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Editor’s Desk

Music was a major activity in the 2000s in Pakistan. This was the time when many music 
groups emerged and carried the country’s voice around the world. And then everything be-
came silent and the Pakistani music industry became all but extinct. It was not that something 
drastic had hit the industry. There was no legislation that discouraged music and the overall 
environment did not place any restrictions on the making or presentation of music. But it just 
happened that the singers and musicians lost interest in music, the music concerts stopped, 
the advertisers and sponsors did not seem to have any gumption left for backing music while 
TV outlets wrapped up those of their music channels that were exclusively devoted to music.

 This happened at the end of the decade of the 2000s. Prior to this, Pakistani music groups 
were producing much better music than their counterparts in India. While there was no deny-
ing the fact that the Indian music industry was much bigger and had a much greater output 
owing to its patronage by the country’s film industry, it were the Pakistani singers and music-
makers who ruled the roost and there were no contemporary singers or music groups from 
India or any other country in South Asia who could compete with the talent or output of the 
Pakistani industry. This was also the time when the Pakistani film industry was down in the 
dumps and the music industry had only its own steam to draw any guidance or inspiration 
from. It rose to the top despite all odds and led the music genre in a very big and productive 
manner. At this time, many new singers were born or the existing ones became more pol-
ished. In the absence of any film industry to write home about, they became popular through 
the TV and radio channels and via live concerts and shows.

 Music was a major platform for promotion of leading advertising brands that identified with 
the youth and carried their message targeted at the young market in a very effective manner. 
The example of Pepsi is a case in point. It is interesting then that the magnetism of music 
suddenly lost its magic though this was one medium that had a constructive effect on the 
development of our young people. It was probably another matter that the making of music 
negatively impacted the sensibilities of certain elements in the country and they discouraged 
it to the extent of killing the hunger for music altogether and adding further listlessness to an 
already humdrum and boring environment. That the loss in interest was pointless was proven 
in subsequent years when Coke stepped forward and brought some of the good music and 
musicians back. 

 It is true that Pakistani society has undergone a debilitating experience over the past de-
cade or so and the creative proclivities of the masses have been beaten down and numbed 
into near nothingness. There seems to be no spark left in them towards sharpening their 
creative talents and excelling in those areas which they felt were closer to their native ethos. 
Pakistani singers have done very well outside the country, such as in India and the UAE and 
have won great laurels. Within the country too, whenever attempts have been made to cre-
ate platforms for singers through TV channels or otherwise, the response has been quite 
enthusiastic and considerable good talent has come forth. It is no secret that many Pakistani 
singers have gone over to India and have been hugely patronized for their talent in the highly 
competitive Indian music industry which is driven by film music for the large part. These sing-
ers go to India because they fail to garner adequate patronage at home while the Indians are 
all out to reward them. 

 The fact is that had many of these highly talented people not sought patronage in the 
Indian environment, they would be no-bodies in Pakistan and would have led unknown exis-
tences. There is no question that Pakistan can ever rival India in terms of market size because 
there is no comparison as such. Similarly, the Pakistani film industry may be moving towards 
some kind of revival but it can never challenge the mighty Indian film industry that continues 
to churn out hits merely on the basis of its hugely burgeoning music industry. However, just as 
Pakistani films have more or less re-invented themselves staying within their limitations and not 
trying to emulate the Indian song-and–dance routines, Pakistani music must also move into a 
stage of reinvention. It must revive itself by at least endeavouring to achieve those parameters 
it had reached in the past and give an identity to the country.

Where has all the
music gone?
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Letters

Cinema Revival
It is rather pleasing to see Pakistani cin-

ema coming back to life. Our films were 
almost extinct and the people were used 
to watching Indian or western films. They 
didn’t any other alternative. Every day life 
and its monotony make a temporary es-
cape all the more necessary and it comes 
through films. People find solace in entertainment, especially in 
South Asia and they prefer it on the bigger screen. It was an ulti-
mate death of cinema of all kinds in the country that there were no 
films until a few years ago.

The past two years have revived local film production. The cover 
story in Slogan’s March issue depicts what the Pakistani film in-
dustry was in the 60s. In recent years, the distress of an absent 
film industry had become a sheer disappointment. That despair 
is dispersing to some extent now new local films are appearing 
again.

Aadil Ahmad

Lahore

Tied Tongues
Your writer Samina Wahid has very precisely put into words 

the ironic interpretation and double standards of the expression 
‘freedom of speech.’ It is common practice to promote and adopt 
extreme ends of a perspective – either we agree with the point of 

view or disagree with it with intensity 
that there is no room for flexibility or 
second thought.

Liberty to voice one’s concerns is 
indeed vital and the people’s right. 
However, the reasons and conse-
quences behind the matter are of 
equal importance. Had the blasphe-
mous cartoons been relevant to any 
other religion apart from Islam, the 

protests would have been all the more ‘necessary’ and ‘upright.’ 
Islam around the globe has an image that goes hand in hand 
with terrorism. It is indeed saddening and infuriating to see how 
manipulation is prevalent in the global community.

Naushaba Salam

Peshawar

Love for Literature
Initiatives like the KLF are very few in our country and are 
much needed. The Karachi Literature Festival is a platform 
that provides leverage and recognition to local literature 

and new writers. It directs people not just towards new 
books and writers, but also takes them on a tour to 

different literary cultures.
Actors, poets, literary activists and 
common people enjoy the festival every 
year. I was present in the panel discus-
sion with David Waterman and Mu-

neeza Shamsie. The topic Where Worlds 
Collide: Pakistani Fiction in the New Millennium was 
indeed very interesting and the exchange of views 
was pleasant. There should be more such festi-
vals.

Ali Tariq 

Karachi

The future
The Pakistani fashion industry has 

come a long way. HSY has been in 
the industry for quite some time too. 
He has put forward designs that can 
compete on the international front 
and earn a good name for the local 
industry.

However, it is high time that 
the experienced ones in the industry should make way for 
the newer ones. There are batches of young fashion designers 
graduating every year from various fashion schools in the country. 
They enter the market but are often disappointed when financial 
crunches block their way to contemporary designing and launch-
ing their work into the competitive market. Designers like HSY, 
Maria B., Sanam Chaudhry, etc. have been in this industry for a 
long time. They should take a step back, channel the skills to the 
fresh blood and think for the betterment of the industry. It is also 
about the bigger picture and not just about personal gain. Without 
encouraging budding talent, what’s the future of fashion?

Natasha Shahid

Islamabad

Music Pakistan
Your article clearly talks about the time 

when national songs drove our patrio-
tism. Pakistani pop artistes put thought 
into lyrics, rhythm and melody including 
the national songs. Those songs were 
more than mere compositions of notes 
and lyrics. They had a spirit of nationalism 
in them.

Music in the modern day has become soulless to an extent. 
Lyrics are repetitive and the concepts don’t vary much. Patriotism 
and its essence are lost and the motive is usually to gain quick 
fame and easy money. It would reach the right audience if a feel 
like the old days was added to these national songs. In times of 
political stress which has an extremely negative impact on the 
masses, music should ideally be a source of genuine soothing 
and motivation. Patriotism can stir souls which, I think, is alto-
gether missing in our songs today.

Fiza Ferozepurwalla

Karachi

Social Media Muscle
The piece The Future of Social Media Mar-

keting very aptly talks about the advertising 
and marketing scene on the national and 
global fronts. The Facebook is definitely a big 
tool for brands to reach their customers but, 
at the same time, it is also a way for custom-
ers to give their feedback about the brand.

For instance, I had a bad experience with a particular food 
brand. I took a picture, typed a long post and shared it on the 
Facebook page. Some 50 of my friends liked the post and 10 
shared it. However, there was no response from the brand’s end 
and this further lessened my loyalty. It seems that while social 
media marketing and interface have empowered these brands, 
the experience of a customer isn’t valuable to them. What’s the 
point, therefore, of two way communication and feedback just for 
the sake of it?

Aliya Mirza

Faisalabad



By Samina Wahid

Some 16 of the best 
Pakistani design-

ers put their hearts and 
souls into designing one 

of the most significant out-
fits in the country – the PIA 

crew uniform. Everyone who 
knew about this revamp, design 

aficionado or non-enthusiast, fre-
quent traveler or hermit; felt emotionally 

and aesthetically involved.
 Let’s be honest: PIA’s current dull green 

number is a depressing sight, especially on 
those excruciatingly long journeys across 
the Atlantic. So when PIA announced it 
was revamping its look, fashion critics and 
designers alike were optimistic but nervous 
about the change. 

Style PIA that was held at the Pearl Conti-
nental, Karachi, on March 16, allayed these 
fears. The event showcased different de-
signers’ interpretation of what the revamped 
uniform should look like. With huge shoes 
to fill of their predecessors, including the in-
ternationally renowned Pierre Cardin, some 
of the top names in fashion envisioned their 
take on the PIA uniform and produced it 

at a ramp show to field professionals from 
aviation, fashion design and media among 
others. The designers included Amir Adnan 
and Huma Adnan, Nomi Ansari, Shamaeel 
Ansari, Sonya Batla, Nida Azwer, Ismail Far-
id, Omar Farooq, Fahad Hussayn, Maheen 
Karim, Maheen Khan, Misha Lakhani, Sa-
nia Maskatiya, Yasmeen Sheikh, Shamoon 
Sultan, Ali Xeeshan and Hasan Sheheryar 
Yasin.

The designs were divided into four promi-
nent categories: cap, coat, men’swear and 
women’swear. Each designer showed a se-
lect number of designs with signature looks, 
keeping in mind the directives provided by 
the PIA management. Designer and re-

PIA gets a  stylish makeover

Cover Story
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vivalist Bunto Kazmi had the distinction of 
overlooking the entire process from start to 
finish while a panel of judges was selected 
to evaluate the designs on the ramp, includ-
ing cuts based on cultural acceptance. The 
judges’ panel comprised leading names 
from the design world such as Tariq Amin, 
Zeba Bakhtiar, Seema Iftekhar, Shahnaz Is-
mail, Naz Mansha, Rabya Javeri and Shakeel 
Saigol. Also present among the audience 
was Mrs. Nur Khan. 

The extensive presentation featured cap-
sule collections, each preceded by a show-
reel focusing on the designer’s vision and 
style philosophy. At the end of it, Atiqa Odho 

came on stage to de-
liver a token of thanks 
and invited Capt. 
Shujaat Azeem, adviser 
to the prime minister on 
aviation, to give awards 
to the participating de-
signers, judges and 
Mr. and Mrs, Shahnoor 
Ahmed of Spectrum 

Y&R.
Speaking on the occasion, PIA chairman 

Nasser N. Jaffer said their aim was to make 
the airline’s performance dependable with 
stronger focus on safety, cleanliness and 

other visible and not so visible changes so 
that PIA could truly lead the way, including 
the induction of 15 new aircraft in its fleet. 
“We stand committed to making it really 
happen, and to be able to say ‘PIA – Great 
People to Fly With.”

Nomi Ansari got the Best Women’s Wear 
award – on your next PIA flight do look out 
for female employees donning Nomi Ansari. 
Sania Maskatiya’s designer cap got a nod 
from the judges. Omar Farooq’s menswear 
collection will be seen on PIA’s male em-
ployees while Yasmeen Shaikh’s cape/coat 
also won an award.

