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Records and
Roadblocks

while 2016 brought with it yet another astonishing set of results for Malta’s tourism industry, it also saw the Air Malta 
crisis coming to a head and a slow drop in guests and nights in collective accommodation. Marie-Claire Grima spoke 
to Minister of Tourism Dr edward Zammit Lewis, chamber of commerce president Anton Borg and MhrA president 
tony Zahra, as they take stock of the situation. 

B
etween January and July of 
this year, tourist expenditure 
in Malta had reached an 
astounding €886 million, 
€45.1 million more than the 

same period last year. By the end of the year, 
the Malta international Airport is expected to 
have received almost five million passengers 
– an increase of 7.6 per cent over 2015. The 
country keeps beating its own personal best 
in the tourism sector year after year, so much 
so that success in tourism almost seems 
like a given, something that is dangerously 
close to being taken for granted. yet despite 
the unquestionably excellent results, there’s 
more than one fly in the ointment, starting 
with the still unresolved issue of the fate 
of Air Malta, which remains a ticking time 
bomb. 

By the end of the year, state aid to Air 
Malta will have to cease, according to 
eU regulations, and if things remain 
the way they are, Malta may no longer 
have a national airline. it’s a situation 
which will affect every aspect of the 
local tourism industry – in a country 
that relies heavily on tourism, the air-
line sector, the accommodation sector, 
and the rest of the country have a sym-
biotic relationship. if there’s a weakness 
in one of them, the other two sectors 
will be badly hurt too. Air Malta flies in 
only about half of Malta’s tourist traf-
fic; however, according to a multiplier 
study, a tourist carried by Air Malta con-
tributes a value added of 75 per cent 
of the total holiday expenditure to the 

Maltese economy, while a tourist car-
ried by a foreign carrier contributes 
only 50 per cent. 

Minister of Tourism edward Zammit 
lewis says that Government’s long-
term objective is to transform Air Malta 
from a loss-making airline which is 
shrinking in market share to a prof-
it-making, sustainable and more rele-
vant european airline. “As Government, 
we are not interested in quick fixes, but 
we believe that this long-term objec-
tive will be achieved through concrete 
reforms and a strategic partnership. 
Through this partnership, Air Malta will 
be integrated into a bigger network 
and therefore can increase revenue. 
on the other hand, costs can be low-
ered through better procurement and 
the economies of scale that the bigger 
partner brings to the table. This will 
lead to a stronger Air Malta, which will 

be better placed to help the industry 
grow further.”

president of the Malta chamber of 
commerce, Anton Borg, is wary about 
Air Malta’s future partnerships, warning 
that the locus of the airline’s operations 
must remain in Malta. “The chamber 
has always underlined the strategic 
importance of Air Malta to our econ-
omy, not least the tourism sector. other 
sectors such as manufacturing, among 
others, are completely reliant on timely 
and reliable supply of components 
and raw materials for their competi-
tive operation. Thus the national airline 
plays a pivotal role in this equation. Air 
Malta cannot become a feeder airline 
for another airline, serving purposes 
which are not central to Malta’s tour-
ism industry and economy at large. Air 
Malta must remain the country’s link to 
the markets that make sense for Malta, 
serving routes that have sustained the 
country’s tourism industry for decades. 
we must ensure that any alliance Air 
Malta enters keeps the entire perspec-
tive of Malta’s economic scenario well 
in focus.”

ACCOMMODAtinG A  
ChAnGinG MARKet

while four-star hotels still get the lion’s 
share of visitors to Malta, the overall 
number of guests and nights spent in 
registered collective accommodation 
establishments has been experienc-

edward Zammit lewis

“the national tourism policy 
launched last year gives direction 
for a sustainable growth for the 
years to come.”      
edward Zammit lewis

ing a slight but significant dip year on 
year. Figures published by the national 
Statistics office show that total guests 
during the first six months of 2016 
amounted to 741,905; an increase 
of 1.6 per cent over the same period 
in 2015. yet, upon closer inspection, 
the total number of guests and nights 
spent in collective accommodation 
establishments during June 2016 
declined by 2.6 per cent and 2.8 per 
cent respectively when compared to 
the corresponding month in 2015. The 
blame has been pinned on unlicensed 
accommodation, which has been facili-
tated over the years by the rise of web-
sites such as Airbnb.

“we have now been talking about the 
unregulated and unlicensed accom-
modation for the last four or five years 
and we have constantly been assured 
that this matter is being tackled,” says 
president of the Malta hotels and 
restaurants Association (MhrA), Tony 
Zahra. “we have absolutely no desire 
to stop anyone entering the tourism 
industry, but what we do want to stop 

is the blatant breaking of regulations 
which gives a substantial price advan-
tage to unlicensed and unregulated 
operators over our members. we want 
our members to be on a level playing 
field, and non-compliant and non-reg-
ulated entities distort that. we now 
need to see some action from Govern-
ment on this issue – no more feeble 
excuses, no more fudging.”

dr Zammit lewis says that while Airbnb 
and similar websites are often referred 
to as the main culprits for unlicensed 
tourist accommodation, there are 
many other sources which contrib-
ute to this recent phenomenon. how-
ever, he also echoes Mr Zahra’s words, 
saying that the fact that unlicensed 
accommodation is not subject to any 
kind of external quality control allows 
these players to unfairly compete with 
legitimate businesses. “This scenario 
contributes to a distortion in the price 
structures and to incorrect market sta-
tistics, while the product offer may not 
be fully compliant with national legis-
lation. in addition, Government is 

Photo: Viewingmalta.com/Kurt Arrigo
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forfeiting substantial revenue in the 
form of unpaid vAT and other taxes.”

“This year, the enforcement func-
tion has been strengthened and i am 
informed that this has contributed to 
identifying a further number of oper-
ators that were trading irregularly. in 
addition, revised tourism legislation, 
which will be enacted in the coming 
months, will include the introduction 
of various new regulations that spe-
cifically address such concerns. it will 
also include the introduction of new 
accommodation licensing regimes to 
support new models that are being 
developed within the market in order to 
encourage operators to regularise their 
position immediately. The enactment 
of this new legislation will be followed 
by a concerted effort to ensure that 
consumer rights and quality standards 
are fully safeguarded, while ensuring a 
level playing field for all businesses.”

LOOKinG AheAD

Mr Zahra says that the biggest threat to 
Malta’s excellent tourism track record 
could be self-satisfaction and overcon-
fidence, especially with regards to the 

hospitality aspect of the tourism indus-
try. “The outstanding results we have 
achieved over the past six years did not 
come about by chance. we all pitched 
in and when you have all the parts of 
the industry working well together, a 
lot of challenges can be overcome. our 
biggest Achilles’ heel could very well 
be complacency. we just cannot take 
the tourism industry for granted, as it 
can leave us even faster than it arrived. 
we’re fighting this complacency by 
upgrading the product and by remain-
ing focused on the agenda of hoTrec, 
which represents the hotel, restaurant 
and café industry at a european level.”

Mr Borg circles back to Air Malta’s 
uncertain future as one of the biggest 
threats to Malta’s tourism industry. 
“while the tourism industry is heavily 
reliant on factors which are extrane-
ous to the local reality, the future of 
the national airline is one that we can 
control. Business and tourism in Malta 
need direct connectivity to europe. it 
has been proven time and again that 
tourism markets are best served when 
direct flights are present. Malta cannot 
risk becoming fully dependent on other 
airlines to sustain entire markets within 
the tourism industry. Sectors such as 
diving, language schools and Meetings, 
incentives, conferences and events 
(Mice) have sustained local operators 
throughout the shoulder months for 
years. certain routes may also serve 
major sectors in Malta’s economy 
such as remote gaming, yachting and 
financial services among others, which 
are completely reliant on convenient 
direct connections between Malta and 
major european cities. The same holds 
true in terms of cargo and connections 
serving the exporting manufacturing 
industry.”

“The tourism industry is known to be 
very volatile and there are many fac-
tors that can instantly derail the posi-
tive momentum we are experiencing,” 
says dr Zammit lewis. “There are some 
factors we have no control over, such 
as the political climate in various com-
peting countries, the threat of terror-
ism, natural disasters or a financial cri-
sis like the one we witnessed in 2009 
and the following years. however there 
are many other factors that we have 

control over, and these are the ones 
we need to focus on. in this sense, the 
national tourism policy launched last 
year gives direction for a sustainable 
growth for the years to come.”

The five-year tourism policy launched 
in 2015, which forms part of a wider 
15-year vision, tackles a number of 
issues, from the importance of proper 
planning and a need to manage visitor 
numbers, to the importance of deliver-
ing quality in tourism products and ser-
vices across the entire tourism value 
chain, as well as the criticality of main-
taining and improving airline connec-
tivity to the Maltese islands. “The policy 
refers to the need for continued prod-
uct development and improvement, 
which is a major cornerstone of our 
policy. it also outlines what needs to 
be done to stay on the path of success, 
but it also considers the risks associ-
ated with failure, if we derail. however, 
we believe that success in the sector is 
not solely dependent on Government 

but it also requires the support of all 
stakeholders within the industry. i am 
satisfied that we are all aligned in this 
direction,” dr Zammit lewis concludes.
BA

Anton Borg

Tony Zahra

“Air Malta cannot become a feeder 
airline for another airline, serving 
purposes which are not central 
to Malta’s tourism industry and 
economy at large.”    
Anton Borg

“We have absolutely no desire to 
stop anyone entering the tourism 
industry, but what we do want 
to stop is the blatant breaking 
of regulations which gives a 
substantial price advantage to 
unlicensed and unregulated 
operators over our members.”   
Tony Zahra
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in the thick of the run-up to the US presidential elections and amidst a 
number of issues high on the agenda for europe as well as the United 
States, Martina said meets Ambassador of the United States to Malta, 
G. Kathleen hill to discuss her priorities during her tenure, as well as 
a number of issues making headlines the world over. 

M
y meeting with 
Ambassador G. 
Kathleen hill 
coincided with 
an eventful week 

in world news: talks had resumed 
between the eU and US on the 
Transatlantic Trade and investment 
partnership (TTip), a flimsy ceasefire 
agreement for Syria had been agreed 
upon and implemented to allow aid to 
be delivered to the country’s hardest-
hit areas, and US president Barack 
obama was due to convene a meeting 
with world leaders to discuss the global 
refugee crisis at a United nations 
gathering. 

Merely a week, if not days, after our 
meeting, and until this issue of Busi-
ness Agenda went to print, a lot of 
what we talked about had changed 
– perhaps the most poignant of all 
being the complete unravelling of the 
Syria ceasefire agreement which was 
enforced on 12 September.

“Syria is an incredibly difficult political 
situation,” says Ambassador hill. “The 
ceasefire deal was a result of hard dis-
cussions – no one had any illusions 
about its effectiveness, but the great-
est hope was that it would allow certain 
parts of the country to be free from vio-
lence for a while so that humanitarian 
aid, food, water and medicine can get 
in, as well as a little stability to some of 
the hardest hit areas. it was not a peace 
agreement in any way, shape or form, 
but simply an attempt to bring some 
semblance of peace, temporarily, to 
certain parts of the country. however, 
the conflict in Syria is an intractable 
one and it’s going to be extremely dif-
ficult to solve.”

The string of terrible events which 
unfolded in Syria following our meet-
ing highlighted just how difficult the 
situation is. in an updated comment 
to this newspaper, Ambassador hill 
adds, “as Secretary of State John Kerry 
stated after the Sept 22 international 
Syria Support Group (iSSG) meeting, 
“The United States will continue to pur-
sue every avenue of progress that we 
can, because it is the only way to stop 
the killing, it’s the only way to ease the 
suffering, and it’s the only way to make 
possible the restoration of a united 
Syria.” we are committed, but all par-
ties must do their part to enforce a ces-
sation of hostilities, support the deliv-
ery of humanitarian aid and return to 
the negotiating table. otherwise, peace 
has no chance.”

while the situation in Syria continues to 
spiral, so too does libya’s state of affairs, 
albeit under different circumstances 
– a scenario which Ambassador hill 
describes as unfortunate, as both 
countries are still being affected by 
the Arab Spring, which is trying to work 
itself out in different countries. “libya 
overthrew one dictator but couldn’t fill 
the gap cohesively. The United States 
still fully supports the Government of 
national Accord, and has put its back-
ing behind it, just as the United nations 
and the international community have. 
we hope that, over time, they can grab 
hold of different pieces of libya and its 
government, and put the country back 
together.”

The rise of terrorist groups, however, 
has made this task that much harder. 
“Terrorism took advantage of the void 
in governance to set itself up in Sirte. 
This has taken resources away from 
being able to rebuild an infrastructure 
so that the economy can develop 
itself,” asserts Ambassador hill. “But 
the terrorists also need to be dealt 
with. There are still large portions of 
libya and the surrounding region that 

are fairly lawless and uncontrolled, and 
that is a breeding ground for these 
fringe groups. And it’s not just libya – 
they’re looking at targets beyond the 
Middle east as well, so they’re a threat 
to everyone.”

in fact, 2016 is looking to be the worst 
year for terrorist attacks in europe, fol-
lowing multiple incidents in France, 
Germany and Belgium. “it is a very 
difficult threat to solve. isolated spots 
can be attacked when you know which 
territories the terrorists actually con-
trol, but when you’re looking at terror-
ists who are embedded in the general 
population, it requires a totally different 
tactic.” 

