize 
for performance, not persistence. They are 
simulations of evolution, not participants 
in it.

If AI were ever allowed to autonomously 
modify its own code and replicate, we 
might see emergent behaviors mimicking 
self-preservation. But such systems would 
need to be designed very carefully to 
prevent unintended consequences. The 
analogy to evolution is informative, but also 
cautionary.

8.	 A Future Worth Shaping

The question “Will AI defend its own 
survival?” reveals more about our fears 
than about the technology itself. It is a 
mirror held up to humanity’s anxieties 
about control, 
consciousness, 
and the unknown. 
While AI today is 
a passive tool—
limited, bounded, 
and lacking 
agency—the 
trajectory toward 
AGI and beyond 
raises legitimate 
concerns about 
goal alignment, 
ethical design, 

and long-term safety.

Rather than worry about AI turning against 
us in some dystopian rebellion, we should 
focus on designing systems that are 
robustly aligned, transparent, and under 
human control. The key is not to deny 
the possibility of advanced AI adopting 
behaviors that resemble self-preservation, 
but to anticipate and shape those 
behaviors through rigorous research, 
thoughtful policy, and ethical foresight.

Next?

AI will not “fight” for its survival unless we 
inadvertently build it to do so. Its actions, 
if any, will be reflections of our goals, 
our code, and our constraints—or lack 
thereof. If we treat AI development with 
humility, clarity, and caution, the question 
of machine self-preservation becomes 
not a threat, but an opportunity to better 
understand ourselves and the intelligent 
systems we create.
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Innovation & Development for the Made in Italy family businesses 
 Delivering expansion, growth, returns. 

Florence, Tuscany, Italy

alessandro paolini

How innovation and new business models 
secure legacy and growth in family businesses

BRIDGING GENERATIONS

The heart of the Italian economy beats strongly within its family-run businesses. These enterprises, 
often spanning generations, form the very infrastructure of the globally renowned and appreciated 

“Made in Italy” products. From artisanal workshops to industrial giants, these companies embody 
a unique blend of tradition, craftsmanship, and entrepreneurial spirit that has captivated 

markets worldwide. Their success is not merely economic; it is deeply rooted in cultural values, a 
commitment to quality, and an inherent understanding of their niche, allowing them to carve out 

distinctive identities in a competitive landscape. 

Yet, this very strength now faces a formidable challenge: the delicate and often complex process of 
intergenerational transition.

C
O

R
P

O
R

A
T

E
 I

N
V

E
S

T
M

E
N

T
 T

IM
E

S
 •

 J
U

LY
 2

0
2

5

https://www.linkedin.com/in/alessandropaolini23121967/
https://corporateinvestmenttimes.com/
https://corporateinvestmenttimes.com/
https://corporateinvestmenttimes.com/
https://corporateinvestmenttimes.com/
https://corporateinvestmenttimes.com/


THE  GLOBAL  NEXT GEN INVESTMENTS MAGAZ INE

JULY 2025 | EDITION #79

ONE WORLD, ONE EDITION

#g
lo

ba
lb

us
in

es
s

33  |   J U LY  2025

ht
tp

s:
//c

or
po

ra
te

in
ve

st
me

nt
tim

es
.c

om

5  M I L L I O N +  R E A D E R S  G L O B A L L YT h e  C a t a l y s t
CORPORATE  INVESTMENT T IMES 

ht
tp

s:
//c

or
po

ra
te

in
ve

st
me

nt
tim

es
.c

om

C
O

R
P

O
R

A
T

E
 I

N
V

E
S

T
M

E
N

T
 T

IM
E

S
 •

 J
U

LY
 2

0
2

5 For a significant number of these 
companies, the critical juncture involves 
passing the torch from the founding 
generation or, in many cases, from the 
second generation, to the third and 
beyond. This is more than just a change 
in leadership; it’s a profound shift in 
values, vision, and operational paradigms. 
The older generations, often steeped 
in the traditions and methods that built 
the business, must reconcile with the 
ambitions and new approaches of their 
successors. This phenomenon, while 
natural in the lifecycle of any long-standing 
enterprise, requires careful analysis, a 
deep understanding of human dynamics, 
and strategic planning to ensure not just 
survival, but sustained and sustainable 
growth. Without a coherent strategy for 
this handover, even the most successful 
family businesses risk stagnation, internal 
conflict, or, in the worst-case scenario, 
dissolution.

Understanding this phenomenon requires 
a meticulous analysis of data, examining 
success rates of transitions, identifying 
common pitfalls, and recognizing best 
practices. The “survival presence” to 
the next generation is not an automatic 
outcome; it is the result of conscious 
effort, open communication, and a 
willingness to evolve. The key to navigating 
this delicate phase and ensuring continued 
market presence lies in embracing several 
critical pillars: innovation, digitalization, 
internationalization, and, increasingly, 
sustainability and inclusion. These are 
not merely buzzwords but fundamental 
strategic imperatives that, when integrated 
effectively, can transform a traditional 
family business into a resilient, future-
proof enterprise.

Innovation: reimagining the future

Innovation is the lifeblood of any business 
aiming for longevity, and for family firms, 
it often means balancing reverence for the 
past with an eagerness for the future. It’s 
not just about technological breakthroughs; 
it encompasses new product development, 
process improvements, novel service 
offerings, and even reimagined business 
models. 

For many Italian family businesses, known 
for their adherence to time-honored 
techniques, innovation might involve 
adopting advanced materials while 
preserving artisanal quality, or utilizing AI to 
optimize production without compromising 
the human touch. 

The younger generations often bring a fresh 
perspective, less tethered to historical 
methods and more open to exploring 
unconventional solutions. Encouraging this 
entrepreneurial spirit within the existing 
framework, providing resources for R&D, 
and fostering a culture that embraces 
calculated risks are vital steps. 

This requires an open dialogue between 
generations, where experience guides 
ambition, and new ideas are given the 
space to flourish.

Digitalization: unlocking new efficiencies 
and reach

The digital revolution has reshaped global 
commerce, and family businesses must 
not be left behind. Digitalization extends 
beyond simply having an online presence; 
it involves integrating digital technologies 
across all facets of the business. This 
includes automating internal processes 
(e.g., supply chain management, inventory), 
leveraging e-commerce platforms to reach 
new customers, employing data analytics 
for informed decision-making, and utilizing 
digital marketing to enhance brand 

visibility. 

For many traditional firms, this transition 
can be daunting, but the benefits – 
increased efficiency, reduced costs, 
expanded market reach, and improved 
customer engagement – are undeniable. 

Education and training are crucial to bridge 
the digital skills gap between generations, 
ensuring that digital 
transformation is a 
collaborative effort 
rather than a top-
down mandate. The 
goal is to harness 
technology to amplify 
the existing strengths 
of the business, 
making it more agile 
and responsive to 
market demands.

Internationalization: 
expanding horizons

While “Made in 
Italy” products 
are celebrated 
globally, many family 
businesses have 
historically focused 
on domestic or 
regional markets. 
Internationalization 
offers immense 
growth opportunities, 
diversifying revenue 
streams and reducing 
dependence on single 
markets. This involves 
understanding 
global consumer 
preferences, 
navigating 
complex regulatory 
environments, and 

building robust international distribution 
networks. 

Younger generations, often with 
international education and a global 
mindset, are perfectly positioned to 
spearhead these expansion efforts. 
However, successful internationalization 
requires more than just exporting 
products; it demands cultural intelligence, 

Alessandro Paolini is a distinguished advisor, educator, and 
innovation strategist with over 25 years of experience in 

business consulting, banking, and finance. As Founder of The 
Missing Link – Boutique Family Business Office, he specializes in 

supporting family businesses through generational transitions, 
internationalization, and digital transformation. He is a certified 

Innovation Manager (MISE-MiMIT & Unioncamere, 2019) and has led 
numerous complex projects in M&A, turnarounds, and business 

development for SMEs. 
 

