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Editor’s Desk

The unceremonious departure of Mr. Mushahidullah Khan as a minister in Prime 
Minister Nawaz Sharif’s government was quite an eye-opener. What he did was give 
an interview to BBC Urdu in which he talked about a former intelligence chief of Paki-
stan plotting some kind of a coup. Mr. Khan later retracted his words but the damage 
had been done and eventually led to the PM asking for his resignation. The incident 
may have been just another happening in the middle of so much else that concerns 
politics and governance, or the lack of it, in a democratic Pakistan where the media 
is supposed to be operating without shackles. But as has been the way of the Paki-
stani ‘free’ media, the TV channels pounced on the incident and tried to outdo each 
other in creating some kind of a sensation. In the midst of all this, media attention 
then shifted to Lt. Gen. Hamid Gul’s sudden death. The mainstream media were 
subsequently off-tracked by Lt. Col. Shuja Khanzada’s assassination in Kohat but the 
social media continued with raising a racket about Hamid Gul. Prior to all this, it was 
the child abuse scandal in a village near Kasur that had the media all abuzz and they 
raised questions as to what was wrong with Pakistani society and why the crime had 
been allowed to linger on for such a long time? Following the Khanzada assassination 
came the news about the attempt on the life of MQM’s Abdur Rashid Godil and the 
media news mills again moved into forward gear with a vengeance. In the intervening 
days, the resignations tendered by the MQM senators, MNAs and MPAs also made 
sensational news and the manner in which Maulana Fazlur Rehman of the JUI-F was 
tasked by the prime minister to talk to the MQM leaders made good news material.

It is commendable that media in Pakistan, as compared to the pre-Musharraf days, 
is now on top of everything and makes efforts to report incidents and to interpret them 
within the given perspective. It is only when this perspective is thrown off-balance and 
some media outlets begin looking through the chinks that alarm bells begin to ring. It 
is at such times that a line needs to be drawn between spreading sensationalism and 
responsible interpretation of news. The maturity levels of certain media outlets are 
brought into question at such times. There is no doubt that it is the job of all media 
to look keenly around and report whatever is happening – or is not happening. This 
includes those highpoints in a nation’s life that make news in any case and must be 
reported in a way that people get to know the facts and then form their opinions. It is 
of course the media’s role too to look beyond just the ‘reporting’ aspect and to ven-
ture in analyzing the factors that caused whatever is being reported. In doing so, re-
sponsibility can then be assigned to the quarters concerned and the areas that were 
lacking in this respect can also be probed. It becomes worrisome, however, when 
the media begins delving deeper and fishes out far-fetched aspects that apparently 
do not have much bearing on what has actually transpired. That is where the race for 
ratings begins in the case of the so-called ‘electronic’ media. In the Pakistani context, 
‘electronic media’ only means TV channels as radio channels do not conduct news 
reporting or analysis. As to how print media conduct themselves in this area does not 
matter to most Pakistanis as people  prefer to ‘watch’ rather than ‘read.’

What the media needs to understand, however, is the fine difference between the 
objective and subjective realities. They need to understand that there are no absolute 
winners or losers and, as such, they cannot take sides if they wish to remain true to 
their function. The time has come when Pakistani media should stop treating news 
just as a product and should start looking deeper into the factors that made that 
news and also determine as to what to include and what not to include in their news 
bulletins. It is important for media in Pakistan to seriously start thinking on the lines of 
self-regulation and to devise codes and conventions that decry those media outlets 
that are out to excel in the ratings war simply to make a profitable showing for their 
managements rather performing a more constructive service for the nation from their 
side of the fence.
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“In the present 
environment, successive 
governments have failed 
to hold fair elections and 
to counter terrorism,” 
– Pervez Musharraf, 
former President of 
Pakistan

“Each individual 
building is an individual 
challenge,” 
– Habib Fida Ali, architect

“The objective of art is 
to give life a shape and 
though artists cannot 
change the world, they 
can, through their work, 
give flight to imagination; 
they can give you the 
direction,”
– Salima Hashmi, art 
teacher, painter, writer

“Everything that 
happened was a 
conspiracy against me 
and my career,” 
–Ayyan Ali, model

“It’s an absolute pleasure 
for me to become the 
first Pakistani actress/
model to be published in 
Vogue,” 
–Humaima Mallick, actress

“People find Jennifer 
Lopez and Beyoncé’s 
dance numbers as 
sexy. However, when a 
Pakistani girl does it, she 
is considered as vulgar,” 
– Mathira, VJ and actress

“I really want to work 
with Shoaib Mansoor. 
He has made some 
fantastic content driven 
films and is a wonderful 
filmmaker,” 
– Kareena Kapoor, 
Indian actress

“It is an important 
moment for people in 
Myanmar to exercise 
their democratic rights 
and help to address 
the fundamental issues 
critical to a peaceful 
future.” 
– Angelina Jolie, 
Hollywood actress35
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Rustic Radio
With reference to the lead article 

about radio published in Slogan 
last month, this medium is losing 
its worth mainly to advertisers, but 
as far as its reach in remote areas 
is concerned, the radio is the most 
effective medium of mass commu-
nication, particularly in developing 
nations like ours. Also, radio tends 
to be the only source of information, 
entertainment and knowledge ex-
change available in many rural areas 
with no electricity, internet and television whatsoever. People liv-
ing in the urban areas have less interest in using this medium. 
However, a majority of rural population in our country still de-
pends on radio due to its affordability and wider reach.   

M. Farid Hanfi, 

Islamabad

Puppet master
Faizan Peerzada was a great artist, painter and theatre di-

rector. He was more popular as 
a puppeteer, a distinction no one 
else seemed able to have in the 
industry. In his career, Peerzada 
produced a number of puppet 
shows on his own and served 
many generations through his 
exceptional productions. Par-
ticularly, his contribution to the 
art of puppetry made him a 
legend. Unfortunately, we don’t 
have anyone in our industry 

even closer to his calibre at present. We really 
miss you, Faizan Peerzada.

Shahab e Saqib,

Lahore

Movie Marathon
The local film industry is going through a new era marked by a 

wave of new films being created with new technology and tech-
niques. This is good news, but still our productions are not as 
professional as those of Hollywood and India. No doubt, a new 

crop of young and 
educated filmmak-
ers is producing rea-
sonable works, but I 
think they are doing 
so in a hurry. Instead 
of producing one 
film after the other in 
a very short period, 
our filmmakers need 
to devote more time 
to create, edit and 
reedit their movies 

and videos. This strategy will help them produce quality stuff that 
is up to international standards. 

Syed Farman Ghani,
Karachi

Research vs. 
New Ideas

The article on market research 
in Slogan’s last issue was infor-
mative. Today, companies give 
more importance to introduce 
research-based products and 
services in the market. Seems 
to be logical, but this approach 
does not always produce con-
ducive results as modern research methods don’t approve new 
product ideas unless proven. Rejecting many great ideas before 
implementation, the prevailing trend is affecting creativity. To pro-
duce new groundbreaking products, companies must rely on in-
tuition too and should not waste their resources on conducting 
research of less value. 

Peerzada Sharf-e-Alam,

Karachi

 

Rise of dotcom
In your last issue, the 

success story of www.Pak-
wheels.com was truly inspir-
ing. It is very encouraging to 
see that our people have 
started using the internet 
for their routine buying and 
selling and day-to-day shop-
ping. In our country, there are 
many fashion designers using 
the virtual medium as a busi-
ness outlet. This trend is very 
positive and helps in enhancing the 
country’s image to the rest of the world. Initiated by local compa-
nies. We must highlight such online ventures in the press.

Khush Bakht Fatima,

Hyderabad

Urdu commentary
Through your magazine I would like to draw attention to the 

bleak future of Urdu cricket commentary. 
Today, broadcasting 
networks hire only 
those commentators 
and analysts who can 
speak English. As TV 
channels broadcast 
cricket matches si-
multaneously across 
the globe, the English 
language is the only 
option left due to its 
wider understanding 
across the world. This 
leaves no room for Urdu commentary, which is not a healthy 
sign. In my opinion, sports channels like Ten Sports and ESPN 
must include Urdu commentators in their panels and give them 
enough time to speak during matches.

Arjumand Faizan,

Wah Cantt.     

Letters
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By Samina Wahid

Social networking today has taken over our 
lives to the extent that not having a Face-

book, Twitter or Instagram account sounds 
ludicrous. Much like everyone else, celebrities 
around the world, including those in Pakistan, 
today have taken to Twitter and Instagram to 
post selfies or promote their latest work or ap-
pearances. Be it top actors and actresses such 
as Humaima Malik, Mehreen Syed, Fawad 
Khan and Ali Zafar or some of the more con-

troversial ones such as Hamza Ali Abbasi 
and Komal Rizvi, these people use social 

media to communicate with their fans 
and keep them updated with the lat-

est news regarding their work. So-
cial media is perhaps one of the 

most effective marketing tools 
today and those already in 

the news drive the medium 
to further promote them-

selves. 

People about whom you want to know 
more – actors, fashion models, sportsmen and 
the rest of them -  comprehend the centrality 
of these sites properly and use them keenly to 
increase benefits for their images. The more 
sagaciously they utilize the social media, the 
more devotees they have. No wonder then 
that people of all  colours and hues have so 
many followers and they dominate the world 
of social media.

There are some who even put their online 
profiles to work to increase fame by indulging 
in controversies intentionally.

For instance last year, big showbiz names 
like Zhalay Sarhadi, Mehwish Hayat, Ayesha 
Omar, and Veena Malik shared their item song 
promos and movie clips in a bid to give their 
fans a glimpse of their performances or to 
demonstrate to 
the world the 
pervasiveness 
of their star 
power. They 

Social Media  Power
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reached out to their millions of fans and 
gave them a passing glimpse of their 
work.

Similarly, Hamza Ali Abbasi is another 
showbiz person who knows how to get 
in the news for all the wrong reasons. He 
ranted against item songs and Pakistani 
actresses showing skin in their upcom-
ing films without realizing that his words 
would one day come back to haunt him. 
He took off his shirt in a forthcoming film 
and was accused of having double stan-
dards by people on the social media. They 
made unforgiving remarks and expressed 
their disdain for his hypocrisy. 

Komal Rizvi is yet another showbiz per-
son who found herself in hot waters after 
she posted a selfie of herself with 
renowned social worker Abdul 
Sattar Edhi, who is currently suf-
fering from kidney ailments. 

Edhi was bed-ridden when 
Komal Rizvi paid him a visit and 
hung out with his family. Eager to 
garner attention and appreciation 
for her actions, she posted the 
controversial selfie on her Face-
book page as well as on other so-
cial networking sites. Within hours, 

outraged followers lambasted her for having the 
audacity to post a selfie with a sick person who 
also happened to be none other than Edhi. 

Soon enough, there was an onslaught of 
nasty and downright personal comments on 
Komal’s page followed by funny (and offen-
sive) memes making fun of the ‘inappropriate’ 
selfie. She had to spend the next few days 
giving clarifications and defending her actions 
but the damage had already been done. Not 
surprisingly, Ms Rizvi lay low for a while after the 
incident. 

