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A man watches a commercial featuring K-pop supergroup Blackpink on his laptop in Jakarta
after the advertisement was banned by the Indonesian Broadcasting Commission. — AFP

Yalitza Aparicio had just gone along with her
sister to the casting call for Alfonso
Cuaron’s new film. She had no intention of

trying out herself. But destiny put her in front of
the camera and that was how the Mexican woman
of indigenous origins, who had just graduated as a
teacher but wasn’t yet working, became the star of
“Roma.” She is likely now to spend the next few
months learning how to handle Tinseltown red-
carpet ceremonies-Cuaron’s latest film is a sensa-
tion, and her work is generating major buzz.

“Roma” won the Golden Lion at the Venice Film
Festival, has been nominated for three Golden
Globes and is a strong favorite for the Oscars in
February. “It wasn’t something that I really wanted
or had dreamed about,” Aparicio, who turned 26
on Tuesday, told AFP.  “Because of your socioeco-
nomic status or your culture, you think you can’t
aspire to be an actress, and to participate in this
medium that sounds like a fantasy.”

Passion project 
After his Oscar-winning “Gravity,” which took

home seven trophies, Cuaron bet on a very per-
sonal project. “Roma” tells the story-in black and
white-of the two women who made a deep mark
on his childhood in Mexico City. Cleo, played by
Aparicio, is a domestic worker who becomes
pregnant after her first sexual encounter. The
director’s mother and lady of the house, played by
Marina de Tavira, is about to be left by her hus-
band for another woman. Framing all of it is the
turbulent Mexico of the early 1970s.

Aparicio had no Cleo in her childhood in
Tlaxiaco, a town of 40,000 people in the south-
western state of Oaxaca. But her own mother, who
raised her on her own, worked as a maid and that
helped Aparicio understand the relationship of
love and heartbreak that can form between care-
givers and their bosses. “There were scenes dur-
ing the filming that stirred my memories, and there
arose, all by itself, my character’s need to protect
the children from what was happening so they
would not suffer,” she said.

Cuaron, who also directed “Harry Potter and
the Prisoner of Azkaban,” said the actors in
“Roma” were “the best” he has ever worked with.
The film, which had a cinematic release in select
US theaters, will be available on Netflix on
December 14.

Casting call 
The first requirement for becoming a member

of the cast of “Roma” was to physically resemble
the real people in the director’s life.

“The directive was that they had to physical-
ly look as much like the original people as possi-
ble,” Cuaron told AFP. “And on top of that, they

should have the same energy.” Aparicio’s sister
ended up not being cast  because of  her
advanced pregnancy. 

But since the young teacher was there, she did
the first of many screen tests that led ultimately to
her winning the part inspired by Libo, the direc-
tor’s nanny, who Cuaron says “cries every time”
she sees the movie. Before filming began, Aparicio
met with the now elderly ex-domestic worker.
“She told me only how she came to the house,
about her relationship with the family, but it was
left at that,” she said. Then filming began. 

Change ‘little by little’ 
Cuaron did not give out the entire script at

once, only parts of it. Filming unfolded in a replica
of the house where he had lived as a child in the
upper middle class Mexico City neighborhood of
Roma-hence the film’s title. The set was so close
to the real thing that his mother, who died recent-
ly, and the rest of the family were impressed.
Despite having no previous experience, Aparicio
has been applauded by other actors, like Tom
Hanks, and by critics. The New York Times includ-

ed her in a list of best performances of 2018.
“After living through this whole adventure, I real-
ized that the movies aren’t as far away as I
thought from what I had always dreamed of
doing,” she said.

“Through films, you can educate people in a
more massive way. But let’s see if some offers come
my way,” she added, discussing her future with
humility. For now, Aparicio plans to experience the
moment, which has included not just accolades but
also ugly racist and class-related insults from some
of her compatriots after she appeared in designer
clothes in Vanity Fair magazine. She ignores the
abuse, though, and focuses on what’s important to
her: change. “I am showing my people that they
also can reach something like this, that just because
you don’t have blonde hair and green eyes, it does-
n’t mean you can’t be a part of it,” she said.  “There
are certain things that will change little by little in
our culture and let’s hope that with this picture,
something is learned.”— AFP

Yalitza Aparicio: An indigenous 
Mexican woman captivates Hollywood

Mexican director Alfonso Cuaron (left), Mexican actress Yalitza Aparicio (center) and Mexican actress Marina
de Tavira (right) arrive for the Los Angeles premiere of “Roma” at the Egyptian theatre in Hollywood.

