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Saudi Arabia’s telecommunications industry is in the 

midst of a seismic shift. Consumer expectations are 

higher than ever, services are becoming increasingly 

digitized, and market deregulation has created 

unprecedented competition. At the same time, 

smartphone usage is exploding, with expected 

growth of almost 20 million additional users by 

2019, according to Statista1. Modernization is also 

underway as the Saudi Arabian government rolls 

out Vision 2030, an ambitious plan to diversify the 

country’s economy. 

Saudi Telecom Company (STC)2, a 20-year-old, 

$13.6-billion digital leader, has responded to this 

changing climate with bold moves, including a new 

business strategy that focuses on growth in several 

key areas and digital transformation. 

“Executing this strategy will diversify 

revenue and promote a culture of agility 

throughout the organization,” says 

Mohammed Alabbadi, vice president of 

strategy execution and corporate affairs 

for Saudi Telecom Company. “STC will not 

only be a traditional telecommunications 

company. We are pursuing concrete 

opportunities for growth in media, 

advertising, financial services, tech 

ventures, and enabling digitization.”  

As part of its strategic objectives, STC 

signed a $1.8 billion soccer broadcast 

agreement, opened an academy to groom 

the next generation of digital leaders, and 

partnered with Cisco, Ericsson, Nokia and 

Huawei to develop 5G services.  

For STC to transform from Saudi Arabia’s 

largest telecommunications company into 

a world-class digital services provider, 

exemplary strategy implementation has 

been critical, and Alabbadi says developing 

a strong execution plan has made a 

significant difference. 

1 https://www.statista.com/statistics/494616/smartphone-users-in-saudi-arabia/

2 http://www.stc.com.sa

https://www.statista.com/statistics/494616/smartphone-users-in-saudi-arabia/
http://www.stc.com.sa
https://www.statista.com/statistics/494616/smartphone-users-in-saudi-arabia/
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“

A Foundation For 
Orchestration
According to Alabbadi, the key to successful strategy 

implementation is a strong foundation based on 

three elements: executive buy-in, stakeholder 

accountability and clear communication. To begin 

its transformation, Alabbadi says STC sought 

“optimal buy-in from each of the company’s different 

stakeholders. It’s really important for different 

groups to understand the role they play in achieving 

the company’s vision, and how their role contributes 

to the greater success of the company.” 

Next, STC created an accountability 

matrix that communicates the roles and 

responsibilities of each stakeholder. 

By “making it extremely clear who is 

responsible for what, and making sure 

stakeholders commit to that from day one,” 

Alabbadi says, the company has avoided 

the “roadblocks, finger-pointing and 

blaming” that can arise from bungled and 

mismanaged projects. 

Another important pillar of STC’s strategy 

implementation is clear communication. 

“We try to make things as simple as 

possible,” says Alabbadi. Digital dashboards 

and automated processes provide 

stakeholders with greater visibility into an 

execution plan’s milestones, status, critical 

metrics and next steps.

STC will not only 
be a traditional 
telecommunications 
company. We are pursuing 
concrete opportunities 
for growth in media, 
advertising, financial 
services, tech ventures, 
and enabling digitization.
Mohammed Alabbadi
Vice president of strategy execution and corporate 
affairs, Saudi Telecom Company (STC)
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The key to 
successful strategy 
implementation is 
a strong foundation 
based on three 
elements: executive 
buy-in, stakeholder 
accountability and 
clear communication.



5Brightline Initiative

Making It Safe To Fail 
Fast
Yet even strong foundations can be shaken by 

shifting winds. STC relies on computer models 

and algorithms to simulate the evolution of a 

program. “We try to forecast the potential gaps 

or obstacles we might face with a program,” says 

Alabbadi. “Do we have the right people? Do we 

have the right budget? Are there any regulations 

that are expected or forecasted that can change 

things?”

But organizations can’t prepare for every 

consumer trend and market fluctuation, no 

matter how sophisticated their computer 

models. Case in point: For years, STC worked on 

optimizing its portfolio of mobile voice and data 

services to better serve Saudi Arabia’s tech-savvy 

citizens. “Saudi Arabia is one of the largest mobile 

data consumption populations in the world,” says 

Alabbadi. 

In fact, the number of internet users in Saudi 

Arabia reached 30 million people in early 2018, 

and 25 million people are active on social media 

– the majority of which access platforms, such 

as YouTube and Facebook, via mobile devices, 

according to Global Media Insight.

But when new regulatory changes and 

an influx of Over The Top (OTT) services 

changed the market landscape, providing 

consumers with more choice, Alabbadi 

says, “we had to completely shift from our 

initial aspirations and change our customer 

portfolios.”

Fortunately, STC was agile enough to 

course correct. “We’ve adopted an agile 

methodology when it comes to running 

the programs themselves,” says Alabbadi. 

“We’re moving away from the siloed 

approach, and are promoting the culture of 

agility throughout the organization.” 

https://www.globalmediainsight.com/blog/saudi-arabia-social-media-statistics/
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Inspire And Assign The 
Right Leaders
Just as important as reacting quickly to evolving 

conditions is knowing when a strategy is no longer 

meeting expectations. For this reason, STC designs 

programs with specific targets, predetermined 

milestones and key performance indicator 

checkpoints. This ensures the company stays “on the 

right path to hit the targets we set at the beginning 

of the year,” says Alabbadi. Progress is reviewed with 

individual program owners on a weekly basis, while 

cross-departmental meetings are held quarterly 

to decide whether a program should be dropped, 

revised or delayed due to new circumstances. 

This cross-business cooperation in strategy 

execution is imperative. But it starts with the right 

people. By relying on external assessment tools that 

examine psychometric behaviors, leadership skills 

and technical competencies, STC can dedicate and 

mobilize the right people for the right project. 

“We try to dig deeper to ask, ‘What are the 

expectations of the leader for certain programs?’ 

and ‘Do we have that capability within the 

organization?’” says Alabbadi. “When you look at the 

whole design of the execution vehicle, you have to 

make sure you have the right competencies, and that 

you can get the  right data to the right person at the 

right time. All that has been a learning experience 

for us that continues to evolve.”

However, Alabbadi says, STC has found that 

there are times when a strategy execution 

requires unbiased input. In response, he 

says, the company created an independent 

program management support entity—a 

Strategic Initiative Office. Rather than 

report to one particular group, members 

act “more like an orchestrator of the 

program who don’t have any bias. That’s 

one of the tricks we use for greater success 

in our execution rate.”

Certainly, there will be more tricks for 

STC to learn as the company continues its 

transformation. But Alabbadi is confident: 

“There’s a phrase our execution team likes 

to use which is, ‘We are the glue.’ But the 

phrase I prefer to use is, ‘We are the grease.’ 

We really grease the whole organization 

and make sure that things don’t get stuck as 

we move forward.”

“When you look at the 
whole design of the 
execution vehicle, you have 
to make sure you have the 
right competencies, and 
that you can get the right 
data to the right person at 
the right time.
Mohammed Alabbadi
Vice president of strategy execution and corporate 
affairs, Saudi Telecom Company (STC)
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