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Much as TV in Pakistan has enjoyed a free-run over the past decade and a half, it
has also allowed itself to become a compliant tool in the hands of successive governments. A good example is that of the information minister, Pervez Rasheed, who
chooses to dominate the TV screens whenever he has something to say, though his
thesis may entirely be politically-oriented. In doing this, he takes undue advantage of
his position as information minister because no news channel dare deny live coverage
of his press conferences. They broadcast just whatever he has to say though however trite it may be. As can be expected, it is the information minister’s side of the story
that is given out on these occasions and he takes full opportunity to air his views.
It is not quite clear why we need an information minister or an information ministry
in the first place? It is true the other ministries in the government are also a burden on
the national exchequer and their existence does not really make a difference to the
subject or subjects they are supposed to look after. For example, how much have the
people’s woes been addressed on the electricity front in the presence of a ministry in
charge of the subject? In the same manner, the information ministry is nothing more
than a burden on the country’s already stretched finances. Come to think of it, what is
it really that the information ministry is supposed to do? Broadcast licences are given
out by the PEMRA while newspaper and magazine permissions (declarations) are issued by the press information department.
There was a time when information was a tool that military and civilian rulers in Pakistan wielded to rule over the hearts and minds of the masses, to control journalists
and to manipulate media houses. The idea then was to only release such information
that the government in power deemed fit to be publicized. Censorship of information
was exercised blatantly and the ministry of information and its personnel, all the way
from the minister down, used to play a big in this. But not anymore. Now, news print
quotas and government advertising does not wield much clout in the media scenario,
particularly with TV and, barring an overall level of awe, no media house whether print
or electronic, takes its orders from official circles – or is at least supposed to.
Whatever Nawaz Sharif and his government may say today, the fact is that Pervez
Musharraf liberated the media in the early 2000s and set the media free by not interfering in the policies of media houses. Prior to that, whether under military or civilian
rule, Pakistani media were controlled by whichever government was in power and the
information ministry played a key role in ensuring the government’s suppression of
media outlets. Since there were only two electronic media houses, Pakistan Television
and Pakistan Broadcasting, which are state-owned and state-controlled to this day,
the government had to only contend with the print media. Pervez Musharraf came
and changed all this by pursuing a liberal licencing policy for television and radio
channels and he made getting print media permissions also a quick and convenient
process.
It is quite interesting then to still find a minister who behaves like an information
minister of the times of yore and uses or misuses his clout to shove down the people’s
throats, through the media, his own version of what he perceives as truth. It is also
quite clear that when the government claims it has liberated the media and does not
place any restrictions on it, then why does the information minister rule the air waves
simply by dint of his ministerial position? When the government says it does not want
to control the media, then why does the minister appear on TV day in and day out,
to the exclusion of all other programming? Does such coverage mean that our media
is still ‘controlled’ by the government or does it mean that every word uttered by the
information minister is not only gospel truth but also worth giving prime importance?
How do TV channels sacrifice their precious time when the information minister is
speaking? They otherwise usurp public time in other programmes by running advertising ad infinitum?

The views expressed by the contributors
are not necessarily shared by the editor.
Available on EBSCO and affiliated
international databases through
Asianet-Pakistan.
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Letters

The Art of
Endorsing
Finally! An article that speaks of this
phenomenon! I was very pleased to read
about this new trend which involves celebrities appearing in virtually every kind of
ad, from soap bars to cooking oils. These
people leave no stone unturned! In fact, it
is so common that one finds it difficult to navigate through the endless stream of channels without coming across at least two advertisements sporting the face of some actor or sports celebrity.
I can understand the significance of celebrity endorsements.
However, advertisers and marketers should draw the line between
associating a product with a celebrity on the basis of similar characteristics and randomly inserting a celebrity in an advertisement
just to gain attention.

regarding PR is that it is the same as marketing. Indeed, marketing also strives to promote
a brand by emphasizing on its good traits; PR,
as the article, ‘Why PR?’ effectively describes,
involves the enhancement of a company’s image through events, press releases and the
like, in the minds of the stakeholder.
The article should serve as a good reference
guide for my students in class. Thanks a lot,
Slogan!
Asif Khan
Hyderabad

Good work, PTCL
It was nice to see that as a national
organization, PTCL did its duty when
it ran a TVC on the Quaid e Azam’s
birthday last December based on
what is being done to spread education to all parts of the country through
PTCL Broadband and through the

Hira Karim
Karachi

The Next Stage in Marketing
I totally agree with the author of ‘Digital Marketing – the name of
the game’. I think the practice of building relationships by engaging customers in interesting conversation and
humour is something that is severely lacking
in businesses today. However, it is rather encouraging to see certain businesses adopt
this method of promoting themselves and
their brands as it displays a certain level of
business maturity; i.e. the knowledge that
in order to get ahead in business, it is important to have all your customers on board
with you.
With a substantial number of people now using social media,
it only makes sense for businesses to follow suit and utilize this
medium to their advantage.
Hammad Khan
Lahore

Helping People Help Themselves
It is encouraging to know that mental illness, which is still considered as somewhat of a taboo, is now being given the attention
it deserves. Too many people suffer in silence simply because they
are either unable to understand what is wrong with them or are
too scared to make their disability public for fear of ridicule and
rejection. Dr. Veronica Carey’s rehabilitation centre comes as a godsend for such individuals as it
offers the best psychological treatment amidst an
extremely positive environment.
I know many families who have at least one
relative suffering from some kind of psychological or mental disease. This article serves as a
good reference point for people to learn more
about what can be done and how to get in
touch with those concerned.
Hussain Syed
Islamabad

The Need for a Good Image
I am a professor of Public Relations & Event Management at a
leading business college and am thus in touch with many students
on a regular basis. One of the common misconceptions they have

ILM project.
The song on which the TVC was based was very inspiring and
the campaign stood above all other companies in projecting the
Quaid’s concern for equipping the youth of Pakistan with the
weapon of education. Good work, PTCL!
Samiuddin Bhatti
Sialkot

Content is Indeed King
With so much of business now going digital, good, engaging and interesting content has become all the more
important. The only way a user can interact with you is
through your website; it becomes all the more significant
for you to have good, readable content on your company’s website.
It was interesting to see the various ways in which
people can be influenced by content; depending on what
type of content is being read. This article serves as a great
guide for companies still trying to figure out how to utilize
social media as a platform for their business.
Fayaz Zaheer
Lahore

Fair and Lovely’s New Stance
It was very refreshing to see a brand such as Fair & Lovely
challenge the status quo and reiterate that fairness isn’t a means
to an end but rather an end in itself. In a country where people
are obsessed with fair complexion, there was a dire need for a
change in perspective; that fairness does not necessarily guarantee a good rishta and that it, in turn, can give you the confidence
and the strength to fight for your dreams and lead a satisfying,
fulfilling life.
A lot of fairness creams are veering dangerously close to concepts that give an impression that until you have a fair skin, you
are not even considered worth a second look. This perception
creates feelings of insecurity and low self-esteem. Fair & Lovely
has successfully managed to
deviate from that path and instead encouraged young girls
to look inwards for confidence.
Huma Saleem
Rawalpindi
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Animation

The New Frontier
The increased use of animation as a film-making technique has
added a new dimension to the industry.
By Mahrukh Farooq

T

he scene starts with a snapshot of the
protagonist, the star of the award-winning
animated TV series Burka Avenger. The silhouette of her black costume or burka flapping against the wind as she stands atop a
ledge overlooking the sharp, edgy outline of
the city; a fictional metropolis called Halwa
Pur. With an efficient use of colour that provides non-jarring, crisp images along with
swift, yet completely in-sync movements of
each character, Burka Avengers – the story of
a school teacher who turns to fighting crime
and terrorism with unique skills rooted in the
art of takht kabaddi - offers its viewers a fresh
new visual experience, ultimately breaking
ground with high quality cinematography.
This is one feature that, until recently, most
Pakistani productions lacked in a big way.
Innovative techniques are what enabled
Burka Avengers to win numerous awards,
including the International Emmy Kids Award,
the Peabody Award, the award for ‘Best TV
Show’ at the Asian Media Awards and the
Rising Star Award at Canada’s International
Film Festival.
Burka Avengers isn’t the only animation
project that is also causing shockwaves.
Teen Bahadur, Pakistan’s first animated film

8
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which is scheduled for release in the summer
of 2015, revolves around three exceptionally
talented school children who use their superpowers to fight crime and the forces of evil.
The film has been made by Sharmeen ObaidChinoy, who has yet to come out with supposedly extraordinary film-making talents,
following her winning an Oscar for the documentary, ‘Saving Face’. With fast-moving
imagery, Teen Bahadur may just prove to be
Pakistan’s turning point in animation films.
With these and so many other animation
projects in the pipeline, all of which have the
potential to turn the industry around, it is
evident that Pakistan’s animation sector, after
receiving less than its fair share of attention
sans resources, is finally getting ready to take
off. The animation industry in Pakistan has
been around for almost two decades, yet, it
is only now being recognized for its talents.
“It would be wrong to think that the animation industry in Pakistan doesn’t exist as there
have been several companies, such as Lucid
Studios and Sharp Image, which have been
creating animated content for both local and
foreign ad agencies for a while now,” says
Irfan Keiri, animation instructor at the Media
Sciences department of SZABIST.
In spite of its sudden rise, there are still
many areas in which the local animation in-

dustry is facing numerous challenges, most
notably the lack of investment which could
raise the level of production However, research conducted by Bilal Khalid, Assistant
Professor at the Postgraduate Centre for
Multimedia Arts at the National College of
Arts (NCA), Lahore, shows that in comparison to the total labour cost of 3D animation
in both the U.S and India, (which is $360,000
and $90,000 respectively, for a 22-minute
clip for a project spread over 7 weeks), Pakistan is much cheaper, ranking at a reasonable $75,000 for the same job.
What then could be the reason for the sector’s drawbacks? According to Ammar Baig,

France, Britain, Korea and Germany, are now
turning towards co-production; a practice involving countries like India and Pakistan. This
is gaining rapid popularity
as it provides flexibility as
well as the opportunity to
work with small studios
and benefit from new and
fresh talent.
Yet, we are still stuck
with animation that is average at best because of
a dearth of talent and the
lack of educational institutions that would offer
training in various aspects
of animation. Perhaps

Director of Operations at Jutt
Studios, the lack of quality in
locally produced animation can
be attributed to a severe lack
of talented art directors. “Art
direction plays a major role in
deciding the nature of content in
animation,” he explains. “Unfortunately, we have a shortage of
such people in Pakistan, which
is why there seems to be a lack
of quality.”
But is it a lack of quality people or simply a lack of motivation? After all, this is the same industry that
has produced great talent such as Oscar
winner Mir Zafar Ali, the brain behind the
crisp CGI effects of movies such as Life of Pi,
Golden Compass and more recently Frozen,
as well as animator extraordinaire Asim Fida
Hussain who was responsible for the animation sequences in the Harry Potter and G.I.
Joe series.
Hollywood has greatly benefited from the
talents and hard work of some of Pakistan’s
greatest animators, that too, at a cost
much lower than that of animators
from the US and other countries. In
fact, from a global standpoint, Pakistan’s animation sector is currently being seen at the threshold
of massive growth. According to
the Global Animation Industry Report
2014, many of the world’s major animation
markets, including the U.S, Canada, Japan,

what is needed is proper guidance enabling
aspiring animators to gain education and
training in the field.
Novaira Masood, a talented visual effects
artist is responsible for the visual effects in
some popular Hollywood films like A Christmas Carol, Mars Needs Moms, Thor, Transformers 3, Jack the Giant Slayer and, most

