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When Pemra
does not care
According to a news report, TV channels in China could lose their broadcasting
rights if they showed any advertising commercials during TV plays. This is being done
to lift the standards of cultural programs. Perhaps this is an aspect that Pemra – the
regulator looking after television and radio broadcasting in Pakistan – has not thought
much about or it is perhaps true that they are so engrossed in other problems, like
carrying out orders of the information ministry, that they have not paid due attention
to the manner in which various channels murder content in order to accommodate
advertisements. There is no stopping the manner in which Pemra issues licences left,
right and centre and the number of TV channels keeps increasing, creating a clutter on the one hand and shrinking the already limited advertising cake on the other.
Among the set of regulations that Pemra has in place for the channels, there is one
that states that a continuous break for advertising shall not exceed three minutes
and also that the duration between two such successive breaks will not be less than
fifteen minutes. The Pemra rules also require that the total duration of advertisements
in one hour of programming should not exceed a maximum of twelve minutes. Pemra
also requires that advertisements should not be excessively noisy or strident. It is a
pity that the regulatory body miserably fails on all these counts and its regulations are
flouted by its licencees without any let or hinder.
It is obvious that no advertisement break observes the three-minute rule. There
are times when these breaks extend to more than 10 minutes. It is seen that channels with larger viewerships have greater licence to have longer ad breaks. When the
anchor says it’s time for a break, viewers can easily take off to attend to other chores
because the break is so long. When the program does return to the content part,
usually a talk show, the guest who was on camera when the break occurred, forgets
what he was saying since his line of thought has been interrupted while the anchor
has the opportunity to veer off to another guest, especially if the conversation was
not going according to his or the channel’s policy. It is also not quite clear as to why
advertisers insist on repeated broadcasts of their commercials during these breaks?
They probably know very well that the viewer vacates his/her seat during the break
or switches to another channel. Why do they then keep spending their valuable advertising rupees? Is it that they don’t really care about the pointless spending of the
advertising budget – or are they captives of the media planners who slot them into
programs with perceived high viewerships – statistics that really have no connection
with reality?
If Pemra rules require that the total duration of advertisements in one hour of programming should not exceed a maximum of twelve minutes, have those who matter
at the Authority ever asked any channel if it is observing the rules and, if not, why the
violation? Pemra’s functioning is certainly not focused on regulatory issues and the
organization does not seem to care as to how and why its rules are being ignored.
For any TV channel worth its salt, advertising is its lifeblood and Pemra cares more
for this premise rather than ensuring observance of its ground rules. One day, in fact,
things may come to a point when there would be just 12 minutes left in the program
for the content while the rest of the hour-long program would be devoted to advertisements and Pemra would not have any objection to this because it ignores the fact
that it grants licences to TV channels for purposes of public information, education
and entertainment and not for advertisers to shove their commercial messages down
the throats of the people ad nauseam.
And what about the Pemra rule that forbids ads to be excessively noisy or strident?
The volume levels of TV commercials are deliberately jacked up to extra high sound
levels as compared to the rest of the program content because this is what suits the
advertisers. They want only their advertising message to be heard loud and clear and
they know that Pemra does not bother about the content part.

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

SLOGAN July 2015

3

08

Cover Story

News

14

Editor’s Desk		

03

Letters		

07

Cover Story		

08

Endeavour

26

National News		
International News		

14
18

Endeavour		
Follow the Dream

26

Dialogue		
Sunil Sarfraz Munj

22

Profile		
Faisal Qureshi

28

Pipeline		
Forthcoming Films

24

Event		
A Fragrant Evening

30

Radio – the Lost Medium

Demise of Radio
Down But Not Out

4

SLOGAN July 2015

Profile

28

Quotes...

30
Event

26

Pipeline

Dialogue

22

Reviews		

32

Film - Hamari Adhuri Kahani
Music - Experiment Gone Bust
Campaign - Kung Fu Girl		

Opinion		
The Future of Pakistan’s
‘New-Age’ Cinema

34

32

Film

Toolkit
36

Research
5 Basic Methods of
Market Research		

37

Corporate Moves		
Ins & Outs

38

‘I believe that a person
should take dramatic and
drastic decisions at his
peak.’
– Prince Alwaleed bin Talal,
Saudi tycoon.
‘It´s not that I have
come to know Amitabh
recently. I´ve known him
from the time he came to
Bombay.’
– Javed Akhtar, film writer.
‘The PTV Academy
could have turned
out high quality and
skilled performers and
producers had it been
allowed to survive.’
– Haseena Moin, TV writer.
‘I would work in
Bollywood if a good
film is offered to me,
not otherwise. Not like
Jawaid Sheikh who is
doing crappy roles which
he really shouldn’t.’
– Shan, film actor.
‘The younger lot has
talent, but they need to
be trained.’
– Sahira Kazmi, TV director.
‘None of the authorities
involved in the making
of Bajrangi Bhaijan
approached us to
acquire the rights to the
qawwali.’
– Amjad Sabri, qawwal.

Focus
Room for More TV Channels?

Going Viral is Infectious		

‘There is nothing
wrong with intellectual
differences flowing from
freedom of thought as
long as such differences
remain confined to
intellectual debates.’
– Pervez Musharraf,
former President of Pakistan

33

Campaign

‘I have always wanted to
promote a softer image
of the country.’
– Reham Khan.
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Letters

Young and
Dabangg!
It is refreshing to see a crop of
new TV actresses emerging in the
local showbiz industry. They are
educated and talented and also
have a professional attitude and
sincerity as depicted in their recent
performances in many drama serials. Names like Mehwish Hayat, Mahira Khan, Sanam Jung and Sanam
Saeed have been performing in various TV productions and we can easily note an added maturity in
their work. Their popularity across the border is no more a matter
of surprise. We wish them the best and hope they will bring more
good to the industry.
Bushra Saeed,
Sukkur

WOW Animation
Recently I had the privilege to
watch 3 Bahadur, Pakistan’s first
computer-animated feature film.
No doubt, the film is impressive
and stands equal to animationbased productions made by in Hollywood. Primarily revolving around
the kids’ heroics, 3 Bahadur goes
beyond one’s expectations as far
as the use of the latest software applications and modern animation tools are concerned. Sound mixing is done at a highly professional level and scenes cleverly joined to offer a smooth viewing
experience till the end. On the whole, this first Pakistani animated
film has become a source of pride for all of us and must be appreciated and admired in all media.
Syed Danial Muneeb,
Chitral

Ramazan Razzmatazz

Ethical Advertising

Right from the start of the Holy Month of Ramazan, all TV channels air exclusive Ramazan transmissions throughout the day
and bring unique entertainment to TV viewers, full of knowledge
and fun-filled game shows. To increase TV ratings, the trend has
given rise to putting more spice
and these programs are becoming more commercialized day by
day. As a result, many Ramazanoriented shows are no more informative for viewers, which is
not a good sign, considering the
sanctity of the holy month. In my
opinion, there must be a balanced
approach and TV channels should produce programs that are
more informative and educational and less promotional.

As per the latest advertising trends, the depiction of children in
advertisements and TV commercials is not just restricted to kidsoriented products (noodles and diapers), but kids
are also featured in an entire
range of other products and
services. They are also featured in ads of products that
you will never want to be even
touched by children. Some 70
percent of advertising entails
products consumed by adults
only (e.g. shaving cream). Due
to children’s unconditional acceptability and unrestrained in- clination towards all sorts of
advertisements, marketers and advertisers should consider employing precautionary measures and keep ethics in mind before
producing the ads and broadcasting or publishing them.

Naira Khursheed,
Karachi

Professional Exposure
In Slogan last month,
it was a treat to read
Zahid Ghauri’s exclusive interview. Being
a leading professional
photographer, Ghauri
has captured thousands of classic images
and amazing pictures
and is really an asset for
the industry. Other than
having an exceptional
working experience in the
field, Ghauri is a real mentor
and has been teaching
photography as an exclusive subject in various media schools. I
think Slogan must cover more people like Ghauri as those behind
the camera seldom receive any coverage, particularly in the print
media.
Talha Anis,
Lahore

Safoorah Khan,
Multan

Leading Pakistan
It is a pleasant surprise for all of us that Pakistan will hold Asia’s
first and the world’s 9th Smartphone Film Festival in September
2015. Hollywood filmmaker Ruben Kazantsev will arrive in Karachi to inaugurate the festival. Being held by is mart Films in collaboration of the world’s
renowned phone Film
Festival, the upcoming Smartphone Film
Festival will feature
smart movies, films
and documentaries
produced by the local
filmmakers by using
their smartphones. I
believe the festival will
offer a unique opportunity to potential filmmakers in the country to
showcase their talent by using smartphone in innovative ways.
Munazza Sarosh
Islamabad
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By Samina Wahid

R

adio in Pakistan has come a long way
since the first broadcast went on air in
1947 via the public radio broadcasting network Radio Pakistan. With a wide range of
news and entertainment services, Radio
Pakistan’s mission was to educate and entertain people through music, features and plays
while educating the masses.
Fast forward to 1994 and we have Pakistan’s first FM channel – FM100 – set up by
Radio Pakistan that began its regular transmission on March 23, 1995. Today, there are
more than 116 private radio stations including regional and FM channels that provide
information and entertainment to not just the
urban population but to rural segments as
well. Thus, radio’s reach is higher than that of
newspapers (especially since a large chunk of
the population is illiterate) or even television.
Still, advertising spend on radio remains

8
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low.
A quick comparative analysis between radio, print and television reveals that TV enjoys
the highest advertising spend (around Rs21
billion) followed by print (Rs7.7 billion) and finally radio (Rs1.42 billion, out of which FM 101
enjoys the biggest share of advertising). While
radio is perhaps the most accessible medium
in Pakistan, advertisers are still reluctant to
use it for communicating their messages. The
fact is advertising on radio is a very viable option, one that demands budget and strategy.
Radio works as a support medium as well as
a launching board mainly because it is everywhere and for everyone.
Radio airwaves are accessible to anyone
with an interest and a device which, by the
way, is a lot more affordable than getting a
television set or a computer (for digital access
of news and entertainment programs) thanks
to the widespread use of cellphones with FM
radio options. Most people today are tuned

in to their radio sets which is truly an advertiser’s dream come true – they have the undivided attention of an audience that is all ears.
In fact, a study on the effectiveness of radio
in marketing for business conducted by the
Research Journal of Social Science & Management showed that retention levels of radio
advertising are higher, especially in the case
of female FM listeners. This has strong implications for companies that cater to the female
population in some way. The study also found
that a good 15 per cent of the respondents
made a purchase on the basis of a radio ad
or jingle which, in adspeak, is an impressive
figure, and says volumes about the effectiveness of radio as a tool for marketing.
FM radio is a powerful medium as it is relatively low-cost to set up and easy to operate.
The business proposition of placing localised
advertisements in local stations can be an
attractive option for advertisers as it gives
them communication efficiency. The concept

Cover Story

8 reasons to
advertise on radio
If you’re going to advertise, it makes sense to spend your advertising
money where you get the most results, that is, radio! Here are some reasons why radio can be your best choice.

