
Tourism drives the economy 
of the Provence-Alpes-Côte 

d'Azur region

The first incubator in the 
world specializing in tourism

France is the top global desti-
nation for foreign tourists, with 
over 84 million visitors in 2013. 
The PACA region is the num-
ber one destination for French 
tourists and the second most 
visited by foreign tourists after 
Paris, drawing in 31 million visi-
tors each year. The region has a 
huge amount to offer, including 
accommodation to suit all tastes 
and budgets; original and deli-
cious traditional food; a rich and 
varied programme of cultural 
events; majestic mountain rang-
es; legendary seaside resorts; 
and landscapes that have inspired 
the greatest painters. 

The Marseille-Provence 2013, 
European Capital of Culture pro-
gramme heavily boosted tourism 
in the area. Nearly eight million 
people took part in the events 
that were organized. The Muse-
um of European and Mediterra-
nean Civilizations (MuCEM), a 
flagship project within the pro-
gramme, symbolic of the new 
seafront in Marseille, has received 
more than one and a half million 
visitors since it opened. “But the 
work to further the economic 

Located in the heart of Paris, 
the 1000m² site includes an 
open-plan space for collabora-
tion and conference rooms for 
the thirty or so start-ups that 
have been selected. The organ-
izations behind this initiative in-
clude the City of Paris, the Pub-
lic Investment Bank (BPI), the 
Paris Convention and Visitors 
Bureau, and private compa-
nies such as Aéroports de Paris, 
Amadeus, Sodexo, Skyboard, 
Galeries Lafayette, Viparis and 
Air France. The start-ups also 
enjoy the use of an experimen-
tation area and a monitoring 
unit. In addition, facilitated ac-
cess to financing enables them 
to gather the funds required to 
expand. The incubator even has 
a press service to allow small 
and medium-sized businesses 
to publicize themselves.

The entrepreneurs housed by 
Welcome City Lab offer a wide 
variety of products and servic-
es. Marins d’eau douce, a hire 
company set up by two sailing 
enthusiasts, owns a fleet of 17 
electric boats on which tourists 
can sail without a licence along 
the 40km of navigable water-
ways of the Bassin de la Villette, 
the Saint Martin canal and the 

development of our region con-
tinues. Marseille-Provence 2013 
was not only a testing ground for 
shared ambitions, but also a fore-
taste of the future Aix-Marseille-
Provence conurbation, which will 
be created on 1 January 2016,” 
says Jacques Pfister, president of 
the Marseille-Provence Chamber 
of Commerce and Industry.

According to estimates by the 
PACA Regional Tourist Board, 
international tourism accounts 
for six million visits each year, 
bringing in revenue of around ¤5 
billion. The region has long been 
popular with European tourists, 
as well as visitors from Austral-
ia, the United States and Canada; 
moreover, a regular flight route 
from Toronto to Marseille has re-
cently been opened. The Region-
al Tourist Board is now targeting 
emerging countries with strong 
growth prospects, such as China, 
India, Russia, Korea and Brazil. 
Tourism is a major source of 
growth and job creation in the re-
gion, generating total annual rev-
enues of ¤14 billion. The region’s 
many tourists help to sustain a 
stable economy that accounts for 

Ourcq canal. The company Eva-
nela, meanwhile, which already 
employs three people, organ-
izes visits to prestigious work-
shops of jewellers, designers 
and couturiers that are usually 
closed to the public.

Some companies in the incubator 
are more traditional tour opera-
tors. Examples include Worldia, 
which offers internet-users the 
opportunity to design a custom-
ized trip online, and Family Twist, 
which markets luxury family trips 
to Paris, London and the châ-
teaux of the Loire.

The global success of smart-
phones has also encouraged cer-
tain Parisian entrepreneurs to 
launch applications for passing 
tourists. With Mobilytrip, visi-
tors can create a travel journal 
by adding photos, videos and 
notes that can be shared day 
by day with their friends and 
family. SmArtapps, meanwhile, 
offers audioguides and interac-
tive guides, including interactive 
maps, a 360° panorama and syn-
chronized feeds for the capital’s 
main museums and monuments. 
The developers of Culture’Apps 
are promoting the creation of 
the first web platform dedicated 
to designing applications for cul-

11% of GDP and provides em-
ployment for 150,000 people. 

Christian Mantei, managing di-
rector of Atout France, the French 
Tourism Development Agency, 
emphasizes the wealth of en-
ergy and resources supporting 
tourism in the region: “Tourism 
is evidently central to the PACA 
regional economy, thanks to the 
region’s natural assets, infra-
structure, range of services and 
clearly defined tourism devel-
opment strategy. Furthermore, 
the importance of tourism can 
be observed throughout the re-
gion, not only in coastal areas. It 
is clearly a major branch of the 
local economy and visitor num-
bers are constantly rising, which 
shows that new customers con-
tinue to be drawn in and industry 
professionals are not resting on 
their laurels. And that is one of 
the very reasons why the Med-
iterranean delegation of Atout 
France has been based in Mar-
seille for several years now.

Annik Bianchini

www.atout-france.fr 
www.tourismepaca.fr  

tural sites. In the field of gastron-
omy, thanks to the application 
Monrestoenpoche, it will soon 
be possible to order remotely 
from many Parisian restaurants 
to avoid long queues.

Welcome City Lab has also 
opened its doors to collabora-
tive tourism specialists. Bluenod, 
for example, displays and or-
ganizes "communities" at con-
nected events. This visual data 
representation service can be 
used to map the participants at 
a congress, conference or trade 
fair. For those seeking culinary 
authenticity, Cookening allows 
foreigners to be treated to a meal 
at someone’s home. Sejourning 
is a more traditional platform on 
which property owners can rent 
out their home for short periods. 
Amateur film-makers inspired by 
the capital can post their films 
about Paris online via the plat-
form Crop the block. “With the 
large number of enterprises in 
this incubator, we can share ex-
periences and networks,” says 
the founder of Evanela, Lucie 
Knappek. So long live Welcome 
City Lab!

Marco Rangi

www.welcomecitylab.com

The Provence-Alpes-Côte d'Azur (PACA) region of France is a renowned 
international tourist destination which opens on to the Mediterranean 
and has much to recommend it: exceptional cultural and natural 
heritage, a broad range of landscapes, a pleasant climate, a wide 
variety of accommodation, modern infrastructure, and so on. Tourism 
has therefore naturally become a major component of the regional 
economy. Foreign visitors account for one fifth of this tourism.

It is the only initiative of its kind in the world: Paris is the first city to 
have opened an incubator for tourism-related start-ups.  The idea makes 
sense, given that the French capital is the world's most popular tourist 
destination, with 32.3 million hotel arrivals in 2013. The number of foreign 
visitors, meanwhile, rose by 8.2% in twelve months, reaching 15.5 million 
in 2013. These figures alone justify the creation of Welcome City Lab.

Verdon Gorge - in south-eastern France (Alpes-de-Haute-Provence)

Grasse - capital of perfume

Marseille - Museum of European and Mediterranean Civilizations (MuCEM)

WWW.MARINDEAUDOUCE.FR

Provides an exclusive access to exceptional 
French Art Craftsmen’s workshops and offers 

unforgettable, inspiring encounters and discoveries.
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1. At the end of this year, Paris 
will be hosting COP21, a con-
ference for the parties to the 
UN Framework Convention on 
Climate Change, also called 
“Paris Climat 2015”. What are 
the stakes? 