Ambassador hill says lots of research, 
analysis, intelligence gathering and 
intelligence sharing is required to deal 
with the problem, which is an inter-
national problem and not a United 
States-specific one. “All countries are 
dealing with terrorism, so it’s important 
for us to coordinate with our allies and 
partners in the fight. Gathering of infor-
mation is key, from all countries, includ-
ing Malta, in order to track down poten-
tial terrorists and attackers. controlling 

borders becomes very important as 
well and we’re sharing lessons learned 
on border control with our european 
partners.”

The very issue of border control gives 
rise to the topic of immigration, which 
has spurred a massive movement of 
populations over the last few years. 
“These people are fleeing war, oppres-
sion and famine, they are not able 
to take care of themselves and they 
need other people’s help. we all need 
to reach a little bit deeper and be will-
ing to give a little bit more to help our 
fellow men.” She highlights that the 
United States has increased its refugee 
intake by 10,000 this year and will be 
taking around 100,000 refugees next 

year. it’s also given around 6 billion 
dollars thus far on the refugee sup-
port front. “we’re all in it together. lon-
ger term, we need to address the root 
causes of why populations are having 
to move, but we can’t wait to do that – 
we have to help the refugees today as 
we work to bring peace to their home-
lands for tomorrow.”

Moving on to the TTip, Ambassador 
hill says negotiations are now at a 

“The conflict 
in syria is an 
intractable one 
and extremely 
difficult to solve”

“The ceasefire deal was a result of 
hard discussions – no one had any 
illusions about its effectiveness.”

“ttiP negotiations are now at 
a critical point and will have a 
bearing on business development 
across all of europe.”

photos: Alan carville
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critical point and will have a bear-
ing on business development across 
all of europe. “president obama has 
expressed quite strongly that he is 
committed to completing at least a 
draft agreement by the end of the 
year and believes it’s very possible as 
long as there’s the political will behind 
it from all parties. Agreements have 
been reached on 90 per cent of the 
tariff issues already, but the aim is to 
achieve a full elimination of tariffs.” She 
adds that a lot of progress has been 
made on other issues as well, such as 
transparency, on easing business pro-

cesses and developing procedures 
to help SMes enter into transatlantic 
trade more easily. “So much effort has 
been put into the negotiations that i 
hope it doesn’t go to waste, because 
it could be a real transforming agree-
ment for world trade, the United States 
and europe.”

Since assuming office last February and 
over the course of her tenure, Ambas-
sador hill is looking to focus on a num-
ber of key issues and shared values. “i 
must say that Malta is a very pleasant 
place to live – the people are incredibly 

warm and it feels as if i entered into a 
community, which is an advantage of 
a small country like this one. And the 
weather’s great – people were warning 
me all summer about the heat, but i’m 
from washington dc where it’s equally 
hot and even more humid,” she jokes. 

“As i’ve worked here a few months, 
seen some of the issues and chal-
lenges ahead, we’re probably going to 
be focusing a lot on our shared value 
issues, such as gender equality, which i 
know is a big topic of discussion here in 
Malta and also in the United States, and 

an area where we can work together 
and share ideas. Also, general issues of 
human rights, refugees, as well as refu-
gee integration, and of course business 
development, which is a big part of my 
portfolio. we’ll be looking for oppor-
tunities for US businesses here and 
looking for investor opportunities for 
Maltese nationals in the US, therefore 
sharing our corporate strength.” 

Ambassador hill asserts that bilat-
eral relations between Malta and the 
US have always been largely positive, 
despite ups and downs over the years, 
like any other relationship. “especially 
today, i’d say it’s quite strong. we’re see-
ing a solid increase in tourism from the 
US to Malta. The biggest problem with 
this is distance, but there’s certainly 
growing interest – Americans love his-
tory and cultural tourism, and Malta is a 
great place for that.”

Merely over a month to go until Amer-
ica heads to the polling booths, i ask 
Ambassador hill for her thoughts on 
the upcoming presidential election. 
“it’s been a good show,” she says, add-
ing that the atmosphere of this election 
as well as its candidates are a reflection 
of emerging trends worldwide, includ-
ing in europe, where concerns on how 
engaged countries want to be in the 
world, and how open too, are being 
brought to the fore.

“immigration has been a big issue in 
relation to how open countries want 
to be to the rest of the world, as well 
as issues relating to the impact of eco-
nomic development, where it’s worked 

well and where it hasn’t worked at 
all, and how we should deal with the 
lagging aspects of our economies. 
All these issues and more have been 
brought to a head in this election sea-
son which has made it a bit different,” 
she asserts. 

“we also have two very different types 
of candidates – the personalities are 
adding a great deal of difference to 
the election. The United States has 
its first woman candidate for a major 
party, which is about time, and then 
the republicans have filled in with a 
very non-traditional candidate, a pure 
businessman who has not been active 
in politics, except as a businessman. it’s 
gotten quite raucous,” she admits, “but 
elections do get raucous.” BA

“We’ll be 
looking for 
opportunities 
for us 
businesses 
here and 
looking for 
investor 
opportunities 
for Maltese in 
the us.”
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in the driving seat of europe

it is good to have realistic expecta-
tions on the eU presidency; however 
one has to keep in mind the context 
of how the legislative process works. 
if perceived as an honest broker, 
through efficacy and strong nego-
tiating skills, a presidency is able to 
take discussions forward, while bring-
ing the best out of possible compro-
mises between member states that 
are ultimately good for the Union. A 
presidency also has the responsibility 
of understanding what is of utmost 
priority and to ensure that these are 
timely addressed. if in the process, a 
presidency’s own country priorities 
coincide with the eU agenda, it will 
obtain an important leverage to push 
for steady progress on those topics.

in the past weeks, the Maltese 
employer organisations discussed 
what in their view are the most rele-
vant eU priorities and on which the 
Maltese presidency should ensure 
progress for the common good of the 
eU, but also for Malta as the small-
est peripheral member state. These 
views have been compiled in a report 

thanks to the initiative of Stefano 
Mallia, vice president of the employ-
ers Group in the european economic 
and Social committee (eeSc). The 
document is endorsed by the Malta 
chamber, MhrA, MeA, GrTU and the 
Malta Business Bureau, and will be 
presented to the prime Minister in the 
coming weeks.

The priorities, which we believe are 
focused, sensible and merit attention 
relate to two points: (i) the completion 
of the eU single market, and (ii) con-
firming the eU as a global actor.

The eU single market is the landmark 
achievement of the european project, 
so much so, that even non-members 
and countries withdrawing from the 
eU such as the UK, aim to have as 
much access to it as possible. remov-
ing barriers across a market of 500 
million consumers gives the ability 
to entrepreneurs to invest and busi-
nesses to grow, innovation to thrive, 
and consumers with more variety of 
products and competitive prices. it is 
therefore in the eU’s common interest 

to have a properly functioning single 
market, even more so for Maltese 
businesses that clearly need to focus 
outwards, not inwards, if they want to 
grow and become more competitive. 
The Maltese eU presidency should 
do its best to steer the discussion 
forward and achieve a fair compro-
mise on legislation whose outcome 
will spearhead growth, employment 
and investment, not add burdens on 
industry that would adversely make it 
less competitive. 

in a globalised world and increasing 
competition by both established and 
emerging economic powers, the eU 
needs to maintain its relevance as a 
global actor. The eU is a leader in the 
areas of environmental policy and 
social justice. This may not make us 
the most competitive in terms of cost, 
but surely does in terms of values 
and standards. This should be pre-
served. But looking ahead, Maltese 
employers believe that the eU needs 
to attract more high-skilled migrants, 
to contribute towards innovation and 
high-value added goods and ser-

vices. As europe continues to experi-
ence an ageing population, it should 
turn the refugee challenge into an 
opportunity, by providing the nec-
essary skills and training to integrate 
into the labour market. Also, reviving 
the Mediterranean region as an eco-
nomic hub will not only help southern 
european countries consolidate their 
path towards recovery but would 
strengthen the eU’s position globally.

By focusing on these two pillars, 
the Maltese eU presidency would 
have a long-lasting impact on the 
eU’s socio-economic development. 
Through smart legislation, eU institu-
tions provide tools that shape an envi-
ronment in which businesses can act 
as instruments for growth. we need a 
Maltese eU presidency that acknowl-
edges these priorities, shows determi-
nation to meet them, and exerts the 
right skills to achieve the inter-insti-
tutional compromises with the best 
possible outcome.

Much has been said about the moment when Malta is expected to shine as it takes over 
the eU presidency from January to June 2017. Unlike many believe, this is not a power 
role whereby Malta becomes the equivalent of the ‘eU Government’ and implements an 
electoral programme over a six-month period. it will rather be a brokering role whereby 
Malta will preside over all meetings within council and aims to steer the discussion in a way 
that would bring all member states to an agreement on the various legislative proposals. 
The Maltese presidency will also have the privilege to negotiate on behalf of council, with 
the european parliament as the eU’s co-legislator. 

Joe tanti
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Doing business 
beyond our shores
For many local businesses ranging from large manufacturing companies to SMes, iT-based companies and more, it’s 
no longer enough to cater solely to the local market. sarah Micallef and Martina said meet four leaders in their 
respective industries who have set their sights beyond Malta’s shores to tap into international markets. 

with an extensive portfolio of products and 
distribution to over 80 countries, Simon pace, 
route-to-market leader at Foster clark, says the 
company is a food producer in search of excel-
lence. “excellence is present at all levels – from 
top to bottom: at a product level, including the 
packaging and design; the talent and how we 
recruit and train, with proper succession plans for 
all positions; in the way we source our materials 
and how we act across the industry. it is import-
ant for us to have proper structures and pro-
cesses in place to deliver the required results.”
 
he asserts that the international market was 
always part of the fabric of Foster clark – it wasn’t 
a move that the company decided needs to be 
made, but rather the reason Foster clark came to 
Malta in the first place. “i think one feels encour-
aged when they act and succeed – it whets 
your appetite to explore even further. But we’re 
not afraid to fail, so we test the waters carefully, 
take calculated risks, learn from them, and come 
back even stronger. we’ve proven our position 
internationally, now it’s a case of expanding fur-
ther and challenging ourselves to keep growing.”
 
The products made by Foster clark are specifi-
cally intended for the palate and culture of a spe-
cific consumer, says Mr pace, therefore differen-
tiating their product offering between countries 
and cultures. “Take a product like custard – it is 

of english origin so it does well here in Malta. 
Muhallabia on the other hand, which is a typical 
sweet Middle eastern dessert, is largely unheard 
of and most people don’t know much about it. 
we are driven by individual markets, and the 
communities of the countries we operate in and 
have tapped into.”
 
Being an international company brings with it 
its own set of challenges, one of which, says Mr 
pace, is that there are a lot of different realities 
and scenarios to contend with when dealing 
with overseas markets. “The current situation in 
the Middle east is one example. The Arab Spring 
has caused unrest across the continent and a 
drop from one of the highest to lowest oil prices 
in history, currency fluctuations have reduced 
expendable income in the household, and led to 
civil wars in many countries. These factors are all 
part of a reality one must deal with when oper-
ating in international markets, something a local 
player might not even consider.”
 
As for the company’s future plans, Mr pace says 
“we are working on new markets and further 
product development – from expanding existing 
product lines to creating new ones. These are 
targets that we are constantly pushing for.”

www.fosterclark.com

FOsteR CLARK

“casaSoft was born way back in 2004, working 
from my bedroom,” says creative director Mark 
cassar. “in 2009, casaSoft integrated into a com-
pany and today we are a team of seven highly 
creative designers, talented developers and stra-
tegic thinkers full of passion and innovation. our 
aim is to help businesses expand digitally and 
online – our team is capable and knowledgeable 
in diverse areas of expertise and is able to cater 
for any client requirements, whether with design 
and branding, web design, web development, 
software development, web applications, and 
even marketing and strategy.”

Mr cassar says positive feedback from existing 
clients gave him and the team the confidence to 
expand business operations to overseas clients 
as well. “we have always placed great empha-
sis on client satisfaction, and once we started to 
collect client feedback through customer sur-
veys, it became clear that our clients were very 
happy with the quality of our work and with our 
customer service. This gave us the confidence 
to start offering a 100 per cent money back 
guarantee. we are confident that, with our high 
level of service, we can compete internationally 
without any doubt. in fact, at the moment we are 
working with clients from dubai, Sweden and 
the USA on some very exciting projects.”

