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2Haggar Community

Regarded as one of the pillars of national economy in 
Sudan, Haggar Group contributes significantly to 
increasing the national income through its various 
companies varying between Food & Beverages, 
Engineering, ICT, Agriculture and Energy. 
In implementing its mission, the Group continues to work 
in peace and harmony to build new businesses that 
benefit the group, society, countries, and people it chose 
to invest in and work amongst.  
Haggar Community Magazine acts as a medium for all 
group employees to meet and share the group’s diverse 
activities, programs, and projects, shedding light on the 
achievements and successes that would not have been 
possible without the strong management and the 
solidarity and support of Haggar Group family. 
This current issue of the magazine sheds light on 
Pasgianos Food & Beverages as one of the Group's most 
important companies, reflecting its history, development, 
products, and social programs implemented by it.  
The issue also highlights some of the Group’s social 
initiatives and gives insight on one of its main projects of 
an important partnership with agricultural communities 
in East Darfur State. It also has an interesting article on 
the telecommunication services that were offered by 
Sudasat to the army’s celebrations in the region of 
Al-Fashqa, an achievement regarded as the first of its 
kind, in addition to Sudasat’s launch of on-vessel 
communication services between Jeddah and Port Sudan.
We hope that you enjoy this rich edition of Haggar 
Community Magazine!

Haggar community
October 2021
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This took place in Alsouq Alaraby, east of Alwaha Mall 
currently, United Nations previously.

He then moved with his sons Dimitri and Antoine to a 
location in the Industrial Area in Khartoum, south of Khor 
street, which later became Pasgianos factory and ran under 
the commercial name ‘George D. Pasgianos’. He started with 
the production of lemonade using artificial ingredients and 
then added Red and White ginger drinks, lemon soft drinks 
(Lemonada), and orange soft drinks (Orangada) too. The 
bottle cap was changed from cork to a metallic cap put in a 
place using a piston. In 1937, a semi-automatic filling 
machine was introduced and the production of the first 
foreign soft drink in Sudan under the name of (Kitty Cola) 
powered by a Swiss company started, achieving great 
success and popularity.

During that period, Mr. Dimitri wanted to add some 
adjustments to (Kitty Cola) but the Parent company refused 
which caused him to consider his own Sudanese-made 
product in 1957. Mr. Dimitrios then travelled to Cyprus to 
study carbonated water technology and took a 
six-month-long course. After his return, he stopped the 
production of (Kitty Cola) and replaced it with a 
Sudanese-made soft drink called (Double Cola) that had a 
unique formula whose ingredients he designed personally 
and imported the raw materials from the United States in 
1958.
It achieved the same popularity as (Kitty Cola) if not more, 
after which he added the soda water product.

In 1959, the production of a soft drink called Fruto 
(Pasgianos) with a special formula made of a mix of the 
most delicious fruits started. Its ingredients were also put 
together by Mr. Dimitrios Pasgianos and he selected and 
imported its raw materials from France and England. After 
a while, all products were stopped except Double Cola, 
Orange (Orangada), and Fruto (Pasgianos). Originally, the 
drink was called Fruto but customers used the name of the 
factory (Pasgianos) to refer to it and so it was called that 
instead of (Fruto).
As for distribution, it was first done using bicycles that had a 
front basket in which the drinks were kept. This was slowly 
replaced by carts (pulled by one or a pair of animals), then 
came the usage of jeeps and lorries, and finally (Lorry Al 
Jazeera) driven by the late Abdullah Rade Jabara – May 
Allah's mercy be upon him. He started officially working as 
part of the factory in 1951 and passed away in 2002,

Pasgianos factory is considered a pioneer in producing 
bottled drinks and soda in Sudan (The first carbonated 
drink factory in Sudan before the entry of Coca-Cola, 
Pepsi, and other local products).
As one of the oldest workers at Pasgianos, I will not miss this 
chance to send my regards to my comrades who are still in 
service. My dear brothers Mohammed Othman Alhaj Ebeid 
in financial management, Alhaj Abdelwahab in storage, and 
Andrea Krnick in the laboratory. I joined Pasgianos during 
the late seventies of the previous century and was a student 
at the University of Cairo, Khartoum Branch. At that time 
university attendance was not mandatory, most of the 
students were employed, and we sat for exams at the end of 
the year.

I started working around 1978 when it was called the ‘George 
D. Pasgianos’ factory. I worked as a cashier at the cash 
expenses vault and was earning 200 Sudanese pounds at 
the time, then I ran Human Resources and was managing 
salaries. I didn’t stay there for long though as we had a 
co-worker – God bless him – his name was Adil Abdelmagid 
who was responsible for logistics and relations with banks 
and relevant ministries. He left work and the burden of those 
tasks was left on me. Thanks to God I managed to excel and 
not long after, I was tasked with managing the factory due 
to the illness of Mr. Dimitrios who needed to travel to Greece 
every two months. This carried on for 18 years until 
September 1999, the day the ownership of the factory was 
transferred to what was then called Haggar Holding 
Company.
A new administration was created and I held the position of 
Industrial Relations and Human Resources Manager. After 
that, I worked as a manager for the Forat company in 
Hissahissa for two years then I came back to dear Pasgianos 
once again.
The beginning of Pasgianos was in 1920-1919. The factory 
was registered at the Ministry of Industry in April 1969 when 
the Ministry began to count and register working factories 
for the first time. It is worth noting that the number of the 
factory’s account at Wihda Bank, Pilot Murad Branch, was 
the number 8.
Mr. Pasgianos, who is of Greek origins, started 
packaging natural lemon juice in glass bottles with 
cork stoppers. This was done by squeezing lemon 
manually using a mini tool designed for that purpose. 
The lemon is placed at the top of the mincer so the 
juice flows through the side and the peel goes out from 
the other side.

Pasgianos’s Biography, Journey, 
and History
A Flavour that Defies Time
Ayoub Wardi Romani Tells the wonderful 
Story
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continuing to work in the factory until his very last days. In 
the past, he and his colleagues only worked during the 
summer season as the factory would close its doors for the 
rest of the year. The drink was mostly distributed and 
consumed in the ‘Azaze' area in Khartoum North. It was sold 
in dozens and not the crates we see today. Daily production 
would be in the range of 40-30 boxes, and during Eid it 
would reach a maximum of 50 boxes after a continuous 
non-stop schedule of working overnight.
The distributor would personally place the drink in refrigera-
tors (which used ice for cooling) for the customer. Not only 
that, but during events and celebrations, the factory would 
be responsible for decorating wherever the event is held 
using special light bulbs which were very popular back then 
as well as providing the ice used for cooling for free.
The factory was under the ownership of Mr. Pasgianos until 
the end of August 1999. On the 1st of September 1999, the 
ownership was passed to Haggar Group. This was the 
beginning of a very successful era as a new, well-studied, and 
thorough plan was instantly placed for the development of 
the factory. The first step was the instalment of German 
machines in the space specified for ‘production’. The rate of 
production reached 6,000 crates daily.
This was a very huge success considering the factory was 952 
square meters in area. This was the start of the progress 
which continued until 2003 in which the latest German 
machines (used for filling soft drinks) were installed in the 
present-day location.
This location was previously ‘The White Nile factory for 
cigarettes. It occupied an area of 11,200 square meters in 
addition to an area of 3,200 square meters which was 
occupied initially by by ‘Hilal factory for textiles’ giving a 
final total area of 14,400 square meters. The factory was 
then moved from Al Khor Street, south of Khartoum to 

opening was in August 2003.
The Haggar family took a brilliant step in inviting Mr. Dimitri-
os Pasgianos and his son to attend the opening of the new 
factory. This was done to honour him and all senior workers 
in the factory. They invited and provided means of transport 
to the event for all senior workers. I have not, and will not, 
forget that gesture and will forever be thankful to Allah and 
the Haggar family who achieved our dream of making 
Pasgianos reach the great stature it deserves.
Anyone who has ever worked in this factory has a very strong 
connection to it spiritually and emotionally. 

