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Editor’s Desk

Overall, this may be a bad time for Pakistan as a cricketing nation. It has fared 
badly in the Asia Cup and things don’t look good for the T20 World Cup either.

It is quite a paradox that while Pakistan’s national game is hockey, the most 
popular sport in the country is cricket. From ruling the world in field hockey for 
many years and possessing the Olympic, World, Champions Trophy and Asian 
crowns, the country has slid almost into nothingness on the global hockey map. 
Pakistan has also won the ODI and T20 Cricket World Cups, though now it has 
been trounced out from these titles as well.

However, when Pakistan decided that it would hold a T20 league tournament 
of its own on the lines of India’s IPL, the Sri Lankan SPL or the Bangladeshi BPL, 
it did not bother many people and it was thought that Pakistan was simply being 
a ‘me-too’ country. There were many hurdles in Pakistan’s path in holding the 
international event dubbed as the Pakistan Super League or PSL, most of all the 
security aspect. It was clear that no non-Pakistani player wanted to come over to 
the country to play in the PSL. The whole world, it seems, is still haunted by the 
terrorism situation in Pakistan. The incident at the Gaddafi Stadium in Lahore in 
2009 when the Sri Lankan team arrived to play there and was attacked by terror-
ists, is an important case in point. The Pakistan Cricket Board toyed with the idea 
of holding the PSL outside Pakistan, first in Qatar and then finally settled for the 
UAE, where many world cricketing stars agreed to come to play.

The tournament was played in Dubai and Sharjah from February 4 to 23, com-
prising five Pakistani teams and went off smoothly. The two underdogs, Quetta 
Gladiators and Islamabad United made it to the finals and the tournament was 
eventually won by the latter. While it was a big win for Pakistan cricket, the pity 
was that Pakistani cricket lovers never got the taste of watching the games on 
their own grounds and had to make do with what was provided by the TV chan-
nels, endless advertising and all. There is also no sign that the first edition of the 
PSL has opened doors for subsequent tournaments in the league to be held in 
Pakistan. There is no commitment on that count from any quarter. If things go 
well and terrorism is really stamped out from Pakistan in the ensuing year, some 
PSL matches may be held in Karachi and Lahore but nothing can be said with 
any certainty.

This was also a very good opportunity for Pakistan to showcase its culture 
through the participating teams, four of which represented the four provinces while 
the Islamabad team represented the national capital. Each team could have been 
used more effectively and with a lot more vehemence to promote the culture of 
each province. All teams had media partners and special songs were developed 
to inspire the competitive spirit in the players. But it all boiled down to a half-baked 
effort and did not succeed in creating the desired enthusiasm.  It would have been 
nicer and more challenging if more teams had been included in the league. Even 
then the matches generated a lot of interest both within and outside Pakistan. The 
games brought together stars from the Pakistan team and big names from abroad 
and provided an opportunity to unknown junior Pakistani players to rub shoulders 
– and learn - from some of modern cricket’s greatest.

The PCB must have put in a lot of thinking and planning into the PSL to make 
it work smoothly though there were some snags and glitches too along the way. 
This became more obvious at the prize distribution ceremony which was shown 
live. Najam Sethi was obviously the leading light behind the whole PSL extrava-
ganza. It is a fact though that he is not the head of the PCB and is only the chair-
man of the cricket board’s executive committee. He was still projected as the top 
PCB man in the presence of Shahryar Khan, the PCB chairman, who was stand-
ing right next to him when the winning cheques were being presented to the PSL 
winners and the runners-up. 

