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KUWAIT: In support of its regional
growth and expansion plans, Microsoft
Kuwait, recently moved to a larger and
more central office, which will accom-
modate the company’s growing team,
business, and solution suite. The new
office will also feature new amenities
for employees and visitors, improved
customer experience areas, and room
for growth as well.

Charles Nahas, General Manager,
Microsoft Kuwait, said: “These are excit-
ing times for Microsoft Kuwait, and our
continued growth and expansion has

made us more than double our existing
office square footage. Our new spaces
are geared towards increased efficien-
cy, improved experiences, and better
amenities for our people, which will
ultimately lead to better technology
consulting and solutions for our cus-
tomers.”

“Kuwait has always been enabling
companies including Microsoft to grow
and thrive locally by connecting cus-
tomers to opportunities, enabling busi-
nesses to thrive and support economi-
cal prosperity. Considering the traction

that we have already built within the
Kuwait market, we wanted the move to
foster positive impact, and a larger
location with more modern facilities
will help us achieve this. We have also
prioritized our customer experience,
and we are confident that our
enhanced operational efficiencies will
only lead to exceptional value and
superior service to our customers and
partners,” he added. Microsoft Kuwait’s
new off ice is  located at  Arraya
Complex, Al-Shuhada Street, Kuwait
City, Kuwait.

Microsoft Kuwait reinforces commitment to growth

NEW YORK: Amazon is expanding its
lineup of Dash buttons, its “Jetsons”-
style devices that let you reorder a
particular product with a single touch.
The online retailer says the buttons
offer “quick and easy” convenience -
but they won’t necessarily help you
save money. Amazon first introduced
the buttons , which bear product
logos and attach to household sur-
faces, around April Fool’s Day in 2015.
On Tuesday, it added 50 more brands
to Dash, including Campbell’s Soup,
Nerf and V8 vegetable juice, bringing
the total number of Dash buttons to
150.

Dash buttons are undeniably sim-
ple to use. You set them up with a
smartphone via Wi-Fi, and can config-
ure them to send order alerts to your
phone in case you need to cancel.
You’ll need an Amazon Prime mem-
bership ($99 annually) and will get
free two-day shipping in the US. But
Dash may not always be the greatest
way to stretch your shopping dollar.
Here’s a look at some smart-shopping
tactics that can fall by the wayside
with Dash.

Stick to a budget
Dash buttons let you choose what

size or type of product to order. For
example, you can configure a Tide
button for any of 14 different prod-
ucts, including a $13 box of detergent
or a $27 container of 77 Tide Pods. But
prices can fluctuate. Mary Hanson-
Busch, a medical technologist in New
Prague, Minnesota, uses a Dash but-
ton for cat litter, and she noticed that
the price of a 40 lb. box of Arm &
Hammer cat litter changed from
$10.49 to about $14 between orders.
Still, she says the convenience of not
having to lug home a box of cat litter
is worth a few dollars. “It’s so simple
and easy to set up,” she said. “I do like
the convenience factor.” If you’re not
quite sure what you’re paying,

though, it’s much harder to stick to a
budget. The Dash button encourages
piecemeal reordering, so it sometimes
isn’t clear when you’ll be paying for
what, either.

Avoid impulse shopping
It’s an old adage not to grocery

shop when you’re hungry, but Dash
buttons can make it all too easy. If you
hit the Pepperidge Farm Goldfish but-
ton one day when you’re thinking
about a snack, you could find yourself
a few days later with a 6-pack of crack-
er boxes that you don’t really want.
Amazon gives you the option to can-
cel orders - but you have to log into
your account, which sort of negates
the time-saving “convenience” of the
Dash button. “Impulse shopping is

something we warn against,” says
Benjamin K. Glaser, features editor for
online deal site DealNews.com.
“Having a shopping list and sticking to
it makes it easier to resist impulses.”