As a multidisciplinary digital agency, casaSoft 
offers the entire spectrum of services required 
for a business to go digital. “Being able to deliver 
such a diverse portfolio is very convenient for 
clients as they would need only one point of 

contact for their digital strategy,” says Mr cassar. 
“All our clients are equally important to us and 
we make sure to deliver the highest level of ser-
vice possible, irrespective of whether it’s a local 
or foreign client, or whether it is a small or large 
project. For every project, we make sure to get 
the client involved deeply in the project lifecycle 
to make sure that we understand their require-
ments and shape a customised solution in order 
to meet and exceed their needs.”

one of the company’s most recent achieve-
ments was being named national champions in 
the european Business Awards, positioning itself 
alongside some of the largest organisations in 
europe. casaSoft has won several other awards, 
including the Malta’s Best in Business online and 
web design company Award in 2015, two inter-
national design Firms Awards in 2015 and 2011, 
and The Best Flash website Award in the digital 
Arts 2009 Awards, “back when Flash was still in 
trend,” says Mr cassar.  

Any plans in the pipeline? “we like to live by de 
Bono’s words: excellent But not enough (eBne). 
we’re glad to see all of our hard work paying 
off, but this does not mean that we can now lay 
back. our goal is to continue securing high pro-
file clients, both locally as well as internationally, 
and we believe we can achieve this by finding 
new ways of offering our service to organisations 
that value quality as much as we do.” 

www.casasoft.com.mt

CAsAsOFt LtD

 photo: Alan carville

Simon pace

Mark cassar
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internationalisation

“computime was established as a company offering com-
puter timesharing services back in 1979,” explains ceo John 
wood. “Around 20 years ago, we also diversified into iT infrastruc-
ture and security solutions. nowadays computime is a group of 
companies employing around 80 people and comprising two 
main divisions: computime Software, offering standard and cus-
tom developed business software and integration solutions; and 
computime Technology, offering iT Security, infrastructure and 
Managed cloud solutions.”

As is the case with many local companies, computime’s first for-
ays into the international market took place in libya. “we were 
approached to carry out a y2K project for a major oil company, 
one thing led to another, and within a few years we had secured 
five or six projects of varying sizes for our software teams, all in 
the oil and gas sector around Financial Management and Asset 
Management,” Mr wood says, explaining that these projects then 
led to further international work in the o&G sector within vari-
ous locations including nigeria, the north Sea, houston, Algeria, 
Syria, Tunisia, venezuela, Trinidad, vietnam, and recently Ghana.

Asked how the company’s overseas product offering differs from 
what it offers locally, the ceo affirms that in Malta, many iT com-
panies need to work with multiple products in different indus-
tries in order to grow their business. “what worked for us in our 
internationalisation experience was developing skills related to 
a very specific industry and product set to position ourselves as 
experts in that domain,” he maintains, adding, “another major dif-
ference is that the type of international projects that we under-

take tend to be larger and fewer in number than local projects, 
so it is important to develop a sustainable business model which 
caters for the peaks and troughs in demand.”

Speaking of computime’s major achievements since going inter-
national, Mr wood considers these to be, quite simply, the suc-
cess of the projects the company has undertaken with very large 
and serious companies. “we have successfully delivered individ-
ual projects of many hundreds or even thousands of man days, 
into a challenging industry where business knowledge com-
bined with technical knowledge, and an excellent work ethic, 
are absolutely essential,” he affirms. That is not to say that it has 
been without its challenges, of which he says there were many. 
“The main challenge was establishing credibility. Many countries 
know Malta as a holiday destination principally, although that 
perception has probably changed somewhat over the years,” he 
continues.

looking to the future, Mr wood acknowledges that while oil- and 
gas-related business has inevitably slowed down as a result of 
the oil price reduction last year, “we remain very active in this 
market and we have just secured a new significant project in 
Africa. At the same time, we are exploring the international mar-
ket for opportunities related to other areas of our portfolio, and 
have recently secured our first international project for a totally 
new product and marketplace, which we hope will be the first 
of many.” 

www.computime.com.mt

COMPutiMe sOFtWARe

“when philip Attard Snr founded Attrans in 1976, he was 
one of the first Maltese who reformed overland driving 
into a commercial activity,” says Kevin Filletti, Attrans’ 
Sales and Business development Manager. “Mr Attard 
started off as a sole trader, importing machinery and 
vehicles from the United Kingdom, driving them to the 
South of italy and shipping them on the only ‘ro-ro’ ser-
vice available at that time. After a few of these trips, other 
local importers began to approach him, primarily to 
move their cargo from north italy and the United King-
dom to Malta. in a short while, Attrans was recognised as 
a 100 per cent privately owned Maltese transport com-
pany.”

Since then, the company has established itself as a 
fully-fledged international transport operator, with a 
diverse and multicultural workforce based in Malta as 
well as overseas. “our primary business is international 
transport, covering imports and exports to and from any 
european destination, Morocco, Algeria and Tunisia,” Mr 
Filletti says, explaining that Attrans specialises in both 
groupage and full load movements tailored to their cli-
ents’ needs. “whether it is normal road cargo, oversized 
cargo, hazardous or refrigerated freight, our network of 
european consolidation hubs will be able to deliver the 
shipment to and from anywhere in the world, including 
the USA, Middle east and Asia. Better yet, this service is 
offered on a weekly basis,” he continues.

looking back on Attrans’ growth, Mr Filletti notes that 
the toughest challenge came about some years ago, 
when the company faced the possibility of losing its 
largest account due to competition from container ser-
vices. “This gave us the push to set up various offices in 
holland, italy and Slovenia, thus spreading our risks and 
most of all tying in a cluster of clients which produce or 
trade in the Mediterranean and northern europe, hence 
our continuous growth particularly in Morocco and Tuni-
sia.”

Today, the company is in its second generation and 
under the control of philip Attard Jnr. Speaking of future 
plans, Mr Filletti affirms, “our services were always tai-
lor-made to the needs of our customers, and we pride 
ourselves in being the only Maltese company that has its 
own offices overseas in italy, The netherlands and Slove-
nia. Besides these offices supporting the local market, the 
Attrans brand is also offering services to and from north 
Africa, east and west europe as well as from the nether-
lands to iran. our intention is to continue investing in our 
own offices and increase Attrans’ network in europe.” BA

www.attrans.com

AttRAns LtD

John wood

Kevin Filletti

 photo: inigo Taylor
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Case study

Foster Clark:  
Taking on the World

with its key markets in the Middle east, Africa and Asia, Foster clark 
products ltd is one of Malta’s most successful global companies. here, 
the company’s route-to-market leader simon Pace talks Jo Caruana 
through Foster clark’s key milestones and unfailing dedication to 
excellence. 

F
oster clark products ltd 
is one of Malta’s most 
successful manufacturing 
and export companies. 
every year, its portfolio of 

products – from powdered drinks and 
desserts, to baking aids and sauces – 
is shipped out of its San Gwann plant 
to over 80 countries across the globe, 
where it is the undisputed market 
leader in many of its segments. 

“Above all else we are food producers 
in search of excellence,” says Simon 
pace. “excellence runs through the 
company from top to bottom, whether 
that’s in the quality of our products, the 
design of our packaging, or the talent 
in our team.”

Today, Foster clark manufactures four 
key product ranges, namely the Fos-
ter clark’s and Tiara powdered drinks, 
desserts and baking aids, the new-
ly-launched BeviMix powdered drinks 
range (developed especially for the 
African market), as well as calypso 
sauces. 

its present is as interesting and 
dynamic as its history, which began 
way back in 1889 when George Foster 
clark, who was just 25 years old at the 
time, started experimenting with ingre-
dients in his mother’s kitchen in Maid-
stone, england. Two years later, and 
with an initial share capital of £27.50, 
he opened Foster clark & co with his 
two brothers, william and henry. Those 
humble beginnings led to the achieve-
ment of huge success, and Foster clark 

photos: Alan carville

was actually the first food-sector com-
pany to be registered on the london 
Stock exchange in 1928. 

however, decades later and having hit 
financial hardships in the early 1960s, 
Foster clark was sold to oXo ltd in 
the UK, which carried on the trade of 
Foster clark within its own organisa-
tion. This led to the establishment of 
a joint venture between oXo ltd and 
the local company’s founder, the late 
paul Busuttil, in 1967. it was around 
that time that Foster clark Malta estab-
lished its successful manufacturing 
operations. This led to Unilever acquir-
ing oXo in 1984 and the Busuttil family 
acquiring 100 per cent ownership of 
Foster clark products ltd in 2000. Fos-
ter clark products will be celebrating its 
50 year anniversary in Malta next year.

“Foster Clark 
Ltd has been 
global since its 
inception.”
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Case study

“with all of that history in mind it is 
clear that Foster clark ltd has been 
global since its inception,” continues 
Mr pace. “Today it is focused on five 
key pillars, each of which represents 
the underpinning values across the 
entirety of the organisation.”

Firstly, availability. Mr pace emphasises 
that Foster clark needs to be readily 
present and available in the markets 
where it is sold. “we have an obligation 
to our consumers wherever they may 
be,” he says. “our products are either 
the market leader or a close second 
across the countries that we operate 
in, so it is our duty to make them avail-
able.”

next, its portfolio. The company is 
focused on offering the right portfo-
lio of products, where “each product 
needs to be right for the palate and 
culture of the consumer in its relevant 
market. For instance, custard does well 
here in Malta because many of our 
preferences link back to our British her-
itage. Meanwhile, our drinks range is 
sweeter in Africa, where they like their 
fruit to be riper compared to the Middle 
east. it’s our awareness of each market 
that enables us to create products that 
suit the taste profile of consumers.”

This ties with the next pillar, quality. 
“This speaks for itself and is something 
we truly strive for across the organi-
sation. As leaders in so many of our 
markets, our customers demand the 
best and we strive to give them that, 
whether that’s quality in the raw mate-
rial, the final product or, even, the pack-
aging,” Mr pace says. 

Following this is efficiency, which is 
achieved at different levels, from effi-
ciency within a manufacturing per-
spective, to the way communication 

“We know we’re only as good as our people, so a 
lot of energy goes into ensuring that our team is 
excited by their work and content with how they are 
being supported.”

travels through the organisation. This 
efficiency is reflected throughout 
every stage, “from the purchasing of 
our raw materials, to their manufacture 
and supply to the consumer,” Mr pace 
says. 

The main, key company pillar is that 
of talent, and attracting the right peo-
ple to ensure it really is at the forefront 
of its global game. “we search locally, 
as well as internationally, to find the 
right people and we make it our mis-
sion to ensure that they are happy 
and positively challenged, allowing 
them to grow within their role and 
deliver the success of the company,” 
Mr pace continues. “As a company 
we know we’re only as good as our 

people, so a lot of energy goes into 
ensuring that our team is excited by 
their work and content with how they 
are being supported. There’s a family 
feel to life at Foster clark as well as a 
flat, non-bureaucratic, organisational 
structure, and i think that is shared, 
both when it comes to our successes 
and also during our more trying times.” 
Mr Joseph Busuttil, Managing director 
at Foster clark, is continuously pres-
ent throughout all departments of the 
company, as a leader – encouraging 
employee development and growth 
– and mentor, offering the necessary 
support when it comes to bridging 
gaps.

in 2015 Foster clark products marked 
another key milestone when it intro-
duced its rebranding. “As the brand is 
so well known it was quite a challenge 
to rebrand, although feedback has 
been very positive since we started 
rolling it out a few months ago. we 
went through a lot of soul searching to 
get it right, as the logo needed to high-
light both our history and our roots as 
a family company. The resulting logo 
(also featuring the company’s date of 
inception) stemmed from the concepts 
of ‘home is where the heart is’ and her-
itage.

Today, the company is focused on its 
future and the further developments 
of its products and markets. “There are 

always challenges – that’s normal,” Mr 
pace goes on. “when you go interna-
tional there are so many more reali-
ties to contend with; recent examples 
include the Arab Spring which caused 
unrest across the Middle east, and 
the lowest oil prices in recent history, 
which has resulted in people having 
less disposable income. 

“But it’s our job to react to those chal-
lenges and to come back with solu-
tions. our focus now is on additional 
expansion and growth, both with 
regards to our product portfolio and 
the countries we export to. There’s lots 
of exciting things to look forward to in 
the pipeline – and it’s that that makes 
Foster clark so dynamic!” BA
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Food & Drink

ALisOn AZZOPARDi

when Alison Azzopardi was 21, she 
moved to Switzerland to work as a 
nanny, and there her love affair with 
food blossomed. “i had always liked 
cooking, and this was the first time 
i was living on my own and cooking 
for myself. The Swiss cook season-
ally – in supermarkets, you’ll see dif-
ferent ingredients in stock depending 
on what time of year it is, from wild 
mushrooms to game, with sugges-
tions on cards as to how you can use 
them in a dish. i would experiment on 
my own, and over time, i got more and 
more obsessed with cooking. After four 
years, i came back to Malta to study at 
the institute of Tourism Studies (iTS).”