While Nomi Ansari might not have pre-
sented the best dresses design-wise, they 
were practical and plain. Yasmeen Shaikh’s 
coat stuck out from the rest of her collec-
tion and won. The same goes for Sania 
Maskatiya’s cap. Every designer added a 
unique touch to the collection. Khaadi had 
that unique traditional touch  with its ethnic 
printed waist coats.

While Khaadi’s collection was fun, one 
felt it didn’t actually go with the PIA theme. 
The airline has never featured a uniform 
with that much print and embroidery. One 

can understand why the judges did not opt 
for it. 

Sania Makatiya, Maheen Karim and Nida 
Azwer are known for their love for elegance. 
Both Azwer and Maskatiya drew inspiration 
from birds and used that element in the 
design. Nida Azwer’s tapered trousers (in-
stead of shalwars) looked chic.

Maheen Khan stuck to solid colours and 
her traditional cuts were interesting. Simi-
larly, HSY and Misha Lakhani both show-
cased simple but elegant designs. 

Sonya Batla and Shamaeel Ansari fea-
tured the most colourful collections of the 
evening with bright pinks and oranges. One 
could imagine wearing one of those to a 
formal dinner and that’s probably why they 
didn’t get selected. Fahad Hussayn and Ali 
Xeeshan were quirky as ever. One used ec-
centric cuts while the other used contrast-
ing colours - black and yellow against white 
for that in-your-face effect.

Everything about Ismail Farid’s slim-fit 
suit and double breasted trench in royal 
blue and black was on point.

While there were only four winners, it was 
good to see the cream of the fashion in-
dustry come together to do something for 
the country’s national airline by giving it a 
much-needed style makeover. 

PIA gets a  stylish makeover
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Cover Story

By Mahrukh Farooq

It’s finally happening. After many years as the 
premium uniform for Pakistan’s national flag 

carrier, the multicoloured dupatta with plain 
shalwar kameez is finally being retired, thus 
making way for a fresh and strapping new look 
for the airline. Top designers of the country 
were invited to pitch their ideas about what the 
new uniform should be, with the final designs 
displayed via ‘Runway Collection 2015’, a 
fashion show of epic proportions. The winning 
designers were: 

Nomi Ansari:
A man known for com-

ing up with some of the 
best designs the Paki-
stani fashion industry has 
ever seen, Nomi Ansari 
continues to surprise the 
fashion world. Nomi’s sig-
nature look represents his 
ability to bring together just the right kinds of 
shades and colours that exist in perfect har-
mony without looking too flashy or gaudy. 

With PIA’s uniforms, Nomi took care to re-
tain the original flavour of the airline and still 
bring about a look that was both modern 
and contemporary. Nomi’s designs speak 
Pakistani and feel Pakistani and are extremely 
pleasing to the eye, which was probably why 
PIA decided to pass the mantle of designing its 
signature uniforms to him. 

Nomi’s penchant for colour is evident in the 
designs he has put forward for PIA: strong 
navy blues with hot mauve and grey which 
are extremely eye-catching. He has changed 
the way women dress in Pakistan by encour-
aging them to try and experiment with colour 
as well as the confidence to mix and match 
contrasting separates in their wardrobes in 
order to create a coherent look. A graduate 
from the Pakistan Institute of Fashion Design 
with a strong set of skills in couture develop-
ment, Nomi has so far used a dozen different 
sets of colours for every outfit, taking care to 
not let any clash with the other. His designs, 
therefore, have the finesse and the finish of a 
master couturier.

Sania Maskatiya
The true personifica-

tion of the phrase, ‘a dia-
mond in the rough,’ Sania 
launched her signature 
label ‘Sania Maskatiya’ 
after giving three long 
years of her career to the 
label ‘Chamak.’ After that, there was no look-
ing back as Sania’s brand skyrocketed to new 
heights in a very short period. Since its incep-
tion, Sania’s signature has been ‘to maintain 
a delicate balance between elegance, comfort 
and practicality.’

For many fashionistas in Pakistan, Sania 
Maskatiya proved to be nothing short of a 
godsend by providing a one-stop shop for 
luxury prêt and couture. From ready-to-wear 
prints in classy, inventively blunt cuts to intri-
cately hand-woven, exotically embellished jo-
ras, Sania does it all. Her collections bring a 
real metamorphosis where modern is no lon-
ger synonymous with bare backed, revealing 
cuts but rather an inspiring and creative fusion 
between traditional and contemporary.

This same aesthetic sense can be seen in 
her designs which include scarves and caps 
to be worn alongside PIA’s uniforms. A splash 
of colour reminiscent of everything Pakistani, 
Sania’s scarves can be seen as a throwback 
to the signature dupatta that was a regular 
feature in PIA uniforms of yesteryears. While 
speaking of her feelings and emotions upon 
learning that her scarves and caps will feature 
alongside Nomi Ansari’s designs, Sania said, 
“I am super excited that our scarves and caps 
will be worn in the PIA uniforms. I am truly 
blessed.”

Yasmeen Sheikh
Along with cutting-edge and colourful de-

signs from both Nomi An-
sari and Sania Maskatiya, 
Yasmeen Sheikh’s coats 
were the final piece that 
made the cut to com-
plete the image of PIA’s 
future air hostesses. Chic, 
contemporary and pleas-

ing to the eye, the new coats are a welcome 
add-on to the classy uniforms and, in fact, help 
to enhance the look of the attire. In a manner 
that speaks Pakistani, yet, enjoys a comfort-
able place in today’s modern fashion society, 
Yasmeen Sheikh’s coats come in a range of 
colours and comprise quality materials. These 
designs are just another feather in the cap for 
this talented designer who has been known 
for her innovative creations and eye-catching 
pieces. A perfect blend of current and tradi-
tional, Yasmeen’s designs aim to speak to her 
audiences and give them the confidence they 
need to make their mark on the world. Yas-
meen is thrilled to be a part of such an aus-
picious venture and hopes that her coats will 
provide the required flavour to PIA’s uniforms 
that will catapult it to success. 

Omer Farooq
Founder, owner and creative director of the 

immensely popular clothing brand, Republic, 
Omar Farooq has a degree in management 
from Adelphi University, 
New York. Presumably 
after deciding he was 
more inclined towards 
fashion, Omar spent two 
years researching different 
elemental designs for the 
urban man, all the while 
coming up with some in-
novative designs of his 
own in order to create signature cuts and styles 
for his consumers. For Omar, being a designer 
is second nature. He is extremely passionate 
about his work and makes the utmost effort 
to come up with designs that are chic and el-
egant, while, on some occasions, daring to ex-
periment with more risky materials and colours. 
Such ambition is evident in Omar’s designs 
for menswear in the PIA Runway 2015, which 
ultimately made his the chosen attire for PIA’s 
male flight crew. Handsome men in strapping 
blazers and coats, replete with ties and trou-
sers, the entire look is befitting a gentleman, 
which is what Omar hoped to achieve. He is 
extremely happy to be given such an oppor-
tunity and hopes that his designs will help to 
enhance the national carrier’s image. 

Winning StrokesWinning Strokes
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PIA Chairman appreciates
pro bono services of designers
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PIA Chairman Nasser N. Jaffer has 
deeply appreciated the fact that the 

new PIA uniforms which are smart, profes-
sional and practical for use in the airline 
environment, have been designed entirely 
free of cost by an eminent panel of 16 
fashion designers.

“The new uniforms will give PIA a new 
look through an elegant and fashionable 
approach that improvises, enhances and 
amplifies national pride,” he said’

The newly designed outfits are simple in 
concept and meet the practical needs of 
the PIA cabin crew. The airline is expected 
to launch the new uniforms by summer 
this year.

Nasser N. Jaffer said PIA’s aim was to 
make the airline’s performance depend-
able with stronger focus on safety, cleanli-
ness and other visible and not so visible 
changes. This included the induction of 15 
new aircraft in the fleet. “We stand com-
mitted to making it really happen and to 
be able to say ‘PIA – Great People to Fly 
With,” he said at the function held in Kara-
chi to display the new uniforms.

The Chairman said that PIA was the 
brand ambassador for Pakistan and as it 
lands and takes off at many airports of the 
world, it represents Pakistan in a multi-fac-
eted way. He said it was therefore impor-
tant that it reflected the best the country 

had to offer.
The chairman said he was quite aware of 

the challenges the airline was facing which 
were multi-faceted and he did not want to 
shy away from addressing them. He said 
that he, however, would like to give out the 
assurance that the PIA management was 
moving forward. 

He said he realized that the airline’s first 
priority was integrity of schedule - that 
is, on time arrivals and departures. This 
meant that PIA must have younger, more 
fuel-efficient aircraft and these were being 
inducted. He said the airline was in the fi-
nal phases of inducting ten A320 and five 
ATR 72 aircraft on dry lease. The Chairman 
said a ‘Customer First’ approach required 

improved ground and onboard service. He 
added that fuel represented the single big-
gest component of the operating cost and 
he was pleased to say that, as a result of 
unexpected good fortune with the drop 
in oil prices, some part of the benefit had 
also been passed on to customers. 

The Chairman said that no image make-
over could be complete without a new 
contemporary look and that it was the 
need of the day in a highly competitive en-
vironment to survive and succeed. He said 
a lot of commitment and hard work had 
gone into creating the new look for PIA 
crew. He deeply appreciated the fact that 
the designers of the new PIA uniforms had 
worked on a pro bono basis and this was a 
selfless service for PIA and the nation.

The PIA Chairman said he was also 
indebted to the team of judges - Zeba 
Bakhtiar, Seema  Iftikhar, Shehnaz Ismail, 
Naz  Mansha, Shakil  Saigol, Tariq Amin 
and Rabia Javeri – as they had given so 
much of their time in selecting the winning 
designs.

As innovation and renovation are the 
keywords at PIA now, Capt Shujaat 
Azeem, Special Assistant to the PM on 
aviation, greatly appreciated the efforts 
put in the designing of the new PIA uni-
forms. He gave awards to the participating 
designers. 

Capt. Shujaat Azeem, 
Advisor to PM on Aviation 

Nasser N. Jaffer,
Chairman, PIA



By Sarah Fahim

PIA has been the national carrier for 
more than six decades. The attire of the 

PIA cabin crew from its earliest years has 
moved through numerous stages of style.

The uniforms of the PIA crew initially 
conformed to western trends. PIA air host-
esses and male flight attendants had no 
cultural distinction in those days except the 
colour green. The females wore below-the-
knee skirts and white blouses with a cap. 
The male stewards wore conventional male 
suiting. To the passenger, they were crew 
who dressed up like the cabin staff of any 
other airline. These were times when cabin 
crew in other airlines, especially some Eu-
ropean carriers like Air France, had already 
caught the fancy of fashion designers.

Gradually, eminent names of the fashion 
world began to be patronized as designers 
of cabin crew outfits by PIA as well. Laila 
Shahzada, a Pakistani designer and Chau-
sie Fortaignelle, an American woman of 
French origin, who was also a cabin crew 
trainer at PIA, presented the first set of PIA 
uniforms for the flight attendants in 1956. 
The clothing featured gray tweed jackets, 
a shirt, blouse and a matching cap for both 
males and females. The designs by Laila 
and Chausie were worn by the crew until 
1960.

PIA people took pride in the dignity these 
uniforms manifested, especially the cultural 
edge. PIA was also the first regional airline  
to incorporate local and national elements 
in their crew outfits. This trend  was subse-
quently followed by Air India, British Over-

seas Airway Corporation (BOAC),  Malay-
sian Airlines and Singapore Airlines.