There are, however, some people who re-
main popular on social media and are loved 
and appreciated by their followers. Consider 
Ali Zafar. The Pakistani singer-turned-actor has 
established himself as a jack of all trades and 
boasts around 186k followers on Instagram. 
He also has around 
726k fans on Twitter 
and some 4,799,346 
likes on his Facebook 
page – a testament to 
his strong online pres-
ence. Such popular-
ity on social media has 

established Zafar’s credibility as an impressive 
musician and actor both in the Pakistani show-
biz sector and in the Indian film industry.

Then there is Humaima Malick who frequent-
ly posts behind-the-scenes pictures from her 
forthcoming films as well as some big names 
from the Indian film industry talking about her, 
such as Mahesh Bhatt and Varun Dhawan. 

Closely following on the heels of Ali Zafar is 
Atif Aslam who has also captured the imagina-
tion of film-makers across the border, given his 
hauntingly beautiful voice. He has 88.9k follow-
ers on Instagram and even though he’s not as 
active on the site as some other people, one 
can still find pictures of him with his wife and 
some other random photographs. Regardless, 

Atif’s fan base remains huge since his Face-
book following is a whopping16952172 fans 
while on Twitter he has some 381k followers. 
Atif is more active there so if you want updates 
about his current projects, Facebook and Twit-
ter are where you will find them.

Some others active on social media include 
Maya Ali, Fiza Ali, Sana Sarfaraz, Zhalay Sar-
hadi, Saniya Shamshad, Ayesha Omar, Maira 
Khan, Eshita Syed, Rubya Chaudry, Azfar Re-
hman and Shehreyar Munawwar Siddiqui.

All of them are more or less striving to keep 
their fans engaged on social media while mak-
ing an effort to increase the number of their 
followers. 

Despite the fact that social media can be ex-
tremely self-promotional and at times strange, 
showbiz people are also discovering new 
ways to use their popularity to lead to positive 
change. While Komal Rizvi’s attempt to inspire 
others to do charity work may have backfired, 
many have managed to motivate people to 
fight the good fight. Social media can be a 
catalyst for change (case in point, the events 
that unfolded at Tahrir Square in Cairo) and if 
public figures use the social media to bring 
about change then more power to them! 
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With the influence of social 
media on the rise, many people 
have begun to use its power to 

further meaningful causes.
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By Mahrukh Farooq

Previously regarded as just another fad 
popularized by high school and college 

students, social media has steadily grown in 
influence at exponential rates in just the past 
few decades. In fact, it is now being termed 
as one of the most reliable sources for news 
online. Results from a survey of more than 
2,000 Americans by Deloitte shows that al-
though television still holds the rank of being 
the most popular news platform across all 
age brackets, for younger age groups, spe-
cifically millennials aged 14 to 25, TV and 
social media are neck and neck (28% and 
26%, respectively).

Globally, social media has had just as 
much impact, if not more. Seeing how 
quickly this trend has and is continuing to 
gain momentum, many companies have 
modified their business strategies to include 
social media plans designed to attract their 
targeted audience. In Pakistan, the top in-
dustry on Facebook by sum of fans is tele-
com, followed closely by the electronics and 
services industries. This shows that people 
are now engaging in positive interactions 
with their favourite brands which companies 
can use to gauge the impact their products 
are making. 

Companies are not the only entities to 
have jumped on to the social media band-
wagon; many celebrities have become 
equally involved with their fan base through 
the medium and are capitalizing on its 
strengths to increase their overall influence. 
One need only to skim through the various 
pages on Facebook, Instagram and Twitter 
to find numerous updates on what today’s 
famous TV, film and sports people are up to. 
From photos of their latest tours to exclu-
sive behind-the-scenes sneak peeks, many 
of them have the required armoury to effec-
tively lure their fans and drive appeal. 

Apart from the widely popular trend of us-
ing social media as a driver for mass appeal, 
there are some well-known people pertain-
ing to the fields of film and television and 
civil society, who are using the medium as a 

vehicle for social causes. These people have 
recognised the potential the medium holds 
for widespread impact and are hence using 
it as a platform to further their own objec-
tives. 

On the international front, one of the many 
such people actively promoting their causes 
is Sophia Bush. The 32-year-old actress 
uses her Twitter feed to promote organiza-
tions, charities and fundraisers she is a part 
of, something she finds much more gratify-
ing than just posting the link to her website. 
“Back in the days, I really didn’t understand 
the notion of it. I kind of thought social me-
dia was very self-promotional and weird. It 
was actually the oil spill that happened in 
2010 that got me on Twit-
ter,” says Bush, referring 
to the Deepwater Ho-
rizon spill. “I travelled 
to New Orleans and 
spent all my time on 
the Louisiana coast 
for 10 days with 
Global Green and 
on my way there I 
said, ‘That’s what 
this is for. The stuff 
I’m going to see and 

the things I want to talk to people about. 
That’s my reason to get on social media.’”

Another guy famous for using his per-
sonal platform to raise awareness for social 
causes is the Avengers star, Mark Ruffalo, 
who stands by his opposition to fracking or 
‘hydraulic fracturing’ as well as his promo-
tion of Water Defense. He also participates 
in The Solutions Project, which is aimed at 
getting the world to transition to 100% clean, 
renewable energy by 2050. 

“For the first time in human history, we’re 
actually at a place, technologically speaking, 
where we can make this transition,” Ruffalo 
said during a Inquiring Minds Podcast last 
year. “And the amount of money, and re-
sources, that we pour into this fossil fuel in-
frastructure, which has been an appendage 

to us, like a third leg that we’re dragging 
around, will be freed up, and no longer will 

we be worrying about having to extract 
energy. We’ll be just harvesting what’s 

11SLOGAN August 2015

Shezad Roy (right)

Muniba Mazari with painting

Mark Ruffalo (centre)
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already pouring on us every single day.”
The trend is just beginning to catch on in 

our part of the world as there are a sizeable 
number of Pakistanis who use social media 
to effectively promote charities and organi-
zations they are a part of. Abrar-ul-Haq ac-
tively promotes his organization Sahara Life 
Trust which aims at encouraging health and 
education initiatives in remote areas. Simi-
larly, Shehzad Roy periodically updates his 
fans about his organization known by the 
name of Zindagi Trust which works towards 
improving the quality of education from a 
number of underprivileged children. He even 
encourages people to donate and spread 
the word about his organization so that more 
and more people can get involved. 

“I want to share the lessons that we have 
learnt; both good and ugly,” says Shehzad. 
“We want people to know the obstacles 
standing in the way of improving the struc-
ture of education in government schools 
while also highlighting the remarkable indi-
viduals committed to the teaching profes-
sion. These people prove the power of indi-
vidual efforts.”

The women of Pakistan’s entertainment 
and civil society are also not the kind to be 
left behind in such endeavours and are in 
fact, if online statistics are anything to go by, 
at par with their male counterparts. Muniba 
Mazari, an experienced speaker, content 
writer, artist and social activist, continues to 
inspire young men and women to fulfill their 
potential and achieve their dreams. After los-
ing the ability to walk in a horrific accident, 
the 27-year-old has dedicated her life to 
encouraging others to live life to the fullest 
and pursue their dreams and is successfully 
doing so through social media platforms like 
Facebook and Twitter. Reham Khan, journal-
ist, activist and wife of PTI chief Imran Khan, 
uses her Twitter page to encourage her fol-

lowers to keep their cities 
clean as well as help drive her 
initiative, ‘Educate Pakistan’ 
that promotes quality educa-
tion for Pakistan’s growing 
population of street children. 
She even uses her social 
media platform to post up-
dates of her husband’s po-
litical achievements, all the 
while motivating her fans to 
continue in their support for 
the PTI. 

Many a cause has been 
promoted and, in some 
cases, many a case has received justice as 
a result of a substantial amount of support 
garnered through social media platforms. In 
Pakistan, nowhere does it hold true than in 
the Shahzeb Khan Murder case where young 
Shahzeb was gunned down by Shahrukh 
Jatoi, son of a noted politician, for having 
the gall to reprimand the latter’s servant for 
teasing his younger sister. Scores of young 
people took to social media websites such 
as Facebook and Twitter, demanding the 
perpetrator be brought to 
justice. It is this outpouring 
of support that resulted in 
the eventual apprehend-
ing of Shahrukh Jatoi.

There is no question 
about the level of in-
fluence one can have 
through the power of so-
cial media. If used cor-
rectly and for the right 
cause, it is clear that 
many of the problems 
we face in Pakistan can 
be resolved in time and 
with no wastage of re-
sources. 
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Abrar Ul Haq holds press conference 

Muniba Mazari ( left)

Sophia Bush, 
Taylor Kinney 
(centre)
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National News

Leo Burnett has moved to Adcom. The 
worldwide group recently announced 

its affiliation to Adcom. Leo Burnett has 
85 offices and more than 8,000 employ-
ees worldwide and is a part of the Publicis 
Group, the world’s third largest communi-
cations network. 

Adcom was set up in 1965 by the late S 
M Akhlaq and is today at the forefront of 
advertising excellence, with cutting-edge 
ideas and insights. 

Leo Burnett believes in using creativity 
to drive dynamic business change for its 
clients through its Human Kind approach 

where it puts the brand’s purpose at the 
center of all communications. With Adcom, 
Leo Burnett hopes to re-energise its focus 

in the Pakistan market.
Leo Burnett arrived in Pakistan way back 

in 1994 and appointed Manhattan Com-
munications Ltd. as its exclusive affiliate in 
the country. After this, Manhattan Commu-
nications Ltd. came to be known as Man-
hattan Leo Burnett. This was a time when 
there were few other foreign affiliations in 
Pakistan. Both Leo Burnett and Manhattan 
worked closely on the McDonald’s pitch 
and landed the account despite fierce 
competition. The affiliation between Leo 
Burnett and Manhattan Communications 
lasted some 21 years.   

The Pakistan Advertisers Society (PAS) 
has announced a one-day day workshop 

on “Effective Digital Media Planning.”  It will 
be conducted by Asad Ur Rehman, Director, 
Global Media North Africa and Middle East, 
Unilever and Luca Allam, General Manager, 
PHD Media, Dubai, on September 04, 2015 

at Pearl Continental Hotel, Lahore. 
Digital media strategy, buying and cre-

ativity are central to marketing success. 
Asad and Luca will share their expertise 
and experience through the workshop 
specially designed for the Pakistan indus-
try. It will cover various ideas, principles 
and techniques that contribute to market-
ing success in addition to tackling top-
ics concerning the how and what in the 
world of media, consumer initiated media 
interactions, how is the “creative product” 
evolving in the age of new media and how 
is media buying evolving on digital media.

The last date for registration is August 
25 at secretariat@pas.org.pk.

Leo Burnett moves to Adcom 
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Buy your Bakra 
Online

Punjab government 
withdraws internet tax 

An online sys-
tem would 

be introduced at 
the cattle mar-
ket to be set up 
at Superhighway 
in Karachi for the 
sacrificial animals in 
connection with Eid ul Azha. This was 
stated by the Governor of Sindh, Dr Ish-
rat ul Ebad Khan. The Governor said the 
cattle market on Superhighway in Karachi 
was the biggest in Asia. He said that as 
the law and order situation in the city had 
improved, more people were expected to 
go to the cattle market this year. The Gov-
ernor said the online purchase system 
would greatly facilitate buyers.  

