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COUNTRY SPOTLIGHT

Jordan: Two Founder Cohorts, One Closing
Window

Jordan holds two distinct founder cohorts entering the succession window simultaneously — Palestinian
merchant families who rebuilt their brands in exile after 1948, and an IMF-reform generation that built
from 1989 onward. No investor database tracks either wave. Saudi acquirers already know this.

QUICK FACTS

Market Size Jordan's private consumer sector: ~$8B USD annually (industry estimates),
dominated by family enterprises across food, cosmetics, and hospitality. Gulf export
market dependency reportedly 40-60% of revenues for commercial-scale brands.

Unique Advantage Dead Sea mineral exclusivity (geography cannot be replicated) « Palestinian
merchant heritage running a decade older than reform-wave peers « SADAFCO
reference transaction proving Saudi acquisition appetite is already active.

Biggest Challenge No PE infrastructure targeting consumer brand succession; cultural default toward

son-inheritance delays professionalized transition planning; ~60% Gulf market
dependency concentrates risk in Saudi/UAE distribution relationships.

Timing Factor Palestinian diaspora cohort (founded 1948-1967 in Amman) now 65-75 — past the
peak succession window. IMF-reform cohort (1989-2004) now 52-72 — entering it.
SADAFCO/Kasih Oct 2023 deal proves Saudi buyers are already selecting.

“Conflicts of interest, poor teamwork, internal rivalry, and unstable management tenure represent the key
issues facing current exporting entities.”

Jordan Olive Products Exporters Association (JOPEA), Sector assessment

JOPEA / Olive Qil Portal, 2024

MARKETS: Jordan

SECTORS: Food Processing - Natural Beauty - Boutique Hospitality
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GEOGRAPHIC CONTEXT

Jordan's founder-owned brand ecosystem
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Two founder cohorts, one geography: the Palestinian-diaspora commercial layer in Amman and the reform-era production clusters
around it — Dead Sea cosmetics, Ajloun/Jerash olive oil, Wadi Rum eco-tourism — are entering the succession window together,
linked to Gulf markets through the Agaba gateway.

Brand activity concentrates in Amman (commercial hub) with distinct geographic production clusters: Dead Sea / Ghor region for
mineral cosmetics, Ajloun/Jerash for olive oil, and Wadi Rum for eco-tourism. Gulf export orientation (reportedly 40-60% of revenues)
links all clusters through the Agaba gateway.

COUNTRY NARRATIVE

In October 2023, SADAFCO — one of Saudi Arabia’s largest food companies — partnered with Kasih Food
to distribute its Mezete brand into more than 20,000 Saudi retail outlets. Kasih Food was founded in
1926. Its CEO, Khaled Kasih, is the fourth generation of the family. The deal proved something that no
Bloomberg terminal or PitchBook database could have surfaced: Saudi strategic buyers are actively
identifying, evaluating, and selecting Jordanian consumer assets — and they found this one without
institutional investors noticing.

Kasih is not an isolated case. Jordan holds two distinct founder cohorts that are both entering the succession
window simultaneously, with no investor infrastructure watching either of them. The first cohort was created
not by economic reform but by displacement: Palestinian merchant families who rebuilt their commercial lives
in Amman after 1948 and 1967. The second was created by the IMF stabilization program of 1989 and the trade
liberalization that followed through WTO accession and a US free trade agreement. Both cohorts built durable
consumer brands. Both are now reaching the transition point. And the institutional intelligence required to act
on this moment does not yet exist in English.
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The mechanics of a double wave

Jordan’s succession wave has a shape unlike almost any other market Brandmine maps. Most countries present
a single founding cohort aligned with a single reform moment: Russia’s voucher privatization, Vietnam’s Doi
Moi, Mongolia’s 1990 democratic revolution. Jordan presents two distinct waves with different origins, different
sectors, and different urgency levels — but both cresting at roughly the same time.

The older wave is the Palestinian merchant diaspora. Habibah Sweets was founded in Jerusalem in 1947 and
relocated to Amman in 1951. The Zalatimo family’s sweets business, tracing roots to Ottoman-era Jerusalem,
established in Amman around the same time. The Masri family’s Nabulsi soap-making tradition arrived after
1967. These families came with craft knowledge, commercial instincts, and the specific determination of
founders who had lost one home and were building another. Their businesses — concentrated in Levantine
sweets, specialty foods, and artisan production — are now operated by second and third generations whose
founders or senior operators are 65 to 75 years old. Zalatimo’s 5th-generation chairman, Abdallah Zalatimo, is
now in his mid-sixties; the 6th generation is already entering the business. Habibah’s Hani Habibah runs the
Amman flagship. The succession is underway in real time.