An internship at the Sofitel west Sussex 
hotel’s fine dining restaurant and café 
bar turned into a seven-year stint. “i 
was 25 when i started there, so quite 
old for the restaurant industry. i started 
out as a commis chef, graduating to 
junior sous chef by the third year and 
rising to senior sous chef by the fourth 
year, when the restaurant gained its 
second AA rosette. david woods, the 
executive head chef at Sofitel, taught 
me almost everything i know today. he 
was as passionate as i was about food, 
and excited to share his knowledge.”

in a bid to push her boundaries even 
further, she took part in the 2011 edi-

tion of Masterchef: The professionals, 
competing against some of the most 
talented young chefs in the world. 
Among the blue-chip restaurateurs 
and chefs judging the competition was 
Michel roux Jr, whose father and uncle 
founded the two Michelin-starred lon-
don institution, le Gavroche. Alison 
made it to the semi-finals, and roux 
offered her a one-week stage at le 
Gavroche. She ended up staying for 
much longer than that.

“when you work somewhere like le 
Gavroche, you find out the amount 
of work the human body is physically 
capable of carrying out. we’d be in at 
8.30 in the morning and we wouldn’t 
leave until 12.30 at night. Tables are 
laid with rulers. it’s common to have 
to make something like 160 canapés 
and 100 portions of amuse-bouche, 
all perfectly identical, in just two 
hours. if there’s a millimetre of differ-
ence between one chopped carrot 
and another, it all gets scrapped. And 
of course, it’s not just about appear-
ances – flavours have to make perfect 
sense. you work 80 to 100 hour weeks, 
and you can kiss the idea of any sort of 
social life goodbye. everyone expects 
chefs to eat and cook well for them-
selves but it’s the opposite – you end 
up subsisting on pizza hut and Mcdon-
alds because you have no time to pre-
pare anything for yourself before you 
crash into bed.”

“it’s also an incredibly tense, adren-
aline-charged, testosterone-fuelled 
environment. i’ve had plates thrown at 
my head and seen chefs flying across 
the room. There are at least 16 chefs 
working during every shift and every-
thing has to be perfect. you can’t be 
too chummy with your underlings 
because familiarity breeds contempt, 
and people start thinking they can get 
away with things – that’s why the head 
chefs in Michelin-starred restaurants 
are so tough and unforgiving. however, 
when you’re in their shoes, you under-
stand where they’re coming from. Stan-
dards are extremely high and you only 
have one chance to get things right. 
if something’s not quite up to scratch, 
you won’t be given a second oppor-
tunity. The staff turnover there is very 
high. if there were 20 people when i 
first joined, by the time i left, only about 
four members of the original group 
were still there. it’s easy to get a job at 
a Michelin-starred restaurant, but very 
hard to keep it. The pressure is beyond 
intense.”

After a year at le Gavroche, Alison took 
the position of head chef at the busy 
bistro in the hotel du vin in cambridge. 
it had a similar atmosphere to Trabuxu 
in valletta’s Strait Street, where she is 
now head chef, after she was ‘dragged 
back’ in 2014 by the owners, her very 
good friends Kris and Krista Fenech 
Soler. “i’ve been back in Malta for two 

years now, and i’ve come to think of it 
as my semi-retirement. i still want to 
maintain a high level of professionalism, 
but i’ve also had to adjust my expecta-
tions. My style is constantly refining, 
and using the skills i’ve acquired over 
the years, i’m now cooking the kind 
of food i like – simple fare prepared 
really well. one of my current inter-
ests is making things that are normally 

bought ready from scratch; things like 
cured meats, pancetta, bottarga and so 
on. Thankfully, Krista and Kris as well as 
the rest of the staff of Trabuxu share my 
work ethic and my perfectionism, and i 
have a small but excellent team work-
ing with me. i’ll never say never to mov-
ing abroad once again in future, but for 
now, i’m really enjoying doing what i’ve 
always wanted to do.”

A growing number of Maltese chefs are 
spreading their wings and seizing the chance 
to shine away from the island. From Michelin-
starred eateries to smart street food to 
innovative school dinners, four chefs share 
their experiences with Marie-Claire Grima.

Culinary

stars

“everyone expects chefs to eat and cook well for 
themselves but it’s the opposite – you end up 
subsisting on Pizza hut and McDonalds because you 
have no time to prepare anything for yourself before 
you crash into bed.”

photos: Tom and lina photography
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Food & Drink

DAViD DARMAnin

At more than one point in his life, david 
darmanin was completely undecided 
about what course his career would 
take. he had a strong background in 
hospitality, but he also cared deeply 
about environmental issues and social 
justice, and had worked for a number 
of nGos in the past, including cooking 
for the homeless at the yMcA. one of 
his passions is writing, and at one point 
he was a journalist and food writer at 
a local newsroom by day, and chef-pa-
tron of the popular and innovative Tav-
erna Sugu in Birgu by night. “it was an 
experiment to see what would happen 
if i cheated on my kitchen,” he chuck-
les. “it was disastrous, of course. life 
kept spitting me back into the kitchen.”

in 2012, david closed Taverna Sugu 
and was offered a ten-week placement 
at the two Michelin-starred noma in 
copenhagen, run by rené redzepi. 
he left brimming with confidence, but 
was quickly disabused of his notions. 
“noma was a learning curve. They 
break you down completely in the 
first three weeks. you have to unlearn 
everything you thought you knew. 
you’re on your feet all day with just a 
45-minute break for lunch, loo and 
cigarette breaks. you’re screamed at 
by chefs who are 12 years younger 
than you. you become nothing. it was 
the most difficult period i’ve ever gone 

through. But you just have to take it 
all in your stride, because if you make 
it past those initial three weeks, they 
start trusting you and building you 
back up again. you befriend the peo-
ple you thought were monsters and 
you go out drinking together. it was a 
fantastic adventure, and it condensed 
years of knowledge and practice into 
three short months. i’ll never experi-
ence anything like that again.” 

From his experience at noma, david 
says he took with him not just the 
military-level discipline, but also the 
restaurant’s approach to trends – to be 
aware of what’s currently hot but cre-
ate new ideas, not simply follow the 
hype. he fishes for a fashion metaphor. 
“They’re the Manolo Blahnik of the 
restaurant industry,” he laughs. “Actu-
ally, they’re more like renaissance 
painters. we’re currently in the midst 
of a food renaissance, and the only 
way restaurants like noma stay afloat 
is because investing in their talent and 
ingenuity and gaining stars is a matter 
of prestige for their patrons, the inves-
tors. left to their own devices, most 
Michelin-starred restaurants would 
fail. in the restaurant industry, good 
food equals crap money, and crap food 
equals good money.”

david then headed to italy, where he 
got back in touch with his culinary 
roots. Through a fortuitous contact, he 

started doing consultancy work for a 
company that manufactured high-end 
kitchen equipment, and found himself 
travelling to restaurants all over europe 
to teach them how to adapt their 
menus to the new equipment. he was 
so often in london that he decided to 
settle down in hackney wick, a former 
industrial area of london turned into 
a thriving creative hub. he also set up 
his own street food company, pretty 
F*cking Good Toast. “not only is toast 
very much a comfort food, it’s also very 
trendy right now. we turned to a sta-
ple of the British diet and gave it a fine 
dining twist, using sourdough and top-
ping it with anything from wild cress to 

beetroot leather to foraged ants from 
Kent,” – which it turns out, taste quite 
zesty.

Although his hands are more than full 
with consultancy work and being the 
toast of london, david has also found 
time to resume community work back 
in Malta, which was one of his earliest 
interests. For the past three years, he 
has working with the valletta 2018 
foundation on l-ikla t-Tajba, a pro-
gramme where he takes on a group of 
teens and teaches them employability 
skills by putting them on an intensive 
course in the culinary arts, fostering 
both technique and creativity. “The 
teens work with a number of profes-
sional chefs from italy and from the 
UK, learning the best of both traditions. 
They then have to come up with their 
own original recipes for street food 
using locally-sourced ingredients. Their 
finalised creations are then sold from 
pop-up stalls during notte Bianca. it’s 
really empowering – this year, we’re 

hoping to hold the event over ten days 
over christmas instead of during notte 
Bianca. we’re also hoping to bring in 
a number of corporate partners and 
honing our relationship with iTS. we 
think there’s a real potential for this 
programme to grow.”

“We’re currently in the midst of 
a food renaissance, and the only 
way restaurants like noma stay 
afloat is because investing in their 
talent and ingenuity and gaining 
stars is a matter of prestige for 
their patrons, the investors. Left to 
their own devices, most Michelin-
starred restaurants would fail.”
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Food & Drink
KuRt MiCALLeF

Although he had always loved food, 
an outgoing, teenage party animal 
like Kurt Micallef found the prospect 
of enrolling at iTS and sacrificing his 
social life to work in a kitchen just 
about the least appealing thing in the 
world. it was a four-year stint as an 
administrator at the westin dragonara, 
where he was frequently in close con-
tact with the kitchen and catering staff 
that re-sparked his interest in cooking. 
“An office job just wasn’t for me,” he 
said, and despite warnings from chefs 
and cooks about the insanity of the 
industry, he decided to enrol in cook-
ing school. 

Anything above your late teens is 
considered to be old in the restaurant 
world, and Kurt was already a wizened 
22 years old. he decided to fast-track 
his career by signing up for a nine-
month course at the prestigious le 
cordon Bleu in london, where he 
was mentored by former sous chef 
to Alain ducassse. he also did a five-
month apprenticeship at l’Autre pied 
in Marylebone, working three or four 
times a week. he returned to Malta 

after the apprenticeship ended and 
spent a couple of miserable months 
working at a catering establishment, 
when suddenly he got a call from l’Au-
tre pied – they wanted him to come 
back and work for them.

“i’d wake up at 5.30am, have a cold 
shower and a quick cup of coffee, 
run to the restaurant and get to work. 
There were two other Michelin-starred 
restaurants on the same street so com-
petition was ferocious. we were fight-
ing for the same clients, not to mention 
the constant battle to keep your stars 
– you never know when the inspector 
will turn up, so everything has to be 
impeccable all the time.” The restau-
rant had both a lunch and a dinner 
service, and double seating was not 

unusual. Kurt was in charge of gar-
nishing every single dish that left the 
kitchen, a particularly stressful job for 
someone fresh out of cooking school. 
he would leave the kitchen shattered 
at around 12.30am, ready to grab a few 
hours of sleep and get up and do it all 
over again. 

After four months at l’Autre pied, a 
knee injury resurfaced which forced 
Kurt to quit and go back home. he 
found it difficult to find a job in Malta – 
he lacked experience working in local 
restaurants and since very few peo-
ple were cooking at the haute cuisine 
level, the time he had spent in Miche-
lin-starred venues counted for noth-

ing. depressed and disheartened, he 
picked up the book coco, which had 
ten of the best chefs in the world hand-
pick a number of the most intriguing 
emerging restaurants worldwide. The 
one that caught Kurt’s eye was Kobe 
desmeraults’ in de wulf. he applied for 
a stage and was accepted.

“in de wulf is on the border between 
France and Belgium, in the middle of 
nowhere. it used to be Kobe’s moth-
er’s bistro, a roadside inn type of place, 

but it had been on the verge of failing, 
and he took it over when he was 23. A 
couple of years later, it had a Michelin 
star. All the dishes on the menu tell a 
story about his childhood, his upbring-
ing, his life – he draws inspiration from 
the food his mother used to make, and 
then reinterprets them in his own way. 
in the restaurants where i had worked 
previously, the food, while heavily influ-
enced by the French cuisine tradition, 
used ingredients imported from all 
over the world. in contrast, in de wulf 

was totally local. All the produce was 
sourced from surrounding villages. 
They made use of very primitive tech-
niques – preserving, foraging, ferment-
ing. when you confine yourself to just a 
handful of ingredients, you’re forced to 
get creative. There were some hits and 
misses, as you can expect, but it was 
an instinctual and completely original 
place.”

not only was working at in de wulf one 
of the best experiences of Kurt’s life, 
but it also helped him come to terms 
with a personal struggle. “i used to hate 
Malta – how stuck in the past we were, 
how our traditional dishes tasted, our 
utilitarian outlook on food – i couldn’t 
stand any of it. But for better or for 
worse i am Maltese, and my roots and 
ties to this place are very deep. instead 
of complaining and feeling sorry for 
myself about its limitations, i took it as a 
challenge. My new focus is on creating 
my own twist on Maltese dishes from 
my childhood, like my deconstructed 
soppa tal-armla. it doesn’t taste like the 
traditional soup, but that’s because i’ve 
my own twist on it. you can get the reg-
ular kind anywhere you want, but i’m 
the only one making it this way.”