The Paris Climat 2015 Conference 
is a crucial meeting, as it will re-
group two conferences: on the one 
hand, the 21st annual Session of 
the of the Conference of the Par-
ties (COP 21) to the 1992 UN Con-
vention on Climate Change (UNCC) 
and on the other hand, the 11th 
Session of the Meeting of Parties 
(CMP 11) to the Kyoto Protocol of 
1997. A universal agreement on 
climate must be signed, in view of 
the Kyoto’s Protocol’s 2020 dead-
line, and it is essential that con-
crete measures be taken, as the 
challenge it to limit the increase in 
world temperature to two degrees 
celcius relative to the pre-industri-
al era. Without achieving this, the 
consequences for our societies and 
our economies will be catastrophic.

2. What is the “Green Climate 
Fund”?

We are closely following the issue 
of financing of the fight against 
climate change, as it will be one 
of the most important subjects of 
the COP21 negotiations. Devel-
oped countries have committed 
themselves to mobilise 100 billion 
dollars between now and 2020. 
The Green Climate Fund aims to 
become the principal multilateral 
fund consecrated to financing the 
transition of developing countries 
towards low-carbon economies. 
Moreover, it has been decided 
that 50 percent of Green Climate 
Fund resources will be dedicated 
towards projects on adapting to 
the impact of climate change, of 
which half will go to supporting 
the most vulnerable countries. At 
the UN Climate Summit in Septem-
ber 2014,  the President of the 
Republic, Mr. François Hollande, 
announced that France would con-
tribute one billion dollars towards 
the Green Climate Fund.

1. What is your current as-
sessment of economic rela-
tions between Kuwait and 
France?

Economic and commercial ex-
changes are already numerous 
but need to be intensified in order 
to make Kuwait a leading partner 
in the region, at the same level 
of excellence as our political re-
lations. The total value of our 
trade with Kuwait since 2011 is 
around 1.3 and 1.7 billion euro 
and keeps increasing. Kuwait 
is France’s third largest trading 
partner in the CCASG, behind 
Saudi Arabia and the United Arab 
Emirates. France, along with its 
businesses, is available to Kuwaiti 
authorities to assist them in their 
strategy for economic diversifi-
cation and development. Strong 
in globally recognised expertise, 
French businesses, conscious of 
the opportunities that this coun-
try offers, wish to enroll in this 
new dynamic that will reinforce 
the links that we have with the 
Kuwaiti community.

2. What major sectors attract 
French companies to Kuwait? 

The number of French com-
panies in Kuwait is constantly 
increasing, with about twenty 
French subsidiaries in the coun-
try today. Among the principal 
sectors of activity are energy 
(oil, electricity production, de-
salination), transport, construc-
tion, defence, and health. The 
good image that French prod-
ucts enjoy explains the presence 
of numerous franchises in the 
Kuwait market, in the domains of 
luxury goods, consumer items, 
and food. Every year, the French 
Embassy is pleased to inaugu-
rate, with its Kuwaiti partners, 
the arrival of new French brands 
or companies, which testifies to 
the growing interest of Kuwaitis 
in our products.

3. Can you provide any ex-
amples of success stories in 
French-Kuwaiti economic 
cooperation?

Growing economic and trade 
relations in recent years can be 
illustrated as much in the pri-
vate sector as the public. In the 
private sector, one can point to 
the inauguration of the desalina-
tion plant of Véolia-OTV on the 
Az Zour site at the end of Janu-
ary 2015 during the visit of the 
French Minister for Foreign Af-
fairs, or to the regular delivery 
of several aircrafts from Airbus 
since 2014 for Kuwait Airways.

3. What is expected on the part 
of Kuwait on the occasion of 
COP21?

The challenge of the COP21 nego-
tiations will be to obtain a commit-
ment from all states to participate 
in the collective effort necessary 
to protect the climate and to stop 
climate change. The 196 partici-
pating countries have been invited 
to submit their quantified national 
contribution, containing their com-
mitment to reduce greenhouse gas 
emissions. Kuwait is very attentive 
to this question and will be propos-
ing its national contribution in the 
coming months, which we hope 
will be the most ambitious possi-
ble. I should add that France is fully 
mobilised on this event, and is call-
ing for international mobilisation to 
make Paris Climat 2015 a success.

4. How can one promote the 
fight against climate change 
in Kuwait? What actions are 
available to the French Embas-
sy?

The subject of COP21 is listed 
on the agenda of every bilateral 
meeting with the Kuwaiti authori-
ties, in order to show the priority 
that France gives to the most im-
portant international diplomat-
ic meeting ever to take place on 
French soil. The French Embassy 
and the Institut Français du Koweït 
have implemented several actions 
throughout the year in partnership 
with community organisations, 
notably environmental groups, 
universities, the media, and scien-
tific research centres (the Kuwait 
Institute for Scientific Research 
or the Kuwait Foundation for the 
Advancement of Sciences). Mobi-
lisation from Kuwait also concerns 
Kuwaiti citizens who gave their 
opinion on climate by participating 
in the global debate “Worldwide 
Views About Climate and Energy” 
on the 6th of June of this year. This 
event, which was organised jointly 
by the Embassy and the Scientific 
Center, was successful, especially 
since Kuwait was the only oil-pro-
ducing country in the Gulf to take 
part. Follow us on @francekoweit 
to attend all of our functions on 
the theme of climate.

In addition, the French authori-
ties continue to form privileged 
ties with the Kuwaiti authorities, 
and support projects of com-
mon interest relating to exports, 
setting up branches, and foreign 
investment in each direction. 
An intense dialogue is taking 
place within the framework of 
joint commissions, which will 
permit the implementation and 
monitoring of cooperation pro-
grammes that are essential for 
our bilateral economic relations. 
We also welcome an increase in 
Kuwaiti investment in France, 
and we hope for much more in 
the years to come.

4. What prospects are there 
for French companies inter-
ested in major development 
projects in Kuwait?

The willingness of the Kuwaiti 
authorities to diversify the 
economy through the new five-
year development plan (2015-
2019) approved at the begin-
ning of 2015 offers a number of 
opportunities for our companies. 
In the transport and infrastruc-
ture sector, French companies 
are ready to position themselves 
on the major projects that have 
been set out in this ambitious 
plan. The health and housing 
sectors present just as many 
business opportunities. And we 
mustn’t forget the particularly 
important field of energy, with 
constantly increasing consump-
tion forcing Kuwait to build new 
power plants, projects for which 
our companies will continue to 
respond to the various tenders. 
Finally, the recycling, waste wa-
ter treatment, and desalination 
sectors are a priority for French 
corporations, which have devel-
oped the most innovative tech-
nology to respond to these envi-
ronmental challenges.

The environment is precisely one 
of the challenges of the most re-
cent development plan, reflect-
ing the willingness of Kuwaiti 
authorities to develop, step by 
step, alternative techniques for 
energy production. France is for-
tunate to have world-renowned 
research institutes and stands 
more than ever alongside Kuwait 
in this matter. This positioning 
goes well beyond the economic 
sphere, since France is extremely 
mobilised on the question of the 
environment and will be hosting 
the UN Conference on Climate 
Change (COP21) in Paris in De-
cember 2015. 

Climate
Ms Karima Anbar

Economic Relations 
Mr. Michel Boivin

1. The theme of this year’s 
French national day cele-
bration is COP21, the “Paris 
Climate 2015” conference. 
What message do you wish to 
convey to our 
Kuwaiti partners on this oc-
casion?