Cricket Questions
March 2016 Vol. 21 No. 3

President & Editor-In-Chief

Syed Jawaid Iqbal

Managing Editor

Zeba Jawaid

Editor

Javed Ansari

Assistant Editors

Farah Iqbal – Mahrukh Farooq               
Samina Wahid – Faizan Usmani 

Editorial Team

Faisal Siddiqi – Farah Asim – Waqas Jan                     
Kashif Ali – Abid Saeed – Hassan Aftab  

Naufal Bin Wali – Eman Sheikh – Haider Mojiz  
Zohaib Uddin – Hira Sarwar 

Layout & Graphics

Haroon Rasheed 
Kamran Ghulam Nabi

Marketing & Advertising

Ayaz ul Haq

Syed Ovais Akhtar

Aqam-ud-Din Khan

Coordinator

Muhammad Rashid

Digital Advertising

Ali Danish

Circulation

Danish Shahid

—————————

Editorial 
& Business Address

20-C, Lane 12 off Khayaban-e-Ittehad,
Phase II Extension, DHA, 
Karachi - 75500, Pakistan 
Tel: +9221 35313821-24 

Fax: +9221 35313832 
Email: info@slogan.com.pk

Middle East 
Representative Office

Pirana Advertising JLT
PO Box 486207, 1704, Level 17, HDS Tower, 
Jumeirah Lake Towers Cluster F, Dubai, UAE

Phone: +97-14- 4508309
Fax: +97-14-3688487

Email: info@piranagroup.com
—————————

Price: PKR. 250

Slogan is published every month by 
Syed Jawaid Iqbal for 

JAWZ Communications (Pvt.) Ltd.
and printed by Shabbirsons, Karachi.

—————————

Read complete issue of Slogan on:
www.slogan.com.pk

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



4 SLOGAN March 2016

National News

Editor’s Desk  03
 
Letters  07

Cover Story  08
Raving about Chai  
More than a Cup of Tea

National News  12
International News  16

Dialogue  20
Sami Ahmed

Tribute  23
When an icon departs
The no-nonsense woman

One-on-One  24
Anwar Maqsood

Launch  27
People behind 
Tum Kon Piya

Reviews  28
Music -  Cricket Anthems

Dialogue Tribute
2012 23

08
Cover Story



5SLOGAN March 2016

Couture 

Quotes...
“Anyone who is fighting 
in Kashmir is a freedom 
fighter.” 
- Pervez Musharraf, former 
President of Pakistan

“Valentine’s Day has 
no connection with our 
culture and it should be 
avoided.” 
- Mamnoon Hussain, 
President of Pakistan 

“Having spent more than 
thirty years in television, 
I started directing films to 
revive and revitalise our film 
industry.”
- Shoaib Mansoor, Film 
Director

“There is no bigger 
pleasure in life than to turn 
your passion and interest 
into work.” 
- Iftikhar Arif, Poet

“Our society has become 
so aggressive because 
there is so little dance, 
music and song around 
us.” 
- Sheema Kermani, Dancer

“Pakistani cinema is no 
longer in the process of 
revival, as today it stands 
fully revived.”
- Madiha Gohar, Actress

“Like Pakistan and India, 
North Korea demonstrates 
another truth: the poorer 
a nuclear country, the 
richer its generals and 
politicians.” 
- Pervez Hoodbhoy, Analyst

“Urdu is alive the same 
way it was earlier. Its 
energy hasn’t reduced.”
- Gulzar, Poet

“I’m not going to get a 
leading lady from the 
younger generation to 
play my love interest, that 
period is over.”
- Amitabh Bachchan, Actor

“I have been dumped and 
rejected so many times, 
but it has never shattered 
my confidence.’’
Kangana Ranaut, Actress

“I opted for drama 
serial ‘Dillagi’ because 
it talks about women 
empowerment.”
- Saba Hameed, Actress

33
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Hairstyle Industry
This is with reference to the articles 

about hairstyling published in Slogan 
last month. Both write-ups were well 
written, but the writers mainly talked 
about the way hairstyles are made, 
including the history of hair-styling. 
There should have been some infor-
mation about hair-styling as a growing 
industry. Today, adding style to hair is 
more than having a mandatory hair-
cut. Compared to the earlier decades, 
many educated people are joining the field as a profession at well-
equipped hair salons and parlours and know how to apply the 
latest tools and methods skilfully. I hope Slogan will soon publish 
something exclusive on the hairstyle industry. 

