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5G:   NEWS & VIEWS 

A HEALTH RISK OR THE BEGINNING OF THE ‘5G WITCH TRIALS’? 

5G promises to be one of the revolutionary 

technological breakthroughs of the 21st century due 

to its super fast speed, increased capacity and vast 

coverage. The path for 5G hasn’t been an entirely 

smooth road with an ever increasing presence of anti-

5G speculation, revolving around allegations that the 

new technology will have severe adverse side effects 

on health. Just like with every new technology, there 

are some gaps in knowledge regarding 5G. One 

example was in the Hague, Netherlands where 300 

birds were reported dead whilst an apparent 5G test 

was ongoing in the area. No professional bodies were 

cited in report that made the link between the two, 

yet the author strongly concluded 5G was to blame. 

Following the article, social media platforms were 

littered with posters and fake articles calling for a 5G 

boycott. It was not until weeks after that it became 

clear that no 5G test had actually been conducted in 

the area. Mysterious bird deaths such as the incident 

in the Hague are not far from the norm. Geological 

organisations across the world cover such issues and 

are aware that pollution, disease and sky conditions 

can lead to mass bird deaths. On average 163 similar 

events are reported to the U.S. federal government 

per year. 

 

The World Health Organisation (WHO) conducted a 

study on electromagnetic radiation affects on humans 

and concluded the effects as possibly carcinogenic to 

humans, grouped in 2B. However, others in Group 2B 

include vegetables! Take note that processed meat, 

tobacco smoking and alcohol are deemed far riskier by 

the same source. What has not always been reported 

and that really matters to us, is that the WHO 

concluded there are no known adverse health effects 

from exposure to electromagnetic fields for 0-300 GHz 

(as for the vegetables). 
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Looking back to 2013 when 4G was first released, 

we saw similar reports. It’s important to understand 

that 5G researchers have concluded that radio 

waves from 5G are not absorbed by the body but 

penetrate the “outer layers of skin” and are there-

fore, unable to break down DNA. It’s worth noting 

that 5G radio waves are far less energetic than visi-

ble light we experience every day. The sun’s UV rays 

are classified in the ionising radiation spectrum, 

which is considered dangerous and can be carcino-

genic. Another point frequently overlooked is that 

5G requires more base stations and are easily 

blocked by objects. Although there will be more 

base transmitters, each one will run at lower power 

than 4G resulting in a lower level of radiation ex-

posure.   

NEGLECTED LUXURY: NEW & VIEWS 

 

KNOLL: MINTING ICONS 

Eero Saarinen, the mastermind behind the St. Louis 

Gateway Arch and the ‘Tulip’ table was arguably 

one of the most talented and influential architects 

to contribute towards Western neo-futurism. Born 

in Finland to noted architect, Eliel Saarinen he 

moved to Michigan at age 13 where his father be-

came dean of the Cranbrook Academy. At age 19, 

Saarinen decided to enrol in the prestigious Acadé-

mie de la Grande Chaumière in Paris, giving him the 

opportunity to tour Europe and North Africa. Upon 

returning to the United States, Saarinen enrolled at 

Yale School of Architecture. After graduating, he 

moved back to Michigan where he worked in his 

father’s architectural practice whilst also teaching 

at the Cranbrook Academy in Michigan.  

It was at Cranbrook Academy that Saarinen met 

Florence Schust (who had studied under Saarinen’s 

father and Ludwig Mies van der Rohe) and Charles 

Eames, both of whom became close family friends. 

Saarinen and Eames formed a very close bond and 

designed the Organic Chair (a Vitra product now) as 

a joint entry to a competition hosted by the Muse-

um of Modern Art in New York. 

 

Charles Eames & Eero Saarinen (Knoll.com) 
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Meanwhile, Florence Schust approached Hans 

Knoll, a well-known German furniture manufactur-

er. She insisted that expanding into interior design 

would help stimulate more business, even during 

war times. Florence’s creative flair revolutionised 

Mr Knoll’s company and life. In 1946, Hans married 

Florence!  