First of all, I would like to thank 
the Kuwaiti authorities for their 
cooperation on this matter. This 
conference, which will bring to-
gether 196 countries and 50 
thousand participants, will be 
one of the largest internation-
al conferences on climate ever 
organised on a global level and 
more particularly by France. As 
our interlocutors have reminded 
us on many occasions, Kuwait is 
conscious of the crucial chal-
lenge of the COP21 Conference 
to avert a change in climate that 
would threaten our societies and 
our economies. We are working 
in close collaboration with repre-
sentatives of Kuwait, who have 
been very attentive and who 
will be proposing in the coming 
months what we hope to be the 
most ambitious possible national 
contribution. We must collec-
tively find the means to limit the 
increase in the planet’s tempera-
ture to two degrees celcius over 
the course of the 21st century, 
because if the temperature ris-
es above this amount, to four 
or five degrees celcius, we are 
heading towards a disaster.  The 
only way to achieve this goal is 
to drastically curb greenhouse 
gas emissions. France therefore 
expects this summit will raise 
awareness, at the political and 
economic levels, as well as with-
in public opinion.

2. How would you 
characterize diplomatic 
relations between  
France and Kuwait?

Diplomatic relations between our 
two countries are friendly, warm, 
and imbued with trust. Within the 
space of a few months, since the 
beginning of the year, we have 
had three important ministerial 
visits to Kuwait: the Minister of 
Foreign Affairs, Mr. Laurent Fa-
bius; the Minister of Develop-
ment, Mme Annick Girardin; and 
in June, the Minister of Defence, 
Mr. Jean-Yves Le Drian. Sheikh 
Sabah Al Khaled has also come 
to Paris on several occasions, 
within the framework of bilater-
al and multilateral exercises. Our 
two countries are very close. We 
work together in confidence. I 
also consider France to be a ma-
jor ally for the countries of the 
GCC, and Kuwait in first instance, 
as the presence of President Hol-

Bilateral relations
The Ambassador 

lande at the GCC summit in Ri-
yadh attests. We were at Kuwait’s 
side 25 years ago at the time of 
the Iraqi invasion. We remain so 
now, and will continue to be in 
the future, so much we consider 
our relationship with the state of 
Kuwait to be an integral part of 
our Middle East strategy. 

3. What is your assessment 
of the economic partnership 
between France and Kuwait?

Our political relations are excel-
lent, as I have just told you. We 
need to raise our economic  re-
lations to the same level of ex-
cellence. We are actively working 
on it and those who know me in 
Kuwait know that I am person-
ally working on it. We are very 
active in the promotion of our 
companies here in Kuwait, nota-
bly our small- and medium-sized 
businesses. We have just opened 
a Business France office dedi-
cated to trade between our two 
countries. Conversely, we would 
like to see Kuwaiti investments in 
France grow, particularly in the 
industrial sector. We’ll achieve it, 
as I see on both here and in my 
own country of France the will to 
go forward. 

4. What are the most 
promising sectors for 
cooperation between France 
and Kuwait?

Our cultural, scientific, and tech-
nical cooperation with Kuwait is 
of primary importance. We en-
ergetically support the project to 
teach French at the middle school 
level in Kuwait government 
schools, which will happen at the 
beginning of the school year in 
September,. This is a great pro-
ject whose fruits will be harvest-
ed in the years to come, when a 
new generation of Kuwaitis will 
be welcomed with open arms in 
our universities in France, as is 
already the case but in greater 
numbers. Our cooperation is am-
bitious, in the area of medicine, 
engineering, technology, and sci-
entific research. I’m very pleased 
to support this movement. For 
the curious among you, I invite 
you to follow us on Instagram, 
Twitter, and Facebook @france-
koweit and @if_koweit to follow 
what we are doing from day to 
day. I’m very optimistic about the 
development of our relationship 
of cooperation, especially since 
Kuwaitis love France, and they 
tell us so. The least we can do 
is to show them, in return, that 
they are welcome in our country.

French festivals,
a great export

Festival of music, 
Festival of lights, 
les Siestes 
Électroniques, 
Nuits Sonores...
Our “festive” know-
how is now in demand 
all around the world.
The French like to get 
together to have a good 
time, around musicians, 
in front of a stage, or 
watching a thousand lights 
dance over a monument. The 
Music Festival (Fête de la 
musique), held on 21 June, 
the Summer Solstice, every 
year since 1982, began to 
attract interest in other 
countries from 1985. More 
than 125 countries now 
participate in this great 
popular, free event. From 
Angola to Andorran, 
through Armenia, Barbados, 
Botswana, Cyprus, 
Guatemala, Kazakhstan, 
Madagascar, Peru, the 
Seychelles and Timor 
Leste, millions of people 
get together every year on 
the same day to listen to 
street music. At first, the 
music festival developed 
beyond France's borders 
through the dynamism 
of the French cultural 
network, before involving 
local stakeholders such as 
music schools, associations 
and municipalities during a 
second phase. 

From 1994, the French Ministry 
of Culture entrusted responsibility 
for the national and international 
coordination of the event to the 
Association for the development 
of creation, studies and projects 
(Association pour le Développe-
ment de la Création, Études et 
Projets, ADCEP).

The role of ADCEP is to raise pub-
lic awareness of the event, offer 
artistic and technical advice, and 
produce programmes. It works 
closely with professional players 
and France's relays abroad, such as 
embassies, French cultural estab-
lishments and Alliances françaises, 
those of which in Argentina and 
Peru have the most subscribers 
anywhere in the world.

But “French music” is not ex-
ported only one day per year. 
Far from it. During the hot sum-
mer months, many festivals are 
held all around France. Some of 
those events have such a repu-
tation that the greatest interna-
tional stars no longer think twice 
before travelling over to per-
form during the concerts, which 
are generally free. 

In the last few years, not only 
singers and musicians, but even 
whole festivals travel abroad 
to entrance an audience that is 
ever wider and more diverse. 
Lyon's Nuits Sonores festival 
was thus “exported” to Tangiers, 
Morocco. The Siestes Électron-
iques festival was created in 
Toulouse in 2001. It has organ-
ized concerts in Montreal, Kyoto 
and Berlin, as well as in Brazza-
ville, Cairo, Ho Chi Minh City and 
Buenos Aires. Siestes Électron-
iques likes to call itself a “free 
festival of adventurous music”. 
It has joined the ICAS (Interna-
tional Cities of Advanced Sound) 
network of events dedicated to 
digital cultures. But France's mu-
sic is not the only thing to expe-
rience such success abroad.

Lyon's Festival of lights (Fête des 
lumières) takes place over four 
days every December and re-
ceives an annual 3-4 million vis-
itors. So great is its renown that 
it has spawned a subsidiary in the 
Persian Gulf, with Dubai's city 
centre being illuminated in March 
last year for ten days. 32 works 
including Mirage Metropolis by 
Jean-Charles de Castelbajac and 
Serenade by Chantal Thomass lit 
up the heart of the United Arab 
Emirates' largest city.

Lastly, the city of Lyon has organ-
ized the International Light Festi-
vals Meeting since 2012, which 
has enabled French creators to 
present light shows abroad and 
to participate in events such as 
Rome's Carnival. French festivals 
are clearly in great demand!