Shahab-e-Saqib,

Karachi. 

Copying Badtameez
I recently watched a new TV commercial of Peak Freans Soop-

er biscuit and found the ad smearing its overall brand image. The 
jingle is an exact replica 
of a popular Indian song 
‘Badtameez dil jaane 
na,’ from the film ‘Yeh 
Jawaani Hai Deewani.’ 
The TVC is frustrating, 
as it is a crime to copy. It 
also shows how unimag-
inative today’s advertis-

ing has become and a company like English Biscuits is unable to 
produce a quality ad on its own.

Adeela Mushtaq,

Lahore.     

Killing Honour
Sharmeen Obaid Chinoy is the first Pakistani filmmaker to win 

an Oscar. Again, her documentary ‘A Girl in the River: The Price of 
Forgiveness’ has been nominated for the 88th Academy Awards. 
The film is about honour killing, homicide of 
women committed mostly in rural 
and tribal areas of Pakistan. Just 
like Chinoy’s previous documen-
tary ‘Saving Face,’ her new film 
again highlights a negative picture 
of Pakistan. Why does she not 
pick those subjects that show a 
positive image of the country, in-
stead of going for themes that end 
up in further tarnishing the nation’s 
image? 

Shiza Faraz,

Swat.   

More Diversity
This is with reference to the 88th 

Academy Awards ceremony, which 
was held on February 28 in Califor-
nia. In the history of the Academy 
Awards, only a few black actors 

have ever managed to win Oscars. However, this year’s nomina-
tions appeared to be quite unfair as only whites were nominated 
in acting categories. No doubt, it is the most colourful event at-
tended by international film stars, producers, directors and me-
dia gurus. This year the event was marred by a severe lack of 
diversity. 

Ashfaq Khattri, 

Karachi. 

Fashion for all
Fashion designing is an emerging 

field in Pakistan. However, many local 
designers and top fashion brands cater 
to the needs of high-end users only and 
have no interest in serving middle and 
low income groups. When creating ap-
parel and related accessories, fashion 
designers should consider general con-
sumers as well, instead of addressing 
the upper crust only. Fashion belongs to 
all and should be accessible to everyone 
without any discrimination or exclusion. 

Mir Shahid Hussain,

Sargodha. 

Real Star
Recently I read in a newspaper that Ali Zafar, a singer and film 

actor, donated 5 lac rupees to the Radiology Department 
of the Jinnah Post Graduate Medi-
cal Centre (JPMC) in Karachi. The 
donation will be used to treat cancer 
patients. Being an ardent Ali Zafar 
fan, I really love what the singer has 
done. Besides being a versatile actor 
and singer, he is truly a humanitarian, 
always contributing to the welfare of 
the needy. Other showbiz personali-
ties and celebrities should also come 

forward and play their due role for the welfare of society. Ali Zafar!, 
you are a real star. 

Shakaib Saqib,

Karachi. 

Spam Mobile Advertising
From body massage ads to cricket score alerts, pest control 

advertisements, discount offers, pizza deals and fraudulent in-
formation about the Benazir Income Support Programme, 
etc., we daily receive a number 
of unsolicited SMSs based 
on different ads and promo-
tional information. Users also 
get auto phone calls from the 
telecom service providers. It 
seems mobile service providers 
sell their subscribers’ numbers 
to other companies to spam 
them with ads. The Pakistan 
Telecommunications Authority (PTA) should take notice of this 
unethical practice, which is now reaching the point of nuisance 
and harassment. 

Syed Abdul Basit,

Karachi. 