1. Radio sells with immediacy.
Research proves that radio reaches consumers within two hours of
their largest purchase of the day. There is no better time to reach customers than on their car radio while they are going to shop.

2, Radio sells everywhere.
Radio is the only true mobile medium. In the car, at work and at play,
it is there - a companion and an advertising force your customers take
with them wherever they go.

3. Radio cuts through advertising clutter.
Today’s newspapers average 2/3 ad copy to 1/3 editorial copy. TV
spends about 1/3 of its time on advertising. Today’s radio, at about 10
minutes of advertising per hour, devotes less than 1/5 of its time to ads.
This means that Radio is an uncluttered medium.

4. Radio is cost-effective.
Newspaper ad rates are up, TV ad rates are up. But radio advertising
costs have grown less than any other major form of advertising.

5. Reach is nice, but frequency sells.
of local FM networks has been
partly leveraged
and needs to
be stimulated
in the more exciting direction of community radio through which advertisers
can target very specific audiences.
Radio has the power to capture local advertisers with a local market focus and can do the same for multinationals as
well. As a medium, it can offer consumer insights like no other
medium, especially since the cost is low but the return on investment is high. Given that ad recall for radio is high as are
the purchases made on the basis of radio commercials, advertisers must revisit their budgets and strategy towards radio
advertising. It is the medium that evokes smells, sensations
and visual images, thus bringing the listener’s imagination into
play and, therefore, can be effectively used for brand communication and positioning. Radio is certainly not a ‘lost’ medium
and advertisers are missing a great opportunity by not using
it to the full.

Newspaper and TV are reach media - they reach varying numbers of
people. Psychologists tell us that consumers need to be exposed to an
advertising message at least three times before it begins to penetrate.
Most local businesses cannot afford the necessary three-times-plus
frequency that effective advertising demands - except on radio.

6. Radio’s targeted advertising sells.
Radio’s variety of formats allow you to pinpoint your advertising at the
station or stations that best match your customer’s interests. Radio’s
unique targeting ability saves you money.

7. You’re always on the front page with radio.
With radio advertising you are front and center in the listener’s attention
span when your ad is on air. You’re never buried on page 19 and you’re
never surrounded by your competitor’s ads.

8. Radio is an active medium in an active society.
Passive forms of advertising simply list merchandise or tell you where a
product is available. Radio is an active medium capable of stirring emotion, creating demand and selling your product or service. Today’s hotly
competitive marketplace demands an active medium. That’s radio!

SLOGAN July 2015
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Demise of Radio
R

adio as a mass medium died
the day television arrived in
Pakistan. This was back in 1964.
Television must have killed radio
in a similar fashion in other geographies as well. Prior to this, radio ruled the roost as the primary
advertising medium in Pakistan.
Probably it was in the early 60s
that radio emerged as a viable
advertising medium when the
Commercial Service of Radio
Pakistan was launched. Those
were the days of the Medium
Wave. There
were
no
microwave
links
and
there were
no FM stations then.
The network
of radio stations
was
limited
to
close range
broadcasts
as the medium wave did not go very far – and the
broadcasts of each radio station were confined to a particular city and its environs.
Today, the radio network across Pakistan
on MW, SW and FM is very extensive and
more inclusive – and it covers the rural
population like no other medium. Pakistan
Television may claim 90 percent coverage but PBC enjoys 100 per cent coverage. Even in the cities, in addition to AM
(or medium wave), the advent of FM radio
has made inroads into large population segments. But who listens to the radio in this
day and age!
There was a time when radio was the only
entertainment medium and radio programs
– drama, music, quiz shows, etc. - commanded captive audiences. Radio artistes,
though not known by face for most people,
were celebrities and had loyal audience
followings. There was not much choice in
those days in terms of channels, listeners
relied on Radio Pakistan to provide them the
entertainment – and they were quite happy
with what they got.
Music entertainment, in the form of film
songs in ‘farmaishi programs’, was broad-
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One great aspect of radio was cricket
commentary and the memorable commentators - all the way from Jamshed Marker
and Omar Kureshi to Iftikhar Ahmed and Chishti Mujahid. These people did commentary
in English and it was a treat to listen to them
describing the proceedings of the game. Radio being the only ‘live’ means of following
cricket would bring the game right into the
enthusiast’s home. The way cricket commentary was
done in those
days offered
a great sense
of joy and
knowledgeable
entertainment
compared to
what today’s

cast from the Pakistani and Indian radio stations.
People tuned into
India’s Aakash Vani
as well as Radio Ceylon whose Binaca Geet
Mala was very popular. There was many a
film playback singer in those days – Nur Jehan, Rafi, Lata, Mukesh, Mehdi Hasan, etc.,
whose early careers depended a lot on radio. Radio Ceylon also put out a program of
English songs and music on Sunday mornings. While Ameen Sayani ruled the waves
on the Hindi/Urdu radio channel, his brother
Hameed Sayani was king of the English language channel. For news, people who wanted a dimension beyond the news bulletins of
Radio Pakistan, would tune in to BBC Radio
and get a different flavour of news – that is if
they could get BBC on Short Wave. Those
were also not the days of clear reception as
what FM broadcasts offer today.

live television broadcasts present. It was radio again which turned the cricket commentators into veritable celebrities.
Why is it then that radio has been relegated
today to the status of a ‘lost’ medium while
its place has been taken over by television,
print, outdoor – and even the internet? It is
perhaps because life has become so fast
that it has overtaken the medium. Now people get their entertainment and news from
television or the internet (through the computer or the mobile phone) while some also
rely on print (newspapers and magazines).
These are the media that attract audiences.
The act of listening to the radio is not looked
upon with much favour in Pakistan or anywhere else in the world. Only those tune in
to FM stations on their mobile phones who
want to keep in touch with the cricket score.
The FM radio in the car also entertains but
only for so long as one is driving. No one
carries a separate radio set to follow radio
programs. Such a pity.
– J.A

Cover Story

Down
But Not Out
Radio advertising was the first point of contact
between customers and businesses.

By Mahrukh Farooq

W

hen radio made its debut back in the
late 19th century, few expected that
‘wireless’ communication, in which intangible signals could be transferred through
the air over long distances, would ever be
competitive in a world dominated by telegraph and the telephone. From establishing
connections between ships at war to broadcasting all kinds of programming, radio had
successfully been able to make the transition from just being an object of curiosity to
becoming a tool for a new kind of communication.
Once radio stations began to operate on
a regular basis, concerns emerged related
to the manner in which these stations would
be able to support themselves financially.
In the U.S, AT&T announced in February,
1922, that it would begin selling ‘toll broadcasting’ to advertisers, in which businesses
would underwrite or finance a broadcast in
exchange for being mentioned on the radio.
Thus, the first paid radio commercial was
born on August 28, 1922, courtesy WEAF
of New York for the Queensboro Corporation advertising an apartment complex in the
newly expanding neighbourhood of Jackson
Heights. As the industry developed, many
stations began to experiment with different
formats. Radio broadcasters were encouraged to deal with relevant advertisers directly to sell tie-in commercial spots for established radio programs.
In Pakistan, the first era of advertising
(1947-1964) can be characterized by a small

number of players in the newly formed advertising industry; very few businesses were
taking advantage of new and innovative advertising techniques and reach was limited
to mainly urban geographic regions, that too,
through print ads. Radio emerged as a new
promising advertising medium by around the
mid-60s along with television that began to
make a drastic change in existing advertising practices. The Pakistan Broadcasting
Corporation (PBC), then known as Radio
Pakistan, enjoyed a reach that spanned
major cities, thus making the proposition all

the more lucrative. Earlier, advertising done
through radio was merely restricted to announcements which later evolved to jingles,
musicals and poetry, to increase recall.
The immense amount of influence that radio holds is no secret to anyone. The mere
nature of the medium ensures connection
and impact across widespread regions.
According to Marc G. Weinberger, Leland
Campbell and Beth Brody, in their book, Effective Radio Advertising: A Guide to Winning Customers with Targeted Campaigns
and Creative Commercials, some of the
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Regression Co-Efficient Table Analysis and Interpretations

International Review of Basic and Applied Sciences

most unique strengths of radio include reach,
targetability, cost-efficiency, frequency and
creativity. When used correctly, i.e. with the
proper station formats, radio copy and strategy, radio advertising “has the unique ability
to reach any number of highly selective demographic groups who, subsequently, may
take actions (i.e., buy a product advertised
on radio) to help increase an advertiser’s
buying line. The authors of the book have
gone on to say that radio is an “omnipresent
medium” or, as some experts refer to call it,
“a ubiquitous medium – the medium that is
with consumers from the time they awaken
in the morning until they go to bed at night.”
Studies conducted by the authors have
shown that those who listen to the radio,
“view it as the most useful advertising medium for information when they shop, and
there is strong evidence that consumer
shopping and radio advertising exposure are
much more proximate than for any other advertising medium. In other words, timing is
everything.” These, combined with the medium’s ability to target and reach very specific
audiences, its cost-efficiency as compared
to other media, its ability to reach very high
frequencies in short periods and its ability to
let listeners use their imagination to create
mental images of the messages, makes radio an extremely impactful medium.
With the advent of numerous FM channels in
Pakistan after FM 100, was launched in 1994,
researchers became involved in conducting
various studies in order to correctly determine
the effects of these channels on Pakistani
society. According to the Gallup Survey Paki-
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stan, the percentage of FM 100’s listenership
has been erratic at best. However, the figure
continued to remain at the higher end of the
spectrum until 2002 when the total listenership
stood at 85%. Many factors played a role in
the maintenance of such popularity. These included easy tuning systems, listener-oriented
programs, access to all classes of society,
the encouragement of listeners’ participation
during programs and 24-hour transmissions,
among others.
A recent study conducted by the International Review of Basic and Applied Sciences
for the city of Peshawar in July 2013 painted
a rather different picture of the popularity of
radio. An analysis of responses from participants of the survey and the overall assessment
of consumer behaviour in the region, revealed
that radio had the weakest impact along with
other contenders such as point-of-sale, flyers,
television, banners and print media. The media
with the strongest impact included billboards,
internet and word-of-mouth.
Still, one cannot ignore the prevalence of
the medium in rural areas, particularly where
television has yet to reach and connect with
audiences. Many individuals rely on this particular medium as a great source of information related to daily events and current affairs taking place in the country and around
the world. Conversely, in urban areas, daily
commuters while traveling in their cars or on
public transport turn to one of the many radio channels currently in existence for their
entertainment and informaion needs. Therefore, the problem lies not in the frequency
of listenership as outlined by the study con-

ducted in the urban area of Peshawar, but
rather its nature; for many residents in urban
areas, the objective of listening to radio is
purely for entertainment purposes.
The arrival of digital media and the overall shift in the consumer tendency to place
more significance on visual rather than auditory impact has had a direct effect on the importance of radio in Pakistan. Now, people
turn to their phones to get the latest information on a topic of interest. In addition, visually appealing banners and billboards placed
at strategic locations in the city make up for
the ‘timing is everything’ factor previously
held by radio. This has probably been one of
the reasons why many advertisers are now
steering clear of radio and moving towards
media which they deem to carry the most
impact, such as digital media and OOH (Out
of Home) tools. More impact means more
revenue, resulting in radio to fall out of favour
with a large number of advertisers. According to a report from the Pakistan Advertisers
Society, total advertising on radio decreased
by 3.93% in May 2015 as compared to April
2015. Still, an average number of 4,440 ads
per day were being broadcast on FM stations in Karachi.
Radio may be down but it is definitely not
out. There is still a lot of potential to be taken
advantage of in terms of reach and overall
cost efficiency. Rural areas still place a lot
of significance on the medium as their main
source for all kinds of information. If utilised
efficiently, companies and advertisers can
exert the right of impact on their target market with radio.
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National