recently, Maleficient. She says that although
institutions in Pakistan are equipped to
produce competitive software developers,
what is needed for them to grow in their
field is effective career counseling along
with adequate exposure to opportunities
which would help establish a strong link between the industry and
academia.
“We have smaller companies working on commercials, games and TV
shows and that’s a great
start,” says Masood.
“Once we start creating
small-scale content, that
will generate interest in the
field. We can start training
artists and software deNovaira Masood
velopers to create more
of this type of work.”
In contrast to both TV
and film, 3D animation in
the advertising industry
seems to be doing much
better. Ever since Pakistani viewers got their first
taste of animated content
in advertising with the Ding
Dong Bubble TVC with its
catchy jingle combined
with colourful animation,
there have been a host of
Mir Zafar Ali
other advertising ventures
churning out amazing content that have received mass appreciation.
These include Pakistan’s first animated superhero Commander Safeguard, which was
developed by the extremely talented team
at Post Amazers, soon followed by Lifebuoy
Germ Busters, Milkateers, Dettol Warriors
and Baankay Miyan, to name a few. Trango
Interactive is the ultra competitive and talented venture behind smooth
animation sequences for
advertisements for some
of the world’s biggest
brands, including Audi,
Nike and Sega and even
several popular documentaries for the Discovery Channel. Its Chief
Operation Officer, Shahryar
Hyderi, is incredibly optimistic
for the future of animation in
Pakistan, provided aspiring animators are given
inspiration and the right
amount of resources to
work with. “Everything is
present in the online world.
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It is not about earning a degree and belonging to the best educational institution. If we
spend hours online and learn through online
tutorials, we can definitely do wonders. This
is the power of being online,” explains Hyderi.
He adds, “The main problem in our country
is a lack of exposure. In Pakistan, we require
many international companies to set up their
studios and train our people, including game
developers and computer graphics (CG) artists. There is a great demand in Pakistan for
experienced ones and at the same time very
few jobs are currently available for them.”
Similarly, the gaming industry is seen as
one of the few sectors that are breaking cultural barriers to emerge as perhaps a globally competitive industry. Companies such as
Mindstorm Studios which has created games
like ‘Whacksy Taxi’, which has shot to number
one position on Apple’s App Store in nearly
25 countries, along with ‘Mafia Farm’ and
‘Cricket Power,’, have penetrated the animation sector and given talented animators the
chance to polish and refine their talents.
“The idea was to put Pakistan in the gaming
world,” says Babar Ahmed, CEO, Mindstorm
Studios. He says the arrival of the smartphone has greatly enhanced the success of

their games and how they are viewed by consumers. “After smart phones were launched,
the definition of what a computer game is has
changed overnight,” he explains.
Tariq Mehmood, CEO, ‘Creativesip,’ insists
that proper training at a high performing institutes is not enough. What is needed is
an adequate supply of resources combined
with a positive work environment. “There are
plenty of 3D artists who have migrated from
Pakistan and are doing extremely well in international companies. Yet here, 3D artists
are pretty much ignored,” says Tariq. “They
don’t get proper education, recognition or rewards for their skills and eventually either opt
for another country or change their profession
altogether.” He adds, “You can’t just rely on
the training given by Pakistani institutes, you
have to extend your knowledge according to
the latest versions of the software and for that
a fast internet connection is a pre-requisite.
Unfortunately the Pakistan government has
failed to fulfill these two essential requirements.”
The government of Pakistan has so far kept
many of its responsibilities on the backburner,
one of which is the development of the animation sector.

Fatah Daudpota, former head of the Visual
Arts Department and secretary of the Academic Committee at the now defunct Centre
of Excellence in Arts and Design, Jamshoro,
says that in order for the industry to progress, it is vital that the government develop
the infrastructure and the framework needed
for efficient operation and management. This
includes the establishment of research funds,
direct and indirect investments, aggressive
promotion of the animation industry and finally
the introduction of an effective broadcasting
policy with the support of local animation producers to do away with piracy and unlawful
free downloads.
Nevertheless, the overall sentiment about
the future of Pakistan’s animation industry is
more or less optimistic. Audiences are now
beginning to fully appreciate the magic that
is associated with animation. Many producers in Pakistan are using animation as a way
of touching on certain pressing issues that
would not be given full justice through any
other medium. If given access to an abundance of resources as well as the right kind
of direction, the local animation industry does
hold the potential to move mountains.

All about Animation
By Samina Wahid

W

hen’s Pakistan’s first ever multi-million
dollar movie Waar was released in
2013, it quickly became the country’s highest grossing film of all times. Besides the
crisp cinematography, sound and editing,
Waar stood out because it relied heavily on
computer generated visual effects (VFX). As
a result, the movie comprised mesmerizing
shots that could otherwise have been too
risky or expensive to achieve.
Pakistan started dabbling with animation when Ding Dong Bubble’s animated
TVC came to the fore – a commercial that
received mass appreciation. Soon enough,
every other brand started using 2D animation to acquire high perception among its
consumers.
It was the P&G brand, Safeguard, that
broke new ground in animation and gave
Pakistan its very own animated superhero
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– aptly named Commander Safeguard. Soon enough, others followed the trend. Lifebuoy came up
with Germ Busters while Reckitt
Benkiser introduced Dettol Warriors. It wasn’t long before
animated characters became part of the mainstream media discourse – Baankay
Miyaan and the
Burka Avengers are
notable examples in
this regard. Clearly,
animation
artists
in Pakistan have
come a long way.
They are a talented, dedicated
bunch
who
can
easily give their

Cover Story

Pakistani
animators of note
Mir Zafar Ali: A graduate of FAST, Karachi,
Mir Zafar Ali has made waves in Hollywood
with his ingenuity. He’s responsible for creating the Venom character in Spiderman III
and has worked on several acclaimed movies such as X-Men First Class, The Day After Tomorrow, Mummy, The Incredible Hulk,
Land of the Lost, Surf’s Up and Ghost Rider.
He was also the first Pakistani ever to win
an Oscar for Best Visual Effects in Golden
Compass.
Asim Fida Khan: Another animator
working in Hollywood, Asim Fida Khan has
worked on blockbuster movies such as Harry Potter and the Deathly Hallows, G.I. Joe
and Snow White and the Huntsman.

competitors in the international market a run
for the money. Still, the industry has yet to be
properly developed. Why?
For starters, animation, particularly 3D animation, was an ignored industry in Pakistan
and that’s mainly because no one ever considered the possibility of making a career out
of it.
“3D learning is not just about books or
theoretical knowledge. You need to practically apply it too by practicing with software.
For that you need a computer and a highspeed internet connection,” says Tariq Meh-

Sheryar Hydari: The man behind Trango
Interactive, Hydari has made animations for
advertising commercials, such as Audi, Lexus, Nike, UPS, Mazda, Hyundai and Sega.
His documentaries have also been featured
on Discovery and he is responsible for the
animation in all Blackberry ads in Pakistan.
Hameed Shaukat: He may be relatively
new in the game but he clinched a stint on
one of the top money makers on TV right
now – the Game of Thrones series. Shaukat is responsible for the creation of the title
animation sequence that plays before every
episode of Game of Thrones. He also won
an Emmy for Outstanding Main Title Design
for the series in 2011, which he shared with
teammates Robert Feng, Kirk Shintani and
Angus Wall.

Animation 101
Animation is produced by creating a sequence of images (called frames) showing
incremental motion and then playing back
those images at a certain speed to give the
illusion of movement.
Traditionally, animation was categorized
into character animation and effects animation – today the same are popularly known
as animation and visual effects, respectively.
The types of animation are also defined,
based on the kind of techniques employed.
Some of these include:
• Classical/traditional animation: This was
used before the advent of computers and
refers to hand-drawing each frame on paper.
• Cut-out animation: the use of flat charac-

mood who owns a 3D production company.
“Of course, not everyone in Pakistan owns a
computer. Internet penetration is low as it is
and sometimes the connection is dodgy at
best. Then there are power outages to contend with also,” he explains.
Under such circumstances, many people
shy away from learning animation because
the hassle as well as the cost associated with
it sometimes is just not worth it. Moreover,
Pakistan lacks proper institutes that teach 3D
animation.
“The thing with animation is that you
constantly have to update yourself… keep
in touch with the latest trends and a lot of
institutes that claim to teach animation are
working with obsolete software and outdated
techniques,” laments Mehmood.
Meanwhile, those who have trained as 3D
artists in Pakistan have moved to other countries to pursue their careers in animation.
Some of these include Mukeem Khan who
has worked on Final Fantasy and Mir Zafar
Ali, who has won three Oscars for his work
in Golden Compass, Life of Pi and Frozen.
Despite this discouraging trend, many private
production houses - Sharp Image, H2O, Creativesip, Ice Animation and Creative Village,
among others – are doing commendable
work that is slowly but surely establishing the
3D industry in Pakistan.
The animation industry in Pakistan may still very much be in its
embryonic stages when compared to international markets,
but the value and worth that this
growing craft has attained cannot be overlooked. Not even at
the tip of the iceberg, this billion
dollar industry holds the promise
of stretching and growing even
further than what we have accomplished so far.

ters and environments cut out from cardboard or paper.
• Stop-motion animation: The incremental photographing of miniature models of
characters and environments in motion
and then playing them back at the required
frame rate.
• 2D digital animation: the use of digital tools
to create the equivalent of hand-drawn or
cut-out animation.
• 3D animation: This is a high quality digital
counterpart of stop-motion. Since its inception in the 80s and 90s, it has become
the most popular technique of animation
given the added capabilities that it offers
via precision software. As a result, animators can now create subtle levels of acting
in characters and photorealistic rendering – something that was just not possible
with traditional methods before.
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IMC sponsors students
for global event
I

ndus Motor Company (IMC) has sponsored a group of Pakistani students who will showcase two cars they have designed for a global
environment event being held in the Philippines from February 25 to
March 3.
Twenty students from the National University of Science and Technology (NUST) who designed two vehicles (urban and prototype) will take
part in the competition where the vehicle covering the maximum distance, using least amount of energy, will be the winner.

Coke World Cup Song with
Atif Aslam and Strings

Warid 4G
LTE services
launched

W

T

he Coca Cola Song for the 2015 ICC Cricket World Cup is the joint effort of Strings
and Atif Aslam, and features Javed Miandad and Adnan Siddiqui.
This is the second time Strings has been associated with a World Cup song -- the first being ‘Hai Koi Hum Jaisa’ for the 2003 event. The song had topped all music charts.
The 2015 World Cup will be the 11th such event and is being held from February 15 to
March 29 in Australia and New Zealand.

arid has launched its LTE 4G services
in Pakistan. Customers were sent notifications via emails, automated calls and text
messages reminding them about the end of
the free trial period, which Warid had been offering for one month and that new packages
had been introduced for 4G services.
According to the CEO of Warid Telecom,
Muneer Farooqui, the company will continue to
invest in technology - reportedly a sum of $500
million - over the next five years, to ensure that
the company stays ahead and provides the ultimate services to its customers.

Imran Abbass hosts Big Star Awards
A

ctor Imran Abbass hosted the fifth edition of Big Entertainment Awards.
He co-hosted the show with Sunil Grover of ‘Comedy Nights with
Kapil’ fame.
This is the first time that these awards were hosted by Pakistani and
Indian actors together. Speaking on the occasion, Tarun Katial, CEO
of Reliance Broadcast Network, said: “The awards and our partnership
with Star Plus have matured wonderfully and we are happy to once
again bring together a congregation of the finest entertainers from
across industries.”
Imran Abbass recently debuted in Bollywood with the sizzling Bipasha
Basu in the movie Creature 3D. He will be next seen with Pernia Qureshi
in Muzaffar Ali’s Raqs.
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Nestle Pakistan
partners with
Microsoft Lumia
M

icrosoft Pakistan and Nestle Pakistan have entered a B2B
partnership.
Microsoft Lumia 630 has been chosen as the phone to support
Nestle’s field force teams. Microsoft Lumia 630 will now be integrated with Nestle’s field force backend systems in order to provide
support to Nestle’s Sales teams.
The integrated solutions partnership will allow Nestle’s Sales
team to order inventory, perform more effective inventory management and take advantage of various security solutions.

PakistanIndia match
mostwatched

T

Zong selects
Symantec appliances

he 2015 World Cup match played on
February 15 in Adelaide between India and Pakistan was the most-awaited
and most-watched cricketing event in the
game’s history. According to reports, it
had more than a billion viewers and the
event itself was been overbooked over
the last six months.
It was unlike any other cricket match
ever seen in Australia, said cricket enthusiasts. The billion-plus figure exceeded
the 988 million viewers who watched the
2011 World Cup semi-final played between both countries.

Z

Fifth PAS Awards

ong has selected Symantec Netbackup Appliances
and Software Solutions to enhance its customers’
data protection.
Zong IT Director Muhammad Wajid said the company
was facing exponential data growth and hence, Data
Protection Optimization would mean faster backups and
replication. It would also reduce backup storage costs.
Netbackup delivers agile and scalable data recovery tools,
which enable Zong to optimize business operations. The
company holds over 100 terabytes of information, across
more than 200 servers over three data centres.