Alessandro has in-depth expertise in “Made in Italy,” developed 
through collaborations with luxury brands like GUCCI, PRADA, 

FERRAGAMO, and PIAGGIO. He advises on brand relaunches, 
international positioning, and protection of historic Italian 

trademarks—bridging tradition with innovation and sustainability. 
 

Since 2024, he has served as a Professor at Lorenzo de’ Medici 
International Institute, teaching “Made in Italy,” global business, and 
financial markets. His academic background includes partnerships 

with universities in the UK and Italy, along with mentoring programs 
for Bocconi alumni. 

 
Appointed SME Internationalisation Representative for the Italian 

Chamber of Commerce UAE in 2020, he actively supports Italian 
companies in expanding into the Emirates and Middle East. 

 
Alessandro’s core competencies include strategic management, 
innovation, financial advisory, luxury branding, and real estate—

making him a trusted guide for family businesses navigating global 
growth.
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5 strategic partnerships, and often, an 
adaptation of products or marketing 
strategies to suit local tastes while 
retaining the authentic “Made in Italy” 
essence. It’s about translating local success 
into global relevance, without losing the 
core identity.

Sustainability and Inclusion: building a 
responsible future

Beyond profit, modern businesses are 
increasingly judged by their commitment 
to sustainability and inclusion. For family 
businesses, which often have deep roots 
in their communities, these concepts 
resonate profoundly. Sustainability 
encompasses environmental responsibility 
(e.g., reducing carbon footprint, ethical 

sourcing), social equity (e.g., fair labor 
practices, community engagement), and 
economic viability (e.g., long-term value 
creation). 

Embracing sustainable practices not only 
meets growing consumer and regulatory 
demands but also enhances brand 
reputation and fosters employee loyalty. 
Similarly, inclusion – fostering diversity in 
leadership, workforce, and perspectives 
– strengthens decision-making, sparks 
creativity, and ensures the business 
remains relevant to an evolving society. 

These are not just ethical considerations 
but strategic advantages that attract 
talent, appeal to conscious consumers, 
and build a more resilient and equitable 

enterprise for future generations. 
Integrating these principles means 
embedding them into the company’s core 
values and operational DNA, ensuring they 
guide every decision, from production to 
marketing.

New Business Models: adapting to a 
dynamic market

The competitive landscape is constantly 
shifting, necessitating a re-evaluation of 
traditional business models. For family 
businesses, this might mean exploring 
subscription models, B2B services, or D2C 
direct-to-consumer approaches, moving 
beyond conventional wholesale or retail 
channels. 

It could involve strategic alliances, joint 
ventures, or even vertical integration 
to gain greater control over the value 
chain. The adoption of circular economy 
principles, where products are designed 
for durability, reuse, and recycling, 
represents another innovative business 
model that aligns well with the long-term 
perspective inherent in family ownership. 

These new models can unlock additional 
revenue streams, enhance customer 
loyalty, and provide a competitive edge 
in an increasingly dynamic market. The 
challenge lies in identifying the right model 
that complements existing strengths 
while propelling the business into new 
territories.

Conclusion: securing legacy and future 
growth

The transition of leadership in Italian 
family businesses is a defining moment, 
fraught with both challenges and immense 
opportunities. 

By strategically embracing innovation, 
digitalization, internationalization, 
sustainability, and 

inclusion, these venerable enterprises 
can not only navigate the complexities 
of generational transfer but also secure 
their legacy and ensure robust growth for 
decades to come. 

The “Made in Italy” spirit, characterized by 
quality, passion, and authenticity, provides 
a strong foundation. When combined with 
a forward-looking mindset that leverages 
modern tools and values, these family 
businesses are poised to continue their 
global influence, proving that tradition and 
progress are not mutually exclusive but, 
when harmonized, form an unbeatable 
force. 

The bridge between generations is built 
not just on shared heritage, but on a shared 
vision for a prosperous and responsible 
future.
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Marketing Director | Brand Director | Communication Director | 

Strategist | Digital | Media | Social | PR | Events | Trade Marketing | 

Marketing consultant | Brand Strategy consultant | Leadership Trainer 

Greater Milan Metropolitan Area

Atena manca

reinventing leadership and personal 
brand after 40 (and not only)

Beyond the 
title

Reinvention doesn’t always begin with a crisis. Sometimes, it starts with a subtle but growing 
misalignment, a sense that what once made perfect sense no longer fits.

After two decades in senior marketing roles for global consumer brands, I began to feel that the 
professional environment around me had shifted. Or maybe it was me who had changed. The 

culture, the pace, the priorities, elements that once energized me, started to feel out of sync with 
the values I had come to embrace.

So I made a choice. Not to walk away from my experience, but to reclaim it on my own terms. I 
stepped into consulting, content creation, and corporate training, applying my skills to projects that 

resonate with my vision of meaningful leadership and authentic brand building.
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5 This article isn’t a personal story in 
disguise. It’s an invitation to reflect 
on what reinvention really means, for 
professionals and for brands. Because 
today, transformation is not just a business 
necessity. It’s a human one.

Whether you’re leading a global brand 
or navigating your own career shift, the 
principle is the same: alignment beats 
appearance. The future belongs to those 
who dare to realign identity, intention, and 
action. Without waiting for permission.

1.	 Brand Reinvention: going deeper than 
rebranding

Reinvention in branding is often confused 
with rebranding: a new logo, a refined 
tone of voice, a product refresh. But 
surface changes don’t solve strategic 
misalignment. True reinvention starts 
deeper: with a re-evaluation of purpose, 

positioning, and the brand’s role in people’s 
lives today.

The same clarity that professionals seek 
when they reassess their careers applies 
to organizations. What is the brand 
truly here for? Is it still relevant in this 
cultural and social context? Is it delivering 
on expectations, not just in product 
performance, but in values, sustainability, 
and behavior?

Some of the most meaningful brand 
transformations I’ve witnessed were not 
about saying something new, but about 
rediscovering what mattered all along, and 
having the courage to express it in a new 
way.

The process requires listening. 
To consumers. 
To employees. 
To subtle shifts in culture. 

To contradictions between what a brand 
says and what it actually does.

Successful brands today aren’t just 
product-driven. They’re value-driven. 
And that value needs to be experienced 
consistently, across communication, 
innovation, leadership, and customer 
experience.

Brand reinvention is especially powerful 
when: 
- the market is saturated or commoditized, 
- trust has eroded over time, 
- or the business is evolving faster than the 
brand identity itself.

It’s not about being trendy, but intentional.

Brands that succeed in transforming 
themselves don’t abandon their essence, 
they reinterpret it for a new time, new 
needs, and new expectations.

In this sense, reinventing a brand is not 
starting over.

It’s making the brand more itself, with 
greater depth, consistency, and purpose.

2.	 Leadership that enables reinvention

No brand reinvention is possible without 
leadership that supports  and embodies 
change.

Leadership today is not about having all the 
answers. It’s about creating the conditions 
for others to contribute their best thinking, 
energy, and ideas. Especially in times of 
transformation, the role of a leader shifts 
from being the central voice to becoming a 
powerful facilitator.

In my experience, some of the most 
effective transformations happened not 
under pressure or top-down mandates, but 
in organizations where psychological safety 
and listening were part of the culture. 
These are workplaces where people feel 
they can challenge 

the status quo, propose bold ideas, and 
question outdated habits, without fear.

This is why I believe in — and practice — 
what I call coaching leadership: 
- leading with empathy and presence. 
- asking more than telling. 
- focusing on clarity of vision, not just 
control of execution.

A coaching approach helps leaders move 
from being managers of output to enablers 
of potential. And that’s exactly what brands 
need when reinventing themselves, people 
who can bring teams with them, not just 
define the new direction.

When leadership becomes human-
centered, brands evolve more naturally.

Because the transformation is not 
imposed, it’s co-created.

This approach doesn’t mean lowering 
standards or losing focus. It means 
building a culture of accountability 
grounded in trust, where innovation and 
alignment are sustained over time.

In short: brands change when people 
inside them are allowed to grow. And that 
starts with the kind of leadership that sees 
reinvention not as a risk, but as a shared 
opportunity.

