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STARZ Play Arabia is Streaming Video on
Demand (SVoD) service that delivers block-
buster movies and exclusive TV series -

many day-and-date with the US - in 17 countries
across the Middle East and North Africa. 

Developed exclusively for the MENA region,
STARZ Play Arabia is rich in original program-
ming and features one-click Arabic subtitling.
The service provides more than 4,500 hours of
premium HD content sourced from some of the
most important names in the entertainment
business such as Disney, MGM, Paramount, Sony,
Starz, Warner Bros, Showtime and CBS. 

STARZ Play Arabia is available on a wide vari-
ety of devices and platforms including laptops,
tablets, smartphones, smart T Vs and
Chromecast, with support for numerous other
gaming and smart devices being added all the
time. Unlimited access to STARZ Play Arabia is
just $7.99 per month (no contracts - cancel any-
time), with new subscribers enjoying a 30-day
free trial. Some excerpts from a special interview
with Maaz Sheikh to know more about STARZ
Play Arabia.

Kuwait Times: We’re hearing that cord-cut-
ting is a spreading phenomenon. What does
it mean? How is it relevant to the region?

Maaz Sheikh: “Cord-cutting” refers to the
process of replacing traditional satellite connec-
tions with a low-cost online subscription to
watch movies and TV shows. It has previously
been thought of as a largely US phenomenon,
but it has been trending across Europe and Asia
as well. Millennials aged 18-24 - a large and key
demographic - are reducing their traditional TV
minutes at a faster rate than the population as a
whole. This is particularly true in the MENA
region, where digital video consumption is one
of the highest in the world. 

Kuwait Times: What are your expansion
plans/ partnerships?

Maaz Sheikh: We are the only digital service
available on Etisalat’s eLife On Demand service,

allowing customers in the UAE to conveniently
view STARZ Play Arabia through their eLife set
top boxes. Similarly, we are available on
Ooredoo’s Mosaic TV service in Qatar. We’re plan-
ning to add our services to telcos in Kuwait, KSA
and Morocco before the end of this year. STARZ
Play Arabia partnered with VIVA - Bahrain and
Orange-Jordan to offer customers another pay-
ment method through their mobile phones,
with a standard price: $7.99 a month. 

STARZ Play Arabia has exclusive long-term
partnerships with major Hollywood studios
including Disney, Sony, Warner, Paramount and
MGM. We are expanding the range of devices
our service is available on and will soon be
launching support for AppleTV, Samsung TV and
PlayStation.

Kuwait Times: How do you cater to North
Africans/ do you have French content?

Maaz Sheikh: We cater to our subscribers in
North Africa by providing our content with
French dubbing. So far, we’ve adapted 50% of
our assets and we’re planning to reach 70%
before the end of Q2.

Kuwait Times: Is Netflix affecting your per-
formance in the region especially with its ME
version?

Maaz Sheikh: Viewing Netflix in the region is
not new; it has been widely available through
VPN and other means for several years. We
believe the legal and official arrival of Netflix is a
positive step for the industry and consumers. We
hope Netflix continues to take serious steps to
restrict the availability of its US service through
VPNs in the MENA region as it contravenes the
legal rights of license holders such as ourselves. 

Netflix’s arrival in the region hasn’t really
changed our strategy. We continue to strength-
en our offering by adding more movies and new
series to the platform. It doesn’t impact us as the
legally offered Netflix service in the region has
neither the content depth nor breadth that con-
sumers here want. Given that it’s a global serv-
ice, the content is not specifically curated for the
MENA region.

Kuwait Times: Can you name some exclu-
sive series and movies that you have on your
portal?

Maaz Sheikh: Below are some of our exclu-
sive shows/movies available on the service: 

Series:
• The Shannara Chronicles - Same time as the US
• Billions - Same time as the US
• Black Sails - Same time as the US
• The Girlfriend Experience - Box Set

Movies:
• Gravity
• Guardians Of The Galaxy
• Anchorman 2: The Legend Continues
• Planes 2: Fire & Rescue.
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The huge pool of Millennial consumers grew up with the Internet, smartphones and
a sharing economy in which owning things like cars is seen as almost unhip. — AFP

Seducing hyper-connected “Millennials”
poses an increasing challenge for luxu-
ry brands, which find their markets

slowing as young, skeptical consumers
force them to rethink strategies. Goldman
Sachs estimates that 92 million Americans
are in the Millennial generation-born
between the early 1980s and the 2000s-
surpassing the famed cohort of postwar
Baby Boomers who are now approaching a
geriatric phase. The huge pool of Millennial
consumers grew up with the Internet,
smartphones and a sharing economy in
which owning things like cars is seen as
almost unhip.