Mexican actress Yalitza
Aparicio arrives for the Los
Angeles premiere of “Roma”
at the Egyptian theatre in
Hollywood. — AFP photos

Atelevision ad featuring members of
K-pop supergroup Blackpink
dressed in miniskirts has been

banned from Indonesian airwaves, prompt-
ing a furious backlash from fans. The
Indonesian Broadcasting Commission
ordered 11 domestic TV stations to yank
the commercial late Tuesday, saying it was
indecent. The order followed a petition
signed by more than 100,000 people ask-
ing the commission to cancel the ad-which
in turn sparked a tit-for-tat campaign call-
ing for the expulsion of the woman who
launched the original petition. 

The ad features four members of the
top-selling Korean girl band singing and
dancing to promote Shopee, an Indonesian
online retailer. Indonesia’s broadcasting
watchdog said the ad flouted moral norms
in the world’s biggest Muslim majority
country. “Companies need to be careful
when they’re making a commercial that

they don’t associate their product with
something Indonesians see as negative,”
commission head Hardly Stefano said in a
statement Tuesday.

Shopee called the commission’s remarks
“very valuable input”, but added that the
ad had been greenlit by another govern-
ment agency prior to its airing. The deci-
sion to ban the ad was widely panned by
Blackpink fans in Indonesia. “This is too
much-you can see women dressed that
way in any mall in Indonesia,” Disna
Harvens told AFP. “It’s not vulgar at all.”
Blackpink has quickly become a household
name at home and among K-pop fans
overseas with their signature hip hop-
infused music, impeccably choreographed
dance routines and edgy fashion styles.
They also stand out in a K-pop industry
largely dominated by boy bands. — AFP

Indonesia bans K-pop supergroup’s
miniskirt commercial

BRITs Critics’ Choice Award 2019
winner Sam Fender owes his music
career to a teacher who inspired

him to learn to write properly. The
‘Poundshop Kardashians’ singer beat
R&B star Mahalia and indie rocker Lewis
Capaldi to win the prestigious prize but
he insists if it wasn’t for the efforts of a
special educator at his school he wouldn’t
have been able to pen the lyrics that are
creating such a buzz in the music industry.

In an interview with The Times news-
paper, Sam said: “When I was 13 I did an
oral exam on ‘Frankenstein’ and the
teacher said to me, ‘You speak like an A-
star student, but you write like a complete
idiot.’ I sat back at school with her for two

years until she got my writing up, and it
became the first time I was stood at any-
thing. All I ever wanted to do was play the
guitar, and I began to see how I could
combine my love of creative writing with
music. That teacher inspired me to write,
to put into words things I couldn’t say out
loud loud. It was only a normal state
school but it made me who I am.”

The songwriter grew up in North
Shields near Newcastle in the North East
of England and his working class
upbringing is the inspiration for most of
his music. Sam, 24, wants to represent the
life that many people in the UK are living
and he isn’t afraid to tackle tough sub-
jects like drug use and men’s mental
health. He said: “Spice was rife in my
home town when I was a kid and it’s an
awful drug. The song [‘Spice’] is about a
boy who completely destroyed his life by
smoking it. ‘Poundshop Kardashians’ is
Newcastle on a Saturday night. Nobody
wears coats - it’s all muscles and V-necks
and fake tan. And ‘Dead Boys’ is about a
friend who committed suicide. The Cure
wrote ‘Boys Don’t Cry’ and it’s the same
today; as a boy you’re not meant to show
your emotions, but if you don’t have a job
or any prospects, you’re going to be
depressed and it will be much worse if
you can’t express that. I hate the term
because it’s become a buzzword, but it’s
toxic masculinity.” — Bang Showbiz

Fender owes music career
to inspirational teacher 

Rexha won’t
compromise
with creative
control 

Bebe Rexha has walked away from “big” oppor-
tunities because of the lack of creative control.
The 29-year-old star struggled to get noticed

before her song ‘The Monster’ was recorded by
Eminem and Rihanna in 2013, and was often told she
would be better off as a songwriter than an artist.
Even now she is Grammy-nominated, the ‘I Got You’
hitmaker always makes sure her collaborations are
authentic, and is quite happy to drop something if it’s
not going how she wants it to. Speaking candidly in
an interview with Euphoria Magazine, she said: “If I
were ever put in a situation where I felt like I didn’t
have creative control, then I just left no matter how
big the person was.  “If I’m in a situation where
there’s no collaboration effort and someone tells me
what to do, I’m out. 

