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FOODICS: CHANGING THE WAY RESTAURANTS CONNECT 
WITH CUSTOMERS 

 
Foodics CEO Ahmad Al-Zaini watched as the group of business people finished placing their order 
for coffees at the Starbucks store in Riyadh, Saudi Arabia.  The group input their orders on 
Foodics’ point-of-sale (POS) system on the Starbucks counter, which displayed the various drinks 
and food in a variety of languages.  This feature was particularly helpful as it helped the almost 
dozen individuals from France, Lebanon, Brazil, and the United States complete their order.  Al-
Zaini smiled with satisfaction as the group moved to the other end of the serving counter to await 
their drinks and snacks. 
 
It had been almost seven years since Al-Zaini started Foodics, and he marveled at how the 
company had grown from one that initially provided a service for digital menus to a firm that now 
delivered an all-in-one workflow solution to food and beverage establishments.  With customers 
in Saudi Arabia, UAE, Egypt, Jordan, and throughout the MENA region, Foodics in 2020 was 
rapidly growing and expanding.  As Al-Zaini thought about the next steps for his company, his 
mind drifted back to the company’s earliest days.1 

THE BEGINNING OF AN IDEA 

In 2014 Al-Zaini joined with his friend, Musab Al-Othmani, to found Foodics.  Previously, Al-
Othmani had started a company that automated the booking of soccer fields across cities.  As Al-
Zaini shared,  
 

 
1 Data on this case was provided in an interview with Ahmad Al-Zaini on January 18, 2021.  All quotations and 
company facts are from the author’s interviews unless otherwise noted. 
 
The author thanks Jada Fund of Funds Company in Saudi Arabia for their assistance in preparing the case SM-346: 
Foodics: Changing the Way Restaurants Connect with Customers. 
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We were students who spent our time studying in coffee shops, and we saw how 
outdated and analog most of the systems were in these stores.  We realized that 
there had to be a better way to operate these establishments. 
 

The founders’ first idea for a product was an attempt to digitize the process for updating menus.  
When most restaurants wanted to change their prices they would simply place a sticker on a menu 
with a new, higher one.  The founders thought that they could simplify the process by digitizing 
it, which would give more freedom to the store owners to add new items and try varying price 
points.  The two believed that using tablets would be a great way to solve this problem for the 
restaurants. 
 
However, the two quickly found that the challenge with providing a digital menu was ensuring 
that the new solution would integrate into a store’s existing POS solution.  At first the pair explored 
building a new POS system, too, but then thought that integrating with existing solutions would 
be easier given the established relationships current POS providers had with operators. 
 
As the team looked at building an integration layer into these existing POS systems, they realized 
that this was an insurmountable challenge as most of the POS solutions were built on proprietary 
technology platforms and were on-premise and not in the cloud.  Without a broadly published set 
of application programming interfaces (APIs) with which to integrate, and without the ability to 
efficiently push down-product updates via a modern cloud-based architecture, integration with 
existing POS systems seemed like a dead end. 
 
The founders then hypothesized that they could replace the existing POS systems by offering a 
superior and more modern solution to the restaurants.  They realized that despite the challenge of 
replacing existing systems, the POS machines were the real heart of the business operations of 
these establishments.  If they could win the POS space, they would have a gateway to integrate 
with the entire operational flow and running of each store. 

GETTING THE FIRST CLIENT 

Foodics found that penetrating the market was not an easy task.  After some early challenging 
trials, it appeared that the company would have to wait to target large retail brands and chains until 
after the company established reliability with its solution.  The team found that it was easier to 
build rapport with small and local business owners who were drawn to the company’s local support 
team and local presence.  As a result, Foodics landed its first client in a shop located in the 
company’s own building.  After winning that one store, Foodics expanded to 40 branches of the 
same coffee company.   
 
