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KUWAIT: Canon Europe, leader in imaging solu-
tions, yesterday announced that it has acquired
Kite.ly, the London-based mobile ecommerce plat-
form specializing in personalized print. Kite.ly adds
an important new focus area into Canon’s digital
services portfolio, enabling the company to offer a
print ecosystem unrivalled in scope. This acquisi-
tion is in line with Canon’s ambition to play a part
in every image taken and to make image printing
accessible to all via any device. 

Alberto Spinelli,  Senior Director of Digital
Services at Canon Europe says: “Bringing Kite.ly
into the Canon group of companies is our latest

move to expand Canon’s digital services offering,
by making mobile printing ubiquitous. There is a
fast-growing trend of consumers who want to
shop for customized products and do it in an easy
way from their mobile devices. The combination of
Canon’s high quality printing technologies and
Kite.ly’s easy-to-use solutions will create an unri-
valled portfolio of print products, accessible to
customers everywhere through existing and new
imaging apps.”

Charlie Carpenter,  CEO and co-founder of
Kite.ly: “Today is a huge day for the Kite.ly team,
reflecting the success of our relentless ambition to

deliver a mobile personalized print solution, glob-
ally. We are excited to combine our innovative
technology platform with Canon’s digital services
portfolio to lead a new print era together.  We are
inspired that Canon shares our vision to become
the internet’s print button, embedded into any
imaging app or website. Kite.ly hosts hundreds of
app clients around the world and together with
Canon we will be able to enhance their service, to
help them generate new revenue and engage with
their users in a much more meaningful way.”

Kite.ly is joining Canon’s group of companies
and brands that offer complementary digital

services, including Lifecake and irista, helping the
company create a complete imaging ecosystem
for consumers - from capture, reliving, sharing
and printing, via easy to use mobile apps and
websites. The acquisition will also allow Canon’s
B2Bpartners and customers to explore new busi-
ness opportunities, whilst retailers will be able to
offer a complete end-to-end online personalized
print solution to their customers, both online and
in-store. Print service providers will be able to
easily plug the Canon-Kite.ly solution into their
existing infrastructures and gain access to new
revenue streams.

FRANKFURT AM MAIN: Daimler, the world’s
biggest luxury carmaker, said yesterday it will
speed up development of electric vehicles, aim-
ing for 10 new models within five years rather
than eight. “Emissions-free driving is at the cen-
tre of our strategy. In the coming years we will
spend 10 billion euros ($10.8 billion) on building
up our electric fleet,” chief executive Dieter
Zetsche told investors in Berlin, promising bat-
tery-powered versions of vehicles from the tiny
Smart to Mercedes SUVs by 2022.

Until now, the Stuttgart-based firm had
promised the expansion of its electric range
would be completed by 2025, with between 15
and 25 percent of Mercedes sold being electric
by that date. The carmaker will invest one billion
euros in battery production, half of it going to its
facility in Saxony, eastern Germany. Stuttgart-
based Daimler also produces a range of plug-in
hybrids-equipped with both an electric and
combustion motor-and will expand its electric
offering to heavier vehicles with a first all-elec-
tric truck this year.

But “no-one can say for certain how long it
will take for electric cars to outnumber con-
ventional motors on the market,” Zetsche said,
promising to “use all available means to reduce

carbon dioxide” emissions, including more effi-
cient combustion engines and “modern”
diesels “emitting significantly less CO2 than
petrol engines”.

Emissions probe    
German prosecutors last week launched an

investigation into Daimler for “fraud and fraudu-
lent advertising,” suspecting emissions from the
manufacturer’s diesel cars may be higher than
allowed. Distrust of diesel technology has been
stoked by the Volkswagen emissions cheating
scandal which erupted in late 2015. 

German regulators and the transport ministry
in Berlin “have not found breaches of the law in
measurements of our vehicles,” Zetsche told
shareholders Wednesday, calling for “clear rules
and transparent testing procedures” to allay the
public’s concerns while promising “full coopera-
tion” with the authorities. Like other German car-
makers, Daimler was forced to recall hundreds of
thousands of diesel vehicles in April 2016 after
German authorities found irregularities in emis-
sions measurements.

European manufacturers appear to have capi-
talized on vague EU regulations by allowing their
vehicles to deactivate exhaust filtering when out-

side temperatures are low, saying that the proce-
dure helps protect the motor. Also in April last
year, Daimler opened an internal investigation
headed by a law firm into how its cars’ polluting
emissions were certified in the US, at the request
of American authorities. US drivers have accused
the group of deliberately evading emissions lim-
its and making fraudulent claims about its cars’
environmental characteristics in advertising.