It is like a home to all of us and we felt as though it belongs to 
us as much as we belong to it. The feeling of loyalty towards this 
family and factory will never die out and will always live within 
us. I recall when the factory bought 20 lorries for distribution. In 
less than a month one of the drivers got into an accident and 
bumped into an electric pole that caused a lot of damage to the 
front of the vehicle.
Another representative that had been working in the factory for 
a long time named James Akeig had gotten very mad after 
being told the brand-new vehicle was damaged. What had 
made him angry was the cold reply the driver responsible for the 
accident gave, sarcastically saying the vehicle belonged to the 
company so it shouldn’t be a concern. This made James furious 
and he felt his blood boil because the company and all its 
properties felt like a part of him.
This level of loyalty was not only seen amongst workers but also 
across all managers. The biggest example is perhaps Mr Isam 
Eldin Disougi (Uncle Isam), the experienced manager who is a 
wealth of industrial knowledge. He was not only a manager but 
a colleague, mentor, and even a father to all of us. Our relation-
ship didn't end with his years in Pasgianos but continued and 
reached a personal level as he became our advisor in day-to-day 

Despite being all that, he was not an exception. Other managers 
like Hani William who had an obvious impact on organizing and 
managing the factory’s different processes; Rayed Elmasri, who 
had a wonderful and positive attitude with all colleagues, as well 
as Amin Osman with his great manners communicating with all 
in a very polite and classy way.
Keeping up with the increasing demands, a new line of plastic 
packaging started in 2008 followed by the usage of metal cans. 
These developments had unparalleled success in terms of 
expansion and selling the product both locally across Sudan and 
globally such as to the UAE, USA, and Australia. Currently steps 
are being taken to export Pasgianos to Qatar, God willing.

George Dimitri Pasgianos

Ayoub Wardi Romani 
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Amin Osman Ahmed Al-Mustafa, one of the oldest workers 
in Haggar Group since I joined in 1993. I started by working 
in Haggar cigarettes factory. I worked in different 
departments, the last of which was factory management and 
I moved to Pasgianos in 2015. I am married and a father of 
two daughters and a son. I live in Kafoury, block no.3.
I studied primary and middle school in the city of Arab in 
Gezira, and high school at Wad Madani Alsony, then I 
moved to study at the University of Khartoum and 
graduated from the Faculty of Economics in 1997.

The name Pasgianos refers to the Greek founder of 
Pasgianos, George Dimitrios Pasgianos, who started bottling 
fresh lemonade (lemon juice) manually in a small location 
near Alsouq Alarabi. He then developed his business and in 
the early sixties, he built the first manual and semi-automatic 
factory (the factory was very advanced for its time). He 
introduced the Fruto drink later in the sixties then improved 
the factory until he brought in the glass production line.
Pasgianos Company's ownership was transferred to Haggar 
in 1999. Haggar relocated the Pasgianos factory from its 
former location in the Industrial Area, Khartoum to the 
current location in Khartoum Bahri because the factory's 
area was limited and unsuitable for future expansion. The 
tools and machinery were improved and the site was 
equipped with the best buildings and warehouses. Haggar 
started to expand and increase the production capacity of 
the company in addition to introducing new flavours. Then 
the Forat family joined with its various flavours: different 
flavoured ginger and malt drinks (Aseel), in addition to 
Pasgianos, with the production constantly increasing.

٠٠

The slogan ‘A flavour that defies time’ didn’t appear from 
nowhere. The beverage or the main product that holds the 
trademark and company name is considered a special 
flavour because it is formed from several flavours of berries, 
banana, strawberry, and other fruits.
Moreover, the companies we import from in Europe focus on 
maintaining consistent quality so that the taste doesn't 
change and this is what makes Pasgianos distinguishable 
from other beverages. The main suppliers of the concentrate 
are in Europe as we import some of the ingredients from 
France and others from Italy. All ingredients are natural and 
consistent in quality

Currently, we don’t use any local ingredients but we have 
plans to use some flavours that only exist in Sudan.
Any casual observer of the food market can notice the 
competition between companies although in the past there 
were no more than a couple of soft drinks companies in the 
country.

I believe that maintaining product quality allows us to 
compete against the global companies that exist in the local 
market. We, at Pasgianos, focus on quality and our respect 
for the customer makes us strive to always provide 
high-quality products.

We, at Pasgianos, are a family consisting of eight 
departments, four of them are factory related. These are 
Engineering, Production, Quality Management, and Business 
Development in addition to the departments of Sales and 
Accounting, Financial Management, Human Resources, as 
well as Purchasing and Marketing.

‘Pasgianos; a flavour that defies time, tell us 
about the secret behind Pasgianos’ name?

Identification Pasgianos beverages have a special taste and 
various flavours, how did you come up with these 
products which became the distinctive drinks of 
the Sudanese people? 

Pasgianos is a drink very familiar to the 
Sudanese people, do you use local ingredients in 
product composition?

How did Pasgianos fare against the wide range 
of competition in the market?

The success that the company has achieved 
under your management is surely backed by 
hard-working staff and excellent employees. 
How is Pasgianos being managed?

Haggar Community Magazine 
interviews Pasgianos’s Manger
* Our products reached Canada, America 
and we have customers in the Gulf Region
* We plan to cover 12 percent of the market 
over the next year
* What distinguishes Pasgianos is that we 
are a family
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Work is done in great harmony and coordination between 
departments. We prepare our annual plan which contains 
our goals in sales every month to achieve that plan. The 
nature of work at soft drinks companies is seasonal; there are 
seasons with high consumption and others with low 
consumption such as Ramadan and winter. So, we put all 
those variables into consideration to achieve our annual 
plan.
Every administration and department has specific tasks to 
fulfil the plan alongside other departments. For example, the 
Purchasing department provides raw materials and the 
Production department converts raw materials into products 
according to the plan, and the Sales department works on 
covering the market’s needs.

Pasgianos is based in Sudan and fully understands its social 
responsibility and its role in achieving sustainable 
development in the country. We support many institutions 
such as governmental and private organizations, individuals, 
and have various charitable activities such as the renovation 
and maintenance of several schools, some of which were 
about to collapse. We also restored a maternity hospital in 
Omdurman by providing modern incubators in addition to 
other projects such as supporting individuals with special 
needs through charities, organizations, and direct support for 
individuals to help in improving their quality of life.
Pasgianos also sponsors different events such as memorial 
services and award ceremonies for important figures in the 
country and we concentrate on all activities that connect the 
company with society.
As the country was passing through a historic period, we in 
Pasgianos are proud to have contributed. When the 
Supreme Command of Armed Forces protest started, we 
were the first company that delivered its products to the 
protest area. We provided several cars that gave out water 
and drinks to the protesters before the situation became 
clear, before Ibn Auf's announcement, because of our 
feelings about the country’s situation. We believed that this 
stage will be critical in taking the path towards improving 
Sudan's future.