“I’ve been in really weird situations where I’ve
looked like an idiot having walked away from a really
big producer because I wouldn’t have them tell me
who I need to be.”  Even when ‘The Monster’ came
out, Bebe was told she’d never make it as a pop star.
She recalled: “I remember when I first moved to Los
Angeles and everybody was like ‘you should just go
home this isn’t going to work for you.’  “I got signed
to a record deal and a songwriter deal, then I had
‘The Monster’ (come out) and they were like ‘No. You
have a record deal and a songwriting deal but you
should stick to songwriting because you’ll never be
an artist.”  Bebe is “proud” that she’ll never fit the
stereotype of a female pop star and praised Pink for
her empowering speech at the 2017 MTV VMAs,
where she revealed a moment of insecurity her young
daughter Willow, now seven, had about her looks and
how important it is to be proud of who you are.

She told the publication: “When I was growing up,
all my favorite pop girls were so fit and had abs and
sh*t and I will never be that. I will never be a size 2, I
will never be size 4.  I will be a size 8 and I’m proud of
it.  “I respect P!nk because she said what she needed
to say and say go to hell  to all the record label peo-
ple at the time and that’s something you do not do.
“There are women who have inspired me and
inspired me to be in the pop world and that’s the rea-
son I’m here today.”  Meanwhile, Bebe admitted that
she never expected ‘Meant To Be’ to be a hit.

Speaking about the Florida Georgia Line-featur-
ing track, she said: “I think ‘Meant To Be’ is one of
those very special situations - not to be corny about
it - but it was written in the stars.  “It’s just do differ-
ent (and) unexpected and I think the best things in life
are unexpected.  “I didn’t see ‘Meant To Be’ having
the success it did.  “I knew it was a special song, but I
didn’t think it would be that big.” — Bang Showbiz

Bebe Rexha

Sam Fender

E! Entertainment Television, NBCUniversal
International Networks’ pop culture channel,
announces its new locally produced show in the

MENA region - Generation M.E. - premiering on
December, 23rd from 9pm (KSA), on E!, exclusively on
OSN - the region’s leading entertainment network.
Generation M.E. follows Dana Al-Tuwarish, a Kuwaiti
influencer and entrepreneur, as she meets a selection of
game-changing women in the region, who, like her, have
unique journeys and have achieved success in their chosen
fields. In the three episode series, Dana interviews women
from the glamorous worlds of fashion, entertainment,
beauty and sport.  She also shares insights on how she
manages her multiple businesses including beauty salons
along with perfumes and brand collaborations. 

The show features Joelle Mardinian, a Lebanese pre-
senter and beauty entrepreneur; Haya Abdel Salam, a
Kuwaiti actress/director; Saudi fashion designer, Arwa Al-
Banawi; Manal Rostom, Egypt’s most prominent
marathon-runner and mountaineer; as well as top
Lebanese chef Tara Khatter. Dana also follows Hanan
Mazouzi, the Algerian founder of the UAE’s first women-
only supercar club called- Arabian Gazelles, as they take a
spectacular ride to raise funds for breast cancer research. 

Kuwaiti influencer and entrepreneur Dana Al-Tuwarish,
said, “It was an absolute pleasure shooting for such an
incredible show. I had an amazing time interacting with

each one of the participants and getting to know their
inspiring entrepreneurial journey and life experiences. I
hope that the viewers enjoy the show as much as we
enjoyed shooting it!”

Emad Morcos, Chief Content Officer of OSN, added,
“Generation M.E. is a great example of OSN’s collabora-
tion with international networks to bring shows that are
truly local and relevant to our audiences. While the show
gives us insights on Dana’s inspirational journey, it also

serves as a platform to highlight the achievements of the
region’s other young talents.”

“Generation M.E. is a compelling follow up to My
Fabulous M.E., E!’s original series that was exclusive on
OSN last year,” comments Lee Raftery, Managing
Director UK & Emerging Markets and Chief Marketing &
Content Officer, NBCUniversal International. “This
December viewers in the Middle East can expect to be
impressed and inspired by the stories of a new generation
of women across the region, including Dana’s own inspira-
tional career.”

All three episodes of Generation M.E. will air back-to-
back on Sunday, December 23rd from 9pm (KSA), where
viewers will get an in-depth and behind-the-scenes look
at the lives of businesswomen and influencers that are
impacting their culture across the region.

Generation M.E. is a fun, smart and inspirational series,
with all episodes available to watch On Demand on OSN
Play.  Generation M.E. is produced by Sugar Rush
Productions for NBCUniversal International Networks.
Follow the action on social media using #GenerationME.
Be the first to hear about OSN news by following
@OSNnewsME on Twitter and follow E! on Instagram
(@eentertainmentme) for the latest updates on your
favourite shows.

E! Announces Generation M.E.
A new local production celebrating successful
female entrepreneurs exclusively on OSN 