Stock up in bulk
Stocking up in bulk isn’t a great

deal for items like perishable food-
stuffs. But you can save quite a bit on
products like toilet paper and laundry
detergent by buying in bulk at ware-
house clubs or elsewhere. A Dash but-
ton could make it easy to miss out on
savings.

Make price comparisons
Dash buttons are ideal for people

who are extremely loyal to one brand.
Of course, manufacturers like them for

similar reasons: They help brands
stand out on Amazon’s site and
encourage people to reorder the
same thing over and over again.
(Amazon cites the ease of repeated
orders as a plus.) That’s fine if you’ve
discovered the best paper towels on
Earth and will never willingly use any-
thing else. But you probably won’t be
getting the best price, either. “Deal
hunters by nature are brand agnostic,
and retailer agnostic, and this locks
you into both a brand and a retailer,”
DealNews’ Glaser said.

This story has been corrected to fix
the spelling of the DealNews editor’s
last name in the final paragraph. It’s
Glaser, not Galer. In the second para-
graph, the day of the week was correct-
ed to Tuesday, not Wednesday. —AP

How Amazon’s Dash buttons 
can thwart smart shopping
Devices lets you reorder products with single touch

NEW YORK: This Oct 8, 2015, file photo shows Clorox and Ziploc Dash buttons from Amazon. —AP

SAN FRANCISCO: Using smartphone sen-
sors to peek over its drivers’ shoulders,
Uber is promising to keep a closer eye on
their behavior - while discouraging speed-
ing or slamming on the brakes. The global
ride-hailing company on Wednesday
announced an extensive test of new soft-
ware that aims to increase safety by ana-
lyzing data from individual drivers and
sending them daily reports about things
like sudden acceleration, braking and
whether they’re holding their phones
when they drive.

Trucking companies and fleet opera-
tors collect similar information, while
some auto insurers offer a discount to
motorists who install a data-collection
device in their cars. Uber, which is requir-
ing drivers in several cities to participate, is
eager to show that it’s making safety a pri-
ority at a time when some jurisdictions are
mulling whether to impose stricter over-
sight on ride-hailing businesses.

At the same time, Uber is also trying to
ease some strains in its relationship with
drivers, who work as independent con-
tractors and in some cases have sued
Uber over pay and working conditions.
Earlier this month, Uber modified its app
to give drivers more discretion to reject
rides at certain times and to charge pas-
sengers who keep them waiting.

New safety program
For now, Uber says it isn’t using the new

safety program to penalize drivers - or
even to reward good driving habits -
although the software measures some of
the same behaviors that the company says
are often cited by passengers when they
give drivers a low rating. Repeated low rat-
ings can lead to drivers being suspended
from the service.

One part of the new program uses data
from the same gyroscope and motion
sensors that let smartphone users play

games on their devices. Uber drivers
already use a smartphone app to book
rides and track their progress via GPS. By
adding additional software to the app,
Uber says it can measure a car’s move-
ment and gauge how fast the driver accel-
erates or brakes.

The software sends a daily summary to
each driver, including a count of how
often the driver has sped up or hit the
brakes too abruptly. But it’s an automated
process: Uber says the software’s not
intended to trigger human intervention in
the case of a driver who’s dangerously
erratic. Instead, the company says passen-
gers should use the “help” button on its
app.

San Francisco-based Uber will also use
sensors to measure “phone movement,”
which may indicate the driver is clutching
the phone while steering. Since that can
be a distraction, Uber says it will notify
drivers if it detects excessive phone
movement through the day, with a
reminder that it’s safer to leave the phone
in a mounting device. As it tests this pro-
gram, Uber may also send passengers an
email or text, asking if their driver was
holding the phone. A third feature will
send drivers a notice immediately if
they’re traveling at excessive speed,
although for now, the notice will only be
triggered if a car is moving more than 15
miles per hour above the posted limit on
highways. A fourth program will send
generic reminders to drivers about the
benefits of taking a rest break.

