
Google’s ad engine 
sputters in rough 
economy
SAN FRANCISCO: Google parent Alphabet
on Tuesday reported quarterly earnings that
fell short of market expectations as belts tight-
ened in the digital ad market that drives its rev-
enue. Alphabet said it made a profit of $14 bil-
lion in the third quarter on ad revenue that
grew just 6 percent to $69 billion when com-
pared with the same period of last year. Aside
from one period at the start of the COVID pan-
demic, that would mark the weakest revenue
growth at Alphabet for any quarter since 2014.

“When Google stumbles, it’s a bad omen for
digital advertising at large,” said Insider
Intelligence analyst Evelyn Mitchell. “This disap-
pointing quarter for Google signifies hard times
ahead if market conditions continue to deterio-
rate.” Alphabet shares slipped 6.8 percent to
$97.35 in after-market trades that followed the
release of the earnings report. Google’s founda-
tion in advertising on its heavily used search
engine does give it an advantage, however, over
other ad-reliant tech firms such as Meta, Snap
and Twitter, the analyst added. “Over time, we’ve
had periods of extraordinary growth and then
there are periods I viewed as a moment where
you take the time to optimize the company to
make sure we are set up for the next decade of
growth ahead,” Alphabet and Google chief
Sundar Pichai said on an earnings call. “I view
this as one of those moments.”

Alphabet chief financial officer Ruth Porat
said the financial results in the quarter showed
“healthy fundamental growth in Search and
momentum in Cloud” computing revenue, but
suffered from foreign exchange rates given the
strong US dollar. “We’re working to realign
resources to fuel our highest growth priorities,”
Porat said. Big tech firms are grappling with
multiple challenges, from inflation to the war in
Ukraine, putting pressure on earnings.

Alphabet recruited throughout the pandem-
ic, but announced a slowdown in hiring as ad
revenue growth cooled this year. “Within this
slower headcount growth next year we will
continue hiring for critical roles, particularly
focused on top engineering and technical tal-
ent,” Porat said. Many other tech companies
have decided to lay off staff, including Netflix
and Twitter, or slow the pace of hiring, such as
Microsoft and Snap.

Worsening the financial situation for
Alphabet is the fact that Google tends not to
aggressively promote advertising on its plat-
form with tactics such as trying to convince
businesses that online marketing is a smart
move during tough economic times, said inde-
pendent tech analyst Rob Enderle of Enderle
Group. “They don’t like the idea of making their
money off advertising, so they don’t treat the
market very well,” Enderle contended. —AFP

BEIJING: Millions of people in China were under
tight COVID restrictions on Wednesday as sporadic
outbreaks across the country prompted business
closures and disruption at the world’s largest
iPhone factory. China is the last major economy
welded to a zero-COVID strategy, persisting with
snap lockdowns, mass testing and lengthy quaran-
tines in a bid to keep infections to a minimum.

But fast-spreading virus variants have challenged
that approach in recent months, with shutdowns and
an ever-shifting patchwork of curbs sparking public
exasperation and rare pockets of protest.

The world’s most populous nation recorded just
1,241 new local cases on Wednesday, the majority
of which displayed no symptoms, according to the
National Health Commission. But they include an
outbreak at a factory in the central city of
Zhengzhou that employs around 300,000 people
and is known as the largest producer of iPhones in
the world.

Foxconn Technology Group, which runs the
facility, acknowledged the flare-up on Wednesday
but said “operation and production... is relatively
stable”. “Health and safety measures for employees
(are) being maintained,” the Taiwanese electronics
maker said, adding that it was “providing the nec-
essary guarantees for livelihoods, including materi-
al supplies, psychological comfort and responsive
feedback”.

The company did not specify how many staff
were affected by the outbreak but said it was a
“small number” and that unsubstantiated online

rumors of tens of thousands of infections were
“patently false”. “At present, the epidemic preven-
tion work in Zhengzhou is progressing steadily, and
the impact... is controllable,” the statement said.