Marco Rangi

Lyon - the International Light Festivals

Dazzling Fireworks
People have marvelled at pyrotechnic displays for centuries. This 
summer, our nights will once again be lit up by fireworks. In this 
sector, French pyrotechnists have developed specific expertise, 
which is sought after throughout the world.
The fireworks market is worth a 
considerable amount. Each year, 
¤4 billion is spent on firecrackers 
and fireworks worldwide. Chi-
na remains not only the primary 
producer and exporter but also 
the greatest consumer of pyro-
technic products, accounting for 
50% of global demand. That is 
why the market's European lead-
er, the French firm Lacroix-Rug-
gieri, has opened an office in 
Shanghai. The French are par-
ticularly renowned for designing 
and executing highly complex 
firework displays. 
Such events are a well-estab-
lished popular tradition and lo-
cal councillors remain strongly 
committed to putting on dis-
plays of this type and scale. 
"We estimate that the national 
market is worth ¤80 million, not 
counting expenditure on sound, 
lighting, electrical equipment, 
and so on," says Henri Miermont, 
secretary general of SFEPA, the 
French union for manufacturers 
of explosives, pyrotechnics and 
fireworks. 
Large firework displays usual-
ly cost between ¤50,000 and 
¤100,000, but the budget for 
a display such as the one organ-
ized for Bastille Day in Paris can 
be as much as ¤600,000. In 35 
minutes, the pyrotechnists get 
through almost 30 tons of pow-
der. This year, the display was 
produced by Groupe F, which is 
the company behind the Foun-
tains Night Show at the Château 
de Versailles and the New Year 
celebrations in Dubai. This com-
pany also exports its services to 
places including Taipei, Kuwait 
City, Istanbul, London, Rio de Ja-
neiro, Doha and Abu Dhabi.

There is great demand for the 
“French touch” abroad, where 
it is not uncommon for over ¤1 
million to be spent on displays. 
“The French compose a sort of 
opera that combines fireworks, 
music, lights, and so on”, explains 
Jean-Eric Ougier, one of the 
most popular master pyrotech-
nists, founder of the company 
Fêtes et Feux, which has already 
provided the display for Bastille 
Day in Paris on five occasions, 
attracted a crowd of 500,000 
spectators in Geneva and puts 
on more than 80 displays each 
summer. Jean-Eric Ougier is also 
the producer of the Grand Feu de 
Saint-Cloud, the longest firework 
display in Europe, which is sched-
uled for 13 September this year.
France is home to a dozen com-
panies specializing in this field. 
The sales figures for the largest 
of these, such as Lacroix-Rug-
gieri, Groupe F and Fêtes et Feux, 
are considerable. Among these 
prestigious brands, Henri Mi-
ermont distinguishes between 
“those who assemble existing 
items and those who make their 
own blends by mixing powders 
to achieve particular effects, 
like ATPM, a small business in 
Villeneuve-sur-Lot that hand-
crafts small batches of special 
high-quality products, which are 
very popular”. 
The leading European firm, Rug-
gieri, was founded in 1739, when 
the Ruggieri brothers became 
pyrotechnists for King Louis XV 
of France. In 1997, the compa-
ny went into partnership with 
the pyrotechnist Etienne Lac-
roix, who had been established 
in the south of France for 150 
years. Since then, the compa-

The Tour 
de France: 
riding high
The Tour de France 
is a great business 
opportunity for 
its organizer, the 
media, cities hosting 
stages, sponsors, 
and the brands 
in the publicity 
caravan.  
The race, the world's third 
most-followed sporting event 
behind the Olympic Games and 
the FIFA World Cup, provides 
comfortable economic bene-
fits for the municipalities and 
businesses that participate. The 
popular success of this unique 
cycling competition has never 
dwindled. The Tour de France is 
broadcasted in more than 190 
countries and is watched on 
screen by an average 3.5 bil-
lion people each year. Close to 
12 million spectators travel to 
watch from the roadside hoping 
to see the peloton, if only for a 
few seconds. In 2007, the de-
parture in London beat every 
record for crowd numbers, with 
almost 3 million people in the 
streets. It is not difficult to un-
derstand why cities and busi-
nesses jostle to participate in 
this remarkable competition.

Since 1947, the Tour de France 
has been lucrative for ASO 
(Amaury Sport Organisation) 
primarily. The Tour apparently 
provides a turnover close to 
¤150 million for the French family 
company, which also owns the 
daily newspapers L'Équipe and 
Le Parisien. France Télévisions 
alone pays it broadcast rights 
for race coverage worth ¤24 
million every year. The cities 
that host stages also have to 
pay ASO. The rate for hosting 
a stage departure is around 
¤100,000, whereas hosting 
the finishing line of a stage 
costs ¤60,000. These amounts 
may seem high, but almost 200 
municipalities compete every 
year to participate in the race's 
organization. The economic 
returns for the cities that are 
"lucky" enough to be selected 
are, indeed, considerable.

Many economic benefits

The Mayor of Porto-Vecchio, Cor-
sica, and the Mayor of Gap, in the 
Alps, estimate that the peloton's 
visit brought in several million eu-
ros for their municipalities. The 
Metz urban community went even 
further, commissioning a specialist 
consultancy to carry out a study 
into the economic benefits linked 
to the presence of the Tour cara-
van on 6 July last year. The results 
were clear: this stage brought in 
more than ¤670,000 of additional 
turnover for hoteliers, caterers and 
services providers in the city. Two 
thirds of the tourists attending the 
arrival of the Tour de France said 
that the event encouraged them 
to prolong their stay, while 77% 
said that it had influenced their 
choice of destination. 30% of the 
municipality's businesses experi-
enced a positive impact on that 
one day. 38% of the city's hotel-
iers even noted a 25% increase in 
their occupancy rates, linked nota-
bly to the presence of the 2,300 
journalists covering the cycle race.

The teams' sponsors have no 
difficulty recouping what they 
spend either. The awareness rate 
of insurance company AG2R-La 
Mondiale, which totalled 30% of 
persons surveyed when it first 
participated in cycling in 1997, 
has now reached 75%. The insur-
er thus considers that its invest-
ment, worth around ¤8.3 million 
every season, brings in the equiv-
alent of around ¤60 million of 
advertising space in the various 
media formats such as TV, radio, 
printed press and websites. Busi-
nesses with less money to spend 
can also take advantage of the 
Tour de France by participating in 
the publicity caravan.

To feature amongst the 37 brands 
that send 180 promotional vehi-
cles to drive around a few hours 
before the peloton, entertaining 
both young and old as they wait 
by the roadside, two options are 
available. Official partners of the 
Tour de France, such as LCL, PMU, 
Skoda and Vittel, can participate 
free of charge in the caravan, as 
stipulated in their sponsorship 
contract. The other business-
es must pay ¤37,000 to ASO for 
the right to run four vehicles in 
this exceptional publicity parade. 
Advertisers also have to plan for 
huge quantities of freebies for the 
public. BIC, for example, distrib-
utes 400,000 articles to specta-
tors, while the St-Michel biscuit 
company hands out 3 million ma-
deleine cakes throughout the Tour. 