Pasgianos is a classic beverage that’s connected to Sudanese 
history and is well established in Sudanese hearts. The visual 
art that we created in several locations in Khartoum is 
related to this rich history and the selection of locations was 
done through a practical study, for example; ‘Al Azhari 
roundabout’ and ‘The Railway’ combine geographical 
significance and history of the site where even the shapes 
that were sculpted in murals tell a story and it all fulfils the 
slogan ‘A flavour that defies time’.

The art of creating murals in Sudan was very limited and 
wasn’t as popular as it is today. The idea came from the 
people and consumers who loved Pasgianos. When the idea 
was pitched it found great approval in the Group and was 
applied after lengthy consultations between us in the 
Pasgianos family and the implementers. Those consultations 
led to the content, massage, and shape of the final sculpture. 

We, in Pasgianos, work in great harmony and coordination 
between the different departments and everyone within the 
system know their role but the difficulty of the work lies in the 
challenges that face the industry in Sudan. From providing 
production materials, incremental increase in prices, 
fluctuations in the exchange rate, the difficulty of providing 
foreign currency to others like infrastructure, electricity, and 
roads. All these reasons make the production process a 
continuous challenge especially when it comes to providing 
electricity, diesel, gas, and materials for filling and 
packaging. And so, these difficulties that interrupt the 
workflow demand harmony between different departments 
and continuous communication between those departments 
to provide information quickly and to make the right 
decisions at the right time so that the production process can 
run smoothly without obstacles.

What about the social responsibility in 
Pasgianos?

Anyone that passes through the streets of 
Khartoum notices that Pasgianos adopted a 
different approach in advertising and using 
graffiti. Where did the idea of sculptures and 
graffiti come from?

Managing a company, the size of Pasgianos is 
hard and complicated, especially with the 
presence of production materials and 
manufacturing processes. How do you overcome 
these difficulties?

The idea of the murals appeared for the first 
time in your advertisements and made 
Designers, Visual Artists, and Art students 
participate in this work? 
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We always aim to create positive relations between 
employees themselves and between the company and the 
external society. Sales management is considered the bright 
face of the company in the market and the link that connects 
us with the customers and consumers. They work in 
Khartoum by dividing Khartoum into sectors and distribution 
lines and it takes a lot of care to deliver the product to 
customers according to the specified time and the required 
quantities. We have agents in various states and supply them 
with some aid that facilitates the distribution process in their 
respective States and consider them an integral part of the 
company.
Inside the company, we have many different activities to 
develop team spirit, loyalty to the institution, and 
collaboration among the staff in their various departments. 
There are other activities performed by the Human 
Resources department to create a positive work environment 
in addition to providing aid and assistance to workers to 
reduce the impact of the difficult economic situation. We are 
a big family and we fully mean it when we say that 
Pasgianos is one family. It consists of workers in the company 
and laborers who work through contractors as we also 
consider them members of the Pasgianos family. Our 
support and social bond extend to our aunts who sell tea and 
coffee in the area creating a great spirit and an unrivalled 
connection between us.

To build and maintain the image of the company, the 
Marketing department studies the market by raising various 
questions like product availability, quality, and price then 
answers them to achieve customer satisfaction through the 
outcomes of these inquiries. We provide great products to 
our customers and we try to offer different options by 
providing various flavours.
During the COVID pandemic, we worked hard to have an 
effective role in reducing the pandemic’s impact and we 
started by applying social distancing, commitment to health 
measures, safe distribution, and home delivery of products. 
We developed a product (vitamin water) that contains 
vitamin C, vitamin D, and Zinc, as these are the vitamins the 
immune system needs to prevent and fight coronavirus in 
case the person got infected with it.

Haggar Group is a multi-industry company, 
including Sudasat which specializes in ICT, 
Coldair in manufacturing refrigerators and air 
conditioners, but Pasgianos is a company 
deeply related to the citizens and its products 
are affordable. This must put a huge responsi-
bility on your shoulders because you are the 
company that connects Haggar with all 
segments of society, how do you feel about this 
responsibility?

What about coordination between the internal 
community (the workers) and the external 
society (mediators, customers, and consumers) 
to make everyone feel like they are a part of 
the enterprise? 

It is a new product which we gave the name (Zia). It is 
available in supermarkets and large grocery stores and we 
are working on distributing it to residential areas. The 
product has found large acceptance among customers 
especially because it is a healthy and natural product that 
contributes to the protection from and reducing the risk of 
Coronavirus.

We have reached the global market for a while now and we 
receive a lot of orders from the Gulf countries such as the 
UAE, Saudi Arabia, and Qatar. There is also a customer 
who ships large quantities to Australia and England and 
now our products have reached the USA and Canada as 
well. We have occasional shipping containers to Australia 
and the Gulf in addition to having some merchants who use 
their own means of export. 
When we studied the foreign market in the United Arab 
Emirates, we found that consumers of Pasgianos drinks are 
not only Sudanese but from different nationalities. Asians, for 
example, consume our products heavily and this is a 
challenge and a call to spread in the region as well as in 
Europe, Canada, and America where we exported two 
containers within the last week. We plan on spreading more 
widely in the world with God’s will.

Currently, we have two lines for production, one of them is 
rather new and was installed at the end of last year. In our 
plan for 2022, we plan to replace the old production line with 
a larger and improved new one to cover the market needs 
alongside the expansion in distribution lorries and display 
refrigerators. We are also working toward diversifying the 
flavours of our products. We are covering %8 of the market 
and now we are putting great effort to increase our market 
share with new products and high production capacity to 
reach %12 in the coming year.

I would like to thank the Board of Directors at Haggar 
Company and the family of Haggar Community Magazine 
for creating this space for dialogue and the coverage of the 
activities of Pasgianos Food & Beverages. I ask God that our 
country will enjoy progress, growth, and prosperity.

Where is the product (Vitamin Water) distribut-
ed and what is your assessment of the demand 
for it? 

Since Pasgianos is a purely Sudanese product, 
do you plan to reach the global market and 
export your products around the world?

What about your future projects that relate to 
the challenges that the industry faces in Sudan?

In Conclusion 
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There are  many! I remember when I was in the Jasmine 
grocery store in Bahri market, a woman over sixty came to 
me and sa id that Pasgianos has been her favourite drink 
since chi ldhood. She asked for a -2liter packet and asked 
about the price of the packet, which was 1500 pounds. She 
took out her wallet, paid 50 pounds, and said “Thank you, my 
son, I hope you complete the rest of the amount”. I took what 
she gave me and paid the rest to not embarrass her since she 
was a long-time customer and loves Pasgianos.

Some customers order quotas and when you return at the 
end of the day to receive payment you may not find them. In 
this case, you must deal with it and pay the price yourself 
and then get reimbursed, as you usually don’t know what the 
customer’s circumstances are and it’s not good to take back 
the goods risking losing the customer.

In the Bahri group of sales representatives, we have a very 
close relationship and are well connected. I exchange family 
visits with my colleagues Salah, Ahmed Al-Tayeb, Al-Shazaly 
Seif Al-Din, and Osama Adrob. We know their families and 
they know ours. We go out on field trips on Fridays and 
holidays and our relationship is also very special with the rest 
of our colleagues in the company.

We have good relations with the representatives of other 
companies, some of them worked with us in Pasgianos and 
some of us worked with them in other companies. We meet 
daily for breakfast with colleagues from more than 6 
different companies.

None except coffee and now Pasgianos has produced a 
coffee drink (Pasgianos Coffee).

