
Zain launches child online safety
campaign ‘Internet Monsters’

Saudi Aramco in 
debut Islamic 
bond sale
RIYADH: Saudi Aramco yesterday began its
first dollar-denominated Islamic bond sale,
state media said, as the energy giant seeks to
raise cash to fund its hefty dividend payments.

The sale of sukuk, or Islamic bonds com-
pliant with the Muslim faith, will end on June
17, the off icial  Saudi Press Agency said,
without specifying how much cash Aramco is
seeking to raise. The sale comes after two
previous bond offerings that were not com-
pliant with Islamic law-a debut $12 billion
sale in 2019 and an $8 bil l ion offering in
November last year.

The company is raising money to help pay
an annual dividend of $75 billion, a key rev-
enue source for  the Saudi  government ,
Aramco’s biggest shareholder. Aramco, the
kingdom’s cash cow, pledged to pay the divi-
dend when it sought to generate interest in its
debut initial public offering on the Saudi
bourse in December 2019.

But company finances came under pres-
sure last year, when crude prices tanked as
the coronavirus pandemic sapped global
demand. Last month, Aramco declared a 30
percent jump in first quarter profit, thanks to
a recovery in oil prices, but the company’s
free cash flow fell short of the $18.75 billion
dividend obligation for that period. Aramco
is pushing to raise cash as Riyadh faces a
ballooning budget deficit and pursues multi-
billion dollar projects to diversify its oil-
reliant economy. In April, Aramco said it had
struck a $12.4-billion deal to sell a minority
stake in a newly-formed oil pipeline business
to a consortium led by US-based EIG Global
Energy Partners. —AFP
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KUWAIT: Zain Group, a leading mobile innova-
tor in seven markets in the Middle East and
Africa, announced the launch of its latest social
media campaign entitled ‘Internet Monsters’,
which aims to further raise awareness on child
safety online, at a time of increased online
activity. The online campaign is based on clas-
sic fairytales to which modern twists have been
added to depict what is occurring in the mod-
ern digital world. 

Zain engaged the services of an artist to cre-
ate and depict the telco’s take on the classic
children’s stories of Snow White, Hansel and
Gretel, Cinderella, and Little Red Riding Hood,
showcasing the villains in each story in a digi-
tized manner, with them emerging from laptop
screens, smartphones, tablets and TV screens
(gaming). The digitization of the classic stories,
reflected against a backdrop of different digital
mediums, is meant to help children visualize and
relate to the threats faced online, and under-
stand that there are ways to counter them. 

Over 30 percent of all Internet users are
estimated to be children and given the expan-
sion of broadband access, this number is only
set to rise over time. The COVID-19 pandemic
has also resulted in many more children coming
online as physical school classes have been
restricted and more children are learning online,
increasing the threat landscape for exposure to
detrimental content and threat actors.

The main objective of Zain’s latest child
online safety campaign is to reiterate the
importance of this issue, and advocate for par-
ents and caregivers to stay vigilant and aware
of the risks, emphasizing that people are not
always who they might present themselves to
be online.

Bader Al-Kharafi, Zain Vice-Chairman and
Group CEO, commented, “Child Online Safety
is of great importance for Zain given the mil-
lions of children that are online every day using

digital devices across our footprint. We are
dedicated to playing our key role in addressing
this especially that our region has one of the
highest share of youth in the world, coupled
with a rising broadband connectivity rate. We
are ful ly committed to address the UN’s
Sustainable Development Goal 16.2 calling on
ending all forms of violence against children by
2030.”  

Jennifer Suleiman, Zain Group’s Chief
Sustainability Officer commented, “Zain aims to
empower millions of young people across our
footprint, enabling them to reach their maxi-
mum potential. Part of this objective is keeping
them safe from harmful content and people, and
one of the pillars of our Corporate Social

Responsibility and Sustainability strategy,
Generation Youth, contains initiatives that are
dedicated to child online safety.”