Marco RangiToulouse - les Siestes Électroniques

On the occasion of climate diplomacy Day on June 17, the French Minister of Foreign 
Affairs Mr Laurent Fabius with the European ambassadors who did a the bike travel in Paris

HE Sheikh Khaled Al-Jarrah Al-Sabah Kuwaiti Minister of Defense and 
Mr Jean-Yves Le Drian French Minister of Defense 

HH Amir of Kuwait, Sheikh Sabah Al Ahmad Al Sabah and 
Mr Lean-Yves Le Drian French Minister of Defense 

HE Christian Nakhlé, Ambassador of France to Kuwait 

HE Christian Nakhlé, Ambassador of France to Kuwait and 
Mr Khaled Al Jarallah, Kuwaiti under Secretary for Foreign 
Affairs on the occasion of the French National Day

French Minister of Foreign Affairs Mr Laurent Fabius on a mission to Greenland to 
observe the bases of the ice, a consequence of global warming

Key figures:
3.5 billion watch the Tour on television in 190 countries
Turnover of ¤150 million

ny’s shows, which combine fire-
works, music and theatre, have 
been unfailingly successful. They 
have been admired in a range of 
locations, including the Stade de 
France stadium, the Eiffel Tower, 
the Brandenburg Gate in Ber-
lin, Madagascar and Qatar. They 
have provided unforgettable ex-
periences, such as the Statue of 
Liberty centenary celebrations 
in New York and the concert by 
Jean-Michel Jarre at the Giza 
pyramids. 
The family business Brézac Ar-
tifices is also very popular inter-
nationally. It can be credited, in 
particular, with the spectacular 
show put on for the 50th anni-
versary of Indonesian independ-
ence in Jakarta, in front of over 
a million people, and the Europe 
Day celebrations at the Palace 
of the Romanian Parliament in 
Bucharest. Another noteworthy 
firm is Pyragric, whose creations 
have been witnessed in China, 
Portugal, the Seychelles, Africa, 
Georgia, Switzerland and Eng-
land, as well as during the Tour 
de France.
All of these experts in firework 
displays owe their long-standing 
success above all to their con-
tinual quest for new effects and 
their optimal use of cutting-edge 
technologies. For an opportunity 
to admire the latest innovations, 
make sure not to miss out on the 
next International Symposium on 
Fireworks, which will be held in 
Bordeaux in 2015. The event will 
be attended by 40-50 exhibitors 
from around the world and there 
will be three firework displays 
every evening!  

Sylvie Thomas

la FRancela FRancela FRance



FRENCH HIGHER EDUCATION
YOUR PASSPORT FOR A BRILLANT FUTURE
10 GOOD REASONS TO STUDY IN FRANCE…
1. 3rd hosting country for foreign students
2. An excellent higher education system internationally recognized 
3. A tradition of research, technological and scientific innovation of leading 
4. Law, Engineering schools, Humanities and Business :
 French specificities of high level
5. Tuition fees at France's leading universities are among the cheapest in the world
6. A country in the heart of Europe
 with high quality infrastructures in a protected environment
7. A prosperous life quality and a cultural dynamism
8. Easy access from Kuwait and centrally located in Europe 
9. Programs taught in English or French
10. Baguettes, croissant & pains au chocolat everyday !

IS FRANCE FOR YOU THEN? YES! 
So, don’t wait and book a meeting with Campus France Kuwait!
Campus France is an agency that operates under the aegis of the French ministries 
of Foreign Affairs and National Education to promote French higher education. 
Located in the premises of the Institut Français du Koweit in Jabriyah, Campus 
France Kuwait offers you a lot of services regarding your study plans:

• Give out and coordinate all answers given to foreign students interested in educa-
tion available in France, from seeking information to pre-registration at a university 
and obtaining a visa
• Analysis of study plans and personalized advice on an appropriate syllabus
• Assistance for Student visa application

CONTACT:
Campus France Kuwait Adviser - E-mail : campusfrance@institutfrancais-koweit.com 
Tel: +965 25 31 97 34 / Fax: +965 25 31 97 35  - Jabriyah, Block 12, St. 6, Villa 40

MORE INFORMATION :

www.institutfrancais-koweit.com
www.campusfrance.org/en
FOLLOW US :

 Institut francais du Koweit -  @IFKoweit -  if_koweit

KOWEIT

France's leading universities
are expanding their campuses abroad

France at the heart of
the Rosetta space mission

France is known and 
recognized for the 
quality of its higher 
education. More and 
more foreign students 
are coming to France 
to study and French 
universities are ex-
panding throughout 
the world.
French-educated mathemati-
cians are popular with the lead-
ing banks of the City and Wall 
Street, our engineers work on 
major projects worldwide and 
our sales and marketing spe-
cialists are “exported” to all four 
corners of the globe. Meanwhile, 
it has long been the case that 
many foreigners wish to study 
for a time in Paris, Lyon, Tou-
louse or Bordeaux, so as to gain 
a qualification from a renowned 
university. In 2013, 300,000 
foreign students, making up over 
12% of France's student popula-
tion, completed a portion of their 
studies in our country, making 
France the third most popular 
host country for foreign stu-
dents, after the United States and 
the United Kingdom. According 
to figures published by UNESCO, 
these young people come from 
the Maghreb, China and India, as 
well as the European Union, the 
Middle East, Southeast Asia and 
Africa. They mainly take courses 
in scientific fields (nearly 36%), 
information technology (20%) 
and management (19%). How-

For the very first time, a space 
probe will accompany a comet 
for over a year, right up to the 
point on its orbit that is closest 
to the Sun, and most importantly, 
it will try, before mid-Novem-
ber 2014, to land a robot named 
Philae. The lander Philae will 
specifically target Site J, on the 
“head” of comet 67P/Churyu-
mov-Gerasimenko, which was 
named after the Ukrainian scien-
tists who discovered it in 1969. 

Rosetta is an international mis-
sion run by the European Space 
Agency (ESA) and receives signif-
icant support from France.

According to Jean-Yves Le Gall, 
President of CNES, “Rosetta is 
the major space event of 2014… 
CNES, which has been involved in 
this mission from the outset, is 
now keeping a close eye on Philae 
from the Toulouse Space Centre 
and preparing for its touchdown 
on the comet nucleus at the end 
of the year.” CNES is the public 
body responsible for proposing 
French space policy to the Gov-
ernment and implementing this 
policy within Europe. 

 CNES expertise has been mobi-
lized at all stages of the project, 
with regard to not only French 
scientists and industrial players, 
but also its international partners. 
It has contributed to all phases, 
from the preliminary studies to 
the operations, including by pro-
viding high-performance instru-
ments and components for both 
the orbiter and the lander. 

The Rosetta mission involves 300 
scientists throughout Europe, 
including many French teams. 
Rosetta, which is entirely so-
lar-powered, has flown over the 
Earth three times and Mars once, 
travelling a total of more than 6.5 
billion kilometres since its launch 
from Kourou (Guiana) in 2004 on 
an Ariane 5 rocket.

Once it has deployed the lander 
Philae (which weighs 100 kg) to 
the comet nucleus, the orbiter 
Rosetta, the flagship of the mis-
sion, will continue its study of 
the comet until at least Decem-
ber 2015. “By staying in close 
proximity to a comet over a long 

ever, it is no longer necessary 
for Chinese, Japanese or Emirati 
students to expatriate in order to 
gain a French qualification. This 
is because a growing number of 
French universities are setting 
up branches abroad, especially in 
Asia, to provide courses just like 
those offered in France.

Top destination: Asia

China seems particularly popular 
with French universities.  Poly-
tech Nantes has had a branch in 
Canton since 2011, while École 
Centrale has a branch in Beijing 
where classes are held in French 
(741 students in 2014), has 
had one in Hyderabad (India) 
since 2013 (231 students) and 
plans to inaugurate a new cam-
pus in Casablanca (Morocco) in 
September 2015. EM Lyon has 
a campus in East China Normal 
University in Shanghai, with 600 
students. The business schools 
SKEMA and KEDGE have chosen 
Suzhou, a city with over 10 mil-
lion inhabitants in eastern China. 
HEC business school teaches its 
MBA not only in Paris, but also 
in Beijing, Shanghai and Saint 
Petersburg. The engineering 
school ParisTech Shanghai Jiao 
Tong, meanwhile, was born of a 
strategic partnership between 
ParisTech and Jiao Tong Univer-
sity in Shanghai. This school was 
financed by Chinese capital and 
inaugurated on 26 April 2013 by 
President François Hollande. As 
for students in Japan, they can 
take courses at the École Nation-
ale des Ponts et Chaussées and 

Sciences Po. Montpellier Busi-
ness School and IAE Montpellier 
School of Management, which 
is part of Montpellier Univer-
sity, offer a triple qualification 
in partnership with the Gradu-
ate Business School of Burapha 
University in Thailand. The Insti-
tut Catholique d'Arts et Métiers 
(ICAM) has gone even further, 
opening an engineering and tech-
nology school in partnership with 
Loyola College in 2010, in Chen-
nai, the capital of the state of Ta-
mil Nadu in south-eastern India. 
The school currently has 1609 
students spread across four year 
groups.