Uber says it’s testing the new features
in a handful of large cities. About half of
its drivers in each test city will get the
new software, so the company can com-
pare their behavior with the half that
don’t receive the notifications. After two
months, the company says it will evaluate
the results and decide whether to expand
the programs. —AP

Uber software tracks drivers 
for high speed, sudden stops

SAN FRANCISCO: Google is trying to
make it easier for you to manage the
vast pool of information that it col-
lects about your online activities
across phones, computers and other
devices. Among other things, a new
privacy tool will enable the more than
1 billion people who use Google’s
search engine and other services to
block certain ads from appearing on
ever y device that they log into,
instead of having to make a special
request on each individual machine.

Some users of  Google’s  search
engine, Gmail and Chrome browser
will start receiving notices about the
new option beginning Tuesday, but it
will take several more weeks before
it’s available to everyone. Google also
is introducing a “My Activity” feature
that  wi l l  enable users  to delete
records of  their  onl ine search
requests  and videos watched on
YouTube in a single location instead
of having to visit different websites
or apps.

Longtime practice 
Google’s business has been built

on its longtime practice of monitor-
ing its users’ online behavior in an
effort to learn about their interests so
it can show ads most likely to appeal
to them. Those customized ads

shown alongside Google’s search
results and the content on millions of
other websites have turned Google’s
corporate parent, Alphabet Inc., into
one of the world’s most profitable
companies. In an effort to minimize
complaints about invading people’s
privacy, Google has long allowed its
users to impose limits on how much
data is accumulated about them and
how many customized ads they see.

Last year, Google also opened a
“My Account” hub to serve as a one-
stop shop for setting privacy and
security controls. If they choose, users
will now be able to authorize Google
to store their web browsing histories
in the “My Account” center. Until now,
Google had been keeping personal
information in different digital
dossiers that sometimes require users
to take multiple steps to manage spe-
cif ic pieces of data.  For instance,
someone annoyed by a Google-gen-
erated ad on their personal computer
can prevent it from appearing again
by clicking on an “X’’ in the corner.
Taking that step currently won’t block
the same ad from appearing on the
targeted person’s smartphone a few
hours later. Google says that will no
longer happen if users allow it to
stockpile web browsing histories in
the “My Account” center. —AP

Google offering new way 
to manage personal data

WASHINGTON: When allegations emerged that
Facebook was skewing its trending news stories,
many learned about it... on Facebook. That under-
scored the rapid shift in media-not only is news
moving from print to digital, but Facebook,
Google and other tech platforms are increasingly
becoming the main gateways for information.
Technology and social media firms are increasing-
ly playing a role in filtering and delivering news,
often with automated feeds, algorithms and “bots”
designed to determine the most relevant articles.

That means the news industry is rapidly losing
control of the news along with the revenue that
goes with it, underscoring the profound changes
in the journalism world. “In the past 18 months,
companies including Facebook, Apple, Twitter,
Snapchat, and Google have moved from having
an arm’s length relationship with journalism to
being dominant forces in the news ecosystem,”
said a June report by the Tow Center for Digital
Journalism at Columbia University. “By encourag-
ing news publishers to post directly onto new
channels, such as Facebook Instant Articles and
Snapchat Discover, tech companies are now
actively involved in every aspect of journalism.”

As newspapers’ financial woes deepen, most
revenue from online news in the United States is
going to five big tech companies, a Pew Research
Center survey released in June found. The poll
underscored a changing relationship between
readers and the news: unlike traditional newspa-
pers where editors determine the most important
stories, social platforms are “crowdsourcing” feeds
based on how often their users click on stories.

Global trends are similar. A survey across 26
countries by Oxford University’s Reuters Institute
for the Study of Journalism found 51 percent of

respondents indicating they use social media for
news, with 12 percent using it as their main news
source. Facebook was by far the most important
source, used by 44 percent in the total survey.