Slug N ews

I

Versace Inspired by PIA Fashions

t comes as a great compliment to Pakistani designers when the fashion world in Paris is inspired by their creations. This is what happened
when Versace presented its Menswear Collection for Summer 2015 and
it was clear that some of the designs had been inspired by Pakistani
fashions, more particularly by Nomi Ansari and the fashion styles he
did for the cabin crew of Pakistan International Airlines. The latest Versace Menswear collection bore a striking resemblance to the Pakistani
shalwar-kameez in general and the styles and colours that Nomi Ansari
had crafted for PIA, in particular.
Donatella Versace herself provides artistic direction to the colour pal-

ette used by her designers and she is a great believer in solid block
colours in the basic green, red and blue range. This time, however, she
seemed to be quite moved by the deep colour palette that Nomi Ansari
had used for his winning PIA cabin crew outfit designs.
The Versace couture collection this summer seems to have made
especially good use of the hues that were so dominant at the PIA ramp
show and caught a special eye of the judges. From the deep blues and
hot mauves to eye-catching grays, the colour palette had made quite a
mark at the PIA fashion show.

‘Bhar do Jholi’
Controversy

T

Adnan in Salman film
A
dnan Sami Khan is the second Pakistani who will feature on the soundtrack
of the Salman Khan-starrer Bajrangi Bhaijaan. The first was Atif Aslam. Adnan Sami
Khan will lend his vocals to the first qawwali
of his career.Though Adnan has done many
songs for Indian films but he has never appeared in any of the films. The video has

been shot inside one
of Kashmir’s famous
shrines, the Aishmuqam Dargah, where no
other film has been shot before. The qawwali titled ‘Bhardo Jholi Meri’ is inspired by
the Sabri Brothers’ original qawwali and,
according to director Kabir Khan, is Salman’s favourite.

Plagiarized Designs
D

esigner Nida Khurram has been accused of copying
the illustrations of a freelance Portuguese artist Antonio Soares in her new line of digital print clothing for summer.
The accusations were leveled by Soares who discovered Nida’s new line on social media and pointed out how
she had copied his designs without giving him credit. His
post went viral and within hours, social media was abuzz
with Nida Khurram’s design controversy.
Meanwhile, Nida initially responded to the allegations of
plagiarism calling her collection ‘a tribute’ but the statement was later deleted.

14 SLOGAN July 2015

he Bhar Do Jholi qawwali was
revamped with the voice of Adnan Sami Khan for the Salman Khanstarrer Bajrangi Bhajain and went viral soon
after its release. However, it received mixed
reviews, with many finding it bland owing to
the incompatibility with Adnan’s sweet vocal
texture for something as raw as a qawaali.
Pakistan’s biggest record label EMI Pakistan
and Amjad Sabri qawwal, heir to the famous
Sabri brothers, called for legal action against
the producers of the film and the qawwali.
The version used in the film was reworked
by well-known composer Pritam Chakarborty. Amjad Sabri was not only unhappy
by the work ethics of the Indian producers
but was also disappointed at the quality of
the Indian version of the qawwali.

National
N ews

Telenor-Hum Bridal Couture
T

he tenth Bridal Couture Week
organized by HUM Sitaray and
sponsored by Telenor, was held in
Karachi in June. The HUM Network partnered with Telenor
as the main sponsor of the
three-day fashion extravaganza. It was the highest profile fashion event in
Pakistan and one of the biggest and most sought after bridal
fashion platforms in South Asia.
The three-day event showcased top designers from Pakistan as well as the creativity of
Amato Haute Couture from
UAE.
Acclaimed actor Mansha
Pasha presented the Telenor Karo Mumkin collection
by Ayesha Ibrahim while
the young Suhai Ali Abro
showcased Shazia Kiyani.
Zhyalay Sarhadi wore

the showstopper for Sana Abbas;
Hira, Mani, Saim And Sana Fakher
donned the designs for Goal by
Fozia Ahmed, Lahore film industry star Sahiba walked for DSS
by Dureshahwar and Aijaz Aslam
donned the styles for Junaid
Jamshed. Speaking about the
event, Sultana Siddiqui, President of HUM Network, said: “It
has always been HUM Network’s goal to project a positive image of Pakistan. I am
delighted.”
The Telenor Bridal
Couture Week created
a feeling of opulence
and grandeur and it
was interesting to
see the models gleefully walking the ramp
while chaos reigned supreme in other parts of
the city.

Zara Lawn
Launched
Z
ara Shahjahan has
launched her Eid
Lawn 2015. It comprises eight designs
that feature experimental jungle prints
in a dynamic colour
palette with pastel
undertones. All the
pieces have been embellished with ethereal
embroideries, except
for two that make
use of Swarovski elements, adding luxury,
exclusivity and sophistication to the
trendy outfits.

Faizan’s Passion
F

aizan Ahab, an architect and an artist launched Islamabad’s first
dance academy in 2009. He offers complete packages and crew services and has become the one-stop shop for all festive occasions in the
capital.
“It all started when I was contacted by someone who had seen me
train my friends for a dance session at a wedding, to teach a bunch of
strangers for another wedding and then it never stopped”.
Ahab mainly teaches Bollywood style, contemporary dance and finds
satisfaction in each step of his profession. He feels that dancing is considered a forbidden fruit in Pakistan because people haven’t tried to
question the convictions or separate the vice from the notion. However,
people’s perceptions, especially the newer generation’s, are definitely
changing.
SLOGAN July 2015
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Golden Chick coming to Pakistan
U

S based fried chicken chain, Golden
Chick is all set to hit Pakistan soon.
Three Golden Chick restaurants are scheduled to open in 2015 while the number could
go up to 30 in subsequent years.
Currently operational in 147 locations, the

restaurant chain is known for serving fried
chicken and other fast food items including
sandwiches, golden tenders, rolls, shakes,
etc.
Among the three initial restaurants, one
would be opened in Lahore while two others would be set up in Karachi and a smaller
town.

First Smartphone
Film Festival

P

akistan will become the first country in
Asia to host a Smartphone Film Festival. The film festival will be the 9th of its
kind on a global level, but the first in the
region. The event will take place in September this year. The film festival is open
to both movies and documentaries, with
the only condition being that films will be
made on a smartphone.

Pepsi’s Eco Friendly Lighting
P

epsiCo Pakistan launched ‘Lighting up Lives,’ a nationwide campaign created by Walter Pakistan that invited
consumers to help deliver eco-friendly lighting to underprivileged communities by buying a bottle of Pepsi during
Ramadan.
Pepsi is the global partner of Liter of Light, an organization
dedicated to bringing eco-friendly lights to people living without electricity. Using simple, green technology, Liter of Light
turns empty multi-serve plastic Pepsi bottles into solar-powered light sources, which have been deployed in communities
across the Philippines, India, Indonesia and Pakistan.

Gift of Sight
T

he LRBT (Layton-Rahmatullah Benevolent
Trust) is dedicated in very strong terms to
the belief that no man, woman or child should
go blind because they cannot afford
the treatment. In its 29 years of
existence, it has rendered invaluable services for Pakistan’s
blind. During the year ending
June 2014, some 2.5 million
patients visited its 17 hospitals and community health
centres spread all across
Pakistan.
The LRBT dream is of
a blindness-free Pakistan
and it is pursuing this mission with a singular com-
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mitment and passion.
The organization’s latest annual report,
which is dedicated to the youth of Pakistan,
brings out the endeavours of LRBT in a very
focused manner. LRBT says in the
report that it wants to give
disabled youth a chance
to build a future by making them productive, able
to stand on their feet and
look after their family. It
says it believes in transforming lives by giving them
the gift of sight.

T

Celebrating
Cotton

he Pakistan Mercantile Exchange has
featured the Pakistan cotton industry
in the 6th issue of its newsletter ‘Pulse’. Titled
‘Weaving Ties with
the World,’ Pulse celebrates the national cotton industry and says
that Pakistan’s cotton
is regarded as the best
among varieties of cotton of similar staples
grown elsewhere in the
world.

National
N ews

No to Internet Taxes

Telenor, Facebook Internet
Initiative
F
acebook has partnered
with Telenor to introduce the internet.org initiative. This allows people to
develop and browse certain
websites on the internet for
free. The initiative aims to
provide internet access to
those who can’t afford it. It
has been introduced in six
countries so far while Pakistan is the seventh country. Telenor users
in Pakistan will be able to browse at least

20 websites for free using internet.org,
including Facebook.

PTCL’s gets Harvard
Program

P

TCL has introduced the Harvard Manage Mentor (HMM) program for the
training of its senior management.
The Harvard Manage Mentor is a 44-
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EMI and
Patari.pk

L’Oreal Reality
L

’Oreal Paris has
come up with
augmented realitybased ads to promote their products
and to celebrate the brand’s 30 years.
Featuring Pakistani model and
actress Sabeeka Imam as Snow
White in retro settings, the digital story takes viewers through a
fairy tale version of L’Oreal’s latest lipstick range.

he Pakistani digital community has rejected
the newly imposed internet taxes by the
Government of Punjab and blacked out their
websites home pages to register their protest.
The protest is the result of a 19.5 per cent
GST levied by the Government of Punjab on all
internet services in Pakistan. This includes 3G,
4G, EVDO, fiber and DSL services, with PKR
1500 or more monthly bill rates on those with a
broadband speed of 2 Mbps and above.
Outraged at the high GST rates imposed on
internet usage, the entire digital community, including digital publishers, internet service providers, and IT organizations,
have come together to
protest.