I send my regards to the Pasgianos team, from the junior 
workers to the general managers who have never done us 
wrong and worked hard to develop the company by 
increasing production and bringing in a new and advanced 
fleet of cars. I wish the company growth and prosperity.

You deal with 350 clients and some of them 
delay payment, tell us about the situations that 
occur with clients?

My name is Fawaz Jaafar Qassm Allah Al-lazim. I live in 
Bahri and work as a salesman in the middle Bahri line.

I joined Pasgianos in February 2014. Before that, I was 
working at a soft drink company and when I moved to 
Pasgianos, I found a completely different environment and 
community. The people are all one family and they deal with 
each other with a lot of respect.

As a sales representative, I must be at my worksite in the 
morning to receive the specified amount of the product then 
I start to distribute them in the areas that are within my 
responsibility. At four in the evening, I go back to the 
company to submit the revenue, then back home to prepare 
for the next day.

We meet a lot of people on the streets, most of them 
recognize that there is no better soft drink than Pasgianos, 
and that clearly shows Pasgianos is a popular drink. 
Normally, each client requires a different method of 
communication due to the variation in the clients' natures so 
we make sure to communicate with each client correctly. 
There is a client who loves football and the path to this client 
will be through a discussion about his favourite team’s match 
results and their league position for example. There is a 
religious sheikh whose path is different, there is also a client 
who loves to joke, have fun, and laugh, and to convince him 
of the product we resort to humour to make him respond 
positively. 

The line that I cover in Bahri extends from Mc Nimir Bridge 
to Al-Zaeem Al-Azhari Street, and from Hilat Hamad to 
Al-Inqaz Street. I deal with more than 350 clients.

In recognition of the important role Pasgianos’ 
employees have as the backbone of the 
company, to reflect their visions and ideas as 
well as identify the nature of their work, and 
their interactions with customers, Haggar 
Community Magazine met with a salesperson in 
this light chat.

Fawaz In a short introduction

When did you join Pasgianos and what makes it 
unique?

What about the nature of the work?

The nature of the customers you deal with and 
how does the relationship between you and 
them look?

How many clients do you deal with?

What about the relationship with representa-
tives of other companies that you meet in the 
distribution lines?

Do you drink other than Pasgianos?

Thank you Fawaz for this chat. Do you have any 
final words?

Some funny actions that happened to you 
during work.

Tell us about the relationship with colleagues

A Chat with a Pasgianos Salesman
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Before the production cycle truly began, the wheel of time 
was turning for several decades and the flavour had already 
become well established. A cherished image that defies time 
took hold and is renewed every now and then and just like 
fantasy and superheroes movies, Pasgianos creates new 
heroes who defy time with love.
Keeping up, modernizing, and maintaining pace with 
development are the reasons for success in Pasgianos. They 
are all united to bring new products into existence like pearls 
around the Pasgianos Food Factory's neck.
This journey starts from the shining legacy and tireless efforts 
by employees across all grades, from the initial studies, 
market demands, points of strength and weaknesses, product 
quality, consumer demands, and taste tests. In addition to 
ideas for promotion and creation of valuable brands and 
even distribution and sales are all links in the chain that keep 
Pasgianos’s wheel spinning.

Coming up with the Zia product was a wonderful journey 
driven by a humanitarian vision and an urgent need 
following the Coronavirus pandemic to come up with the 
slogan: Zia defies sickness.
‘Zia’ is a healthy vitamin water with multiple flavours and 
colours that meet all tastes and support as well as increases 
the body's immunity. Approximately twenty flavours were 
tested, three flavours were selected (melon, peach, ginger, 
and lemon) after thorough studies, extensive research, 
precise experiments, and hard efforts to create an attractive 
and unique brand inspired by Al-Zeer (pottery jar).
Culturally, the pottery jar is characterized by its aesthetic 
shape indicating strength, continuity, fertility, protection, and 
kindness. Al-Zeer (the pottery jar) preserves water and 
filters out its particles and impurities. It is symbolic in the 
Sudanese culture to purity of water and thirst quenching.
Pottery water is the healthiest and the best in terms of purity 
and health. 

Zia is an easy name that rolls off the tongue. It is also a 
syllable taken from Pasgianos reflecting an extension of the 
name but with its own unique identity and independent 
personality.
The advertising campaign had to be accompanied by a new 
trademark for a drink that cares about health and fitness. 
So, the ideas converged on nature and health using symbols 
that correspond to nature through basic characters (a 
beautiful young woman and a handsome young man). So, 
the advertisement of ‘Zia’ considered all the visual effects, 
aesthetic, and realistic aspects while supporting it with 
pictures to let it settle in hearts and minds to motivate the 
purchase of the product.

New products
New heroes that defy time

Zia, A product under the 
spotlight 
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In the Sudanese tradition, coffee is a sign of 
generosity, celebration, and mood-altering from 
anything that disturbs it. It is as old as humanity 
and has rituals, of mixing spices and flavours that 
defy time. Hence its union with Pasgianos resulted 
in an unprecedented product that quenches thirst 
and improves the mood.

‘Pasgianos Coffee’ is a direct brand for all the 
different names (Qahwa, Jabana, and coffee), all 
of which exist in society.

The brand ‘Pasgianos Coffee’ embodies 
creativity: the dark colour of the coffee drink 
represents mystery, the red colour represents 
affection, while the gold symbolizes luxury and 
represents a state of royalty for everyone who 
drinks it.
In marketing norms, you must take the shortest 
path to reach the goal. 

Hence, Suhanda and Qatada, young singers who 
recently had a hit song very popular amongst 
youths, replayed that song as an advertisement 
for Pasgianos Coffee which proved a very smart 
move. 

(Pasgianos Coffee) 
A bridge between thirst and mood
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Pasgianos Company pays great attention to production 
quality and makes sure its quality is at the highest level. As 
a result, the company obtained three quality certificates 
(ISO 9001) Quality Management Systems; (ISO 18001) 
Occupational Health & Safety; (ISO 22000) Food Safety, 
as well as the application of Six Sigma and Kaizen systems. 
The company is always seeking to do more to satisfy the 
consumer by providing distinguished and high-quality 
products constantly evolving.

The Vision

The Message

Package types

Sizes

The Company's goal

Product Range

We are committed to providing food products of the highest 
quality to all our customers in Khartoum and the rest of the 
states of our beloved country. Moreover, we are aiming to 
export the Pasgianos products outside Sudan.

Providing high quality products and processes ensuring 
excellence in all work departments, by also attracting and 
developing high calibre staff. We also like to work with 
enthusiasm and a high team spirit to maintain good quality 
products for our customers. 

Pasgianos’s main goal is to continuously grow and provide 
best in class products to satisfy the needs of its customers. 

- Regular Pasgianos Soft Drink
- Pasgianos Light Soft Drink
- Forat Orange Soft Drink
- Forat Pure Healthy Water purified by ozone
- Forat Soda Water
- Aseel Non-alcoholic Soft Drink with pineapple 
flavour
- Aseel Non-alcoholic Malt Soft Drink with pear 
flavour

- Pasgianos Coffee
- Zia Water with vitamins in different flavours
And the rest will come in time

Plastic bottles

255 ml - 330 ml - 500 ml - 600 ml - 2 litters.

