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CALIFORNIA: The Tesla Model X, with its upward swinging rear doors is parked between two cars, at the company’s headquarters on Tuesday, Sept 29, 2015, in Fremont, Calif. — AP 

FREMONT: Elon Musk, Tesla’s charismatic CEO has
unveiled the company’s hotly anticipated sport utility vehi-
cle, the Model X, bringing an electric-powered vehicle to a
segment known for its gas guzzlers. “Any type of car can go
electric. We showed - you can do it with a sedan and now
we’re going to do it with a SUV,” the 44-year-old South
African said at a launch party Tuesday evening at Tesla’s
Fremont, California factory.  

The Model X, which is hitting the road two years later
than initially planned, complements the company’s only
other vehicle, the Model S sedan. With a price tag of
$130,000 (116,000 euros), the Model X is nearly double the
$70,000 cost of the sedan.  The X has a surprisingly round-
ed and tapered profile for an SUV compared to the more
massive frames and rectangular lines of its competitors.  

This car is full of gadgets. The wing doors can be
opened from a distance, with sensors adjusting the angle
to avoid other cars parked close by, and there is a special

“biodefense” air filtration button. “We’re trying to be a
leader in the catastrophic defense scenarios,” joked Musk,
who also founded Space X, a space exploration company.
Musk, who has a large family, mentioned his twins as he
highlighted the SUV’s three rows of seats before an audi-
ence of several hundred people.  

This 4x4 “goes so fast it’s wrong,” he said, boasting of
its ability to accelerate from zero to 60 miles (100 kilo-
meters) an hour in 3.2 seconds and its 250 mile (400
kilometer) range on a single charge.  That acceleration
beats a top-of-the-line Porsche Cayenne Turbo S, which
takes 3.8 seconds to reach that speed, and costs
$157,000 in the United States.  Tesla expects to sell a
total of 50,000 to 55,000 vehicles this year, and has
ambitions of expanding sales to more than 500,000
units by 2020. To do that, it wants to roll out a smaller,
more affordable car, the Model 3, in two years. It is sup-
posed to be priced at $35,000. — AFP 

Tesla unveils its Model X SUV

Special gadgets include a ‘biodefense’ air filtration button

CALIFORNIA: Elon Musk, CEO of Tesla Motors Inc introduces the Model X car at the company’s headquarters on
Tuesday, Sept 29, 2015, in Fremont, Calif. — AP 

WASHINGTON: More than 42 million Americans are part of the
independent workforce, representing a shift away from tradition-
al jobs as more people join sectors such as the “on-demand”
economy, a study showed yesterday. The study by MBO Partners
covers a variety of professions, but a growing portion of those are
made up of young workers taking “gigs” with startups such as
ride-sharing giant Uber or delivery services like Instacart. The
number earning a substantial part of their income from inde-
pendent work was estimated at 30.2 million in 2015 - 17.8 million
full-time and 12.4 million part-time.

The survey found another 11.9 million Americans are “occa-
sional independents,” bringing the total number to 42.1 million.
The total includes many traditionally independent workers
including accountants, doctors and real estate agents. But much
of the growth is coming from “sharing economy” platforms that
allow people to work flexible hours, said Gene Zaino, founder
and chief executive of MBO, which provides services to inde-
pendent workers. “We think most of the occasional independents
work in the sharing economy, along with a large number of the
part-timers,” Zaino said.

While the study does not break down sectors, Zaino said
anecdotal evidence suggests “more than a third” of the total
number of independents work in the on-demand economy. The
2015 numbers are little-changed from 2014 - probably because
some independents are moving to traditional jobs as the labor
market firms-but have grown considerably since the survey
began in 2011, MBO said. The trend toward on-demand jobs has

sparked concern that these workers lack the traditional social
safety net of conventional employees, such as employer-paid
health insurance, sick leave and disability coverage. Roughly six
in 10 said that working independently was their choice entirely
and nearly 80 percent of the independents said they were happi-
er working, the consultancy found. Some 45 percent said they
believed they made more money working on their own than
they would in a traditional job.

Those working independently were split on whether the
lifestyle carries more risks - 48 percent said being independent
carries more risks than traditional employment, and 32 percent
said the risks were roughly equal. A solid majority of independent
workers said they were satisfied with their situation, compared
with 47 percent of traditional workers, MBO said. The report said
the number of independent workers in America is expected to
grow from 30.2 million to roughly 37.9 million in 2020, in part
due to businesses seeking flexibility and also because young
adults are more comfortable in the lifestyle. 