Augmented Reality is one of the hottest
new trends in advertising and can be defined as a digital layer over the real world,
thus creating a surreal appearance of the
real-world environment for viewers.

P

akistani music streaming website
Patari.pk is facing the threat of legal
action from EMI, a leading music label
in Pakistan. Patari allowed music lovers
access to Pakistani music since its beta
launch a few months ago. However, EMI
has threatened Patari with legal action,
given the copyright violations that the latter has committed. It is likely that Patari
will remove up to 60,000 Pakistani songs
from the website – around 70% of all music produced in Pakistan.
While EMI is insistent it has no issues
with Patari itself, it says Patari must seek
consent before uploading music on its
website. Patari must obtain the licensed
rights to the music it chooses to make
available to users.
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Starbucks goes Digital
N

ow that Starbucks is done selling physical CDs in its 7,000plus stores in the US, the coffee chain isn’t ready to abandon
music altogether. The company has announced that it will be partnering with Spotify for a multi-year deal in which the streaming service will bring its ridiculously named playlists to Frappuccino lovers
everywhere. In return, Starbucks will promote Spotify in its stores
and on its popular rewards app. The playlists, which will reportedly
be curated by both Starbucks customers and employees are set
to hit a Starbucks speaker near you.

The
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Scandal
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Success of Filipino
Radio in UAE
F

ilipino radio channel Tag 91.1, broadcasting to the community n the UAE is giving
listeners the opportunity to win a fully furnished luxurious hotel apartment for a year.
The station was launched two years ago
and sits alongside some other successful radio brands in the country such as Virgin Ra-
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dio Dubai and City 1016. Says Steve Smith,
ARN COO, “We are blown away with the
success of Tag 91.1 and how it has come to
dominate the media landscape in entertaining the entire Filipino community in the UAE.
Mobile connectivity and interactions have
been key to the success of this brand.”

INTERNational

N ews

Small Cell Summit Award
G

lobal outdoor advertising company
JCDecaux SA was recognised as
“Small cell technology and deployment enablers” at the Small Cell World Summit.
JCDecaux develops intelligent and aesthetic solutions for integrating small cells
into the urban environment while facilitating the involvement of cities and local
operators. Its diversity of technological
collaborations brings together various
players for the development of connected

street furniture. Since
2014, technical cooperation with Alcatel-Lucent
and Huawei, the agreement with Vodafone and
the deployment of 4G transmitters in Amsterdam’s bus shelters have contributed to the development
of an ecosystem that supports improved
urban connectivity, helping drive the formation of “Smart Cities”.

New Arabic Channel Launched
I

mage Nation has partnered with Discovery Communications to create and launch a new
Arabic language TV channel for the Middle East and North Africa. Called Quest Arabiya, it
will be free-to-air and will go live in the final quarter of 2015.
The channel, whose focus is male-oriented factual and reality programs, will be a combination of locally produced original material and Arabized content from Discovery’s library of
non-fiction shows. Aimed primarily at Arab men aged 16-44, but with material that will appeal
to the entire family, key programming genres will include adventure and survival, motoring,
engineering, wildlife, history and people and places.

Shilpa Sick of
Selfies
U

nlike moving out in the hot and humid weather for shopping and inviting unwanted attention from her fans,
Shilpa Shetty likes to buy products online
or abroad. “Who has the time to go and
buy these products outside? How can I go
and buy? Firstly, I hate shopping in India
because of this ‘selfie’ culture as it kills my
shopping experience.

Tough for
Halle
H

alle Berry has
admitted that
her transition from
Hollywood films
to a weekly television show was
‘tough.’ “The hours
were brutal. I just was
like a deer in the headlights,” she said.
The show featuring Halle as astronaut
Molly Woods was renewed in October for
a second season that premiered on July 1.
The actress portrays the mutant superhero
Storm in four of the live-action X-Men movies.

Vidya Balan Wishes
to Play Indira Gandhi
A

fter Dirty Picture in which she played a character inspired
from Silk Smitha, Vidya Balan has become the diva-in-demand for biographical films. Which is perhaps why she wishes to
play Indira Gandhi now. She also been offered to do films based on
the lives of late singer Subbulakshmi and actress Suchitra Sen as well as
Benazir Bhutto. She has, though, denied being offered the role of Benazir
Bhutto. She was approached for Suchitra Sen’s role but she chose not to
do it because the film was in Bengali and also because Vidya believed that
one of the granddaughters of Suchitra Sen, Raima Sen would be fit for the
role based on her resemblance to the late legendary actress.
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When Covers Sell
W

ith newsstands heavy on celebrity titles, consumers often devote mere seconds to each before making their selection. Will it be “Angelina’s Shrinking
Waistline” or “Britney’s Gone Bald”? Or perhaps another “Jen’s Post-Pitt Hopeful”
spread?
But who’s the best bet? Jennifer Aniston, according to Forbes’ first-ever analysis
of the top-selling celebrity faces.

Celebrity Ads Questioned
A

dvertisements featuring endorsements
by celebrities are “less effective” than
those featuring ordinary people.
Research by the University of Bath and
University of St Gallen, Switzerland, found
“keeping up with the Joneses” was people’s
main motivation when shopping.
Only one in five students who were
shown two magazine advertisements favoured the fictitious, celebrity-endorsed
one.

Top Celebrity Endorsers
Catherine Zeta-Jones
T-Mobile - $20 M
Angelina Jolie
St. John - $12M
Nicole Kidman
Chanel No. 5 = $12M
Gwynweth Paltrow
Estee Lauder - $3M
Charlize Theron
Dior & Raymond Weil - $8.5M
Julia Roberts
Gianfranco Ferre - $5M
Brad Pitt
Heineken - $4.5M
Scarlett Johannsen
L’Oreal - $2M
Penelope Cruz
L’Oreal - $2M
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twofour54 Collaboration
I

n an initiative aimed to enhance communication and collaboration between government entities in Abu Dhabi and the UAE,
twofour54 recently held its first Government
Connect event, which introduced its services and initiatives to 150 government officials
and professionals representing 82 bodies.
HE Noura Al Kaabi, CEO of twofour54,
commented, “Ever since its establishment
in 2008, twofour54 has evolved to become

the leading hub for creative professionals
and local talent development in the media
industry. The Abu Dhabi government community no longer needs to look abroad for
world-class media, production and communication services; they are provided here at
home through twofour54’s comprehensive
offerings and we are proud to make such
high calibre services accessible to federal
and state entities in the UAE.”

Who is Sidney Blumenthal?
H

e is the fiercely loyal and deeply connected former aide to President Bill
Clinton and has played many roles – both
officially and unofficially – for the Clintons.
But despite his proximity to power, Blumenthal remains relatively unknown outside
elite political and media circles.
A treasure trove of Clinton emails, released
by the US State Department, revealed new
details about the extent to which Blumenthal had unofficially advised Hillary Clinton
on several issues during her tenure with the
agency, including acting as

a go-between to try to persuade the former
secretary of state to help support Tony Blair’s
bid to become EU president.

IPN to do PR
for ASUS

I

mpact Porter Novelli (IPN) has been
named the PR agency for ASUS, a global technology brand, which manufactures
software and hardware elements ranging
from motherboards, servers and networking devices to PCs, notebooks, tablets
and smartphones.
With roots in Taiwan, ASUS is a worldwide consumer notebook vendor and
maker of award-winning motherboards.
ASUS designs and manufactures products that focus on meeting the needs
of today’s digital home and office, with
a portfolio that includes motherboards,
graphics cards, optical drives, displays,
desktop and all-in-one PCs, notebooks,
netbooks, servers, multimedia devices,
wireless solutions, networking devices,
tablets and smartphones.

Sandra Slams Media
S

he may have been dubbed the World’s Most Beautiful Woman, but Sandra Bullock is fed up with the
media’s constant focus on appearance and age.
In an interview, Bullock reflected on earning People magazine’s annual Most Beautiful title, which she said
she accepted only after she was guaranteed a platform to discuss the women she finds inspiring. “The media
is setting a nasty standard for how we talk about women,” the actress explained and she wants to change the
conversation.

China Bans Ads
C

hina will ban TV stations from
airing commercials during broadcast of TV dramas as the government
tightens control over media and the
internet.
TV stations could face a reprimand
or the loss of their commercial broadcast rights if they air any advertising
during the 45-minute episodes.
The rule is meant to “lift the standards
of public cultural services” and “protect the people’s basic cultural rights,” the regulator said.
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PakWheels.com has emerged as a one-stop website for everything related to
automobiles. Chairman Sunil Sarfraz Munj talks to Slogan in this exclusive interview.
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PakWheels.com is Pakistan’s first ever online marketplace for cars, or ‘classifieds’ for cars, encouraging buyers and sellers to trade all kinds of vehicles, both new
and old, regardless of make or model. It is also a first of
its kind web portal with an extensive resource library on
various automobiles. It provides an interactive forum that
enables car enthusiasts to engage in conversation and exchange ideas.
Suneel Sarfaraz Munj, the Chairman of PakWheels.com
talks about the inroads the website has made in the auto
sector and the company’s future plans.
What role has PakWheels played in the Pakistani auto
sector?
Before PakWheels, buyers and sellers used newspapers,
car bazaars or dealers to buy and sell their cars, which was an
utterly time consuming and cumbersome process. Now, with
PakWheels.com, not only can buyers and sellers meet, but
they can also conduct relevant research on their desired vehicle, get valuable info from reviews of a particular model, troubleshoot various car-related problems and engage with other
like-minded car enthusiasts through our discussion forums.
Therefore, when it comes to changing industry dynamics,
the manner in which buyers and sellers interact with each
other as well as how potential buyers do research, PakWheels
has been at the forefront of it all.
Which is the most popular car model on your website?
There is no one particular model, to be honest. There are
different categories of vehicles with 2 or 3 immensely popular
vehicles in each category. For example, in the small hatchback
category, Suzuki Mehran, Daihatsu Mira, etc. are the most
popular. In mid-size sedans, the Toyota Corolla and Honda
Civic are in high demand. Similarly, in the SUV segment, Toyota Prado and Toyota Land Cruiser garner a lot of attention
whereas in the hybrid category, the Toyota Prius and Honda
Vezel have managed to gain quite a bit of appeal.
What is expected in the auto policy for 2015-16?
My comments would be based on nothing but mere speculation and I believe speculation is not good for business. We
take the automotive business very seriously so no comments
on the upcoming auto policy and its draft. However, this I can
assure you, that if you were to ask for a list of suggestions, it
would be very long!
How successful are the PakWheels auto shows and
what do they achieve?
The success of the PakWheels Auto Shows can be gauged
from the fact that each year’s auto show turns out to be bigger than last year’s show, both in terms of number of cars
displayed and the people who attend. This has all been made
possible by the support and encouragement of the PakWheels
community.