“The operating outlook for this quarter remains
unchanged,” it added. There were signs of further
tightening in Beijing, with the capital’s Universal
Resort theme park saying on Wednesday that it had
“closed temporarily... to implement epidemic control
requirements”. “We will continue to evaluate the
impact on operations and work hard to restore them
as soon as possible”, the resort said on its official
Weibo social media account, without giving a time-
line for reopening.

Inhalable vaccine 
Chinese authorities have shown little willingness

to ease COVID measures even as the number of
daily cases has diminished, with Japanese invest-
ment bank Nomura estimating this week that more
than 200 million people are under some form of
enhanced restrictions. In the northwestern city of
Xining-home to 2.5 million-residents complained on
social media about grinding stay-home measures,
with some making accusations of underreported
cases that AFP was unable to verify.

“Xining is like Shanghai in April,” wrote one
Weibo user, referencing the months-long lockdown
that triggered isolated protests in the eastern
megacity earlier this year. But Shanghai’s situation
has since improved, and officials there began
rolling out an inhalable COVID vaccine on

Wednesday in what is thought to be the first such
campaign in the world.

The vaccine-produced by Tianjin-based manu-
facturer CanSino Biologics-was approved by
domestic regulators last month and is being admin-

istered as a booster for those who have previously
received a jab. Footage posted on social media by
local news outlets showed residents lifting translu-
cent beakers to their lips and sucking in the mist-
like vaccine through a nozzle. —AFP
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Customers queue to buy iPhones at an Apple store in Hangzhou in China’s eastern Zhejiang province. China’s
latest COVID-19 cases include an outbreak at a factory in the central city of Zhengzhou which is known as
the largest producer of iPhones in the world. — AFP

China COVID curbs hit production 
at world’s biggest iPhone factory

Sporadic outbreaks across country prompt business closures

Sundar Pichai

Losing on economy, 
Democrats decide 
to talk up economy
WASHINGTON: Democrats fear a pounding in the
midterms largely due to discontent over the US
economy. So how is President Joe Biden marking
the last two weeks before voting day? By boasting
about the economy.

“Democrats are building a better America for
everyone with an economy that grows from the
bottom up and the middle out, where everyone does
well,” Biden told party activists Monday in what he
called his “closing argument.” Republicans-they’re
the ones who “will crash the economy,” he said.

The message is a surprise switch for Democrats
after months in a defensive crouch over inflation, an
unstable stock market, and housing price jitters. It’s
almost as if someone in the White House has been
reading Sun tzu’s “Art of War,” where the master
strategist from ancient China advised generals to
“appear where you are not expected.” Democrats
previously seemed to hope they could bypass the
economy. Briefly over the summer it appeared that

passions around abortion rights and alarming
details about Donald Trump’s bid to subvert the
2020 election might take up voters’ attention.

There were even heady predictions that
Democrats would reverse the historical norms of
parties losing midterms when they control the
White House. But steady Republican messaging,
centered on blaming Biden for the highest inflation
in four decades, brought the election back to its
default setting. As Democratic strategist James
Carville famously said all the way back in 1992: it’s
“the economy, stupid.” And that makes the new
Biden closing argument all the bolder.

Populist message 
Biden wants Democrats to acknowledge voters’

current fears and argue that huge investments in
infrastructure and climate change response and
semiconductor manufacturing have laid the ground
for a bright future. What’s new is that he is also now
doubling down on a populist message that
Democrats are looking after poorer Americans,
while a Republican Congress would give the rich
tax breaks, then slash social spending for the poor.

“What congressional Republicans want to do is
take that all away,” Press Secretary Karine Jean-
Pierre said. This dire picture of what Biden calls
“mega-MAGA trickle-down economics”-in refer-

ence to Trump’s far-right MAGA political move-
ment-is based on suggestions by Republican lead-
ers that once in charge of Congress they could cut
usually untouchable programs like social security in
order to control the vast national debt. Kevin
McCarthy, who is likely to be the Republican speak-
er of the House if Republicans win next month, says
he’d be ready to risk a US debt default if that’s what
it takes to force spending cuts.—AFP

MESA, United States: A dropbox is pictured ahead of the
midterm elections at the City Hall in Mesa, Arizona, on
October 25, 2022. —AFP

Lexus Kuwait supports
breast cancer 
awareness campaign
KUWAIT: To further strengthen the commitment
towards society and as part of efforts to empha-
size on the early detection of cancer, Mohamed
Naser Al-Sayer & Sons Co W.L.L and Lexus have
partnered with Cancer Aware Nation (CAN) to
support the breast cancer awareness campaign.
Breast cancer is the most prevalent form of cancer
among women with the number of cases reaching
2.3 million in 2020, according to WHO figures,
which is 24.2 percent of the total number of cancer
cases in the world.