Letters



Hairstyling for the
Chic and Trendy

By Mahrukh Farooq

In Pakistan, tea is more than just a hot 
beverage; it is a means of socializing for 

all age groups and all classes.  It is while 
having tea that connections are made and 
communication. Tea is what you entertain 
your guests or visitors with, at home, in the 
office or on the roadside. Tea is a way to 
bring people from diverse backgrounds to-
gether. It is just a cup of boiled tea leaves 
mixed with milk but it works wonders. Now 
some enterprising minds have gone on to 
start a trend that caters to the chic and 
trendy, much to the consternation of fash-
ionable tea/coffee cafes.  

In recent months, urban areas in Lahore, 
Islamabad and Karachi have witnessed a 
rather rapid rise in the number of chai (tea) 
dhabas that attract the chattering classes 
for a change. Giving a rather unique spin to 
the regular dhaba that offers doodh patti 
tea along with anda paratha, the new chai 
dhabas offer many variations of tea and 

paratha to a more upscale customer seg-
ment. 

But what is it about these new dha-
bas that appeals so much to a class that 
wouldn’t have thought of frequenting such 
a place a few months back? Why are the 
spending money and time on just a mea-
gre cup of elaichi chai and achaari paratha 
and that too in a primitive outdoor setting? 
To understand the reasons behind the in-
creasing popularity of chai spots, Slogan 

talked to some regular dhaba frequenters:

Atmosphere
Many people we interviewed rated chai 

dhabas highly on the scale in terms of at-
mosphere. For many, going to a regular 
dhaba, with its beaten down appearance 
and clientele, is not an option. Concerns 
range from a general lack of security to the 
absence of an accommodating environ-
ment for household members and students 

Chai dhabas, once a poor man’s privilege have now become 
fashionable hotspots for many people.

Raving about Chai

Cover Story
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where they can have a good time. The 
modern chai dhabas provide all the ben-
efits of the other dhabas but with a change 
- a relaxed and casual environment. 

“I have been to the place in Karachi 
called Chai Wala a few times. It provides 
an excellent ambiance for tea and paratha 
lovers,” says Sateesh, a business analyst in 
Karachi. “Plus, they have managed to cre-
ate rather innovative versions of the para-
tha such as the Nutella paratha and even 
BBQ paratha. This makes it an ideal place 
for foodies like me.”

Zehra, another regular dhaba, agrees. 
“There’s something about chai at dhabas 
that kick starts  the real ‘gup’ (conversa-
tion) amongst people, thus breaking down 
any barriers that may exist.” A resident of 
Singapore, Zehra prefers chai dhabas to 
the more trendy cafes whenever she visits 
Karachi. She attributes this to the enticing 
environment such places provide. “One 
isn’t preoccupied with the bells and whis-
tles of an up-market café. It’s all about you, 
the chai and the company you have,” she 
adds. “It’s casual, unassuming and brings 
about the best gup shup!”

University student and part-time musi-
cian, Ali Altaf, echoes the same sentiments 
while also highlighting the weather as an 
important factor. “Winters do help. I hon-
estly cannot imagine sitting outside and 
having tea during the heat of the summer 
months!” he says. It must be said, however, 
that he can always enjoy his tea in the cool 
outdoor breeze any evening in Karachi.

Cost
Another major reason for going to chai 

dhabas that most of our interviewees 
pointed out was the cost. Though still fairly 
expensive as compared to the regular dha-

bas, in terms of average money spent 
on a night out in town, such outlets 

are still at the lower end of the scale. 
For students, such no-frills cafes are 

ideal. With most of them getting by on their 
pocket money, chai dhabas offer the per-
fect solution other than burning a hole in 
their pockets. As university student Yasir, 
very succinctly puts it, “It’s good sasta 
(cheap) entertainment!”

Even household folk sometimes prefer 
the open air over an air-conditioned setting. 
Says Saadia, a housewife, “Most people 
cannot afford to spend Rs. 1000 per head 
every time they go out. They are looking 
for something that is simple, yet offers an 
enjoyable experience. The chai dhabas are 
the answer.”