As an entrepreneur, Suneel Munj has established dozens of successful businesses including a retail store chain,
car sales and service outlets, a freight forwarding company
and much more. He is the Chairman of the Pakistani automobile portal PakWheels.com with over 300,000 members. He holds a Bachelor’s degree in Economics and an
MBA from the Lahore University of Management Sciences
(LUMS).

Does PakWheels support the import of used cars?
PakWheels has always been consumer-centric; hence, we
believe that car imports create a competitive environment in
the industry, which is good for both the industry and the consumers. Yet, we believe that it is necessary to provide local car
manufacturers with the opportunity to improve their production and technological processes. This is something that the
government can encourage leading to increased growth of the
auto industry. Local auto manufacturers will also benefit from
the innovations and new ideas that are generated as a result.
Where does the company see itself in the next 5 years?
According to some industry analysts, the internet population
of Pakistan will increase from 30 million users currently to 100
million users in the next 5 years. With developments such as
these, provided the auto industry and the economy continue
their upward trend, we expect to see PakWheels cross the $1
billion valuation in the next 5 five years.
What is the status of PakWheels industry relations in
the market?
The consumer has been the foremost for us from the very
beginning; yet, that doesn’t mean that we take the industry for
granted. PakWheels is well connected to all its stakeholders
such as consumers, automakers, car dealers and even auto
workshops. We are working in close collaboration with all of
them so that we support products and services that are of
value.
Was a service like PakWheels needed in the Pakistani
market?
There are more than 3 million cars in Pakistan. Out of that
figure, 0.7 to 0.8 million are traded each year. Some 40 to
50% of those cars have already been placed online The estimates are that they would all shift completely online in the
next 5 years. This is because with the ever-increasing number
of people currently online, there is an increase in the demand
for easy accessibility to information related to cars as well as a
process that facilitates the smooth buying and selling of cars.
So yes, there was definitely a need for this kind of service, even
back in 2003.
In what ways can PakWheels become even more useful for
auto enthusiasts?
We have a motto, “Think Wheels, Think PakWheels.” This
motto drives us to keep adding new and innovative products
and services that are of interest to auto enthusiasts across the
country. We currently have some projects lined up which are
expected to drastically improve the user experience of PakWheels.com. We are also open to suggestions, hence, we
regularly conduct surveys to find out what our users want and
introduce new features based on their needs.
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Forthcoming Films
The new age Pakistani film industry is alive and kicking and there is quite
a bit in the pipeline that will soon be on screens. Here is a sampling:

Jawaani Phir Nahin Aani
Produced by Six Sigma Plus, a production
house owned by Humayun Saeed, a leading
Pakistani actor and producer, ‘Jawaani Phir
Nahin Aani’ is a comedy that will offer pure
family entertainment with many funny twists
and turns. The story revolves around marital
relationships hilariously ruled by wives through
a series of amusing tactics and entertaining
manoeuvres. Leading actors include Ayesha
Khan, Hamza Ali Abbasi, Javed Sheikh, Mehwish Hayat, Humayun Saeed, Omar Shareef,
Sarwat Gillani, Wasay Chaudhry, Sohai Ali
Abro and Ahmed Butt.

Halla Gulla
More of a commercial comedy film full of romance and suspense, Halla Gulla stars veteran actors Ismail Tara, Javed Sheikh, Adil Wadia, Ashraf Khan and Ghazal Javed besides
many new faces. The film revolves around a
chain of events taking place in an uncertain
environment. Produced by Hanif Mohammad

Ho Mann Jahaan

Starring Mahira Khan, Adeel Hussain and Sheheryar Munawar, ‘Ho Mann Jahaan’ is a muchawaited film coming in September. The story
focuses on three college friends who belong to different social backgrounds and pursue their dreams
despite criticism and disapproval. The film is directed by Asim Raza and produced by Sheharyar
Munawer Siddiqui, who is also playing a leading role
in the film. Among the other actors are Jamal Shah,
Arshad Mehmood, Sonya Jehan, Bushra Ansari and
Nimra Bucha.
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under S.E Films, the film is directed by Kamran
Akbar Khan, who has earlier produced ‘Layari
King Live’, a popular comedy show aired on
ARY Digital a few years back. The music is
composed by Sahir Ali Bagga with songs by
Rahat Fateh Ali Khan, Sunidhi Chauhan and
Mika Singh.

Dekh Magar Pyar Se
Produced by Ali Murtaza under
the production banner of ‘Shiny
Toy Guns’, ‘Dekh Magar Pyar Se’
is another comedy film which will
hit the screens on August 14. Starring Humaima Malick and Sikandar Rizvi, the film is directed
by Asad Ul Haq, who is also
working on another upcoming movie ‘Mission-5’. Written by Saba Imtiaz, ‘Dekh
Magar Pyaar Se’ is a true
love story, covering local
traditions and cultural values and will entertain viewers with its rich music. It
is filmed mainly in urban
Punjab.

Wrong No
In a string of commercial, light-hearted movies releasing this year, Wrong Number joins the
club as the trailer promises some fun, mainstream cinema.
Although the exact plot of the movie has
not been revealed yet, one can assume that
there may be a love triangle of sorts between
Taimoor and Sohai Ali Abro and Janita Asma,
who are also in the movie.
The film’s cast also includes veteran actors like Javed Sheikh, who
plays the role of a butcher, along with Shafqat Cheema, Danish Nawaz
and Nadeem Jafri and has been directed by Yasir Nawaz and produced
by YNH FILMS (Yasir Nawaz, Nida Yasir, Hassan Zia).

Moor
Moor reflects a true image of life in Balochistan. The
film revolves around the deteriorating railway system
of the area and shows a barrage of problems faced
by the common man. Leading names include Abdul
Qadir, Hameed Sheikh, Shaz Khan, Samiya Mumtaz,
Shabbir Rana, Sultan Hussain, Ayaz Samoo, Nayyar
Ejaz, Soniya Hussain, Eshita Mehboob Syed, Joshinder Chaggar, Omar and Zainullah. It is written and
directed by Jami and produced by Azad Film Company, a production house owned by
Nadeem Mandviwalla. It is scheduled to be released on August 14.

Karachi Se Lahore
Karachi Se Lahore is another film that generated word-of-mouth
publicity even before the release of the official trailer. The trailer teaser
featuring a sizzling Ayesha Omar in an item number has been one of
the most shared videos on social media in the past few days. Directed
by Wajahat Rauf, the film stars Javed Sheikh, Ayesha Omar and Yasir Hussain. While not much has been revealed about the movie yet,
Karachi Se Lahore seems to be another comedy/drama flick set to
release this year.

Bin Roye
It seems that 2015 is Mahira Khan’s year, with two Pakistani films
and a Bollywood film opposite Shah Rukh Khan in the pipeline, this
actress is on a roll. Bin Roye is based on an Urdu novel Bin Roye Aansoo by writer Farhat Ishtiaq, who had also penned the novel behind
blockbuster drama serial Humsafar. The movie stars veteran Humayun Saeed and has been directed by award-winning diretor Haisam
Hussain. Javed Sheikh and Zeba Bakhtiar are part of the supporting
cast.
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Follow
the Dream
A young woman from Lahore
makes her dream come true.

implement, particularly for a woman like Fizza with no auto engineering background whatsoever.
Says Fizza, “Of course, things were not favourable and supportive
in the very beginning when I decided to make a car on my own by
reusing old engine and auto parts. Considering that great ideas are
always rejected at the start for being impractical, I didn’t look back
and kept working on making a dream car with very limited financial
resources and auto assembling skills. By the grace of God Almighty,
today I have achieved what I strived for.”
Created out of a recycling passion, Fizza’s contraption happens to
be quite a task from its inception to final completion, breaking the stereotype of a male-dominant society where nobody expects a woman
to design a car and bring it on the road. In addition, the idea of using a

By Faizan Usmani
Can you name the car that won the first prize in
PakWheels Lahore Auto Show, Pakistan’s biggest car
exhibition, held on March 22, 2015? It was won by a
homemade car, solely designed and produced by Fizza
Shabbar, a fine arts graduate from Anjuman-e-Himayate-Islam College in Lahore. She converted a Vespa
scooter into a motor car single-handedly. Turning a
2-wheeled scooter into a 4 wheeler was an innovative
idea, primarily conceived by Fizza to relieve the grief of
her lost brother, a car enthusiast, who died owing to a
brief illness in 2011.
Created out of used materials and old parts of a Vespa, Fizza Shabbar took the challenge of assembling a
homemade car despite the lack of support and motivation from her family. Most of her relatives and friends
had rejected her ideas as being too weird and difficult to

Vespa engine to make a 4-wheeled automobile is out of the ordinary,
but creative people like Fizza love producing different things by using
recycled materials. Since her childhood, she has been passionate
about finding connections between different objects and this is what
is now helping her move forward.
“To be very honest, I don’t believe in being confined to routine
methods and old techniques as we always need new, out of the box
ideas to create wonders. Therefore, I always try to use new techniques and materials, because this is the best way to discover the
hidden potential of various materials and components,” she says.
Assembled in the shape of a low-budgeted, beautiful small car, her
Vespa creation has everything to fascinate local automotive fans. For
instance, it’s an environmentally-friendly car, adding no more noise
or smoke to an already polluted environment. Despite the fact that a
scooter’s centre of gravity is totally different than that of a 4-wheeled
automobile, the car runs quite smoothly on motorbike wheels through
its auto load balancing feature skillfully configured in terms of center
of gravity.
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Slug