“When you confine yourself to just 
a handful of ingredients, you’re 
forced to get creative. there were 
some hits and misses, as you can 
expect, but it was an instinctual 
and completely original place.”
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Food & Drink

“the only way school food and 
the way that children eat can get 
better is by employing trained 
chefs in school kitchens, and 
combining the cooking with 
gardening and education.”

niCOLe PisAni

Born into a family that was heavily 
steeped in the restaurant trade, nicole 
pisani says that becoming a chef was 
the natural choice for her. “As hard as 
one tries to not do the ‘family thing’, 
only a few lucky ones escape. My fam-
ily has owned restaurants all my life, 
so for me i guess it was the obvious 
choice.”

Maltese people may remember her 
from her days at Snoopy’s, her father’s 
restaurant in St Julian’s, but interna-
tionally, nicole made a name for her-
self as chef de cuisine at nopi, a sleek, 
Asian-inspired restaurant in Soho 
owned by yotam ottolenghi, who 
famously described her as ‘generally 
brilliant’. however, despite the acclaim, 
she grew tired of working 80 hour 
weeks for three years and being on her 
feet for 16 hours every day. “nopi was 
an amazing experience, but i wanted to 
move on to something easier.”

opportunity presented itself in the 
form of a tweet by henry dimbleby, 
co-founder of the leon restaurant 
chain and creator of the School Food 
plan, which sets new and better stan-
dards for food served in schools across 
the UK. he was looking for a chef for 
his sons’ school, Gayhurst commu-
nity School in hackney. one of nicole’s 
friends relayed the opening on to her. 
nicole applied, cooked a trial meal for 
the entire school and got the job. “it 
was the perfect opportunity for me,” 
nicole says. “it presented a challenge, 
it involved working with children, and 
it allowed me to teach what i am pas-
sionate about – plus the gift of having 
every weekend off!”

Many newspapers gleefully seized 
upon the news that a top chef was 
stepping down from her post in one of 
london’s finest restaurants to become 
a ‘dinner lady’, but nicole says the title 

makes her cringe. “The main role of a 
dinner lady is to serve, but all my staff 
has to cook, teach, garden and clean 
up. So i do think that title is inaccu-
rate for all of us! i believe we have now 
started a trend in hackney of ‘chefs in 
schools’. The only way school food and 
the way that children eat can get better 
is by employing trained chefs in school 
kitchens, and combining the cooking 
with gardening and education. only 
then do you stand a chance of affect-
ing the children and tackling the prob-
lems directly associated with obesity 
and eating too much fast food.”

“every child is different, and not every-
one will want to eat every single thing 
that we prepare. however, even if their 
palates are not changing drastically, 
the children are being exposed to 
things like baby beetroot, deep-fried 
squid, samphire, tofu and fresh vege-
tables every day. it’s a daily education 
– it shapes their awareness of produce, 
colour and different types of food. i 
would also love to start working with 
schools in Malta – it might just happen 
next month!”

Although ottolenghi is probably the 
more famous of her influences, nicole 
also cites Anna hansen, head of The 
Modern pantry, and Garry hollihead, 
who is now the culinary director of 
corinthia hotel london, as having left 
a deep influence on her cooking. “i 
worked at the london corinthia when 
it was opening. working for some-
one who has held a Michelin star is 
extremely stressful but what you learn 
remains with you throughout your 
cooking life. The accuracy in picking, 
portioning, searing and preparation 
is beyond what one can imagine and 
it makes you understand what per-
fection in food really is. To my mind, a 
great chef is aware of the seasonality 
and sustainability of the ingredients 
they cook with, someone who respects 
both their kitchen team and the envi-

ronment, and does not waste any 
resources.”

nicole’s next venture is a cookbook 
called Salt, Butter and Bones. “i believe 
it has been with me since i was little. i 

used to eat bone marrow at Snoopy's 
before i liked meat or fish... i remember 
getting given the marrow on the lamb 
chops and being so happy! Salt, Butter 
and Bones is all about teaching people 
to be less scared about cooking whole 

cuts of meat and fish, and the knowl-
edge of how to cook with your heart 
for the people you love. it will be out by 
christmas 2017, so watch this space!” 
BA
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environment

nearly 663 million people around the world do not have access to safe, clean drinking water. The entire human race 
depends upon 0.007 per cent of the entire planet’s water for its needs. By 2030, half of the world’s population will 
be living under severe water stress, while in some regions scarcity of water is already leading to change in quality of 
lifestyle. 

To raise awareness around access and 
security of water supply in Malta, hSBc 
Bank Malta p.l.c. launched a wide-rang-
ing water conservation initiative, the 
hSBc water programme – catch the 
drop, in 2013.

The hSBc water programme – catch 
the drop is the largest ever national 
environmental and educational cam-
paign of its kind in Malta and aims to 
forge a blueprint for progress on sus-
tainability of water as a resource. The 
programme aims to educate every 
school-going child in Malta – compris-
ing nearly 50,000 students – and en-
courages schools, corporates, nGos, 
general public, and local councils to 
actively participate.

This collaborative spirit is rooted in the 
history of the programme.

in February 2011, catch the drop was 
launched by the Government of Malta 
to show that water is a concern for all 
and to emphasise the importance that 
one’s behaviour may be adapted to 
achieve responsible and sustainable 
usage. 

OBJeCtiVes
• To raise a consciousness that water is 
a concern for us all

• To encourage conservation and effi-
cient use of water
• To emphasise the importance that 
one’s behaviour may be adapted to 
achieve responsible and sustainable 
usage
• To increase awareness of the chal-
lenges of water scarcity and drought
• To highlight the importance of de-
salination plants
• To increase understanding of the link 
between food and water
• To illustrate and celebrate ‘good’ wa-
ter practices

The Government of Malta, together 
with hSBc Bank Malta p.l.c., submit-
ted the proposal of the catch the 
drop to the international hSBc wa-
ter programme in october 2012. The 
hSBc water programme is a five-year 
US$100m partnership of the hSBc 
Group with earthwatch, waterAid and 
wwF, three non-government organi-
sations that rank amongst the world’s 
most respected environmental and 
sustainable development organisa-
tions. The programme promotes sus-
tainable
water use through education and do-
nations to specific water projects. it 
was launched in June 2012.

Thanks to the innovative nature of the 

proposal, the joint catch the drop pro-
posal by the Government and hSBc 
Bank Malta won €540,000 in funding 
from the hSBc Group. Thus, the hSBc 
water programme – catch the drop 
was born.

iMPACt OF OPeRAtiOns On the 
MALtese enViROn-
Ment
The hSBc water pro-
gramme – catch the 
drop has been devel-
oped into a strategic 
four-year campaign with 
particular emphasis on:
year 1 water shortage in Malta
year 2 water consumption reduction 
in Malta
year 3 water harvesting in schools and 
local councils
year 4 establishing the long-term lega-
cy of the campaign

AWAReness
As the campaign carried the ambition 
to create a long-term impact, students 
in Malta and Gozo have been the first 
and primary beneficiaries. conse-
quently the campaign was rooted in 
Malta’s education system. By reaching 
out to every single school child in Mal-
ta, the campaign worked to increase 
awareness about water conservation. 

This awareness-building is far more 
important in reality than funding a ran-
dom water conservation project. After 
all, achieving sustainability is mostly 
about getting people to understand 
the responsibility they have for saving 
resources. 

while the hSBc water programme – 
catch the drop campaign will come 
to an end in 2017, the enthusiasm 
and awareness the campaign has set 
in motion is unlikely to fade away for 
years to come. After all, this campaign 
was not about making one-off dona-
tions but about partnerships and fos-
tering of a new, environmentally-aware 
culture of thinking. 

Further, and beyond the validity of the 
hSBc water programme – catch the 
drop campaign, hSBc Bank Malta has 
been diligently supporting activities to 
protect the environment, water in par-
ticular. The scope and success of these 
activities is fuelled by the passionate 
involvement of staff in various pre-
sentations and activities of the hSBc 
water programme – catch the drop 
campaign.

The hSBc water programme – catch 
the drop believes that the bottom-up 
educational approach being taken is 
very effective at promoting long-term 
positive change. Awareness has been 
realised through a variety of activities 
such as a travelling forum theatre, dra-
ma performances, educational shows 
and workshops. The following activ-
ities were also part of the campaign 
– world water day, water Songs, out-
reach to Tertiary education, carnival 
and Art exhibitions, Skola Sajf (Sum-
mer Schools), onsite visits and publi-
cation of various booklets. 

At the beginning of each scholastic 
year, the hSBc water programme 
– catch the drop campaign invited 
students and schools to forward pro-
posals to win funding for water conser-
vation projects. projects submitted by 
individual students were evaluated un-
der the ‘School outreach programme’, 
while those by schools and local 
councils (from 2014 onwards for local 
councils) were evaluated under the 
‘community outreach programme’. 
during the last three scholastic years, 
70 projects have been implemented at 
schools and at local councils with the 
financial help of the hSBc water pro-
gramme. Some of these projects range 
from the use of urns that filter rainwa-
ter to the installation of water-saving 
hippo bags in a seminary’s flushing 
system. 

Around 500 staff members were in-
volved in one way or another over 
these three years in this campaign. The 
volunteers showed deep commitment 
in making a difference in the quality of 
life of the communities they serve.

Key stAtistiCs
1 – 50,000 students reached
2 – 500 hSBc staff volunteers involved
3 – 70+ projects carried out over 3 
years
4 – 500 presentations, 300 theatre 
shows and 50 on-site visits
5 – 382,950 disposable water bottles 
saved per year

The key aim the programme tried to 
achieve was to build awareness among 
a young generation of future consum-
ers about the precious resources Malta 
has and to highlight the common re-
sponsibility to save them. BA

hSBc catch the drop: 
establishing a long-term 
water conservation legacy
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MBB news

24th August    
neW POLiCy ADVisOR JOins MBB teAM

The MBB is pleased to announce that david lorenzo Alvarez has 
joined the executive team and has now taken on the role of pol-
icy Advisor. david’s role will be primarily to analyse and commu-
nicate eU policy developments and coordinate MBB’s SMe feed-
back initiatives within the enterprise europe network (een) work 
programme in Malta. david also supports MBB in the provision of 
advisory support to Maltese businesses on eU policy issues.

david has successfully pursued studies in the fields of law at 
the University of Alcalá, Spain, as well as political Science – spe-
cialising in eU politics and policies at the national University of 
distance education, Madrid. he has successfully acquired his 
Master’s degree in international and diplomatic Studies at the 
University of Siena, italy. 

david has lived in Malta for the past three years and has collected 
an array of experiences and competencies within the local civil 
society sector. he has also lived Brussels where he was chosen 
as a stagiaire within the council of the european Union’s Gener-
al-Secretariat, Unit of legislative Transparency. 

2nd september     
MBB PARtiCiPAtes in the euROPeAn 
PiLLAR FOR sOCiAL RiGhts 
stAKehOLDeRs’ COnsuLtAtiOn

MBB policy Advisor david lorenzo Alvarez participated in the new 
european pillar on Social rights national Stakeholders’ consulta-
tion, held by the european commission’s representation in Malta. 

The consultation, which is being carried out across the eU capi-
tals, aimed at assessing the eU social acquis in Malta, reflecting on 
new trends in Maltese work patterns and society, and gathering 
feedback on the preliminary outline of the pillar. 

Anita vella, deputy head of Unit dG for employment, Social 
Affairs and inclusion explained how the pillar’s 20 principles look 
towards a deeper and fairer economic and Monetary Union and 
will support more sustainable labour markets and welfare sys-
tems. 

during the session, local representatives from the social partners, 
civil society and academia, had the opportunity to share opinions 
and ideas in reaction to the proposal from a national perspective.

The MBB believes that, although europe stands out as the world’s 
region with the highest level of social well-being and social equity, 
the real challenge lies in creating sustainable social systems while 
promoting employment creation and increasing europe’s global 
competitiveness. 

5th-7th september
MBB eu AFFAiRs MAnAGeR PARtiCiPAtes 
in the eMPLOyeRs yOunG PROFessiOn-
ALs ACADeMy 
MBB eU Affairs Manager daniel debono participated in the 
employers young professionals Academy (eypA) organised by 
the international Training centre of the international labour 
organisation (iTc-ilo) in Turin.

The programme consisted of three sessions, with the first one in 
April focusing on being the voice of business at a national and eU 
level, the second in July focusing on current economic debates 
in europe, and the final session in September focusing on social 
dialogue and industrial relations.

Throughout the academy, participants obtained a thorough 
understanding of the various challenges faced by business organ-
isations and the expectations of their members. They also trained 
on advocacy and lobbying techniques in the eU context.

An analysis was made on current macro-economic issues linked 
to fiscal balance, competitiveness, growth and labour market 
reforms. participants also gained a systematic insight into the dif-
ferent industrial relations systems and the dynamics within the 
social dialogue at european social partner level in the eU.

27th september
MBB WAteR COnseRVAtiOn eFFORts 
LAuDeD in BRusseLs
The MBB’s life+ project targeting businesses, hotels and SMes and 
the ‘catch the drop’ campaign spearheaded by the hSBc water 
programme were put under the spotlight during an event held at 

the european parliament thanks to the initiative of Mep Therese 
comodini cachia (epp group) and Mep Miriam dalli (S&d).