The protest of digital communities bore 
fruit when the Punjab government with-
drew internet taxes.

The Punjab government had imposed a 
massive 19.5% tax on all monthly internet 
bills exceeding PKR 1500 or connections 
above the speed of 2 Mbps. The new tax 
rate was supposed to be applicable on all 
data connections including 3G, 4G, DSL, 
EVDO and FTTH.

Following protests from digital publish-
ers, bloggers, leading websites and the 
PTA, the Pakistan government revoked 
their decision and withdrew the tax.

The reversal will allow the internet in-
dustry to grow rapidly and also discour-
age federal authorities from taxing the 
internet in future. 

First winner of Pakistan Idol 
Talking about what it was like to become the first ever winner of 

Pakistan Idol, Zamad Baig said it felt amazing. He feels it takes 
months and years to become known. 

“I think my story is motivating,” he says,  “because I know my 
fans saw the work I put in and the struggles I went through, but 
in the end there was an achievement which made it all worth it. 
I hope every artiste in Pakistan who is trying to make a name for 

themselves gets to where they wish to be.”
His favourites include Nusrat Fateh Ali Khan, Abida 
Parveen, Queen and Led Zeppelin. 

Bollywood star Sidharth Malhotra has 
shown interest in visiting Pakistan. 

While working for Karan Johar’s Kapoor 
and Sons, the actor took inspiration from 
the talent and hard work of Pakistani co-
star Fawad Khan. He was fascinated by 
Fawad’s description of Pakistan and now 
wants to visit the country.

Sidharth Malhotra is
inspired by Fawad Khan 

PAS workshop
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What Mehwish wants 
Pakistani model and actress said no to 

working with Indian film actor Jimmy 
Shergill.

Before Eid Mehwish Hayat was ap-
proached by the Indian producer for the film 
Jut James Bond which will be released later 

this year.
It was initially reported that Mehwish Hayat 

was not interested in working in Indian films 
but she seems to have taken a u-turn recent-
ly and may take on offers if they came from 
the Khans. 

After Pakistan’s win over Sri Lanka in the 4th 
ODI, Pakistani all-rounder Shoaib Malik cel-

ebrated the occasion by dancing with his wife 
Sania Mirza. They both moved to the beats of 
“Abhi to party shuru hui hai.” Shoaib and Sania 
later tweeted 
the video of the 
dance and it 
went viral. It also 
featured cricket-
ers Muhammad 
Irfan, Ehsan Adil, 
Babar Azam and 
Mukhtar Ahmed 
in the back-
ground.

After seeing the video on 
social media, cricketer Yu-
vraj decided to have some 
fun. He responded to the 
tweet saying, “Such out-
standing players! But terrible 
dancers.” Malik responded 
by saying, “Ajjao maydaan 
mein.” (Come onto the field) to which Yuvraj 
responded with his own video with the words 
“Bhai hum tau hamesha maidan mein thye” 
(we were always on the field).

Yuvraj took up the challenge not only in the 
field but also showed off his dancing skills with 
a Moonwalk, dancing to the beats of Michael 
Jackson’s ‘Billie Jean’. He then tweeted it to 
Malik saying, “This is how it is done. 

The Dance War 

Shahid’s wife 
on reality show
Indian actor Shahid Kapoor’s wife Mira 

Rajput will appear on ‘Jhalak Dikhhla Jaa 
Reloaded.’

Shahid has planned to introduce his wife 
Mira on the small screen at just the right 
time. Fans have been eagerly waiting for 
some time now to see Mira on TV.

Mira will make her small screen debut 
on the reality dance show after the trailer 
launch of husband Shahid Kapoor’s up-
coming film, ‘Shaandaar’ with Alia Bhatt. 

Chand Nawab requests 
compensation
The new Internet sensation Chand Nawab 

has become quite a celebrity both in 
Pakistan and India. Who is Chand Nawab? 
He is a TV reporter working for a Pakistani 
channel and Bajrangi Bhaijaan is the cause 
of his fame. Chand is now seeking compen-
sation from the makers of Bajrangi Bhaijaan 
for using a character in their film which was 
inspired by him.

He is extremely thankful to Salman for 
considering him worthy enough for a role to 
be based on him. He says: “I don’t want to 
deal with the legalities but I do expect Sal-

man to compensate me for using me as an 
inspiration. It’s just a request, I’m not going 
to sue them or go to court over it. If they de-
cide to give it, then well and good, otherwise 
it’s not a problem.”  

National News

A magazine known for celebrating the 
glamorous side of life hit the news-

stands in Pakistan and was soon sold out 
in Karachi.

After weeks of speculation over who might 
appear on the first front cover, the Pakistani 
version of Hello! went on sale with Sean 
Penn’s image gazing 
out, advertising 
a supposedly 
“super exclu-
sive” about the 
actor’s recent 
visit to flood-
struck parts of 
the country. 

“Pakistan does 
have lots of prob-
lems. But we want 
to show another 

side of life,” said its editor, Mehvash Amin. 
“And I don’t mean just glamour. We want 
to cover art, writing, music and the cinema 
as well.” 

While those who know of Pakistan only 
through gloom-laden headlines might be 
surprised at the decision to launch the 

magazine but the country has a 
small but very wealthy elite and a 
steadily expanding urban middle-
class. Hello! is entering a market 
that already contains several in-
digenous lifestyle magazines.

With an array of sportsmen, 
film stars and even television 
anchors, Ms Amin said there 
would be no shortage of people 
to cover. The country recently 
held its third fashion week in 
Karachi. 

Sean Penn on Hello! cover
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National News

Tarzans ki Wapsi
They are coming back - some to their original channels and 

some to other channels. The money must have been lu-
crative for them when they abandoned their channels and so 
must have been their titles. But remaining off-screen for an 
extended period is a painful affair for people for whom facing 
the camera is perhaps as essential a part of their lives as eat-
ing or sleeping.

So Kamran Khan and Iftikhar Ahmed are back on Duniya TV 
while Nusrat Javed has rejoined Aaj TV. Asma Shirazi is also 
seen again and so is Wasim Badami. It will not be long before 
the other high-fliers also come home to roost. 

Humaima Malick in Vogue

P&G recognized by 
Fortune and NAFE

Shaista ties
knot again

Popular Pakistani actress and model Humaima 
Malick has been featured in the August edition of 

Vogue magazine.
The British Vogue shows her clad in a white, heavily 

embellished Syeda Amera creation, shot in London 
with the iconic Big Ben as the backdrop.

Says Humaima: “I was really thrilled and over-
whelmed to see my coverage in British Vogue. It’s 

very rare to see any of our actors or actresses making 
it to the fashion Bible and is a lifetime opportunity for 
any artist.”

Humaima will soon be seen in the film Dekh Magar 
Pyar Se, a romantic comedy directed by adman Asa-
dul Haq and produced by Ali Murtaza under the ban-
ner Shiny Toy Guns. Besides Humaima, the film stars 
Sikander Rizvi in the leading role. 

P&G has been ranked # 1 by Fortune Magazine in the 
cosmetics and soaps category and 17th overall on the 

magazine’s 2015 list of Most Admired Companies. P&G has 
consistently ranked at the top in the industry for the past 

six years. The list includes 50 companies evaluated 
on attributes such as innovation, investment value 
and social responsibility.

Additionally the National Association for Fe-
male Executives (NAFE) has acknowledged Lynn 
Ferguson-McHugh, P&G’s Global Family Care 
Group President as an outstanding female ex-
ecutive. 

TV host Shaista Lodhi has 
married for the second time. 

Her new husband is Adnan, a busi-
nessman who lives in South Africa. The mar-
riage took place in Karachi where only her 
close friends and relatives were invited.

She was married earlier to Waqar Wahid 
but they divorced later. She has three chil-
dren from her first husband.

Shaista hosted a famous morning show 
Utho Jago Pakistan on Geo Television Net-
work till she ran into a controversy which 
caused the suspension of the program. She 
again intends to host a morning show and is 
negotiating with Hum TV. 
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What makes the Erum Khan 
fashion brand unique

With the Pakistani film industry registering a comeback, a variety 
of new genres are being tested. Horror is one such genre and 

Jawad Bashir has made his directorial debut with the film Maya which 
is based on a true horror story. It’s originally a Danish tale which was 
told to Bashir by his wife. She also wrote it. Jawad Bashir could see 
that it was a difficult and daring area and an important contribution to 
the new age Pakistani cinema. And that’s how Maya came about. 

The Erum Khan fashion brand is all about couture, bridals, formals, semi formals and 
luxury pret. 

Says designer Erum Khan: “I believe fashion is the highest form of artistic expression 
and movement. I make people look more expressive which makes me unique and sets me 
apart from other fashion houses.” 

Erum’s design philosophy is simple: accomplish with the designs what others think a 
design should accomplish. 

National News

Bashir talks about Maya
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International News

Rohingya Muslims welcomed the 
visit of renowned Hollywood ce-

lebrity and U.N. Refugee Agency’s 
Special Envoy, Angelina Jolie, to 
Myanmar. She was there to under-
stand the country’s situation, hoping 
that the visit would have a positive 
impact in ending the ongoing hu-
manitarian crisis.

The root cause of the problem are 
the complexities being faced by the 
Rohingya Muslims in denial of their 
citizenship rights. The Rohingya ap-
pealed to Angelina Jolie to play an active role by asking the Myanmar government to ensure 
that they have equal access to Burmese citizenship. 

Jolie jets in

A market research report published by 
Strategy Analytics has revealed that 

Microsoft has lost its place as the third 
largest mobile selling company to its com-
petitor Huawei. For the first time  Hua-
wei has pushed passed Microsoft and 
achieved the spot of third mobile phone 
vendor in the global market, though it is 
still far behind Apple and Samsung, as 
was Microsoft. Huawei has achieved this 
success because of its consistent struggle 
and also putting in most of its energies in 
developing best technological devices. 

The 127-year-old Financial Times, whose 
pink pages are as much a symbol of 

London as the pinstriped suit, is to be sold 
to a Japanese financial media company by 
its British owners for £844m.

The sale to Nikkei by Pearson, comes 
after years of speculation over its long-term 
commitment to owning the FT.

First published in 1888 as a four-page 
newspaper, the FT’s circulation reached 
720,000 last year, with digital subscriptions 
accounting for 70% of the total. “We’ve 
reached an inflection point in media, driven 
by the explosive growth of mobile and so-
cial,” Pearson Chief Executive Officer John 
Fallon said in a statement. “In this new en-
vironment, the best way to ensure the FT’s 
journalistic and commercial success is for 
it to be part of a global, digital news com-
pany.” 

Huawei ahead 
of Microsoft

FT sold!
Anchorman 2, Minions and Game of War 

pushed audiences to the saturation 
point.

When it comes to building awareness, 
how much is too much? Multi-channel 

campaigns harnessing the power of digi-
tal space, air time and even real time have 
proven successful. But when does it tip 
over into overkill?

With the biggest brands double-, triple- 
and even quadruple-flanking consumers, 
the trick becomes how to be near the top 
of mind without going over-the-top. How-
ever, there’s a risk that sometimes comes 

to those who can afford the most expensive 
marketing efforts. The marketing becomes 
the main event. 