Starting from soldering, metal-joining and welding, etc., Fizza took charge of the entire fabrication process herself - a daunting task, especially when it comes to converting the frame
structure of an open vehicle into a closed one. She added two front tyres and also crafted a
canopy made out of iron sheets, offering a greater sense of style and comfort. With limited
money, unfavourable working conditions and time restrictions, it took her almost 4 years to
complete the car and the whole project came out to be a ‘one-woman show’ at the end of
the day.
Due to its commercial viability and local commuting needs, Fizza’s recycled masterwork
has also attracted prospective investors and auto companies in Pakistan, where local commuters are always looking for affordable transport. Currently working as a curator at the
Nairang Art Gallery in Lahore, Fizza is pursuing her car-making dream in her spare time. She
has now started working on another car for which she will again use a motorcycle engine.
“We can never escape problems, external challenges and intimidating concerns while following dreams, but a person like me loves working in rather difficult and de-motivating conditions as it helps me take it as a challenge,” she says.
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‘A

ap ne jeeti ek 800 cc car!’ His voice echoes across
the studio as the audience applauds and the winners scream in jubilation. The effervescent Faisal Qureshi
then proceeds to hand over the winners the keys to their
brand new car all the while galvanizing members of the
audience to cheer away in a manner that has become
somewhat synonymous with his rather unique, yet endearing, style. Come the segment of the show where he
distributes gift hampers all around, one can find people
practically falling over each other just so that they can get
their hands on them. Faisal, on the other hand, plays it
cool and does not even furrow his brows as he moves
from aisle to aisle, tirelessly, handing over gift after gift to
outstretched hands.
Such is the atmosphere at one of Pakistani television’s
newest game shows, ‘Jeet Ka Dum,’ designed to engage
people in entertaining activities and ultimately win a prize.
Faisal Qureshi gives the program an added zing with his
candid style and heartwarming gestures, converting many
a viewer into an avid fan. Of course, all this popularity
comes when he sacrifices his comfort and the opportunity to take things easy as the entire transmission for Jeet
ka Dum is broadcast live in front of a live studio audience.
Challenges abound as Faisal is required to be on his toes
from 9 pm until late at night. However, it seems as if he
does not even break a sweat; in fact, if anything, his newfound status has humbled him to the point that he does
not shy away from appreciating other contemporaries
in the field. “Aamir Liaquat is a phenomenal host,” says
Faisal. “I salute him for his energy with which he carries
out his extremely lengthy transmission every single day.”
He stops to reiterate his standing among what he labels
as talk show/game show host greats. “His forte is hosting
while I am an actor. For me, hosting is all about having fun
and spreading happiness.”
The 41-year-old actor-host-producer is currently
swamped with projects which include drama serials Jao
Tumhe Maaf Kia opposite Mawra Hocane, Mol for Hum
TV, Aashiq Hussain for Geo TV and upcoming seasons
for Jeet ka Dum which is on twice a week, Thursdays and
Saturdays at 9:10 pm.
It is reported that Faisal has even received several offers
to act in Indian films but he has had to turn most of them
down owing to the kinds of scripts he received. “I have
had 2 to 3 offers from India; however, the scripts were not
to my liking.”

Acting
is in his blood
Faisal Qureshi is showing no signs of stopping.
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Faisal has proven,
time and again, that
his acting prowess is
something not to be
taken lightly.

Known to be a great perfectionist, Faisal
cited his fans’ rising expectations of him as
the cause for his decision. “I don’t want to
disappoint my fans by doing something that
does not live up to their expectations. I want
to do something that they would like to see.”
As an actor, he is a great advocate for the
need to shed spotlight on taboo issues via
television serials and aims to continue taking
up such projects. “I think we should continue to talk on issues that plague our society.
By highlighting them, we can come up with
appropriate solutions,” he says. “Frankly, I
believe that drama serials such as Mann-oSalwa and Manay Na Yeh Dil have changed
the landscape of the Pakistani drama industry.”
Born to Abid Qureshi and popular film
actress Afshan Qureshi in Lahore, it is evident that showbiz was in Faisal’s blood. In
fact, his frequent visits to the television studios in Lahore with his mother are what led
him to be discovered. His first role ever was
as a child actor in PTV’s Emergency Ward

followed by Andhera Ujala. His first major
acting role as an adult was in the 1992 film
Saza. Faisal went on to star in 19 other films
before quitting the industry altogether and
going for full-time television acting.
He performed in a few minor roles before
he landed the now legendary role of Boota
in Toba Tek Singh which propelled him to
instant fame. “I never wanted to become a
hero,” says Faisal. “I’ve always wanted to be,
above all else, an actor. The thought of becoming a director or a producer never quite
appealed to me. I feel I still have quite a long
way to go as far as acting is concerned.”
Ever since then, Faisal has acted in numerous TV serials that have helped him carve a
niche for himself in the industry. Whether it
is his critically acclaimed character of Ayaz
in Roag, his immensely moving performance
in Meri Zaat Zarra-e-Benishan, to his exceptional comic timing in Kis Din Mera Vivah
Hoay Ga, Faisal has proven, time and again,
that his acting prowess is something not to
be taken lightly.

Where his professional life soared, however, his personal life remained on the rocks.
His first marriage was at the tender age of
18. They had a daughter, Hanish. The marriage lasted nearly 7 years before the couple
decided to divorce. His second marriage
was at age 28. Once again, he was met
with failure as the couple, after bearing a
son, divorced merely two years after marriage. He currently lives with his third wife,
Sana, whom he married in 2010, along with
his mother, his 18-year-old daughter Hanish
and new-born daughter. In spite of all that he
has been through, Faisal is grateful for the
support given by his family. “I consider my
biggest achievement to be my family’s faith
in me. I am extremely happy that they are
content with what I do.”
When asked where he sees himself in the
next few years, Faisal is open to change. “I
am not an astrologer so, I cannot predict
anything! God knows better as I never plan
things on my own.”
– M.F.
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A Fragrant Evening
A

leading perfume brand, Versace launched
its new Eros pour femme at a star-studded
event at Shapes, Karachi. Brought to Karachi
by Multitech, the force behind the Scentsation
retail chain, the launch was based around the
theme of surrendering oneself to the force of
desire and the beauty of existence, featuring
a gold carpet followed by a fashion presenta-

tion and an enthralling performance by Aalia
Chinoy.
The event was attended by the crème de le
crème of the entertainment and fashion industry including Waseem and Shaneira Akram,
Moammar Rana, Behroz Sabzwari, Humayun
Saeed, Sahir Lodhi, Maheen Khan, Atiqa
Odho, Ahsan Khan and Iffat Omer.
The evening started with the unveiling of the
new Eros pour femme followed by the fashion
presentation by leading models. The hair and
make-up was done by Saba Ansari of Sabs
Salon and the jewellery came from Sonar.
Multitech is a cosmetics and
perfume distributing company that
started its journey in 2002 and has
brought to Pakistan renowned luxury and premium brands. Scentsation is popular for its offerings
in fragrances and cosmetics. Its
stores are located at all leading
malls across Pakistan.
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Hamari Adhuri Kahani

Laughable At Best

Film

M

eet Vasudha (Vidya Balan), young mom of little boy,
making a hard living in the hospitality business; Hari
(Rajkummar Rao), her husband, burdened with a dark past
and Arav (Emraan Hashmi), handsome tycoon, thirsting for
romance. This is the premise of the supposedly promising
love story ‘Hamari Adhuri Kahani’ by director Mohit Suri; instead the audience gets zilch.
Vasudha meets Aarav, the globetrotting hotelier who falls
for her. After a few songs and some emotional blackmailing by Aarav’s mother, Vasudha overcomes her reservations
about having a relationship with a man while being married to
another. Of course, things fall apart when Hari returns after
being on the run from the law. He is far more hateful and insulting towards his wife than before. His return puts Vasudha
in a dilemma and throws her life out of gear once again.
‘Hamari Adhuri Kahani’ purports to be an unusual triangle,
and perhaps on paper, it may have come off as one. But this
is a shockingly empty film, with the entire cast desperately
‘acting away’, and not projecting one sentiment that feels
real. Can it be put down to the terrible writing?
Jerky, stagey sequences are piled upon each other. Characters are arrayed against static backdropsand made to
spout the kind of dialogue that reminds you of creaky yesteryear movies best forgotten.
This is the kind of part – a woman ricocheting between a
brutish husband, a noble lover and a son –that Vidya Balan
could have aced. She tries hard, her eyes swimming frequently.
but drowns somewhere in the terrible script. Hari (Rajkummar

Rao) could have
made something
of this unfortunate
predicament, trying to grapple
with a situation
not of his making, but he is given
the worst strand,
which takes him
to Maoist-insurgency laden jungles
and incarcerates him in cells.
No wonder the poor man is left mumbling and stumbling,
breaking off occasionally to threaten Vidya Balan with this
priceless line: ‘pati hoon main tera’ - just in case she’s forgotten the fact.
Emraan Hashmi, whom one find underrated because he
could do more, is saddled with sharp suits, first class flights
and faithful assistants but not much more. He also gets many
lines to render which he blurts out dutifully. He tears out of
his about-to-leave flight, skidding to a halt in a flower shop,
saying: ‘yeh phool mujshe kuch keh rahe hain’ or words to
that effect.
Given his early track-record of creating engaging drama,
Mohit Suri should have made a full meal of the fil, but his
material defeats him: it is not only half done, it’s also not well
begun. Better luck next time, Mohit!
– S.W.

Experiment Gone Bust

Music

W

ith the Pakistani music industry slowly limping back to
life, many artistes are now venturing back into the territory and trying their luck at making music. Fortunately, many
of us have been treated to some fine pieces of work, which
pays testament to the fact that Pakistani music has indeed
not lost its luster and has managed to retain if not all then at
least some of its former glory.
The lure of the Pakistani music scene has resulted in
many established musicians who have successfully made a
name for themselves across the border to make an impact
with their music. One of them happens to be the ever popular Atif Aslam, whose crooning has swayed many a female
off her feet, not to mention, helped him earn accolades via
playback singing for famous Indian films. His new single, Ab
Aajao, however, fails to resonate and falls flat when it comes
to striking melodies and synchronous rhythms.
The song starts typically with Atif Aslam crooning in an
attempt to build momentum. Unfortunately, to the listener’s
horror, his voice is heavily auto-tuned - a feature that stays
throughout the song. This comes as a major disappointment to many of Atif Aslam’s fans who otherwise greatly
appreciate the singer’s strong tonal quality. His voice is
further accompanied by another heavily auto-tuned male
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voice which is apparently there to serve
as support amid the
confusing combination of beats mixed
with music. A rap
sequence appears
out of nowhere,
making it look like
it has been deliberately pushed in to
generate appeal.
The ending of the
song is the most confusing of all with the music
fading away suddenly, leaving one with a bad taste in the
mouth.
This is hardly something one would expect from a star as
accomplished as Atif Aslam. Perhaps he wanted to experiment with new sounds and beats – a mark of a serious musician who is dedicated to his craft. Whatever the reason, it
is probably better for Atif Aslam to stick to what he knows
rather than experiment with the unfamiliar.
– M.F.