ESSEC Business School led the 
way thirty years ago when it es-
tablished a partnership with Keio 
University in Japan. It moved up 
a gear in 2005 by opening its 
own campus in Singapore, where 
4413 students and profession-
als (July 2014 figures) receive 
high-quality teaching, in Eng-
lish, by professors from France 
and across the world. Another 
establishment had already taken 
the plunge a few years earlier in 
the city-state: INSEAD inaugu-
rated a school with a capacity 
of 53 MBA students per year in 
October 1999. The “Asia Cam-
pus” of this famous management 
school has expanded over the 
years and now provides teaching 
to over 385 students each year. 
The efforts made by Singapore 
to become the focal point for ed-
ucation in Asia have paid off, as 
other prestigious French univer-
sities such as EDHEC, Dauphine 

and Panthéon-Assas have also 
chosen to set up branches in this 
small country, which occupies 
just 648km2.

The Gulf is pushing ahead, 
with Africa close behind

The Persian Gulf region is also on 
the way to becoming a popular 
destination for French schools. 
HEC offers courses in Doha in 
Qatar and INSEAD set up a cam-
pus in Abu Dhabi in 2010 and 
has offered MBAs since 2013. 
Paris Sorbonne University is also 
present in the capital of the Unit-
ed Arab Emirates, with a campus 
that hosts 700 students from 75 
different countries each year. 

ICAM, meanwhile, trains engi-
neers on its campuses in Pointe-
Noire in the Congo and Douala in 
Cameroon. “French-style” edu-
cation remains highly acclaimed...

Marco Rangi

La Sorbonne - Abu Dhabi

period, it is possible to examine 
changes in its activity and its de-
velopment as it moves towards 
and then away from the Sun”, 
explains Francis Rocard, head of 
the Rosetta programme at CNES. 

This spatial archaeology mission 
was named after the Roset-
ta Stone, which enabled French 
scholar Champollion to decipher 
Egyptian hieroglyphics in the 
early 19th century.

France, via CNES, is the primary 
contributor to the Rosetta mis-
sion, alongside Germany. For ex-
ample, France has helped to pro-
vide eight of the eleven scientific 
instruments on the orbiter. As re-
gards the lander Philae, CNES has 
the major responsibility of run-
ning the Science Operations and 
Navigation Centre. It also provid-
ed primary and back-up batteries 
that could withstand almost ten 
years in space at an average tem-
perature of -40°C. CNES is also 
responsible for coordinating the 
development of France’s contri-
bution to scientific experiments 
carried out by the laboratories 
of CNRS-INSU (French Nation-
al Centre for Scientific Research 
– National Institute for Earth 
Sciences and Astronomy), the 
Paris Observatory and Université 
Toulouse III – Paul Sabatier.

The excellence of the French 
space industry is boosting the 
development of national and 
international industry.  Electric 
propulsion satellites are among 
the 34 projects selected by the 
French Government for “The 
New Face of Industry in France”.* 
According to CNES, “at ¤30 an-
nually per capita, France devotes 
the second largest annual budget 
per capita to civil space activ-
ities, after the United States”. 
CNES spends 80% of its budget 
through French companies and 
40% of European space industry 
is based in France. The space in-
dustry accounts for 16,000 jobs 
in France, as well as 9,000 direct 
and indirect jobs in Guiana. Over-
all, with ¤20 of economic reper-
cussions for every ¤1 invested, 
space innovation has a powerful 
impact on industry, the economy, 
research and public policies.

With regard to the great space 
powers (United States, India, 
China, Japan), CNES is develop-
ing many cooperation projects 
which bring it into contact with 
world experts in this field and 
enable it to participate in pro-
jects with very high added value, 
such as exploration of Mars with 
Mars 2020, supplying the Inter-
national Space Station (ISS) with 
ATV Georges Lemaître, and ob-
servation of gamma-ray bursts 
(GRBs) with the SVOM mission.  
Yves Le Gall concludes, “We are 
present on all fronts and we are 
racking up successes… We are 
determined to pursue this path, 
because now more than ever, 
CNES wants to continue driving 
innovation and to see science 
furthering innovation”.

Annik Bianchini

Websites:

www.cnes.fr 
French Space Agency (CNES)

www.esa.int 
European Space Agency (ESA)

* Presented by the President of 
the French Republic on 12 Sep-
tember 2013, “The New Face 
of Industry in France” is a pro-
gramme to support 34 promis-
ing sectors with high potential 
for growth and innovation. From 
drones for thermal renovation of 
buildings to “smart fabrics” and 
digital hospitals, each sector re-
ceived its own road map listing 
the public and private action to 
be taken, the respective roles of 
the various stakeholders, the fi-
nancial, regulatory and techno-
logical levers to be activated and 
the goals to be achieved.

The Rosetta probe, an international European Space Agency (ESA) mission, 
is preparing to reveal the mystery of the evolution of the solar system, 
through analysis of comet 67P/Churyumov-Gerasimenko, a ball of ice 
measuring 4 km in diameter. France has been very closely involved in this 
project from the outset, via the French Space Agency (CNES), and repre-
sents the main contributor, alongside Germany, for a total cost of almost 
€1.3 billion. Thanks to its extensive cooperation with all global space pow-
ers, CNES plays a decisive role in economic diplomacy. 

TAILOR-MADE TRIPS
WE CREATE A TAILOR-MADE TRIP OUT OF
NUMEROUS OPTIONS TO SUIT ANY OF YOUR NEEDS.

Semi-intensive courses 
Less than 15 hours /week
Intensive courses
More than 15 hours /week
Super-intensive courses 
More than 35 hours of lessons /week
Exams preparation courses
(TCF, TEF, DELF, DALF, etc.)
Examination centre
(TCF, TEF, DELF, DALF, etc.)
French for specific purposes
(legal, medical, tourism, technical French, etc.)
Courses & activities
(sport, civilization, balneotherapy,
company placements, etc.)
Courses for juniors
for kids (6 -11 yrs old) and teens (12-18 yrs old)
Accommodation services
(appartement, hotels, families)
School trips and Summer Camps
Preparation for higher education in France
Private tuitions

MORE INFORMATION
Tel: 25 31 97 34 Ext: 108 Mob:  60 62 62 20
Email: languagebureau@institutfrancais-koweit.com
Jabriya / Block 12, Street 6, Villa 41
Website: www.institutfrancais-koweit.com

 institut Français du Koweït  @ifkoweit  @if_koweit

NOUS ORGANISONS POUR VOUS DES SÉJOURS 
LINGUISTIQUES ET CULTURELS 
PARTOUT EN FRANCE COMPRENANT :
COURS DE FRANÇAIS, HEBERGEMENT
ET DECOUVERTE DES REGIONS FRANCAISES
 
WE ORGANIZE FOR YOU LANGUAGE AND
CULTURAL TRIPS TO FRANCE INCLUDING :
FRENCH COURSES, ACCOMODATION
AND DISCOVERY OF FRENCH REGIONS
 
  رحلات لغوية و سياحية في جميع المدن الفرنسية
 تشمل دورات في اللغة الفرنسية و استكشاف
لمختلف المناطق الفرنسية

la FRancela FRancela FRance



1. The introduction of French 
in several government middle 
schools will be the great 
novelty of the 2015-2016 
school year. What are you 
expecting from this experiment?