3 campaigns that got big 
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International News

Swift 
shows off
Taylor Swift showed off 

her ladylike style while 
leaving her apartment in a 
little lace mini dress. She 
looked sweet and chic as 
she stepped out, flaunting 
her endless legs in the little  
dress. Taylor has a penchant 
for feminine dresses, so it 
came as no surprise to see 
her rock the look on a hot 
summer day. She looked like 
a vintage princess in the en-
semble. The frock featured a 
thigh-grazing hemline which 
put her long legs on full dis-
play with the elbow-length 
sleeves.

China’s Leo Group is a manufacturer of 
pumps for water systems, farm irrigation 

and power stations. It is now acquiring some 
of China’s hottest local digital agencies. The 
agencies in the new Leo Digital Network were 
courted by global holding companies for their 
local expertise in a crucial market, but when 
Leo came calling they seized a chance to build 
something themselves -- a Chinese network with 
digital marketing services from media to creative to e-commerce to mobile to the smart TV 
sector.

The network has 700 employees and a client list including international heavy-hitters and local 
startups. Leo’s digital strategy and creative agency Amber Communications has Coca-Cola Co. 
as a longstanding client while social agency Arkr Group works for PepsiCo. 

Etihad in westward push
Etihad Airways made headlines with a new 

ad campaign created by M&C Saatchi 
and starring Nicole Kidman which was aimed 
at redefining luxury in the context of business 
travel.

Now, Cheil Worldwide and New York-
based, tech-centric creative agency Bar-
barian Group have been chosen to handle 
digital and social-media marketing for the 
UAE-based airline as it seeks to cement its 

presence in the West.
Last year, Etihad added 10 new destina-

tions and reported more than a 50 percent 
jump in net profits as it pulled closer to chief 
competitors Qatar Airways and Emirates. Eti-
had recently earned media attention for new 
services like a flying “Residence” that some-
how includes a living room, private bathroom 
and two-person bedroom.

KD stands for Kraft 
Dinner, which is 

actually Kraft Macaroni 
& Cheese. Kraft’s Ca-
nadian division has an-
nounced it was officially 
changing the name of 
Kraft Dinner to KD, a nick-
name that, in fact, 80 percent of Canadian 
consumers use for the familiar blue box of 
instant cheesy noodles. Kraft Canada is do-
ing just that, right down to the new #KDis-
nowKD hashtag. 

China’s hot 
digital agency 

Kraft Dinner 
becomes KD in 
Canada

BBC faces 
overhaul 

The British Broadcasting Corp. may lose its income from 

license fees and may have to rely on a subscription service as it 

faces its biggest shake-up in a decade.

Among options in the U.K. government’s review of the world’s 

biggest public broadcaster is the selling of BBC Worldwide, one of 

the organization’s biggest money-spinners. It will also be asked why it 

shows commercially driven programs such as “The Voice,” a Satur-

day-night talent show.

The BBC is under pressure to defend a funding model that gener-

ates 3.7 billion pounds ($5.8 billion) a year by levying an annual 

license fee on U.K. households with TVs. The government is 

using the 2017 renewal of the BBC’s agreement to operate, 

known as a Royal Charter, to begin a sweeping study 

of it amid accusations the broadcaster has grown 

too unwieldy and expanded beyond its original 

mission.
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International News

The U.K. Advertising Standards Authority 
has ruled that Protein World’s infamous 

“Beach Body Ready” campaign is neither ir-
responsible nor offensive.

It was created in-house and shows a very 
slim woman in a yellow bikini next to the line: 
“Are You Beach Body Ready?” Protein World 
spent $385,000 on the billboards and told 
Breitbart.com that it had made around $1.5 
million in the first four days after it appeared.

 Official complaints to the ASA centered on 
objections to the ad’s implication that a body 

shape that differed from the 
“idealized” one was inferior as 
a very slender, toned body to 
advertise a slimming product.

The ASA, however, recog-
nized that “beach body” was a 
relatively well-understood term 
and unlikely to cause offence 
and that the ad didn’t shame 
women into believing they need-
ed to take a slimming supple-
ment. 

Hunky football superstar Cris-
tiano Ronaldo is immediately 

recognizable around the world 
but stuff him into a padded suit, 
scruffy facial hair and ratty clothes 
and he can hang out undetected 
even in bustling Madrid. Even a 
soccer ball and fancy footwork 
can’t give him away.

That’s the setup of a just-
launched video to announce the 
athlete’s foray into consumer elec-
tronics like headphones and portable 
speakers. 

The four-minute video was shot in a busy 
plaza in Madrid. Execs were saying a prank-
style approach made sense for the famous Real 
Madrid forward. 

‘Beach Body Ready’ banned

Crowds ignore Ronaldo 

We’ve all seen how sometimes art can imitate life, or at 
least, how some stars get inspired by actual life events 

for their projects.
Angelina Jolie and Brad Pitt are no strangers to this, and 

have even pulled from personal experiences to create a gen-
uine chemistry between their characters in their upcoming 
flick By the Sea.

Angie wrote and directed the drama, described as being 
“about a deeply unhappy couple on vacation in France who 
becomes involved with a pair of newlyweds staying at their seaside inn.”

After filming the movie in Malta, Jolie revealed what it was like directing 
herself and her husband, who play the unhappy couple, during the drama’s 
more intense argument scenes.

“I’d be directing myself and him in a scene where we’re having a fight, and 
I’d be pulling out the parts [of him] that have an aggression toward me or 
when you’re frustrated with each other—it was very heavy,” Jolie said. 

Jolie directs herself

Future 
McDonald’s   

McDonald’s was once the undisputed king of fast 

food in the US. But with sales falling, franchisees report-

ing gloomy outlooks and popular fast-casual chains like 

Shake Shack and Chipotle chipping away at its fast-food 

throne, McDonald’s has seen better days.

A recently renovated McDonald’s in New York City may be 

the first concrete glimpse of the company’s extensive turn-

around plan.

The midtown location features the 

city’s first “Create Your Taste” ki-

osks. The company boasts that 

you can craft the “burger of 

your dreams.”

Looks like the brand 

has a bright future.
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International News

There is a persistent idea out there that 
Google needs to buy Twitter. On paper, 

it makes perfect sense for Google to buy 
Twitter. Google has failed at “social.” So 
Twitter would fix that problem for Google. 
Traditional display advertising is shrinking, 
getting eaten by “native” ad formats like 
Twitter and Facebook. So Google would 
get that business.

Then there’s Twitter, which is strug-
gling as an independent public company. 
Google has $70 billion in cash. Twitter has 
an enterprise value of $17 billion. Google 
can afford Twitter even at double the price. 
As a part of Google, Twitter would be able 
to experiment without the pressure of a 
quarterly earnings report. It could find its 
way, similar to how YouTube has evolved 
as a part of Google.

Thus, people continue to whisper that 
Google should buy Twitter. But Google is 
unlikely to buy Twitter. Google CEO and 
cofounder Larry Page doesn’t care about 
Twitter and it’s going to be hard to mo-
tivate Google’s M&A team to buy Twitter.
Does that bother Evan Williams? 

Who cares 
about Twitter

Even in a land of relentlessly wacky fast food innova-
tions, Burger King Japan has nabbed a lot of attention 

with its all-black burgers. There’s just something about the 
sight of pitch-black buns and cheese that really gets to 
people.

Burger King Japan has now launched an all-red burger, 
with red-colored cheese, buns and, obviously, hot sauce. 

The Japanese Burger King range includes a red Aka 
Samurai Burger (buns and cheese tinted with tomato 
powder), a black Kuro Burger (which uses bamboo char-
coal and squid ink), as well as the “flame-grilled” personal 
fragrance. 

Oscar-winning actress Kate Winslet has 
revealed her third child Bear will take 

her surname, following weeks of specula-
tion that the infant could be given the sec-
ond name of her husband, Ned Rocknroll.

The Titanic actress, 38, said that giving 
the baby her husband’s moniker had al-
ways been out of the question.

She said: “We haven’t ever really had that 
conversation; it was always going to have 
my name. Mia and Joe have it as part of 
their name, so it would be weird if this baby 
didn’t.

The couple met in 2011 while they were 
holidaying on Richard Branson’s private is-
land, Necker, in the Caribbean. 

Burger King sells red burgers 

No problem
for Kate 

Mariah Carey, the five-time Grammy win-
ner and best-selling female artiste of 

all time received her star on the Hollywood 
Walk of Fame with her children, 4-year-old 
twins Monroe and Moroccan right by her 
side.

The pop diva was joined by longtime 
record producer L.A. Reid and Academy 
Award-nominated director Lee Daniels, who 
was on hand to share some very exciting 

news for Empire fans. During the ceremony, 
Daniels - who directed Carey in 2009’s Pre-
cious and 2008’s Tennessee - announced 
Mariah will be heading to the Fox music 
drama for season two as a guest star. 

Carey thanked her fans, telling the crowd, 
“Really, you’re melting my heart. You’re mak-
ing me cry, and that’s why I’m keeping on my 
sunglasses. But I cannot thank you enough. 
This is a huge honor.” 

Carey on Fame 

Larry Page, of Google (left), with Twitter
cofounder Evan Williams.
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Karachi’s alleys and lanes 
speak to Rumana Husain

Where were you born and brought up? 
I was born in Karachi, and have lived here all my life, except for a year spent in Halifax, Canada.
 
Why are you so committed to the city of Karachi?
I think it comes rather naturally since it’s my city of birth. It is here that I have my friends and family, although both 
my children live abroad. And though Karachi may be faced with myriad problems, it is a place with which I am 
familiar, where I am comfortable and whose alleys and lanes speak to me.  
 
What inspired you to produce the book ‘Street Smart’?
My interest in the common people who are so extraordinary! I have been seeing these professionals working on the 
streets of the city day in and day out but my interaction with them was always quite brief. However, my curiosity led 
me to approach them and probe about their lives, their trades, their struggles for survival and their problems. 
 
What was the thought behind the selection of subjects for the book?
I would like to quote here from the book itself:  “In Street Smart, site-authentic first-hand documentation of over 
sixty different street professionals is presented for the first time. This book is therefore an important addition to 
other books written on various aspects of Karachi or about South Asia, as many of the professionals to be seen 
on the streets of Karachi are commonly seen in other South Asian cities as well. 
“Through interviews and photographs Street Smart engages the professionals and shows them at work in the 
street setting. These professionals belong to various ethnic, religious and regional communities who are either 
permanent residents of the metropolis or they temporarily come from smaller cities, towns and villages to earn a 
living in Karachi.”
At the onset of my book project, I had compiled a wish-list for interviewing all the different professions that are 
carried out on the streets. Though in the end I could not manage to find or write about all of them, nevertheless I 

Designer and writer Rumana Husain is fascinated by the sights and sounds of Karachi, 
which is depicted in her latest book, ‘Street Smart.’ She talks about her art in this exclusive 

interview with Slogan.