Review

Kung Fu Girl
U

Campaign

fone continues with its brilliant and witty marketing as
seen in the latest Sanam Saeed
and Mikaal Zulfiqar television
commercial for its Hisaab Do facility. What appears to be a typical TVC catches the audience by
surprise some 14 seconds later.
Conceived by Tadpole Films
and directed by Ahsan Rahim,
the ad has gone viral on social
media in no time, receiving a
whopping number of shares on
Facebook.
Saeed plays an apparently
meek wife to Zulfiqar who goes
Kung-fu on him when her husband demands an explanation
for the money he gave her the week before – and she spent
it without paying some house bills. Women faced with a situation where their husbands question their spending find it as
irksome as Sanam Saeed does. Of course, she doesn’t just
get mad; she gets even. What transpires is Saeed thrashing
her husband while trashing their house in the process – but
only in the husband’s imagination.
The duo’s on-screen chemistry feels real and engaging
even as Saeed shows off her ninja warrior skills. The TVC is
a break from just about every other commercial on TV where
the dutiful wife is happily making rotis and doing the laundry
for her husband while looking like she stepped out
of the latest issue of Vogue. This particular housewife, however, doesn’t conform to the norm and
Saeed’s fans really enjoy seeing the comedic side
of the budding actress. The way Sanam goes about
the task of ‘replying’ to her husband is fantastically
shot – and the action is simply hilarious – though it
must have been quite a task enacting those extreme
action scenes.
To say the least, Sanam Saeed’s performance in
the commercial is a testament to her versatility – from
the bitter friend in Daam to the dignified divorcee
in Shakk or even the headstrong, independent girl
in Zindagi Gulzar Hai. She has certainly proved her
mettle as a multitalented – and flexible - actress.
Ufone launched its Hisaab Do facility last year in
response to the accusations leveled against the brand
for deducting hidden charges from its mobile service
users. Guaranteeing honesty and transparency in billing, Hisaab Do ensures daily hisab (information of cost
deductions) for its subscribers, free of cost. The first
installment of the Hisaab Do TVC series made waves
over social media for knocking down competitiors’ accusation that Ufone deceives its customers.
– S.W.
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The Future of Pakistan’s
‘New-Age’ Cinema
C

inema is back in Pakistan but in a different clothing. Gone is Maula Jatt and the
new cineplexes are all set to welcome films
like Bin Roye, Moor and Wrong No. It looks
like the new film-makers can now make films
based on ground realities and
not have handsome young
men aimlessly chasing girls
around trees.
The trend of cineplex cinemas originally had a bad
time because there were not
enough good movies to go
around and the public just
did not want to be lured into
watching the old Pakistani
stuff. Then some enterprising
people came on the scene
and the ‘new age’ Pakistani
film industry was born – minus the song and dance routine and loaded with current
issues and new faces. The new cinemas thus
started catering to a new audience.
The new filmgoers were relatively more
critical and had the ability to constantly compare local content with foreign films so it was
important that the new Pakistani filmmakers
came up with a more global appeal in their
films. But they did not make compromises
on creativity and told their local stories in their
true context and in ways that would appeal to
audiences everywhere.
This time, the audiences were very critical
and there was stiff competition from global
content as well. Like all other departments,
there was an acute shortage of good script
writers but even then, the films that came out
showed a lot of promise. The new film makers needed to realize that there was still a long
way to go and that they were not making TV
plays but full length films.
Audiences consume TV in very different ways. It’s free, it’s inside the comfort of
a home and, in most cases, it almost works
as an interlude between various domestic
chores. TV is technically and sensually an altogether different experience. Cinema, on the
other hand, is a social activity, you make an
appointment to view something mostly with
friends and family, it’s visually and audibly a
much richer and demanding experience and,
above all, you pay for it. So yes, while TV can
help evolve some content for cinema, films
have to be very non-TV to make it to the big
screen.
The lack of resources in this context per-
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meates all areas of film production. This is
also because primarily Pakistan has suffered
from what can only be described as a complete disconnect from its tradition of cinema
production in the most brutal of ways. While

Pakistani cinema was in almost complete hibernation in the 1990s, things changed quite
drastically on the surface. Not only did the
mode of film production undergo substantial
changes, with the introduction of digital cinema, the methods of delivery also saw revolutionary alterations. The desire and the passion
to make good cinema was always there but
now there were new theatre halls to exhibit
the labour of love though the human resource
to produce the films was still thin.
It is a good thing that now some form of
film schools have sprouted in the cities which
are training an enthusiastic lot of film-makers.
But in the absence of a fully functioning film
industry, which could employ the trained human resource and thus develop a symbiotic
relationship, these institutions are yet to exploit their true potential. A fully functioning
film industry is still a distant goal for Pakistan
which not only needs good film directors but
other film crew such as assistant directors,
unit production managers, gaffers, directors
of photography, etc. because, unlike some
other art forms, film is a completely collaborative area. It is true that good directors can’t
make good films unless they have excellent
first assistant directors or meticulous location
managers and film schools need to produce
those too. The new Pakistani film industry
simply cannot afford to end up with hundreds
of film directors and no sound designers or
continuity script supervisors or someone to
carry the lights.
All creative challenges have solutions and

the people who are making films in Pakistan
are finding ways to deal with them every day
and making do with what they have. Like all
other media products, cinema is also dependant on both private and public money everywhere in the world. While
the idea of expecting public
money to subsidize cinema
in a country like Pakistan is
fundamentally fraught with
danger, it is this money which
has yet to display faith in local cinema.
The idea of a film as a possible product of message delivery has yet to sink in with
either the corporates or the
non-governmental
sector.
Partial corporate sponsorships have been witnessed
in some of the films but that
was primarily because of
cricket being the subject of the film rather
than the film as a product. Like exhibitors,
corporates are also finding the convenient
route to experiment with anything new.
If a sponsor knows they are going to get
loads of mileage by putting money on say,
Fast & Furious, which is an established
brand in itself, why would they choose a
local film? The corporate brand managers
make it sound very logical though the reality is far from it. The possible mileage for a
corporate brand from a local film can be way
higher than any foreign film simply because
it has a lot more opportunities available such
as product placement, developing advertising content around the film, using the cast
for promotions, to mention a few. Surely
these opportunities offer way more than
merely putting their brands on the posters of
Fast & Furious! The Pakistani animation feature film 3 Bahadur has capitalized on these
possibilities in a prudent manner.
Beyond the hyper sentiments mixed with
patriotic pride about the rise of Pakistani cinema, the afore-stated challenges are real but
clearly not impossible to deal with. There is
loads of promise and the passion to make
local films is inspiring but to develop a local
film industry, various elements need to come
together and create synergy. In the face of
such challenges, independent film-makers
and producers should focus on low-budget
productions till a mature film economy develops which can respond and contribute to
the growth of local cinema..

Toolkit
Focus

Room for More TV Channels?
T

oday, the face of Pakistani media is different from what it was a decade ago.
Till 2001, media in the country comprised
a single state-owned TV channel and a few
newspapers. There was also a state-owned
AM radio channel, Radio Pakistan, until
1998 when FM licences were given to nonstate operators. There has been a significant
growth in both print and electronic media
over the years, with kinvestment seeking a
piece of the pie in terms of ownership.
The viewer, listener and reader is being
beckoned in different directions owing to
varying policies followed by each medium.
Things have particularly changed with the influx of private television and radio channels.
Keeping the public has become a business
that helps organizations rake in huge profits by selling airtime to advertisers. With
more than a hundred news and entertainment television networks, channel surfing
now is almost akin to drowning. You turn
on the television and desperately search for
clarity. Breaking news is the prime minister
breathing. Talk show analyses smack of
doomsday conspiracies. But we also realize
that Pakistan is no ordinary country with its
coups and carnage. We watch helplessly as
the 7.00 to 9.00 pm news cycle is steamrolled by events unfolding at 9pm – or after.
There are countless TV channels to choose
from so why does it seem like nothing is on?
Has the market for the television channels in
Pakistan finally become saturated?
Let’s look at the facts: Between 2002 and
2005, the number of satellite and cable TV
channels in Pakistan tripled. Advertising

spending on them increased 17 fold (from
Rs200 million to Rs3.5 billion). Suddenly
there was nothing except television. Between 2002 and 2012, television viewership
went from 40 million to 124 million. Since
2008, the economy has been in a slump.
Advertising has shrunk too. That did not,
however, stop new channels from opening.
Today, the Pakistan television industry’s
revenues are more than a whopping Rs30
billion annually. Some 90-95 per cent of that
comes from advertising while the rest comes
from syndication or programs sent abroad.
Unlike their foreign counterparts, Pakistani
TV channels make absolutely no money
from subscriptions. Meanwhile, revenue
from subscriptions in foreign markets makes
up the largest share of their income.
For advertisers, television is one of the
most effective media as it has a large-scale
outreach and to attract advertisers, ratings
play a vital role. These ratings are measured
through a ‘People Meter System’ with hundreds of meters installed in people’s homes
in up to eight cities. The windfall from the
advertising industry, in case of the top 32
channels, is at best Rs592 million. On an
average, every channel earns roughly Rs1.7
million per month from advertising.
In comparison, a top-tier channel will
spend roughly Rs100m a month on content but the arrival of foreign, dubbed plays
has brought the bill down drastically. That
explains why media groups have expanded to include entertainment channels and
why there has been a scramble for Turkish
dubbed plays, but that has yet to translate

into profits. Why? Since all channels are
available free on cable, there is only one
source of revenue: advertising.
Unfortunately, that pie has not kept up
with the new channels. On the face of it, advertising is growing 20 per cent per year but
the number of channels is increasing even
faster, say experts. There is fierce competition and almost all news channels are being
subsidized by other businesses because of
which more than 90 per cent of news channels are running in the red.
Meanwhile, upcoming new entrants believe they will not only be able to survive but
also transform the media landscape. Existing players, however, are less than enthusiastic because they feel the market is saturated. “We may be headed for a period of
continued launches, because people who
have made money are entering the media,
but also a period when many players are
pushed to the brink to cut costs or exit or be
unable to compete,” explains media analyst
Gulraiz Khan. Some media conglomerates,
however, continue to buck the trend. Geo,
a subsidiary of Independent Media Corporation, went ahead and launched another
news channel, Geo Tez, and an entertainment channel, Geo Kahani. Hum Network
Limited, the only publicly listed media group,
has also launched a third channel, Hum2.
Somewhere in distant future there may
be business closures and some form of
consolidation in the media. Until then, it
seems, the bubble will continue to grow,
and float.
– S.W.
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Going Viral is Infectious
By Zaira Lakhpatwala