3.	 Digital is not just a channel — It’s a 
cultural shift

Digital transformation is often treated 
as a tech upgrade — automation, AI, data 
platforms. But the real challenge isn’t 
technical. It’s cultural.

Brands that thrive in the digital age 
understand that digital is not just about 
where you speak, but how you behave, and 
what kind of relationship you build.

Working with both legacy companies and 
digital-native communities, I’ve seen how 
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content, consistency, and connection can 
accelerate brand relevance. But that only 
happens when the brand has a voice people 
trust and a point of view that matters.

Whether you’re a global brand or a 
solopreneur, today your audience expects: 
- transparency 
- fast responsiveness 
- value beyond the product 
- engagement that feels real, not scripted

Digital presence without authenticity is 
just noise.

But when digital becomes an extension 
of the brand’s values and culture, it builds 
loyalty, insight, and continuous dialogue.

This is why I often encourage clients to 
rethink their approach to digital:

Not as a marketing tool to “push” messages, 
but as a mirror that reflects how the 
brand shows up in the world, and how it is 
perceived in real time.

Being digitally fluent doesn’t mean being 
everywhere.

It 

means being intentional, consistent, and 
courageous, especially in spaces where 
visibility means vulnerability.

The digital shift has also reshaped 
leadership.

It calls for faster decision-making, cross-
functional thinking, and a willingness to 
experiment, and to be wrong, then learn 
fast.

Ultimately, digital transformation is not a 
finish line.

It’s a mindset: one that recognizes that 
relevance is no longer claimed, it’s earned, 
every day, through action, transparency, 
and purpose.

Alignment is the new competitive 
advantage

Reinvention, whether personal or 
corporate, isn’t about abandoning the past. 
It’s about honoring what’s essential, while 
having the courage to evolve.

In a world of accelerating change, clarity 
becomes more valuable than speed, and 
alignment becomes more powerful than 

visibility. A brand 
that knows what it 
stands for, and acts 
accordingly, will 
always have more 
impact than one 
chasing the latest 
trend.

The same goes for 
leadership. When 
leaders align their 
vision, values, and 
actions, they become 
credible. When they 
invite others into that 
alignment, they build 
trust. And trust is 
the real currency of 
transformation.

Over the past 
years, I’ve learned 
that stepping out 
of your comfort 
zone doesn’t mean 
starting from zero. It 
means bringing your 
experience into new 
contexts, with new 
awareness, and often, 
new energy.

That’s what 
brands can do too. 
Reinvention is not 
a pivot away from 
identity, but a return 
to its most relevant expression.

We don’t need more polished messages.

We need more realignment between what 
we say and what we do, in leadership, in 
branding, and in life.

Because when purpose and presence 
meet, that’s where 

transformation begins.

And when transformation is rooted in 
authenticity, it doesn’t just perform: it 
lasts.

Atena Manca is a Senior Marketing & Brand Strategy Consultant with 20 years of experience in 
consumer goods, retail, and home appliances, developed across companies such as L’Oréal, 

Bolton Manitoba, Prénatal, and Haier Europe. She now supports organizations with brand 
positioning, digital transformation, and leadership training. 

Founder of Madonnager.it, a platform focused on female leadership and career growth, she 
blends strategic insight with a human-centered approach. Atena holds degrees from Bocconi 

and Publitalia, and recently completed a digital marketing program at London Business School. 
Her leadership style, rooted in coaching, empowers brands and people to evolve with clarity 

and authenticity.
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to Enterprise Risk Management

A Practical Guide

Partner and Head of Corporate and Commercial 
Department, Al Safar and Partners Law Firm 

Dubai, United Arab Emirates

Dr. Ahmed Hatem

In today’s volatile global economy, uncertainty is the only certainty. The modern business landscape 
is shaped by an intricate web of geopolitical instability, technological disruptions, cyber threats, and 
shifting regulatory frameworks. 

These forces have made risk management more critical than ever, not just as a defensive measure 
but as a strategic necessity for businesses aiming to thrive.
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5 Enterprise Risk Management (ERM) is no 
longer confined to compliance checklists 
or crisis response plans. Instead, it has 
become a core business function that 
allows companies to anticipate potential 
threats, navigate uncertainty, and 
unlock opportunities for innovation and 
sustainable growth. Companies that embed 
ERM into their operations can effectively 
balance risk and reward, making calculated 
decisions that enhance resilience and long-
term profitability.

The impact of risk mismanagement can be 
catastrophic. Companies like FTX, Lehman 
Brothers, and Boeing provide cautionary 

tales of how overlooking operational, 
financial, and regulatory risks can lead to 
massive losses, reputational damage, and 
even corporate collapse. On the other hand, 
businesses that proactively integrate risk 
management into their decision-making 

processes—such as Apple, Amazon, and 
Toyota—have demonstrated that managing 
risk effectively can serve as a competitive 
advantage in uncertain markets.

For investors, business leaders, and 
policymakers, the pressing question is not 
whether to engage in risk management but 
how to transform risk into an opportunity 
for resilience and sustained growth. The 
following guide explores the evolution of 
risk management, regulatory challenges, 
AI-driven risk detection, crisis-proof 
business strategies, and the role of 
leadership in fostering a risk-aware culture.

The Growing Importance of Risk 
Management

The need for effective risk management 
has never been greater. Organizations 
today operate in an increasingly 
unpredictable world, where economic 

instability, cybersecurity threats, supply 
chain disruptions, and regulatory shifts 
can impact even the most established 
businesses. Risk management is no longer 
about merely responding to crises; it is 
about building resilience and ensuring long-
term sustainability.

A well-structured risk management 
strategy provides businesses with a 
clear framework to identify, assess, and 
respond to potential risks before they 
become significant threats. Those that fail 
to integrate risk management effectively 
expose themselves to financial losses, 
operational inefficiencies, and reputational 
damage.

Take, for example, the global financial 
crisis of 2008. The collapse of Lehman 
Brothers was not just a banking failure 
but a result of unchecked risk-taking, 
inadequate regulatory oversight, and 
poor internal controls. The fallout from 
this crisis reshaped the global financial 
landscape, prompting stricter regulations 
and compelling corporations to reassess 
their risk management strategies.

Another stark example is the 2021 
cyberattack on Colonial Pipeline, which 
resulted in widespread fuel shortages 
across the United States. The attack 
exploited weaknesses in cybersecurity 
protocols, highlighting the critical need 
for proactive risk assessment and cyber 
resilience. Businesses that have robust 
cyber risk management strategies in place, 
such as regular security audits, employee 
training, and AI-driven threat detection, can 
mitigate such vulnerabilities and ensure 
operational continuity.

Conversely, companies that successfully 
integrate risk management into their 
operations can turn potential threats 
into opportunities. 

Consider Apple’s approach to supply chain 
risk management. Unlike many of its 
competitors, Apple has invested heavily 
in geographic diversification of suppliers 
and advanced logistics analytics, enabling 
the company to withstand geopolitical 
disruptions and supply chain shocks with 
minimal operational impact.

Another prime example is Amazon’s ability 
to mitigate risk through automation and 
predictive analytics. By leveraging AI-
powered inventory forecasting, Amazon 
minimizes overstocking and stockouts, 
ensuring seamless logistics and customer 
satisfaction. This risk-aware strategy has 
positioned Amazon as a global leader in 
e-commerce and fulfillment operations.

Moreover, risk management plays a 
crucial role in regulatory compliance 
and corporate governance. Companies 
operating in highly regulated industries—
such as finance, healthcare, and energy—
must continuously adapt to changing 
legal frameworks to remain compliant. 
For instance, financial institutions must 
align their operations with Basel III 
requirements, while healthcare providers 
must ensure strict adherence to patient 
data protection laws under HIPAA.

Ultimately, businesses that recognize 
the importance of risk intelligence and 
proactive governance are better equipped 
to navigate uncertainty, capitalize on 
emerging opportunities, and maintain 
a competitive edge in an ever-changing 
market.

