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In a change of scene, Santa Claus is
donning flippers and a diving mask
along with his traditional red-and-

white outfit to scuba dive in a Paris
aquarium as he teaches kids about
global warming and climate issues dur-
ing the festive season. The aquatic Santa,
a professional diver and biologist, may
be found swimming among the fish and
even a zebra shark every day during the
holiday weeks. The show is part of the

aquarium’s activities aimed at educating
children about environmental issues in-
cluding global warming, loss of biodiver-
sity and extreme weather as a result of
climate change.

“Children are the future,” said
Alexandre Dalloni, one of the aquarium’s
scientists. “The planet is also here for
children to inherit, so it’s those of a very
young age which we can teach ... to tell
them that everyone is responsible for

preserving the planet for the future.”
Dalloni added that swimming with the
shark was safe for Santa. “The shark is
an animal which isn’t going to attack a
human for no reason. There are attacks,
but they’re accidental,” he told Reuters.
Assuming all remains peaceful in the
tank, scuba-diving Santa will be in resi-
dence until Jan 5. — Reuters

Santa Claus dives into a hot climate issue in aquarium

The award-winning short film, “My Time”, was inspired
by seeing a friend being bullied at school for having a
period stain on her clothes, its director Giulia Gandini

said. The young girl had just started her first period but the
teacher refused to allow her to use the toilet during class - a
rule that applies to seven out of 10 girls in Britain today, ac-
cording to the children’s charity Plan International. “I wish
that I had seen this film when I was 12,” the London-based
director, who grew up in Italy, said at a screening on Tues-
day. “I developed this relationship to menstrual blood that
was very negative.”

Gandini’s film is the latest to tackle the stigma around
menstruation, following last year’s Bollywood movie “Pad-
man” and the Netflix documentary “Period. End of Sentence”
- which won an Oscar this year. Shame can be deadly. In
Nepal, the centuries-old Hindu practice of “chhaupadi”,
where women are banished from their homes during their
periods, has led to numerous deaths from suffocation and
snake bites.

Despite government schemes to provide free sanitary
products in British schools, “period shaming” persists, with
one in three women saying they have been bullied, isolated
or joked about over “the curse”, research by the charity Ac-
tionAid found. “It was a deliberate choice to set it in the UK -
you still have this kind of shame and taboo,” said Gandini,
adding that she only “started questioning why I was feeling
so awful about something so natural” years after her friend’s
humiliation. Gandini said her goal as a filmmaker is to dispel
stigmas and show the reality of young women’s lives in a
positive light.

“Films don’t only reflect culture but they have the power
to shape it,” she said, highlighting negative comments she
received from men while making the film, with some asking,
“Why should I care about menstrual blood?” “My Time”
has won multiple awards, including at the Chicago Interna-
tional Children’s Film Festival, London’s TweetFest and
Sweden’s BUFF International Film Festival. Gandini said her
film has a happier ending than the event she witnessed at
school, with a clear feminist message of “being proud of
who you are”. —Reuters

Award-winning
UK film upends
bloody shame

Peloton exercise bike’s latest TV
advert draws scathing reaction 

A Peloton stationary bike sits on display at one of the fitness
company’s studios in New York City. — AFP 

With the latest ad portraying a woman thanking her
husband for giving her an exercise bike for Christ-
mas, social media users have heaped ridicule on

Peloton Interactive. “Nothing says ‘maybe you should lose a
few pounds’ like gifting your already rail thin life partner a
Peloton,” one Twitter user said, as others piled on to scorn the
commercial, which is set in a large, richly furnished home.
Many note that Peloton bicycles are worth at least $2,245 and
require a paid subscription to the video exercise classes.

“Before you buy a Peloton, you must have a luxurious home
with a spotless picture window so everyone can see you work
out,” another commentator noted. The ad, which ends with the
couple watching the woman’s video montage about her year of
exercise, has been broadcast nearly 7,000 times since its ap-
pearance on November 4, costing about $13.8 million, accord-
ing to the specialized site iSpot.tv. It has been viewed more
than 600,000 times on YouTube, and also is featured at some
US movie theaters in the pre-show packages.

Others commentators wonder about the family dynamic
portrayed. “But she’s the only one exercising. He just sits on
the couch and watches video of her exercising,” said another
Twitter user. Peloton, which aims to revive stationary bicycles
and treadmills from their role as clothes hangers, by combining
them with online sessions led by dynamic and smiling young
instructors, has been routinely criticized for its marketing fea-
turing luxurious apartments and models with perfect
physiques.

While some on Twitter could not contain their visceral ha-
tred of the commercial - “Every time it plays my blood boils,”
one said - others noted that the campaign was a success since

people are talking about it. “Someone in the marketing depart-
ment did a good job.” After a difficult Wall Street launch in late
September, Peloton shares have gained ground, hitting a high
point Monday night of $36.84, or 27 percent above its IPO
price. — AFP 

A diver clad in Santa Claus outfit performs amongst fish during a Christmas-themed underwater show at an aquarium in Seoul. — AFP Photos