Menu
The various kinds of food items offered 

by the chai dhabas were also ranked highly 
by our focus group. Dhabas such as Chai 
Wala, Dabang Chai and Chotu Chai Wala 
have completely revolutionized the menu 
of traditional dhabas and have added their 
own signature to each. 

Most dhabas have menus inspired by 
their customers’ taste preferences. Nu-
tella Paratha, Chicken and Cheese Para-
tha along with BBQ Paratha are just some 
of the items on offer, accompanied by the 
regular Anda Cheese Paratha and Achaari 
Paratha. And just in case one gets bored 
of the typical Elaichi Chai, there are many 
other tea varieties to choose from, such 
as Adrak Chai, Coffee Chai, Zeera Qahwa, 
Daal Cheeni Qahwa, Peshawari Qahwa 
and, believe it or not, Cadbury Chai.

“Such places cater to all kinds of chai 
lovers,” explains Anum, a young mother of 
one. “They offer all varieties of parathas, all 
of which are extremely delicious and which 
cater to a wide range of tastes. For ex-
ample, the taste and texture of parathas at 
Chai Shai is much softer as compared to 
those sold by Chai Wala, which is crispier.”

Many of those interviewed were quick 
to nominate their favourites amongst the 
plethora of teas and flavourful food items. 
“Nothing beats Damthal’s doodh patti at 
Ayesha Manzil near Aga Khan School,” 

says Sarah Faheem, an executive. 
Even celebrities seem to have been 

pulled into the furore surrounding such out-
lets. Anam Tanveer, upcoming actress who 
has become a well-known face in the televi-
sion serial industry, shared her views about 
the trend. “I prefer Autaak opposite Lolly-
wood Café”, she says. “They serve tea in 
the traditional earthen glass which, some-
how, adds to its rustic flavour. Also, Filli’s 
Zaafrani Chai, though a little expensive, is 
one of the better ones, thanks to its rather 
rich taste.”

In spite of their growth in status, many of 
the chai dhabas have critics too. Many peo-
ple fail to see the point of spending money 
on something that can be easily prepared 
at home. Others insist that there is still room 
for more improvement. “Although novel as 
far as most ventures go, I still believe that 
they are not only overpriced but also over-
rated,” says Naufal, a business executive 
in Karachi. “In order to differentiate them-
selves from other local cafes, these chai 
dhabas need to focus on improving the 
taste of the food they offer.”

Sarah also agrees on the need for im-
provement, saying such outlets should also 
think of security and make arrangements ac-
cordingly. “I would really like to see places 
like Chai Wala and Chotu Chai Wala employ 
one or two security guards around the area 
in which they operate as D.H.A is not safe for 
prolonged periods of time.”

For some, the modern tea renditions 
just do not match the quality and taste of 
the original. Amasch, a content executive, 
prefers to stick to the basics and, instead, 
honour the one true version of dhabay wali 
chai. “None of these popular dhabas come 
close to the original Pathan dhabas, though 
they provide a platform for households and 
certain elite to experience the same kind of 
atmosphere, and a much safer and more 
controlled environment,” she says. “Still, the 
chai offered is not as good and is too ex-
pensive.” 

Whatever the general view about the chai 
spots, they have immense appeal and attract 
people from the upper and middle classes. 
Whether the dhabas have a future or are just 
a fad is the big question mark. 

9SLOGAN March 2016



10 SLOGAN March 2016

By Farah Iqbal

If you ever happen to take a road trip any-
where across Pakistan, you are sure to 

encounter a string of dhabas, (cheap eat-
eries) located along the highways that lead 
to cities, towns and villages. Dhabas once 
catered to the needs of truckers and taxi 
wallas, serving a hot meal at any hour of 
the day or night. It is said that the first dha-
ba appeared along the Grand Trunk Road 
(GT Road) connecting Lahore to Peshawar, 
Delhi and Calcutta.