Mep Therese comodini cachia stated “the hSBc water pro-
gramme, catch the drop campaign and the MBB project on the 
use of grey water in hotels are both projects which deserve euro-
pean recognition. They are exceptional initiatives showing how 
private industry can work hand in hand with schools to provide 
valuable education and how the industry can not only make a 
positive environmental contribution but also generate skills for 
green and new jobs.”

Mep Miriam dalli commented “the abstraction of water for 
industrial use has declined over the past 15 years. But this is not 
enough. That is why projects like hSBc’s catch the drop and the 
MBB’s life+ investing in water are important as they promote 
innovation both at an industry level, but also at a cultural level in 
order to assist and inspire new solutions to tomorrow’s problems. 
Moreover, these projects have also prompted the Government to 
consider the introduction of grey water treatment systems as part 
of its plans for the water sector.”

MBB ceo Joe Tanti said that “savings of around €1.4 billion per 
annum are possible for the eU hospitality industry. This can be 
achieved through the eU-industry-wide adoption of flow rate reg-
ulation and grey water treatment. Adopting these solutions will 
bring environmental benefits, increase the competitiveness of 
the eU's hospitality industry through reduced costs, and create a 
new green industry and new green jobs for the supply of equip-
ment and services to the industry. This supply industry would also 
have strong eU-export potential.”

     

Business Agenda news updates
MBB eU Affairs Manager participates in the employers young professionals Academy 
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MBB news

14th september
MBB ORGAnises FOLLOW-uP WORKshOP 
With PRiVAte seCtOR 
The MBB invited the participant companies that had attended the 
Service design workshops in June to a follow-up event held on 
14th September, at the Fortress Builders in valletta. 

prior to this workshop, in August the MBB conducted a qualitative 
survey with each participant company to learn about their per-
sonal Service design experience and to gather feedback on their 
progress in implementing the Service design Toolkit, in their busi-
ness. The survey results were communicated during the work-
shop, following which, selected companies were also encouraged 
to present their experience to the rest of the group. 

Using the feedback gathered, a fruitful brainstorming session on 
the type of support businesses could benefit from in Malta, was 
conducted. 

Following the morning session and networking light lunch, the 
MBB also provided participants the opportunity for individual 
one-to-one coaching sessions with service design expert Joep 
paemen.

15th september
MBB ORGAnises hiGh-LeVeL stAKe-
hOLDeR WORKshOP 
ensuing the direct follow-up workshop organised on 14th Sep-
tember, the MBB organised a second workshop on 15th Septem-
ber, also held at the Fortress Builders, valletta. in its capacity as 
design for europe Ambassador in Malta, the key outcomes of 
MBB’s Service design initiatives over the past 12 months were 
presented to a group of key stakeholders so as to take further the 
design for europe insights and discuss methods of collaboration 
and future actions in order to support design policy and support 
programmes in Malta.

led by the MBB, the high level design policy workshop comprised 
of Senior officials from the valletta design cluster, the Ministry of 
economy, the Ministry of Finance, the Arts council, Malta enter-
prise and the Malta Tourism Authority. 

Joined by the valletta design cluster project leader, caldon Mer-
cieca together with the design for europe delegation, the MBB 
also met with economic Strategy director at the economic policy 
department within the Ministry of Finance, Kevin vella and later, 

Arts council executive chair Albert Marshall to explore effective 
ways of collaboration. 

during the workshop, the stakeholders identified the current and 
desired capabilities in Malta, whilst also prioritising existing gaps in 
order to begin building the blocks for co-creation. 

in facilitating effective dialogue between the different actors, 
the MBB together with the stakeholders has mapped current, 
national design systems and has identified local strengths and 
weaknesses for design. Based on this diagnostic, the workshops 
enabled participants to develop a design policy vision and actions 
that correspond to the gaps in the design system.

Following this workshop, the MBB will continue to pursue these 
tangible assessments and practical policy proposals as a first step 
towards addressing them. 

Design for europe 
on 14th and 15th September, the MBB, together with the valletta design cluster, hosted a second design for europe 
delegation visit to Malta – this time together with the participation of Business and cultural development centre (KepA) 
head of european programmes and programmes officer Angeliki Barakli and christina Skoubridou, respectively. once 
again, as in June, the visit welcomed design for europe project lead, peichin Tay, danish design centre christina Melander 
and Service design expert Joep paemen. 
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MBB news

6th & 7th October
MBB tO PARtiCiPAte in DesiGn FOR euROPe  
suMMit‚ tALLinn
on 6th october, the MBB will be presenting Malta’s case study report at the 
upcoming design for europe Summit in Tallinn, estonia. The report outlines 
the key outcomes of MBB’s design driven activities over the past 12 months – 
the results of which are intended to culminate in the establishment of a future 
launch of a design-in-business support programme in Malta.

The ‘powering innovation’ conference will see over 200 pioneering individuals 
and organisations at the forefront of design-driven innovation coming together 
to share insights, best practice and trends on what generates success in busi-
ness, Government and the not-for-profit sector.

The MBB will be joined by two participant companies from the service design 
workshop that have come forward to register their interest. 

For the day following the powering innovation conference, the MBB has taken 
the initiative to organise a tailor-made company mission with business to busi-
ness meetings, through the enterprise europe network Service. Through this 
network, the MBB will link two leading local businesses to best practices in esto-
nia and also support them in doing business abroad. 

13th & 14th October
MBB DeLeGAtiOn tO AttenD euROPeAn PARLiA-
Ment FOR enteRPRises
An MBB delegation led by president dr John vassallo will be attending the euro-
pean parliament for enterprises organised by eurochambres in collaboration 
with the european commission and european parliament.

on this occasion, businessmen and entrepreneurs will take over the hemicycle 
of the european parliament and conduct a mock plenary session to discuss rel-
evant issues of interest to the business community. This year, topics will revolve 
around the areas of trade, the single market, skills and the circular economy. 

upcoming events

MBB Promotes uni-
versity-Business 
Cooperation

GO&LeARn netWORK 

This erasmus+ project refers to a multilateral network of 
17 european regions that aims to organise and manage 
an international catalogue of thematic training seminars 
and study visits to be carried out within companies all 
over europe.

The MBB, in collaboration with the University of Malta, is 
acting as the Maltese agency and is seeking to involve 
start-up companies and SMes (particularly those 
involved in the STeM – Science, Technology, engineer-
ing and Mathematics – sectors) in this initiative. To date, 
the Maltese agency has the following eight companies 
on board:

1. Scope Solutions (icT)

2. Mighty Box (icT – digital Gaming)

3. ThoUGhT3d (Manufacturing)

4. The Galley restaurant (Food Manufacturing)

5. Fifth Flavour catering (Food Manufacturing)

6. da vinci Bakery (Food Manufacturing)

7. Malta dairy products (Food Manufacturing)

8. elTy Food (Food – nutrition and labelling)

interested companies can contact Marija elena 
Borg on mborg@mbb.org.mt

 
  

the stAte OF uniVeRsity-
Business COOPeRAtiOn in euROPe 
(suPPORteD By the euROPeAn 
COMMissiOn)

The MBB has been nominated as a national partner in a 
study being executed for the dG education and culture 
within the european commission. involving 32 distinct 
country partners, this study aims to investigate Univer-
sity-Business cooperation (UBc) from the perspective of 
both, seeking clarity on the mechanisms supporting it, as 
well as on the barriers and challenges it faces.

Through this initiative, the MBB’s close collaboration with 
the University of Malta, particularly in terms of entrepre-
neurial initiatives such as the ZAAr crowdfunding plat-
form, has been identified as a local good practice case 
study. 
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Business update

Malta-based iT Solutions company 
iSl offers specialised solutions and 
consulting services in the areas of erp, 
Sales Force Automation, elearning 
and Automotive importer and dealer 
solutions.

our product teams come from a rich 
pool of talented, experienced and 
technical proficient professionals, who 
provide our clients with iT expertise, 
thorough execution and high levels 
of delivery. Few can claim the level 
of commitment and longstanding 
partnerships we have with our clients. 
That’s primarily because we've built 
more than two decades of industry 
experience and expertise on a 
foundation of core values: integrity, 
innovation, expertise, flexibility and 
commitment.

our customers come from a variety 
of sectors, ranging from importers 
to manufacturers and retailers. Their 
challenges are our greatest inspiration 
and we work closely to improve the 
way they do business through our 
solutions. our practical experience, 
coupled with a high degree of industry-
specific knowledge provides us with 
the experience and insight to address 
the challenges they face every day. 
They specify, we deliver!

one of our most established and 
successful solutions is the eyesel 

Business Suite, a fully integrated erp 
system incorporating all the standard 
features in addition to financial 
and industry specific functions. its 
broad appeal to large and mid-sized 
companies importing, distributing and 
marketing goods is second to none. 

our Sales Force Automation software 
has also become ‘the industry 
standard’ and is the most widely used 
and complete integrated mobile 
solution in Malta. it offers your sales 
force enriched functionality on their 
tablets for sales order taking, receipt 
of payments, return merchandising 
process, statistics and more. 
encouraged by very positive feedback 
from users, plans are in the pipeline to 
launch it abroad.

iSl has also acquired reselling rights 
to one of the world’s top e-learning 
platforms, Skillsoft. A pioneer in 
the fields of learning and talent 
management, Skillsoft provides cloud-
based learning solutions to Fortune 
500 companies and has over 45 million 
learners worldwide. it delivers flexible 
delivery platforms to develop custom 
learning programmes tailored to cost-
effectively maximise business skills, 
performance and talent development. 
Forward-thinking companies use 
Skillsoft because they understand that 
e-learning is good for business. we 
are privileged to be working with both 

international and local industry leaders 
who value employee professional 
development and training needs.

Autoline, the world’s most complete 
fully integrated system for the retail 
motor industry is also one of our 
most valued business solutions. our 
team has successfully implemented 
the Autoline solution for a number 
of automotive dealerships, importers 

and exporters in the north African and 
Middle east regions.

our commitment is simple: to continue 
to provide the most comprehensive, 
cost-effective and innovative business 
solutions in the market. our track 
record in delivering on this promise 
speaks for itself since iSl’s best source 
of new business comes from referrals 
by satisfied customers.

Call on t: 2131 5001 or get in touch 
on e: infor@isl.com.mt for a free no 
obligation consultation.

isL – Solutions That Suit your Business
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Former judge, human rights expert, author and historian 
Giovanni Bonello has worn many caps in his 80 years, and 
shows no signs of slowing down. sarah Micallef meets the 
man behind the landmark cases and history books, tracing his 
impressive career and many passions.

“
it seemed like a forgone 
conclusion that i was 
streamed into law,” admits 
former european court 
of human rights Judge 

Giovanni Bonello, as he looks back on 
the start of his impressive legal career. 
“i don’t remember anybody asking 
what i wanted to do. we had a number 
of lawyers and judges on my mother’s 
side of the family, while my father’s 
side was more associated with the 
arts. i ended up as a young lawyer, but 
i had more sympathy for my father’s 
approach to life – finding beauty in 
everything.”

The dichotomy between the disci-
plines of law and art is one that would 
endure throughout dr Bonello’s life, 
who intermittently wears the caps of 
judge and human rights expert, his-
torian and authority on art, as well as, 
owing to his separate opinions and lib-

eral outlook, that of “the naughty boy 
of the court”.

Asked what led him to choose human 
rights as his area of specialisation, the 
former judge explains that at the start 
of his legal career, human rights as a 
discipline was still in its infancy. “The 
1961 constitution had introduced 
human rights as enforceable rights, 
and under that constitution, any per-
son who considered that his human 
rights had been violated had an action 
against government for breach of 
human rights,” he says, adding that no 
textbooks, doctrine or case law existed 
at the time.

“At first it was a wilderness – nobody 
really knew what these human rights 
were, other than this new-fangled 
thing that had become fashionable 
in europe,” he recalls light-heartedly. 
For the first years, they were virtually 

ignored, “until the 1970s, when the 
political situation became rather heavy, 
and people started wanting to see 
what human rights were about.” yet, 
very few lawyers were willing. human 
rights cases are always claims against 
the government, dr Bonello maintains, 
adding, “many lawyers were not com-
fortable suing the government – i was.”

Because the culture of human rights 
was non-existent, the battle was an 
uphill one, and one dr Bonello chose 
out of a sense of duty. “i ended up spe-
cialising in human rights litigation. i’ve 
counted 170 cases in which i sued the 
government for human rights, which i’d 
like to think is a record!”