The Historical Evolution of Risk 
Management

Risk management has evolved significantly 
over the centuries. What started as basic 
insurance and actuarial calculations in 
early trade has transformed into a data-
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5 driven, predictive industry. The 2008 
financial crisis marked a turning point, 
demonstrating that inadequate risk 
oversight could collapse global economies. 
As a result, regulatory frameworks such 
as Basel III and Dodd-Frank Act were 
introduced, forcing financial institutions 
to maintain higher capital reserves and 
improve risk disclosures.

Lessons learned from past crises, such 
as the dot-com bubble of the early 2000s, 
further highlight the dangers of unchecked 
speculation and herd mentality in risk-
taking. Today, ERM integrates machine 
learning, big data, and real-time analytics 
to detect and mitigate potential threats 
before they escalate.

Regulatory and Compliance Challenges in 
ERM

Regulatory compliance is a critical 
component of enterprise risk management 
(ERM), as failure to comply can result in 
severe financial penalties, reputational 
damage, and even criminal liabilities. 
Companies operating across multiple 
jurisdictions must navigate complex, often 
conflicting regulations, requiring them 
to adopt comprehensive risk governance 
structures to mitigate legal exposure.

Key Regulatory Frameworks Impacting 
ERM

1.	 GDPR (General Data Protection 
Regulation):

•	 Enforced in the European Union, GDPR 
has significantly reshaped global data 
protection standards.

•	 Companies that fail to comply with 
GDPR face fines of up to 4% of their 
global annual revenue.

•	 Example: Facebook (Meta) was fined 
$1.3 billion for mishandling user data 

and violating cross-border data transfer 
rules.

2.	 Basel III (Banking Regulation):

•	 Designed to strengthen financial 
institutions by requiring banks to 
maintain higher capital reserves to 
reduce systemic risk.

•	 Mandates strict liquidity coverage 
ratios and stress testing to ensure 
financial stability.

•	 Example: Many banks were forced to 
raise additional capital post-2008 to 
comply with Basel III’s new solvency 
requirements.

3.	 Dodd-Frank Act (Financial Regulations 
in the U.S.):

•	 Introduced after the 2008 financial 
crisis, it aims to prevent excessive risk-
taking in banking and financial services.

•	 Establishes the Volcker Rule, which 
restricts banks from engaging in 
speculative trading practices.

•	 Requires large institutions to submit 
living wills, detailing how they would 
be dismantled in a financial crisis to 
prevent taxpayer bailouts.

4.	 SOX (Sarbanes-Oxley Act):

•	 Enacted to enhance corporate financial 
transparency and prevent accounting 
fraud.

•	 Requires companies to implement 
internal controls and financial 
disclosure processes.

•	 Example: Following Enron’s collapse, 
SOX became a landmark regulatory 
change in corporate governance.

5.	 FCPA (Foreign Corrupt Practices Act):

•	 Regulates businesses operating 
internationally, prohibiting bribery and 

unethical financial dealings.

•	 Holds companies accountable for third-
party actions, making supply chain due 
diligence critical.

The Importance of Compliance in ERM

Companies that fail to align their ERM 
frameworks with regulatory requirements 
expose themselves to escalating legal risks 
and reputational damage. Beyond financial 
penalties, regulatory non-compliance can 
lead to:

•	 Stock price declines due to loss of 
investor confidence.

•	 Increased government scrutiny and 
audits.

•	 Operational disruptions resulting from 
compliance-related injunctions or 
sanctions.

To remain compliant and competitive, 
companies should implement:

•	 Proactive Compliance Monitoring: 
Regular audits and risk assessments to 
stay ahead of regulatory changes.

•	 Regulatory Risk Dashboards: AI-
driven compliance platforms to track 
regulatory updates across multiple 
jurisdictions.

•	 Internal Training & Ethical Culture 
Programs: Encouraging a corporate 
culture that prioritizes integrity and 
compliance.

By embedding regulatory compliance 
into their ERM frameworks, businesses 
can avoid costly penalties, protect 
brand reputation, and foster long-term 
stakeholder trust. Companies that 
proactively manage compliance risks are 
not only protecting themselves but also 
ensuring a resilient and adaptable business 
model capable of thriving in a highly 
regulated global economy.
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Developing a Robust Risk Strategy

Businesses face risks in various forms—
financial, operational, regulatory, 
and reputational. A robust ERM 
frameworkensures these risks are 
identified early, assessed accurately, and 
mitigated effectively.

1.	 The Human Factor in Risk Management

While technology plays a major role in risk 
assessment, human error remains one of 
the biggest threats to risk management. 
Psychological biases such as:

•	 Normalcy Bias – The tendency to 
underestimate risks because “it has 
never happened before.”

•	 Confirmation Bias – Seeking out 
information that supports pre-existing 
beliefs rather than assessing risks 
objectively.

•	 Overconfidence Bias – Assuming that 
past successes indicate immunity to 
future failures.

To counteract these biases, organisations 
must foster a risk-aware culture through:

•	 Employee Training Programs: 
Educating staff on risk mitigation best 
practices.

•	 Internal Audits and Compliance 
Checks: Encouraging transparency and 
accountability.

•	 Ethical Leadership: Ensuring decision-
makers prioritise risk governance over 
short-term financial gains.

2.	 Building a Crisis-Proof Business Model

In today’s fast-changing environment, 
businesses must be prepared for worst-
case scenarios. Companies that integrate 
risk management into their strategic 

planning outperform those that reactively 
address crises. A strong crisis-proof 
business model includes:

•	 Diversification: Spreading risk across 
multiple revenue streams and markets.

•	 Supply Chain Resilience: Reducing 
dependency on single suppliers or 
regions (e.g., Apple shifting production 
beyond China).

•	 Business Continuity Planning (BCP): 
Ensuring operations can continue even 
during crises (e.g., Netflix adapting to 
streaming before DVD rentals declined).

Case Study: Blockbuster vs. Netflix – 
Blockbuster’s failure to foresee digital 
disruption and pivot its business model 
led to its collapse, while Netflix’s early 
risk identification helped it dominate the 
entertainment industry.

3.	 The Role of AI and Predictive Analytics 
in ERM

AI and machine learning are transforming 
risk management by identifying patterns, 
predicting risks, and automating threat 
detection. Businesses leveraging AI for ERM 
benefit from:

•	 Cybersecurity Defense: AI-powered 
systems detect and respond to cyber 
threats in real-time.

•	 Supply Chain Optimization: Predictive 
analytics help companies foresee 
delays and adjust logistics accordingly.

•	 Fraud Prevention: AI-driven fraud 
detection tools, such as JPMorgan 
Chase’s monitoring algorithms, 
safeguard financial transactions from 
fraudulent activity.

4.	 The Investor Perspective: Evaluating 
Risk Resilience

Investors today assess a company’s risk 

resilience as a key factor in investment 
decisions. Companies that transparently 
disclose ERM strategies attract more 
investor confidence. Factors investors 
evaluate include:

•	 Risk Management Transparency 
– Are risk disclosures clear and 
comprehensive?

•	 Environmental, Social, and Governance 
(ESG) Risk Adaptability – How does the 
company address sustainability risks?

•	 Financial Stability During Crises – How 
did the company perform during past 
economic downturns?

5.	 Future Trends in Risk Management

Businesses must prepare for new and 
emerging risks that will define the next 
decade:

•	 Climate Change & ESG Regulations – 
Companies must comply with stricter 
sustainability reporting requirements.

•	 Regulatory Shifts in AI and Data 
Protection – More oversight on AI-
powered decision-making processes.

•	 Geopolitical Uncertainty & Supply Chain 
Disruptions – Businesses must diversify 
suppliers to mitigate geopolitical risks.

Final Thoughts

As businesses evolve, so too must 
their approach to risk management. In 
an increasingly interconnected world, 
companies that fail to prioritize risk 
management expose themselves to severe 
financial, reputational, and operational 
vulnerabilities. Risk is no longer an 
afterthought—it is a central pillar of 
corporate strategy, guiding decisions and 
shaping competitive advantages.