The IMF-reform wave runs roughly ten years younger. Jordan’s 1989 structural adjustment and subsequent
trade liberalization created the conditions for a new generation of consumer-facing companies built between
1989 and 2004. The Dead Sea cosmetics cluster is the clearest example: Bloom Dead Sea Life was founded on
June 28, 1993 by chemical engineer Elham Ziadat, who is still operating. Jordan Co. for Dead Sea Products (La
Cure brand) followed in 1994, Jordan Integrated in 1995, Rivage Natural Dead Sea Minerals in 1998. All four were
founded within five years of each other; all four founders are now 58 to 72. A fifth-year window of founding has
produced a five-year window of succession pressure, arriving now.

The Dead Sea cosmetics example also illustrates why the geographic moat matters. Dead Sea minerals cannot
be sourced from anywhere else. The specific mineral composition — the salinity, the magnesium, the potassium
concentrations — is a function of geology that no competitor can replicate. The brands built on this foundation
have a structural advantage that has nothing to do with marketing. It has everything to do with the fact that
their founders found the right place, at the right moment, and built something durable before anyone was
paying attention.

© Brandmine 2026 4



BRANDMINE | COUNTRY SPOTLIGHT | JORDAN: TWO FOUNDER COHORTS, ONE CLOSING WINDOW

FOUNDER AGES BY SECTOR

Where Jordan's Founders Stand in 2026

Two waves, five sectors — Palestinian diaspora and IMF-reform cohorts converging

@ Critical @ Imminent @ Emerging @ Latent

SUCCESSION WINDOW

Levantine Sweets & Pastry

l Sea Cosmetics

Olive Oil — Artisan

Hospitality & Eco-Tourism

Dates & Jordan Valley
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Founder age in 2026

Age ranges based on sector mapping research and industry profiles. Palestinian-diaspora cohort (Levantine Sweets) runs
~10 years older than IMF-reform cohort. Succession window (60-75) based on PwC Global Family Business Survey and
INSEAD family business research. Source: Brandmine analysis.

Five sectors, two urgency bands

Levantine sweets and pastry sits at the top of Jordan’s succession urgency table. The estimated pool of 8 to 12
founder-owned brands at commercial scale has a founder age band of 60 to 75 — the heart of the succession
window — and many of them are already in the process of generational transfer. The Palestinian Nablus-origin
heritage of brands like Habibah and Zalatimo is not merely aesthetic. It is a provenance story — displacement,
rebuilding, survival, expansion — that provides the narrative foundation for premium positioning in Gulf and
Western markets. Zalatimo’s placement in 230 Walmart Supercenters is not an accident. It is the result of a
family that spent seventy years building distribution before anyone in institutional finance was watching. A
Sector Spotlight is in preparation.

Dead Sea cosmetics and mineral skincare presents a different profile: imminent rather than critical urgency, but
with a geographic exclusivity that no other market can match. The 1993 to 1998 founding cluster produced 10 to
15 founder-owned brands now entering the succession window together. Gulf and European distribution is
already proven — La Cure exports to 53 or more countries; the Agaba Special Economic Zone provides export
infrastructure. The state-owned Numeira (an Arab Potash subsidiary) occupies the industrial mineral extraction
segment but has largely avoided the consumer cosmetics layer, which remains founder-owned. A Sector
Spotlight is in preparation.

Olive oil — premium and artisan requires more caution than the other top sectors but has a distinct signal.
Jordan ranks among the world’s top ten olive-producing nations, with 20 million trees and an industry
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generating roughly $141 million annually. The Ajloun and Jerash foothills have produced a consumer-brand
layer — Majdal Olive Oil, Levant Liquid Gold, Il Siru, the Bedouin Company — on top of a commodity export
industry. What makes this sector legible for Brandmine is a public admission from the Jordan Olive Products
Exporters Association: “conflicts of interest, poor teamwork, internal rivalry, and unstable management tenure
represent the key issues facing current exporting entities, and they are the reason behind their failure.” JOPEA is
diagnosing succession failure in the language of trade associations. The intelligence is explicit; it simply has not
been assembled. The revenue floor ($5 million minimum) requires verification at scoping — many olive oil
operators are commodity exporters, not consumer brands.