Judge emeritus Giovanni Bonello was a 
protagonist in a number of prominent 
constitutional and human rights cases 
throughout his legal career. i ask, was 
it difficult to take on such critical and 

sensitive cases? “what you have to 
keep in mind is that in human rights 
cases, the culprit is always the govern-
ment, and the government has much 
more resources than the individual, so 
you are always fighting against heavy 
odds,” he maintains. To make matters 
worse, the concept of human rights 
was one that went against legal cul-
ture at the time, and which judges 
often had a hard time stomaching. “A 
human right is superior to any other 
right in law, and our judges had, like all 
our lawyers, been taught that the law is 
supreme. But it isn’t – if any law is not 
in conformity with human rights, then 
it is human rights that wins, not the 
law. This was a concept that was totally 
new, totally revolutionary.”

during his time as judge of the euro-
pean court of human rights, dr 
Bonello was perceived as a liberal 
judge who didn’t hesitate to voice dis-
sent or separate opinions. This brought 
both praise and criticism, which the for-
mer judge is happy to take in his stride. 
“in the european court of human 
rights, i would say that most judges are 
on the liberal side – that is, they tend 

to interpret the law in a dynamic way, 
which favours the rights of the indi-
vidual against the state. My being irre-
sponsible and slightly crazy made me a 
little more of a liberal judge than most 
– i was praised quite a bit but i was also 
criticised,” he maintains.

looking back on one landmark case, 
the 2011 lautsi case relating to cru-
cifixes in italian schools, dr Bonello 
recalls a rare occasion in which he 
was branded conservative. “in italian 
schools, a crucifix is traditionally hung 
in classrooms– mainly because edu-
cation had religious origins in italy, and 
the only schools historically had been 
those founded by convents and the 
church. A Finnish woman whose son 
was attending an italian school didn’t 
like the idea of her son having to face 
a crucifix – being an atheist, she argued 
that she didn’t want her son indoctri-
nated,” he explains. 

This went on to become an important 
case, first going before seven judges, 
who were unanimously against the 
crucifix in schoolrooms, and believed 
it was “against freedom of religion and 
freedom of education that children are 
exposed to a religious symbol.” This 
raised much resentment and anger, 
and the case was taken to a Grand 
chamber of 17 judges, of which dr 
Bonello formed part. The Grand cham-
ber almost unanimously reversed the 
judgement, and found that the cruci-
fixes in public classes were not a viola-
tion of human rights. 

“i wrote a very strong separate opinion 
in favour of the historical evidence of 
christianity in education. i consider it 
a silent symbol and not indoctrination. 
you are not brainwashing children, 

The
‘naughty 

boy’  
of  the court

“nobody really knew what these human rights were, 
other than this new-fangled thing that had become 
fashionable in europe”

photos: Alan carville
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but exposing them to a symbol 
which is recognised by millions of peo-
ple as a positive sign of universal love. 
This raised hell – some people praised 
me, but there were also others who 
were not happy about the judgement. 
i think that’s about the only time i was 
branded conservative, otherwise i was 
the ‘naughty boy’ of the court!” he 
laughs.

Throughout his legal career however, 
dr Bonello never lost sight of the love 
for the arts he inherited from his father, 
vincenzo, who was the first curator of 
the Museum of Fine Arts and a pioneer 
in promoting art in Malta, coming to be 
known as an authority on local history 
and art in his own right. “From when i 
was a child, my house was full of art 
and history books – and that rubbed 
off. i became a lawyer through a sense 
of duty, but i always kept my second 
schizophrenic personality into art and 
history,” he says, recalling how he 
would visit the national library during 
breaks at court, to research the old 
archives. 

Speaking of specific areas of interest, 
he points to palaeography – the study 
of ancient writing systems. “hand-
writing from before the 15th century 
is extremely difficult to read unless 
you’ve been trained, while writing from 
the 16th century onwards is more read-
able. As i did not study history academ-
ically, i specialise in writing from the 
16th century onwards. everything was 
handwritten at the time, and fell into 
two categories: that written by the offi-

cial scribes who were chosen because 
they had beautiful, legible handwriting, 
and that written by the average lawyer 
or doctor who was writing in a hurry. 
The official documents are relatively 
easy to read – calligraphy at its best 
– and i read them like i’m reading the 
newspaper in the morning, but unoffi-
cial documents, those are very difficult 
– it’s part of the fun,” he says.

when it comes to art, his tastes are, 
by his own admission, quite eclectic. 
“My major interest is in Baroque art, 
but i also love modern art immensely. 
if i want to scandalise people, i’d say 
something which i believe is true – that 
picasso is greater than caravaggio. As 
far as art goes, i consider myself to be 
quite eclectic – mostly in the field of 
european art.”

it goes without saying that between his 
father’s love for the arts and his own, dr 
Bonello has amassed an impressive art 
collection over the years, albeit sadly, 
following its theft and fortunate recov-
ery some years ago, is now locked 
away for safekeeping. “when i was in 
Strasbourg, thieves stole virtually the 
entire collection, but i was lucky to 
have found absolutely everything. it is 
good that i found it, but it’s now in safe 
storage and i can’t enjoy it as i used 
to,” he laments. notable pieces from 
the collection include one that he and 
his sister gifted to the Museum of Fine 
Arts in memory of his father – the only 
known easel painting by Filippo pala-
dini, who is known for his altar pieces; 
as well as what many consider to be a 

genuine caravaggio – San Giovannino 
alla sorgente. 

owing to his passion for art and the 
desire to promote it, dr Bonello also 
forms part of Fondazzjoni patrimonju 
Malti, a local nGo which organises 
exhibitions and issues publications with 
the aim of “bringing what is hidden in 
private homes to the public.” within 
patrimonju, the former judge is the edi-
tor of Treasures of Malta, a magazine 
published three times a year, and is 
also involved in publishing four or five 
high-quality books per year. The most 
recent publication, out last month, is 
coincidentally one of his own – about 
the artist robert caruana dingli, the 
lesser known brother of edward. “rob-
ert caruana dingli was a friend of my 
father’s and would write him letters 
when he was abroad. My father never 
threw letters away, and i found about 
120 letters full of art gossip, art history 
and political gossip – which i published 
along with introductions and studies 
about his life.”

But while he is kept busy with work 
at patrimonju, it is not to say that dr 
Bonello has left his involvement with 
the judicial system by the wayside. 
indeed, he was appointed by the pres-
ent administration to head the Justice 
reform commission which, among 
some 350 proposals which the former 
judge says are in various states of being 
implemented, suggested that judges 
be nominated by the commission for 
the Administration of Justice. Speaking 
of this proposal and the appointment 
of the judiciary, dr Bonello maintains, 
“i think that the time has come not to 
be the only country where judges are 

appointed by the prime Minister. Malta 
is the only democratic country in the 
world which still has the appointment 
of judges done in the same way as it 
was in Grandmaster pinto’s time.”

in the majority of other countries, he 
explains, a training system is in place to 
become a judge – you either choose a 
legal career or a judicial one. “you don’t 
become a judge overnight. A judge is 
the acme of impartiality, while a lawyer 
is the acme of partiality,” he continues, 
adding that up until 2005, Malta and 
the UK were the only two countries 
in which judges were appointed by 
the prime Minister. “in 2005, the Brit-
ish changed the system, setting up a 
Judicial Appointment commission – a 
commission made up of experts who 
vet the candidates, examine them and 
then recommend them. personally, i 
would have preferred the continen-
tal system in which there is streaming 
and an examination, but in Malta it’s 
impossible, because there are too few 
openings. So we adopted the British 
system. The prime Minister would not 
renounce the prerogative of appoint-
ing, so a compromise was made – 
within the new system, he consults the 
commission but is not bound by their 
recommendation. i’m still not very 
happy with it, but it is better.”

Finally, the former judge is also chair-
man of the drugs rehabilitation Board, 
and has also turned his attention to 
another project – the regeneration of 
the Grandmaster’s palace. “The proj-
ect has been put on the back burner 
because of v18 and the presidency 
of europe, but the idea is to get all 
the offices out, regenerate the palace 
and turn it into the house Museum. it 
should become a palace again – it is 
a ruddy waste to have it turned into 
offices,” he says with conviction.

And while all this keeps him busy, the 
dynamic 80-year-old does find time for 
himself, counting travelling, photog-
raphy and collecting antique images 
among his hobbies. “i believe i have 
one of the largest collections of antique 
photographs and postcards of Malta 
and i add to it constantly. i also like 
travelling around europe. i’ve been fur-
ther afield, to the US and north Africa 
among others, but i feel that i vibrate in 
unison with europe… i feel relaxed and 
at home anywhere in europe. Another 
very personal hobby is abstract pho-
tography. i do some crazy, non-figura-
tive photography. Maybe one day i’ll 
publish some,” he says, with a glint in 
his eye. BA

“Many 
lawyers 
were not 
comfortable 
suing the 
government 
– i was.”

“My major interest is in Baroque 
art, but i also love modern art 
immensely. if i want to scandalise 
people, i’d say something which 
i believe is true – that Picasso is 
greater than Caravaggio.”

“Malta is the only democratic 
country in the world which still 
has the appointment of judges 
done in the same way as it was in 
Grandmaster Pinto’s time.”



39BUSINESSAgenda  |  Autumn 2016



40 BUSINESSAgenda  |  Autumn 2016



41BUSINESSAgenda  |  Autumn 2016

Business update

incontinence is a major problem for healthcare 
systems worldwide. roughly half of all institu-
tionalised elderly patients suffer from inconti-
nence; urinary, faecal or both. The results are all 
too familiar to care professionals everywhere: 
skin irritation, reddening, inflammation, infec-
tions and excoriations, all symptoms of inconti-
nence Associated dermatitis (iAd). 

The high correlation between iAd and pressure 
ulcers makes effective incontinence manage-
ment a top priority in all care environments. 

Aldanex™ has been specifically designed for the 
daily skin care of incontinent patients. There-
fore, it represents a welcome contribution to the 
cost-effective prevention and treatment of mois-

ture lesions, pressure ulcers up to category 2 and 
intertrigo. 

Aldanex is indicated for the care of intact or 
injured skin associated with incontinence of 
urine, stool or both (iAd). it is also very effective 
for the prevention and treatment of pressure 
ulcers up to category 2 and intertrigo. Aldanex 
helps moisturise the body and protect severely 
dry skin. other indications include partial thick-
ness wounds, maceration of peri-wound skin 
and maceration/friction around drains, tubes, 
supra-pubic catheters, tracheostomy and nasal 
cannula sites. 

Aldanex™ is available in leading pharma-
cies in tubes of 85 grams. 

Aldanex™ bridges the gap 
between preventive 
skin care and therapeutic 
wound care

Farsons Classic Brews 
Brewed with passion, crafted with pride

The Farsons Brewery has recently launched a 
newly revamped and extended Farsons classic 
Brews range. 

Farsons Blue label Amber Ale, Farsons india pale 
Ale and Farsons double red Strong Ale – two 
new additions to the range, which harp back to 
the brewery's origins and launch of Malta's first 
local brew, Farsons pale Ale in 1928. 

Farsons ipA is a bitter ale brewed with high quality 
malt and traditional english hops, with a strong, 
fresh character and a pleasant hoppy bitterness 
balanced out by a malty sweetness, as well as a 
rich biscuit taste and an ABv of 5.7 per cent. A 
Farsons classic in the making.

Farsons double red is an all malt and full bodied 
strong ale with a deep ruby colour and a pleasant 
hoppy bitterness, balanced out by a malty and 
fruity sweetness, and an ABv of 6.8 per cent. A 
true Farsons classic.

Farsons Blue label has been enhanced. it is a 
a dark brown, top-fermenting ale, hopped and 
mixed with a special type of mild malt which 
gives this richly coloured ale a unique, surpris-
ingly smooth and mild taste. Blue label Amber 
Ale has an ABv of 4.7 per cent and will be avail-
able on draught in a newly procured dispense 
tap, designed to ensure that unique smooth and 
creamy experience. An original Farsons classic.
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Mediterranean Aviation company ltd (Meda-
via), has been operating flights since 1978. The 
company provided air support for the oil and gas 
exploration and production companies in north 
Africa, initially operating a fleet of Four casa 212 
aircraft. The casa 212 was a rugged, short take-
off and landing capability aircraft with unpaved 
airstrip capability. The company operated the 
casa 212 for many successful years. At present 
the company operates a fleet of turbo prop air-
craft consisting of 19 seat, Beech 1900d, 37 seat, 
dash 8-100 and 50 seat dash 8-315, providing 
passenger charter flights in Africa and europe. 

Medavia has successfully operated also in South 
east Asia on behalf of the United nations world 
Food programme. over the years Medavia has 
operated out of bases in luqa (Malta), Tripoli 
(libya), cairo (egypt), Khartoum (Sudan), nouak-

chott (Mauritania) hassi Massoud (Algeria), cebu 
(The philippines) Athens (Greece) rimini (italy), 
roros (norway) and most recently Salerno (italy). 

Flights are currently being operated from the 
company bases in Malta and Salerno to Tripoli, 
lampedusa, Trapani, Salerno, olbia, Split, Bari, 
corfu and Zakinthos.