PIA stewardess Naseem Feroz was cho-
sen to model for PIA’s culturally oriented 
uniforms. In her interview with Chausie 
Fortaignelle, Naseem openly expressed her 
reservation for westernized uniforms and 
short hair. She said:

“I showed my deep reservation to both 
of these demands, although Ms. Chausie 
did mention that PIA was in the process of 
designing a new uniform. A couple of days 
later, a letter of acceptance arrived from 
PIA, despite my refusal to give in 
to the demand of short-
ening the hair and 
wearing a west-
ern outfit.

“I was cho-
sen to be the 
model for the 
new PIA uni-
form. This com-
prised a green 
tunic, green hat, 
white shalwar and 
dupatta, black 
shoes and a purse. 
PIA was the first air-
line in the world to 
incorporate local 
attire as its uni-
form. At all the 
international air-
ports, where PIA 
operated, the 
’PIA Girl’ stood 
out. They were 
the real brand 
ambassadors 
for the coun-

PIA style through the years
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try and PIA.”
From 1960 to 1966, Feroze Cowasji’s de-

signs further portrayed cultural vibrancy in 
PIA uniforms. The world-renowned French 
designer, Pierre Cardin was asked to pres-
ent his designs in 1966. He was chosen 
from a competition and it was evident how 
the airline of a developing country did not 
mind spending extensively on the crew out-
fits of the national carrier that carried the 
Pakistan flag around the world. 

Cardin chose fawn for the summer and 
moss green for winter for the PIA flying 
crew. This connected very well with the 
seasonal essence and was the haute cou-
ture of cabin crew dresses in those days.

  The short and conveniently fitting ‘A-
line’ tunics and slim, cigarette trousers of 
PIA quickly gained popularity around the 
world. A folded dupatta complemented the 
uniform while the trousers became known 
as ‘PIA Pyjamas’. 

The pyjamas are famous even today. The 
short hemline of the tunics and cuts gave a 
modernized flavour to the culturally pecu-
liar Pakistani shalwar kameez. Cardin’s chic 
uniform designs redefined the manner in 

which sophistication could be incorporated 
in practical airline outfits. 

Following Pierre Cardin, the British fash-
ion designer Sir Hardy Amies added an-
other novel flavour to PIA clothes. He was 
known to have designed for Queen Eliza-
beth. He lent his services to PIA from 1975 
to 1986 by amalgamating the purple and 
magenta fronts in the female attire with 
green shalwars and printed floral dupat-
tas. Accessorized by black bags and soft, 
leather sandals, the attire was a complete 
presentation of trends and fads that could 
have easily been incorporated in a contem-
porary fashion design exercise.

Naheed Azfar designed for PIA crew from 
1986 to 2003. Her fashion ensemble com-
prised moss green, light pink and gold rose 
tinges for the summers and PIA green and 
burgundy for winters. She was asked not to 
use red tones, kurtas and tightly fitted out-
fits as General Zia ul Haq would not put up 
with such liberties. 

The designers kept the comfort of a 
working woman in mind as her work hours 
stretched beyond the ordinary. With wide 
painchaas and striped dupattas, the de-

signs were certainly not a statement in 
ethnicity. The attire used by PIA cabin crew 
until 2014 was redesigned by Riffat Yasmin. 
It was based on a mustard, seagreen and 
rust shalwar kameez with printed floral pat-
terned dupattas adding a contemporary 
touch.

PIA uniforms haven’t been upgraded in 
over a decade now and the tones and cuts 
have become common to the extent that 
there is not much distinction left between 
a female passenger’s attire and that of a 
PIA air hostess. As such, there has been 
a demand for fresh, unconventional and 
up-to-date cuts that would give individual 
personality to the attire of the airline’s cabin 
staff who are expected to represent cultural 
chic, style and grace. 

There is also an effort at the top level in 
PIA to infuse a new, self-motivational spirit 
in the crew which would translate into their 
taking pride in their jobs and passing on 
the carmaderie, courtesy and friendliness 
to the travelling public. It is being hoped 
that a freshly designed dress of the cabin 
crew (which would also trickle down to the 
ground staff) would do the trick! 
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Runway
Revelations

It was quite a riot of colour and cuts. Sixteen top designers had all the 
opportunity to let their creative juices flow in devising a new look for the 
PIA cabin (and ground) crew that would be moderm, chic  and practical. 
They displayed their creations at a catwalk show in Karachi and drew 
immense applause for their inventiveness.
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The Cabin Models
In 1966, Pierre Cardin, the renowned French fashion designer, came up with the 

legendary fawn and moss green summer and winter uniform for PIA. The uniform con-
sisted of a short, easy fitting “A” line tunic, slim-line trousers and imaginatively mould-
ed dupatta that not only covered heads but also turned heads. The uniform became 
an instant hit and the slim-line trousers immediately were dubbed as ‘PIA Pajamas’. 
Fashion-conscious young ladies, all across Pakistan, copied Cardin’s design eagerly. 
This popular uniform design was used by the airline from 1966 to 1975.

Cover Story

The Thai 
Airways 
look.

Pucci, a talented film maker and 
costume designer, made the Braniff Air 

uniforms in 1965.

Designer 
Balenciaga 
designed the 
uniforms for 
Air France 
stewardesses 
in 1968.

The unique Qantas look.

Stewardesses from Etihad Airways, 
Abu Dhabi.

Gulf Air stewardesses.

A Pierre Cardin 
design for
Olympic 
Airways.
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Jalaibee earned Rs 5 million 
before release

Gorgeous Mehwish Hayat has grabbed the spotlight in a photo shoot. She is styled like a 
beauty queen, flaunting her stunning willowy gowns, heightening the “oomph” factor as 

she pouts in the pictures. She has also modeled for Sheen lawn and is also reported to be 
going for a career in singing. 

Bahria Town owner Malik Riaz is reported to have bought PKR 5 million worth of tickets for 
the film Jalaibee. This is to say that the film had already earned Rs. 5 million even before 

its release. Sources revealed that the real estate mogul had bought over 10,000 tickets for the 
Bahria Town Gold Giveaway venture.

The gold give-
away was said 
to be a one of a 
kind campaign 
by ARY Films 
and Malik Riaz 
which focuses 
on supporting a 
‘Made in Paki-
stan’ movement 
to make people 
buy more tick-
ets. 

Al Karam TVC

Caught 
cheating! 

Al Karam, a reputed fashion brand 
promotes a first look at their Spring 

Lawn Collection 
2015 ‘Rangon 
Ki Duniya’. The 
commercial 
was concepted 
by IAL Saatchi 
& Saatchi and 
directed by 
Shahbaz Sumar 
(Basement 
Films). The 40 
second film por-
trays the whole collection by Al - Karam, 
bringing forward the joy of colors and the 
comfort of lawn prints. 

JWT Pakistan has openly copied the In-
dian ad for the Tapal’s Tezdum brand! 

And what’s worse is, it’s a really BAD rep-
lica!

Tapal has a strong brand recognition but 
their ad agency could not bring forward a 
better idea than this. 

The ad is a complete rip-off and not in 
a good way. It’s awful on so many levels. 
What were the casting people thinking? 
Ahsan looks all cute and boyish  while the 
only good part is Shamoon Abbasi – the 
perfect villain.

Mehwish Hayat Sizzles 

A latest survey conducted by Pak Wheels 
highlights the changing Pakistani con-

sumer buying patterns in the auto market 
in Pakistan.  

According to the survey, Toyota is the 
number one customer choice auto brand 
in Pakistan, while Honda and Suzuki follow 
in 2nd and 3rd positions.

Over 10,000 respondents from all over 
Pakistan participated in the online sur-
vey.  Respondents  belonging to all ages, 
income levels and industry sectors were 
included to take a 360 degree look of the 
developing trends.

The survey even had responses from 

people who don’t own cars to get a good 
idea of the market from a third person’s 
perspective.

Toyota has upheld its reputation as a 
quality and fuel efficient brand. A recent 
example is the new and much anticipated 
Toyota Corolla  with its in-
novative features like pedal 
gear shift, auto adjustable 
driver’s seat, rear reclin-
ing seats, intelligent android 
based system connected 
with key controls embedded 
in the steering wheel, ad-
ditional control system and 

much more.  
Data from the survey shows an increas-

ing awareness amongst consumers re-
garding brand perception, driving expe-
rience, fuel efficiency and other related 
features. 

Toyota - most preferred auto brand 
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‘Song of Lahore’ 
Pakistani documentary ‘Song of Lahore’ 

will be played at the ‘Tribeca Film Festival 
2015’ in New York.

The documentary has been selected for 
World Documentary Feature Competition at 
the Festival. It is the only Pakistani entry out 
of the 12 international documentaries select-
ed for the prize and will be considered 
for ‘Best Documentary Feature’, ‘Best 
New Documentary Director’ and ‘Best 
Documentary Editing’ at the celebrat-
ed film festival.

 ‘Song of Lahore’ focuses on the 
music community of Lahore, which 
until the late 1970s, was world-re-
nowned for its music and talent. It 
turns the spotlight on Sachal Studios 
and charts the ensemble’s journey to 
reclaim and revive an art that has lost 
its space in Pakistan’s narrowing cul-
tural sphere.

The Tribeca Film Festival was founded by Robert De Niro, Jane Rosenthal, and Craig 
Hatkoff in 2001, following the attacks on the World Trade Center, to spur the economic 
and cultural revitalization of the lower Manhattan district through an annual celebration 
of film, music, and culture. 

Zhalay Sarhadi 
in item number
The actress has turned on her seductive 

charm with an item number in Jalaibee. The 
actress plays the Bano and dance to the lyrics 
of Shuja Haider. 

Veena 
Malik plans 
comeback

Pakistani actress Veena Malik has 
said she is planning to return to the 

entertainment industry this year.
In a recent interview, Malik said she 

had decided to temporarily leave the 
industry in order to spend time with 
her husband and 

newborn son.
“I am constantly 

being approached 
for film and television 
projects but I have 
not agreed to any of 
them yet,” said Ma-
lik who now lives in 
Dubai with her fam-
ily. She added that 
she will soon return 
to Pakistan and par-
ticipate in a host of 
showbiz activities. 

Veena has also 
starred in several Indian 
films. She said she is also considering an-
other stint in an Indian film. “I may have 
to go to India after my trip to Pakistan,” 
she said. 

News about her return to the entertain-
ment industry comes as a surprise as she 
had announced her retirement from the in-
dustry after her marriage. 

Imposter dupes BBC
An imposter posing as a former Pakistani cricketer duped the 

BBC into paying him to appear as an expert on cricket shows 
and even took part in a discussion involving ex-Indian batsman 
Aakash Chopra.

Nadeem Alam posed as ex-batsman Nadeem Abbasi to give his 
“expert” opinion on 

BBC World News, 
BBC Asian Network 
and Radio Five Live, 
despite only playing 
cricket for his home 
town of Huddersfield.

He even took part 
in a discussion with 
former Indian batsman 
Chopra, who is now retired 

and regularly appears on cricket chat shows for expert comments.
Meanwhile, Nadeem Abbasi is furious about the fraudster’s deceit and has 

decried the BBC for failing to check its facts. 
A wicket-keeper batsman, Abbasi played in three Tests for Pakistan in 1989.

Go online at 
StanChart 

Standard Chartered Bank has set up its first digital branch in Ka-

rachi at Dolmen Mall where clients can walk into a unique experi-

ence and get banking services online. They can use ATM, CDM and CDK 

machines there. The place is adorned with digital product posters, has an 

electronic media wall and a touch screen notice board.