One-on-One
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am pleased that I have managed 64 portrayals in ‘Street Smart – professionals on the street.’ There is a chapter 
at the end of the book, which is titled Vanished or Fast-disappearing Professionals. This for me is an important 
documentation of activities which have been completely wiped out or have barely any presence today. This has 
happened, largely, during the last ten to fifteen years due to the many lifestyle changes that have come about in 
our society.
It is pertinent to also quote this paragraph from the Foreword written beautifully by the veteran journalist Ghazi 
Salahuddin: “On the face of it, these vendors and labourers who survive on the edge of the city’s vast commercial 
edifice play an insignificant role in the collective life of the city. So many of them earn just a pittance. It is possible 
to look at these people, with their varied ethnic and regional identities, as the human flotsam of Karachi. Look 
closely and you will realize that, taken together, they constitute a sturdy structure on which the glittering façade 
of our urban existence is mounted. Imagine that if all these lowly professions that Romana has identified suddenly 
cease to exist, will the city still function?” 
 
Have you done other work based on Karachi? 
Yes. My previous publication, a coffee-table book, ‘Karachiwala: a Subcontinent within a City’ (published by Jaal 
in 2010), documented several of Karachi’s diverse communities. Incidentally it also has 64 portrayals. I had felt a 
need to document the origins and lifestyles of our highly immigrant society…the customs, traditions, rituals and 
languages of various communities, as some of this has already been lost or will be lost in the next few years. 
Similar to ‘Karachiwala’, I felt a need for documenting the city’s street professionals in ‘Street Smart.’ 
I have been writing (and illustrating) children’s books (mainly in Urdu) for almost 30 years now, having done over 
60 of those and although there is only one children’s book that I wrote on Karachi, many of my other stories are 
inspired by this city. I have also been contributing articles to the English language dailies and magazines for 20 
years now.

Is your work limited to just books or have you tried other media as well?
Initially I trained as a graphic designer and then completed a course in television production and direction from 
Canada. I have made stuffed toys and wall hangings for children and had two exhibitions in 1981 and 1986 at the 
Goethe-Institut and the PACC, respectively. Later I was commissioned to do 50 large fabric appliqué murals and 
wall hangings for the Children’s Ward at the Aga Khan University Hospital and the IUCN office in Karachi and its 
headquarter in Gland, Switzerland. I have curated a bilingual travelling poster exhibition titled ‘Women @ Work’ 
showcasing some 70 Pakistani women working in different fields. As someone involved in the education and NGO 
sectors, I have had an opportunity to not only create books but also use other creative media. 

What aspects of Karachi are you most impressed with? 
Karachi’s hardworking people, its diversity, its hubbub, the bustling bazaars, colonial architecture, the ocean, the 
cool evening breeze, the flashy bougainvillea, the burqas and the palazzo pants and jumpsuits…
 
Now that you have produced a book on the street professionals of Karachi, would you like doing more 
in-depth work on the people of Karachi?
My book ‘Karachiwala: a Subcontinent within a City’ is an in-depth book on the subject. However, there are many 
other aspects of the city and its people that interest me, therefore I hope I will soon be working on one of those. 
Currently I am researching and writing several biographies of eminent Pakistanis for a graphic book series for 
older children, published by the Oxford University Press. 
 
Have you ever thought of doing a documentary on Karachi?
Many a times…but alas!
 
Do other cities of Pakistan and their people fascinate you as much as Karachi?
People fascinate me. They may be living in Pakistan or any other place on the planet.

One-on-One

About Rumana Husain 
Rumana Husain has had an evolving career: from teaching art to making original fabric-toys and quilted art-
works. She has been an innovative school head. She now works independently as a writer, illustrator and 
teacher-trainer. She has authored ‘Street Smart – professionals on the street’ and a coffee-table book, ‘Kara-
chiwala - a subcontinent within a city’, about Karachi’s diverse communities. She has written and illustrated 
over 60 children’s books and developed numerous teachers’ manuals for several publishers including the Ox-
ford University Press (OUP), Danesh Publications, ERDC, Kathalya Publications (Nepal), Butterfly Works (The 
Netherlands) and the Bookgroup, which she co-founded in Karachi in 1988.  She was co-founder and Senior 
Editor of NuktaArt magazine (2005) until it closed down in 2014. She worked as Head Activism & Outreach at 
the Children’s Museum for Peace and Human Rights (2001-2008), and was teaching and heading the CAS 
School (1986-1996). She is a winner of the 4th UBL-Jang Literary Excellence Award (2014) in the Children’s 
Books category for her graphic story book, ‘Dr Akhtar Hameed Khan’ published by OUP. She was shortlisted 
for ‘Woman of the Year’ LadiesFund Award 2015 and is an active member of two citizens’ groups, Mahol 
Dost Shehri and Citizens Against Weapons. She is Honorary Director on the Board of the Children’s Literature 
Festival, Honorary General Secretary of the Karachi Conference Foundation and Founder Member of the I AM 
KARACHI Consortium. 



Most of the ladies who moved you with 
their beauty in the past decades are still 

active in TV and films but it is obvious they 
are long past the top of the mark and now 
accept all kinds of roles, except the lead, to 
keep their careers alive. What is positive about 
them, besides their looks, is their attitude be-
cause every time they appear in front of the 
camera, they are fresh and well-maintained. 
They know how to carry themselves and do 
justice to personal grooming.

The 45 years old Mahnoor Baloch is an 

actress, model and film director. She seems 
to be bringing out more charm with time. Just 
give her any role and she will do it with her 
energetic and striking looks. Now a Cana-
dian national, she is good competition for her 
daughter too. 

Mahnoor made her TV debut in 1993 with 
the drama serial Marvi, directed by Sultana 
Siddiqui She started her modelling career 
in the early 1980s and also appeared in TV 
commercials of well known brands. Her first 
serial as director was Lamhay. In 2013, Mah-

noor Baloch also act in the Hollywood film in 
Torn, playing the role of Maryam, a mother 
whose teenage son is killed in an explosion at 
a suburban mall.

Zeba Bakhtiar is another charming wom-
an. She is a mother, a mother-in-law and even 
a grandmother but she is still graceful and el-
egant. The magic in her personality has not 
died from the days she used to be young and 
in demand as a heroine. She made her televi-
sion debut with the PTV play, Anarkali. She 
then gained a lot of fame from her Indian film 

Beautiful Still!

Memory Lane
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Henna. She also gained media attention from 
her marriage with Adnan Sami Khan. 

Zeba’s performance in Anarkali won her 
critical acclaim and helped prepare her for 
her big screen role in Henna. It was her per-
formance in the Pakistani film Sargam (1995) 
though that won her the Nigar Award.

If the word is evergreen, then Bushra An-
sari is the one. She is a television presenter, 
comedian, singer, actor and playwright, all 
rolled into one. She started her career as a 
child performer in the 1960s and soon came 
to be known as the one who had it all be-
cause she has shone from the very early days 
of her career. She is talented and, as years 
pass, seems to season into further maturity 
as an actor.

Bushra has won numerous awards during 
her career, including the Pride of Performance 
in 1989. Her first acting role was in one of 
Iqbal Ansari’s productions and, in subsequent 
years, she appeared on some of PTV’s most-
watched shows, like Angan Terha, Show 
Time, Show Sha, Rang Tarang, Emergency 
Ward and the comedy series Fifty Fifty. 

Samina Peerzada is a film and television 
actress, producer and director who started 
out as a TV actress, then did roles in films 
and even tried her hand as a film director. 

She has a long list of television plays 
to her credit. Her performances 
in Zindagi Gulzar Hai, Meri Zaat, 
Zarra-e-Benishan, Rehaai, Durr-e-
Shahwar, Dastaan and Karobi have 
won her wide acclaim from audi-
ences both at home and abroad. 
She started her film career in 1982 
and has acted in several films includ-
ing Nazdikiyan, Mukhra, Bazar-e-Husn, 
Shaadi Mere Shohar Ki and Bulandi.

What keeps these women going? Per-
haps it is a combination of beauty and el-
egance rolled into professionalism and dis-
cipline. A lesson that most of today’s female 
actors need to learn from.  
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Opinion

By Faizan Usmani

Kids are impossible. Often, you have no 
option but to turn off the TV set at times 

when the baby keeps jumping on your belly 
to recall the promise you had made last night. 
It is also not surprising if you find your little 
daughter screeching in front of a TV screen 
to make you switch to Pogo. However, as 
soon as ads start appearing on the screen, 
the restless little souls become silent staring 
at the screen without a blink. It seems they 
are in a trance. 

Hooked to TV, children view advertise-
ments with interest primarily for entertain-
ment, whether it is a washing powder ad or 
a family planning commercial. Also, as per 

the prevailing trends in advertising, there is 
a great emphasis on featuring children as 
a central selling theme, making them live 
a commercialised childhood replete with 
brand loyalty and conversions.

A lot of advertisers and agencies also have 
the notion that featuring children in ads and 
making them look like adults extends brand 
recall. There are ads, therefore, where a child 
takes on the role of an adult. 

Today’s children can be easily termed as 
commercially cloned souls, or a set of young 
people with an induced mindset, which can 
function to meet the commercial objectives 
accordingly.

Recently, when I offered chocolates to 
my 4-year old niece, she instantly returned 
them and declared that she only preferred 

Cadbury’s. That’s what an unpaid little brand 
ambassador is and advertisers take advan-
tage of their services free of cost.

Human civilisation has recently entered a 
new era. Now, the ‘stains’ on one’s clothes 
are something ‘good’. Having discarded 
the age-old lesson of being neat and clean, 
the novel concept of ‘Stains are good’ is 
now challenging well-established parental 
teachings. No matter how many times par-
ents may warn their children to be neat and 
clean, now the kids have a reason to think 
otherwise. 

Thanks to modern 
advertising prac-
tices, the home 
theatre is now 

also emerging as 
a kind of alternate 
parenthood. 

Sprite’s ‘University of Freshology’, for ex-
ample, confers you with mastery in making 
excuses about how to fool your father when 
you want. As shown in an Ufone ad, a father 
himself introduces a ‘Uth package’ to his son 
on late arrival and shows him an ideal way to 
wander around in the streets with like-minded 
friends while presenting the ruse that he is at 
home. 

‘Nano pehlay Rio’ was another tagline, 
which had demoted a grandmother in relation 
to a biscuits brand. Furthermore, when a child 
makes a glass of Tang by himself, it becomes 
an ‘achievement’ for his mother. Children are 
attached to a virtual ‘Commander Safeguard’ 

more than with anybody else in the real world. 
In contemporary advertising, the ‘family’ is an 
ultimate victim featured in a majority of com-
mercials in which every family member is hap-
pily associated with a single product or service 
for the rest of life. 

Featuring children in advertisements calls for 
a display of responsible behaviour from adver-
tisers. In a frequently broadcast advertisement 
for a washing powder brand, for instance, a 
group of schoolchildren impishly strip off the 
short trousers of another class fellow. When 

asked for an 
explanation by 
the teacher, the 
young victim pre-
tends that he is 
actually practic-
ing for a sack 
race. 

In a shaving 

cream ad, a little 
girl touches the 
skin of her father 
and says ‘bhay-
treen’ (excellent). 
Another ad of a 
face lotion fea-

tures a very little girl who admires the smooth-
ness of her mother’s skin. 

Similarly, many ads of different beauty and 
face-whitening creams and lotions refer to chil-
dren’s skin as something ‘very smooth,’ ‘ten-
der’ and ‘gentle.’ Many ads of baby diapers 
and anti-rash creams show the buttocks of 
babies, but now a few marketers have started 
using fake images and plastic statues for the 
purpose. 