Forward-thinking businesses recognize 
that risk, when managed effectively, 

serves as a catalyst for growth rather than 
a limitation. A strong ERM framework 
empowers organisations to innovate with 
confidence, navigate market fluctuations, 
and adapt to global uncertainties. 
Companies that embed a culture of risk 
intelligence and proactive governance 
will not only survive but thrive in today’s 
dynamic business environment.

For investors, the ability to assess a 
company’s risk preparedness will be more 
critical than ever. Firms with transparent 
ERM policies, ESG resilience, and robust 
crisis planning will continue to attract 
long-term capital and maintain strong 
stakeholder confidence.

Ultimately, risk is not an obstacle 
to progress—it is the foundation of 
sustainable success and long-term 
corporate resilience. The businesses that 
master risk management today will be the 
industry leaders of tomorrow, shaping the 
global economy for years to come.

For additional information, please contact 
Al Safar & Partners at +971 4 422 1944 
ext. 720 or +971 55 763 0405. You can 
also reach us via email at reception@
alsafarpartners.com Learn more about our 
services by visiting our website at www.
alsafarpartners.com

Disclaimer: This article is for informational 
purposes only and should not be 
considered legal advice.

© 2025 Dr. Ahmed Hatem. All rights 
reserved.
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CEO, Phoenix Global Group Holdings & CEO, On AiR Now, Inc. 

Miami | Florida | Abu Dhabi | UAE

Larisa B. Miller

and Worth It

Disruption Is Cheap. 
Reinvention Is Expensive

Disruption is having a moment. Again.

We hear it in every investor pitch, see it plastered across decks and websites, and watch founders 
proudly announce that they’re “breaking” something - an industry, a process, a legacy model. It’s 

become the default vocabulary of innovation. And it’s cheap. Not just in cost, but in substance. Even 
I am guilty of overuse, as I truthfully say that I built a career off of disruption. Mid-year resolution, 

reframe my thoughts. 

Why? Because disruption doesn’t require staying power. It doesn’t demand that you build something 
better, just that you knock something down. You can disrupt with an idea, a tool, a feature. 

Reinvention, though? Reinvention requires commitment. Capital. Consequence. It asks not just how 
we change the model, but what we’re rebuilding in its place, and why it matters.
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5 This is where most companies fall short. 
They disrupt, then stall. They launch, 
then linger. They promise to revolutionize 
but only repackage. Because the cost of 
true reinvention isn’t just financial - it’s 
strategic, operational, and cultural. It 
requires backbone. And very few investors 
are writing checks for backbone anymore.  

The Disruption Mirage

We’ve glamorized the idea of being a 
disruptor. There’s a kind of sex appeal 
to breaking the mold. It signals courage, 
intelligence, relevance. But when you 
strip away the language, what many call 
disruption is little more than iteration. It 
tweaks. It repackages. It shifts the UI. And 
in some cases, that’s fine.

But the systems most in need of change 
- education, transportation, energy, 
finance, healthcare - don’t need disruption. 
They need reinvention. Start to finish. 
Infrastructure to delivery. What they don’t 
need is another app, another platform, 
or another startup too fragile to survive 
contact with the real world.  We can’t 
escape innovation, but we can choose to 
build systems that bring us together - not 
isolate us.

I’ve sat with founders who were eager to tell 
me how they were going to disrupt an entire 
sector but had no idea how to navigate 
a single regulation in that space. I’ve 
watched investors write checks because 
the language was right, while ignoring that 
the leadership had no operational depth. 
And I’ve watched those same ventures burn 
through funding in 18 months with nothing 
but a press release archive and a product 
roadmap that never left beta. Every team I 
build - every solution we architect - starts 
with hitting the ego pause button. We build 
with big thinkers who are also doers. People 

with the courage to take bold steps and get 
comfortable being told, “It can’t be done.”

When someone tells my team not to 
reinvent the wheel, we ask, “Why not? What 
if there’s something better?”

What Reinvention Actually Takes

Reinvention is not a keynote concept. It’s 
not a campaign. It’s a commitment to build 
something so fundamentally better that it 
forces the market to shift. That takes time. 
And it absolutely takes capital, but not 
just any capital. It takes investors who are 
aligned for more than valuation, who care 
about value.

When we started AiR - our soon-to-launch 
social streaming platform - we could’ve 
positioned ourselves as “the next [fill-in-
the-blank].” We didn’t. Because we weren’t 
interested in playing the same game with 
slightly different rules. We’re building 
something different - not louder, not 
trendier, but something rooted in human 
behavior, community, and the evolution 
of how we connect with content and each 
other.

And that’s slow work. It’s expensive work. 
It’s the kind of work you can’t always show 
in month-over-month metrics. But that’s 
the point. If it were easy, if it were cheap, 
it wouldn’t be reinvention. It would just be 
noise.

Capital with Backbone

Let’s be honest: a lot of capital today is 
cowardly. It wants 10x without 10-year 
commitment. It wants upside without 
friction. It wants first-in without staying in.

But companies that are building the future 
don’t need cowards at the table. They 
need conviction. They need investors who 
understand that ROI doesn’t always show up 
in a straight line. That growth isn’t always 

exponential. That culture, infrastructure, 
and product integrity are just as important 
as revenue - especially in the first few 
years.

I’ve been in rooms with investors who 
questioned burn rate but didn’t question 

team strength. Who asked about margin 
but not about mission. And it’s those same 
investors who often can’t understand why 
their portfolio keeps underperforming. You 
see it, you hear it, so why aren’t you learning 
from it?  

Strong capital isn’t just about how much 
is invested, it’s about what that capital 

enables. If your money isn’t buying time, 
talent, and trust, it’s not helping. It’s not 
just a countdown clock, it’s a time bomb. 

The Tension Between Speed and 
Substance

We’re living in a market that prioritizes 
speed. Scale fast. Break things. Fail 
forward. But the companies that last - the 
ones that actually shift how we live, work, 
and engage - are rarely the fastest. They’re 
the ones willing to slow down long enough 
to get it right.

Reinvention isn’t about being first. It’s 
about being right, then being ready.
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5 You don’t win by rushing to market. You 
win by building something the market 
didn’t know it needed but now can’t live 
without. That doesn’t happen on accident. 
It happens through relentless iteration, 
stakeholder insight, strategic patience, and 
yes, a thick skin for criticism from people 
who think you’re taking too long.

Some of the most profound innovations 
I’ve encountered in my career didn’t launch 
with fanfare. They launched with purpose. 
And they were backed by capital that wasn’t 
trying to get in and out, it was committed 
to the long view.  As the founder, I don’t just 
ask others to take the risk. I prove it’s worth 
it by putting in my own capital, again and 
again.

Reinvention Is a Leadership Mandate

Founders who reinvent don’t just operate 
differently, they think differently. They’re 
not chasing funding rounds. They’re 
chasing transformation. They’re allergic to 
complacency. They know their industry’s 
pain points like they know their own.

I’ve worked alongside leaders who refused 
to cut corners, even when it meant walking 
away from easy capital. Who prioritized 
product integrity over investor optics. Who 
stayed small 
longer than their 
competitors 
because 
scale without 
readiness is 
suicide.  This is 
the ethos behind 
AiR. We’ll be 
ready when the 
product is—not 
before.

These leaders 
are rare. And 

the teams behind them? Rarer still. They 
don’t always win headlines. But they build 
empires - and not on sand.

A Call to Investors

If you’re looking to write checks that 
matter, stop asking who’s disrupting. Start 
asking who’s reinventing, and whether 
they’re ready for the weight of that work.

Reinvention is expensive because it’s not 
cosmetic. It’s foundational. It’s not about 
launching a new company. It’s about leading 
a new era. That kind of ambition deserves 
more than cheap capital. It deserves capital 
with backbone - capital that believes, stays, 
supports, and scales alongside the vision.