Adding occasional independents, the projected number of US
adults working independently will grow to an estimated 54 mil-
lion or nearly 45 percent of the private, non-farm workforce, the
group said. “The independent workforce is thriving, and we’re
predicting that it will expand at more than five times the rate of
the overall hiring growth in the United States in the next five
years,” said Zaino. “Independent workers are a key driver of the
American economy, producing $1.15 trillion in revenues each
year, and we expect this number will continue to grow.” — AFP 

Americans shift away 

from traditional jobs

SEOUL: South Korea is known around the world for
Samsung phones, kimchi and Hyundai cars, but ask that
question in Asia and the answer might equally be “air cush-
ion” compacts. One of the country’s most valuable compa-
nies and richest individuals, both little known in the West,
owe their financial success to a range of beauty products
that have developed an almost cult-like following among
the young in East Asia.

AmorePacific, which began decades ago selling camellia
hair oil made in a traditional Korean kitchen, has in recent
years ridden a wave of enthusiasm for all things Korean cre-
ated by the popularity of K-pop music and TV melodrama.
But it also succeeded by bringing convenience to that which
is typically time-consuming and difficult to learn: the beauty
regime. Forbes ranked AmorePacific 28th on its listicle of the
world’s 100 most innovative companies this year, a league
table to which Samsung or other well-known South Korean
conglomerates didn’t make the cut. Profit surged 46 percent
during the first half of this year to 564.3 billion won ($472
million) on sales of 2.9 trillion won ($2.4 billion).

Its share price has skyrocketed nearly 4-fold since the
beginning of 2014, making AmorePacific’s chief executive
Suh Kyung-bae Korea’s second wealthiest individual behind
Samsung chairman Lee Kun-hee. South Korea is the compa-
ny’s mainstay market but sales have taken off elsewhere in
Asia, particularly in China. Despite the sudden rise, Suh, the
self-effacing son of the company’s founder, said he believes
in “slow learning.” “There are two types of innovation. One is
fast following the great products in the world. The other is
the process of slow learning through tests and runs. The sec-
ond type of innovation is important,” Suh said at a press con-
ference earlier this month. “Innovation can’t be accom-
plished through one or two super stars.”

He cited the company’s popular air cushion compacts,
which changed Asian women’s skincare and makeup rou-
tines. About 50 million of the cushions have been sold since
their introduction in 2008. Before the air cushion compacts,
liquid makeup foundation came mostly in a bottle or stick
and applying the right amount to the skin for a sheer look
was tricky, let alone retouching or adding another layer such
as sunscreen.

Inspired by Korean parking stamp ink that was lasting
and consistent, AmorePacific’s patented cushion is a type of
sponge saturated with sunscreen, foundation and various
ingredients for anti-aging and moisturizing. Using a puff to
apply the concoction from the sponge onto the skin quickly
achieves the sought-after dewy look that usually requires
considerable practice or training. It is gradually finding its
way into the West as well. After AmorePacific created the
cushion category, others followed suit including Lancome,
which launched its own cushion foundation this year. In
June, AmorePacific signed a partnership agreement on the
cushion technology with Parfums Christian Dior.

Suh, 52, who took over running the company from his
father 18 years ago, stands out in South Korea’s aloof and
nepotistic business culture for humility and openness.  His
father, Suh Sung-whan, was a merchant in Kaesong city,
then famous for Korea’s most business-savvy merchants but
which became part of communist North Korea after the
Korean War.  Suh said that during his 20s his father gave him
difficult jobs at the company, such as assigning him to the
worst-performing sales team and making him responsible
for chasing payments from customers that were habitually
late with paying their bills.  He said that taught him that
every job is important and the value of humility in dealings
with others. But he believes the biggest lesson he has
learned from years of doing business in Asia is that “we don’t
know anything.”

“Because we don’t know, we need to do research.
Because we don’t know, we should be curious. Because we
don’t know, we should respect local people,” he said.
AmorePacific’s beauty philosophy is to emphasize the
important of difference, seemingly at odds with South
Korean society’s obsession with cookie-cutter Barbie doll
eyes and noses achieved through plastic surgery. But that
message is likely to be essential as the company prepares to
bring Asian beauty products to men and women in the
Middle East, South Asia and US. The company aims to first
target cities with over 10 million people. In China, it seeks to
cater to growing numbers of online shoppers. “The big pic-
ture in our strategy is to blend the different beauty of Asia
into our brands,” Suh said. — AP 
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