Eero Saarinen was at the forefront of the Knoll 

transformation. Knoll was impressed with all of 

Saarinen’s designs, first taking on the ‘Womb’ range 

in 1950 and then the ‘Tulip’ range in 1956 (pictured 

above). The latter was a huge success, mostly due 

to its neo-futuristic design. 

 

Saarinen credits his inspiration for the Tulip table to 

a drop of high viscosity liquid he observed. It encap-

sulates the modernist features of simplicity, sleek-

ness and neutrality. In the initial design, Saarinen 

wanted to build the base using plastic, but    

 

this proved to be difficult as it was not strong 

enough to hold the marble top. Saarinen decided to 

use cast aluminium, due to its strength and to keep 

the process simple, he decided to finish the table 

off in only black or white. Saarinen produced the 

timeless table in different sizes and even mounted a 

glass top to the aluminium base. Over the last 60 

years, many different materials have been used for 

the top as well as a range of different colour 

schemes and prints.  

The unique connection between Knoll and Saarinen 

was a family-like bond. Florence stated that Saari-

nen was like her brother and that she spent  all her 

free time with the Saarinen family.  

Saarinen, whilst still alive was able to use Knoll as a 

vehicle to sell his modernist ideas to the world. In 

the process, Saarinen himself shaped the Knoll 

brand identity as well as putting himself at the fore-

front of the modernist interior design movement. 

The timeless nature of the pieces mean that even in 

2019, consumers are willing to pay $2000 for a ta-

ble that’s original model was released in 1956.  

 

Saarinen’s Tulip Range 

Saarinen explaining the Tulip table design to Florence Knoll. 

Charles Eames & Eero Saarinens ‘Organic Chair’ submitted 

to the New York Museum. 
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For Knoll, Saarinen was the beginning of the company. 

The expansion continued as they collaborated with 

more designers helping to provide a wide range of 

different products. The most prominent designer to 

collaborate with Knoll (excluding Saarinen) was Ludwig 

Mies van der Rohe, granting Knoll exclusivity for the 

famous Barcelona chair. 

Florence Knoll was integral to bringing in the best de-

signers to shape Knoll’s brand in the beginning. Using 

her personal relationships and building her network 

through these individuals such as Saarinen and Mies 

van der Rohe, Knoll was able to provide consumers 

with genuine goods from top quality designers.  

 

Since the 1940’s, there has been many fakes made of 

the Barcelona chair and the Tulip range, however Knoll 

has the unique selling point of having had a genuine 

connection with the designers and guarantee the au-

thenticity and quality of the product. Florence sold her 

stake in the company in the 1958, 3 years after the 

untimely death of Hans in a car accident. She stayed 

on with Knoll as a creative director, harnessing the 

culture of finding talented designers. Knoll continues 

to do this, recently recruiting designers from across 

the world such as David Adjaye and Barber Osgerby.  

Knoll provides luxury goods, with the guarantee of 

them being genuine and high quality. Knoll is far more 

than a furniture manufacturer; Knoll preserves history 

and culture through modern interior design. Knoll 

trades on the NYSE at modest valuations. Knoll is ne-

glected luxury.  

 

Scott Fitzgerald once wrote: “too much of everything is 

bad, but too much of champagne is just right”.   

 

The vineyards of Champagne are worldwide known for 

growing the three famous grapes (Chardonnay, Pinot 

Noir and Pinot Meunier) to form the Champagne wine. 

Historically, the vineyards were controlled entirely by 

the monasteries. The wine production from Cham-

pagne goes as far back to 496 AD and was consumed by 

Frankish royalty throughout the generations. The wine 

from Champagne was always seen as a luxury commod-

ity for the royals and was popular throughout every 

generation from Clovis to Philip the Fair to Louis XIV. At 

present day, Champagne is used for special occasions 

and is especially popular for celebrating weddings and 

sports victories. Champagne has become a symbol of 

success.  

SOMETHING IS BUBBLING IN BEIJING 

Mies van der Rohe’s world famous Barcelona chair. 