Dr Khaled A Al-Saleh, a former consultant at the
ministry of health and Chairman of the Board of the
Cancer Aware Nation (CAN), had recently
announced the launch of the Breast Cancer
Awareness campaign under the patronage of the
former Health Minister Dr Khalid Al-Saeed. Al-
Saleh said, “we renew our call for mothers and
daughter to take interest in periodically testing their
health for early detection of the disease. Early
detection saves lives and breast cancer is a curable

disease if it is discovered in its early stage,” adding
that all women above the age of 40 need to do a
mammogram test. According to Bedour Faisal Al-
Sayer-Marketing Manager Lexus Kuwait “We are
privileged to support breast cancer awareness
campaign (break don’t be broken) in Lexus L-
finesse Assima Mall. Lexus brand honors the efforts
by CAN, that reflects a strong commitment towards
such noble cause for better health and wellbeing of

female society”.
Lexus invited a medical expert Dr Linda Aldairi

Senior Pharmacist from CAN, to engage with
audience and explain ways of reducing the risk of
getting cancer. The event was held at Lexus L-
finesse Assima Mall on Friday 21st and Saturday
22nd of October 2022.As a token of gratitude
giveaways and flower bouquets were handed over
to the visitors. 

Huawei nova 10 
Series: Blending
fashion, technology
KUWAIT: The Huawei nova 10 Series was
designed to stay in sync with the fashionable
lifestyles and trending aesthetics of the young. The
nova moniker of the series is derived from the Latin
word “novas”, signifying that every rising star is
born to shine, akin to the passion of youth when
chasing their dreams of a better future. Created on
the foundation of innovative technology, every gen-
eration of the HUAWEI nova Series strives to rep-
resent the ideology of an innovative piece of tech-
nology that has an on-trend design, powerful cam-
eras, excellent performance, and offers smart inter-
action experiences. With that ideology in mind
comes the launch of the new Huawei nova 10 Series,
taking the series into its 10th generation. As of July
2022, the nova Series has accumulated a total of
more than 200 million users worldwide. Here’s how
the Huawei nova 10 Series seamlessly blends a fash-
ionable design with innovative technology.

Delicate craftsmanship 
On the 10th generation of Huawei nova Series

smartphones, the Star Orbit Icon design has adapt-
ed a double colour plating process, giving off a
futuristic sheen for an outstanding and unique look.
Via the lens module design of the inner and outer
double rings, you can see a runway show of a fanta-
sy world where the embedded Star Orbit Ring is
the star model of the show. The Star Orbit Ring is
indeed the highlight. With its combination of ultra-
clear lens technology and artistic aesthetic, it fuses
technology and fashion. The decorative parts of the
lens module are made of high-transparency optical
composite materials and processed into crystal cut
surfaces to produce a three-dimensional lustre. And
the cameras are arranged at the bottom of the crys-
tal-like decorative ring. 

Bold and exquisite colours
The Huawei nova Series always comes in trendy

colours, and the Huawei nova 10 Series continues
this legacy, offering Colour No. 10, Starry Black,
Mint Green and Provence models. Among these, the
brand new Colour No. 10 is a new generation
colour and uses silver as the main tone with a cold-
er overall tone. It matches flawlessly with the gold-
en Star Orbit Ring and logo and brings out the

exquisite 3D hyperbolic surface, taking beauty to
new starry heights. Combining the chic metallic sil-
ver colour with the golden Star Orbit Ring and Icon
designs, the Color No 10 sparkles layer upon layer
to showcase fascinating colour changes under dif-
ferent lights and shadows.