T

he next Pakistan Advertisers’ Society
(PAS) Awards will take place in April
this year, says Aly Mustansir, Chairman of
the PAS Awards Committee. He was giving a briefing in Karachi.
Talking about PAS’s evolution over the
years, Mustansir explained one of the key
aspects of the fifth edition of the awards
this year – the introduction of a ‘lifetime
achievement award’. The last date for entries was February 13, 2015.

Faysal Qureshi –
sharing sounds
and quips

M

Meera to star in ‘Hotal’

Pakistani film actress Meera will make another Bollywood appearance in the thriller ‘Hotal’.
The movie is scheduled for release on March 13, 2015. This is the first ever Hindi feature film
that has been filmed outside India. The cast is mainly made up of Pakistani actors.
Speaking to the The Hindu, Meera said, “The film gives out a social message. It depicts what
a woman faces and touches sensitive issues like abortion, gender discrimination and superstitions.”
Hotal’s story revolves around the character Kashika and her stay in a hotel.

orning show host and actor, Faysal
Qureshi is to join the audio distribution
platform, SoundCloud.
The music sharing website SoundCloud would
be used to upload Official
Soundtracks (OSTs) of
Qureshi’s television shows.
He had been receiving numerous requests from his
fans for the OSTs of his television shows.
Earlier, Qureshi launched a mobile phone
application to keep fans updated about his
activities. The app gives users access to all
information about him, from his biography to
his program schedules and latest projects.
Faysal is also hosting a TV game show,
expected to go on-air in February. Says
Faysal: “I feel acting is fantasy while hosting
is reality.”
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How P&G
leads

SSGC MD gets
Best CEO Award
S

T

hoaib Warsi, MD, SSGC, received the ‘Best CEO Award’ at the 4th CEO-CFO-CIO
Conference and Corporate Leadership Awards and Distribution Ceremony held on December 20, 2014 in Karachi. Shoaib Warsi received a glittering medal as a tribute to his
leadership acumen.

Cold Stone Creamery
comes to Karachi
T

he premium American ice cream chain,
Cold Stone Creamery has opened its second store in Pakistan at The Place in Phase 8,
DHA, Karachi.
The ice cream is made fresh daily and is available in 21 flavors. Customers can create their signature
flavours at affordable prices, starting from PKR 300/Cold Stone Creamery offers the freshest and highest
quality ice cream products so that they get a variety of the
finest ingredients and mix-ins, such as candy, chocolate, cakes, fruits and nuts.

he Hay Group, a global management
consulting firm, has recognized P&G as
the top company in its ninth annual study of
Best Companies for Leadership. The Hay
Group ranked P&G No.1 for the second
consecutive year, for its commitment to the
growth and development of its people at all
levels. The study ranks the top 20 companies from around the world. The Global Innovation 1000 study by Price Waterhouse
Cooper, placed P&G in the top 10. P&G was
included amongst highly innovative companies including Apple, Google, Amazon,
Samsung and General Electric.

Unilever
looks for
leaders
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Pepsi launches
World Cup campaign
P

epsi Pakistan launched its official World
Cup campaign and kit at a star-studded
event at the Royal Palm in Lahore. Prominent
people, Pepsi and PCB officials as well as
the Pakistan Cricket team were present on
the occasion.
Jahanzeb Khan, Vice President and General Manager, PepsiCo Pakistan & Afghanistan,
said Pepsi took great pride and honour in being associated with the Pakistan Cricket team,
which personifies excellence in cricket. “Pep-

siCo Pakistan has been closely
linked with the game of cricket
and the Pakistan Cricket team for
over 20 years, and our partnership
is time-tested. I think it is fair to say
that the brand Pepsi is now synonymous with
cricket,” he added.
Remembering the 1992 World Cup, cricketing legends talked about their most challenging
and inspirational cricketing moments. A short
video showcasing a sneak peek into Pepsi’s

upcoming cricket campaign was also unveiled
at the event.
Meanwhile, Pakistan captain Misbah-ul-Haq
presented the official Pakistan World Cup jersey to Jahanzeb Khan. The evening concluded
with a Pepsi sponsored concert featuring rock
star Ali Azmat.

OMD Pakistan
wins silver silver prize at

cy, won the
Awards
a media agen
cy of the Year
MD Pakistan,
ia-Pacific Agen
As
C Grand
IT
n
e
ig
th
pa
at
am
e
the C
ards took plac
aw
e
Th
.
en
14
20
e ag cy was
bai, where th
Central, Mum
le of “Media
prestigious tit
awarded the
.”
Year – Pakistan
Agency of the
focused on
an
st
ki
Pa
D
M
In 2014, O
s with clirm partnership
creating long-te
service
as
values such
and
ents, rooted in
y
nc
re
pa
st, trans
excellence, tru
commitment.
ents
dustry achievem
Celebrating in
n
ig
pa
am
C
20th year,
ountain Dew launched its brand new neon look in Karachi. The new
and now in its
ar
Ye
e
th
of
line of Dew’s neon bottles unveiled through 3D projections at the event
Agency
Asia-Pacific’s
us
ost prestigio
at Area 51 perfectly encapsulated the brand perception. The event also featured
m
’s
on
gi
is the re
bikes, skateboards and graffiti, all designed to capture the imagination of Mountain Dew’s
award.
youth target market.
A live performance by Adil Omar and Talal as well as Umair Jaswal enthralled audiences as
did the presence of morning show host Anoushey Ashraf, actor Ahsan Khan and musician
Zoe Vicaji.
The new Mountain Dew commercial depicting the brand’s transformed look was also revealed while the neon sample bottles were handed out to the audience.
akistan may have lost to India in a
World Cup pool match but the event at
least threw up a number of cricketer-turned
TV hosts or panelists. They were all over
the place. Muhammad
Yusuf, Sikandar Bakht,
Mohsin Hasan Khan and
Shoaib Ahmed may be
familiar TV faces already
but it was good to see
uawei has launched its new Ascend Y550 smartphone
Azhar Mahmood chipin Pakistan, featuring 4G-LTE-enabled connectivity.
ping in as well. Waseem
The device meets all social networking, communication
Ahmed and Basit Ali apand infotainment needs of consumers. Buyers of Huawei
pear quite frequently but this time Azhar
Ascend Y550 will get a free 6 GB Zong 4G- LTE data
Ali played some shots. On one channel,
package for three months (2 GB per month).
the inventor of ‘Doosra’, Saqlain Mushtaq
Jiao Jian, president of Huawei Devices Business
appeared and so did South African player
Group in the Middle East, welcomed “the overwhelming
Jonty Rhodes. Imran Farhat and Saeed
response from consumers in Pakistan, as we introduce
Ajmal were also seen giving their expert
this feature-rich smart device in the country.”
views.

O

Mountain Dew
launches neon look

M

From cricket to TV

P

New smartphone
from Huawei
H
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Samsung to hit
Smart Homes

Havas Group,
Universal Music
enter alliance

G

F

oogle leads with hightech Google Nest software and devices that enable consumers to operate
virtually every single household item through the touch
of a button. Now, Samsung
is emerging as a fierce competitor with its high performing
Tizen Operation System.
Samsung hopes to make Tizen its star product just as Apple and Google have done with
their operating systems by capitalizing on
TVs as the ideal device. “In smartphones,
there’s no chance that Samsung’s Tizen

rance-based advertising and marketing
firm, Havas Group has entered a partnership with Universal Music Group (UMG)
in what is termed as the ‘Global Music
Data Alliance’ (GMDA). The agreement
would use relevant marketing data to help
determine the link between artists, music
fans and brands. This would, in turn, help
generate exciting and lucrative business
opportunities for artists signed
with UMG.
can edge out the two dominant operating
systems,” said Claire Kim, a Seoul-based
analyst at Daishin Securities Co. “But in
TVs, Samsung may have a chance.”

New data focuses on
female gamers

Consumer
Electronics Show
to create buzz

A

dult women take over teenage boys
as the largest demographic that play
video games, according to the Entertainment Software Association. Results from
the study along with research gathered by
YouTube shows that female viewership in
the gaming industry has doubled annually.
In addition, it was found that women over
the age of 25 were the fastest growing demographic for video game-themed clips on
YouTube.
These statistics are enough to make many
a brand shift its focus and ultimately change
their marketing strategies accordingly. Recently, Coca Cola invited top gamers to lives-

Don Thompson

Steve Easterbrook

M

tream Mario Kart 8 for charity. “With so many
eyeballs and so much time spent, it’s making gaming as an entertainment expression
a very attractive media platform,” said Matt
Wolfe, Coca-Cola’s global head of gaming.
“As a game maker myself, I would certainly
like to explore those waters.”

Atif Rafiq

Pete Bensen

Kevin Ozan

he Consumer Electronics Show
(CES) is fast becoming one of the
biggest and most important events for
advertisers the world over. The show
could even rival the Cannes
Lions International Festival
of Creativity.
Starcom Mediavest and
Omnicom Media Group are
positioning themselves to
mix with clients and get in touch with
the latest technology at the event.
There will be a special locations dedicated to executives from marketing,
advertising and technology.

Deborah Wahl

Mike Andres

McDonald’s CEO leaves

cDonald’s CEO Don Thompson will
leave his post effective March 1 and
will be replaced by Steve Easterbrook,
currently Chief Brand Officer.
Thompson is a longtime Golden Arches
exec who joined the company in 1990
and rose through the ranks. He is currently Senior Exec VP-Chief Brand Officer.
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In that role, he has been leading McDonald’s efforts to elevate its marketing and
advance menu innovation, and create an
infrastructure for its digital initiatives.
Other executive changes include, Pete
Bensen, Senior Exec VP-Chief Financial
Officer who will now be Chief Administrative Officer, Kevin Ozan, currently Senior

VP-Corporate Controller will be Exec.
VP-CFO and Atif Rafiq is the McDonald’s
Chief Digital Officer. Deborah Wahl, U.S.
CMO, replaced Neil Golden early in 2014
while Mike Andres was named U.S. president last year after Jeff Stratton departed
the chain.

International News

Sneak peek at England’s most
creative projects
C

reative businesses in England are working on some very creative projects. Here
is a peek at some:
Nomad Games has taken the cult board
game Talisman and created a digital version,
featuring fans’ favourite characters from the
warrior to the sorceress.
Salford-based visual effects agency Carbon Digital has taken the cult Moshi Monsters characters created by Mind Candy into
3D for the very first time in a TV commercial
for Katsuma Unleashed, a Nintendo game.

HMA Digital Marketing is working on mobile healthcare apps to support the vulnerable and elderly. As well as this, they produce
biomedical illustrations and animations.
MagNets is the debut game from Total Monkey. In the fast-paced arcade-style
game, players must use their electromagnetic nets to circle rogue “Bloxbots” and
recycle them.
Imaginarium, the agency set up from Peter Jackson’s Lord of the Rings, turns human movements into computer generated

DHL launches
helicopter service
N

ow DHL offers a delivery service that
uses helicopters to cut traffic.
The DHL daily scheduled flights from
Heathrow to the East London banking district take 20 minutes, compared with two
hours by delivery van. This means that
packages can be put on earlier trans-Atlantic flights allowing DHL to guarantee overnight delivery from US financial centres.
John Pearson, the company’s European
chief executive, said DHL had received a
number of requests for this service from
customers.

imagery.
Middlesbrough-based Oceloid is building a new computer game, Project Storm,
which allows the player to control time while
escaping a fearsome storm.
Film editor Rachel Tunnard has made a
short film about Anna, who likes to make
thumb theatre in her shed to avoid the
stresses of life. The film has been nominated
for best short by the British Independent
Film Awards. There are many more ideas in
the works.

Pizza Hut ad
shows disgusted
people

“This is not a marketing gimmick,” he
said. “Cutting the travel time from the airport translates into a full day’s saving.”
The Bell 206 Jet Ranger helicopter
used to provide the service can carry up
to 300kg of cargo, the equivalent of 2,000
documents, each weighing 150g.
Pearson said he expected the service to
be carrying letters of credit, export bills and
sales contracts. DHL said it will not charge
existing clients extra for the service.