Studies show many have different
expectations than their elders, who were
relatively better paid and less indebted at
the same point in life. Deloitte analyst Nick
Pope spoke this week at an FT Business of
Luxury Summit of “a structural worry” as to
whether there would be the “same level of
spending in product ownership and luxury
as there was in their parents’ generation.” A
Deloitte study targeted Millennials as an
opportunity for luxury brands, but warned
that they require “a high level of invest-
ment” and are more “mercurial” consumers
whose brand loyalty can quickly shift.

“Their engagement with digital technol-
ogy has exposed them to more sources of
information, a greater range of influences,
and smaller brands,” the study said of
Millennials. “To attract, excite and engage
Millennials will require a high level of brand
investment.” Luxury-sector sales, excluding
the effects of currency changes, were up
only one percent last year, and similarly
tepid growth is expected this year, accord-
ing to global management consulting firm
Bain & Company. US jeweler Tiffany recent-
ly announced a disappointing financial
forecast, and the maker of the well-known
British Burberry trench coat has embarked
on a money-saving plan.

Digital Panacea? 
“The people in the luxury space, they

got very spoiled, because there was a mar-
ket of people who consistently spent,”
Sarah Quinlan of MasterCard Advisors told
AFP on the sidelines of the FT luxury sum-
mit in San Francisco. “That market is no
longer there.” Oligarchs with lavish spend-

ing habits in oil-rich countries such as
Russia and China have seen growth slow-
ing in their countries. It is unclear that
Millennials, with their fickle and prudent
spending styles, will take up the slack.

But Burberry has taken aim at those
Millennials with a digital strategy cited as
an example for the industry. And LVMH, the
France-based multinational luxury goods
colossus, reached into the Silicon Valley tal-
ent pool last year and recruited Apple exec-
utive Ian Rogers. Luxury brands including
Burberry, Vuitton and Tiffany have taken to
relying heavily on social networks such as
Snapchat that are popular with young peo-
ple. Having a presence online and in social
media has become a necessity for brands.

It promises to become even more impor-
tant as people use smartphones while mak-
ing buying decisions on the move. Internet
titans are pitching instant shopping oppor-
tunities based on time, location, interests
and more. Still, brands such as Tiffany face a
problem: some young people see them as
“old-world luxury” items that don’t jibe with
their Internet Age values and lifestyles,
according to Neil Saunders of Conlumino
retail research company. Being on social
networks has become a “must” in the mar-
keting equation, but it is not enough, con-
tended Quinlan.

“The bottom line is having something
relevant that fits into their lifestyle,” Quinlan
said of luxury brands that court Millennials.
“I don’t think they’ve done enough to
curate their brands.” The fading lure of luxu-
ry items among Millennials is “not necessar-
ily an income problem,” she contended.
Data collected by Mastercard describes
consumers who choose to enhance their
lives with spending on trips, dinners, out-
ings and other experiences instead of on
“stuff.” “They might buy one piece; if it’s
very special, it’s very valuable, has a memo-
ry of a trip somewhere,” Quinlan said. Yet,
Pope saw the luxury goods market as
“absolutely sound,” so long as brands rec-
ognize the shifts under way and offer  “val-
ue enhancing” products. Thus, companies
could transform their shops into places
where people can socialize and linger as
they might in a coffee shop, or connect
with increasingly popular historical, ethical
or sustainability trends. — AFP
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Rock and Roll Hall of Famer and hip-
hop icon Darryl “DMC” McDaniels
says the New York police commis-

sioner’s recent comments - where he
labeled rappers as thugs following a shoot-
ing at a hip-hop concert - are disrespectful
and that the commissioner should apolo-
gize to rappers like Chuck D, Will Smith and
Kendrick Lamar - performers whose songs
do not promote violence and negative
images. Police commissioner William
Bratton’s comments came Thursday after
four people were shot at a Manhattan con-
cert hall where rapper T.I. was scheduled to
perform on Wednesday night. Bratton
blamed the shootings on “the crazy world
of the so-called rap artists who are basical-
ly thugs that basically celebrate the vio-
lence that they live all their lives.”

McDaniels, one of the founding mem-
bers of the pioneering rap group Run-DMC,
said the shooting is not a “hip-hop problem”
and that Bratton’s statement was unfair to
rappers like LL Cool J, De La Soul, J Cole and
many others. “He needs to apologize to all
the rappers who have come from (the)
streets but have never put out anything
negative (and) disrespectful to break down
... and destroy their community,” McDaniels,
51, told the Associated Press on Friday.

“(Bratton) was upset and pointing a fin-
ger and getting to the root and not think-
ing about the people he would hurt by say-
ing what he said,” McDaniels continued.
“Him as the commissioner saying it did so
much damage (and) pushes hip-hop back -
that’s why he should apologize.” Bratton
told the AP Friday night that, “I meant what
I said about the thugs who call themselves
rap artists, and shoot up crowded clubs,
and in this case, kill and wound people.”
But he said in a statement emailed by his
spokesman that he understands rap has
become “an important vehicle for story-
telling in urban America” and that there’s a
segment of “gangster rap” that often over-
shadows rap’s most important messages.