Looking to the future, “we are the first manu-
facturer to have brought diesel vehicles onto the
market that already fulfill EU emissions limits
planned to come into force in Sept 2017,”
Zetsche said. The spectacularly-mustachioed
CEO prefers to emphasize Daimler’s bets on a
high-tech future, including autonomous driving
and “mobility services” like taxi-hailing and car
sharing apps-aimed at customers “who don’t
necessarily want to have a car of their own.”

Daimler in February reported record results
for 2016, booking almost 9.0 billion euros of prof-
it on revenues of 153 billion and becoming the
world’s largest luxury carmaker by unit sales. But
investors complain that dividend payments are
not keeping pace with the carmaker’s growth, as
the big outlays needed to power Zetsche’s futur-
istic schemes eat into profitability. —AFP
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NEW YORK: Now that both houses of Congress
have voted to block Obama-era broadband priva-
cy rules, what does that mean for you? In the
short term, not so much. The rules, which would
have put tough restrictions on what companies
like Comcast, Verizon and AT&T can do with infor-
mation such as your internet history, hadn’t yet
gone into effect. So if President Donald Trump
signs the measure, as the White House has indi-
cated he will, the status quo will remain.

But the absence of clear privacy rules means
that the companies supplying your internet serv-
ice - and who can see a great deal of what you do
with it - can continue to mine that information for
use in their own advertising businesses. And con-
sumer advocates worry that the companies will
be an enticing target for hackers. Here’s how that
could play out and what it means.

What changes now?
Not much, at least immediately. For now,

phone and cable companies remain subject to
federal law that imposes on broadband providers
a “duty to protect the confidentiality” of customer
information and restricts them from using some
customer data without “approval.” But it doesn’t
spell out how companies must get permission,
how they must protect your data, or whether and
how they have to tell you if it’s been hacked.

What the rules would have changed
Under the Federal Communications

Commission’s rules, Comcast and its ilk would
have needed your permission before offering
marketers a wealth of information about you,
including health and financial details, your geo-
graphic location and lists of websites you’ve visit-
ed and apps you’ve used. Republicans and indus-
try officials complained that the browsing and
app history restrictions would have unfairly bur-
dened internet providers, since other companies
such as Google and Facebook don’t have to
abide by them. 

That’s important because the biggest broad-

band companies want to build ad businesses to
rival those tech giants. This rule would have made
that more difficult. These rules also required
broadband providers to take reasonable meas-
ures to protect customer information, although
those weren’t spelled out. They also required
these companies to tell you if your information
had been hacked. Yes, but it ’s not easy.
Broadband providers today let you “opt out” of
using their data, although figuring out how to do
that can be difficult. 

Instead, the digital rights group Electronic
Frontier Foundation suggests you might pay to
use a virtual private network, which funnels your
internet traffic through a secure connection that
your provider can’t see into. But good VPNs aren’t
free, you have to figure out which ones you can
trust, and unless you go to the trouble of setting

one up on your home router - not a straightfor-
ward task - you would need to set them up on
every phone, tablet and computer in your home.
The EFF and other supporters of the privacy rules
also point out that in many markets consumer
choices are limited when it comes to home
broadband, so you often can’t just switch
providers if you don’t like their privacy policies.

Does my state have my back?
Maybe. Many state laws bar unfair or deceptive

practices, which they can use against privacy vio-
lations. Other state and federal regulations aim to
protect medical and financial records, but may not
apply to internet service providers. Only a few
states regulate specific practices by broadband
providers, according to the National Conference of
State Legislatures, which tracks state laws.  —AP
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WASHINGTON: US lawmakers voted
Tuesday to roll back rules that would block
internet service providers from selling user
data to third parties, following a heated
debate over privacy protections. The House
of Representatives voted 215-205 to over-
turn the Federal Communications
Commission rule, following last week’s 50-48
vote in the Senate. The move followed a
fierce debate over digital privacy protections
over the rule that would have required serv-
ice providers to get permission before selling
customer data to third parties.

Some activists say the latest vote frees
major providers like Comcast and Verizon to
sell sensitive private data for targeted adver-
tising; others contend these firms will now
be able to compete on an equal footing with
internet giants like Google and Facebook for
online marketing. The rule was passed last
year by the US regulator with a majority of
Democrats appointed by former president
Barack Obama, a scenario that has been
reversed with the election of President
Donald Trump. Dallas Harris of the consumer
group Public Knowledge said lawmakers
“voted to strip Americans of the strongest
online privacy protections to date” and
added that “there will be no effective federal
cop on the beat to proactively protect con-

sumer information.” Democratic House
leader Nancy Pelosi opposed the measure,
saying “Americans shouldn’t have to give up
every shred of privacy when they go online.”
During floor debate, she said “Republicans
want this (private) information to be sold
without your permission.”