Unfortunately, the modern advertiser treats 
children as nothing more than ‘consumers in 
the making,’ or ‘trainee consumers,’ who are 
strategically trained to become full-grown buy-
ers later. The bottom line is that children should 
not be featured in print and TV advertisements 
in a way which affects their childhood.  

Consumers in the making



Event

The I am Karachi Music Festival was held at 
Port Grand in Karachi on August 8 and 9. 

It had a music stage, a food street and attrac-
tions for the kids. The festival featured many 
new and not so new singers and bands like 
Jimmy Khan, Fuzon, Mizmaar, The Sketches, 
Kaya and Rushk who were performing for the 
first time in Pakistan. Ahsan Pappu was also 
there and so was Mai Nimani.

To bring Karachi’s civil society together the 
I am Karachi initiative has aimed to create a 
common platform and generate synergy and 
collaboration and share and strengthen the 
city’s existing resources, melding them with 
expertise and networks to maxi-
mize outreach and impact. The 
purpose is to increase interaction 
and engagement between the 
government and civil society and 
enhance public awareness and 
advocacy.

 However, while I am Karachi 
represents many events, such as 
a youth festival, a film festival, an 
innovation challenge and other in-
teresting activities, the calendar is 
not organized in a coherent man-
ner and there is no single ‘go-to’ 
source that promotes all relevant 
information as well as provides in-
formation about venues and dates. 
This is the reason why the I am Karachi Film 
Festival held last June went by almost un-
noticed and so did the Innovation Challenge, 
also held in June. Enough media hype was 
not created to involve the people of Karachi in 
the activities on a wider scale.

 Karachi was once the symbol of progress 

and development in Pakistan but has now 
become a violent urban center and was, until 
some time back, home to brutal activities rang-
ing from gang war, target killing, mafia battles, 
ethnic and sectarian killings, hold-ups, mobile 
phone snatchings, money extortion and po-
litical confrontations. Every year the death toll 
in the city would rise higher than the previous 
year. It seems every resident of Karachi was af-
fected in those days by the on-going violence 
in one way or the other. From labourers, office 
workers, housewives and students to profes-
sionals, journalists, businessmen, law enforce-
ment agencies – the narratives of violence 

were endless.
 This, combined with the rising migration to 

the city, sprouting of uncontrolled slums, lack 
of identity of the citizens, apathy of the gov-
ernment and other civic agencies and the lack 
of a sense of belonging of the residents per-
meated the city’s life and weakened the social 
fabric and cohesion. Public and social spaces 
were shrinking and avenues for the people to 
come together, engage and interact were de-
creasing. But there were still some pockets of 
positive social and cultural initiatives though it 
was obvious that Karachi’s civil society largely 
functioned in isolation and remained frag-
mented with limited opportunities to express 
itself. This ultimately led to poor ownership 
and absence of civic responsibility.

 In the midst of all this, I am Karachi is an 
initiative that has emerged as a reaction by the 
citizens. It inculcates hope, pride and owner-
ship in the citizens of Karachi to collectively 
strive for a peaceful city. It has been con-
ceived to rediscover social and cultural ac-
tivities, revive public areas and create fresh 
and safe public spaces that would promote 
open interaction and positive exchange of 
ideas.

 I am Karachi is a collective campaign of 
the people and civil society of Karachi to 
reclaim a diverse, peaceful and vibrant Ka-
rachi through pride, unity and resilience. 

– M.F. 

Reviving Urban Cohesion
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“Hadiqa! Hadiqa!” the crowd chants as 
a slender woman dressed in west-

ern attire and a rather unique kind of head 
garb walks on to the stage, all smiles. She 
beams at the crowd in front of her. They 
are obviously ecstatic at the prospect of 
having to see Pakistan’s most popular and 
perhaps only leading female music super-
star perform live. “Are you ready, Karachi?!” 
she loudly asks, getting the crowd all riled 
up and ready for her next performance. 

She then immediately launches herself into 
a music number many of her fans know 
and love. As she croons the lyrics of the 
song, Boohay Baariyan, many members 
of the audience swing and sway to the 
beat and the rhythm of her voice, adding 
a sense of melodiousness and harmony to 
the atmosphere. 

Hadiqa Kiyani has always been the sub-
ject of much wonder and fascination for 
her music as well as for her sense of fash-
ion. With a different look every few years, 
Hadiqa manages to attract a lot of positive 
– as well as negative – attention from vari-
ous people. “I’ve had people come up to 
me and ask me why I had stopped wearing 
the dupatta after I sang the song of the 
same name!” laughs Hadiqa. “To them, 

all I have to say is that although I have 
the utmost respect for those who wear 
it; I have my own style which makes 
me feel comfortable and totally at 
ease with myself.” 

Her no-holds-barred honesty 
typifies her personality, thus help-

ing her earn a reputation of 
being somewhat of a no-

nonsense type; a fact 
made glaringly obvious 
during the showing of 
Pakistan Idol. “People 
see me as overly-
critical and even 
cynical; however, I 
was totally myself,” 
explains Hadiqa. “I 
genuinely wished 
to see the contes-
tants give their very 
best to each one of 
their performances, 
therefore, I made 
the effort to guide 
them every step 

of the way by 

pointing out their mistakes.” 
To be fair, for a person as accomplished 

and talented as Hadiqa, such guidance is 
always welcome. Born in Rawalpindi as 
the youngest of three siblings, with older 
brother Irfan and sister Sasha, Hadiqa was 
immersed in music from a very young age. 
As a child she had grown accustomed 
to performing in front of large groups of 
people at various children’s music festivals 
held in Pakistan and even internationally. 
She received formal training in the field, 
first as a subject at school, courtesy her 
music teacher, Madam Nargis Naheed and 
then later as a major at the Pakistan Na-
tional Council of Arts where she received 
instruction from Ustad Faiz Ahmed Khan 
(late) and Wajid Ali Nishad (late). 

One of the major turning points in her 
career came in the early 90s when she 
was hired as a host of a music program 
for children on PTV called ‘Aangan Aan-
gan Taaray’. In her three-and-a-half years 
on the show, Hadiqa sang over 800 songs. 
Later, Hadiqa became the playback singer 
for the Pakistani film “Sargam” starring 
Zeba Bakhtiar and Adnan Sami Khan, after 
which she won numerous awards, most 
notably the NTM Viewer’s Choice Award for 
Best Female Singer in 1995. Hadiqa then 
went on to make shockwaves on the inter-
national circuit as well, eventually becom-
ing the first Asian singer to perform on the 
British National Lottery Live for the BBC as 
well as the first Asian female singer ever to 
be signed by Pepsi Cola International. 

“For as long as I can remember, I have 
been associated with music,” she says. “I 
have been a student of Sohail Rana and 
have received training in various genres 
of music including folk, Sufi rock, alterna-
tive rock, ballads and a number of multi-
linguistic styles.” Perhaps this is why she is 
hasty enough to shrug off the title of ‘pop 
princess,’ a label she earned as a result 
of her numerous musical numbers in the 
90s. “I don’t consider myself a pop prin-
cess,” Hadiqa explains. “Pop is popular; 

it could be anything, from classical 
to hip hop. Since I’ve dabbled in 

Hadiqa Kiyani continues to enthrall and enchant with her silky voice. 

Profile

She is 
unstoppable
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a variety of music styles, I felt like 
I’ve grown as a musician.” 

With both her parents be-
ing poets, Hadiqa has forever 
remained a fan of romantic po-
etry, a fact visible in the nature 
of songs she often produces. 
“I am a total romantic,” she ad-
mits. “I watch romantic movies, 
read romance novels and devour 
romantic poetry. It is something 
that has indeed played a pivotal 
role in influencing my music.”

It is this brand of music that 
has changed the landscape of 
the Pakistani music industry for 
ever; from her first album Raaz 
(Secret) released in 1996, in 
which she composed and wrote 
the lyrics to her first runaway hit 
single, Jeevan (Life), Hadiqa has 
released up to five albums, each 
one more successful than the 
last. As of 2012, she had sold 
over 30 million copies around 
the world, making her one of 
Pakistan’s most successful 
musicians. 

A woman used to living 
on her own terms, Hadiqa’s 
personal life is filled with as 
many ups and downs as her 
professional career, though 
always ultimately result-
ing in her rising above all 
odds. With her first and 
second marriages ending 
in divorce, Hadiqa took 
the bold step of adopt-
ing a baby from Kashmir 
which was afflicted by a 
devastating earthquake in 
October 2005. She named the 
little boy Naaday Ali and officially 
announced the decision of the adoption 
on Geo TV’s ‘Capital Talk’. 

In February 2006, Hadiqa’s mother be-
came paralysed. She is someone whom 
Hadiqa terms as her constant support 
and one who has even contributed lyr-
ics to many of her hit songs, including 
Boohay Baariyan, Ranjhan, Mahi, Jogi 
and many more. Her condition had gotten 
so bad that Hadiqa decided to put every-
thing on hold just so that she could take 
care of her. 

In spite of her many achievements, 
Hadiqa has joinend those personalities 
who fall prey to the gossip-mongers in 
the print and electronic media. The print 
media, in particular, takes a rather harsh 
look at her reputation and professional 

successes. Hadiqa remains unruffled 
though. She maintains that the best way 
to counter such unconstructive criticism is 
to just ignore it. “You can’t make everyone 
love you,” she explains. “I realized that if I 
continued to react to every single piece of 
news that was written about me, I would 
fall sick. That is why I have chosen to pay 
no attention to them.” She adds, “There 
are, unfortunately, numerous people out 
there who have devoted all of their time 
and energies towards hating and criticiz-

ing others. I just choose to focus on the 
people who love me.”

In that same vein, Hadiqa has decided 
to focus all her energies on developing 
her music and maintaining her salon in La-
hore. “It has been two years and business 
is booming,” she beams. “I am planning to 
open several branches in Karachi and oth-
er cities across Pakistan. Let’s see what 
the future holds.”  

- Mahrukh Farooq
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The much anticipated reunion of Vital 
Signs and Junoon has finally taken a turn 

for the better, in a new song called ‘Chaand 
Sitaara.’ Patriotism seems to be in full swing 
now. It is after decades that former Vital 
Signs-ers Salman Ahmad, Shahi Hasan and 
Junaid Jamshed have reunited.

The Chaand Sitaara video includes Ha-
roon Tariq, who holds the world record for 
scoring 87 As in O and A levels and Saad Ali, 
Pakistan’s first and only Formula 3 car driver. 
Also featured in the video is the captain of 
Pakistan’s blind cricket team Zeeshan Ab-
basi, international chess champion Mahak 
Gul and Fizza Farhan, who was part of the 
Forbes list of under-30 social entrepreneurs 
for 2015.

Chaand Sitara celebrates the beauty of 
Pakistan through the eyes of its unsung 
chaand sitare. It used to be Dil Dil Pakistan 
some thirty years back. Today, Pakistan again 
needs the passion and Chaand Sitaara does 
the task by stirring the soul of the nation. 

The song again has been written by Shoaib 
Mansoor. It has a lilting beat and tends to 
encompass the new Pakistan and the new 
achievers that have emerged over recent 
times. The vehicle of floating balloons is a 
little far-fetched though. While the balloons 
may be visually stimulating but they are not a 
part of the Pakistani landscape.  