The process of making Champagne. 
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What makes Champagne different from other 

sparkling wines is its acidity that gives it a unique 

sensation of freshness despite its good to strong 

body, depending on the vintage. Famously re-

nowned monk, Dom Pèrignon (1638-1715), was 

raised in the region of Champagne and is recog-

nised as being the main contributor to Cham-

pagne.  What fewer people know is that Cham-

pagne’s production capacity has a ceiling of ap-

proximately 360 million bottles per year.  This is 

the maximum that the region can produce and 

today the actual shipping is about 305 mln bottles 

per year. France is the largest consumer taking up 

around 150 million bottles of all production and 

after we see the UK, the USA and Australia as the 

most popular regions for Champagne. An ever 

emerging consumer at the table however, is Chi-

na. Traditionally, Champagne has been tough to 

market to the Chinese consumer but this is slowly 

changing. In Asia, Japan is an established consum-

er of Champagne, ranking fifth in the world and 

consuming 10.5million litres per year. However, 

the popularity of Champagne in China hasn’t al-

ways been the same as in Japan. This is slowly 

starting to change with globalisation. Trends from 

Europe and America are slowly influencing emerg-

ing markets in a large way and this is not only ex-

clusive to the wine industry. 

Champagne, being a luxury wine traditionally con-

sumed by the rich has started to appeal to the 

new upper classes that are becoming more domi-

nant in Chinese culture. Such networks are happy 

to show their wealth through acquiring goods that 

show their class. This is also demonstrated by the 

popularity of Rolex, Hermes and Louis Vuitton in 

China, who all have large customer bases. One 

article from the South China Morning Post wrote 

that China launched its first domestically built air-

craft carrier by smashing a bottle of champagne 

onboard. This has been the first implementation 

of the Western tradition and many questioned 

why local Chinese liquor was not used. Such cul-

tural exchanges are reflective of the shift in men-

tality, as well as recognising some hostility to-

wards European customs.  

 

The most popular alcoholic beverage in China is 

Baiju. A spirit, it is mostly compared with Vodka 

and is not usually drunk without a meal. Baiju has 

a significantly higher alcohol content than Wine or 

Champagne and can be drunk in a cocktail. 

The base of Baiju comes from rice and wheat and 

was first made over 5,000 years ago. Baiju is sur-

prisingly the best selling spirit in the world with 

10.8 bln litres sold in 2018.  Hence, it is clear that 

Champagne will not be in direct competition with 

Baiju as its capacity is just 360 mln. Taking into 

consideration the population of China at 1.4 bln, 

the market is currently dominated by a contrasting 

spirit to champagne and is susceptible to change. 

Hence, this is why the Chinese market is important 

for the future, the sheer size of the population 

contrasted with the ceiling on the amount of 

champagne available. For the future, prices may 

be driven higher due to the demand. 

 

 

Dom Pèrignon luxury Champagne, now a  renowned brand. 

Champagne is becoming more popular, especially in corporate 

and wealthier circles in China. 
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Champagne has a history stemming back to 1835 

in China, first being brought by a French ambassa-

dor to the Empress Cixi. Yet now in 2019, we be-

lieve that Champagne will be at its most popular in 

the Chinese markets. In 2018, 1.8million litres of 

Champagne were exported to China and Cham-

pagne companies now recognise the opportunity 

of exploring the untapped market. China is a grow-

ing economy that is continually modernising itself 

through several different industries. The Cham-

pagne companies are likely to penetrate the 

younger market that recognise the luxury value of 

Champagne through their exposure to western 

culture. They are willing to consume luxury goods 

to celebrate the joy of their life and Champagne 

has become the epicentre of winning rituals, even 

in Asia. The Chinese consumer is also aware of the 

subtleties in Champagne, recognising even the 

‘pop’ sound of opening a bottle contributes to-

wards the atmosphere of social gatherings and 

creates a type of harmony amongst individuals. 

Perhaps the most overlooked point is that Cham-

pagne matches traditional Chinese food very well. 

The acidity and bubbles clean the mouth well and 

experts in China have already sought to find the 

right combination of Champagne with certain dish-

es.  

     

     

  

 

 

Dom Pèrignon statue outside Moët et Chandon cellars in Épernay, 

France. 