Others said the rule passed last year
imposed unnecessary regulations on carriers
that already must comply with laws on con-
sumer protection and deceptive practices.
Republican Representative Greg Walden said
the bill would roll back “short-sighted rules
that only apply to only one part of the inter-
net,” and exempt the big online firms like
Google and Facebook. The White House said
it supported the move, saying “the rule
departs from the technology-neutral frame-
work for online privacy” by creating “very dif-
ferent regulatory regimes based on the iden-
tity of the online actor.”

Ajit Pai, the Trump-appointed Federal
Communications Commission chairman,
said existing privacy protections would
remain in place. “Moving forward, I want the
American people to know that the FCC will
work with the FTC to ensure that consumers’
online privacy is protected though a consis-
tent and comprehensive framework,” Pai said
in a statement. —AFP 
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NEW YORK: Uber’s first report on employ-
ee diversity shows low numbers for
women, especially in technical positions.
In that regard, the company is similar to
other Silicon Valley giants such as Google,
Facebook and Apple. But Uber’s report
comes as pressure mounts on the compa-
ny in light of sexual harassment claims by
a former employee, the antics of its
embattled CEO Travis Kalanick and ongo-
ing criticisms of a boorish “brogrammer”
culture. Management defections include
that of the company’s president, Jeff
Jones, after just six months on the job.

Thirty-six percent of the company’s
worldwide employees are women, accord-
ing to the report, which does not count
drivers as employees. Google, in compari-
son, has 31 percent women and Apple, 32
percent. When it comes to technology
jobs such as engineering, only 15 percent
are women at Uber. At Google, it’s 19 per-
cent and Apple, 23 percent. As with other
tech companies, Uber is making some
progress in diversifying its work force. The
new hires at the company show a higher

percentage of women - 41 percent - as
well as more underrepresented minorities.

In the US, the largest ethnic group at
Uber is white and the second largest is
Asian. The report also shows that nearly 9
percent of the company’s US employees
are black and almost 6 percent are
Hispanic. At Google, a much larger com-
pany, the numbers are 2 percent and 3
percent, respectively. Uber also says 15
percent of its US employees hold work
visas, and they hail from 71 countries. 

Other technology companies have not
been disclosing this information, but it’s
possible that they will follow Uber’s steps
- especially as the industry continues to
clash heads with President Donald
Trump’s administration over immigration
issues.Uber has about 12,000 employees
worldwide, about half in the US. The San
Francisco company has hired former US
Attorney General Eric Holder to lead an
investigation into the sexual harassment
charges leveled by the former engineer,
Susan Fowler. The company plans to
release the findings next month. —AP
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KUWAIT: HTC Vive and Warner Bros.
announced a strategic partnership in
which HTC Vive will be the exclusive VR
partner for all  content,  online and
offline activations for the highly antici-
pated theatrical and home entertain-
ment release of Steven Spielberg’s
Ready Player One. Adapted from the
book by Ernest Cline, Ready Player One
is a sci-fi action thriller that unfolds
largely within the virtual reality space.
The film is slated for global theatrical
release yesterday, from Warner Bros.
Pictures, Amblin Partners and Village
Roadshow Pictures.

Vive will produce multiple pieces of
VR content tied to the world of Ready
Player One. This content will be avail-
able to users through Viveport, which
will distribute the content globally
across all VR in-home platforms, from
high-end PC based VR systems to
mobile solutions. In addition, Vive plans
to bring Ready Player One-inspired con-
tent to its Viveport Arcade platform for
location-based entertainment as well as
showcase the VR experiences and
games at many of the biggest global
consumer events through the year.

“ The vir tual reality world within
Ready Player One is extremely
advanced, sophisticated and engaging,
and with Vive, we chose the best system
to represent the future of VR. Vive is the
perfect partner to bring that to life and
also has the broadest reach to global
markets for the use of VR in home,
mobile and offline channels,” said Blair
Rich, Warner Bros. Pictures President,
worldwide marketing. “We’re delighted
that HTC Vive will be partnering with
Ready Player One and very excited to
work with them leading up the movie’s
release in spring 2018.”

“Ready Player One is one of the most
anticipated movies in the world, and
has tremendous potential to engage
and entertain the worldwide market,
showcasing the transformative nature
of VR, and what it can and will be,” said
Rikard Steiber, President, Viveport. “Vive
is delivering on the promise of VR and
continues to be the most advanced and
immersive VR experience available to
consumers, and we’re thrilled to be
partnering with Warner Bros. to bring
these experiences to consumers, on all
platforms, around the globe.”
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BERLIN: Participants of the Daimler general meeting look at a Mercedes-Benz Vision Van on display in the CityCube exhibition in Berlin,
Germany, yesterday. — AP   

Canon Europe acquires Kite.ly to expand mobile printing capabilities 

NEW YORK: In this photo, an Uber representative helps travelers find rides
with Uber at LaGuardia Airport in New York. — AP

WASHINGTON: This file photo, shows the Federal Communications Commission building in
Washington. — AP