Dhabas are now a common feature along 
the national highways in Pakistan. Eating at 
a dhaba has become a trend. Catering to 
a large variety of customers, the dhaba is 
an economical option for people all the way 
from labourers and artisans to executives, 
students and youth.

Somewhere down the road, tea dha-
bas known as ‘Pathan ka hotel’ started 
to sprout in the cities. These roadside tea 
shops were mainly owned by Pathans be-
longing to Quetta. Catering to the working 
class, tradesmen and youth, most of these 
outlets were based in commercial, non-
Pathan dominated areas. They exist even 
today and serve not only customers at the 
premises but also deliver tea to shops and 
businesses in the area. Teenage boys in 
dirty clothes scurry around the area, carry-
ing a circular tea-glass holder, handing out 
glasses of steaming tea. There is also the 
older Pathan who brings tea in the tradi-
tional little green or blue chainaks (teapot) 

or small glass tumblers and has become 
ingrained in the commercial landscape.

The major cities of the country are burst-
ing with food streets and restaurants of all 
price ranges and serve amazing food, but 
the love for chai-paratha, especially at dha-
bas, has also steadily increased. 

Wherever you travel in the country, dha-
bas and Pathan tea hotels in all four prov-
inces have the same look and culture. En-
joying a cup of hot doodh-patti along with 
scrumptious parathas, combined with the 
rawness of the roadside dhaba, is a sim-
ple yet unique experience found nowhere 
else.

You have nothing but admiration for fa-
mous tea dhabas of Karachi like Café Clif-
ton that still serve the best doodh-patti tea 
- or the small lachydar parathas of Alamgir. 
Better still, there are the piyalas of steaming 
hot tea at Café Piyala or Baakra, the dhaba 
in Kharadar known for its chai-paratha. 

Global franchises have brought in up-
scale cafes but the prices of these eateries/

cafes still do not suit all pockets, especially 
if you are a student or a rookie at work. 

Since tea is the preferred beverage in 
Pakistan and not coffee, a new spin on the 
cafes has appeared in Islamabad.  These 
upscale tea houses like Chaaye Khana and 
Chai Chowk, in addition to regular cafés, 
offer a wide variety of teas, ranging from 
regular to exotic and in various flavours. 
However, having a cup of tea worth four 
hundred bucks is not a viable option for 
many tea lovers.

The arrival of global eateries has also af-
fected the dhabas but they have expanded 
their menus, which now include burgers, 
fries, milkshakes, etc. In order to attract 
more people, some of the dhabas also have 
separate family rooms for privacy. Due to 
the law and order situation in Karachi and 
other security issues, many people do not 
consider it safe to eat at dhabas anymore, 
especially with women and children. The 
majority of the dhabas or tea places are 

Cover Story

Tea outlets offer a unique experience 
found nowhere else

More than
a Cup of Tea



frequented by men from all walks of life, 
making it rather inappropriate for women 
to hang out. 

The need for a safe and affordable place, 
where students and families can enjoy a 
tasty meal or a good cup of tea, has given 
birth to a new kind of roadside dhaba. 

These slightly up scale versions, like 
Chai Master and Gullu Butt Dhaba, cater 
to a diverse range of food and tea lovers 
from various socio-economic classes. The 
places serve an assortment of teas and 

parathas, including the classic chai-
paratha combo and other food at rea-
sonable prices.

Following the trend, yet another 
breed of tea places has started to ap-
pear across Karachi, particularly in the 
Clifton/Defence area. A spin on the Pa-
than chai ka hotel, these upgraded chai 
dhabas have become roaring hits with 
the young crowd. 