“T

o be or not to be,” deliberated Prince
Hamlet in Shakespeare’s famous play.
While the reference might be too dated for
today’s digital age to pay heed to, it is something worth considering when brands decide
to go “viral” or, at least, create viral content.
Fortunately – or unfortunately – they can
spare themselves the dilemma simply because virality isn’t a choice. While this might
seem obvious, advertising experts would
have us believe otherwise with some clients
still asking them for “viral videos.”
“There’s no right formula or recipe; there
are a few boxes you tick. Virality is not something we can guarantee. If someone could
guarantee it, they would be in the place of
Steve Jobs or Mark Zuckerberg,” says Fadi
Khater, founder and managing partner of digital marketing agency Netizency. And if even
Jobs and Zuckerberg couldn’t figure out the
formula to virality, then there’s a good chance
it doesn’t exist.
Wait a minute
But while brands clamour for virality, it’s
probably best to take a moment to understand what the term really means. The term
“viral marketing” originated way back in the
90s and has since emerged, evolved and
changed. Ema Linaker, regional director, Holler/Leo Burnett, calls virality a “loaded word”
saying that what people really mean by virality
is a piece of content “that a lot of people paid
attention to”. For Richard Fitzgerald, regional
director and head of social media at Mindshare MENA, virality is a blurry area. He reflects back to 2008 and 2009 when viral content was something that was shared through
emails in offices, but today, it is “blurring the
lines between paid, owned and earned media” and this balance is “crucial to virality today,” he says.
As the concept of virality changes, UM’s
business unit director, Antoine Challita, is losing track of what the term means. He says
that virality made sense years back when social media was niche, but as social platforms
become mainstream, there’s more content
now than ever before – by brands, publishers
and users. And as the sheer volume of content increases, it’s more and more important
for brands to first make their content discoverable and then relevant to readers, just to
create an opportunity for readers to share it.
“So unless we’re changing the definition,
virality is obsolete and we’re headed toward
shareability,” he says. To further distinguish
between the two concepts, he says “virality
was simply the fact that we were consuming
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content at a massive scale.” Today, as exemplified by the ALS Ice Bucket Challenge, people are not just consuming content, they are
also creating their own content and sharing
it. “It’s no longer as passive as virality was,”
he adds. So if the idea of virality has changed
– by definition and function – why are we still
talking about it?
“Viral marketing is something that will al-

share it – there needs to be media involved in
one form or another. Magic ingredients
What leads to a piece of content being
successful, if not viral. It could be Relevance,
Association or Provocation.
These three main ingredients should work
“in theory” but there isn’t any guarantee. The
content needs to be relevant – be it based on
geography or occasion – it should be some-

ways be talked about, mainly due to the fact
that there is no magic ingredient or recipe
to make it happen,” says Alexandra Maia,
head of social media at TBWA’s Digital Arts
Network (DAN). More importantly, the industry needs to keep talking about it because
“brands and agencies need to learn and understand what it really means and that a ‘viral
marketing’ stunt is not an easy way out when
there are no budgets available,” she says.
While there has been a change from the
concept of virality to one of shareability, even
the traditional idea of virality seems to be
evolving. Maia says that in 2011, YouTube
weblebrity Kevin Nalty, aka “Nalts”, said that
a few years ago a video could be considered
viral if it hits a million views but in 2014 he updated that definition to say that a “viral” video
is one that gets more than five million views in
a three-to seven-day period.
False impressions
Interestingly, even the “Viral Video Genius”
Nalty speaks of viral content in the context
of videos. Why is it that when one speaks of
creating a viral piece of content they naturally
tend to say “viral video”?
Another misconception associated with
virality is the idea that it spreads organically.
Due to the clutter and algorithms of social media platforms, for a piece of content to reach
a substantial audience – who may or may not

thing out of the ordinary if not provocative or
controversial and lastly, it has to be something people want to associate themselves
with or represent – whether that’s sounding
intellectual by talking about political issues or
happy and fun.
Other factors in this context could also be
Brand, Consumer or Emotional Relevance
and Platform.
First and foremost, the brand should think
about the message it wants to communicate
and how and if it is relevant to the consumer –
irrespective of whether it’s shareable or not.
At the 2013 Oscars, host Ellen DeGeneres
asked Meryl Streep to take a selfie with her
that would be as monumental as Streep’s 18
Oscar nominations. Clicked with a Samsung
Galazy, the selfie ended up being probably
even more monumental than Streep’s nominations as other stars gathered around to
take a picture that ended up crashing Twitter,
due to the unprecedented high activity.
The tweet went on to become the most
popular tweet of all time with 3.35 million
retweets and 2.02 million favourites. It was
later discovered that the selfie was part of a
$20 million paid sponsorship by Samsung. To
show their gratitude to DeGeneres, the brand
decided to donate $3 million to two of her favorite charities, thus generating further media
attention.

Research

5 Basic Methods of
Market Research
W

hile there are many ways to perform
market research, most companies use
one or more of five basic methods: surveys,
focus groups, personal interviews, observation and field trials. The type of data you need
and how much money you’re willing to spend
will determine which techniques you choose
for your business.
1. Surveys.
With concise and straightforward questionnaires, you can analyze a sample group that
represents your target market. The larger the
sample, the more reliable your results will be.
• In-person surveys are one-on-one interviews typically conducted in high-traffic
locations such as shopping malls. They
allow you to present people with samples
of products, packaging, or advertising
and gather immediate feedback. In-person surveys can generate response rates
of more than 90 percent, but they are
costly.
•

Telephone surveys are less expensive
than in-person surveys, but costlier than
mail. However, due to consumer resistance to relentless telemarketing, convincing people to participate in phone
surveys has grown increasingly difficult.
Telephone surveys generally yield response rates of 50 to 60 percent.

•

Mail surveys are a relatively inexpensive
way to reach a broad audience. They’re
much cheaper than in-person and phone
surveys, but they only generate response
rates of 3 percent to 15 percent. Despite
the low return, mail surveys remain a costeffective choice for small businesses.

•

Online surveys usually generate unpredictable response rates and unreliable
data, because you have no control over
the pool of respondents. But an online
survey is a simple, inexpensive way to
collect anecdotal evidence and gather
customer opinions and preferences.

2. Focus groups.
In focus groups, a moderator uses a
scripted series of questions or topics to
lead a discussion among a group of people.
These sessions take place at neutral locations, usually at facilities with videotaping
equipment and an observation room with
one-way mirrors. A focus group usually
lasts one to two hours and it takes at least
three groups to get balanced results.
3. Personal interviews.
Like focus groups, personal interviews
include unstructured, open-ended questions. They usually last for about an hour

and are typically recorded.
Focus groups and personal interviews
provide more subjective data than surveys.
The results are not statistically reliable,
which means that they usually don’t represent a large enough segment of the population. Nevertheless, focus groups and interviews yield valuable insights into customer
attitudes and are excellent ways to uncover
issues related to new products or service
development.
4. Observation.
Individual responses to surveys and focus groups are sometimes at odds with
people’s actual behavior. When you observe consumers in action by videotaping
them in stores, at work, or at home, you
can observe how they buy or use a product. This gives you a more accurate picture
of customers’ usage habits and shopping
patterns.
5. Field trials.
Placing a new product in selected stores
to test customer response under real-life
selling conditions can help you make product modifications, adjust prices or improve
packaging. Small business owners should
try to establish rapport with local store
owners and websites that can help them
test their products.
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Corporate Moves
Iqbal Ahmed has been appointed, General
Manager, Pearl Continental Hotel, Rawalpindi.
New Appointments

Valter Adão has been appointed new Head of
Deloitte Digital, Africa.

Terri-Leigh Blomeyer has joined the creative
talents at Joe Public Shift, South Africa.

Lauren Hayley Coetzee has been
appointed Senior Designer at Black Snow Creative, a
Johannesburg-based marketing and branding agency.
Dr. Laurie Smaldone Alsup has been
appointed President and Chief Scientific Officer of
PharmApprove, USA and Canada.
Kirsten Leeuw has been appointed Head of
TBWA\Hunt\Lascaris, USA.

Susan Credle has joined FCB,

USA, as Global Chief Creative Officer.

Client			

Advertising Agency

Mutual Funds Association of Pakistan
Bond Advertising)
Nabeel Corporation
Cross Check Communications
Danish Builders & Developers
Cross Check Communications
Telecard Ltd.,
Connect Marketing
Mohafiz Garden Cooperative Housing Linkers Communications
E-Cart Services Pakistan
Manhattan International
Sheranwala Heights
Manhill Advertising
Deans Defence Towers
Manhill Advertising
Royal Marketing & Consultants
Maxim Advertising Co.
Al-Jabal Estate & Builders
Maxim Advertising Co.
AMC Builder & Real Estate,
Maxim Advertising Co.
PRISM Institute of Professional
Orient Communications		
Development.
Tejari Pakistan
Orient Communications
I & K Enterprises
Oktopus 360 Media
Sonraj Pakistan
Oktopus 360 Media
Limitless Investments
Oktopus 360 Media
Salman Sons,
Revolution Media		
(Caterers & Party Decorators)
Rainbow,
Revolution Media
BELS College
Revolution Media
Saadi Foods
Revolution Media
National Institute of Culinary Arts &
Synergy Advertising		
Hotel Management.		
Unique Brands.
Velocity Marketing & Communications
(for Coral Brand)

Ministry of Happiness, (MOH)

Rebecca Spencer has joined Cardwell
Marketing, UK, as Head of Marketing.

Dion Singer has been appointed EVP Creative
Marketing at Warner Bros Records, Los Angeles.

Beth Appleton has been appointed SVP for
Marketing at Warner Music International, London.

Wish Box

Change Of Agency
Client
New Advtg Agency Outgoing Agency
Chartered Institute of
The Brand Partnership
Wahedna D’Arcy
Management Accountants, 				
(CIMA)
Fauji Cereals
Synergy Advertising
M Communications
Islamabad Hotel
Channel 7 Communications Orient Advertising
Junaid Jamshed
Synergy Advertising
The Brand Partnership
Karakoram International Midas Communications
Adreach Advertising
University, Northern Areas.
Pak Turk Enterprises
Orient Communications
Orient Advertising
First Prudential Modaraba No new agency appointed Orient Advertising
Additional Appointments

Alison Taylor has been appointed as Senior Vice
President of Starwood Hotels & Resorts Worldwide.

Fares Daghlas has been appointed as Director

of Mövenpick Hotel & Apartments, Bur Dubai.

Client

Agency

Ministry of Water & Power,
Govt. of Pakistan, Islamabad.
		
Sindh Madressatul Islam University

Evernew Concepts, Midas Communications, TNI Communications, The
Circle Agency
G.H. Thaver, Maxim Advertising

Universal Service Fund		
		

Maxim Advertising, Orient Advertising
( M/s. Ideas Workshop cleared )
Source: All Pakistan Newspapers Society (APNS)
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