Passion Again!

New Video
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Kapray launched its first flagship store 
recently at the Dolmen Mall in Karachi. 

Kapray is Pakistan’s first fast moving fashion 
brand that offers fashionable clothing at af-
fordable prices with good quality.

Kapray claims to cater to the fashion needs 
of people across all ages, offering quality and 
trendy pieces through its unique omni-chan-
nel approach, exceptional in-store experience 
and new collections every week. The store 
offers a complete fashion wardrobe for men, 
women and children along with an exhaustive 
collection of home and lifestyle accessories.

Says Kapray CEO Faisal Saya, “My vision 
was to create a brand that could not only 
compete with, but outdo the international 
brands that everyone looks forward to in Paki-
stan. I wanted to raise the fashion quotient 
along with the standards of quality that is be-
ing offered to the Pakistani consumer today. 
We plan to launch in a few other cities later 

this year. This is fashion that is both admirable 
and approachable.”  

Fashion Quotient

Launch
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Toolkit

To reach its promotional goals, an or-
ganization develops an effective pro-

motional mix which is a combination of 
strategies and a cost-effective allocation 
of resources. The strategies in the mix are 
designed to complement one another. 

In large companies, the marketing de-
partment has many roles. It determines 
the promotional mix, establishes budget, 
allocates resources, coordinates the cam-
paign, supervises any outside resources, 
and measures results. 

Manufacturers often develop a promo-
tional mix for each segment of the distribu-
tion channel. To promote a product to large 
retailers that sell its products, a manufac-
turer might want to use a mix of personal 
selling, advertising and buying discounts. 
This is known as the push policy. The man-
ufacturer pushes the product to the retailer. 
The same manufacturer might use a differ-
ent promotional mix of local and national 
advertising, in-store displays, sales promo-
tion and public relations to reach consum-
ers. The pull policy directs promotions to-
wards the consumers. It is used to create 
customer interest and demand. 

Basically personal selling is one-to-one 
communication between seller and pro-
spective purchaser. It generates direct 
contact with prospects and customers. It 
is one of the most expensive forms of pro-
motion.

Examples: personal meetings, telemar-
keting, e-mails and correspondence

Advertising
Advertising is a form of non-personal 

promotion. It is when companies pay to 
promote ideas, goods, or services in a 
variety of media outlets. It can be found 
everywhere. With advertising, a company 
engages in a one-way communication with 
the prospect or customer and uses such 
media as magazines, newspapers, televi-
sion, websites, billboards, banners, buses, 
etc.

Direct Marketing
Direct marketing is a type of advertising 

directed to a targeted group of prospects 
and customers rather than to a mass au-
dience. Direct marketing is conducted 

through printed mail or by e-mail. The goals 
of direct marketing are to generate sales 
or leads for sales representatives to pur-
sue. Direct marketing allows a business to 
engage in one-way communication with is 
customers about product announcements, 
special promotions, bulletins, customer in-
quiries, and order confirmations.

Sales Promotion
Sales promotion basically represents all 

marketing activi ties other than personal 
selling, advertising, and public relations. 
Sales promotions are used to stimulate 
purchasing and sales and the objectives 
are to increase sales, inform potential cus-
tomers about new products and create a 
positive business or corporate image. The 
tools used for sales promotion are cou-
pons, product samples, point-of-purchase 
and displays.

Public Relations
Public relations activities enable an or-

ganization to influence a target audience. 
Public relations campaigns create a favour-
able image for a company, its products or 

its policies. Companies issue news re-
leases to announce newsworthy develop-
ments about a their products or services, 
distribution channels, facilities, operations, 
partners, revenues and earnings, employ-
ees and events. Publicity is one tactic that 
public relations professionals use. This 
means bringing newsworthy information to 
the public through a campaign.  

The Promotional Mix
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By Samina Wahid

Touted as Pakistan’s most ambitious film yet, Bin Roye 
is certainly a few bricks short of a full load. For starters, 

the movie is an overlit soap featuring thirty-something actors 
who behave like starry-eyed teenagers. Directors Momina 
Duraid and Shahzad Kashmiri create a world that is nowhere 
near Planet Reality – a world in which people spend their 
time sulking, swooning or something like that. We learn that 
the heroine Saba (Mahira Khan) is a romantic at heart given 
her penchant for pointing and looking wistfully at the moon 
all the time. She pines for Irtiza (Humayun Saeed), a bearded 
Neanderthal who has eyes only for Saba’s estranged sister 
Saman (Armeena Rana Khan). She has returned to this circle 
after her foster parents’ demise. And there you have it – the 
makings of a seemingly foolproof love triangle. 

Granted, there are flickers of craft and talent but they could 
have been used better in the movie.  The songs give the thin 
plot and listless characters welcome jolts of energy: despite 
its baseless dig at Punjabi girls for wearing cheap shoes, 
Asian chart-topper “Balle Balle” is as winning in Dolby as it 
has sounded on the radio. Feeha Jamshed’s costume design, 
with its unfailingly pretty candy colours, similarly enhances 
whatever drama the film can muster. Saba’s pre-intermission 
breakdown – casting off the hundred bangles her beloved has 
given her – makes for a big scene, even if its human focal 
point by then appears faintly deranged.

Bin Roye appears shallow only because we are never re-
ally allowed to connect with the directors. The audience is 
given no real insight into why they are the way they are – for 
instance, we are never told what kind of work they do to afford 
the mansions they live in because, in this world, listening to 
your heart all day long pays the bills. 

If the Pakistani industry could learn one thing from its In-
dian neighbours, it might be pacing: the garbled incident of 
Bin Roye’s second half – two traffic accidents, a marriage of 
convenience, multiple family revelations and a cursory drift into 
madness – really should have been spaced out to allow us 
to better feel the loss of the disappeared, the pain of 
the lives circumscribed. When Irtiza asks of Saba 
“Who do you think you are, some tragic heroine?” it’s 
meant as self-reflexivity, but instead betrays what’s 
wrong with the film: that it’s a rushed regurgitation of 
a thousand similar stories, copied homework pasted 
to the screen.

Bin Roye is a product of an industry emerging from 
adolescence and is struggling to figure out what to do 
with itself apart from filming people stuck behind win-
dows lashed with raindrops that rhyme with the tears 
adorning these characters’ cheeks. The cinema has 
long provided sanctuary for the broken-hearted – in 
the cheap seats, as on screen – but such monoto-
nously indifferent moping might prompt even the most 
lovelorn to start pondering what’s for tea instead.   

Sad and Soapy

Review
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Ads for everyone!
A brainchild of Red Communication Arts, the Servis ad was a 

bit of a disappointment. Directed by Ahsan Rahim, the tele-
vision commercial was a tribute to the seventies style music that 
became the hallmark of the Pakistani film industry. The ad opens 
with a flamboyantly dressed Fahad Mustafa. He breaks out into a 
choreographed dance sequence which says that Servis has a shoe 
for everyone, regardless of who you are. 

Anyone who has the previous Servis ads in mind, will tell you there 
is nothing new about the commercial. The concept remains the same 
– different people may see it  in different ways but they all agree on one 
thing: that Servis has the footwear they want. Initially, when Servis 
came out with its fixed positioning of undifferentiated marketing 
towards all target groups and its signature tagline “Shoes for every-
one”, the TVCs held some appeal. The novelty, however, has worn 
off so the ad lacks originality. Better luck next time, Servis!  

– S.W.

Featuring in the Salman Khan starrer Bajrangi 
Bhaijan, the qawwali Bhar Do Jholi has been 

revamped with the voice of Adnan Sami Khan 
and it went viral after the release. Not surpris-
ingly, Amjad Sabri and EMI are calling for legal 
action against the producers of the film and the 
qawwali, given that it was revamped without 
the consent and permission of the latter. 

The qawwali may have evoked controversy 
but one struggles to find things to love about 
this version. Visually, the song has been shot 
exceptionally well and Sami tries to lend some 
authenticity to his rendition. Sadly, he fails mis-
erably at it since his vocal texture is a complete 
mismatch for something as raw as a qawwali. 
If anything, it ends up sounding soulful and 
sweet which isn’t necessarily a terrible thing if 
only it wasn’t a qawwali that is essentially the 
cry of a lost and hopeless soul. 

Compare this version to the original com-
posed by Maqbool Sabri and performed by the 
Sabri brothers (1975) and one finds that Sami 
appears to be suffering from a case of trying 

too hard. He lacks the energy 
and the sweet, vocal texture 
of his voice is all wrong for the 
qawwali. Sami may be a sea-
soned performer but singing 
qawwalis is not his 
forte – the sooner he 
realizes this, the bet-
ter. 

Having said that, 
Salman’s presence 
in the song is strik-
ing as he hopes for 
divine intervention to 
help him in his hour of 
need. The song con-
veys a simple message – humanity is above 
everything else, be it caste, creed or religion, 
so its presence in the flim is commendable all 
the same. 

– S.W.

Bland and uninspiring



Research

By Mike Sands, CEO, Signal

After more than a decade of heavy investing 
in new technologies, marketers now find 

themselves at an interesting tipping point. Over 
time, in trying to keep up with the industry’s fre-
netic pace of digital innovation and achieving 
competitive advantage, they’ve piled on a diz-
zying array of tools and platforms. They’re liter-
ally swimming in technologies – a complicated 
ecosystem of toolsets, vendors and channels.

The complexity involved in managing this 
multi-channel, multi-device matrix has been 
ratcheted up to an untenable, nearly dysfunc-
tional level. A new study by Winterberry Group 
and the IAB, Marketing Data Technology: Cut-
ting Through the Complexity, confirms what I 
hear from marketers almost every day. Enter-
prise marketers are grappling with as many as 
30 or more distinct toolsets for analytics, ad-
serving, attribution, retargeting, search, mobile 
and email marketing, CRM, social media, con-
tent management and more. But these data-
thirsty technologies don’t talk to each other. 
They lack interoperability, saddling marketers 
with the difficult and thorny challenge of how 
to connect them – and how to fuel them with 
a high-volume, high-velocity stream of up-to-
the-minute, cross-channel data, which is nec-
essary for optimizing their tech investments.   

No wonder so many companies are not yet 
ready to provide the relevant, seamless ex-
periences that smartphone-toting consumers 
desire.

Brands have been addressing the technol-
ogy stack dilemma via a single-sourcing strat-
egy or by shopping for independent, best-in-
breed toolsets. The Winterberry survey (which 
Signal sponsored) set out to poll marketers 
about their preferences in the long-running 
debate of suite vs. independent and, not sur-
prisingly, found an industry split straight down 
the middle. 

Respondents, however, were decidedly 
undivided on the question of interoperability. 
More than 60 percent of marketers said better 
integration of existing tools would help them 
derive greater value from data.

“There’s a massive gap for integration,” a 
brand marketer told Winterberry researchers. 
“Frankly we’re just trying to wrangle all our digi-
tal data into one place. The amount of data we 
have is massive, it’s ridiculous,” said another. 
“It’s a hot mess,” lamented a media agency 
executive, describing the tangle of tools, silos 
and processes the agency’s clients are deal-
ing with.