Pasgianos; a high-quality product 
Written by Khaled Al-Obaid
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- Enhancing communication between employees within 
the department
- Collective responsibility towards work
- Developing the capabilities of employees which 
reflect in their performance within the department
- Changing the behaviour of employees outside the 
organization and improving the image outside the 
work environment
- Increasing collaboration and cooperation among 
employees
- Increasing performance and creating new ideas in 
the work environment
- Increasing the financial returns of the company
- Increasing creativity in the employee tasks

The benefits of our Morning Tea

Spreading the idea of morning tea to all Haggar 
Group companies and arranging a day for the whole 
Group with all its departments to improve, benefit, and 
deliver our message to the community (Together we 
achieve our dreams).

Recommendation from the sales department

The idea of the morning tea began with a sponta-
neous gathering between the departments when 
exchanging morning greetings in line with Sudanese 
customs with grace and generosity. Employees then 
started having their morning cup of tea together. 
Then a proposal came from one member of the 
staff to make this as a weekly gathering for all 
departments to strengthen work and personal 
relationships amongst all.

The idea

لمة الصباح 
بقلم مها األمين

Morning Tea 
Written By Al-Sadiq A-Hadi

Morning Gathering
Written By Maha Al-Amin
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For the first time in Sudan, Suda-
 sat provides live TV broadcast
 services from remote areas in
the Country

 Sudasat and Al -Arabiya TV
sign a partnership agreement

As a result of its national efforts, Sudasat Company provid-
ed live TV broadcast services for the celebration of the 
armed forces in the Al-Fashqa region near the Sudan-Ethio-
pia border. The General Director of Sudasat Company, 
Engineer Khaled Ehaimer said that the live broadcast 
service took place under stressful circumstances within 24 
hours in response to the request made by Al-Arabiya 
channel through their office manager in Sudan. Ms. Lina 
Yacoub asked Sudasat about the possibility of providing TV 
broadcast services during the visit of Lieutenant-General 
Abdel Fattah Al-Burhan, head of the Transitional Sovereign-
ty Council, to Al-Fashqa region as part of the nation’s 
celebration of the Armed Forces Day.
Ehaimer confirmed to Al Arabiya channel the possibility of 
providing the service through the technical capabilities of 
Sudasat and its possession of robust satellite capabilities. Al 
Arabiya channel sent its engineering team to Sudasat on the 
same day and the necessary tests were done.
He added that what was special about this project is broad-
casting live TV from an area where direct broadcasting 
operations were impossible in the past given that communica-
tions networks do not cover it. He explained that the broad-
cast was carried out very efficiently with an advanced 
modem and the image clarity garnered praise and apprecia-
tion from Al-Arabiya which drove it to sign a permanent 
agreement with Sudasat to provide live broadcast services.
Khaled Ehaimer said that Sudasat has started preparing a 
product that helps provide live broadcast services from the 
outskirts of Sudan and is trying to make it available to all 
satellite channels operating in the country. This would 
introduce remote Sudanese cities and sites that the media 
did not reach before to the Sudanese people and the world.
Ehaimer indicated that Sudasat has also prepared for a live 
broadcast from the city of Kouda during the visit of the 
Transitional Prime Minister, Abdullah Hamdok, but due to 
logistical problems, the broadcast did not take place.
Regarding service prices, Ehaimer said the company aims to 
provide reasonable ones within the reach of satellite 
channels since it is primarily related to providing a national 
service.

Ehaimer confirmed Sudasat’s willingness to broadcast events 
from all parts of Sudan through (TVU) technology, an 
advanced technology that is newer and better than the 
(SNG) service that is used by Sudanese channels. He also 
added that the (TVU) service provides high-resolution 
images and that Sudasat seeks to import modern products 
which will help in broadcasting Sudanese football matches in 
African and Arab championships in the various states of 
Sudan with high quality.
TVU service provides high-quality images without interrup-
tions or distortion in addition to shortening the time and 
effort needed. This service helped in getting rid of the 
expensive TV production truck whose arrival to remote areas 
is considered risky where Sudasat provides the service 
through a small dish that can be placed inside a bag in a car 
with an installation process not exceeding half an hour.
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As part of its relentless pursuit to develop the telecommunications sector and serve the Suda-
nese community, Sudasat is prepared to launch a new product that provides communication 
services in regional and international waters. The General Manager of Sudasat, Eng. Khaled 
Ehaimer, explained that the satellite services owned by Sudasat cover the northern borders 
beyond Halayeb and the regional waters from the Red Sea to Jeddah. He also stated the 
service allows Sudanese people to use their Sudanese SIM Cards to communicate with their 
families while in regional waters and the port of Jeddah. What makes them want to launch this 
service next November is the intensity of sea travel and shipping between Port Sudan and 
Jeddah and its contribution to the national income through exports and imports in addition to 
social service for Sudanese citizens. Ehaimer indicated that all the technologies provided by 
Sudasat are managed using only Sudanese national talent.

To be launched next November

 Sudasat Provides Communication
 Service for Ship Passengers between
Jeddah and Port Sudan
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Sudasat is preparing to launch a technical kiosk service 
that provides communication and Internet services using 
satellites in far and remote regions in the country not 
covered by other communications services. The product is 
a mini kiosk with multiple abilities providing various 
communication services.
VSAT technology is used to provide telecommunication, 
communication, and internet services via satellite instead 
of the usual model familiar to people through well-known 
communication companies.
While cellular communication companies use terrestrial 
technologies, VSAT provides the same services via 
satellite. For example, the GSM sector which is a 
well-known communication sector has gone through 
several stages during its development from H and 2G 
technology to the current 5G technology. The same 
development positively affected the VSAT sector which 
was using C-Band technology but by the start of last year, 
Sudasat and Arabsat moved to the next stage through a 
technology called KA-Band. This is a technology that 
gives greater and better speed, capacity, price, and allows 
for new services such as internet services in the desert and 
in remote places that are not connected to any communi-
cation network. The new technology also allows roaming 
communication services in aircrafts and ships
With the technical evolution in the VSAT sector, the idea 
of promoting the new products and services of Sudasat 
through a kiosk came to life. 
Sudasat could have only offered the product (Wi-FiSAT) 
and achieved the required financial revenues, but the 
company realised that linking the initiative to communities 
in remote areas is much more important. The kiosk can 
provide advanced technical services and through it one 
will be able to deal with all banks to create accounts and 
make financial transfers. It can be used for commercial 
activities selling cold drinks, newspapers, etc. or for commu-
nity services such as an online club, online school, or clinic. 

The main objective of the kiosk is to provide Wi-Fi services 
targeting various sectors be them economic, commercial, 
educational, business, and investment sectors in addition to 
customs and border tax points. As VSAT mainly targets 
rural areas, far-off production sites such as gold mines, and 
projects which include workers that are out of communica-
tion coverage are also potential customers.
We expect this kiosk service to achieve unparalleled 
success, especially since internet services in Sudan only 
cover around 60% of its geographical area, in addition to 
the weakness and lack of communication services in compa-
nies outside large cities.
The Internet in the kiosk provides its services through 
physical equipment such as the satellite dish, modem, 
aerial, battery, solar panels, cables, and the charging 
cards that contain the name of the service provided in 
addition to the system that manages internet, sells the 
service, and provides different telecom companies’ scratch 
cards

Sudasat launches its kiosk services
 Written by: Eng. Hatim Kahin, Senior
 Director of Marketing department at
Sudasat Company

 Providing Communication and
Satellite Services
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6720

Sudasat recently launched its Call Centre under the 
Hotline number 6720. Engineer Hatim Kahin, Director 
of Marketing, said the launch of the customer call 
centre came as a response to the customers’ demands 
considering their rapid increase following the introduc-
tion of the KA-Band service and the increase in the 
number of service stations. The increase in the number 
of customers who kept communicating with the compa-
ny to inquire about services and to report problems 
and malfunctions, in addition to the continuous need 
for the company’s products led to customer care being 
very difficult and not optimal without a call centre.
Previously, company engineers along with the market-
ing team were receiving customers’ calls directly which 
affected their performance. This is how the idea of 
launching a call centre came to life Hatim indicated 
that Sudasat had to choose between starting the 
centre as a department, as individuals who work with 
Sudasat, or contracting an external company. Sudasat 
finally decided that the call centre should be part of 
the company’s marketing department. 