Hospitality and eco-tourism in Wadi Rum presents the best narrative material of any sector in Jordan, and
moderate commercial fit. The 40+ Bedouin camp operators who built after UNESCO’s 2011 World Heritage
inscription form a distinct succession cohort — founders 55 to 72, several with sons already managing
operations. Captain’s Desert Camp (Abdul-Fattah Suleiman) is the clearest example of next-generation
stewardship already underway. The crisis record is exceptional: Arab Spring tourism collapse in 2011, COVID
closure through 2020-21. Every surviving operator is crisis-tested in ways that make for authoritative Narrative
Due Diligence. Commercial fit is moderate because hospitality businesses are harder to value and transact than
food brands. The intelligence value, however, is disproportionate.

Specialty food — dates and Jordan Valley produce sits in the emerging category: founders 45 to 65, Gulf export
footprint strong, but the primary succession wave has not yet arrived. Kareem Dates, Sedra Dates, Jordan River
Dates, and Yaqout Dates all export Medjool and Barhi varieties to Gulf markets. This sector is one for investors
who want to establish intelligence now against a succession window that opens in five to eight years — before
the first-mover advantage accrues to whoever documents it first.

What the double wave produces

Jordan’s double succession wave creates a structural complication that most emerging-market frameworks do
not account for. In a single-wave country, the succession clock is relatively uniform: one cohort, one age band,
one urgency level. In Jordan, the Palestinian diaspora cohort is a decade older than the IMF-reform cohort,
which means the urgency is already differentiated by sector. Levantine sweets founders are exiting now; Dead
Sea cosmetics founders are approaching the window; dates and Jordan Valley produce founders are five to
eight years away. An investor who treats Jordan as a single succession story will misallocate attention. The
sectors require prioritization, not aggregation.

The cultural default compounds this. Jordan’s commercial culture defaults strongly toward son-inheritance and
continued family management over professionalization or institutional capital. This is not unique to Jordan — it
appears across most of the markets Brandmine covers — but in Jordan it has a specific texture. For the
Palestinian merchant families, passing the business to the next generation is not merely a succession decision;
it is a statement about continuity, identity, and the permanence of what was built in exile. Habibah’s 1966
brothers’ dispute — the schism that split the company into two distinct branding lines — is the cautionary tale
that every family in this cohort knows. Without formal governance, family businesses resolve conflict through
rupture.

There is also no institutional infrastructure to absorb or intermediate these transitions. No private equity firms
actively target Jordanian consumer brands. No family business advisory sector has scaled to the commercial
density these cohorts represent. The succession events that are happening — Zalatimo’s generational transfer,
Rivage’s next-generation co-ownership since 2014, Captain’s Desert Camp’s son stepping into management —
are happening without professional support. The ones that go wrong will go wrong quietly.

A further complication is Gulf market dependency. For most commercial-scale Jordanian consumer brands, a

reported 40 to 60 percent of revenues flow through Saudi Arabia and the UAE. This is not a weakness — it is the
structural reason SADAFCO identified Kasih Food as a priority acquisition target. Gulf distribution relationships
built over decades by Jordanian founders represent exactly the market access that Saudi strategic buyers want
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to acquire. But the dependency also concentrates risk: a brand whose founder exits without a succession plan
does not merely lose domestic continuity; it risks losing the Gulf distribution relationships that were built on
personal trust, introductions, and decades of founder-to-buyer interaction. The brand may survive; the
distribution may not.

This is the intelligence gap that matters for Gulf-oriented investors. It is not enough to know that these brands
exist at commercial scale. The question is which ones have founder-built Gulf distribution networks that are
durable enough to survive a transition — and which ones will see those networks atrophy the moment the
founder steps back. Answering that question requires Narrative Due Diligence: documenting how the founder
built the relationship, what crises tested it, and whether the next generation has been introduced into those
networks already. None of this information appears in any database. It exists in Arabic-language business press,
in trade association records, in the background of the press photographs that ran in regional food industry
publications when the deals were signed.

Before the next transaction

The 2015 Syrian refugee crisis added a further layer of complexity that most market analyses ignore. Jordan
absorbed approximately 1.3 million Syrian refugees, reshaping labor pools in food processing and hospitality.
USAID’s LENS program documented roughly 11,000 home-based food businesses emerging from that
community — an informal competitive layer that pressures established founder-owned brands in za’atar,
condiments, and traditional foods. This is not primarily a threat; it is a signal about the depth of food
production knowledge distributed across Jordan’s population. The informal layer and the formal brand
ecosystem exist in parallel, with very different succession dynamics.

SADAFCO’s October 2023 Kasih deal did not happen because SADAFCO had access to a proprietary database of
Jordanian consumer brands. It happened because Saudi acquirers with sector knowledge and Gulf distribution
relationships were already evaluating the landscape — and they found a target that met their criteria before any
institutional intelligence platform had assembled the case.