The branch also contains a state-of-the-art iDesk which displays informa-

tion for them to browse, including product promotions, brochures for the 

complete product suite and branch and ATM directory. 
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New Sprite video
Sprite joined hands with Jun-

aid Younus and the band ‘4 
Paee’ to release its new music 
video ‘Mann Ki Maan’ for the ICC 
Cricket World Cup 2015.

Shot in Abu Dhabi at the Sheikh 
Zayed Cricket Stadium, the video 
opened with an invitation for ev-
erybody to join in and went on to show that cricket is uniting different cultures. The 
video also featured ex-Pakistani cricketer Shoaib Akhtar and the garage band ‘4 Paee’ 
that use everyday items in its performances to create music. 

Online hotel booking
Pakistan’s first online hotel booking 

jovago.com site has been launched. 
The portal offers thousands of hotels 
around the world that customers can 
book online. 

“Jovago strives to provide tourists with 
a fast, reliable and easy to use service to 
book the perfect accommodation for their 
outings and vacations. The website is 

easy-to-navigate and features multiples 
options and tools, including the conve-
nience of making a personal account to 
facilitate the users,” said a spokesperson 
for Rocket Internet. 

The portal will help Pakistani hoteliers 
and rentals promote themselves online to 
internationals tourists as well as visitors 
coming in for business. 

Pakistani film actor Fawad Khan will play the role of Virat Kohli in the 
upcoming Indian film ‘MS Dhoni – the Untold Story’. Khan, who has 

made his debut in India with runaway box office hit Khoobsurat, will be 
starring alongside John Abraham and Alia Bhatt in this venture.   

Directed by Neeraj Pandey, ‘MS Dhoni’ is based on the true story of the 
rise and fall of Indian cricketing legend Mahendra Singh Dhoni. 

The movie is scheduled for release in October. 

81 million SIMS 
verified 

In a statement issued last month, the 
Pakistan Telecommunication Author-

ity (PTA) announced it had verified 81 
million SIMS through biometric verifi-
cation. “We appreciate the efforts of 
cellular service providers across the 
country that helped in the verification 
process, urging 
their customers 
to verify their 
SIMS before the 
deadline,” PTCL 
said.

Reports in-
dicated that 
telecos had de-
ployed a brand 
new verifica-
tion machin-
es which had 
been placed 
in the custody 
of several retailers 
across Pakistan. 

Meanwhile, the new deadline for reg-
istration is April 12, 2015 after which 
there will be no more extensions. 

PAS receives 263 awards 
submissions
The Pakistan Advertisers’ Society (PAS) 

announced that it received a total of 263 
submissions for this year’s PAS Awards. 
The ceremony which will be held in April 
will recognize the best among the advertis-
ing fraternity for their achievements in the 
industry.  

The entries received included submis-
sions for 20 regular categories, 5 special 
categories and 2 special awards. Telenor 
Pakistan bagged most nominations in tele-
com category while Unilever Pakistan took 
the lead in FMCG brands. A new ‘Lifetime 

Achievement Award’ is also being intro-
duced this year to acknowledge the efforts 
of industry stalwarts for their life-long com-
mitment to advertising. 

PAS Awards are recognized among the 
advertising fraternity as the most authentic 
and non-biased awards in the industry. 

Fawad Khan as 
Indian cricketer
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Nestle Pakistan in collaboration with Paki-
stan Fashion Design Council (PFDC) host-

ed a fashion show titled the ‘PFDC Swarovski 
Crystal Couturiers’. Held on February 28, the 
event was a fund-raising activity for two La-
hore-based girls’ schools.

The show featured eight designers who 
showcased their collections for this year. “It 

gives me great pleasure to redefine our part-
nership with Nestlé, since the relationship 
has gone beyond monetary arrangements. 
They share PFDC’s vision of playing our part 
in giving back to the society we live in,” said 
Saad Ali, CEO, PFDC.

Proceeds from the 200 plus attendees were 
donated to The Care Foundation that sup-
ports the education of over 3,000 students in 
various schools. 

Mawra Hocane 
in India

Pakistani television actress, Mawra 
Hocane is looking to pursue a ca-

reer in India. 
In an interview, Hocane, who has 

starred in several Paki-
stani dramas, said she 
has quit the local in-
dustry to make a 
mark in Indian. “I 
have two India of-
fers lined up but I 
have yet to make 
up my mind,” she 
said. 

The actress made 
her debut in 2012 with 
the Hum TV drama ‘Mere Hu-
zoor’. Some of her other memorable 
performances include ‘Yahan Pyar Nahi 
Hai,’ ‘Ek Tamanna Lahasil Si’, ‘Kitni 
Girhain Baqi Hain’, ‘Nikhar Gaye Gulab 
Sar’ and ‘Aahista Aahista.’ 

Nestle joins hands with PFDC

NAPA Repertory Theatre – the offi-
cial society of the National Acad-

emy of Performing Arts (NAPA) – held 
its International Theatre Festival in Ka-
rachi in March. The festival that kicked 
off on March 12 featured several the-
atre groups from India, England, Ger-
many, America and Pakistan. Held at 
the NAPA auditorium, the festival con-
cluded on March 31 with Mahesh Bhatt’s 
‘Daddy’, a stage adaptation of a film by the 
same name. 

First staged in 2012 as the NAPA Per-

forming Arts Festival, the event has 
since grown to become a national and 
then an international theatre festival. The 
aim is to forge new and exciting local and 
foreign collaborations. 

Habib Bank Limited has announced 
acquisition of local operations of Bar-

clays Pakistan. 
“HBL will continue to be a key devel-

oper of the financial industry in Pakistan. 
The proposed acquisition is part of this 
commitment and ties in with the bank’s 
mission of creating value for all our stake-
holders, especially our customers,” said 

Nauman Dar, President and CEO of HBL 
Pakistan.

Valued at Rs 7.5 billion (equity) as of 
June 2014, Barclays is expected to be 
signed off to HBL at a price-to-book tag, 
as the brand name will not be transferred 
during amalgamation of operations. 

While Barclays was operational via only 
7 branches across Pakistan with a net 

asset value of Rs49.9 billion, 
as of June 2014, HBL has a 
1,600-branch operation sys-
tem with a net asset worth of 
over Rs1.7 trillion.

The acquisition is in line with 
the ongoing trend of foreign 
banks shutting down or sell-

ing off assets to local leaders in Pakistan. 
Previously, Meezan Bank successfully ac-
quired HSBC while Faysal Bank took over 
the Royal Bank of Scotland. 

Gulalai Ismail, a 28-year-old woman from Pe-
shawar was granted the Commonwealth 

Youth Award for her ‘Aware Girls’ initiative. Set 
up by Gulalai and her sister Saba in collabora-
tion with a group of friends for women empow-

erment, the initiative took off in 
2013. Aware Girls focuses on en-
suring women’s rights by training 
young activists to become local 
peacemakers.  

The Commonwealth Youth 
Awards focus on highlighting the efforts of 
outstanding young people under 30 whose 
development projects and programmes have 
had a positive impact on their communities, 
countries and across the world.  

Theatre Fest at NAPA

HBL to get Barclays 

Pakistani woman 
wins Youth Award



22 SLOGAN April 2015

International News

Apple Smartwatch
Apple has been known to take a budding technology, package 

it and promote it to the extent that it becomes a mainstream 
success. The same holds true for the smartwatch, an accessory 
that is being termed as ‘the future of retail’, according to Paul 
Roth, AT&T’s President of Retail and Sales.

One of the biggest challenges faced by major players in the 
smartwatch industry, such as Samsung and Google, is that 
the product still has a long way to go in terms of usability, 
which in turn is a major driver of customer preference. As 

Jan Dawson, Chief Analyst 
with JackDaw Research 
says, “I don’t think mar-
keting is the solution to the 
problem. A more compel-
ling product is.” Apple has 
already managed to label the 
smartwatch as less of a tech-
nology product and more of a 
fashion accessory. What remains 
to be seen, however, is what exactly 
Apple brings to the game. 

In what seems to be a rather unorthodox move, Burger 
King, as part of its endeavour to bring back its highly 

popular ‘Chicken Fries’ 9 years after its debut, has en-
trusted a real, live chicken with the responsibility of de-
ciding which locations will serve the highly popular item. 
Burger King says since it is unable to keep up with the 
demand of its Chicken Fries, it is giving away “all Chicken Fries-
related affairs to an ever-so-spontaneous being: a chicken named 
Gloria.”

As part of the campaign, the chicken will be taken on a nation-
wide tour, specifically a ‘national Random Gloria Tour.’ Gloria will 
appear at all of Burger King’s locations to decide whether that 

particular outlet will sell chicken fries for that particular day. 
 Customers, fans and enthusiasts are being encouraged to 

join in and cheer Gloria as she cluck-clucks her way across the 
U.S. The campaign will be promoted on all digital and social me-
dia platforms and will include the hashtags #RandomGloria and 
#ChickenFries. 

Need for ‘bonus data’ 
A new study suggests that in order to ensure maximum attention and increased 

brand engagement amongst Generation Z mobile users, (i.e. individuals born 
between the mid-1990s and 2000s to the present day), brands are going to have 
to offer ‘bonus data’ aimed at reducing data usage while browsing through web-
sites, advertisements and activating apps. 

Many brands operational today have, to date, not properly optimized their online 
platforms for mobile use, thereby resulting in the excessive usage of battery life 
and mobile data. Hence, advertisers the world over are pushing for the creation of 
an entirely new ad model that would help brands leverage increased mobile use. 

Spanish broadband and telecommunications provider, Telefonica, is one of the 
first brands to come up with the unique strategy of offering bonus data in ex-
change for increased and quality brand interaction. Only time will tell as to how 
many other brands will take up this tactic.  

Burger King  
chicken exec

New 
marketing 

tool 

The resource website for online marketing companies, E-Market-

Desk has recently launched a new marketing planning tool called 

Spendcalculator.com. The tool is meant to help small companies develop 

an effective marketing budget for their marketing and advertising ventures. 

Marketing decision makers often spend significant time in researching and 

preparing a marketing plan without ever coming across data on how other 

businesses allocate their budgets. 

The marketing calculator tool uses recommendations from the United 

States Small Business Adminis-

tration as well as data conduct-

ed by ad agency Zenith Opti-

media. Calculations are made 

based on three main factors; 

the monthly revenue, the 

marketing stage and the 

foot traffic level to de-

termine a standard 

marketing bud-

get. 



23SLOGAN April 2015

International News

Copywriter in space

The highly popular car brand Rolls Royce is currently focused on projecting an image that 
suggests ‘cool, modern luxury’ with which it hopes to target the royalty of Silicon Valley 

along with self-made millionaires. Yet, it has always lagged behind in shedding its prior image 
of stateliness and old money, thanks to an ad for Grey Poupon mustard broadcast some 30 
years ago.

The ad in question shows two gentlemen riding in their respective Rolls Royces. The win-
dow of one car lowers with the first gentleman asking, “Pardon me, would you have any Grey 
Poupon?” The response: “But, of course.” Rolls Royce fears that this particular ad which first 
appeared in 1984 is what is barring them from projecting the image they desire. For this pur-
pose, the car brand, in 2013, launched the Wraith, which is unlike any other car the company 
has ever made.  The Wraith boasts a sleek, ‘fastback’ roofline and a massive, 12-cylinder 
engine. “Roll-Royce never really talked about the drive up to that point; it was all about the 
ride,” says Eric Shepherd, President of Rolls-Royce, North America. “[Wraith] really changed 
peoples’ opinions about what Rolls-Royce was.” Yet, in spite of everything, the new strategy 
employed by Rolls Royce seems to be working. Global registrations for the brand have surged 
almost fivefold in the past 5 years and the brand has successfully been able to garner enough 
of a market share in the Middle East and Africa. 