Bratton said his comments about the
shootings were “misread as a reference to

all of rap and hip hop, which it was not.” He
said he’s concerned about the “subset that
not only glamorize violence but some who
employ violence like a prop for ‘street
cred.’” Police are investigating the deadly
shooting at Irving Plaza, where one person
died. Rapper Roland Collins, whose stage
name is Troy Ave, will face attempted mur-
der and weapons charges. He was also shot
in the leg. Ronald McPhatter, who died,

was a member of Collins’ entourage and
had been there to provide security, accord-
ing to his family.

In an interview with WCBS radio,
Bratton said rap music “oftentimes cele-
brates violence, celebrates degradation of
women, celebrates the drug culture.” “It’s
unfortunate that as they get fame and for-
tune that some of them are just not able to
get out of the life, if you will,” he said.
McDaniels said his words are “totally, total-
ly, totally unacceptable and false.” “There’s a
million rappers who come from the hood
who do not portray, promote or produce
products that celebrate or legitimizes any
forms of negativity,” he said. — AP
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In this file photo, Darryl McDaniels of
Run DMC performs at Christmas in
Brooklyn in New York. — AP

Carlos Vives hopes the video for “La bicicle-
ta (The bicycle)” that he and Shakira shot
recently in Colombia will reflect how

much fun the pair had filming it. The superstars
made a splash last week in their native country
while filming the clip of their first collaboration,
which was released Friday. They went from Vives’
Santa Marta to Barranquilla, where Shakira is
from, catching the attention of the locals.

“The work was intense but also delightful.
Both for Shaki and for me, being back in our ter-
ritory, plus the emotional load that this had for
us, it was wonderful. We were really happy riding
our bikes, singing on our bikes,” the 54-year-old
Vives told The Associated Press by phone from
Cartagena, Colombia. “We were kids again,” he
added enthusiastically. “We wanted to do every-
thing barefoot. We strolled happily to several
places. ... And watching Shaki contented, happy,
reuniting with her friends, with her people, I
think that the video registered a very, very spe-
cial energy.”

“La bicicleta” is the first single of Vives’ next
album, “La fiesta de todos (Everybody’s Party),”
planned for early 2017. The video, directed by
Jaume De Laiguana, will be ready in about four
weeks, Vives said. “The song has this spirit of

freedom and freshness and we were able to give
it some of the local sounds. We rescued those
Millo flutes so typical of Shakira land, from the
Barranquillero musicality, from its Carnival, and
blended them with those vallenato accordions
of ours,” he said. “It is truly a modern song but in
its content and essence, it has many elements of
our region, and that connected us.”

The collaboration happened after Vives pre-
sented his record label, Sony, with proposed
songs for his upcoming album, the follow-up to
his 2014 Grammy-winning “Mas + Corazon pro-
fundo (More + Deep Heart).” “Shakira listened to
part of the material. She loved the song and
asked me if she could work on it with me,” he
said. “Shaki is a producer, Shaki is also a song-
writer, so she gave the song her touch.” On his
new album, Vives will maintain the style that has
made him one of the vallenato voices most rec-
ognized outside of Colombia.

“I keep myself in that music territory that we
began exploring 25 years ago, I’ve always been
there,” said the singer-songwriter, whose hits
include “La Gota Fria (The Cold Front),” “La Tierra
del Olvido (The Land of Oblivion)” and “Fruta
Fresca (Fresh Fruit).” “My proposal is always to go
and rediscover that path that doesn’t stop sur-

prising us. I always follow ... that rock from my
village, that modern sound that preserves much
of the tradition but also makes use of new
sounds.” — AP
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In this file photo Carlos Vives poses in the
press room at the 57th annual Grammy
Awards in Los Angeles. — AP

Sicilian doc hopes baby who lost 
mom at sea inspires others

Adoctor on a tiny island off Sicily is
hoping a 9-month-old Nigerian
girl, who lost her mom at sea,

will change opinions regarding
migrants. Dr Pietro Bartolo cared for the
baby girl, named Favour, last Thursday
in the first hours after she and other
migrants were rescued from a smug-
glers’ boat. Authorities say the girl’s
pregnant mother suffered burns on the
boat and died at sea.

Bartolo told the AP on Saturday that
“thousands of requests” to adopt the girl
have come in. Nothing is apparently
known about her father. The child will
first be placed in foster care. The doctor
says the child “seemed like an adult with
her pains and adversities.” Bartolo was
featured in the award-winning
Gianfranco Rosi film “Fire at Sea” about
Lampedusa’s people who have wel-
comed rescued migrants for years. — AP

Doctor Pietro Bartolo is pictured in his studio in
Lampedusa first aid center, Saturday. — AP 

The winners of the 58th Mexican Ariel Academy Film Awards pose for a photo in Mexico City, Saturday. — AP