Integration matters deeply to marketers 
who want to make better use of their data and 
technology. Cross-channel initiatives such as 
measurement, engagement and targeting are 
top-of-mind for marketers, the survey found, 
yet fewer than half of marketers are currently 
able to leverage their data technology for these 
key efforts. The holy grail of understanding the 
customer journey across devices and chan-
nels remains stubbornly out of reach.

Building Your Cross-Channel House Re-
quires a Strong Foundation

The stark truth is: No matter what road you 
go down in terms of your marketing stack, 
there is no “one-size-fits-all” solution. Even a 
fully-integrated suite may not remain that way 
for long, with such a fast pace of supplier con-
solidation and the constant emergence of new 
tools. 

Which direction you decide to go – that is, 
whether you choose a platform suite or mul-
tiple “point” solutions – is not really the core is-
sue. Your success will rest on the quality of the 
cross-channel foundation you lay to support 
your journey, in the form of good data. That 
means creating a common conduit of custom-
er data, of the highest quality, in one place, so 
that your technology investments – of all types 
– can work together with the speed, flexibility 
and scale you need to make the marketing de-
cisions that affect your bottom line.

Marketers report that their current mandate 
is making their data actionable. That clearly 
highlights a significant, glaring gap: there can 
be no meaningful cross-channel action with-
out connected data. The way to bridge that 
chasm? A data strategy and a long-term road-
map.

Walking the Cross-Channel Walk
Winterberry found that within the typical 

marketing organization, five internal depart-
ments or functions – including digital, analyt-
ics, media buying, loyalty, and direct marketing 
– utilize separate tools, all of which are data-
dependent. However, the barriers to making 
first-party data actionable are not created sole-
ly by the technology challenges inherent to a 
complex and evolving marketing stack. Issues 
that go beyond technology, including organi-
zational silos, skillset issues, outdated policies, 
and governance also have to be dealt with.

There are three significant areas where you 
should put your focus in order to find your 
cross-channel footing:

Create a data strategy. You need a holistic, 
data-oriented strategy, with a top-down ap-
proach, in order to get past the cross-channel 

starting line. Catalog the most relevant types of 
data you have, relative to your marketing goals. 
Also, map out how your existing technological 
investments can be leveraged across desktop, 
mobile, CRM, email and other offline channels. 
Finally, let the bigger picture of how customers 
interact with your brand across touchpoints 
help establish your strategy. 

Prioritize integration. When you make your 
technology investments, always keep integra-
tion top-of-mind – rather than just features 
and functionality. All of your teams should 
be trained to make integration a priority. And 
when buying new solutions, you should select 
vendors that understand your company’s data 
strategy and provide a clear path to making 
their technologies connect to the rest of your 
ecosystem, including legacy systems. 

Banish silos. Align your strategy and mar-
keting operations around the customer jour-
ney, with departments working in lockstep to 
deliver a consistent experience. With your eye 
on the cross-channel prize, all of your team 
members should have the right skill sets to 
launch and manage cross-channel initiatives. 
The necessary expertise can be gathered in-
house or through agency, vendor, or other 
third-party partnerships.

Create Your Own Cross-Channel Roadmap
Marketers know the future is cross-channel 

and their journey is just beginning.  Their vi-
sions of engaging customers on a one-to-one 
basis are tempered by the reality of the legiti-
mate obstacles in their way: fragmented data, 
lack of integration, the difficulties of identifying 
consumers across channels, and people and 
process silos. There’s a clear gap between 
where marketers are today and where they 
know they need to be in order to deliver the 
right message to the right person, at the right 
time and in the right context. Marketers didn’t 
create the issues contributing to this cross-
channel maturity gap. But they must lay the 
foundation for solving them without skipping 
any steps along the data-driven path. 

The opportunities that today’s technologies 
have created are unmatched in the history of 
marketing. Each brand has to follow its own 
path in order to best take advantage of those 
opportunities. A single view of the customer 
across channels and touchpoints – which is 
only possible by centralizing and integrating 
data – is now table stakes for cross-channel 
marketing. What remains to be seen is how 
marketers will address the range of challenges 
they face in order to find their footing on the 
cross-channel journey.  

How Data and Technology
Work Together

How Data and Technology
Work Together
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Public Service

Usually, it takes a routine effort to deliver 
when things are in order. However, insti-

tutions need to perform extraordinarily to offer 
services and provide relief in emergency-hit 
areas. Recently, Pakistan Telecommunication 
Corporation (PTCL) set an example by restor-
ing communication services in Chitral and 
its environs in record time, though the area 
was severely affected by floods and torrential 
rains.  

The flash floods lasted for several weeks 
and wreaked havoc in Chitral and its sur-
rounding, destroying the entire infrastructure, 
such as bridges, roads, houses, transport, 
power supply and communication systems. 
The disaster also affected over 300,000 peo-
ple living in the lower and the upper districts 
of Chitral, such as Garam Chashma, Kalash 
Valley, Mastuj, Orgoch and Boni. 

Owing to the heavy losses, it appeared to 
be an uphill task for local communities, gov-
ernment agencies and rescue services to 
provide the much-needed relief mainly due to 
depleted infrastructure, continued power out-
ages as well as non-availability of communi-
cation services. With over 50% damaged and 
submerged telephone exchanges, PTCL led 
from the front and successfully restored most 
of the services despite a host of constraints 
and challenges. 

Compared to other public service organiza-
tions operating in the flood affected areas of 
Chitral, PTCL came out as the leading service 
provider that played a pivotal role in facilitating 
relief operations and connecting people with 
relief agencies by restoring the vital commu-
nication services through commitment and 
hard work. 

Despite continuous heavy rains and with 
no electricity available at affected sites, PTCL 
workers used backup power resources to 
hook up its service sites. In addition to that, 
horses and mules were used to transport 
fuel, machinery and other replacement equip-
ment in various areas for the recovery and 
restoration. Even during the Eid holidays, 
PTCL workers and special task forces spared 
no effort in restoring landline, wireless and 
broadband services, thus reconnecting the 
entire area to the rest of the country in a very 
short period. 

Besides restoring communication services, 
PTCL went even further and provided relief to 
the affected people in coordination with civic 
agencies and local government. To further its 
commitments to corporate social responsibil-
ity and to fully utilize its resources for a hu-
manitarian cause, PTCL also set up medical 

camps in various affected areas providing 
people in need with urgent healthcare and 
medical aid in time. 

PTCL was also as the leading organiza-
tion whose medical teams even visited the 
far flung Reshwan Village mainly to provide its 
flood-affectees with urgent medical care and 
relief, which was otherwise perceived as an 
inaccessible part of the Chitral district. The 
bridge which connects the Village to the main 
district was badly damaged and it was almost 
impossible to reach there, but PTCL medical 
teams provided urgent treatment and emer-
gency cover to more than 250 residents of 
the village deprived of relief service earlier. 

All through the flood crisis, a PTCL am-
bulance and mobile dispensary remained 
stationed at the telephone exchange near 
the affected village to provide medical aid to 
villagers until the army jawans reached the 
scene. PTCL thus set an example for other 
companies, proving the fact that both the 
public and public sector can do wonders in 
pursuing relief efforts, particularly in those ar-
eas that are affected by natural disasters and 

calamities. 
This is not the first occasion when PTCL 

has come forward to the rescue people hit 
by catastrophes and natural disasters. Ear-
lier, it provides relief to flood affected people 
in Sindh and Punjab and also supported in-
ternally displaced people (IDPs) of Waziristan 
and Swat. 

Having implemented sustainable disaster 
management strategies, along with contin-
ued rescue and relief operations, PTCL has 
emerged as a leading organization in the 
country that stands with the nation in difficult 
times and makes all efforts to keep the lan-
dline, broadband and wireless communica-
tions links operational.  

– Faizan Usman

When PTCL leads
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Corporate Moves

Lawrence Hou has been appointed general manager of 
the Best Western Hotel at JFK, Jamaica, New York.

James A. Nash has been appointed Senior Vice 
President, Technology Development and Operations, at 
Acadia Pharmaceuticals Inc., San Diego, USA.

Nabil Sultan has been appointed Divisional Senior Vice 
President at Emirates SkyCargo, Dubai. 

Shenbaga Ramanian has been named Managing 
Director for India at NextLink.

James Chen, Jeroen van Son and 
Julie Yang have been appointed 
to head MasterCard’s China & 
Mongolia, Hong Kong & Macau 
and Taiwan markets, respectively.

Christine Lam has been appointed Head of 
Operations and Technology for Asia Pacific 
and Angel Ng Country Business Manager 
for Hong Kong, at Citi.

Calvin Chiu, Edgar Chan and  
Ji-Ye Hwang have been appointed 
in senior positions at Manulife, Hong 
Kong.

Lau Chun-kong has been appointed Director at Hong 
Kong Cyberport Management Company Limited.

Ruben A. Rodriguez has been named Chief Executive 
Officer for Great Wolf Resorts, USA.

Adel Al Redha has been appointed Executive Vice President 
and Chief Operations Officer, responsible for Engineering, 
Flight Operations, Service Delivery and Airport Services, at 
Emirates Airline, Dubai.

Samir Bimal has been appointed Managing Director 
and Head of Indian Markets at BNP Paribas Wealth 
Management, Paris.

BR Reddy has been appointed CMD (Chairman & 
Managing Director) of South Eastern Coalfields Limited 
(SECL), India.

Bertrand Saillet has been appointed General Manager 
at FCm Travel Solutions, Singapore.

New Appointments

Client   Advertising Agency                                       

Travel Base International Hawk Advertising
Syngenta Pakistan Ltd. JWT Asiatic 
 [for Virtako and NT 6621 (Corn Seeds)]
Jovago Pakistan Manhattan International

Restore International Surgery Centre Revolution Media

DCC Developers Revolution Media 

Change Of Agency

Client New Advtg Agency Outgoing Agency
Ghori Housing Enterprises  The Brand Partnership Hayder Ali Comm.
Maymar Housing Services Crosscheck Communication Orient Advertising
Total Parco Pakistan Manhattan International Red Communications

Ittefaq Sons No new agency appointed Evernew Concepts

Salman Corporation No new agency appointed Modem4

Spectra Innovation No new agency appointed Modem4 

Maple Leaf Consultants No new agency appointed Modem4

Vision (Submarine) No new agency appointed Modem4

Sayyed Engineers No new agency appointed Modem4

Bush-Pakistan No new agency appointed Modem4

A+B Electric Company No new agency appointed Modem4

Institute of Engineers No new agency appointed Modem4

COMSATS Institute of  No new agency appointed Modem4

Information Technology.

Appointment of MBH
Client Creative Agency(s) MBH(s)

Oasis Insights Contract Advertising T Media

Additional Appointments

Client Agency

House Building Finance Corp. Interflow Communications:  for  
  Corporate Ads, Spectrum   
  Communications: for Consumer &  
  Product Ads, Maxim Advertising Co.:  
  for Recovery & Classified Ads,Tender  
  Notices, Appointment and Quotation.
  ( M/s. Oktopus360 cleared )
Pakistan Electronic Media Regulatory  Channel 7 Communications: for  
Authority, (PEMRA)  Tenders & Public Notices, Midas  
  Communications: for Display Ads. 
  TNI Communications: for Recruitment  
  and Classified Ads other than Tenders  
  and Public Notices.
  ( M/s. Kenad cleared )

Source: All Pakistan Newspapers Society (APNS)