One ad agency clearly seems to have out-
done itself. In exchange for maximum 

likes on its Facebook page, FCB Paris has 
promised to send one of its creatives, Bap-
tiste Szuwarski, all the way into space, that 
too with the help of nearly 37,000 balloons. 
The 25-year-old copywriter is the lightest 
member of the agency’s creative staff, at just 
114 pounds, which therefore makes him the 
ideal choice for this outrageous task. From 
March 10, for each Facebook like, the agen-
cy has inflated a balloon to help support its 
mission. Although there’s still a long way to 
go, the agency’s management as well as first-

time astronaut Baptiste seem quite optimistic 
and excited. “Dying is not an option,” says 
Szuwarski. “At least, for me it isn’t!”

Starbucks 
for racial 
tolerance

Spanish brand’s 
perfect woman

Starbucks CEO Howard Schultz is us-
ing his company as a platform for 

the promotion of racial tolerance as 
well as to encourage people 
to engage in conversa-
tions related to race. As 
part of the campaign, 
Starbucks baristas are 
required to write the 
words ‘Race Together’ 
on their coffee cups.

The famous coffee 
chain has also made use 
of the all-powerful print me-
dium to further fuel its campaign. 
Starbucks has taken out a full-page ad in 
the New York Times with the phrase, ‘Shall 
We Overcome?’  

Spanish bottled water company Acqua 
Vitasnella challenges gender stereo-

types and society’s growing obsession 
with beauty in its latest ad showing a live 
3D mapping experiment. The project, titled 
‘The Perfect Woman’, features the 3D 
version of a woman with all her imperfec-
tions who is exposed to the judgments of 
8 people. These people are then allowed 
to change certain aspects of the woman’s 
face and body in order to create ‘The Per-
fect Woman’. Once all changes are made, 
the woman lifts a bottle of Acqua Vitasnella 
to her lips, takes a sip and immediately 
changes back to the way she was. The ad 
concludes with the phrase, “Don’t let any-
one tell you how you should be.”

With this ad, the brand touches upon 
a sensitive subject and appeals to people 
to do away with their perspectives of what 
beauty is and should be. The campaign is 
being promoted on all digital and social me-
dia platforms with the hashtag, ‘#MeStes-
saAlMeglio’ or ‘#MyselfatBest’.  

LEGO enrages parents
LEGO has recently launched ‘Beauty Sets’ aimed at young girls aged between 6-12 

years, a move that has left many a parent a little less than pleased. In a recent magazine 
spread titled ‘Emma’s Beauty Tips’, which appears in the March-April Yellow Brick edition 
of LEGO Club Magazine, the brand suggests hairstyles to its readers based on the shape 
of their faces.

The spread is tied to the latest addition to LEGO’s construction series named LEGO Friends 
which is aimed at young girls between the ages of 6 and 12 and which includes sets for a hair 
salon, a juice bar and a shopping mall. The sets have drawn massive criticism from parents who 

see it as instilling the creation of a gender stereotype that emphasizes 
shopping, beauty and homemaking for women.  One mother wrote on 
a parenting blog for the New York Times, “My little girl, the shape of her 
face, and whether her haircut is flattering are none of Lego’s concern. 
It wasn’t even her concern until a toy magazine told her to start wor-
rying about it.” In a statement issued by the Senior Director of Brand 
Relations at LEGO Systems, Inc., Michael McNally expressed his regret 
by saying, “We sincerely regret any disappointment [this product] may 
have caused. We value this feedback and have already shared with the 
LEGO Club team in order to positively impact future stories.”

Rolls Royce and ‘coolness’
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International News

Land Rover 
moves
Land Rover is poised to move its entire global creative and 

digital advertising business into Spark 44, the global joint 
venture agency in which Jaguar Land Rover has a 50 per 
stake.

Although set up as Jaguar’s global communications and mar-
keting partner, Spark44 has also been moving in on Land Rover’s 
creative assignments in recent months, acquiring Land Rover’s 
incumbent Australian ad agency Morris & Partners.  

The main loser in the US and UK is Young & Rubicam, which 
has produced high-profile award winning work for the Land Rov-
er brand.

Jaguar said it was a “strategic decision” and the move was 
referred to as “cost cutting”. 

Good times  
are back

London’s advertising industry is said to be in a buoyant 
mood.

From Bafta and Fortnum & Mason to Abbey Road Studios 
and Kensington Palace, it is all fluff.

Some stars like Hollywood actress Salma Hayek and glam-
our model Katie Price have been talking about their personal 
brands.

Political commentator Peter Oborne has condemned ad-
vertising as “consumerist sewage” while TV inquisitor Jeremy 
Paxman has mocked pollsters for getting their election pre-
dictions wrong.

Yet the British ad industry is said to be healthy and growing 
and generating close to £20 billion a year in revenues.  

No, you’re not a movie star and you 
probably don’t have six children and 

you’re certainly not married to Brad Pitt, 
but given the pace of scientific advances, 
you may, like Jolie, be getting a genetic 
test at some point in your life. 

Such testing is available for many more 
diseases than the two Jolie tested for: 
breast and ovarian cancer. There’s ge-
netic testing for a host of other cancers, 
such as colon, endometrial and pancreatic, as well as for autism and some forms 
of heart disease, even Alzheimer’s and Parkinson’s diseases.

In all, there are 26,000 genetic tests available for 5,400 conditions.
But it’s important to do genetic testing right, because it’s easy to goof. You can eas-

ily get the wrong test, or miss the right one, or misinterpret the results. 

Salma HayekKatie Price

Lufthansa, 
Germanwings 
darken logos 
After a plane operated by Lufthansa dis-

count carrier Germanwings crashed 
in southern France recently, both airlines 
turned their logos black and grey on social 
media.   

The Germanwings logo is maroon and 
yellow, while Lufthansa’s is navy blue and 
yellow.

The companies 
changed their logo 
colours on Twitter 
and Facebook after 
a Germanwings Air-
bus A320 flight carry-
ing 144 passengers and six crew members 
crashed in a remote area of the French 
Alps. 

Learning from  
Angelina Jolie
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International News

Julie, Plummer 
reunite for 50th 

anniversary
Julie Andrews and Christopher Plum-

mer reunited 
for a 50th anni-
versary screen-
ing of their hit 
film The Sound 
of Music.

The 79-year-
old actress 
looked radi-
ant in a loose 
white blouse, 
black jacket 
and matching 
trousers upon 
arrival at the TCL 
Chinese Theatre in Hollywood.

Christopher, 85, was dapper in a 
black suit and blue dress shirt with dot-
ted black tie. 

Goodbye 
Mad Men

“Mad Men” is embarking on its 
final seven episodes, starting 

April 5.  
At its peak, “Mad Men” was 

watched by about 3.5 million view-
ers. That pales in comparison to the 
roughly 14 million people who now 
tune in to a very different series, “The 
Walking Dead,” 

“Mad Men” served as a tool that 
prompted advertisers to spend more 
than they might have. In The Walk-
ing Dead, the Sheriff’s Deputy leads a 
group of survivors.  

Modern-day brand affinity
Research shows that children 

as young as 3 years old use 
brands as indicators of popular-
ity or success and 3- to 5-year-
olds are able to identify logos and 
associate them with brands.

Ford is keeping this in mind 
when developing its marketing 
messaging in an attempt to build 
brand affinity to prepare for the 
future of driving.

Ford invests research dollars 
into figuring out what future con-
sumers might want out of their driving experi-
ence and what the company can do to start 
targeting older consumers now.

It is taking an assembly-line approach to 

building brand affinity, starting by researching 
the habits and preferences of the next gen-
eration of drivers long before they get behind 
the wheel. 

Dangers of cigarette use
The U.S. Center for Disease Control is 

launching an ad campaign warning con-
sumers against the dual use of e-cigarettes 
and regular cigarettes.  

E-cigarettes are battery-powered devic-

es that heat a nicotine-laced liquid to pro-
duce an inhalable vapour. Some three in 
four adult e-cigarette users in the U.S. also 
smoke regular cigarettes.

Those who cut down the number of cig-
arettes they smoke by adding another 
tobacco product, like e-cigarettes, still 
face serious health risks. Smokers 
must quit smoking completely to fully 
protect their health because even a 
few cigarettes a day are dangerous.

Most experts agree that while e-
cigarettes may be safer than traditional 
cigarettes, but data suggests many e-
cigarette users are also continuing to 
smoke regular cigarettes.  
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Dialogue

How challenging is it to 
run NewsOne?

Challenge is what I 
love to take. Having the 
opportunity to launch 
different TV channels, 
the most exciting part 
of my personality is to 
accept challenges. 
In an industry which 
is still fairly new and 
where big groups 
have kind of taken 
much of the space, 
it was most chal-
lenging to be part 
of NewsOne with 
the aim of bringing it 
among the top news 
channels. I would 
say, by the grace of 
Allah, this is a chal-
lenge that I have ac-
cepted though I may 
not have achieved 
the goal entirely. I 

certainly am moving 
on the path to suc-
cess. 

 Running News-
One is a challenge I 

love. In television, especially news chan-
nels, there are two aspects… perception 
and placement. There are some channels 
that have ace perceptions but generally 
they do not have quality content. There are 
some who have ace content, are credible 
but since they lack the “movers and shak-
ers’ of this medium, they are usually at the 
end of the race. So, by accepting NewsOne 
again (I had the opportunity to launch it but 
I later moved on), with a goal and turning 
it around gives me a kick and satisfies me 
professionally. Yes, I would say it’s the right 
choice I have made.

 
What exactly are your responsibilities?

Responsibilities!! Well, this is one job 
where I can say that you don’t need any 
written job profile. When you accept to be 
the captain, you need to realize that you are 
now responsible for your squad. Their ac-
celeration, their deceleration - you need to 
have ownership of all that. Having said that, 
I don’t mean that I have to do everyone’s 
job but I surely have to run the show. I be-
lieve in giving responsibilities to people and 
letting them handle it at their pace and with 
their capacity. But I am there with help, fa-
cilitation and advice - if they want it. 

My responsibilities are the tasks that I 
have. I set goals and slowly and gradually 

‘Running NewsOne is a 
challenge I love.’

Syed Omar Ahmed, CEO, NewsOne,
talks to Slogan in this exclusive interview.

With over two decades of experience in the 
media, Omar Ahmed knows how it happens…
He has worked with CMC, Telebiz, Business 
Plus, TV One, Samaa TV, Waqt TV and is 
now back at Airwaves Media (NewsOne). He 
continues to make an inventive contribution 
to the media industry as the Managing 
Director of Airwaves Media. Since he came 
back in April 2014, he has been behind some 
revolutionary changes in the organization. 
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I achieve them one by one. Since I 
have had the opportunity to run a 
business in the past, I manage my 
job like a businessman who sets 
goals and wants to make it a prof-
it-making venture, both in terms of 
market as well as people.