Suleiman continued, “Zain is actively involved
in activities geared towards creating and sup-
porting ecosystems that foster the well-being
of young people to ensure sustainable, inclusive
growth and social cohesion in our region. As a
leading Internet services provider, it is our
responsibility to ensure that children are as safe
as possible online and through social media
campaigns such as Internet Monsters, we look
to continue raising awareness on this critical
topic to children and caregivers.” 

Zain has been a major advocate on issues
related to raising awareness of child online safe-

ty through initiatives and collaborations that
include the following:

l To raise awareness and better educate indi-
viduals on the importance of child online safety,
in 2020, Zain launched a social media campaign
and an internal announcement promoting tools
and resources that offer tips and advice on how
they can keep their children safe online. 

l In collaboration with the Broadband
Commission for Sustainable Development, Zain
published a collective report on child online
safety that highlighted the risks and harms that
children face online and provided actionable
recommendations to address the abuse and
exploitation that children face online. 

l In June 2020, Zain established a three-year
partnership with UNICEF, signing a memoran-
dum of understanding (MoU) to work towards
the advancement of the rights of children in the
region. Zain and UNICEF will collaborate based
on their respective expertise on strengthening
activities around child rights. The MoU covers
aspects on online gaming, raising awareness on
child online safety and convening stakeholders
on online protection.

l Through its partnership with UNICEF, Zain
collaborated to create a Child Online Safety
Booklet for school students and children. The
goal of the booklet is to educate children on the
risks that they might be exposed to while being
connected online or while gaming. In addition,
the booklet gives tips and recommendations on
what to do and not to do while online. This
booklet was developed for Zain eSports to dis-
seminate to any partnership where children are
key players.

The Internet Monsters campaign is currently
live on all Zain Group and country operations’
social media channels: www.facebook.com/zain;
www.twitter.com/zain; www.youtube.com/zain;
w w w . i n s t a g r a m . c o m / z a i n g r o u p ;
www.linkedin.com/company/zain

Amazon’s Jeff 
Bezos to go to
space on Blue 
Origin flight
WASHINGTON: Amazon founder Jeff Bezos
announced yesterday he will fly into space next
month on the first human flight launched by his
Blue Origin rocket firm. “Ever since I was five
years old, I’ve dreamed of traveling to space. On
July 20th, I will take that journey with my broth-
er,” Bezos said on his Instagram account.

Blue Origin said Bezos and his brother Mark
will travel on the first crewed flight of the com-
pany’s New Shepard capsule.

The company is auctioning off the third spot,
and that bidding is already at $2.8 million with
nearly 6,000 participants from 143 countries.
The trip will last a total of 10 minutes, four of
which passengers will spend above the Karman
line that marks the recognized boundary
between Earth’s atmosphere and space.

After lift-off, the capsule separates from its
booster, then spends four minutes at an altitude
exceeding 60 miles (100 kilometers), during

which time those on board experience weight-
lessness and can observe the curvature of Earth
from space. The booster lands autonomously on
a pad two miles from the launch site, and the
capsule floats back to the surface with three
large parachutes that slow it down to about a
mile an hour when it lands.

New Shepard has successfully carried out
more than a dozen uncrewed test runs launching
from its facility in the Guadalupe Mountains of
West Texas. The reusable suborbital rocket sys-
tem was named after Alan Shepard, the first
American in space 60 years ago. The proceeds
from the auction will go to Blue Origin’s founda-
tion, Club for the Future, which aims to inspire
future generations to pursue careers in STEM.
After the auction for the first flight, Blue Origin
will offer places for sale.

Billionaire rivalry 
The automated capsules with no pilot have six

seats with horizontal backrests, placed next to
large portholes, in a futuristic cabin with swish
lighting.  Multiple cameras help immortalize the
few minutes the tourists experience weightless-
ness while taking in the Earth’s curvature.

Blue Origin has not yet published its prices
but its clientele is expected to mainly be wealthy
individuals. Virgin Galactic, the company found-
ed by British billionaire Richard Branson, is also

developing a spacecraft capable of sending
clients on suborbital flights. Some 600 people
have booked f l ights, costing $200,000 to
$250,000.