Quality of news 
While some see the development as a democ-

ratization of information, a number of analysts say
it can dramatically alter the quality of news. News
organizations are necessarily joining the wave of
social news even if it means a loss of editorial con-
trol, says Dan Kennedy, journalism professor at
Northeastern University. “You really have no idea
what people are going to see and it may be more
likely readers will see something rather trivial
from your news organization rather than major
news,” he said.

Nic Newman of the Reuters Institute said in a
blog that its survey found “strong concerns that
personalized news and more algorithmic selec-
tion of news will mean missing out on important
information or challenging viewpoints,” but noted
that “young people are more comfortable with
algorithms than with editors.” When a former
Facebook contractor accused the platform of sup-
pressing conservative viewpoints earlier this year,
around one in six Americans learned about it on
Facebook itself, according to a survey by the news
site Morning Consult.

The allegations set off an internal investigation
that found no bias, but Facebook said it would
take steps to ensure neutrality nevertheless. The
news selection process at Facebook is largely
“machine-based,” chief operating officer Sheryl
Sandberg says. “We’re a tech company, we’re not a
media company,” she recently told a Washington
forum. “We’re not trying to hire journalists and

we’re not trying to write news.” But there is some
human intervention, she added, “because with-
out that, every day at noon, lunch would be
trending.”

Algorithms and values 
Even if news feeds are based on algorithms,

they are still programmed by humans and thus
reflect underlying values, journalism and comput-
er science specialists say. Nicholas Diakopoulos, a
professor of computational journalism at the
University of Maryland, says concerns are growing
about “algorithmic accountability” as news feeds,
“bots” and other automated systems become
prevalent. “As news organizations implement
these things, there are questions about trans-
parency,” he said. “It might be interesting to know
what data the bot is feeding from or what web-
sites it is monitoring. We need to think about stan-
dards for disclosure.”

Some news organizations fear that news plat-
forms such as Facebook and Google can “pick win-
ners” and lock out media groups based on their
algorithms. Facebook referral traffic to top pub-
lishers fell 32 percent after the social giant revised
its algorithms, a survey found last year. However,
Nikki Usher, a George Washington University pro-
fessor of new media, says algorithms are not nec-
essarily any less opaque than the processes news
organizations use to determine top stories.
“Algorithm is a scary word, but people forget algo-
rithms are designed by people,” she said. “It is true
that Facebook can make or break a news organiza-
tion depending on how it tweaks its algorithm,”
she added. “On the other hand, for other players in
the news media, there has never really been
accountability for the decisions they make.”  —AFP

Media firms lose control of 
news as tech platforms rise

SAN FRANCISCO:  In this Dec 16, 2014, file photo a man leaves the headquar-
ters of Uber. —AP

BEIJING: The director of China’s inter-
net regulator has stepped down and
been replaced by one of his deputies,
state news agency Xinhua reported
yesterday. Lu Wei will no longer head
the Cyberspace Administration of
China, Xinhua said in a brief report,
adding that one of his deputies, Xu
Lin, would replace him.

Xu, 53, was in charge of propa-

ganda in China’s commercial capi-
tal Shanghai from 2013-15 before
being moved to Beijing a year ago
to become a deputy to Lu, accord-
ing to his biography. Hong Kong’s
South China Morning Post said Xu
is regarded as a protege of
President Xi Jinping. The two of
them worked together when Xi
was briefly Shanghai’s Communist

Party chief in 2007 before moving
to Beijing ahead of his appoint-
ment as president.

Xinhua did not say where Lu
would go next. It can take a few
weeks before subsequent
appointments are announced. The
Chinese government exercises
widespread controls  over the
internet and has sought to codify

that policy in law. Officials say
internet restrictions, including the
blocking of popular foreign sites
like Google and Facebook, are
needed to ensure security in the
face of rising threats, such as ter-
rorism. Foreign governments and
business groups have pointed to
restrictions on the internet as a
broader trade issue. —Reuters

China appoints new head of internet regulation