This first client proved to be a strong foundation into the wider market of retailers of food and 
coffee shops, which numbered over 900,000 throughout the wider Gulf Cooperation Council 
(GCC).  Following a similar approach of local support to serve small retailers, Foodics gained 
traction both inside and outside Saudi Arabia as it expanded into the UAE in 2018 and Egypt in 
2020. 
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THE COMPETITION AWAKENS 

As Foodics gained traction in local markets, the company’s large competitors became more aware 
of the rising upstart.  Some POS providers responded by offering steep discounts and extra services 
to their existing clients who appeared ready to switch to the Foodics solution.   
 
To address the increasingly heated competition, Foodics focused on emphasizing how it could help 
customers make a seamless transfer to their solution with the help of expert local support who 
understood the local market and spoke the language of both the region and the parent organization.  
The company also enabled integrations at no charge for large enterprise accounts, which allowed 
client chains to integrate with their core software systems—including, for instance, mobile apps, 
and enterprise resource planning (ERP) and customer relationship management (CRM) systems—
at zero cost from Foodics.  The company also installed proof-of-concept (POC) tests at the clients’ 
premises to ensure alignment on operational requirements before rolling out a solution into the 
field. 
 
This tight and personal relationships with clients also enabled key learnings for the company, and 
led to Foodics upgrading its customer solutions by adding features such as continuous system 
updates and new features driven by customer feedback, such as cloud kitchens, delivery call 
centers, drive through support, e-commerce enablement, and other important features. 

EVEN MORE GROWTH AND FUNCTIONS 

As the company gained traction with customers, it added more features to its product.  In addition 
to the cashier POS solution, the company added more value-added capabilities in business 
intelligence and reporting solutions, along with loyalty cards and programs, inventory 
management, and even integration with third-party applications.  As Foodics became the operating 
software of record for companies, the firm grew in size.  Revenues in 2018 were over $2 million, 
and in 2019 reached almost $4 million.  By the middle of 2020 the company served over 6,000 
stores spread throughout the Middle East. 
 
While the sales and geographic footprint of the company expanded, so did the size of the chains 
that they served.  In 2019 the company signed deals with Starbucks and Dunkin Donuts as Foodics 
became more established as a brand with a full-service solution for various quick-serve restaurants 
(QSRs) and cloud kitchens.  In addition, the company connected to materials and grocery supply 
chains, which enabled on-demand delivery and lower prices for retail establishments. 
 
Another popular feature that Foodics added was the addition of offering capital to provide loans 
to merchants for accessing cash through a relationship with Maalem Financing.  Via a $100 million 
fund these loans not only supplied valuable cash to Foodics’ customers, but they also provided 
insights on credit scoring of these establishments, which further added to the value of the Foodics 
solution. 

FUNDRAISING HISTORY 

As Al-Zaini thought about his next fundraise, he considered that the company had already raised 
$10 million combined in its Seed and Series A rounds.  This investment came from high-quality 
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organizations such as the Saudi Development Fund and Endeavor Catalyst, amongst others.  The 
company’s relationship with its existing investors was very healthy, and Al-Zaini believed that the 
company’s existing investors would participate actively in the upcoming capital raise. 

THE NEXT ROUND OF CAPITAL 

When Al-Zaini thought about his next round of funding, he concluded that he wanted to raise up 
to $20 million.  Despite the benefits of the large footprint the company had established across the 
Middle East and North Africa, and the digital nature of the company’s solution, the business was 
people intensive, requiring a large field sales organization in each city where it operated.  Each 
country had different rules, laws, and ways of doing business, and this required Foodics to have 
local staff in each area who knew the local geography intimately. 
 
As he thought about getting ready to raise his Series B funding, Al-Zaini wondered what would be 
the best strategy for his next steps in raising capital. 
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Exhibit 1 
Selected Company Information 
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Exhibit 1 (continued) 

Selected Company Information 
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Exhibit 1 (continued) 

Selected Company Information 
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Exhibit 1 (continued) 
Selected Company Information 
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Exhibit 1 (continued) 
Selected Company Information 
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