Later, the company partnered with the leading compa-
ny (Orbit Road) to provide the service as a third party. 
Orbit Road uses advanced technology to transfer calls 
to specialised and highly technical engineers for them 
to respond to all customer questions. The system then 
sends a message to the customer to indicate the 
completion of the support process.
Currently, training for carefully selected call centre 
engineers has begun. The centre includes six employ-
ees who work in three shifts to cover 24 hours of service 
answering customers' calls on the hotline (6720).
Sudasat has as well allocated an excellent location 
within its headquarters for the call centre service which 
is equipped with the best technology.
Hatim stated that the company has set very specific 
criteria for the selection of employees, considering that 
the company deals with foreign clients speaking differ-
ent languages as well as clients from remote areas in 
Sudan, each having their own style, language, and 
dialect. This was done through a thorough recruitment 
and interviewing process. Hatim explained that the 
idea of   establishing a customer call centre belongs 
originally to Engineer Mayada Youssef Mustafa, who 
has also been entrusted with supervising it. This helps 
in accele rating Haggar Group's policy of increasing 
the perce n tage of women working in the company 
during the next two years.

Sudasat’s Hotline 6720
 Sudasat launches its Customers’
Call Centre
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 With great sadness and sorrow, the family of the
 Haggar Group mourns the deceased Salma George
 Haggar whose death occurred in the United Kingdom
 on the evening of Friday the eighteenth, June 2021.
 We extend our sincere condolences to her family: Mr.
 Anis Haggar, Mrs. Noha Haggar, Mrs. Nadia
 Haggar, her husband Mr. Elie Cherfan, and her
.children Michelle and Mark

 Condolences are also extended to Mr. George
 Haggar, Mr. Anthony Haggar, Mrs. Lina Haggar, Mrs.
.Lara Haggar, and the entire Haggar family

Obituary
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The industry sector in Haggar Group faced harsh economic 
conditions during the transitional period that began on April 
11, 2019, after the removal of the Inqaz regime that had kept 
a firm grip on power in Sudan for over thirty years
The most remarkable failures of the former regime were 
manifested in the economic decline, as Sudan was isolated 
internationally with the harsh US and international sanctions 
in 1993 when America placed Sudan on the list of countries 
sponsoring terrorism. In 1997, America imposed even more 
severe economic sanctions that completely removed Sudan 
from the international market with Sudan exiting from the 
international banking networks leading to the creation of 
extremely complicated conditions in the procedures for 
importing raw materials. Accordingly, it overburdened the 
industrial sector companies in Haggar Group (Coldair and 
Pasgianos) as they were importing raw materials through 
third parties. Such a process increased the cost of raw materi-
als which thus led to an increase in the prices of products.
Since the secession of South Sudan in July 2011, the 
Sudanese economy has deteriorated. Sudan has lost 75% of 
the general budget revenues from foreign currencies while 
the trade balance deficit worsened to a total of 5 billion 
dollars annually.

In the last months of the Inqaz regime, the economic 
situation worsened further. Liquidity was completely lacking, 
commodities became scarce, and the prices were skyrocket-
ing. Both Coldair and Pasgianos companies were terribly 
affected by these conditions and came short of achieving 
reasonable profits which threatened their existence under the 
umbrella of Haggar Group. Thanks to the wise leadership of 
the head of the industrial sector, Engineer Haitham Al-Na-
zir, and the cooperation and tireless diligence of the manag-
ers of the two companies (Coldair and Pasgianos), the crisis 
was managed with wisdom, competence, and high skill which 
allowed the two companies to overcome the crisis and 
achieve estimated profits by the first half of 2021.
Coldair Company returned with high efficiency to the 
Completely Knocked Down production (CKD) of refrigera-
tors, brought back the Italian models that found great 
acceptance in the market and restored all the machines to 
work, as well as restored production based on complete raw 
materials instead of the Semi Knock Down production 
(SKD). This helped in raising the total margin (Gross 
Margin) and achieving great profits that restored the 
confidence of the owners of Haggar Group. As for 
Pasgianos, they manufactured new products that found 
acceptance in the market, especially after their great success 
in installing and operating a new production line which 
allowed them to achieve great profits. 
Great regards to the leadership of the uniform and harmoni-
ous industrial group and for its unwavering steadfastness in 
the face of all difficulties until they achieved their goals.

 Congratulations to the industrial
sector in Haggar Group
 By Engineer Consultant Omar Al-Bakri
Abu Haraz
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In response to the initiative of Saleh Abdel Rahman 
Yagoub Group, the project started at Al-Daein in East 
Darfur State. The main idea was to expand the areas 
already cultivated by them for more yield. While farmers 
own large fertile lands, they come short of cultivating all 
of it due to the lack of financial resources. As a result of 
using traditional methods of ploughing the land with 
hands and animals, a farmer cannot exceed an area of 25 
to 50 acres at best, depending on the number of family 
members who work with him. Production is often poor due 
to the lack of modern technologies, improved seeds, and 
the necessary fertilizers. In the event of a drought or the 
emergence of pests and insects, the farmer loses all his 
financial and is forced to resort to displacement and relief 
camps.
The project targets agricultural communities and villages 
with an area between 2,000- and 4,000-acres helping 
farmers form agricultural associations according to the 
law of the Ministry of Agriculture. The bank provides them 
with microfinance according to the number of members in 
the association and finances agriculture through light 
mechanization, due to the nature of the land in Darfur. 
The project provides modern technologies while farmers 
provide land, do the actual farming, and supervise 
manual labour when needed.
In the 2019 agricultural season, a partnership was formed 
between Haggar Group and Saleh Abdul Rahman 
Yagoub Group to expand the agricultural area and target 
funding through international organizations. The project 
has found great interest from international relief organiza-
tions for what it provides to farmers with food security and 
improving livelihoods.
Saleh Abdul Rahman Yagoub Group and Haggar Group 
provide financing for agriculture, equipment, improved 
seeds, expertise, and mechanical services. After which the 
crop is harvested and divided in specific proportions 
between the two groups and the agricultural associations. 
The yield is then stored by the two entities (SAY and 
Haggar) giving vouchers to the farmers according to their 
produce amount and based on which they can sell the 
amount they wish to sell at the prevailing market price on 
the day of sale.  The crops are preserved in warehouses 
built with international specifications and by following the 
optimal storage methods. 