That is precisely the condition Brandmine’s sector mapping documents. The brands exist. The succession
pressure is real. The Gulf acquisition appetite is demonstrated. What does not exist is the systematic intelligence
— who the founders are, what crises they survived, which sectors have the deepest commercial-scale pools,
which succession events are already in motion — that would allow an investor to act before the next transaction
happens without them in the room.

Jordan’s Levantine sweets families built brands that crossed from Jerusalem to Amman under displacement
and survived for three generations. Some of them reached Walmart. Others are still building. The question the
SADAFCO deal has now made concrete is whether the third and fourth transitions happen under the terms a
prepared seller would accept, or under the terms an unprepared one does.

The intelligence to answer that question is being assembled for the first time.

KEY TAKEAWAY

An investor who documents Jordan's founder cohorts now holds intelligence SADAFCO's 2023 Kasih
deal proved actionable — before the diaspora wave finishes transitioning without plans.
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TRANSFORMATION TIMELINE

The twice-displaced generation, 1948-2024

From Palestinian displacement through IMF reform to the Gulf acquisition era — the two founding waves that
created Jordan's brand ecosystem and the succession pressure they now face together.

[ [ [ [ o [
Setup  Catalyst  Struggle Crisis Breakthrough  Triumph

. SETUP 1947-1951

Palestinian merchant families arrive

Habibah Sweets, founded in Jerusalem in 1947, relocates to Amman in 1951 following displacement. The Zalatimo family's
business, tracing roots to Ottoman-era Jerusalem, also establishes in Amman. Palestinian merchant families — Masri,
Khoury, Haddad, Habibah, Zalatimo — bring craft knowledge, commercial networks, and the specific drive of people
starting over.

. SETUP 1967
Second Palestinian displacement wave
The Six-Day War triggers a second wave of Palestinian displacement into Jordan. The Masri family's Nabulsi soap-making
tradition arrives, establishing what becomes Al-Na'ama (Ostrich brand) in Amman. The Palestinian merchant cohort in
Jordan grows older and more commercially established — a diaspora-built consumer layer invisible to Western databases.

. CRISIS 1966
Habibah brothers' dispute
Adispute between Habibah family branches splits the company into two distinct lines, each with different branding (blue-
and-white versus red-and-white). The schism is an early succession signal — generational conflicts in family businesses
without formal governance do not resolve themselves. One line continues; both still operate in Amman today.

. CATALYST 1989
IMF structural adjustment
Jordan signs an IMF structural adjustment program following a debt crisis and currency collapse. The stabilization
package catalyzes a wave of consumer-facing private enterprise: the conditions that would create Jordan's IMF-reform
cohort — founders now 52-72 — begin forming here.

. BREAKTHROUGH 1993-1998
Dead Sea cosmetics founding cluster
Oslo Accords (1993) and subsequent international tourism surge catalyze a founding cluster in Dead Sea mineral
cosmetics. Bloom Dead Sea Life (est. June 1993, Elham Ziadat), Jordan Co. for Dead Sea Products/La Cure (est. 1994, Mr.
Refai), Jordan Integrated for Mineral Dead Sea Products (est. 1995, Khalid Azar), Rivage Natural Dead Sea Minerals (est.
1998) all emerge in a five-year window. Founders now 58-72.

. CATALYST 2000-2001
WTO accession and US-FTA
Jordan accedes to the WTO (2000) and signs a free trade agreement with the United States (2001) — the last major reform
catalyst of the IMF cohort window. Brands built during the 1989-2004 window now have structured export access to
Western markets. Zalatimo's eventual Walmart entry (2019) is a direct consequence of trade architecture built here.
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. CRISIS 2011

Arab Spring — Wadi Rum tourism collapse

Regional political upheaval devastates Jordan's tourism sector. Wadi Rum Bedouin camp operators — a distinct succession
cohort of 40+ camps founded after RSCN Special Regulations (1997) and UNESCO World Heritage inscription (2011) — face
their first existential crisis as international visitors disappear. Founders who survived this become the crisis-tested
operators Brandmine's NDD framework documents.

@  STRUGGLE 2015

Syrian refugee crisis reshapes labor

Jordan absorbs ~1.3 million Syrian refugees, reshaping labor pools in food processing and hospitality. USAID LENS
program documents ~11,000 home-based food businesses emerging from the refugee community — an informal
competitive layer that pressures established founder-owned brands in za'atar, condiments, and traditional foods.