This luxury may take some time, but the main 

catalysts for this market are already set in play. 

These catalysts are the Chinese diaspora and 

tourists in Europe becoming increasingly exposed 

to Champagne as well as overall knowledge of 

Champagne increasing in China. Habits are 

changing in Chinese society and the newer gener-

ation will adopt Champagne like Europeans have. 

Hence, we believe that Champagne is a neglected 

luxury that has huge upside potential, with lim-

ited downside risk due to the established market 

in Europe, Australia and the Americas.  
Champagne regions in France. 
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STEEL SUBSTITUTIONS: 

NEWS & VIEWS 

VEGETARIAN CITIES 

 

 By 2050, the population of the world will be 

close 10 billion with two-thirds of them living in 

cities. As urbanisation continues, we will see more 

cities developing with the more established urban 

centres growing more densely populated. Howev-

er, one of the main concerns is the environmental 

impact of new constructions. 

Most essential large buildings and structures such 

as apartment blocks and skyscrapers are made 

from steel and concrete. But why is concrete an 

issue? Well, cement manufacturing is the largest 

greenhouse gas contributor after coal-powered 

electricity, standing at 5% of annual anthropogen-

ic global CO2 production. The releases come 

through burning fossil fuels to achieve reaction 

temperatures and breaking down calcium car-

bonate into calcium oxide; these two processes 

being essential to the cement making process. 

Although cement recycling is incentivized, some 

quality is lost through the recycling process and 

hence, the durability of the material is compro-

mised.  

 

Steel also has number of hazardous impacts on 

the environment which come from the produc-

tion process. Air emissions come from coke pro-

duction; these emissions include coke oven gas, 

naphthalene, ammonium compounds and more. 

On top of this, steel production is extremely ener-

gy intensive and just 15% of it enjoys renewable 

sources. However, unlike cement,  scrap steel is 

utilized efficiently in the construction industry and 

the lifecycle for steel is long. Most steel compo-

nents are reused for different purposes with 85% 

of construction steel being recovered from demo-

lition (sourceWSA), although only 42% of crude 

steel being produced from recycled material.  

 

 

 

 

Experts have gone as far as comparing the impact 

that steel and concrete have on the environment 

to petrol and diesel.  

So, what is the solution for the future? Timber? 

Maybe, yes! Architects, biochemists and construc-

tion professionals have been studying how timber 

could be used to build skyscrapers. Cross-

laminated timber (CLT) is a special product that is 

made from gluing layers of timber together in a 

perpendicular pattern to create a solid sheet of 

wood.  

Though a very simple concept, CLT is extremely 

strong and stable whilst also weighing less than 

steel and concrete. This makes it easier to 

transport also but perhaps the most important 

part of CLT is its sustainable nature. The wood will 

be sourced from sustainable forests, where sup-

ply can be controlled. Furthermore, CLT will lock 

in CO2 and experts estimate that a CLT skyscraper 

in comparison to a traditional skyscraper will de-

crease CO2 emissions by as much as 75%. In the 

past, wood has been known to have an issue with 

heat and can easily catch fire. CLT has fire re-

sistant properties that means when it burns it will 

‘char’. Hence, if there is a fire, the surface will 

ignite and burn at a steady rate, losing structural 

mass and becoming a black layer of char. This 

char acts as an insulating film, preventing exces-

sive rise in temperature which protects the core 

of the panel. If the source of the fire is extin-

guished, CLT will essentially put the fire out itself. 

 

Perpendicular slabs of timber are glued together to 

form CLT. 
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CLT has already been used to build apartment blocks 

in London, Melbourne, Vancouver and the college 

facilities at Michigan State University. As of now, the 

tallest apartment block is 55m however, Cambridge 

University and PLP Architects are currently planning 

the construction of a 300m skyscraper in Barbican, 

London. CLT is a relatively new technology and there 

are some issues that need to be addressed. One of the 

main issues that is particularly relevant for skyscrap-

ers is that in severe weather, the building may vibrate 

and sway. Other issues include the cost of servicing 

the buildings with electrical, plumbing and other es-

sentials. Such professionals are used to traditional 

building structures and costs for these services may 

increase, as well as the lack of flexibility in changing 

the structure of the building in the future. However,  

in this case we believe that the pros outweigh the 

cons with on-site labour decreasing by 50%, causing 

less disruption to local communities. CLT structures 

can also be built in a shorter time frame than concrete 

buildings. 