Medavia is also an aircraft charter broker and pro-
vides third party small executive jets up to large 
airliners, dedicated air ambulance aircraft and 
cargo aircraft. Medavia also provides aircraft han-
dling services and flight representation.

t: 2249 0000; e: info@medavia.com.mt; 
www.medavia.com.mt

Medavia – operating 
flights since 1978

A safe berth for winter
creek developments plc has been managing 
and operating the Msida and Ta’ Xbiex Marina 
since January 2011. From the first day of oper-
ation, the focus has been on providing quality 
service, investing over €9 million to ensure first-
class facilities that match the uniquely sheltered, 
central location. 

Situated behind a breakwater in the heart of 
Msida creek, in the centre of Malta’s longest-es-
tablished yachting district, the Msida and Ta’ 
Xbiex Marina is perfectly located for visitors and 
residents alike. with the majestic backdrop of val-
letta on one side, embassies and high-rise apart-
ments on the other, 15 minutes from an interna-
tional airport and all necessary service providers 
on-site or close by, the marina makes an ideal 

base for combining a winter maintenance pro-
gramme with off-season sailing. The proximity to 
the attractions of Sliema, St Julian’s and valletta is 
appreciated by visitors all year round.

Together with the exceptional position, protected 
from all wind and swell directions, the Msida and 
Ta’ Xbiex Marina offers easy berthing and excep-
tionally comfortable land-side facilities. popular 
year-round, the marina has become a winter port 
of choice, the initial handful of over-wintering 
yachts growing into a sizeable repeat commu-
nity. 

t: 2133 7049;     
e: info@creekdevelopments.com
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Brass & Knuckle in naxxar offers a new experi-
ence within the local culinary climate. it provides 
a range of quality meat and delicatessen, either 
cooked to perfection as a dine-in experience, or 
to take away and be cooked as you wish. owner 
Mark Zammit comes from seven generations 
of butchery, and brought extensive experience 
garnered through his travels and industry knowl-
edge to Brass & Knuckle, his latest project. 

Branching away from the family butchery busi-
ness about ten years ago to focus on the del-
icatessen, Mark was inspired by the food halls 
in Globus in Switzerland, harrods in the UK and 
printemps in France. “i always imagined incor-

porating our strengths, the delicatessen and 
butcher shop, with what we love doing best – 
cooking. That is where the whole idea for Brass 
& Knuckle came from,” he says. The concept 
pairs top-quality produce with a cool, modern 
aesthetic achieved through fine textures and 
materials, a project which took two-and-a-half 
years to complete, but the resulting design is one 
he describes as having a mixture of influences, 
much like the concept of the restaurant itself, 
with an immense attention to detail. 

5, triq L-Oratorju, naxxar. t: 2722 2722; 
www.brassandknuckle.com

Brass & Knuckle – 
a novel culinary concept

APs Bank to 
operate €12 million 
innovation facility 
for Maltese SMes
over the next two years, ApS Bank in collabo-
ration with european investment Fund (eiF) will 
make available a loan portfolio of €12 million 
to support local SMes in developing, streamlin-
ing and innovating their operations, products, 
services or financing business transfers subject 
to certain terms and conditions. The innovFin 
Scheme is applicable to a wide range of business 
sectors and falls under the horizon 2020 eU 
Framework programme for research and inno-
vation. 

innovFin provides for 50 per cent risk sharing by 
the eiF, resulting in a maximum guarantee of €1.2 
million per SMe, on the financing of business 
loans not exceeding €2.4 million at competitive 
interest rates with a maximum repayment term 
of 10 years. 

commenting on the initiative, ApS Bank ceo 
Marcel cassar, said that the Bank “has a centen-
nial tradition of supporting community entrepre-
neurs who have always been the backbone of 
the economic progress of our islands. we would 
particularly like to see innovative projects in envi-
ronment, technology, science, education, cul-
ture, health and social care.”

sMes interested in applying for the scheme 
are urged to contact APs Bank’s Commer-
cial Business unit (CBu) for an appoint-
ment or the APs Customer support Centre 
on t: 2122 6644. For more information 
about innovFin, visit   
www.apsbank.com.mt/innovFin

Business update
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technology

C
an you remember life 
before email? probably 
not, and even if you can, 
it’s hard to imagine what 
life was like without it 

or how we got anything done. it is an 
example of a type of technology that 
completely revolutionised the way we 
communicate. 

now, 20-or-so years after email 
became mundane, another technol-
ogy is inching towards the mainstream, 
and may well cause a revolution of its 
own. That technology is called Block 
chain (Bc) and, in a nutshell, it enables 
a fast, transparent and secure way of 
managing online relationships. 

“The so called ‘Block chain’, which was 
initially invented to create the peer-to-
peer digital currency Bitcoin, is based 
on algorithms that enable transactions 
on a network of computers to be aggre-
gated in ‘blocks’, which are added to a 
‘chain’ of blocks with a cryptographic 
signature,” explains oliver Gajda, exec-
utive director of the european crowd-
funding network in Brussels.

“Through the active involvement in the 
network, participants are able to earn 
Bitcoins for their efforts. The actions of a 
network participant – a computer – are 
based on specific rules within the net-
work and subject to the scrutiny of all 
other participants. As a result, actions 
that so far needed human intervention, 
or were recorded in just one location 
and were thus prone to fraud, can now 
be managed in a fully-transparent and 
secure environment without human 
intervention on a shared network.”

Mr Gajda explains that Bc technology 
will, ultimately, result in lower costs, 
higher efficiency and better security. 
“For instance, an individual will no lon-
ger be able to manipulate contracts or 
information flows for personal gain, nor 
will human oversight be a factor at an 
intersection between two automated 
processes, say within a financial ser-
vices firm. At the same time you can 
speed up these online relationships 
while ensuring full transparency of all 
actors and actions involved.”

currently, Bc technology is still consid-
ered to be ‘under the radar’. neverthe-
less, Steve Tendon, Managing director 
of TameFlow consulting ltd, believes 
it will be the bearer of many future 
innovations. “i believe it will impact 
almost every industry out there,” he 
says. “A bit ike luca paccioli's dou-
ble-entry book-keeping system which 
was a mathematical concept that cre-
ated the basis of wealth for over 500 
years, the Bc is an innovative mathe-
matical/algorithmic concept that has 
the power to affect every business, 
from mom-and-pop shops to the larg-
est corporations. So far we have only 
scratched the surface of what it can 
achieve.”

Joep paemen, a founding partner 
at innovative design company Flow 
design works, believes business peo-
ple also need to become aware of how 
the Bc could address some of their 
customers’ key needs. “people today 
want to know what’s happening to 
their data, but they also want things 
faster, in a more secure way and for 
less money,” he says. “The Bc has the 
potential to enable all of that.”

he explains the Bc will probably be 
used in combination with a number 
of other technologies – like machine 
learning or artificial intelligence. “it all 
boils down to the value you can create 
for the customer,” he continues. “This 
is the world we live in – there isn’t just 
one single technology but rather all of 
the things that are building on each 
other and coming together. Block 
chain isn’t a revolution in my opinion 
but, rather, another important piece 

of the puzzle and, as more and more 
things come together, one is able to 
provide more interesting solutions.”

he goes on to explain that the key 
behind the potential success of Bc lies 
in the fact that it is very hard to achieve 
trust on the internet. “The internet pro-
vides a method for exchanging infor-
mation, but people are also interested 
in exchanging values or exchanging 
assets (this is why Block chain adds a 
crucial and innovative dimension to the 
internet).

“we used to live in a world where our 
data was not thought to be all that 
important – in fact, we were quite 
happy that other people took care of 
it because a doctor, a hospital, a bank, 
for instance, were trustworthy without 
question,” he asserts. “now we are con-
cerned about the security, the privacy 
and reliability of our data. Bc technol-
ogy makes it possible to say: ‘you know 
what, every time data is created that 
concerns me and which i am involved 
in; that data will be captured for me and 
will be kept for me by someone who 
works exclusively for me. i will be able 
to control the release of that informa-
tion only to people that need it to pro-
vide me with better services.’ Through 
the Bc, you can remain the ultimate 
owner of your own data.”

with that in mind, Mr paemen also 
explains that the Bc allows us to 
re-imagine the way intermediate 
steps take place and, in the case that 
they aren’t necessary, eliminate them. 
“essentially, the Bc enables dis-inter-
mediation or re-intermediation. For 
instance there’s really no reason why 
sending money from Malta to Brussels 
should be more complicated or should 
last longer than sending an email from 
Malta to Brussels! The old middlemen 
– because of their legacy approaches 
(they were slow, expensive, maybe less 
secure, and there was an issue around 
who owned data) – slowed things 
down. A Bc powered approach can be 
faster, less expensive, more secure and 
the data will stay with the person that 
should actually own it,” he says. 

1.3 per cent of the amount transmit-
ted. with costs being lowered on that 
scale, Bc could make financial services 
accessible to the two billion people in 
the third world who, currently, cannot 
afford them. it’s start-ups like these 
that will have a huge impact on the 
way this technology is used, and the 
lives it can transform. it’s my belief that 
many of the middlemen jobs currently 
out there – from bankers to notaries 
– won’t be needed once the Bc really 
takes off! i really do think this is an 
incredible opportunity.”

however, despite the significant advan-
tages that distributed ledgers and 
Block chain technology offer, there are 
also still many unknowns and risks. As 
Mr Gajda explains, “an example of this is 
the so-called dAo fund, a venture cap-
ital fund of sorts that raised significant 
money using smart contracts based 
on etherum. The code of the contract 
contained a loophole that was quickly 
exploited by a participant that was able 
to divert a large amount of money 
away from the fund. As a result of the 
opportunities and risks, financial mar-
ket actors are, for now, mostly looking 
at the use of the technology for inter-
nal processes or those processes run-
ning on their own networks that can 
be fully controlled and limit the risk of 
external intervention.”

And with that in mind, Mr paemen 
stresses that there are still likely to be 
many surprises in store when it comes 
to Bc. “The last word on the underlying 
technology has not yet been said; it is 
still evolving and will continue to do so.

“i recently had a client in the funds 
industry and we mapped the current 
‘what happens between those that 
manage and those that distribute the 
funds’. we found that, between these 
two, there is a totally archaic spaghetti 
of different people and entities that 
intervene – handling different aspects 
like authentication, identification, 
clearing, settling, custody and so on. 
does it still have to be so complicated? 

“Most of this can be replaced by a 
Bc-enabled process. customers won’t 
necessarily be aware of what goes 
on behind the scenes (as is the case 
now). They will notice that things got 
easier, faster, more efficient and that 
they have more data at their disposal. 
As individuals, we will become more 
aware of the fact that data is an asset. 
The current paradox that other entities 
might know more information about 
you than you do should disappear over 
time. people will be made much more 
conscious and empowered regard-
ing the data they have and what they 
would like to share with others,” Mr 
paemen concludes. BA

Joep paeman

looking at the practical implications of 
how Bc will be used, Mr Gajda explains 
that, aside from speed and added secu-
rity in existing processes, this technol-
ogy will also aid the development of 
new processes and relationships. 

“Bitcoin was one of the first examples – 
a peer-to-peer digital currency or cash 
used to purchase services or goods 
without traditional money. we can use 
cash as a comparison – it is authen-
ticated, in general, by its physical 
appearance: the paper, colour, pattern 
of the print, specific security measures, 
and by the relevant serial numbers. 
however, paper ledgers recording 
financial transactions do not record the 
appearance of the actual money but 
only the value. in the case of crypto 
currencies, the ledger of transactions 
ensures the authenticity of every indi-
vidual currency instance. Given specific 
network rules and the nature of partic-
ipants, such digital transactions can be 
used to conclude a very diverse range 
of types of agreements and transac-
tions. The details of these transactions 
are therefore not settled in a written 
contract on paper, but in the code of 
the digital transaction.” 

now there are already a number of 
Block chain-based applications other 
than currencies being created, such 
as for example smart contracts (eg 
etherum), identity (eg Kaybase), digi-
tal assets representing real assets (eg 
open Assets) or payments (eg Bitpay), 
as well as verifiable data as used in 
audit chains (eg Factom or Tierion). 

Mr Tendon also sees well beyond Bc’s 
currently-perceived potential, which 
is heavily linked to the 700 cryp-
to-currencies currently in circulation. 
“The financial technology sector has 
crafted several interesting technolo-
gies around Bc, including direct inter-
national remittance,” he says. 

“But that’s just the start. it could also 
address one global issue of immigra-
tion, whereby people who have moved 
overseas want to send money back 
home. currently, this can take quite a 
while – from the time spent standing 
in a bank queue, to the actual trans-
fer of funds. it is also costly, with high 
fees being charged for the transaction. 
now, though, there are start-ups using 
Bc technology to make these transfers 
in an instant, and with charges of only 

Steve Tendon

oliver Gajda

Changing Chain of  

Command 
From the transfer of funds to 
the verification of land titles, 
Block chain technology has 
the power to reimagine the 
way we do countless things. Jo 
Caruana asks the experts for 
their thoughts on how it will 
impact our future.  
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