T

here’s a brave niche approach in advertising. The Pizza Hut chain recently
introduced a new pizza with Vegemite filling
in the crust. Vegemite is a dark brown, salty
yeast extract paste that Australians love.
To promote the pizza, ad agency Host
Sydney went to a backpackers’ hostel,
found a bunch of foreigners and got them
to try it. Having clearly never tried Vegemite
before, their reactions ranged from curious
to, eventually, utterly revoltivng – making for
a hilarious commercial.
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L’Oreal looks
for big name

L

’Oreal Paris’ new contest, The Brush, is
a global hunt for the next great makeup
designer.
The brand is launching “The Brush,” its first
global contest to find a makeup designer who

2014’s Tallest

T

he trend for high-rise buildings is growing across the globe, especially in Asia.
A total of 97 buildings of 200 meters and
above were completed in 2014. Some 11
of these 97 buildings were above 300 meters. One World Trade Center, located in
Lower Manhattan, New York and dubbed
as the “Freedom Tower,” was the tallest
building completed in 2014. The World
Trade Center, Abu Dhabi and The Wharf
Times, Square 1 (Wuxi, China) were the
second and third highest buildings completed in 2014.

The tallest building in the world continues to be the Burj Al Khalifa (Dubai) at 828
meters, followed by the Shanghai Tower
which is 632 meters high and the Makkah
Royal Clock Tower Hotel at 601 meters.
It is believed that the cause of this growth
in the construction of skyscapers is the
economic turnaround after the 2008 recession. The other main reason is the boom
in China. Fifty eight of the 97 skyscrapers
constructed in 2014 were built in China.
2015 is expected to be as impressive as
2014.

No more page 3 girls
in The Sun
T

he Sun replaced its usual topless page 3 model with pictures
of Hollyoaks actors in swimwear.
The Sun’s decision to drop topless models from page 3 could lead
to a boost in the tabloid’s advertising
revenues, according to industry experts who said the nudity had put off
a string of global brands from buying
space in the paper.
Disney and Apple are among a group of
major advertisers who had a policy – either
official or “unwritten” – of not running display ads in the Sun, with page 3 being the
main issue of contention.
Other companies that largely avoid ads
in The Sun for brand perception reasons
include John Lewis and Waitrose – despite
a number of its major rivals doing so.
“With some brands there is not just
a single reason for not advertising in the
Sun, It is about the whole tabloid issue
per se,” said one senior media industry
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will sign a one-year contract (a prize equivalent
to 100,000 Euros or about $116,000) with the
brand. The winner will work with L’Oreal to create looks at shoots and beauty tutorials while
also working with product development and
representing the brand in press interviews.
The contest winner will also travel to the
Cannes International Film Festival in May as
part of the brand’s sponsorship to design red
carpet looks.
“We hope we have the opportunity to bring
the women closer to this brand and their message they’re trying to say as a makeup designer,” said Malena Higuera, SVP of Marketing at
L’Oreal Paris.
The videos will be judged by a panel of
beauty experts, including execs from L’Oreal
Paris and YouTube content creators. Higuera
stressed that her team is looking for someone
who can make high-end looks accessible for
everyday women.

executive. “But for some, the scrapping of page 3 represents the removal of a major barrier to entry.
Conversations that wouldn’t,
or couldn’t, happen before
might become possible.”
k
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Bus Shelters future
of advertising
A

ndrew Morley, chief executive, Clear Channel, UK, says digital and
interactive advertising at bus stops and other busy locations could
be the next big thing in advertising. Morley, terms bus shelters to be
a much greater alternative to traditional advertising as it effectively
serves the purpose of being interactive as well as personal. “Outdoor
advertising is becoming interactive, linked to mobile phones and delivered by digital technology. That’s where the industry is moving,” Morley
explains.
Clear Channel has installed London Wrap, a network of 40 state-ofthe-art digital screens around London. “That already makes London
one of the most advanced outdoor digital advertising environments in
the world,” he says.

Apple claims challenged
A

pple suddenly finds itself facing a lawsuit accusing it of
false advertising for its latest iPhones, iPods and iPads.
Filed in the northern district
of California, the lawsuit says
that the storage capacity feature
of Apple’s mobile devices has
been greatly exaggerated in its
advertisements, thereby creating an atmosphere of uncertainty
amongst customers.
The massive data of Apple’s
latest operating system installed
in virtually all its mobile devices
– the iOS 8 – takes up a substantial amount of space, thus reducing the overall storage capacity
by 21%. It is rapidly becoming common
practice for companies to promote expensive storage capacity on their mobile
devices, without taking into consideration
the amount of storage taken up by the de-

Murray signs
Under Armour

S

vice’s operating system. Apple does not
allow its consumers to install a separate
memory card to increase storage; something the company’s competitors offer.

ports clothing and accessories company,
Under Armour, has signed on former
Wimbledon champion Andy Murray for a fouryear clothing deal. Murray’s previous five-year
contract with German sportswear company,
Adidas, expired last year.
With Under Armour, Murray will wear the
brand’s apparel, footwear and accessories
from 2015 onwards. Murray said he was
‘very honoured and excited’ to be a part of
the Baltimore-based company. Other celebrity endorsers of Under Armour include former
Olympic downhill champion, Lindsey Vonn,
tennis player Sloane Stephens and golfer
Jordan Spieth. With
endorsement deals
and wins on court,
Andy Murray is
currently being ranked as
the seventhhighest
paid tennis player
in the world.

‘Rekindle the Lovin’
M

cDonald’s has launched its all new advertising campaign in the
hope of bringing about the turnaround it needs to get ahead in the
market. The new strategy aims to ‘emphasize the love’ in its famous
‘I’m Lovin’ It’ slogan and liken its brand image with feelings of love and
positivity. The TV ad shows an animated video featuring a number of
characters, such as the Joker and Batman, a mailman and a dog, a blue
donkey and a red elephant, showing affection to each other by sharing
McDonald’s products. The commercial ends with the words, “Choose
Lovin’” surrounded by a ring of hearts.
According to Deborah Wahl, chief marketing officer for McDonald’s
USA, the brand will be ‘assuming less’ and listening more to its customers.
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Slug
Dialogue

‘I believe the creative side of
advertising has suffered.’
Adeeba Khan, Chief Creative Officer,
Manhattan Leo Burnett, talks to Slogan in this exclusive interview.
Adeeba Khan did her graduation in Science and took post-graduate courses in marketing and
advertising at the IBA. Later, she did film-making studies at the New York Film Academy. She started
her career at Abbott Laboratories, then moved to the UAE where she worked in different roles in
advertising account handling and agency management. In this market, she gained international
experience of working on different brands and multinational clients.
After 8 years, she moved back to Pakistan and joined Manhattan Leo Burnett, where she is
currently working as Chief Creative Officer. She loves her job and enjoys working in a dynamic
industry. She says she wouldn’t have enjoyed working so much in any other discipline. She is
married and is blessed with two wonderful children. Her son is a banker and daughter a doctor.
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Slug

staff by compensating the lack of adequate
creative fee with the commission they got
from media. Now that media buying and
planning has become a separate business,
most of the clients do not recognize the
financial challenge creative agencies are
facing. Hence the lack of interest in the
creative side of the advertising business
by the new generation. Youngsters are
more interested in the disciplines that are
more rewarding financially.

What is your career path in advertising?
I started my career in a pharmaceutical
company (Abbott Laboratories) looking after the communication and advertising of
their products with reference to the medical
fraternity. After 5 years I switched to mainstream advertising, working in the Middle
East for 8 years and then with Manhattan
Leo Burnett, Pakistan, where I am now the
Chief Creative Officer.
Which is the most difficult part – getting a client or retaining them?
Both are equally challenging. But on
comparative basis, it’s easier to retain a
client if you understand the client’s needs
with a good understanding of the market,
the product and the consumer. This usually
results in advertising that works and helps
to grow the brand.
What qualities would you want in an
ideal client in terms of advertising?
The ideal client should understand advertising, look for the big idea in the advertising and judge it on the basis of strategy
and creativity. What an ideal client does not
do is come with pre-conceived ideas and
gives reference of TVCs they like on the basis of execution… and considers advertising an expense.
Your views on standards of Pakistani
advertising. Are they improving or declining?
Unfortunately there is very little advertising being created on the basis of breakthrough ideas. Clients are not giving due
importance to the professional, strategic
and creative side of advertising. Everybody
seems to be looking for high-end glossy
executions. The standard of execution i.e.
production, has gone very high over the
last few years but not the creativity.
Are you happy with the creative standards of your agency?
We are always striving to do better. We
have a lot of iconic work to our credit over
the years. Our challenge is to always do
better. Being satisfied, I believe, takes
away the desire to do even better. There is
always room for improvement and create
higher benchmarks.
As Head of Creative, what special
measures do you take to ensure quality
services?
We have a process through which the
work has to pass so that it comes to our

‘The ideal

client should
understand
advertising, look
for the big idea
in the advertising
and judge it
on the basis of
strategy and
creativity.’
required standards. After going through all
the steps, it finally goes through a creative
review by the senior members of the team.
However, in many cases, we are working against time i.e. work is produced at
very short notice and it becomes difficult
to pass it through all the steps we would
ideally want.
What problems do you face in terms
of staffing in the creative department?
Unlike other disciplines where people
are educated in a certain area and hold degrees, in the creative department, staffing
is always an issue. It is difficult to find people who have a perfect blend of creativity
and understand marketing and advertising,
are well read and have good command on
the languages. A lot of times, people get
on-job training.
Is the business of advertising still as
lucrative as it used to be, say, 10 years
ago?
Not really. As the industry has evolved
and fragmented, maintaining a high level in
the creative department has become very
challenging. Clients are not used to paying
an adequate fee for creative work. Earlier,
agencies maintained a high level of creative

Are you a great believer in advertising
awards?
We believe the primary objective of
adverting is to sell… the product or the
service. If the awards are held fairly and
judged along the right criteria, they can be
a good incentive for are concerned to perform better.
How do foreign agency affiliations
help a local agency?
Multinational agency affiliations have
helped in transfer of global learnings and
standards. The techniques you learn working on global brands can be applied to national and local brands, hence raising the
bar for the local agencies.
Do you believe other creative agencies are behind in terms of effective
utilization of resources? What measures
could they take to improve the quality
of services?
I believe the creative side of the advertising scenario has suffered in Pakistan in
the last few years. For major multinationals,
the creative hubs have been shifted outside Pakistan. Other clients are not willing
to pay creative agencies their due. As a result, most agencies where the owners are
not leading the creative side of the business
themselves, are unable to hire talented creative teams. It seems that having a glossy
production is enough for most clients willing to spend mega budgets. These mostly
involve mega dance sequences with mega
stars. No one is really investing in strategydriven, insightful campaigns created from
consumer research and a clear understanding of the market and consumer.
What is your take on the future of advertising in Pakistan?
Like any discipline, unless we are willing
to invest in it, the quality will go down. This
investment has to come from the clients in
terms of a better fee for the creative process. Unless it is lucrative, talent will not
find the industry attractive enough.
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Long Live Print!
By Javeria Shakil

