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Inside MIM is a periodic newsletter written by MIM staff. It discusses key topics in
management, consulting, auditing and accounting, etc. Since MIM is engaged in the field of
management consultancies, our professionals have adequate expertise that they have
gained through their years of experience at MIM. They therefore share their expertise and
thoughts through this newsletter. Martin Cox & Associates, MIM sister company, is engaged
in the field of auditing and accounting. Our professionals, through their experience in
auditing and accounting, share updates, insights and information about auditing and
accounting to keep you informed and up-to-date.
Subscribe to our newsletter online in order to stay current and receive notifications when
newsletters are published and our latest news as well.
Website: www.mimcons.net

For any inquiries contact us:
Tel: +971 4 321 5848
Fax: +971 4 321 5838
Email: secretary@mimcons.net
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Corporate
Governance
Corporate Governance for Family business
Usually family business is managed by one man show, the one who created and
established the business from day one, usually family business starting by small idea
with small investment and grow step by step and day by day become big company
and sometime group of companies.
Stage one: Off course when you establish a business you have to be the sole decision
maker to manage all aspects and issues small or big if the sis the first doing business,
why? -Because of, first: paucity of resources, second: the owner is interesting to feel
and recognize that he is a business man, third: mistrust which leads to have the full
control.
Stage two:
Day by day business is growing, increase the number of human
resources, starting feel the success, recognizing that he is a real business man, he is
controlling this number of people and doing a big profit, that is makes him happy and
busy
Stage three: Business is growing to the level that he can’t control by his traditional
approach, so he will start hiring managers but without authorities, he will keep all
authorities in his hands and chaos will be the business mode, the staff is getting
instructions from two channels, from the owner and from the managers, and
frustration start infiltrate to the full work environment, which will be used as excuse
to delay the work saying I have some urgent work to do to the owner.
Mangers will fail to fulfil their duties or achieve their goals and targets because they
don’t have any authority to manage and direct the work, even if they took decision to
improve the work , the owner will issue difference instruction and the staff will follow
the owner ignoring the manager decision.
Stage four: The owner will start understanding that he needs a system to solve the
problems, what could be the system? And what goals we are looking to achieve?






Work must going smoothly without the interruption of conflicting decisions
Business must be completed with no need of the owner involvement
Company structure
Clear policy and procedures to be understood and followed by all staff for
all activities
Authority matrix
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Electronic work flow
Clear job objectives and description
Processes flow chart

Stage five: After study and understanding the company business, designing and
preparing the corporate governance model, the owner will be confused between
improving the performance through the system and delegation of authorities and
responsibilities which is not making him happy whereas he is considering that the
system is competing with him in controlling the company and reducing his influence.
Leading him to be against the system, breaking the rules, beyond the authorities and
power, the result is the system failure.

Managing Director
MIM Group

Mahmoud@mimcons.net
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AIS

for your business !

Fewer mistakes

Saves
cost
Efficient

Features of
Accounting Software:

Business



Saves time & effort

Solutions



reports




We live in an era of information revolution
that is the era of only computerized systems.
This has made our lives very easy in many
ways especially in our businesses where there
is less paper work and manual calculations.
The new systems improve the efficiency and
the accuracy of any business division,
especially accounting and book keeping.

system is a computerized method for
tracking accounting activity. The actual
physical device and system allows the AIS
to operate and perform its functions in a
proper manner. The output of AIS can be
used internally by management or externally
by other interested parties. This increases the
value of the business making it more
transparent with fewer mistakes.





Classification of chart of
accounts
Record daily transactions
with less manual work
Invoicing and billing
Collections management
Receivables/
payables
management
Create
professional
looking forms
Management reports
Credit management, etc

Accounting Information System is a
collection, storage and processing of financial
and accounting data that is used by the
decision makers. An accounting information

Implementation of AIS
AIS can be implemented through some
important steps:









Analyzing the requirements.
System Design.
Documentation,
including
vendor
documentation of the system and, the
instructions that help users handle each
process.
Testing before starting the system to
discover weak points, if any
Train all users, to make sure they are
following the procedures.
Data conservation.
Launch and start the system.





A tool, to assist the Accounting
Information System; this differs from
business to business depending upon
their specific needs.
Support and follow system upgrades.

AIS is very important for all kinds of
businesses and organizations. It provides
summarized accurate reports for the
decision makers, in a short span of time.
Hence this improves the decision making
of executives and leads to better
performance of the organization. AIS can
be implemented through the use of
accounting software such as QuickBooks,
Peachtree, etc.

Contact your BS professional:
Mahmoud.suleiman@mimcons.net

Mahmoud Suleiman
Accountant
Martin Cox & Associates
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Marketing

!

Marketing is more than just the advertising side of sales. The true idea of marketing
encompasses "creating, communicating, and delivering value to customers...that
benefit the organization and its stakeholders" (Solomon, Marshall, Stuart 9). This
depends from customer to customer; each of them has their own specific needs and
requirements. In marketing terms, a "need is the difference between a consumer's
actual state and some desired state." (Solomon, Marsh, Stuart, 9). Marketers show
customers the benefits of that product and why they should be purchasing it.
The purpose of marketing is to create a competitive advantage. An organization
achieves an advantage when it does a better job than its competitors at satisfying the
product and service requirements of its target markets. Those organizations that
develop a competitive advantage are able to satisfy the needs of both customers and
the organization.
Ethics are a set of beliefs which influence how companies will behave. Ethics need to
be taken into consideration when marketing a business, unethical advertisements
soothing offensive or abusive cannot be used. The impact on the society of that
product must be right, not something off beam. Ethical responsibilities refer to moral
basis for business activities and what the business does is right.
Advertisements must not be unethical or discriminatory; they must be a truthful
description of the product so the customer is not misled. Sometimes it is hard to
determine what is ethical and unethical but it can depend on what a person reasonably
believes.
Ethical marketing decisions and efforts should meet and suit the needs of customers,
suppliers, and business partners. Unethical behavior such as price wars, selective
advertising, and deceptive marketing can negatively impact a company's relationships.
Each facet of marketing has ethical danger points for example; when targeting the
market audience we sometimes leave a part of it which leads to discouraged demand
from the said market, same is with Deceptive marketing is not specific to one target
market, and can sometimes go unnoticed by the public. There are several ways in
which deceptive marketing can be presented to consumers; one of these methods is
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accomplished through the use of humor. Humor provides an escape or relief from
some kind of human constraint, and some advertisers intend to take advantage of this
by deceptively advertising a product that can potentially alleviate that constraint
through humor or Bid rigging, it is a form of fraud in which a commercial contract is
promised to one party, although for the sake of appearance several other parties also
present a bid.
Predatory pricing is the practice of selling a product or service at a very low price,
intending to drive competitors out of the market, or create barriers to entry for
potential new competitors.
Marketing ethics, regardless of the product offered or the market targeted, sets the
guidelines for which good marketing is practiced. To market ethically and effectively
one should be reminded that all marketing decisions and efforts are necessary to meet
and suit the needs of customers, suppliers, and business partners. The mindset of
many companies is that they are concerned for the population and the environment in
which they do business. They feel that they have a social responsibility to people,
places and things in their sphere of influence.

Nashmia Minto
Legal Assistant at MIM Feasibility Studies & Consultancies
& Marketing Executive at Ebtikarat Development

Ask me:
Nashmia@mimcons.net
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