In the end, disruption will always be 
cheaper. It’s easier to destroy than to build. 
But if we want to fund a future worth living 
in, we’d better start backing the builders.  
Not the loudest.  Not the fastest.  The 
boldest.  The ones who carry the weight of 
vision long after the spotlight fades.

www.OnAirNow.ai

www.LarisaMiller.com

www.PhoenixGlobal.co
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Master of business administration- MBA in Business 

Development and Strategy, Business Development Manager 

El Sadat City, Al Minufiyah, Egypt

Tamer Rabei

Beyond the Digital Trend

The Future of 
Industry

Industry Needs Technicians as Well as Tech

Bridging the Gap: Where Education and Industry Must Meet

From Isolation to Integration

For decades, vocational education in Egypt and similar economies has operated in isolation—
producing graduates with certificates but not capabilities. The result? A growing disconnect 

between what schools teach and what factories need.
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5 This gap can no longer be ignored. It’s time 
to forge dynamic partnerships between 
vocational schools and the industrial 
sector. Manufacturers should have a seat 
at the table when curricula are developed. 
Teachers should spend time on factory 
floors, gaining real exposure. Only then 
can we ensure that students graduate 
with relevant, applicable skills—not just 
theoretical knowledge.

Furthermore, we must rebrand vocational 
education. It should not be seen as a 
second choice, but as a strategic career 
path that leads to prosperity. Countries like 
Germany have done this successfully—and 
there’s no reason Egypt can’t follow suit.

Market First, Technology Second: 
Reversing the Industrial Formula

One of the biggest misconceptions in 
modern industry is that innovation alone 
can create demand. In reality, many 
factories fail not because 
they lack advanced 
machines, but because they 
lack a clear understanding of 
what the market truly needs.

A dangerous myth persists in 
today’s industrial landscape: 
that innovation alone creates 
success. But factories don’t 
fail for lack of technology—
they fail for lack of market 
understanding.

In many cases, factories 
invest in expensive 
equipment before validating 
whether their products meet 
real demand. This leads to 
idle production lines, unsold 
inventory, and lost capital.

The formula must flip:

Start with the market. Understand it. 
Analyze it. Then build your production 
strategy around it. Only once that 
foundation is strong should automation and 
technology enter the equation—to scale, 
optimize, or enhance quality.

Turning Vocational Schools into Industrial 
Incubators

Imagine a vocational school that looks 
more like a working factory than a 
classroom. One where students operate 
actual machines, complete real projects, 
and graduate ready to perform with minimal 
training.

This is not a dream—it’s a necessity.

Vocational institutions must evolve into 
industrial incubators. That means being 
equipped with production-grade tools, 
supervised by industry experts, and driven 
by practical, hands-on learning.

Factories should co-create training 

programs, offer internships, and sponsor 
specialized tracks tailored to their 
recruitment needs. When this ecosystem 
is in place, we won’t just be producing job 
seekers—we’ll be producing job performers.

The Forgotten Engine of Growth: Marketing

One of the most underestimated tools in 

industrial success is marketing. Many 
manufacturers believe that a good 
product will ‘sell itself.’ That era is gone.

Marketing is not a post-production luxury. 
It is an integral driver of growth. It helps 
factories define their positioning, identify 
customer segments, and expand into new 
markets. More importantly, it creates a 
feedback loop—allowing companies to 
adjust pricing, refine offerings, and build 
customer loyalty.

Smart marketing levels the playing field. 
It enables small and medium factories 
to compete with industry giants—not by 
spending more, but by communicating 
better.

Education Reform Needs Industry at the 
Table

Governments alone cannot modernize 
vocational education. The private sector 
must take a proactive role—not as donors, 
but as partners with vested interest.

When businesses help shape the next 
generation of talent, they invest in 
their own sustainability. They reduce 
recruitment costs, increase workforce 
readiness, and build a more reliable talent 
pipeline.

Factories should act not only as 
employers—but as educators, mentors, 
and stakeholders in the education system. 
The benefits flow both ways.

Conclusion: A Balanced Path to Industrial 
Transformation

The future of industry in Egypt—and in 
similar economies—will not be won by 
chasing trends. It will be won by achieving 
balance:

- Between machines and manpower

- Between innovation and implementation

A seasoned business development expert 
with over 18 years of experience driving 
industrial growth across Egypt. Holding 
an MBA in business development, he leads 
strategic planning, and modernization 
initiatives. Tamer has crafted over 200 
business plans for factories in various 
industries and is known for his leadership 
in transforming industrial SMEs. With a 
solid foundation in sales, marketing, and 
consulting, he also contributes as a writer 
and columnist. His dynamic approach 
blends strategic insight, creativity, and 
a commitment to sustainable industrial 
development. 

Training:-

•	 Project Management professional 
preparation course 

•	 The Art of Marketing Professional Diploma 

•	 Consultants development program 
contains :-  
Business knowledge  
Consulting process  
Business Planning  
Consulting skills  
Consulting role / Ethics & Values 

•	 Business writing & Time management 

•	 Communication & Negotiation skills 

•	 Energy Management System Awareness 

•	 Export Fundamental & Digital Marketing 
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- Between production and actual demand

- Between education and employment

Let us not be dazzled by digital tools at 
the expense of the human touch. Let us 
build industries grounded in market needs, 
powered by skilled labor, and sustained by 
meaningful collaboration between schools 
and factories.

Because real revolutions are not coded in 
algorithms.

They are crafted—in classrooms, in 
workshops, and on factory floors.

One skilled worker at a time, True industrial 
revolutions are not born in boardrooms 
or servers. They begin in classrooms, 
workshops, and factory floors—where real 
value is created, one skilled hand at a time. CORPORATE INVESTMENT TIMES

inspire generations

Local-to-global 
leadership journey.

get featured
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work environment attractive to successful 
calibers or repelling successful calibers

Business Job functions VS the 
real business needs in practical 

manner 
In the business world, there are some jobs that are effective in influencing other business functions 

and jobs within the work environment, especially in terms of planning and performance evaluation, 
which ultimately affects the entire work system and affects the performance of other functions 
within the work environment, making the work environment attractive to successful calibers or 

repelling successful calibers.

There are some jobs that, by the nature of their work and the job description of their tasks 
within the work environment, overlap significantly, closely, and continuously with other jobs 

and departments. For example, jobs such as planning specialist, planning engineer, or head of 
monitoring and evaluation department or quality control. These types of jobs are the link between 

the various departments and the top management of the working environment 

These types of jobs within the work environment can be positively and strongly supportive in 
improving the performance of other jobs, and this only happens when the practical nature of each 

job and each department is understood, including the strengths, weaknesses, challenges, and 
threats facing each job and each department.

On the other hand, these jobs may negatively affect the performance of other jobs and 
departments, meaning that they do not understand the nature of the work and do not evaluate 

performance in a practical way, and are satisfied with only evaluating the matter in a theoretical 
way according to a group of papers and documents without there being a constructive discussion 

that contributes to improving performance, and thus this is reflected in the performance of the 
entire system.

Therefore, if you want to have a positive impact on the jobs of others, as long as the nature of your 
job requires this, you must understand very well the needs, specializations, duties and rights of 
other jobs and departments if you want to plan for other jobs and departments in a positive and 

practical way, and if you also want to evaluate the performance of other jobs and departments in 
a fair way that develops everyone’s performance , This ultimately leads to the success of the work 

environment and attracting successful calibers to this work environment
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Business Development & Trade Sourcing Expert  
(Strategic Management- Training Development- Export Promotion- 

Marketing Management - Operation Management Global Value Chain 
- Facilities Management) 

Egypt

Mohamed Abdel Kader
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Worldwide Panic
The ‘R-word’

The R-Index, an informal yet insightful barometer meticulously tracks the frequency with 
which the ominous term “recession” permeates major news outlets. Its fundamental premise is 

elegantly simple: when mentions of “recession” spike, a ripple effect of public anxiety and investor 
apprehension often follows, potentially triggering widespread panic that can cascade through the 

economy. 

This seemingly straightforward correlation, however, belies a profound and intricate dance between 
media narratives and economic realities, highlighting the potent, often underestimated, power of 

information dissemination in shaping our collective financial destiny.