A

journalism teacher mentioned that in his
class of print medium, he realized that
every time he used the term reporters, his
students assumed that he meant the reporters they saw on their TV screens day in and
day out. Some of them just couldn’t digest
the fact that newspapers had reporters too
who performed the same job as TV reporters. It took the teacher some time to make his
students understand that reporters work for
the print medium as well. This is because of
the widespread prevalence of the electronic
medium. It is everywhere and reaches even
those who are illiterate. The print medium, on
the other hand, is restricted to those who can
at least read.
But does that mean that the influence of the
print medium is diminishing? That it’s nearing
its death? The answer is not a simple yes or
no. According to a 2014 survey released by
the World Association of Newspapers and
News Publishers, print circulation increased
over two percent globally in 2013 from a
year earlier and around 2.5 billion people
around the world read newspapers in print.
The report also revealed that print circulation
“continues to rise in countries with a growing
middle class. Circulation rose +1.45 percent
in Asia in 2013 from a year earlier and +2.56
per cent in Latin America. Over five years,
newspaper circulation rose +6.67 percent
in Asia, +6.26 percent in Latin America and
+7.5 percent in the Middle East and Africa.”
The statistics prove that while the print
medium may not be in its best phase, the
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picture is surely not as grim as believed by
many. The electronic media seemingly takes
the lead when it comes to immediate impact,
but people will always refer to a newspaper
for a detailed and more reliable overview of
the situation. The medium enjoys the credibility and respect that has yet to become a
part of the electronic medium. In Pakistan,
news channels are more popular among the
masses than entertainment channels. This
is perhaps a strange phenomenon peculiar
to this country where people are more interested in news. The content of news channels revolves around news bulletins and talk
shows. A large number of guests appearing
in the news shows to share their analysis
of a particular situation are those who write
regularly for a newspaper. Zafar Hilaly, Ayaz
Amir, Khurram Husain, Farrukh Saleem, Haroon Rashid, Wasatullah Khan, etc. are all
columnists for leading newspapers. It is their
written work that has established their credibility. Their opinion is valued because they
are considered learned men. It is also a fact
that the print medium is basically the school
which trains and prepares a journalist for the
electronic medium. The difference between
those who graduate from newspapers to TV
and those who start their careers with TV is
obvious to a regular viewer.
Another litmus test that establishes the influence of the print medium is the advertising
factor. A few weeks ago, a local English newspaper was rebuked and criticized for printing
a full page ad on its front page. Some days
later, The Times of India was censured for using a similar gimmick: a full-page ad splashed

across the first page. People thought it was
in bad taste and against journalistic ethics,
which may be true to some extent. But the
appearance of ads on the main page of
newspapers in two different countries leads
to another conclusion as well: advertisers
-read multi-national companies and corporations -deem it fit to spend millions on a single
ad in a medium which is supposedly dying.
Would they spend money on a medium that
may not be beneficial to their business? Not
likely. This one act states in loud and clear
terms that the print medium is not dead – at
least nOT yet. To the contrary, its value is
such that advertisers are willing to pay a lot
of money for their ad on the front page of a
newspaper.
Swift and timely coverage of the news is,
and will always be, the forte of the electronic
– and now social – media, but when it comes
to detailed and credible analysis, people will
always read the newspaper. It is true that financial problems forced some newspapers
and magazines to close shop, one example
being that of Newsweek, which ceased print
publication in 2012 and went digital after 80
years in print. However, the magazine reviewed its decision after a year and restarted
printing in 2014. This was possible because
there was a demand for the magazine’s print
edition.
While the print medium will continue to
face difficulties in a highly commercialized
world, where the electronic medium and now
the social media offer better profitability, it will
survive as it is hard to imagine a world without newspapers and magazines.

New Channel

Here comes the
bandwagon!

T

he launch of Bol TV has been delayed continuously though the
channel was originally supposed to go on air on August 14,
2014. Operational and administrative issues are said to be behind
the delay.
It is claimed that Bol TV, when it does hit the airwaves, is billed
to be the biggest ever happening in the business sector, bringing
on its heels a media revolution.
The proposed channel is already magnetising high profile personalities and anchorpersons such as Azhar Abbas, Kamran Khan,
Asma Shirazi, Amir Zia, Nusrat Javeed and many others. Shoaib
Ahmed Shaikh is the Chairman and CEO of the Bol Network. He
is focusing on setting up the finest and most modern media infrastructure using high technology.
Axact and the Bol network are owned
by Malik Riaz, a prominent Pakistani
entrepreneur.
It was in the 90s that Shoaib Shaikh embarked on a journey to create
a company that would become a
household name in every industry. His
foresight and vision were rewarded
when he set up Axact, an organization that is today three times larger
than any private sector company in
Pakistan. Shoaib Shaikh looks forward to a prosperous and thriving Pakistan, and the vibrant role that Axact will play in this. Bol
is a prominent achievement of the media revolution that Axact is
ushering into Pakistan.
With the advent of Bol Network, a shockwave is running through
Pakistan’s electronic media. From newscasters and leading anchorpersons to other sectors, everyone is joining the Bol bandwagon.
It is said that some powerful media houses already consider
assembly of so many media personalities on one platform with
quite some consternation as they would now have to face immediate and tough competition from a newcomer in terms of
ratings and advertisement revenue. People are happy that Bol
TV will bring about a big change in the media industry, with good
working conditions and lots of employment opportunities for upcoming media professionals.
The new media house, with a pool of experienced media persons, is being counted on to put an end to the totalitarianism that
is practiced to date by certain media houses. The change could
prove to be a sure step forward towards developing a more mature and responsible media sector.
Bol TV is supposed to have the finest and most modern infrastructure with its correspondents reporting from all corners of
the world in real time. BOL will open its offices in all major cities
of Pakistan as well. Its social media presence has also seen a
huge surge in recent days which is a testament to the onset of
a revolution.
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One-on-One

By Mahrukh Farooq
What was the idea behind the launch
of Bakeri Nankhatai biscuits?
We at Continental Biscuits Ltd. are
in the business of making biscuits; it is
one of our core competencies. However,
when it came to the ‘plain soft’ category,
we weren’t as strong. This was one area
where we faced a lot of competition. In
Pakistan, if you want to attain a leadership
position then this is the category you have
to attack.
Was the brand developed in response
to a market need?
Presently, the kind of biscuits consumers are offered are exactly the same across
the board; they all have the same taste
and the same look. Each biscuit’s packaging can, in fact, be likened to something
made on a Power Point presentation. And
it has been so for the last 15 years. This
has brought the onset of what we have

ably the best thing about our product was
that there was no need for us to tell people
what a Nankhatai is; they already knew.
However, Nankhatai is known to be available in traditional bakeries, that too, only
in certain provinces. Additionally, there’s
a particular age group that relates to the
product. Our challenge was to make it into
something that would appeal to everyone;
regardless of age, income and status, and
in such a way that would create a lot of
hype. Until now, Nankhatai was seen as
a very exotic product that would only be
used on special occasions. Now it is available everywhere and can be bought by
anyone.
What pushed you to seek further education in the areas of marketing and
branding from NYU and Wharton?
At the beginning of my academic career,
I was very interested in finance; particularly
investment banking. However, during my
Bachelor’s at IBA, thanks to an exposure

In what areas do you feel we need to
focus on when marketing a new product?
The case of Nankhatai is something
that should push us to rethink marketing
in Pakistan. Generally, the method that
most companies in Pakistan follow is a
typical formula involving the development
of a product, aggressive advertising on all
media and then sitting back and waiting
for sales to come. I believe that we need
to take a step back and focus on developing a great product first. This involves
hard work in several of its aspects, including developing packaging that is effective
as well as devising a strategy on the best
way to roll the product out into the market. One has to remember that, at the end
of the day, the consumer is left with just
the product. If the product is defective or
not up to the mark, then no matter how
effective its advertising, the consumer will
no longer buy it. He needs to feel that the
product is actually worth the money. Paki-

‘Everybody loves
a good story.’
Munib Rizavi, Brand Manager, Bakeri Nankhatai, talks to Slogan about
the idea behind the launch of the biscuit..

determined to be ‘taste fatigue’; consumers are now sick and tired of having the
same product over and over again. There
was no other company that was offering
anything new to them; no innovation whatsoever was taking place in this particular
category. Everybody was trying to copy
each other. At the most, there were small,
incremental improvements made to an existing product, like a new variant of biscuit
or a new flavour. But that’s about it. We
wanted to dramatically change the current
landscape.
When you develop products like Nan
Khatai, it takes you back to traditional
biscuits. Shouldn’t you be offering innovative biscuit variants rather than
traditional ones?
Our aim was to take a biscuit such as
Nankhatai and make it mainstream. Prob-
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to marketing via certain courses I took, I
began to develop an interest in the subject.
Soon after, I did an internship at Reckitt &
Benckiser which ultimately sealed the deal
for me. Personally, I find that being a marketer is a lot like being an artist; there is the
birth of an idea, followed by its development whereby an artist creates a sketch
and gives it some shape and personality.
Then he steps back and lets others admire
his creation and give their views. The overall idea of creating something felt very exciting. Therefore, I decided to read extensively on the subject as I still do since I love
reading - a major component of my salary
goes into buying books. This is because I
have an unrelenting need to continuously
improve myself. If you want to be a good
marketer, you should start by first branding
yourself.

stani marketing also lacks the art of storytelling. Everybody loves a good story and
that is something that has helped Nankhatai tremendously in the past 3 months.
How important is packaging? ?
The concept for the packaging of Nankhatai came from both me and the Director
of Marketing. Both of us share a keen eye
for art and since Nankhatai is a product
that is extremely culturally rooted, we figured why not have the packaging of the
product display interesting art? Therefore,
when one picks up a Bakeri Nankhatai biscuit, one notices various sketches and artwork that portrays a typical scene from one
of Lahore’s distinctive neighborhoods.
How far has Continental Biscuits
come in terms of marketing and promotional strategies of products that accommodate Pakistani consumer prefer-
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ences?
I believe Continental Biscuits has been at
the cutting edge of marketing in Pakistan.
It has displayed its marketing prowess not
only through Bakeri’s Nankhatai but also
through its other biscuits. When marketing TUC biscuits, Continental Biscuits became the first company in Pakistan to have
branded content that enjoyed extremely
high ratings. In the TUC ads, the use of
the brand name has deliberately been kept
subtle; it is not something that is shoved
into the consumer’s face which was one of
the major reasons for its increased popularity. I hadn’t even joined Continental Biscuits
when they launched their Oreo campaign
which centered on family values. It is still
by far one of the best launches they have
done. Continental Biscuits even became
the first company to establish an association with a famous movie - ‘Transformers’.
This was a limited edition pack. The Candi
campaign was another successful project
that tapped into the powerful human emo-

ful, you need to enrich your life
in various areas. Diverse experiences serve to provide
that particular value. At Pak
Arab Refinery (PARCO),
that the work was starkly
different than marketing, I
still got the opportunity to
educate myself about how
a business works as well as
fully understand the financial
aspects of the entire process.
This included the need to
analyze
everything
and to predict
the final out-

tion of love and togetherness, specially
the nostalgia of college life where lifelong
friendships are formed. The thought process that has gone behind the positioning
of each brand is what has really made the
difference.

come by taking every possible circumstance
into consideration. When you combine such
skills with a comprehensive knowledge of
marketing practices, it becomes a pretty lethal combination.

Having worked for an oil refinery and
then an FMCG, has your diverse experience contributed to your success as a
brand manager?
My motto is that if you wish to be success-

Where do you see product and brand
management in the next 5 years in Pakistan?
Currently, there is a lot of good work being done in Pakistan, particularly in the digital marketing field. Nevertheless, I still think

we are miles behind the rest of the world
when it comes to making an impact in the
digital sphere. Right now, we are still at that
stage where brands are posting pictures and
content and asking their customers to ‘like’
them. It is all incredibly static. Brands have
yet to realize the immense potential that exists in the field of digital marketing. The
amount of attention you can generate simply
by interacting with customers in a way that
makes it viral is phenomenal. All around the
world, major companies first base their entire
campaign on digital. Local brands can learn
from such companies as there is a lot of potential online which can be exploited. Presently, Bakeri’s Nankhatai is a trending topic
on Twitter. It is very heartwarming to see people talking about the product and expressing
their views about it, which leads you to interact with them and say thank you for all their
support throughout this entire process.
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Celebration