Haggar Partnerships
Darfur Agricultural Project (DAP)

 Cooperation and Partnership between the Private Sector and
International Relief Organizations in Sudan
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The best achievement of this project is that it eliminated the need for brokers who used to buy crops from all the farmers 
at the date of harvest at low prices - when the quantity of the crops is abundant - and thus the price of the crop decreases, 
which is quite unrewarding at times. Currently, the farmer is not forced and in no hurry to sell at a low price, but rather 
chooses to sell his crop at any time that suits him at the best price.
The first season of this project was done with two associations and was funded by the United States Agency for Internation-
al Development (USAID), and the United Kingdom's Department for International Development (DFID) through Catholic 
Relief Services (CRS).
In the first year, our target was 1500 acres but we succeeded in cultivating 2500 acres. In the second year, we targeted 
four associations and 4,000 acres were cultivated. Out of the four associations, one is a women’s association with 60 
female farmers. By using modern technologies, the project had a significant impact on the community where the cultivation 
of each association rose from 400 acres to an average of more than 1000 acres. This allowed them to have an abundance 
of crops and money which made them engage in other commercial activities such as raising livestock and some other 
businesses. This project had a significant positive impact on the target communities’ livelihoods and standard of living.
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Undoubtedly, financial instruments stand as one of the 
necessary tools to confront climate change, which enables 
developing countries (affected by the consequences of 
climate change without contributing to the increase in the 
change). Green finance and the carbon market contribute to 
mitigating climate change.

The Green Climate Fund allows governments and private 
institutions in developing countries to request financing that 
contributes to ‘mitigation’ or ‘adaptation’. In simple terms, to 
finance projects that reduce the state’s carbon emissions or 
projects that help the state and society to adapt or increase 
their ability to face the consequences of climate change 
resilience. This tool enables developing countries to achieve 
development projects that benefit the economy, as well as 
achieve green goals (linking development to combating 
climate change). The submission is in coordination with the 
concerned national authority (National Designated Authori-
ty - NDA) represented by the Supreme Council for Environ-
ment and Natural Resources in Sudan - and then presented 
to the accredited entities through which the GCF funding 
passes. Among the projects that can be financed are alterna-
tive energy projects (60% of the Sudanese people are 
without electric power), projects to combat desertification, 
planting forest cover, and others.

Carbon market tool; This tool allows countries with high 
emissions (more than the agreed share) to buy emissions 
savings from low emitting countries. One of the goals of the 
tool is to provide financing to developing countries through 
the countries causing the damage. This tool is not limited to 
countries as the private sector can benefit from the carbon 
market. For example, Haggar Company, in cooperation with 
the Women Development Organization in North Darfur, 
completed the project of improved stoves that entered the 
carbon market and contributed to saving 40% of firewood 
consumption and reducing emissions by 70% and was able 
to sell more than 38,000 tons of carbon.

Development is one of the goals of post-revolution Sudan 
and I believe that linking it to environmental goals opens 
doors for financing, which constitutes a major obstacle to 
achieving sustainable development in a country burdened 
with debt.

Climate change is a natural phenomenon that has been 
spreading across the planet since ancient times and is consid-
ered one of the reasons for the ice ages and other great 
changes in the planet. However, the term intended in our 
time is man-made climate change, specifically after the 
invention of the steam engine and the industrial revolution. 
In addition to the steady increase in population, the large 
and continuous consumption of natural resources led to an 
increase in emissions, the removal of vegetation cover, and 
other great damage to the planet and biodiversity.

The increase in greenhouse gases (GHG) emission in the 
atmosphere has led to the so-called global warming, which 
has led and is currently leading to an increase in the temper-
ature of the planet, an increase in sea levels due to the 
melting of polar ice, and unpredictable weather events.

We assume to have the luxury of ignoring climate change yet 
we live and struggle with its effects without even knowing it.
Sudan, as a developing country, suffered during both the 
colonial and post-colonial eras from climate-based conflicts. 
As a country economically dependent on agricultural 
activity, we faced volatile weather from variable rainfall 
patterns (too many on unpredictable and unsuitable dates), 
floods, drought, and desertification.

All these phenomena directly affect people's livelihood and 
the overall economy of the state.

The aim of the above is not to paint a bleak picture of 
Sudan's situation against climate change or to increase 
climate anxiety, but rather to alert what many people 
around the world consider to be the greatest threat to 
humankind. To confront this danger, there are many efforts 
made by various countries and by joint international efforts 
including the Tokyo Agreement, known as Kyoto, since 1992. 
And finally, the Paris Climate Agreement that followed in 
2015.

Green Finance
Bashir Ahmed Al Samani

 Corporate Sustainability and Social Impact
Manager

23 Haggar Community 



The 3 Cs represent the vital skills of self-reflection in 
order to demonstrate the company’s core competen-
cies. Below are some examples of achievements that 
can be mapped into the core competencies:

Teamwork:
Managing the ERP-wide program initiative across 
companies.
Innovation:
Creating a new market or tapping into a new market 
segment to yield above the planned revenue growth 
and profits.
Responsibility & Accountability:
Optimum use of the company’s resources.
Any act that leads to the positive endorsement and 
enhancement of Haggar’s reputation.
Integrity & Ethics:
Exceptional examples of honesty and business ethics.
Live examples of the values and principles outlined in 
the Haggar Mission Statement and Code of Conduct.
In PFB, we celebrated this award three times in the 
past. The last of which was last week in Aug 2021 and 
we announced 3 winners this time. The 3 of them met 
more than one competency as provided in the 3 Cs 
Application Form (Form HR-13)  
Recommendations can come from managers, supervi-
sors, or coworkers.

The Company’s Core Competencies
HR Manager

Hisham Mohamed Saeed

Anwar Elias

Mohamed Obied
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Al-Sadiq also mentioned that the company often 
absorbs trainees and distinguished graduates into the 
company’s workforce and has thus far included 24 
graduates in its manpower. Coldair feels unparalleled 
enthusiasm from the part of trainees during the 
training period, and this great demand for training in 
the company’s different departments places large 
responsibility on the HR Department in providing the 
highest possible number of opportunities for graduates 
and students from technical and vocational training 
centres. 

As a contribution to providing the labour market with 
competent human capital as well as the provision of 
job opportunities for youths, Coldair Engineering 
Company has been providing training opportunities 
for graduates of engineering colleges, technical 
schools as well as vocational training centres since its 
inception. According to Al-Sadiq, HR And Admin 
Officer in the company, Coldair – an engineering 
company providing air conditions, freezers, and refrig-
erators - offers training opportunities in its various 
departments for youths from vocational and technical 
training centres as well as for fresh graduates in line 
with its commitment to being socially responsible. This 
contributes largely to providing the labour market with 
skilled and competent human capital. He added that 
Coldair trains around 300 graduates annually, with an 
average of 25 graduates per month, during which the 
trainee spends time getting trained in the departments 
of electricity, maintenance, refrigeration and air condi-
tioning, mechanics, blacksmithing, assembly, and 
plastics. Fresh graduates from colleges also spend a 
month acquiring knowledge from the different compa-
ny departments. 
During the training period, graduates receive a 
stipend and are issued a certificate by the company 
reflecting the period of his/her training and the field of 
specialization in which he/she was trained. This certifi-
cate is hoped to facilitate the graduate’s access to 
both internal and external labour markets. 

 Supplying the labour market with Competent
Human Capital

 Coldair provides training opportunities for Vocational Training
    and Engineering College Graduates
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In our minds, there is a common image for any African 
country; football players who immigrated to the West and 
won every single FIFA Cup, war, starvation, civil wars, corrup-
tion, sexual abuse, child abuse, a lack of education, and a 
lack of health, why? The media strikes again and it’s not 
even our media. Their media pay thousands of dollars just to 
convince the world that Africa is just a giant jungle.