 When I joined NewsOne, I had 
immense responsibilities. I had to 
go down to the micro level to make 
things happen. With time, I am glad 
that things are falling in place. Today, 
the prime responsibility that I have 
or feel I have is to make NewsOne 
a channel that is viable, has good 
placement, perception, distribution 
and reaches out to the masses with 
the prime objective of credible, au-
thentic information. Alhamdulillah we 
have programming that caters to all 
segments of society. I am extremely 
confident that our news is authentic 
and we do not sell sensation for money or 
ratings. Today, I feel proud as there has not 
been any incident that we had to apologise 
for regarding spreading wrong information.

 
How much liberty do you have in formu-
lating the policy at NewsOne?

I work with a group that believes in dis-
cussion and not dictation. Tahir A. Khan 
and Seema Tahir Khan, who are amongf 
the pioneers of this industry, are people 
who believe in their team. It’s more of a 
family, I would say. Policies are discussed 
and many a times they do not need any 
consent from the top boss. It’s not like run-
ning to and fro to the bosses for decisions. 
One thing that I have enjoyed here - the 
company has put faith in my abilities and 
therefore they believe that whatever policies 
I formulate would be for betterment and not 
for my personal gains.

 
Are you satisfied with the current sce-
nario concerning TV channels?

Not really. But I am a positive person. 
I am always optimistic and believe that 
things will improve with time. If we look 
back, when we had just one state-owned 
television, to the present times, there is so 
much difference. Television is so vibrant. 
It’s slowly getting older and, with time, TV 
channels are turning out to be more cre-
ative and mature.

 
How do new TV channels coming on the 
scene impact your channel?

I always appreciate this growth. It’s nec-
essary to keep yourself focused and pro-
vide a more competitive field. No new chan-
nel comes with the objective of destroying 
another channel. In fact, the impact keeps 
you attentive at all times. It gives you room 
to further raise your mark. Sometimes this 
becomes difficult as the challenge is not 

only to keep yourself focused but also to 
carve out a niche in the market.
 
Isn’t the advertising cake getting small-
er?

Of course it is! Firstly, there is the re-
cession and then there are more partners 
in the pie. Yes, the cake is certainly be-
coming smaller. But then, that’s what one 
strives for. You have to make your product 
the best in order to attract the advertis-
ers. Hence, the creativity and hard work 
is always in its kinetic mode! This part of 
my job excites me more. I understand the 
advertiser’s psyche, as I started my career 
with this profession. In the limited pie, it’s 
not only the product that one has to watch 
but also strategies that are redesigned to 
get you your best possible share!

 
Hiring trained staff has always been a 
problem for TV channels. What is your 
experience?

Yes indeed, it has been a problem, but 
to a certain extent. There are some who 
are thorough professionals and know the 
business and it’s good to have those gi-
ants as part of your team. But then, there 
is a lot of talent available in the market. I 
believe in giving chances to those new-
comers. If I see talent in someone, I have 
no inhibitions in hiring the person. I don’t 
go just for big names. The best way is to 
create big names - provide them the op-
portunity and let them float.  As a captain 

of the team, you need to exploit the best 
abilities of an individual. That’s what I have 
been doing. It’s easier to get rid of your 
human resource but it’s always wise to use 
the human resource in the best possible 
way! There are now a lot of institutions 
where media is being taught. We need to 
make space for these youngsters as many 
of them will become masters of television!

Does it help to be part of a bigger group 
which includes an ad agency?

I think it makes your job more challeng-
ing as the market thinks we will easily get 
our share though that’s not true. Being 
part of a group that includes an ad agency 
means that you have to keep the level up 
there. Today, if NewsOne does anything 
wrong, the entire group carries the bag-
gage. So its more challenging to maintain 
your place. It certainly also help but only in 
terms of faith. The market knows us and 
we don’t need to go around explaining 
who we are. So, yes, the confidence level 
is certainly there!  

 
Are there any future plans that you can 
talk about?

 Well, we have made a lot of plans with 
the prime objective of rising on the ladder. 
There has been a lot that NewsOne has 
come up with and there is a lot that we will 
offer to our audiences. In a nutshell I would 
say that the plan is success, sustainability 
and expansion.

‘Running NewsOne is a 
challenge I love.’

‘...we have programming that caters to all 
segments of society. I am extremely confident 
that our news is authentic and we do not sell 
sensation for money or ratings.’

Dialogue



Event

A Celebration of Theatre
The NAPA Theatre Festival brought many cultures together and provided 

a unique platform for performers to speak with their talents.

Culture infuses life into a civilization. For 
Karachi, being metropolitan is merely 

one facet of the city. It is also the cultural 
hub of Pakistan and has a living heritage 
embedded in its history. The performing arts 
have not been much in evidence in Karachi 
for many years now. Happily enough, over 
the past few years, drama, dance, music 
and theatre are slowly making a comeback 
in the city.

The National Academy of Performing 
Arts (NAPA), in support of Rumana Hus-
sain’s ‘I Am Karachi’ initiative, held the 4th 
International Theatre Festival  at the NAPA 
Repertory Theatre in March. The  inaugural 
was on March 11 when, despite the politi-
cal unrest in the city, huge numbers turned 
up, clearly reflecting their love, support and 
admiration for theatre. The 20-day festival 
concluded on March 31. It also celebrated 
the 10th anniversary of NAPA. The festival 
was, at first, restricted to a national canvas 
but it later welcomed theatre groups from 
England, India, Germany and the US. NAPA 
also collaborated with the National School 
of Drama, Delhi and a Rajasthani group from 
India for the event. NAPA students gradu-
ating this year, theatre groups from within 
Pakistan, such as Tehreek-e-Niswaan, Azaad 
Theatre and Ajoka also performed.

The ticket price for the festival was 
brought down from Rs. 800 to Rs. 400 for 
the general public and to Rs. 200 for stu-
dents. It was evident that the ultimate mo-
tive of the festival was not to treat it as a 
cash cow but to revive love for the theatre. 
Major plays performed at the festival includ-
ed Constellations, Kasumal Sapno, Among 
Fog, Akhiyan, Museum of Species in Dan-
ger, Kaun Hai Yeh Gustakh, Dara, Me, My 
Mom and Sharmila, Behrupiya, Tum Kaun 
and Mahesh Bhatt’s film’s adaptation from 
1989, Daddy.

The festival was indeed one of its kind. 
With international artistes, an abiding cultur-
al spirit and a long legacy of theatre, the ex-
perience was indeed renewed via the ‘the-
atrical celebration’. Pakistan requires more 
such initiatives so that art and culture can 

be kept alive, provided unnecessary political 
turmoil is suppressed and the public zest is 
channelized towards positive activities. 

– S.F.
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Building the national 
spirit

Two days of a cultural festival 
and colourful depiction of 

arts, crafts, music, stage perfor-
mances, drama, dance, qawalis, 
theatre and food describe the 
Youth Arts and Literary Exhibition 
2015 held in Karachi. 

Organized by the Literary So-
ciety of the Institute of Business 
Administration in collaboration with the Anti Counterfeit and In-
fringement Forum (ACIF), the event celebrated Pakistan Day on 
March 22 and 23. The festival was held at the Alliance Francaise 
in Karachi. 

Visitors came from different walks of life. Tying up with the 
Pakistan Day, the national spirit at the festival was quite visible 
and was manifest in the various activities.

The first day, March 22, opened with dance performances and 
was followed by a poetry com-
petition. The festival then moved 
on to the exhibition gallery and 
an exclusive screening of Shoaib 
Mansoor’s Bol. 

A panel discussion was moder-
ated by Dr. Framji Minwalla which 
focused on the topic, ‘Struck 
Between Growing Technology 
and Poverty: Infringing Art And 
Literature, Bad or Not.’ Another 
panel discussion was themed on 
‘Pirated Designer Wear - Lawn 
Prints Making Fashion Affordable 
The Only Solution‘.  

The second day featured Jinnah. This was followed by an 
exhibition and a mushaira. 

Such initiatives build the national cultural spirit and the IBA 
pulled together enthusiastic people at the literary and theatre 
festival.    

– S.F.

Event

29SLOGAN April 2015



30 SLOGAN April 2015

Profile

‘People have lost 
patience.’ 

A look at the life of the incredibly talented Atiqa Odho  
and what she has accomplished so far.

By Mahrukh Farooq

When it comes to making it big in the 
area of showbiz, there are many 

people who make their entry via certain 
oft-travelled paths. Some are born into 
the business, with a career in either tele-
vision or film constituting a part of their 

inheritance thus ensuring a secure future 
filled with lavish living and periodical trips 
around the globe. Others have the privi-
lege of being taken under the wing of a 
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guardian, a ‘godfather’ if you will, who 
makes his/her apprentice undergo all the 
necessary training in order to emerge as 
a confident individuals ready to strut their 
stuff onstage. And yet, there are some 
who possess the fiery ambition and drive, 
borne out of life’s hardships and adversity, 
as well as the talent to carve a niche for 
themselves while simultaneously staying 
connected to their roots, inevitably leaving 
many admirers and awestruck people in 
their wake. One such person happens to 
be the immensely talented Atiqa Odho. 

Born to a Sindhi family in Karachi, Atiqa 
has displayed a level of determination 
rarely seen in other individuals belonging 
to her profession. She is one of the few 
performing artistes to have dabbled in the 
three major areas of media; advertising, 
television and film. Her diverse set of skills 
and the ability to adapt and learn quickly 
also helped her perform well in areas out-
side the media domain. 

So far, Atiqa has been an actress, a 
producer, a director, a businesswoman 
as well as a political worker. Her marriage 
to Samar Ali Khan, one of the founding 
members of a leading political party, Paki-
stan Tehreek-e-Insaaf (PTI), has helped 
open doors for her to a variety of new and 
exciting opportunities in Pakistani politics, 
an area where she feels she can do so 
much. “Unlike some people, I do not have 
any political ambitions,” says Atiqa. “If I 
had any ulterior motives of getting ahead, 
I would have joined any other party. The 
main reason I entered politics in Pakistan 
was because of Pervez Musharraf. I be-
lieve he has done great things for Paki-
stan.”

In spite of the fact that her husband 
belongs to a different political party, Atiqa 
respects the divergence in opinion and, in 
fact, claims that to be the source of in-
novative ideas for both groups. “We are 
a very democratic family,” says Atiqa. 
“Here, everybody is entitled to their own 
opinion. Until we feel that we are able to 
convince others to adopt our view, there 
is no compulsion on anyone.” She further 
adds, “A lot of what both Pervez Mush-
arraf and Imran Khan propose is similar 
and contributes to the same objective; the 
creation of a new and thriving Pakistan. I 
sincerely hope Musharraf and Imran Khan 
join hands in this cause one day.”

Atiqa’s drive for socio-economic change 
is evident; she can be found speaking 
about the steps needed to be taken in or-
der to bring about progress and sustained 
growth in the country. When it comes to 
expressing what is wrong with Pakistan, 
however, Atiqa does not mince words. 
“There is absolutely no governance in the 
country,” she says bluntly. “In addition, 

people have become sick and tired of hav-
ing to deal with the same people time and 
again who are known to have done virtual-
ly nothing for Pakistan. When it comes to 
matters involving national crisis, the army 
is called in. This is something that desper-
ately needs to be resolved by both Imran 
Khan and Pervez Musharraf if they wish to 
bring about a change in the nation.” 

She warns, “People have lost all pa-
tience for failure on behalf of their gov-
ernment. If either Imran Khan or Pervez 
Musharraf fails them, then there will be no 
hope left.”

