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Ahmad Bukhari - Sales Manager

Ahmad Bukhari is Marketing and Sales expert with 14+ years record of 
achievements and demonstrated success evinced by driving multimillion 
Saudi Riyals sales growth across multinational companies, coupled with 
providing exceptional leadership in Marketing, Trade Marketing, Business 
Developments and Business Intelligence.

Ahmad holds a Bachelor of Science degree (B.S.) in Industrial Management, 
specialized in Marketing from King Fahd University of Petroleum & 
Minerals, and Executive Master of Business Administration (EMBA) from 
King Abdulaziz University.

Ahmad is leading SSCL’s identity transformation and looking after KSA sales. 
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Sales Manager
aabukhari@sbgom.com
+966569660770
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Takeout

• Why to transform?

• Benefits of Transformation?

• Do FM companies need to invest in their company identity?

• How to maintain company’s brand value in changing identity?

• Is it important to FM B2B companies to invest in Marketing/Branding activities?
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“Insanity is doing the same thing, over and 
over again, and expecting different results.”

Albert Einstein
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Why to Transform?

Declining Profits Industry Change Technology Shift

Financially 
Underperforming

Strategic 
Preemptive

Market Change
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Transformation is the new normal
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Types of Strategy Transformation
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The 10 Principles of Transformation
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Benefits of Transformation
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Evolution of FM Approach
Industry Overview

Non-core services 
performed by own staff

Outsourcing noncore 
project- based tasks

Combining multiple 
services across sites 
which is tendered by 
the central 
procurement 
function

Aligning the level 
and quality of 
services provided 
across the 
organization

Bidding out multiple 
services in same 
request for quotation 
(RFQ) with  
opportunity for one 
supplier to deliver 
more than one 
services in exchange 
for extra rebate

IFM: integrated 
Facility management
Full outsourcing of 
wide range of 
noncore services and 
management Total 
Facility Management 
(TFM); Is
outsourcing all the 
FM services 
requirements to one 
supplier

IFM/TFM

Bundled

Standardized

Consolidated

Out – tasked

In-House
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What Do We Look At?

1

WHATDO  
BRANDSSAY,  
AND HOW  
CAN WEBE  
DIFFERENT?

3

ARE BRANDS  
PROFESSIONAL 
AND MODERN,  
OR AMATEUR  

AND OUTDATED?

2

DO BRANDS  
JUST ‘LIST  

SERVICES’, OR
‘OFFER  

BENEFITS’?

5

HOWDO  
LOCALAND  

GLOBAL 
BRANDS 
DIFFER?

4

HOWARE  
BRANDS 

TALKING TO  
(AND ABOUT)  

TALENT?
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SSCL Journey
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Why to Spend in FM Industry

Know the market

Each type of customer, what their needs are, and how they perceive facility management. 
Know and anticipate their needs.

Know the facility management strengths and weaknesses

What is done well, and where does it fall short? To do this, facility managers should identify 
what skills are involved in marketing, which of these skills are performed, and how well 
they’re performed.

Develop a marketing plan that serves as a road map

Recognize the importance of quality customer service

Every facility staff member must realize how every interaction with a customer can serve 
marketing objectives and foster a positive image of the facility management department.
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@2022 KPMG Professional Services, a professional closed joint stock company registered in the Kingdom of Saudi Arabia with the paid-up capital of (25,000,000) SAR. Previously knownas “KPMG Al Fozan & Partners Certified Public
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Sample Size

Marketing Spend Level
How much to Spend in Marketing and Sales?

Based on a high-level analysis, the following graph presents a comparison of  marketing and selling expense for companies 

operating in similar sectors

0.79%

0.95%

Global Emerging

Marketing

& Selling

Expense

as a % of

Revenue

Global 16

Emerging 13

The range above for marketing costs may be used as a guideline for what comparable companies with mature marketing functions and 

plans are  spending on marketing and selling activities.  Importantly, companies in the initial stages of implementing a new marketing 

plan are likely to spend a higher percentage of revenue.



THANK YOU
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