. BREAKTHROUGH 2018-2019

Gulf expansion and Walmart entry

Habibah Sweets opens a Riyadh expansion (2018), demonstrating Gulf distribution appetite for Jordanian food heritage
brands. Zalatimo Sweets, under 5th-generation chairman Abdallah Zalatimo, secures placement in 230 Walmart
Supercenters across the United States — generating $11 million in revenues (Fortune, July 2019). The 6th generation is
already entering the business.

‘ TRIUMPH 2023

SADAFCO sets the reference price

Saudi food giant SADAFCO partners with Kasih Food (Mezete brand, founded 1926, CEO Khaled Kasih, 4th generation) in
October 2023 to distribute into 20,000+ Saudi retail outlets. The deal proves Saudi acquirers will pay real prices for
Jordanian consumer assets — and that they are already identifying and selecting targets. This is the reference transaction
that changes the intelligence calculus for the entire sector.

. BREAKTHROUGH 2024
UNESCO lists Nabulsi soap 'urgent'
UNESCO adds Nabulsi olive oil soap-making to its Intangible Cultural Heritage 'in need of urgent safeguarding' list
(December 2024). The Masri family's Amman workshop — Palestinian-origin since 1948 — gains international recognition
precisely as its founder cohort faces the sharpest succession pressure. Cultural heritage status elevates brand value; it
does not create a succession plan.
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Outreach quick reference

Metric
Dialing
Currency
Time Zone
Working week
Capital
Internet
Messaging

Payment

Banking

Languages

Entry

Reference

+962 (Amman landlines: +962 6; mobile: +962 7)

Jordanian Dinar (JD / JOD) — pegged to USD at ~0.71 JOD = $1

UTC+3 (Jordan moved to permanent summer time in 2022 — no DST)

Sun-Thu (Fri-Sat weekend); government offices 08:00-15:00

Amman (;lee)

.jo / .ss,¥1 (country TLD); .com.jo common

WhatsApp dominant; Instagram DM — voice calls blocked by carriers (use text or Wi-Fi/VPN)

CliQ instant bank transfers dominant; eFAWATEERcom for bills; JoMoPay links telco wallets (Zain Cash,
Orange Money); cards accepted; ~40% e-commerce cash-on-delivery

Full SWIFT access; international card payments and correspondent banking available through licensed
Jordanian banks

Arabic (official); English widely used in business, banking, and trade

Visa on arrival (40 JOD, valid 30 days) for 120+ nationalities including EU/UK/US; e-visa available online
for eligible nationalities; Jordan Pass bundles tourist-site access with visa-fee waiver (3-night minimum
stay required). Verify current rules.

&
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About this research

This report draws on 28 verified sources across 2 languages — primary documents, founder interviews, and trade press. Every figure

and claim is cross-validated against independent references.

Full methodology at brandmine.ai.

ABOUT BRANDMINE

Exceptional founder-owned brands. Proven resilient. Ready now.

Brandmine delivers structured discovery intelligence on founder-owned consumer brands in emerging markets —
researched in local languages, structured for investment decisions, delivered as focused reports.

Contact: hello@brandmine.ai Intelligence reports: brandmine.ai/intelligence/

ALSO AVAILABLE FROM BRANDMINE

BRAND RESILIENCE PROFILE

Complete transformation arc, location intelligence, and business
snapshot for a single brand. 15 pages of verified research.

MARKET MAP

Profiles all verified brands in a sector at snapshot depth —

geographic distribution, market timeline, and founder spotlights.

25-40 pages.

FOUNDER RESILIENCE PROFILE

The founder's personal arc from origin to breakthrough. Verified
through native-language research and primary source analysis.

SECTOR INTELLIGENCE REPORT

Comprehensive sector intelligence. All brands profiled at
snapshot depth, plus full transformation arcs for six brands —
each representing a distinct crisis archetype. 90-120 pages.

Set in Source Serif 4 and Source Sans 3. Composed in Typst. CMYK color throughout.
Maps rendered with MapLibre GL - CARTO Positron basemap - © OpenStreetMap contributors
Published simultaneously in English, Russian, and Chinese.

Researched in English, Arabic sources.

First Edition - May 2026
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Exceptional founder-owned
brands. Proven resilient. Ready
now.

Exceptional founder-owned brands.
250+ verified across emerging markets.

Brand Resilience Profiles - Founder Resilience Profiles
Market Maps - Sector Intelligence Reports

Structured research on founder-owned consumer brands in
emerging markets.
English, Russian, and Chinese editions.

brandmine.ai/intelligence/
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