This very same no-nonsense attitude 
can be seen in the way Atiqa conducts 
business. She attributes her business 
acumen and her ability to keep a level 
head to the experiences (both good and 
bad) that she has had to go through as 
a result of keeping her business afloat. In 
an extremely volatile and dynamic busi-
ness environment, Atiqa is no stranger 
to the challenges that inevitably rear their 
ugly head in such situations. “Managing a 
business is perhaps the most difficult task 

in a country like Pakistan,” she says “Ir-
regular payment cycles and a very poor 
work ethic contribute to the extreme short-
sightedness that many business people in 
Pakistan have developed. The emphasis 
is unfortunately on earning a fast buck, 
that too at the expense of others. This has 
in turn led to a massive trust deficit which 
ultimately leads to the entire nation losing 
out on high revenue and growth.”

Still, with a whopping 10 years of ex-
perience behind her, it can be safely said 
that Atiqa now fully knows the tricks of 
the trade. “It has been incredibly chal-
lenging for me these past 10 years,” she 
says. “When I first started my own line of 
cosmetics, I wanted to change the over-
all perception that existed (and which, to 
some extent, still exists) of women in the 
business world; that they are much bet-
ter off handling small scale businesses like 
salons or boutiques. Many people criti-
cized my decision to go into large-scale 
distribution for my cosmetics line as they 
felt I lacked the ability to deal with the 
many individuals in the distribution, retail 
and customs divisions of business. My re-
sponse would always be that if a woman 
has the capacity to take care of her chil-
dren, the house and ultimately contribute 
to society, then why can’t she manage a 
business?” 

At the core of it all, Atiqa is a passionate 
actress. She fondly remembers the times 
when she used to sit in front of the ‘tube’ 
with her grandparents every weekend to 
watch movies starring the chocolate hero 
of the 50s and 60s, Waheed Murad. It was 
around that time that Atiqa got bitten by 
the ‘acting bug’. “Although it sounds very 
cliché, the truth is that I’ve always want-
ed to be an actress!” laughs Atiqa. “The 
field never ceased to amaze and fascinate 
me.” 

Nevertheless, Atiqa is careful to not be 
swept away by the glitz and glamour of 
television and film and, instead, tries her 
best to stay true to her character. “Acting 
is a craft where if you feel that you have 
learned everything there is to learn, then 
you are finished,” she says. “Nowdays, 
many people put too much emphasis on 
whether a certain project fits in to their 
schedule and whether it pays well. I try 
to focus on the script and the character 
that I’m playing.” With every role, Atiqa 
sees an opportunity to speak to the au-
dience about the many issues that exist 
in society. “I am so lucky and blessed to 
have this platform whereby I am able to 
give a representation of what exists in so-
ciety through my roles,” says Atiqa. “This 
is more than a job for me. This is an op-
portunity for me to deliver my view of what 
society is.” 

‘The main reason I 
entered politics in 

Pakistan was because 
of Pervez Musharraf. 

I believe he has 
done great things for 

Pakistan.’

Profile
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Ali Zafar’s much-awaited single, ‘Urainge’, a tribute to the vic-
tims of the Peshawar school massacre was released earlier 

on a private TV channel. Written and composed by Zafar, the 
video features 40 celebrities from Pakistan, and is not just an 
ode to the victims but also hope for a better future. 

The video includes cricket star Shoaib Malik, actor Ali Ka-
zmi and his actor/director mother Saira Kazmi, Mahira Khan, 
Javed Sheikh, Fahad Mustafa, Marina Khan, Sajid Hasan, 
Fawad Khan, Sanam Saeed, Abbas Naqvi and Humaima Mal-
ick among others.

‘Urainge’ speaks of a utopia-like world which has love, peace, 
harmony and happy children. This is a world that seems like a 
distant dream in light of the present horrors humanity faces. It 
gives Pakistanis the much-needed hope that things will get bet-
ter once again. 

Artistes should be more than tools of their art to resonate 
through. While many Pakistani artistes keenly contribute to 
various social causes, not many choose to personally highlight 
them. Till last year, Ali Zafar was also one of them but through 
this video, he appears to have made a conscious shift towards 
talking about the culture of hate that prevails within the coun-
try. Zafar appears to have made a smooth transition from just 
another pop star to a socially conscious (and dare we say, re-

sponsible) musician. The lyrics are uplifting and focus on a future 
where there will be no more bloodshed or senseless violence – a 
message that is likely to strike a chord among most Pakistanis. 

The video, however, leaves a lot to be desired. Granted the 
song requires some measure of sobriety from the celebrities 
featured in it but must they all try so hard? Their somber expres-
sions are restrained and come across as downright fake. Why 
couldn’t these extremely talented and accomplished celebrities 
be themselves for once? This song was not about them but 
their representation of grief made the whole thing a little too con-
trived. Perhaps Zafar should have cast ordinary citizens in this 
video to make it seem more real and heartfelt.

Meanwhile, in a statement about the Peshawar school at-
tack, Ali was quoted saying, “What we went through on the 
day of 16/12 cannot be described in words. If not for ourselves, 
let us rise together for those children who gave their lives for 
our awakening. Let’s stand united for them and for our own 
children. Let’s look into their eyes and decide what we intend to 
leave behind for them.”

The proceeds earned from the downloads of the song will go 
into building schools for the children of Pakistan. 

– S.W.

Touted as one of the biggest box office hits of this year, 
Jaliabee is a crime caper that stars Ali Safina (Bugga), 

Danish Taimoor (Billa), Zhalay Sarhadi (Bannu), Sabeeka Imam 
(Eman), Wiqar Ali Khan (Ali), Sajid Hasan (Chaudhry Akbar), 
Uzair Jaswal (Jimmy) and Adnan Jaffar (Dara). A joint collabora-
tion between ARY Films and Redrum Films, Jalaibee has been 
written and directed by Yasir Jaswal and produced by Eman 
Syed. Sounds impressive, yes? Well, you’re wrong. Jalaibee is 
far from impressive or even memorable for that matter. 

The movie opens with an inverted camera frame as a car 
screeches through a dark alley in what appears to be a typi-
cal cop-and-robber chase. Predictably, it heats up, leaving the 
two masked men riding it in the lurch. As they get out, the 
vehicle catches fire and with it goes the money that Billu and 
Bugga got hold of in a bank heist. From here begins Jalaibee, 
a twisted tale of morally reprehensible actions and their con-
sequences that affect the lives of Eman, Ali, Akbar, Jimmy and 
Bannu. 

Jalaibee could have been a great movie because of its sto-
ryline – it was convoluted enough for a crime caper but unfor-
tunately for Jaswal, it was the clichéd script that just couldn’t 
carry the plot through. The dialogue is funny at times but those 
moments are rare and often overshadowed by the contrived 
performances. Sabeeka Imam was deadpan as always while 
Wiqar Ali Khan had a hard time conversing in Urdu. In fact, on 
those rare occasions when both characters did speak in Urdu, 
it was the result of Automated Dialogue Replacement (com-
monly known as dubbing) that was mismatched. Jalaibee al-
most appears disjointed in places and that is the result of poor 

editing. A good example of this is Zhalay Sarhadi’s item number 
in the movie – which was yawn-inducing at best – which just 
randomly appears in the movie even though the audience was 
probably anticipating it. The timing was all wrong and like most 
item numbers, the song served no real purpose in the movie 
except to make it more commercially palatable. While Sar-
hadi looks ravishing, she is completely unbelievable as a club 
dancer-cum-escort as is Danish Taimoor in his ‘bad-boy/thug’ 
role – if anything, Taimoor seemed too concerned with how he 
looked on screen than with the nuances of his character. 

Where Jalaibee did redeem itself was its musical score. Put 
together by Qayaas, Uzair Jaswal and Humaira Arshad, the 
soundtrack is fast-paced and fits in well with the overall feel 
and momentum of the movie. The camera angles and close-up 
shots of the actors were beautifully timed and conveyed more 
than the one-dimensional dialogue. All in all, Jalaibee, much 
like the sweet treat, started out being wonderfully complex but 
sadly, by the end, it unraveled into a saccharine mess. 

– S.W.

Jailabee unraveled! 
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Tarang is best known for its 
over-the-top, Indian film-

esque and bordering-on-inane 
television commercials. A ridicu-
lous song-and-dance affair, the 
latest Tarang TVC is no different. 
Starring Mehwish Hayat, who 
seems to have found her calling 
in item numbers instead of meaty 
film roles, Saima, who is about 
as agile a dancer as a monkey in 
heels, an expressionless Iman Ali, 
the very talented Fahad Mustafa 
and Javed Sheikh, and a clearly 
aging Shaan (since he can barely 
keep up with the choreographed 
moves of the rest of the cast), 
the latest Tarang TVC-cum-song 
is titled ‘Tarang baaz’. What that 
means is anyone’s guess, given that the phrase doesn’t 
make such sense. 

As always, the concept makes little sense to the aver-
age viewer. The TVC/song opens to a beautiful morn-
ing and then cuts to a shot of Fahad Mustafa croon-
ing ‘yahan chalay tarang ka raaj, harr koi yahan ishq 
baaz’ while he sips on a cup of tea. At this point, you’re 
thinking: ‘So far, so good. This is something I could get 
used to.’ But you’re wrong; it goes from good to bad 
in a heartbeat because soon enough, Mehwish Hayat, 
Saima and Javed Sheikh appear on screen sway-
ing merrily to the Tarang anthem that waxes eloquent 
about…wait, what is it actually supposed to be talking 
about? That’s right, the tea whitener. The commercial is 
about the tea whitener but at no point during the two 
minutes and twenty seconds of this monstrosity does 
the viewer feel like this is an ad about a dairy product. 
Usually, that would be a good thing – a commercial 
that doesn’t feel like a commercial. But from a busi-
ness standpoint, it is a terrible idea. The audience 
never really gets introduced to the tea whitener; they 
don’t learn why this product is better than so many 
others out there and by the end of it, they are prob-
ably wondering why they wasted two minutes of their 
lives. There is no message for product attributes or 
product retention and the advertisement is certainly 
not going to win any prizes for establishing brand 
loyalty. Clearly, the creative team here needs to re-
evaluate its advertising goals because ‘Tarang baaz’ 
is not advertising – it’s just a waste of air time – and 
ad spend – at best. 

Also, note to Shaan: Agent 007 called. He wants 
his jacket back!

– S.W.

Tarang: dialing up the crazy!
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By Mahrukh Farooq

We have come a long way from determin-
ing the level of impact of an advertise-

ment through traditional digital metrics such 
as the click-through rate. Now, the emphasis 
is shifting slightly towards the total amount of 
attention a consumer pays to a particular ad-
vertisement. 

However, in spite of the many leaps and 
bounds digital advertising has made from its 
very first 468x60 banner ad, there has not 
been much headway made in the area of ad 
measurement. Whereas direct response ad-
vertisers are easily able to measure the suc-
cess of their advertisements through ‘the click’, 
brand advertisers seem to possess virtually no 
tool that could help them effectively measure 
the success of their brand advertisements. In 
other words, brand advertisers have no way 
of determining whether their customers even 
paid attention to their advertisement.

In order to create proper metrics for brand 
advertising success, it is important to revisit the 
concept of branding. Branding literally means 
the application of marketing techniques for a 
specific product or service so that it encourag-
es customers to engage and interact with the 
brand. Once there is a market for a particular 
kind of product or service that represents your 
brand, the customer is able to rank the brand 
they are most satisfied with at the very top. 