It’s a unique chance for Kuwait to 
join the powerful French language 
movement that we have been no-
ticing for several years now in the 
Gulf. We must remember that Ku-
wait was the first country in the 
region to introduce French in its 
government schools in the 1970s. 
Today, the country has about 
36,000 French-language learners 
(in both public and private estab-
lishments), representing a third of 
all French-language learners in the 
Gulf! The introduction of French 
from the 7th grade onwards could, 
within a few years, triple the num-
ber of pupils and students who 
choose to learn our language. 
French is today the second-most 
taught foreign language in the 
world. Our Kuwaiti friends, histor-
ically great travelers, have under-
stood this and want to give their 
children this precious passport.   

2. What kind of scientific and 
cultural cooperation does 
France undertake in Kuwait?

With respect to cultural and edu-
cational matters, the French pres-
ence in Kuwait is known above all 
thanks to the French School of Ku-
wait. This French language teach-
ing establishment was created in 
the 1960s and definitively ac-
credited by France in 1989. Today, 
it schools 1400 pupils from pre-
school to grade 12, of which there 
are 200 young Kuwaitis who come 
seeking a model of excellence, as 
illustrated by their very good re-
sults in the French national exams.

Our cultural and scientific cooper-
ation in Kuwait is still recent. The 
Institut Français du Koweït (IFK) 
was created on January 1, 2012 
and is today the principal instru-
ment of our cooperation. The IFK 
relies primarily on the strengths 
and potential of Kuwaitis. Our 
audiovisual cooperation is one of 
the most dynamic in the area of 
training professionals in the fields 
of image and media. There is also 
Radio France International, Monte 
Carlo Douwaliya, France 24 and TV 
5, channels that are broadcasted 
and appreciated in Kuwait.

Our cooperation in the field of 
archeology is also longstand-
ing, thanks to successive French 
missions on Failaka Island (Hel-
lenistic and Christian ruins). We 
are very happy at the prospect 
of this cooperation being ex-
tended to the social sciences, 
with the planned establishment 

1. With 83.7 million foreign visi-
tors in 2014, France remains the 
most visited tourist destination 
in the world. What explains this 
attraction to France?

France contains, within its territory, 
a great diversity of regions having 
exceptional landscapes, and there-
fore a variety of activities that you 
can find nowhere else. From its ski-
ing area, the largest in Europe, to 
its beaches, each beautiful and dif-
ferent from the others, its forests, 
its numerous stud farms, and its 
dynamic cities, there is something 
for all tastes. France also has some 
of the most well-preserved his-
torical heritage sites in the world: 
whether it’s the Renaissance or 
the medieval period, or vestig-
es of the Romain empire, lovers 
of ancient monuments are well-
served. France is equally a modern 
and safe country that has a reliable 
public infrastructure, whether it’s 
highways, railways, or airports. All 
these reasons and many others are 
why the label of “France” still fasci-
nates so many visitors from around 
the world.

2. Residents of the Gulf coun-
tries, in particular Kuwaitis, 
are becoming more and more 
numerous in choosing France. 
What advantages does France 
offer them?

In addition to the advantages men-
tioned above, France is a destina-
tion of reference when it comes to 
luxury, occupying first place in the 
world in this sector. The prestigious 
brands, the palaces and the upscale 
hotels, the gastronomy, and the art 
de vivre recognised internationally 
are equally assets that contribute 
to France’s attractiveness. Land of 
perfume, cosmetics, and gourmet 
products, the “Made in France” la-
bel is a pledge of quality to Kuwaiti 
travelers.

1.  On his visit to Kuwait on 
January 27, 2015, the Minister 
of Foreign Affairs and Inter-
national Development, Mr. 
Laurent Fabius, announced the 
delivery of visas for Kuwaiti 
nationals within 48 hours. 
What do you draw from this 
announcement?

This measure illustrates the will-
ingness of the French govern-
ment to put everything in place 
to facilitate the delivery of vi-
sas to Kuwaiti nationals, so that 
ever greater numbers will want 
to come to France.  The result is 
that Kuwaitis, who already con-
sidered France their preferred 
destination within the Schengen 
Zone, very often tell us how sat-
isfied they are with respect to 
the ease and speed with which 
they have obtained their visa.

2. How many visas do 
you issue, on average, per day 
and per year, and what are 
the overall patterns?

We issued 50 thousand visas in 
2014, which was an increase of 
20 percent from 2013. We have 
seen that growth is now above 
30 percent and we hope to issue 
more than 65000 visas in 2015. 
We issue, on average, 200 visas 
per day, with variations depend-
ing on the time of the year: only 
100 visas per day between Oc-
tober and February compared to 
300 to 400 as we approach the 
summer period and up to 500 to 
600 per day during Ramadan. 

3. What advice do you give to 
Kuwaitis who wish to visit or 
study in France? 

We strongly recommend that 
they apply for their visa as early 
as possible. The Schengen reg-
ulations allow one to submit an 
application up to three months 
before the date of the antic-
ipated travel. A less busy visa 
centre will also offer conditions 
of greater comfort to visa ap-
plicants. You also need to make 
sure that the expiry date on your 
passport allows you to travel. 
Schengen regulations permit the 

Culture
Mr. François Brossard

Tourism
Mr. Bülent Inan

Visas
Mr. Yves Gabarre

of a Kuwait branch of the Cen-
tre Français d’Archeologie et de 
Sciences Sociales (CEFAS). 

In the cultural domain, we can 
count on the entrepreneurial spirit 
of a young generation of Kuwait-
is who are creative and ambitious 
for their country. I would like to 
mention our partnership with the 
LOYAC association, and in par-
ticular, its Performance Depart-
ment (LAPA). These young people, 
pushed by their older counterparts 
who are as talented as the play-
wright Sulayman Al Bassam, are 
the guarantee of a society that is 
proud and that, at the same time, 
questions its traditions.

Our cooperation also concerns the 
“hard” sciences, and aims to re-
solve global challenges. France and 
Kuwait are committed to a research 
partnership in renewable energy, 
particularly solar energy, a major 
force for the country in its vision 
of more sustainable development 
towards 2030. We are in parallel 
engaged in important efforts to 
convince our Kuwaiti friends of the 
necessity of opening the doors of 
our engineering schools to their 
future elite.

3.What were the significant 
events of the French cultural 
season in Kuwait over the past 
year?

The IFK makes an effort to present 
each month, concerts, shows, ex-
hibitions, conferences, and debates 
in different areas of the city. Last 
November witnessed some very 
rich cultural events on the occa-
sion of the celebration of 50 years 
of Franco-Kuwaiti diplomatic rela-
tions. Ten events were organised 
within the space of five weeks, 
a first for France in this country. 
These celebrations benefited from 
exceptional media coverage and il-
lustrated the taste of Kuwaitis for 
the French language and culture.