Elon Musk’s SpaceX is planning orbital flights
that would cost millions of dollars and send peo-
ple much further into space. Bezos announced
earlier this year that he is stepping down as chief
executive of Amazon to spend more time on oth-
er projects including Blue Origin. He has a very
public rivalry with Musk, whose Space X has
already begun to carry astronauts to the
International Space Station and is a competitor
for government space contacts. —AFP

Over 30% of Internet users are children!

In this file photo the CEO of Amazon Jeff Bezos gestures as
he addresses the Amazon’s annual Smbhav event in New
Delhi. —AFP

Tourists delight as 
Spain opens up to 
vaccinated travellers
MALAGA: Hoards of beaming tourists were flying
into the sun-soaked resort of Malaga yesterday after
Spain opened its borders to all vaccinated travellers
from all over the world.  “We’re thrilled, delighted.
We love Spain, the sun, the food and everything
about it,” said Irish holidaymaker Gillian Ford, who
flew in from rainy Dublin after being fully vaccinated. 

“You only live once so you need to get out and
enjoy,” she said before heading off to the beaches of
Marbella with her husband Edward.  In throwing
open its borders, Spain is hoping the influx of visi-
tors will revitalize its all-important tourism sector
that has been battered by the pandemic.

With vaccination rates rising across Europe, many
are hoping it will be a busy summer for tourism, and
by mid-morning there was a steady flow of arrivals
at Malaga airport in the southern Andalucia region,
among them German, Irish and Belgian tourists.  At
least 20 international flights landed in the morning,
with the arrivals delighted to finally be able to hit the
beach after more than a year of lockdown.

“I haven’t left Belgium for a year,” says 73-year-
old Rose Huo, a Belgian national who came to visit
her sister who lives in southern Spain.  “It’s always
bad weather in Belgium, it’s always raining but here
it’s always sunny.. We’ll still have to be very careful
but it’s a start!”

Under the new rules, anyone who has completed
their vaccinations at least 14 days before travel is
allowed into Spain.  Europeans who haven’t yet been
vaccinated, who could already enter Spain with a
negative PCR test taken within 72 hours, can now
come with a cheaper antigen test taken in the 48
hours prior to arrival. Under cloudless blue skies on
Marbella beach, 20-year-old Irish student Alex
Walsh, who took a PCR test before flying, said he felt
safe to travel given the number of people being vac-
cinated.  “I couldn’t wait to get here, I’m just very
relieved and happy,” he told AFP, saying he was “sick
of being in Ireland” and had flown in from Dublin
with a group of friends. 

Eyeing a ‘spectacular recovery’ 
Heavily-dependent on tourism, Spain saw its

economy contract by a sharp 10.8 percent in 2020,
one of the worst performers in the eurozone, with its
key tourism sector battered by the pandemic travel
restrictions. But this year, Spain-the world’s second-
most popular destination after France-has said it is
expecting to welcome 45 million travellers. By the
end of April, the country had only counted 1.8 million

visitors, official statistics show, although those in the
tourism sector are confident that the numbers will
surge over the summer.  Jose Luis Prieto, president
of Spain’s travel agents’ union (Unav) is hoping for a
“spectacular recovery” after a punishing year.   In
recent weeks, tour operators in Britain, France and
Germany-Spain’s three main markets-had been
receiving many enquiries, he said.

After months of closures, hotels and restaurants
from the Costa del Sol to the Canary Islands have
been reopening, and airlines have resumed flights
to routes that were dropped at the height of the
pandemic.—AFP

Tourists walk holding inflatable mattress at Palma Beach
in Palma de Mallorca yesterday. —AFP

l Bader Al-Kharafi, Zain Vice-Chairman and Group CEO, “We are fully committed to
address the UN’s Sustainable Development Goal 16.2 calling on ending all forms of vio-
lence against children by 2030.”  

l ‘Internet Monsters’ Social media campaign is a cyber-twist to classic fairytales
l Zain focused on raising awareness and advocating for parents to stay vigilant and aware

of the risks to ensure children are safe online

RIYADH: Saudi Aramco is raising money to help pay an
annual dividend of $75 billion, a key revenue source for
the Saudi government, Aramco’s biggest shareholder.