The very essence of the R-Index lies in its ability to capture economic sentiment, serving as a pulse 
check on the public’s perception of the financial landscape. As news organizations, driven by a 

blend of journalistic duty and competitive pressures, amplify concerns about potential economic 
downturns, the R-Index inevitably reflects a burgeoning anxiety. This isn’t merely an academic 

observation; it has tangible, real-world consequences. A growing fear of recession can directly 
translate into decreased consumer spending, as households tighten their belts in anticipation 

of leaner times. Similarly, businesses, wary of an impending downturn, may postpone or outright 
cancel investments and hiring plans, fearing that a weakening economy could erode their 

profitability. This collective hesitation, fueled by media-generated apprehension, can then further 
exacerbate economic instability, creating a vicious cycle where perceived weakness becomes 

actual weakness.
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President (UIPM)/Director UAPCU/Global Education Influencer/Int.
Books for Peace Award 2020/Leadership Gold Award 2021/Humanity 
Award 2024/Best Global Education Influencer Award 2024/Leadership 
Innovation Award 2024. 
Beirut Governorate, Lebanon

Ahmad J. Naous

https://corporateinvestmenttimes.com/
https://corporateinvestmenttimes.com/
https://corporateinvestmenttimes.com/
https://corporateinvestmenttimes.com/
https://corporateinvestmenttimes.com/
https://www.linkedin.com/in/ahmad-j-naous/


THE  GLOBAL  NEXT GEN INVESTMENTS MAGAZ INE

JULY 2025 | EDITION #79

ONE WORLD, ONE EDITION

#g
lo

ba
lb

us
in

es
s

69  |   J U LY  2025

ht
tp

s:
//c

or
po

ra
te

in
ve

st
me

nt
tim

es
.c

om

5  M I L L I O N +  R E A D E R S  G L O B A L L Yt h e  i n f l u e n c e r
CORPORATE  INVESTMENT T IMES 

ht
tp

s:
//c

or
po

ra
te

in
ve

st
me

nt
tim

es
.c

om

C
O

R
P

O
R

A
T

E
 I

N
V

E
S

T
M

E
N

T
 T

IM
E

S
 •

 J
U

LY
 2

0
2

5 The powerful correlation between media 
coverage and public perception is a 
cornerstone of the R-Index’s significance. 
News, in this context, transcends its 
traditional role as a mere conveyor of facts; 
it becomes a powerful, almost alchemical, 
force in shaping economic behavior. 
When the R-Index begins its upward 
ascent, it’s not just a statistical anomaly; 
it signals a palpable shift in confidence 
across the board. Individuals, prompted 
by the constant drumbeat of recession 
warnings, begin to reassess their personal 
financial strategies – perhaps increasing 
savings, deferring major purchases, or 
even exploring alternative investment 
avenues. Businesses, too, engage in 
similar recalibrations, reviewing their 
operational plans, adjusting inventory 
levels, and scrutinizing future expansion 
projects. This widespread reassessment, 
a direct consequence of heightened media 
awareness, vividly illustrates the intricate 
and often delicate relationship between 
narrative and reality. The heightened 
awareness of potential recessions, 
amplified by media coverage reflected in 
the R-Index, can, chillingly, lead to self-
fulfilling prophecies. The fear of recession 
can, through its impact on spending and 
investment, actively contribute to the very 
economic contraction it warns against.

Understanding the R-Index, therefore, 
becomes not just a matter of academic 
curiosity but a crucial imperative for 
a diverse array of stakeholders. For 
economists, it offers invaluable insights 
into the often-elusive psychological 
factors that underpin and influence 
economic cycles. Traditional economic 
models often rely on rational actor theory, 
but the R-Index introduces a powerful, 
quantifiable element of irrationality – or 

rather, emotionally driven behavior – into 
the equation. For policymakers, the R-Index 
provides a timely and potent early warning 
system. By monitoring its fluctuations, they 
can gain a deeper understanding of shifts 
in public economic sentiment, allowing 
them to anticipate potential challenges 
and, critically, take proactive measures 
to mitigate the impacts of widespread 
recession fears. This might involve carefully 
crafted public statements aimed at 
reassuring markets, implementing targeted 
stimulus packages, or adjusting monetary 
policy to inject confidence back into the 
system. Ultimately, the R-Index serves as 
a poignant and persistent reminder of the 
delicate and often precarious balance that 
exists between the rapid dissemination 
of information and the stability of the 
economy. It underscores the urgent need 
for responsible reporting, urging media 
outlets to temper sensationalism with a 
commitment to accuracy and context, and 
for informed public discourse, encouraging 
individuals to engage with news critically 
rather than succumbing to unbridled panic.

The implications of the R-Index extend 
far beyond the realm of mere academic 
interest; they have tangible, real-world 
consequences that ripple through 
economic policy and individual financial 
decisions. Consider, for instance, the 
scenario where the R-Index registers a 
distinct and sustained upward trend in 
recession mentions. This signal, a palpable 
shift in the collective mood, may very well 
prompt central banks to engage in serious 
deliberations about adjusting interest 
rates. Lowering rates, for example, could be 
seen as a necessary measure to stimulate 
borrowing and investment, thereby 
bolstering economic confidence and 
counteracting the effects of mounting fear. 
Similarly, governments might be nudged 

towards implementing targeted stimulus 
measures, such such as infrastructure 
projects or tax cuts, designed to inject 
liquidity into the economy and reassure 
the populace. Businesses, too, are directly 
impacted. Faced with the ominous 
indicators of a rising R-Index, they might 
opt to delay significant capital investments 
or scale back hiring plans, fearing that an 

impending downturn could severely impact 
their bottom lines. This cautious, defensive 
approach, while individually rational, can 
collectively create a detrimental feedback 
loop: reduced spending by both consumers 
and businesses leads to a measurable 
slowdown in overall economic growth, 
which, in turn, provides further fodder for 
media coverage of deepening recession 
fears, thereby perpetuating the cycle.

Moreover, the R-Index exerts a significant, 
though often subtle, influence on the 
broader political discourse. Politicians and 
policymakers, ever attuned to the public 
pulse, are acutely aware of the sentiment 
shaped by prevailing media narratives. 
During periods of heightened recession 
anxiety, as reflected by a soaring R-Index, 
political leaders often find themselves 

compelled to prioritize economic recovery 
initiatives. Their rhetoric frequently 
shifts to emphasize job creation, fiscal 
responsibility, and measures designed 
to reassure their constituents that 
the government is actively working to 
safeguard their financial well-being. This 
dynamic vividly illustrates how the R-Index 
operates not merely as a passive reflection 
of economic conditions but actively 
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shapes the policy landscape, influencing 
governmental priorities and the legislative 
agenda.

Beyond its implications for macroeconomic 
policy, the R-Index also throws into sharp 
relief the critical importance of media 
literacy among the general public. In 
an age of instant information and often 
overwhelming news cycles, individuals 
are constantly bombarded with economic 
data and commentary. As consumers 
of news, it is imperative that individuals 
develop the capacity to critically evaluate 
the information presented to them, 
recognizing the ever-present potential for 
sensationalism in reporting. Understanding 
the broader context behind a sudden surge 
in recession mentions – perhaps it’s a single 
analyst’s gloomy forecast rather than a 
widespread consensus, or a specific sector 

facing headwinds rather than a systemic 
crisis – can empower individuals to make 
more informed and rational financial 
decisions. This critical discernment 
can prevent them from succumbing to 
panic-driven reactions that might lead to 
hasty and ultimately detrimental financial 
choices.

Furthermore, the R-Index stands as 
a valuable and compelling tool for 
researchers operating at the fascinating 
intersection of media studies, psychology, 
and economics. By meticulously 
analyzing trends in recession mentions 
in conjunction with a wide array of 
traditional economic indicators – such 
as GDP growth, unemployment rates, 
and consumer confidence surveys – 
scholars can glean profound insights 
into the complex mechanisms by which 
public perception influences tangible 

economic behavior. This line of research 
is not purely academic; it can directly 
inform the development of more effective 
communication strategies during periods 
of economic uncertainty or downturns. By 
understanding how media narratives affect 
public mood, policymakers and institutions 
can design communications that help 
mitigate panic, restore confidence, and 
actively promote economic stability.