Africa is a promised land, ready for development in all fields 
from agriculture to oil to the industrial sector. Africa needs 
her sons to work hard, to cultivate the land, and to export 
every possible crop. It’s sufficient to say that it’s the number 
one continent in terms of countries held. 54 countries can 
feed the whole world if, and only if, they planned well and 
joined their hands together.
The West rose from the dark era as a team, Europeans 
initiated the EU to help each other. England, Northern 
Ireland, Scotland, and Wales build their powerful empire 
‘The United Kingdom’. Even in the Middle East, the United 
Arab Emirate is a union of seven emirates. Every union in the 
world is a group of countries that share resources and utility 
between themselves to enlarge their economic and military 
assets. In addition, the cultural overlap and academic 
exchange between these countries form a new vivid trait that 
distinguishes them from the rest of the world. Yet again, their 
media work as one team to magnify this image.

In Africa, we are still living in a historical era that doesn’t 
exist anymore. As African citizens, we often say: “We were…”. 
and we celebrate this history similar to a retired champion 
showing off his legacy room with shelves full of trophies and 
prizes to his grandchildren. The finish line might be far away, 
but we quit way too early. Who are we today? Only names 
on Google Maps and without shares in the global stock 
exchange.
Our presence at the world stage today is fragile and almost 
nonexistent. The reason for that is; we still speak about the 
past while they prepare for the far future. A small example 
here can explain the situation better, “SpaceX could send 
one million people to Mars by 2050” said Elon Musk. He 
tweeted about their plan to build 100 starships per year. It’s 
admirable to stick with your tradition and culture but that 
doesn’t mean to stop developing your country.
I believe the main problem is that we lost our identity and it’s 
not due to ‘Western Colonialism’. It has its effect, but we 
have witnessed a lot of countries that recovered. We lost our 
identity because we don’t believe in ourselves as individuals 
and as a community as well. We believe without a shred of 
doubt in western society because they influence us. Let us try 
and figure out what their massive secret weapon is, well it’s 
not that hard, it's the ‘Media’ the most powerful weapon to 
attack human minds. Whenever we hear America, a specific 
image comes to mind; land of opportunities, Uncle Sam, 
democracy, freedom, equality, justice, a happy life, and so 
on. Things like those strike your mind as stars swirl around 
your head when someone says ‘The USA’, why? Simply put, 
they prepared for this moment a long time ago and 
developed it whenever they got a chance. They created an 
image about their identity, beliefs, and reality. Is that image 
even real? It doesn’t matter what is real, what matters is how 
they see their country and most importantly, how they 
present it to others.
Try to match this concept with an African country, what 
happened? Did you end up with a blurry image? You would 
probably struggle to name a peaceful and beautiful African 
country without disturbing your image with the word ‘but’. As 
Akon once said “The whole world sees Africa as a big jungle 
full of lions and giraffes”. You probably have no idea of 
Mozambique, Liberia, Malawi, Niger, Burundi, Somalia, 
South Sudan, Eritrea, and other African countries. You have 
no idea about these countries because they are in the top 10 
poorest countries in Africa according to the World Popula-
tion Review. 

 Africa .. Nostalgia and Western Media Impede the
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By Mohamed Mahgoub - Techical Support Engineer
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What about 54 countries in one union? A vast network of beneficial exchange; commercial deals to 
export goods and products to the whole world through every exit on the continent. The benefits of the 
geographical locations from South Africa through the heart of Africa till Mediterranean beaches to 
Rome, Greece, Madrid, and further. Economic unity ensures market sustainability for every country and 
a decent life for every human in Africa. A strong military that guarantees no one would dare to touch 
Africa again. Africa needs a strong union and a tremendous effort from the media not only to correct 
the current image but to also paint a better one. 
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to lower equipment or gauges into a well for the purposes of 
intervention, reservoir assessment, and tubing recovery.
6. Directional drilling: For drilling horizontal wells and 
highly skewed wells.
7. Finally, Dynamic has introduced a new technology to 
increase production and complement wells, which is TCP 
Tubing - Conveyed Perforating: Tubing - Conveyed 
Perforating (TCP) technologies allow for very long perfora-
tions in one round and in highly skewed and horizontal wells. 
When TCP is deployed with Drill Stem Testing (DST), well 
fluids can be easily controlled without having to suppress the 
well, and this new technology is considered one of the best in 
Germany. This technology has helped Dynamic's customers 
to increase production in a short period of time all while 
reducing effort.
Dynamic plans to expand its scope of work to meet the 
growing demand in the fast-paced oil and gas industry in the 
region. To achieve this, Dynamic will provide a complete and 
advanced range of drilling tools and technologies and oil 
and gas well services, and will import the following technolo-
gies in succession:
1. Well Testing and Completion Technology
This technology works on a good surface test accurately, 
with effective measurements for a better characterization of 
the reservoir. This is considered the best service for control 
equipment for well testing, flow testing, downhole reservoir 
testing and mobile production testing.
2.Artificial Lift 
Dynamic will supply electrical submersible pumps (ESP), 
progressive cavity pumps (PCP) and electrical spare parts 
for wells. As a provider of solutions and capabilities for the 
oil and gas sector, Dynamic is pleased that the technical 
support program is part of a major change in the oil and gas 
sector in Sudan supporting the Country to increase oil and 
gas production and thus increasing the national income.

Dynamic International Oil Well Services is one of Haggar 
Group’s companies operating in the oil sector. Established in 
2005, Dynamic International Oil Well Services has evolved 
into one of the leading oilfield service providers, offering the 
best multiple services and solutions for oilfields in Africa. The 
company caters to the needs of oil and gas exploration and 
production industry. It has gained a distinguished presence in 
the oil sector in Sudan and has built a good reputation as a 
result of the quality and credibility of its offered high-quality 
specialized services including expert advisory services.
Dynamic's vision is based on providing the best integrated 
services for oil wells to make it the number one oil service 
provider in the region, all while exceeding customer expecta-
tions and maintaining a safe work environment for its 
employed persons.
Dynamic pays strong attention to the long-term gains that 
can only be achieved through the dedication and hard work 
of its trained teams having local and international expertise 
as well as a robust customer service function.
Internally, the company focuses on tapping on its employed 
persons’ capabilities, appreciating what they do, encourag-
ing them, as well as instilling a spirit of positive and effective 
competition amongst them.
Quality, Health, Safety and Environment
Dynamic has set itself the obligation to conduct all 
operations in a manner that ensures the provision of the 
highest quality of services, with full commitment to the health 
and safety of employed persons, the external public and 
everyone affected by the operations it performs, while 
preserving the environment and natural resources. To fulfil 
these commitments, Dynamic has adopted a comprehensive 
quality, health, safety, and environmental management 
system based on the strictest international standards and 
best industry practices.
Areas of Operation
1.Cement services: Dynamic is the number one cement 
service provider in Africa, providing state-of-the-art 
equipment and a wide range of primary and remedial 
cement services for onshore and offshore operations, gas 
wells, HPHT, vertical and horizontal wells.
2. Chemicals: Dynamic offers a wide range of chemicals for 
drilling and production. 
3. Casing Accessories: Casing accessories serve to assist in 
the installation of well casing.
4. Downhole tools that contribute to the control of wells.
5. Wireline services: In the oil and gas industry, wireline 
refers to the cable technology used by oil and gas well 
operators

Dynamic ... Advanced Technologies and A Bright Future
By: Engineer Mudathir Ahmed Abdel Qader Ahmed
Tubing-Conveyed Perforating (TCP) Engineer
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