The idea that if humans turned vegetarian, CO2 would 

decrease by 9.6bn per annum doesn’t apply to just 

our eating habits, but also to our infrastructure.  

We can only imagine the damage we can save the 

environment by using natural resources.               

Scientists at the University of Cambridge also mention 

that humans returning to a natural habitat can have 

positive influences on their psychology and maintain-

ing a healthy lifestyle. We believe that in order for the 

world to continue to develop, we must explore alter-

natives to steel and concrete; this is both for building 

efficiency and environmental preservation. An up and 

coming market, that is essential to the future of hu-

man civilization. We believe vegetarian cities will be 

the future.  

 

 

 

The charring process helps to protect the other 

layers of wood from burning. 

Plans of the new CLT skyscraper in London. 

CLT apartments in London. 

Click here to see an interesting video on this 

topic: Wooden skyscrapers could be the future 

for cities | The Economist 

https://www.youtube.com/watch?v=2DPp2NcnTb0
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ORPHAN COMPANIES: NEWS & VIEWS 

JAPANESE FUNERAL SERVICES: GOOD MOURNING 
 

Japan, a country known for its traditional arts, more 

than a dozen UNESCO World Heritage sites and the 

birthplace of sushi but after WWII, the Japanese econ-

omy was bleeding from the aftermath of the destruc-

tion caused. Several industries including cotton were 

brought to their knees, however quick government 

intervention coupled with international investment 

helped to steer the economy in the right direction. By 

1960, industrial production had reached 350%, putting 

into play the Japanese Economic Miracle that saw Ja-

pan transform into a world power.  

The baby boomers which are credited with transform-

ing the country are now dying, whilst the country ex-

periences a historically low rate of births. In 2018, Ja-

pan recorded 921,000 births with 1.37m deaths, leav-

ing the government trying to encourage young Japa-

nese couples to have children. They are doing so, un-

successfully; Japanese young couples state the ex-

penditure of raising kids, the physical toll and the lack 

of good opportunities to support a family as reasons 

they are not having children.  

In the midst of this looming catastrophe, the funeral 

services industry is gaining popularity. Low barriers to 

enter the industry have enticed large entities to start 

taking advantage of the opportunity. The Japanese 

funeral market is dominated by smaller companies 

that operate in specific geographical locations, lever-

aging on logistical efficiency and local knowledge. An-

other contributing factor to the low barriers of entry is 

the lack of regulation. Surprisingly, there is no official 

certification needed to open a funeral services busi-

ness in Japan. 

For customers, the main pricing points in the funeral 

service industry is the rental charge for the hall togeth-

er with food and drink. Rent is traditionally locked in, 

with food and drink being a variable cost, dependent 

on each individual customer and the package they 

want. The more lavish the package, the more expen-

sive and the simpler the package, the less expensive. 

Traditionally, there has been a significant amount of 

exploitation in the industry due to the conservative 

culture in Japan; it is seen as disrespectful to negotiate 

funeral prices and so consumers have traditionally 

accepted (in some cases) extortionate prices! We are 

slowly seeing this change as larger companies with a 

larger reach such as Heian Ceremonies are becoming 

more influential. The market size in Japan is $1.4bn 

and experts estimate that by 2038 it will be worth 

$1.7bn. This is 1% yearly growth over 20 years. Whilst 

this is evidently not a growth hotspot, it is an essential 

market that will continue to hold value with an in-

creasingly ageing population.  

Births vs Deaths in Japan from 1950—2010 

A Japanese funeral venue. 
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So, in this ever increasingly popular market, what are 

the some of the interesting companies to watch out 

for? Japanese conglomerates such as Aeon, Family 

Market and Nankai Railways have all entered due to 

the domination of traditional small companies. Howev-

er, Heian Ceremonies, for us is the stand out company 

that has a unique strategy. A huge positive is that 

Heian is dominant in the South Tokyo region, pulling in 

approximately 40% of the market share for the region. 