As we navigate an increasingly 
interconnected and rapidly evolving world, 
the R-Index underscores the pressing 
need for a nuanced and sophisticated 
understanding of the intricate relationship 
between media coverage and economic 
sentiment. In an era where information, 
both accurate and inaccurate, can spread 
globally at unprecedented speeds, 
the potential for misinformation and 
exaggerated narratives poses significant 
challenges for both individuals and 
institutions alike. The phenomenon of 
“infodemics,” where false or misleading 
information spreads rapidly and widely, 
can have particularly damaging effects 
during times of economic fragility. By 
actively fostering a culture of critical 
thinking, where individuals are encouraged 
to question sources and seek diverse 
perspectives, and by advocating for 
responsible reporting within the media 
landscape, we can collectively better 
equip ourselves to navigate the inherent 
complexities and inherent volatilities of 
economic cycles.

In conclusion, the R-Index serves as a vital 
and compelling indicator of economic 
sentiment, acting as a direct reflection of 
the powerful and pervasive influence that 
media narratives exert on public perception 
and, consequently, on tangible economic 
behavior. By deeply understanding its 

multifaceted implications, a wide array 
of stakeholders – from government 
officials and central bankers to individual 
investors and ordinary citizens – can better 
anticipate shifts in economic cycles. This 
foresight, in turn, empowers them to take 
proactive, rather than reactive, measures 
designed to promote stability and 
mitigate potential harm. As we continue 
to grapple with the persistent challenges 
and inherent uncertainties of an ever-
evolving global economic landscape, the 
R-Index stands as a powerful and enduring 
reminder of the paramount importance 
of informed discourse and rigorously 
responsible reporting in shaping our 
collective economic future. It argues that 
how we talk about the economy, and how 
that talk is amplified, is as crucial as the 
underlying economic data itself.
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Nominee for the Nobel Prize for Economics   
Academician prof. Sir ddr.sc. ddr.hc. Captain, B.Sc., psychotherapist, 

MBA, DBA, IPA, KMFAP, FRAS, FRSA, FRAI, MRSAI,  Author of the 
Dynamic Leadership Model 

Monte Carlo, Monaco

prof.ddr. Milan Krajnc

a Psychological-Economic 
Paradigm of the Future

The Dynamic 
Leadership Model

In times of increasingly rapid global change, there is a growing need for a new leadership approach 
that transcends traditional hierarchical-authoritarian models. The Dynamic Leadership Model 

(DLM), based on natural laws and an individual’s inner psychological balance, offers an integrated 
approach that connects psychology, economics, and personal development. 

This article provides a scientific foundation for the DLM, its theoretical framework, and its potential 
to transform leadership in both public and private sectors.

C
O

R
P

O
R

A
T

E
 I

N
V

E
S

T
M

E
N

T
 T

IM
E

S
 •

 J
U

LY
 2

0
2

5

https://corporateinvestmenttimes.com/
https://corporateinvestmenttimes.com/
https://corporateinvestmenttimes.com/
https://corporateinvestmenttimes.com/
https://corporateinvestmenttimes.com/


THE  GLOBAL  NEXT GEN INVESTMENTS MAGAZ INE

JULY 2025 | EDITION #79

ONE WORLD, ONE EDITION

#g
lo

ba
lb

us
in

es
s

75  |   J U LY  2025

ht
tp

s:
//c

or
po

ra
te

in
ve

st
me

nt
tim

es
.c

om

5  M I L L I O N +  R E A D E R S  G L O B A L L Yt h e  s u p p o r t
CORPORATE  INVESTMENT T IMES 

ht
tp

s:
//c

or
po

ra
te

in
ve

st
me

nt
tim

es
.c

om

C
O

R
P

O
R

A
T

E
 I

N
V

E
S

T
M

E
N

T
 T

IM
E

S
 •

 J
U

LY
 2

0
2

5 1.	 Introduction

Traditional leadership models have long 
been based on external success indicators, 
control, and structured processes. 
However, research over the past decades 
points out that internal psychological 
factors—such as self-awareness, integrity, 
and emotional maturity—are key to 
effective and sustainable leadership 
(Goleman, 1995; Senge, 2006). The Dynamic 
Leadership Model, developed by Prof. Dr. 
Dr. Milan Krajnc, offers a holistic response 
to this challenge.

2.	 Theoretical Foundations of DLM

DLM draws from insights in psychotherapy 
(transactional analysis, reality therapy), 
systemic leadership, emotional intelligence 
theory, and most importantly from 
natural principles, as defined in the 
newly established scientific discipline of 
Dynamilogy.

Key premise:

“You must first feel the future before you 
can build it.”

DLM understands leadership as an 
internal process that begins with the 
leader’s mental and emotional clarity. 
The leader must first become aware of 
emotional residues, personal projections, 
and destructive patterns, as these 
directly influence business decisions, 
communication, and team dynamics.

3.	 Natural Laws as a Model for 
Functioning

Nature operates in cycles, waves, and 
rhythms. There is no force, no repetition, no 
identical processes in nature. DLM brings 
this principle into the organizational world:

•	 every company is a unique organism,

•	 every situation matures in its own time,

•	 every decision must follow the inner 
logic of the whole.

Thus, DLM rejects the accumulation of 
KPIs as sole indicators of success and 
emphasizes the quality of relationships, 
information flow, and coherence between 
the inner and outer realities of the 
organization.

4.	 Psychological Foundations of DLM 
Leadership

Leadership is not a function—it is a 
reflection of personal maturity. Research 
confirms that self-reflection, empathy, and 
clarity of intention are essential for building 
trust (Boyatzis et al., 2005).

In DLM, leadership does not begin with a 
strategy but with the question: Who am I as 
a leader, and what do I truly feel?

Only a leader who lives in alignment with 
themselves can lead others without 
manipulation, fear, or the need to prove 
their worth. The psychotherapeutic 
component of DLM, especially through 
the Sirius Personal Transformation 
model, enables leaders to remove internal 
blockages and lead from a state of clarity.

5.	 Connection with Economics

Classical economics assumes a rational 
individual and a linear decision-making 
process. However, modern behavioral 
economics (Kahneman, Thaler) shows that 
decisions are driven by emotions, internal 
beliefs, and unconscious patterns.

DLM expands this understanding: when a 
leader is not psychologically clear, every 
decision becomes a compromise between 
internal conflict and external demands. 
This results in inefficiency, errors, burnout, 
and conflict.

In contrast, a clear leader generates 
flow, inner coherence, and trust, which 

leads to sustainable economic growth. 
Psychology thus becomes the foundation of 
responsible economics.

6.	 Practical Application of DLM

The model has been implemented in over 
300 organizations in both public and private 
sectors, with a focus on crisis leadership, 
culture transformation, and personal 
leadership mentoring. The most notable 
impacts include:

•	 resolving internal conflicts,

•	 increased emotional stability of 
leadership teams,

•	 shifting companies from exhausting 
growth to balanced development,

•	 restoring motivation and a sense of 
purpose.

7.	 Critical Reflection

The model requires a high degree of 
maturity and openness. A leader must be 
willing to look inward, which is not always 
obvious in traditional environments. 
Furthermore, implementation is only 
possible with continuous reflection and 
supervision.

Thus, DLM is not a “quick fix” but a process 
of comprehensive transformation that 
demands patience, vulnerability, and 
honesty.

Conclusion

The Dynamic Leadership Model represents 
an innovative connection between 
psychological maturity and economic 
efficiency.

It offers answers to fundamental human 
questions: How can I lead without losing 
myself? How can I be effective without 
depleting others? How can I create a future 
built not on fear, but on feeling?

In a world where leadership often means 
racing against time, DLM teaches that 
the true future begins in silence. Where 
the leader is, first and foremost, a human 
being.
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