NAPA completes 10 years
Pervez Musharraf – spirit behind the institution

P

akistan has a rich
culture and a colourful tradition in the performing arts. But what
was needed for a long
time was a strong platform that would groom
and translate the nation’s talent and create a
vibrant environment that
would mould the aesthetic ethos
of the people.
The National Academy of Performing Arts (NAPA) was conceived by Pervez
Musharraf back in
2004 when he was
President of Pakistan and the philosophy of Enlightened
Moderation
was
at the top of his
mind. He wanted
a national centre of
the arts that would serve as a hub of artistic
and cultural activities besides infusing
a spirit of tolerance in
the masses.
The
centre
would
train
young people in
theatre, dance
and music and
bring them closer
to understanding
the cultural roots
of the land. He saw

the centre becoming a veritable oasis of art
and culture in what was an otherwise barren
environment bereft of cultural warmth. As
such, in a very definite manner, all the flair
and artistic capacity that was buried in the
masses would have been explored because
they never had the opportunity before to
openly express themselves.
To set the ball rolling, Pervez Musharraf
created a grant at the government’s end to
fund the academy so that the initial financial
hurdles could be surmounted. To create further sustenance, he got leading organizations in the public sector, such as financial
institutions and other companies, to contribute at least Rs. one million each towards the
NAPA seed fund.
He then set about addressing two other
important tasks. The first was to find a suitable person to head the academy. There
were many competent people in the run but,
for this purpose, there could not have been a
more suitable person than the veteran actor
and stage personality, Zia Mohyeddin.
Zia was not doing anything much in those
days and also had the unique experience of
having run the PIA Academy of Performing
Arts back in the seventies. He was asked to
come over to Islamabad to meet the President who talked to him and made sure he
was appointing the right person.
The other issue was that of finding a suitable place to locate the Academy. The old
and graceful building of the Hindu Gymkhana in Karachi was lying vacant and was
considered the most suitable venue for the
purpose. NAPA is housed there to this day
though many efforts have been made to
evict it in subsequent years on one pretext
or another.
Pervez Musharraf inaugurated NAPA
ten years back and set it moving ahead.
When the 10th anniversary of the founding
of NAPA was celebrated at a reception by
Syed Jawaid Iqbal (a member of the NAPA
Board) at his residence in Karachi, the former

president was again there along with his wife Sehba
Musharraf and heartily joined the celebrations.
He congratulated all those who had made NAPA
a success, particularly the Board members and Zia
Mohyeddin. He emphasized the immense need to
eliminate the cultural vacuum that exists in Pakistani
society and reminisced a little, telling the audience
that it was in order to further his concept of ‘enlightened moderation’ that he had thought of founding a
national institution for the promotion of art and culture and had persuaded the thespian Zia Mohyeddin to head it.
Musharraf said he was happy that he had been
instrumental in the task because such an institution
was very much needed. He said this was obvious
from the manner in which NAPA had come to play a
healthy role in Karachi’s life. In just a decade, it had
ably fulfilled the civil society’s long standing demand
for a proper centre dedicated to the promotion of art
and culture in the city. He was pleased that NAPA
had performed its required role and had added immensely to enriching the lives of the people of Karachi with a variety of cultural activities.
After being part of the initial team that launched
NAPA and having run it so successfully over the past
10 years, Zia Mohyeddin has been re-appointed as
President & CEO for another term of three years. Zia
faced a number of teething problems in the beginning, particularly in selecting a suitable faculty, but
he got over the glitches and set the Academy on
course.
Speaking at the 10th anniversary reception, he
thanked Pervez Musharraf for conceiving and setting up NAPA and then selecting him to run it. He
said:
“To be a part of NAPA’s 10th founding anniversary
is a very gratifying experience. I never imagined myself being around long enough to be a part of the
celebrations and see the seed that we planted grow
into a healthy plant and about to become a tree.”
He talked of the immense effort that he and his
colleagues had put in to run NAPA, despite the
many odds, and hoped the Academy would achieve
new levels of success in the coming years.
The outgoing Chairman of the Board of Directors,
Dr. Ishrat Hussain, expressed his gratitude and said
he was especially happy to note that successive
governments had extended their fullest cooperation
to NAPA through the years and that the Academy
was playing a useful role in promoting cultural activities in the city.
He spoke of the significance of such institutions
and their role in upholding the values of Pakistani
culture as well as providing the public with a quality source of entertainment.
Tariq Kirmani, the new Chairman of NAPA,
another eminent Pakistani who has served as
Chairman of both PIA and PSO, said though he
had been given the gigantic task of heading the
Board of Directors of NAPA, it was a little early
in the day to expect any results from him at this
juncture. He said he would do his best to take
the Academy to new successes as per its future

plans.
The host of the reception, Syed Jawaid Iqbal,
who serves on NAPA’s Board of Directors,
along with a number of other prominent
personalities, said on the occasion that he
was happy to see former president Pervez
Musharraf at the event, especially since he
had conceived and initiated the institution
and had done all within his powers to sustain NAPA during its initial years.
It needs to be mentioned here that NAPA
has established quite a tradition in drama
and its Repertory Theatre has consistently
presented an interesting fare. The efforts of
Rahat Kazmi are particularly worth mentioning in this context as well as the directorial endeavours of Zia Mohyeddin himself.
The NAPA Anniversary reception was held in
an informal environment and was attended by
eminent members of the Board of NAPA, such
as Javed Jabbar, Satish Anand and Anwar Rammal. Members of the NAPA faculty were also in
evidence but not in as many numbers though
this was their own function. Among those who
attended were Rahat Kazmi, Arshad Mahmud,
Ustad Nafees Ahmed and Khalid Ahmed.
Notable figures from the corporate world also
attended the reception, such as Ali Habib (Chairman, Indus Motor Co.), Wajahat Hussain (President, United Bank Ltd.), Pervez Ghias, (CEO,
Indus Motor Co.), Nasser Jaffar (Chairman, PIA),
Waqarul Islam (CEO, Jaffar Brothers), Asif Ikram
(CEO, SICPA), Azhar Jafri (ex-chairman, HBFC)
and Naiyar Saifi (Corporate Head, TCS).
Other guests included Naeem Bukhari (eminent lawyer and TV personality), Dr. Huma Baqai
(IBA), Yasmeen Rashid (singer and painter visiting from the US), Athar Waqar Azim (PTV), Zaffar Abbas (Editor, Daily Dawn), Amir Zia (Editor,
Bol News), Jaffer Bilgrami (ex-PTV), Wahab Jaffer
(painter), Nafees Siddiqui (lawyer and politician),
Hidayat Khaishgi, Zakir Ansari (visiting from Canada), Brigadier Akhtar Zamin and Mashkoor Khan
(financial consultant visiting from Dubai).
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Reconnecting with
the real power
From strutting her stuff on the runway to diving headfirst into
the world of Sufism, Atiya Khan is anything but.
By Mahrukh Farooq

A

t first glance, Atiya Khan is nothing but
a picture of elegance, poise and confidence; terms befitting a world class model.
Ironically, at one time, that was all she identified with; from the tender age of 15, Atiya
had become the face of Pakistani fashion in
an era when the industry was just beginning
to find its footing, that too amidst an environment embroiled in socio-political problems and conservative mindsets. The 80s
in Pakistan represented a time when society
found itself stuck between the core ethics
of General Zia-ul-Haq’s Islamization agenda
and a generation struggling to free itself from
the shackles of suppressed identity. At this
stage, Atiya Khan became a maverick of
sorts; a mascot for many who aspired to be
more than what society deemed them to be.
“Back then, the fashion industry was seen
as more of a creative outlet; a chance to ex-
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press ideas and pioneer a new way of looking at fashion,” she explains. “Now, however,
it’s all about business.”
Leading fashion people like Rizwan Beyg
and Tariq Amin never fail to mention her
name when reminiscing of the bygone fashion era. In fact, so talented was she in her
profession that, to date, she is credited with
being Pakistan’s first style icon.
In spite of her success as a model, Atiya
never considered the profession to be an
end in itself. It very quickly became evident,
once she gave up modeling at the age of 21,
that she was not, and would not be considered, a ‘dumb blonde’. She would rather be
recognized as a woman of substance, determined to make her mark in the world.
“I became a public figure at a very young
age; hence, I longed for privacy and solitude,” she says. “I also wanted to focus on
the craft of filmmaking. I considered modeling to be very limiting in terms of controlling
the outcome or what the end product should
be. I felt that instead I needed to concentrate on being behind the camera.” This led
to her directorial debut telefilm in 1994 titled
‘Raqeeb’, a venture that forced people to
pay attention and had everyone talking. She
then went on to direct many television commercials throughout the rest of the 90s before shifting gears and taking a 180 degree
turn towards Sufism.
The turning point came when she was
hired to shoot a documentary on the annual
Urs of Hazrat Lal Shahbaz Qalandar. Her
subsequent change in perspective resulted
in her distancing herself from both the fashion and media industries, a rather bold step
considering she was at the pinnacle of her
career.
“I had been very interested in Islam from
the age of 16 while studying at a high school
in Canada,” she remembers. “I was challenged by its concepts
and felt that I needed
to know more about
them as well as
myself.” She met
Sheikh Nazim
Al Haqqani, the
head of the

Naqshbandi Sufi silsila who assumed the
role of her teacher in 2001. Through him,
Atiya learned more about Sufism as well as
Islam in the light of the Quran and Sunnah,
which ultimately began to influence her work
as a director. “I then began to promote Sufi
ideas via various television ventures, such as
my show titled ‘Zikr,’” she explains. “I have
created several religious and Sufi-oriented
videos which can be viewed on my channel
on Vimeo.”
Currently, Atiya has numerous projects in
the pipeline, all of which aim to provide viewers with an inside look into the spiritual nature
of Sufism. “I am planning to finally release my
documentary on the spiritual journey I undertook to the shrine of Hazrat Lal Shahbaz
Qalandar,” she says. “I am also acting in a TV
serial for Hum TV which has been directed
by Misbah Khalid.” What is taking up most of
Atiya’s time and energy, however, is a social
venture by the name of 3rd Option through
which she aims to instill in the youth the ambition to succeed as well as the drive to come
up with innovative solutions for many of today’s problems. “3rd Option provides young
people with a platform for national consensus on institutional as well as constitutional

Profile

reforms in Pakistan,” she says. “Through this
venture, we hope to motivate young people
to take responsibility for their country and to
undertake necessary changes that will help
Pakistan move forward.”
She has, indeed, come a very long way
from her time as a model and director to a
staunch advocate of Sufism, that too during
a time when perspectives on modernism as
well as both religion and cultural identity are
changing shape.
When asked about the current state of the
socio-political conditions of our society as
well as how we can compare them to the
Pakistan of yesteryears in terms of religious
intolerance, social innovation and equality,
Atiya is unabashed in her response. “We, as
a society, gave over control of our religion
and our politics to a self-serving group with
vested interests,” she stresses. “It is only
now that we are finally awakening to the
realization that we must wrest back control
as a civil society.” she adds. “We must educate ourselves in the subjects of religion and
other issues that plague our society today.
We must reintroduce the spirit of ijtihad and
ijtima (consultation and consensus) towards
a new vision for the future.”
Her reservations expand to even include
the role of women in Pakistani society and
how they are projected in the media. In her
view, the way women are seen through the
media and in other sections of society today
is a stark contrast from the way they were
perceived back in the 80s. “I see it not just in
Pakistan but internationally as well; women
are increasingly being objectified, resulting in
their becoming more plastic and superficial,”
she laments. “I remember in the 80s there
was a spirit of rebellion against imperialistic
forces. After that, however, it seems that we
just went to sleep.”
In spite of all this, she is hopeful, albeit in
a cautious way. “I do see a reawakening taking place. Yet, until we restore the ying-yang
balance of our world, our society will continue to remain in turmoil ruled by a brute
force with selfish agendas,” she emphasizes. “I believe the salvation of humanity lies in
our remembering and reconnecting with the
real power of divine feminism; the qualities
of which have been hidden and hijacked by
patriarchal systems of governance.”

“It is only now that we are finally awakening
to the realization that we must wrest back
control as a civil society.”
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Ponds honors Miracle Women
P

onds Pakistan honoured
its Miracle Women at a
gala event at the Mohatta
Palace. This was the culmination of a year-long effort by
Pond’s to recognize today’s
high-achieving women.
The movement started in
March 2014 when Ponds
introduced the Ten Miracle
Mentors who were tasked to
select 10 other high achieving women who would be the
Miracle Women. The Mentors
included Anila Weldon, Atiqa
Odho, Chef Shai, Maheen
Kardar Ali, Rukaiya Adamjee,
Saeeda Mandviwalla, Samina
Peerzada, Shamaeel Ansari,
Dr. Tasneem Nakhoda and
Vaneeza Ahmed. Once all the 100 women had been identified, their detailed inspiring stories were recorded and brought to life at the Mohatta
Palace gala.
The Ponds Miracle Woman is defined one who not only manages a
career but also brings up her children, runs her home and meets all of
the many social obligations that make demands on her time.

From Peshawar – for the right reasons
K

arachi art lovers were treated to an exhibition of seven artists
from Peshawar who displayed their pieces at the FOMMA Art
Centre in the city. The artists, Jehanzeb Malik, Abdur Rehman, Sajid Ali, Ghulam Shabbier, Zakir Ali, Abbas Ali and Tayyeba Aziz, had
some good works to show.
The characters in Malik’s paintings depict a strange melancholy
as if they were living dual lives. Abdur Rehman’s landscape shows a
fertile image. Green, blue and black dominates the color palette and
presents the image of fecundity combined with the grimness that
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defines the region.
Sajid Ali’s work is more real than surreal but there is a dreamlike
aura to his paintings. He masterfully depicts objects and scenes from
everyday life. Ghulam Shabbier focus on old buildings of Peshawar
and a look at his paintings shows that he has an eye for detail. The
themes chosen by Zakir Ali, Tayyeba Aziz and Abbas Ali are quite different from the ones depicted by the other artists and do a good job
of adding diversity to the collection.
Zakir Ali chooses a difficult theme by incorporating the equestrian
element into his work while Abbas Ali focuses on flowers and floral patterns. Tayyeba Aziz’s approach is interesting and alluring to
the eye, especially her painting ‘Dreams and Drapes.’ The exhibition
was well-received by art enthusiasts both for the quality of work
and the fact that the beautiful paintings from Peshawar were like a
breath of fresh air as the city is mostly in the news for all the wrong
reasons.