A totally outdoor affair, the tea places 
like ChaiWala Chotu Chai and Chai Shai 
are a cut above the ordinary. Sporting a 
traditional yet unique dhaba ambience, with 
plastic/metal chairs and tables adorned 
with truck art and sprawled across an 
open plot, they are decorated while cheap 
decorative lights that mark the boundary 
and a backdrop of truck art-cum-Punjabi 
filmy posters completes the scene.  Beside 
the usual tea menu features anda, aloo and 
cheese to nutella, rabri and fajita parathas. 
It also offers karak, doodh patti and elaichi 

chai plus Cadbury, adrak and disco tea. 
The growing popularity of chai dhabas 

can be gauged by the large number of 
customers frequenting these places. There 
cannot be a better way to enjoy a night out 
with friends over good food and hot chai 
and without putting a dent in your wallet. 
Next time you are in the mood for chai-
paratha or a cup of tea with friends, drop in 
at one of these tea walas - you will not be 
disappointed. 

Cover Story
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Patchwork from Pepe Jeans 
Pepe Jeans has produced “Patchwork” - a collection for winter 2016. It is a capsule range that takes its style cues from the  prevail-

ing penchant for the sixties and seventies. The collection goes back to the brand’s Portobello roots, based on a cool and classic 
retro wardrobe for generation Now. 

The collection includes mini patch-worked denim skirts, staple jackets with panel work and mix-and-match denim shirts with the 
old-school Pepe Jeans logo on the buttons.   

National News

Following the success of his work on Coke Studio’s Season 8 and his single ‘Kithay Nain 
Na Jorin’ last year, Ali Sethi has released the song and video “Mahi Mera.” The song 

was released in collaboration with folk artiste Jamaldin, while the video has been directed 
by filmmaker Umar Riaz and shot in Hussaingarh, artiste Jamaldin’s village. 

While two Pakistani tea brands – Lipton 
and Tapal Danedar - wrestle it out to 

show which is better, Nestle has entered the 
fray to promote its Nestle Everyday tea whit-
ener. The ad says “Chai Lajawab ho ya Dane-
dar, only Nestle Everyday makes it Khaas!” 
There is a supporting visual that shows both 
tea packs in the background. Perhaps a 
touch of humour to the whole affair.  

Ali Sethi and ‘Mahi Mera’

Nestle in tea war

HSY returns 

Following the success of his show’s sec-
ond season, Hassan Sheheryar Yasin 

(HSY), the renowned fashion designer, is all 
set with Season 3 of “Tonite with HSY” on 
HUM Sitaray. The new season will feature 
personalities from music, film, sports and 
entertainment. 

Kaymu.pk, Pakistan’s biggest online marketplace, recently completed its third year of 
operations. It helps connect buyers and sellers to take advantage of some of the best 

deals on an extensive range of products, including electronics, fashion accessories and 
other items.

Kaymu.pk is celebrating by offering 
a special ‘Anniversary Sale’ to custom-
ers who can also enjoy a greater online 
experience thanks to new updates on 
the website aimed at enhancing user 
experience and increasing communi-
cation between the buyer and seller. 

The portal owes a huge part of its 
success to its buyers and sellers. 
Website redesign coupled with anni-
versary jubilations is their way to cel-
ebrate, according to Ali Zain Sheikh, 
Country Manager. 

Kaymu celebrates
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Mahira 
Huawei

Fawad Khan Samsung face 

Actress Mahira Khan will be the face of 
Huawei in Pakistan. She is best known for 

her roles in TV serial Humsafar, 2011’s Bol and 
recently Ho Mann Jahan.

Mahira Khan and Emad Irfani will appear in 
the Huawei TVC for the Ascend G700 Dual 
SIM smartphone.

National News

LTE/4G services in Pakistan rank as the 
4th slowest in the world with an aver-

age LTE speed of just 4 Mbps, slightly 
above the average for 3G (3.5 
Mbps).

Among countries with 
slow LTE speeds, Iran 
tops the rank, Costa 
Rica is second and 
Saudi Arabia is third 
with 3 Mbps followed 
by Pakistan at the 
fourth-last position with 
an average of 4 Mbps.