Tokyo being the most densely populated region of the 

country, means that Heian is located in a sweet spot. 

Heian also adopts a unique philosophy by focusing 

meticulously in saving expenses whilst expanding its 

footprint across the rest of Tokyo.  

Currently, the market does not appreciate the value in 

the funeral services sector, especially in Heian, and its 

potential coming from industry consolidation and re-

lated economies of scale, leaving the company trading 

just above its net cash position. This is definitely a

(creepy) neglected niche. 

Tokyo is one of the largest cities in the world and most 

densely populated in Japan. 

SO LONG ICE  
 

The VW group is revolutionising its motor-

sport sponsorship strategy. In fact, the Ger-

man firm said on 22nd November that they 

will say goodbye to internal combustion en-

gines (ICE) motorsport sponsorships beyond 

2019. Sven Smeets, Volkswagen Motorsport 

director, commented on the choice by 

stressing the enormous development poten-

tial that electric mobility offers. He also 

affirmed that “(electric) motorsport can be a 

trailblazer”, whilst Fritz Enzinger of Porsche 

Motorsport commented that “F1 is really a 

thing of the past”, nodding towards Formula

-E, a championship that only uses electric 

cars. This period can serve as a dynamic la-

boratory for the development of future cars 

as well a marketing platform to inspire peo-

ple towards electric mobility. Let’s race to 

the electric era! 

 

A Volkswagen electric racing car. 



 

 

PLASTIC SURGERY 
 
 

In 1907 when Leo Baekleland introduced the world’s 

first synthetic plastic, the invention was genius. A 

cheap, safe and easy manufacturing process that 

would contribute towards consumer convenience for 

over a century after it was first introduced. However, 

as of recent, the consumer is more concerned with 

the impact that plastics are having on the environ-

ment. Environmental pollution caused by plastic has 

become well documented by both media and scien-

tific professionals. Documentaries, articles and social 

media footage of ocean life choking on discarded 

plastic and increasing environment disfigurement has 

also spurred on the anti-plastic sentiment.  

In the UK, the government has confirmed a ban on 

plastic straws, one which was supported by over 

80% of parliament. A considerable amount of 

companies had already stopped providing plastic 

straws at their restaurants before this vote. This 

symbolizes the change in consumer attitude and in 

particular, the younger consumer recognizes the 

power they have. This can be through boycotting 

certain products and spreading the word on social 

media forcing companies to consider their supply 

chains and focus on recycling and producing envi-

ronmentally friendly products. But does recycling 

solve the issue? Many think it’s just a tactic to help 

consumers feel less guilty about purchasing plastic 

products. Whilst there is a vast array of research 

going into alternatives to plastic, there is still little 

progress in terms of mass implementation. Some 

companies have moved away from plastic to glass, 

but this has proven to be worse as it impacts 

greenhouse gases more due to their weight and 

extra transportation costs.  Start-ups seem to be 

leading the march in finding the right alternative 

and companies such Notpla, have pioneered a 

form of seaweed that can be used a replacement 

to plastic film. These have already been used to 

hand out water pouches at the London marathon 

and replaced traditional sauce packets for JustEat.  

 

 

Other start-ups try to find value in fully decom-

posable materials as alternatives but perhaps one 

of the bigger projects is led by Bangor University 

in collaboration with Waitrose. Taking a model of 

Waitrose’s plastic trays, they were able to intro-

duce an alternative to them by using leftover 

farming materials. These are now implemented 

across Waitrose stores. 

 

What is for certain is that in 2019, in the midst of 

climate change, consumers are more conscious of 

their global footprint. We have already seen 

McDonalds, Häagen-Dazs and other large retailers 

implement cleaner initiatives moving forward and 

we expect to see a mass shift towards an alterna-

tive material. 

 

Bangor University introduce their new green packaging 

at a Waitrose branch in Wales. 

Notpla sachets have already been used by food order 

and delivery giant, JustEat. 
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