Events

Fuel for the Soul
T

he second Karachi Eat Food Festival was
held with much fanfare at the expansive
lawns of the historic Frere Hall, which was
transformed into a food haven for three days.
Stalls were set up by some of the most creative and talented chefs from all over Pakistan
and ranged from street vendors to restaurants offering a full diversity of food originally
available at their eateries in Karachi.
A large number of people turned up to
enjoy the festivities and this caused massive jams on the roads leading to the venue.
Many people complained of congestion and
poor sitting arrangements but overall it was a

successful event.
The food variety offered at the festival
ranged from the local bun kebab to traditional
items such as chapli kebabs and gol gappas
to western cuisine like Danish open sandwiches and khao suey. The festival was also
a treat for those with a sweet tooth as the
delicacies offered were many and scrumptious. There were strawberry samosas and
an unlimited variety of cakes and pastries.
Although the main attraction of the event
was food, there was more on the menu. The
organizers did not forget to add the element
of entertainment and there was plenty to re-

juvenate those who were tired after a long
week and were looking for some fun. International performer Rani Taj, known for her
expertise in dhol, also visited the festival and
mesmerized many with her amazing dhol
skills.
The Karachi Eat Food Festival was proof
that for Karachiites, food is clearly much
more than just fuel for the body. It provided
the perfect opportunity for food lovers and
chefs to come together in an interactive environment.

The Way to Peace
S

ome of Pakistan’s biggest names in the entertainment industry came
together on one platform – the Icons Expo - on January 31 at the
Karachi Expo Centre. Karachi-based Talent Grabbers motivated the youth
through inspirational presentations, pep talks, motivational speeches and
training sessions at the event.
Icons Expo was an exciting experience for the trainers who spoke at the
event such as Umair Jaliawala and Shireen Naqvi from the School of Leadership, musician Falak Shabbir, comedian and talk show host Umar Shareef
and rapper and musician, Bohemia.
The theme of the event centred on peace and tolerance,
a sentiment largely missing from today’s society. “One thing
I regret to have noticed in the days following the Peshawar
tragedy is the immensely strong negative reaction on behalf of
many people when responding to the event,” explained Umair
Jalliawala. “Hatred became a response for hatred, intolerance
for intolerance. I sincerely believe we need to redefine our
perceptions of peace and tolerance and find a way to start
practicing peace from within ourselves. This was the recurring theme at the Icons Expo.”
Apart from valuable training sessions and presentations, participants were also treated to various other
entertainment-related activities with refreshments, including a live concert. At the end of the event, each
participant received a certificate and a giveaway for
their time.
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Reviews

Title Power of a Common Man: Connecting with Consumers the SRK way

All about brand building

BOOK

S

hah Rukh Khan is India’s
biggest star and the world’s
second wealthiest actor with a
whopping net worth of $600 million. But what exactly is it that
makes him what he is today? For
starters, says Koral Dasgupta, a
Mumbai-based business school instructor, the actor has successfully
marketed himself, thus building his
personal brand. In her book, Power of a Common Man: Connecting
with Consumers the SRK Way, Koral
Dasgupta explains SRK’s revolutionary approach to the business of Bollywood and dissects how he markets
himself and his movies to consumers.
Dasgupta has extensively analyzed
the brand that is SRK by taking readers on a nostalgic journey of his life –
from the time he soared to fame with his
appearance in the television serial Fauji (1988), to how
he marketed an average film such as Chennai Express.
The project started when Dasgupta decided to help
students understand marketing concepts via their favourite pastime – Bollywood. In her book, she explains
that SRK has pretty much transformed the Indian movie
business quite like the way Chetan Bhagat revolutionized book publishing in the country. Both men produce
products marketed to India’s largest demographic:
youth. Both have diversified potential revenue streams
by reaching those consumers in new ways. In SRK’s
case, he reaches beyond traditional film audiences and
extends his brand through social media, product placement, and gamification. SRK was also the first Bollywood actor to receive profit-sharing rather than a flat
fee as compensation. To American actors, SRK’s approach isn’t revolutionary, but to Indians, it’s groundbreaking.
Dasgupta’s style is conversational, and her premise is
sound. She makes an excellent case for SRK’s status as
the King of Bollywood. She painstakingly recounts his
rise to the top and illustrates how SRK connects with
consumers in ways other actors do not. Her case study
for Chennai Express, Bollywood’s biggest blockbuster,
is insightful. It is in this movie that one sees Brand SRK
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at its best and most profitable.
For students of marketing, this
book is quite an easy and interesting way to gain inroads into the
subject knowledge. The writing
style and familiarity of examples
makes the book worth reading. In
fact, die-hard SRK fans will thoroughly enjoy the book given that
it includes interesting nuggets
from the actor’s professional
life. However, for serious learners, this is probably not going
to be the book of choice. This
is mainly because the execution remains weak. Especially
worth mentioning is the opening note which is sycophantic
at best and borderline obsessive at worst.
Furthermore, for an academic book, it’s surprisingly short
on footnotes and references. Dasgupta relies heavily on
Internet sources, including Wikipedia, Rediff and Miss
Malini, for primary source material, which perhaps damages the authenticity of the ‘story’ she is trying to tell.
In some cases, she has little choice. Weekly box office
results are published online. Yet, when offering a definition of innovation, she does not use one of the dozens
of business textbooks available (or create her own definition), but relies on Wikipedia instead.
Moreover, the reader longs for Dasgupta to connect
revenue more closely to SRK’s brand strategy. We see
that connection in the Chennai Express case study, but
miss that detail in the overall trajectory of his career.
The directors of SRK’s films also deserve more credit
for their contributions to Brand SRK. While SRK brings
his characters to life, he is, more often than not, realizing the director’s vision, not his own. The foundation
of Red Chillies Entertainment is a watershed, but its importance seems downplayed. Perhaps, a chronological
structure would have produced different results.
The verdict: Power of a Common Man presents an
insightful yet superficial portrait of the SRK brand.
– S.W.

Reviews

No Pain, No Gain!
n interesting concept? Check. Sufficient humour? Check.
A beautiful face (faces for those who find Hasan Ahmed
a good-looking person)? Check. The new Disprin commercial, featuring Mehwish Hayat of Billi fame and renowned TV
actor Hasan Ahmed, has all the ingredient to make a good ad. Though said to
be a copy of a foreign ad, what catches
your attention is the repetition of words
‘sar dard’ as a supposedly chirpy Hayat
shows some dresses to Hasan and
asks for his opinion. It is obvious from
the latter’s expression and the continuous chant of ‘sar dard’ that he is suffering from a headache and is not able to
understand a single word said by Mehwish. Then he takes a Disprin and, lo
and behold, his headache is gone within
seconds. Free of the pain, he tells Hayat
what to wear, making her happy in turn.
It is a very simple ad. There is hardly
any music or dialogue if you ignore (or
enjoy) the constant repetition of sar dard.
It is true that some find it quite irritating
but they should consider this factor: how
many ads, especially the local ones, successfully convey
the message without spoken lines and a jingle? Another
noticeable factor is the absence of written messages. Except for one figure – 60, shown twice – and a tagline, there
is hardly any other written message. This is a good feature
as too many words clutter the screen and take the attention
away from the visuals and the audio message.
However, it is the figure of 60 that is also somewhat troubling. It appears in relation with the claim that the medicine
takes only 60 seconds to work. You read it right – it is just 60
seconds. All of us have taken Disprin at some point in our life
and it surely works fast but the claim of 60 seconds is a bit
too much. And that’s not the only problem.
In the Pakistan Constitution, there is a Code of Conduct
For Media Broadcasters or Cable TV Operators. It stipulates that “misleading claims about the goods shall not be
made.” Similarly, the Pakistan Advertisers Society’s Code of
Advertising Practice discourages advertisements that contain “false or misleading visuals or verbal messages.” The ad
clearly violates theserules. While advertisers are making such
claims frequently in their ads, the standard operating procedure is

that the claims are usually followed by a disclaimer or conditions that apply to the statement. This is quite common in the
print ads where a small asterisk can be seen on a statement
that requires further clarification. In the case of electronic me-

Campaign

A

dia, an advisory warning is given at the end, especially in ads
related to health products. In Disprin’s commercial, while the
perfunctory warning is present at the end, there is no clarification about the 60 seconds claim.
Ignoring this ethical issue, the ad is quite interesting and
stands out in the plethora of below-average ads. It is a positive sign indeed that our advertisers are taking risks and using novel concepts.
– J.S
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A song of hope and dreams
“The only people who think there is a limit to grief, have
never lost a piece of their heart.”
-Unknown

T
Music

hey say time heals everything. More than a month after the
carnage at the Army Public School in Peshawar, one would
think tears would not roll down one’s cheeks every time the incident is mentioned, considering how numb we have become as
a nation to terrorist attacks.
As much as we would like to think otherwise, being brave
and fighting back is surely taking a toll on us all psychologically.
It is almost as if the terrorists have gotten us by the Achilles’ heel
as they have unanimously hit the hearts and minds of the entire
population, via just one attack.
At such a time, “Bara Dushman Bana Phirta Hai Jo Bacho Se
Larta Hai”, beautifully sung by a child, reminds the entire nation
that our young ones are as brave as ever.
The song released by the ISPR and the Pakistan Army in
remembrance of the innocent lives we lost on 16/12, brings
back each and every memory of that dark day. “They went to
school and never came back,”, “I have the shoe, but I have no
son,”, “The smallest coffins are the heaviest to carry,” and similar
words echo in our minds.

The video ends beautifully with a teacher welcoming the children back
to school and we see the
young students ready to
courageously stand in
the face of anything and
everything that comes
in the way of their education and their future.
As is evident from the video and from the students of APS,
the dedication towards receiving education and the determination to materialize ones dreams have increased manifold. The
fact that little ones were all set to go back to schools, especially
the ones from APS itself, is commendable beyond words.
They say songs give words to feelings like nothing else. This
one song, with beautiful poetry, the soulful young voice and the
hard-hitting story playing in the background, gives us an amalgamation of the grief that befell us, of the bravery exhibited by
the next generation, of the jazba to fight back and of hopes and
dreams that they [the terrorists] can never take away from us.
#APS #NeverForget
– Mariya Dada

Any which way you can

Film

S

et against the crowded back alleys of Karachi, Good Morning Karachi speaks of unrequited dreams, hopes and aspirations that, if given the chance to be fulfilled, can lead to a life of
emotional ups and downs, ultimately making for a memorable
and impactful experience. ‘A coming-of-age story’ as described
by the movie’s director, Sabiha Sumar, Good Morning Karachi
promises to provide viewers with an in-depth look at Pakistani
society and how its inhabitants deal with everyday changes in
life.
The movie, based on a novella by Shandana Minhas, follows
the ambitious and big-hearted Rafina who hails from a lowincome background and dreams of making it big in the world
of showbiz. She lives in a small apartment in Karachi with her
widowed mother (Saba Hameed) and younger brother. Saba
Hameed does an amazing portrayal of a woman hardened by
r life’s experiences. She looks upon her daughter’s aspirations
with the greatest disapproval and wants nothing more than for
her to get married into a respectable family.
Rafina’s only supporter is her aunt played by Beo
Raana Zafar, who encourages
Rafina to pursue her dreams. The
turning point in Rafina’s life comes
when she is offered a modeling
contract by a leading ad agency,
much to the dismay of her mother.
Therein begins the journey of a girl
torn between her middle class values and the glitter of the modeling
industry which, at times, threatens
to tear apart the very foundations on
which her life is based.
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The backdrop of the
movie, set in the time
of Benazir Bhutto’s arrival in Pakistan amidst
much social, economic and political
strife, effectively manages to set the tone
of the movie. It gives
viewers a glimpse
into the paradoxical
existences of both the world of glamor
as well as a world mired in religious fundamentalism. The film has
an array of cameos featuring people like Aamina Sheikh, Faisal
Qureshi and Zoe Viccaji.
In spite of much promise, Good Morning Karachi falls short of
expectations. Throughout most of the movie, it seems as if the
director is trying to say too much, ultimately causing the viewer
to lose sight of the film’s original message. Sumar has
tried to draw a parallel between Rafina’s personal
struggles and the city’s various socio-political conditions; yet, both seem to be on an entirely different
plane, which leads to a lot of confusion.
Good Morning Karachi has gotten noticed due to
its excellent cinematography and superb acting. Yet,
it fails to deliver.In her ambition to shed light on relevant issues, Sumar has instead made a movie that
can best be described as a hotch potch of emotions and sentiments.
- Mahrukh Farooq