4. What significant events are 
being planned for the 2015-2016 
season?

The 2016 cultural season has not 
yet been laid out, but the end of 
the year should see the usual film 
series unfold (“Les Nuits au Ciné-
ma”), a contemporary dance show 
about a residence of creation (in 
furtherance of a lovely project 
with our friends from the associa-
tion LOYAC), and maybe a large ex-
hibition dealing with horses. Add to 
that a conference around the time 
of French Heritage Days and, of 
course, as we approach the COP21 
conference in Paris next Decem-
ber, some expert debates and ex-
hibitions for young people on the 
theme of climate change. 

3. What actions have been taken 
by the French Embassy in Kuwait 
to promote France’s attrac-
tiveness and the development 
of tourism?

Kuwaitis being respectively the 
first and the second users in the 
world of Twitter and Instagram, 
the promotion of France’s heritage 
and its regions is conducted pri-
marily via social media, in French, 
Arabic, and English. The Embassy’s 
department of cultural cooper-
ation regularly publishes articles 
concerning major cultural events in 
France, including exhibitions, fairs, 
and festivals. To promote tourism, 
we organise “Discovery Trips” for 
Kuwaitis, who then “tweet” about 
what they are experiencing in 
France in real time. Recently, Omar 
Al Othman (@omaralothman), a 
Kuwaiti blogger who is very active 
and who has many followers on so-
cial networks, was promoting the 
Courcheval ski resort, and the two 
Kuwaiti bloggers from @flight965, 
the only tourism and travel blog in 
the Middle East, posted about their 
trip to Toulouse and Albi. On March 
19th, the Ambassador organised 
the operation “Gout de France / 
Good France”, a festival in Kuwait 
celebrating French gastronomy. 
Gastronomy is an important part 
of our cultural and tourist heritage. 
Every year, 60 percent of tourists 
visit France to experience our food. 

4. What are your upcoming 
projects for promoting tourism 
in France?

All while remaining very active on 
social networks, the Embassy’s de-
partment of cultural cooperation 
is working on promoting visual art 
exhibits that will highlight France’s 
heritage and that will be located in 
heavily-frequented public spac-
es in Kuwait. Other projects are in 
preparation, particularly on social 
networks, for the promotion of 
the French regions and their rich-
ness, and of unusual destinations in 
France. We expect to be organising 
events promoting French gastron-
omy, ski resorts, eco-tourism, and 
cultural tourism.  

issuance of visas that are valid 
for up to three months prior to 
the expiry date of a passport.

Kuwaitis who wish to study in 
France are asked to contact the 
Institut Français du Koweït (IFK) 
before applying for a visa. They 
will have an interview, which will 
also be an occasion for the IFK to 
give them advice and to inform 
them of the numerous possibil-
ities that the French post-sec-
ondary education system offers, 
notably in the sectors of excel-
lence, and about the possibili-
ties of language training if they 
choose to do their studies in 
French.

4. What mechanisms have you 
put in place to offer better 
service to visa applicants 
wishing to go to France.

Beyond the issuance of visas 
within 48 hours for Kuwaitis, we 
have put in place several meas-
ures to facilitate and simplify 
visa applications for everyone.

It is no longer necessary to pro-
vide a hotel reservation in the 
form of a “proof of accommo-
dation”. It is enough to simply 
indicate the address of the hotel 
where the applicant intends to 
stay on the visa application. 

Persons who have already giv-
en their fingerprints for a pre-
vious Schengen visa application  
- whichever Schengen country 
issued the visa - are no longer 
required to provide their fin-
gerprints again for a new visa 
and therefore no longer have to 
come to the French visa centre 
to present their application.

To facilitate access to the French 
visa centre, we have removed 
the making of appointments in 
favor of indicating the waiting 
time based on the time of day 
when you are at the visa centre. 
The waiting times are posted at 
the entrance of the centre and 
you can find them every week 
on Instagram (@FranceKoweit), 
with simple colour codes in 
function of the waiting time.

1. What is the mission of Busi-
ness France?

The creation of Business France 
was announced on 17 February 
2014 by the President of the 
Republic, Mr. François Hollande. 
Its creation is the result of the 
merger of the French Agency 
for International Investment and 
the French Agency for Interna-
tional Business Development. Its 
mission is to promote the devel-
opment of French businesses in-
ternationally, to promote French 
exports, and to develop the at-
tractiveness of France. Business 
France will therefore be mak-
ing an all-out effort to generate 
more trade between France and 
Kuwait, and to support French 
investment in Kuwait and Kuwaiti 
investment in France. 

2. The Business France office in 
the French Embassy in Kuwait 
opened at the beginning of 
2015. What is your strategy to 
ensure its success?

The opening of the Business 
France office in Kuwait was an-
nounced by Mr. Laurent Fabius, 
the Minister of Foreign Affairs 
and International Development, 
at the time of his visit to Kuwait 
last January. On the export side, 
what is most important for en-
suring the success of the office is 
to make sure that Kuwait appears 
on the radar of French companies 
who are interested in the Mid-
dle East market, and in particu-
lar the market in the Gulf. To this 
end, I organise and participate in 
various events so as to inform 
French businesses of the poten-
tial of the Kuwaiti market and as-
sure them that they will get the 
support they need to break into 
this market. The most important 
event over the course of these 
first months has been the organ-
isation of a meeting on Kuwait 
at the headquarters of Business 
France in Paris in the presence of 
Mr. Christian Nakhlé, the Ambas-
sador of France to Kuwait. This 
event was a huge success.  Doz-
ens of French companies were 
present on this occasion. 

Another objective is to estab-
lish strong relations with Ku-
waiti companies interested in the 
French market and to assist them 
with the procedures and contacts 
on the ground. 

On the investment side, the Ku-
wait office of Business France 
works closely with the Ambas-
sador, the Head of the Econom-
ic Department, and the regional 
office of Business France in Dubai 
in order to inform Kuwaiti inves-
tors of the numerous opportuni-

ties in France and to assist them 
in the steps they take. A series 
of events in Kuwait and in France 
will be organised to this end to 
continue to reinforce Franco-Ku-
waiti trade relations. 

3. How would you assess 
trade relations between Ku-
wait and France?

While trade relations between 
France and Kuwait are very good, 
there is great untapped potential 
remaining in various sectors of 
the Kuwaiti economy, particularly 
in infrastructure, civil works, oil & 
gas, services, health, and agricul-
ture. Business France has there-
fore taken on as its mission to do 
everything to increase trade in 
these sectors and to bring trade 
relations to the same level of ex-
cellence as our bilateral relations. 
It should be noted, moreover, 
that French products, which are 
present in most sectors, are very 
appreciated by local consumers, 
who would like to see more on 
the market in Kuwait. 

4. Are French investors satis-
fied with the business envi-
ronment in Kuwait?

French investors have some 
hesitations before investing in 
Kuwait, especially because of 
archaic laws that pose obsta-
cles to foreign investment, but 
recent provisions introduced by 
the government make the Ku-
waiti market much more attrac-
tive. The new law on foreign in-
vestment as well as the creation 
of the Kuwait Direct Investment 
Public Authority facilitates for-
eign investment and setting up 
of local branches in the country. 

5. And vice-versa?

Kuwaiti investments in France 
continue to increase, especially 
in recent years, in real estate but 
also in the industrial, petrochem-
ical, hotel, and new technology 
sectors. France, with around 65 
million inhabitants, represents the 
second-largest market in Europe 
and also one of its most dynam-
ic markets. Situated in the heart 
of the European common market 
but also considered a gateway to 
African and Middle-Eastern mar-
kets, France is today a key trade 
partner for Kuwait. 

Business France
Mr. Rabih Soufangi