But the job of a brand in terms of customer 
connection does not end here. There is abso-
lutely no way a customer can be expected to 
develop a relationship with a brand and sub-
sequently respond to it after seeing its ad only 
once. A relationship between a customer and 
a brand can only be established via an emo-

tional connection born from effective storytell-
ing and repetitive positive experiences. Then 
only can a brand have maximum impact and 
value. But how can such a situation come 
about? And, more importantly, how can it be 
leveraged online?

Thanks to traditional brand advertising 
methods (involving BTL and ATL), many cus-
tomers have been interacting with brands of-
fline. Brands like Coca Cola, Nestle and P&G, 
through brand activation campaigns and ad-
vertisements, have been enjoying one-on-one 
interaction with their customers that have ul-
timately translated into confirmed purchases 
of product. In addition, many people still feel 
a certain level of hesitation when it comes to 
buying products online, mainly due to fears 
surrounding identity theft and credit card 
fraud. 

In spite of these behaviour patterns, re-
search shows that, compared to the past 
couple of years, consumers have begun to 
spend more time online. The digital medium 
has become our second home, if you will, 
serving as a platform through which we are 
able to create our own identities online as 
well as acquire information related to all sub-
ject fields. Marketers and brand advertisers 
can capitalise on this behaviour by creating 
advertisements and placing them in such a 
manner that they are easily viewable. This, 
however, involves a transition from offering 
‘served impressions’ to ‘viewable’ ones, i.e. 
brand messages that are at least 50% visible 
to the customer rather than messages that 
are not fully loaded and are not in a place 
where the customer can easily view them. 
This is one of the major reasons why the pur-
chase of viewable impressions has become 

so popular as no brand advertiser would 
want to purchase an impression that a cus-
tomer cannot see. 

Is buying a viewable impression enough 
to guarantee the impact an advertisement 
has on a customer? It may ensure that the 
customer sees the ad but it can in no way 
guarantee that he/she has paid any attention 
to it. Once it has been established that the 
ad is indeed viewable, there are some im-
portant questions brand advertisers need to 
ask themselves in order to determine what 
needs to be done to retain the attention of 
the customer. These are:

•	 Was	the	ad	visible	for	a	long	period?

•	 Was	the	customer	on	the	page	for	a	long	

time?

•	 Did	the	customer	interact	with	the	ad	and	

for how long?

•	 Did	they	hover	over	the	ad?

•	 Did	they	touch	it	on	a	mobile	device?

These ‘attention metrics’ help the mar-
keter and brand advertiser develop a better 
understanding of the customer as well as 
the environment in which the ad is displayed. 
The information inevitably enables marketers 
to equip themselves with tools that ensure 
maximum consumer impact. They can buy 
inventory with more attention, optimize cam-
paigns towards attention signals and even 
transact on attention. 

Simple visibility has become a thing of the 
past. The standard for 2015 is attention. If 
marketers wish for a bigger slice of the pie, 
they will have to align themselves accord-
ingly or risk losing out to competition. 

Consumer Attention – The New 
Frontier in Brand Advertising

Focus
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By Paul M. Moore

In today’s world it is easy to think that di-
rect marketing strategies like leaflet distri-

bution are something of the past compared 
to the new online mass marketing tech-
niques. But experienced marketers know 
that a flyer campaign might be one of the 
best marketing techniques for small busi-
nesses who want to profit the most from 
their marketing investments.

Having decided to use leaflet distribution 
for your latest advertising campaign, there 
are several things you can do to help maxi-
mise the impact and results that the cam-
paign can bring to your business.

Research and planning
Conducting a little market research (ei-

ther yourself or using the services of a 
market research company) as part of your 
planning phase may seem a little costly 
or time-consuming, but it’s certain to in-
form both the content of your leaflets and 
the areas that you target in delivery.  Of 
course, this is key in getting your leafleted 
message out in the way that you want it, 
directly to your customers.

Relevance
Research and planning in advance of 

the production and delivery of your leaflets 
will also help you to ensure that your leaflet 
content will be relevant not only to what 
you want to gain for your business (new 
customers, repeat custom from existing 
clients, introducing your name or brand 
to a new territory) but, importantly, to the 
households which will be receiving them.

For example, if you are advertising your 
house repair services but two out of three 
possible areas for delivery in the immedi-
ate vicinity include blocks of flats, then 
your research will have shown you that 
your services are just not relevant to these 
communities. Similarly, if you want to in-
troduce your house care services to new 
areas, you might make your leaflet more 
relevant to each new area by varying the 
images used, to include more photo-
graphs.

Trade on testimonials
Similar to relevance, this is about making 

your message heard with a “customers like 
you …” echo.  If you are already an estab-
lished business, or at least one which is just 
beyond the start-up phase, thinking about 
the customer demographic you are tar-
geting your campaign towards will almost 
certainly bring existing customers to mind.  
If you can get testimonials from happy cli-
ents, to include in your leaflets, add to this 
benefit by matching those testimonials to 
the demographic you are aiming for.

For example, if you’re a café owner hop-
ing to gain a niche from the student market 
and are targeting your leaflet distribution 
towards student-based target markets, the 
local colleges or university campus, then 
include a special offer for students and 
get some images and testimonials from 
your existing student customers, to help 
endorse your message and service.  You 
are not only using both relevance and tes-
timonials to help maximise your chances of 
success, but this method also appeals to 
the basic instincts of wanting to be ‘in’, so 
a ‘join in …’ message endorsed by relevant 
testimonials can be very attractive to poten-

tial customers.

Dare to be Different
Most of us would agree, that we prob-

ably couldn’t tell the difference from one 
take-away leaflet that comes through the 
door from another. The bad news is that 
the take-away industry is not the only trade 
this sea of ‘sameness’ applies to.  So, if 
you are in a highly competitive business 
where ‘look-alike’ leaflets are a problem, try 
to maximize the results of your campaign 
by emphasizing what’s different about your 
business and demonstrating this in the for-
mat of your leaflet.

Toolkit

Make the best of leaflet 
distribution 
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Start-ups

Digital Entrepreneurship
in Pakistan

In Pakistan the digital medium is growing at 
a good pace. The outlook for local entre-

preneurs and venture capitalists looks sturdy 
in the long-run. With a population of more 
than 180 million, Pakistan has an ever-ex-
panding internet user base which currently 
stands at 30 million, with more than 9 million 
on Facebook. 

With such a wide array of undeveloped 
digital markets and only 17% internet pen-
etration, there are opportunities for techno-
logical entrepreneurs.

Demographically, Pakistan is a young 
country as 70% of its population is under 
30 and business and technology institutes 
around the country are throwing out thou-
sands of potential entrepreneurs every year. 
Pakistan’s young graduates have started 
pursuing entrepreneurship very recently and 
there is an upward trend in internet-based 
businesses. When one considers the high 
cost of establishing a traditional business, 
one realizes the advantages online entrepre-
neurs have.

The dynamics of the internet industry have 
also changed quite dramatically in recent 
times with 2012 being a possible turning 
point for rapid growth. Heavy investment in 

mobile money transfer facilities, cash on de-
livery logistic solutions, venture capital and 
platform and incubators for startup busi-
ness, all have made young entrepreneurs 
more confident in venturing into the wilder-
ness of innovation and startup by generating 
online businesses. 

Recently, Pakistan has developed firm 
foundations to attract young people to take 
risks.

The mobile money transfer solution, the 
most famous of which is EasyPaisa, has 
made online transactions convenient for 
both the buyer and seller. These online plat-
forms for money transactions have reduced 
the hustle of ensuring smooth and secure 
monetary dealings. Whatever services these 
young entrepreneurs provide to their con-
sumers, mobile money transfer makes sure 
they receive their payments in time. 

Cash on Delivery Logistics services have 
tackled the lion’s share of problems for e-
stores. Before this service, it was almost 
impossible for online startup businesses to 
make countrywide or even citywide deliver-
ies. The startups were financially unstable 
and simply could not afford to organize their 
own delivery systems. 

The logistical issue kept many at bay. With 
launch of COD service by companies like 
TCS and BlueEx, deliveries became more 
convenient and allowed online startups to 
capture and service the consumer base on 
a countrywide basis.    

Another pertinent and most prominent 
issue that was faced by Pakistani entre-
preneurs previously was lack of funds and 
business support in the very early days of 
startup. They were at the mercy of the harsh 
realities of the Pakistani and global markets 
and faced competition from global e-busi-
nesses. 

Over time, Pakistan developed its own ar-
ray of financial institutes to support e-busi-
nesses and startup incubators. Now both 
local and international venture capitalists 
are more confident in investing in Pakistani 
startups. 

These initiatives take a startup or young 
business in their fold and guide young en-
trepreneurs to make their businesses more 
stable. Moreover, seminars and entrepreneur 
platforms like Startup Weekend and Startup 
Grind are providing the necessary exposure 
and guidance to young entrepreneur to run 
their business successfully. 
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Corporate Moves

Babar Bajwa has been promoted as Chief 
Commercial Officer, Zong

Farid Ahmad has been appointed Chief Strategy 
Officer at Warid. He will be responsible for overall 
Corporate Strategy, Pricing and Segments, Business 
Intelligence and Analysis, International Business and 
New Business Revenue Streams/Projects.

Saeed Mohammed has been appointed 
Chief Executive Officer, Emirates Flight Catering

Amer Khan has been appointed Regional 
General Manager for Middle East and North Africa at 
Etihad Airways. He will be responsible for managing 
commercial operations across 16 countries from the 
airline’s base in Abu Dhabi.

Avijit Ghosh has been appointed MD of Heavy 
Engineering Corporation, India.

Yousuf Mohammad Ali has been appointed 
Senior Vice President, Procurement and Logistics at 
Emirates Airline.

Ronny de Lange has been named Vice 
President Global Corporate Account Management at 
Etihad Airways. In his new role, Ronny will manage the 
airline’s multinational accounts worldwide.

Rajiv Bajaj has been appointed General Manager, 
Stratasys India.

New Appointments

Client   Advertising Agency                                       

Al-Huda Associates & Builders Future Vision Advertising

Zara Shahjahan Interlink Advertising

Directorate of Estate Projects Maxim Advertising Co.  
 (for Fazaia Housing Scheme, Karachi )

Change Of Agency

Client New Advtg Agency Outgoing Agency

Junaid Jamshed (Pvt.) Ltd. The Brand Partnership Circuit (Pvt.) Ltd. 
 for Volume 1(2015) Campaign

Quality Products Oktopus360 Media Time N Space

Transworld Associates Orient Communications Enhancerz   
 ( for Corporate Advertisements) Communications

Lead Pakistan, Islamabad No new agency appointed Manhattan Pakistan

Additional Appointments

Client Agency

First Women Bank Ltd.  Oktopus 360 Media: for Corporate 
  Business Centre, Literacy and Financing  
  Ads. (Except Car Financing)
  Maxim Advertising: for Anniversaries,  
  Public Notices, Wanted / Situation  
  Vacants Ads.
  Spectrum Communications: for Financial  
  Services Desk, Car Financing Loan for  
  Business Women.

International Islamic University. Channel 7 Communications: for Main  
  Admission for Spring Semester and  
  Short Courses
  Manhattan Communications: for Main 
  Admission for Fall Semester, Constituent  
  Units and Institute for Professional  
  Development.    
  ( M/s. Manhattan Pakistan cleared )

Pakistan National Shipping Corporation G.H. Thaver & Co.: for Tender Notices  
  and Recruitment.
  Hawk Advertising: for Display Ads.
  Oktopus 360 Media: for Financial 
  Announcement and Notices other than  
  Tender and Recruitment.

Source: All Pakistan Newspapers Society (APNS)
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