Toolkit

Violence is News
“The success of a terrorist operation depends almost entirely on the amount of publicity it receives.”
—Walter Laqueur, Terrorism (1977)

J

ust imagine that there is a terrorist with
limited funds and he wants to wreak
havoc. He only has a few bombs, but he
wants his message broadcast to the world.
How does he do it? The answer is simple:
he turns the media into broadcasters for his
acts of terrorism. (Rest assured, the politicians will also do their part to make the most
of the moment and escalate a legitimate crisis into a full-blown political drama.)
At the terrorist attack at the Boston Marathon in 2013, the way for terrorists to broadcast their message to the world was to get
the attention of the world media. Today’s terrorists know that they have the media at their
disposal and including their online counterparts, they are all at their beck and call —because today’s media outlets have 24 hours
of airtime to fill and what’s more sensational
than the murder and mayhem of terrorism?
There is a symbiotic or mutually beneficial relationship between terrorism and the
media—especially television. Not long after
Americans were alerted to the news of the
Boston bombings, the coverage quickly escalated to a frenzied level, with every possible angle being covered, whether inane
or newsworthy. From minute-by-minute
updates on the bombings to reports on
what the average American thinks about the
bombings, there was little ground that had
not already been covered mere days after
the tragic event.
A look at CNN’s website coverage of the
Boston bombings showed that the stories
ranged from a moment by moment photo
sequence of moments right after the blast, to
photo and video reports from eyewitnesses
on the scene, as well as an interactive map
and a timeline tracking the explosions and
their aftermath. It was almost as if they were
creating an interactive video game.
Yet does all this coverage really help us
understand the tragedy any more or navigate terrorists and reduce a genuine tragedy
into an entertainment spectacle?
While journalists have a responsibility to
report the news accurately and honestly,
they play right into the hands of the terrorists
when they cross over into entertainment reporting with the kind of continuous coverage
that was available after the Boston bombings.
As renowned terrorism expert Walter La-

queur writes in his book The New Terrorism
(1999):
It has been said that journalists are terrorists’ best friends, because they are willing to
give terrorist operations maximum exposure.
This is not to say that journalists as a group

media. Laqueur quotes one terrorist leader
as saying, “If we put even a small bomb in
a house, we could be certain of making the
headlines in the press. But if the rural guerrilleros liquidated thirty soldiers in some village, there was just a small news item on

are sympathetic to terrorists, although it may
appear so. It simply means that violence is
news, whereas peace and harmony are not.
The terrorists need the media, and the media find in terrorism all the ingredients of an
exciting story.
One reason why terrorists use the tactics they do is to get publicity and thereby
get their message across. However, in addition to providing them with a megaphone
to address the world, the publicity actually
encourages further terrorist acts and also
serves as a recruiting tool for more terrorists —whether foreign or homegrown. In
other words, by shining a constant spotlight
on these acts of terror, the media actually
serves to spawn the horrors of terror. As
Laqueur points out, “Terrorists have always
recognized the importance of manipulating
the media.” Indeed, terrorists the world over
have mastered the art of marketing themselves to a sensationalism-driven media,
and the media laps it up.
But why do terrorists fly planes into buildings and blow up buildings at the finish line
of the Boston Marathon? Do they do it to
be mean? Or because they like to destroy
things? Perhaps in part. But the real motivation behind these acts of terrorism is the
attention the terrorists receive from the world

the last page.”
As consumers of this constant barrage, we
are just as guilty of fueling the feeding frenzy.
With advances in technology, we now have
easy and immediate access to news and
entertainment wherever we are—whether at
home, on our cell phones, at work on our
computers or in our cars. Thus, it becomes
a vicious cycle. The more we watch, the
harder the media must work to keep us entertained, and the harder they must compete
for our viewership. And with all the advertising budgets at stake, the television networks
must compete against one another.
So what’s the solution? A large part of the
responsibility rests with the news media. The
answer is to report news as any other tragedy, but not to dwell on it. Don’t turn it into
an interactive video game on your website.
And don’t turn it into an entertainment spectacle.
As with so many problems, if we are to
have any hope of a solution, we must begin
with ourselves, at home. Maybe it’s time
to turn the television sets off, stop buying
the political spin being sold to us through
the media and start focusing on not only
who is behind these terrorist attacks, but
equally importantly, who stands to gain
from them.

SLOGAN February 2015

35

Book Launch

When music speaks
H

ans Christian Andersen once said,
“Where words fail, music speaks.”
This could perhaps be the best summation
of S.M Shahid’s autobiographical account
‘Song in his Soul’ in which he describes his
rather endearing relationship with his grandson Hassan, who suffers from autism. In the
book he talks about not only the bond both
people share but also the extraordinary
manner in which Hassan is able to express
himself and connect with the world around
him through classical music.
A celebration of the union of two minds
from different eras, if you will, S.M Shahid’s
autobiographical account invokes awe and
inspiration. The launch of the book held at
the residence of Imran Ahmed was hosted
by the head of BBCL Publications, Pervez
Iqbal and attended by eminent personalities
and media. Among those who spoke on
the occasion were Javed Jabbar, Sirajuddin
Aziz, and Dr. S. Haroon Ahmed. They talked
about S.M. Shahid’s professional endeav-
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ours in advertising and journalism as well
as his efforts in recognizing his grandson’s
talents and bringing them to the fore in an
articulate and eloquent manner.
Javed Jabbar described S.M Shahid as a
‘musicologist personified’ hence, it came as
no surprise that his grandson chose classical music as a medium of expression. “This
book is actually more like a film,” explained
Jabbar. “It is rather misleading because,
due to its size, it may seem like an easy, light
read. However, in reality, it is anything but.
It is evident that Hassan is a virtual genius;
his ability to identify the toughest of raags
is what miracles are made of. In addition,
the bond shared by both grandfather and
grandson, though so complex as it involves
the meeting of two minds from two different
eras and worlds, represents transcendence
unlike any other.
Sirajuddin Aziz, in his own humorous way,
described how S.M. Shahid’s book was a
no-holds-barred, account of his family life,
laced with sharp, dry and sarcastic wit.
Bringing focus back to Hassan, he spoke
of how music ‘pervades entire creations’
and is ‘the language of the angels. ’It gave
Hassan the ability to articulate himself and
connect with the world.

The launch ceremony concluded with
short comments from family members who
spoke of the utter affection and compassion they had for Hassan and his grandpa
and of the extreme admiration they had for
his capability to love and express with all
his heart.
In essence, it was an event that spoke
volumes of the bonds of family and each
member’s willingness to help the other succeed.

Research

The difference between primary
and secondary market research
T

he proliferation of digital and social media, including mobile, has made information more readily accessible to prospective
consumers. Consumers report an increase
in usage across all sources of information in
the past five years, including sources such
as brand websites, user reviews and third
party expert content, when learning more
about new products and services. This ability to easily access information from a variety
of sources has fundamentally changed the
way consumers research products and, ultimately, make purchase decisions.
Are you starting a new business, expanding an existing one, introducing a new
product line or entering a new geographic
market? In all of these situations, market research can help you make better decisions
and improve your chances of success. There
are two types of market research: secondary market research and primary market research. Here’s a closer look at the difference
between the two.

Secondary Market Research
Secondary research is based on information from studies previously performed by
government agencies, chambers of commerce, trade associations and other organizations. For example,. Census Bureau information and Nielsen ratings are secondary
market research.
Secondary market research is easy to
find, and much of it is free or low-cost. For
instance, you can find secondary market
research online at government or industry
websites, at your local library, on business
websites, and in magazines and newspapers.
The downside of secondary market research is that it is not customized to your
needs, so it may not be as useful as primary
market research. For example, secondary
research will tell you how much money executives spent last year on branded shoes,
but not how much they’re willing to pay for
the particular shoe brand you are planning to
introduce in the local market.

Primary Market Research
Primary market research is tailored to a
company’s particular needs and is conduct-

ed either by you or by a company that you
pay to conduct the research for you. Focus
groups, surveys, field tests, interviews, and
observation are examples of primary market
research.
Primary research delivers more spe
cific results than secondary research,
which is an especially important consideration when you’re launching a
new product or service. In addition,
primary research is usually based on
statistical methodologies that involve sampling as little as 1 percent of a target market.
This tiny sample can give an accurate representation of a particular market.
The downside of professionally conducted
primary market research is that it can be expensive - several million PKR or more. Fortunately, a growing number of online tools
allow you to conduct primary research such
as surveys that you can do yourself at very
little cost.
Use both kinds of research for your business
Savvy entrepreneurs do secondary research first and then conduct primary research. For example, the owner of a snacks
restaurant would want to know all about the
neighborhood before opening a new restaurant there. Using information gleaned from
secondary sources, the owner can uncover
all kinds of demographic information and get

an idea of income data and spending patterns. The owner can then send out a questionnaire to a sampling of businesses and
households to find out how often they’re
likely to go to the restaurant and how much
they’re willing to spend.
Secondary research lays the groundwork,
while primary research fills in the gaps. By
using both types of market research, small
business owners get a well-rounded view of
their markets.
Primary market research lets you investigate an issue of specific interest to your
business, get feedback about your website,
assess demand for a proposed service,
gauge response to various packaging options, find out how much consumers will pay
for a new product, and more.
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Corporate Moves
Nasir Javaid Chowdhry has become

Managing Director of Medipak Limited from February
01, 2005.

New Appointments

Amir Zia has joined BOL Media Group as Senior
Executive Vice President and Editor English Daily,
BOL News.

Nusrat Javeed has joined BOL News as

Executive Vice President and Senior Anchorperson.

Nadeem Zafar (Nabeel) has joined BOL
Network as President and CEO.

Client			

Advertising Agency

Aesthetics Cosmetic Center

4 Square Communications

Lasbela University of Agriculture

Hawk Advertising & Communications

Fecto Cement Ltd.

Interflow Communications

The Career Makers

Midas Communication

Westminister Int. School & College

Midas Communication

Khayal & Sons (Pvt.) Ltd.

Oktopus 360 Media

The Monthly Moalij

Repcom Advertising

Latif Manpower Services

Unity Advertising & Marketing

A.M. International

Unity Advertising & Marketing

Al Najam International Recruiters

Unity Advertising & Marketing

Katie Benson has becomes General

Manager at Jumeirah Carlton Tower, London.
Change Of Agency

Fernando Gibaja has joined Jumeirah Zabeel
Saray at Palm Jumeirah, Dubai, as the hotel’s new
general manager.

Client

New Advtg Agency Outgoing Agency

Millennium Land

No new agency appointed Orient Communications

Development
Additional Appointments

Mahendra Mohan Gupta, Managing

Editor, Daily Jagran, has been elected Chairman, Press
Trust of India.

Hormusji N. Cama, Managing Director,

Bombay Samachar, has been elected Vice-Chairman,
Press Trust of India.

Ajay S. Shriram has been

appointed President of the Confederation of Indian
Industry (CII).

Rob Schwartz, TBWA Global Creative

Client

Agency

Universal Service Fund		
		
		
		

Maxim Advertising: for Classified Ads
( Job Opportunities, Inviting Bids of Optic
Fiber Program, Engagement of
Consultants and Technical Auditors.)

		
		
		
		

Orient Advertising: for Display Ads
(Corporate Ads and Rural Telecom
Program), Classified Ads (Special Projects
and Event Management.)

		
		
		
		
		
		
		

Ideas Workshop: for Display Ads (Speical
Project), Broadband, Optic Fiber Program
and Annual Report), Classified Ads
(inviting Bids for Broadband Projects,
Procurement of Equipment inviting to Bids
for Rural Telecom Project)Securities &
Exchange Commission
( Manhattan Pakistan cleared )

President, has been appointed CEO of the agency’s
New York branch.
Source: All Pakistan Newspapers Society (APNS)
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