The global average speed for 
4G LTE networks is 13Mbps. Singapore 
tops the list, providing the fastest average 
LTE speed of 37 Mbps, followed by New 
Zealand with 29 Mbps and Hungary with 
28 Mbps  

Slowest 4G LTE

Malindo in 
March
An air carrier called Malindo Airlines has 

obtained landing rights for Pakistan. Ma-
lindo (derived from Malaysia and Indonesia) 
is a jointly owned airline that is expected to 
launch its services from March.

The airline has received the green signal 
from the Pakistan Civil Aviation Authority and 
the Ministry of Defence to start operations. It 
will start its flights from Lahore. 

MCB Bank has been awarded the 
SAFA Best Presented Annual Re-

port 2014 among private sector banks. 
This is in recognition of the bank’s excel-
lence in financial reporting, management 
best practices and corporate gover-
nance disclosures. 

The SAFA Conference 2016 was at-
tended by local and international speak-
ers comprising reputable businessmen, 
economists and chartered accountants.  
Ishaq Dar, Minister for Finance, was the 
chief guest.   

MCB wins SAFA award

Samsung has signed actor Fawad Khan and Farhad Humayun as future Brand Ambas-
sadors for its mobiles in the Galaxy category.

Fawad is popular as a vocalist, actor and model. Farhad Humayun is a leading model and 
singer for ‘Overload’.

Samsung has also announced that it would continue to work with ‘Josh’ as brand ambas-
sador. 
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Meera at US college
In a thigh-baring ghagra and a short choli, with her long locks left 

open, Meera quite confidently entertaining the audience at the 
Chabot College in California. The video was circulated on the In-
ternet.

The event was organized by Mehta Entertainment at the perform-
ing arts center of the college. Meera gave the perfor-
mance along with Indians like Dal-
er Mehndi and Aditi Agrawal.  

Now ‘Har Rang Apna’ 
J., the Junaid Jamshed brand has launched the latest ‘Har Rang Apna’ Summer Lawn 

2016 with a bang! The festive, colourful and vibrantly chic collection is an array of ele-
gant dresses designed with exquisite patterns and silhouettes, complementing the spring 
season perfectly. It exudes the popular truck art theme. 

National News

SKH hosts fiesta 
The Shaukat Khanum Memorial Cancer Hospital held its annual Fitness fundraiser at Lakeside 

in Lahore. The event offered attractions for everyone besides 30 organic food stalls by Khalis 
Food Market, a Fitness Corner by 180 Degrees and free health and nutritional consultations. 

The event also featured a Walkathon, Kids Corner and a Cricket tournament.  There were 
prizes in the lucky draw from Pepe Jeans, Farah Talib Aziz, Saira Shakira, Saira Rizwan, Struc-
ture, Address, The Lounge, Pompei, Spice Bazaar and Yum. 

The Lux Style 
Best Emerg-

ing Talent win-
ner Sadaf 
Kanwal will be 
seen in Hais-
sam Hussain’s 
film, Balu Mahi, 
alongside Os-
man Khalid Butt 
and Ainy Jaffri.

Says the actress, “I 
love modelling but it has an ex- piry 
date. Acting goes on all your life so I think 
I should delve into that.” She adds, “I’ve 
shown people I can walk the ramp and 
pose but now I want to show them there’s 
more to me. I can also talk.” 

Walk ‘n talk
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National News

Jetset styles

The cover of Diva’s Annual 2016 issue 
features various TV and film actors such 

as Humayun Saeed, Hamza Ali Abbasi, Si-
kander Rizvi, Ayesha Omar, Amna Ilyas, Hu-
mayun Saeed, Mehwish Hayat and Sohai 
Ali Abro. The shoot for the cover was done 
some time back 

Turkish company Al-Bayrak will soon start 
a taxi service in Lahore. It will be called 

A-Taxi and will start with a fleet of 100 cars. 
The company will be using Suzuki Swift and 
Honda City cars painted in bright yellow. 
People can either stop an A-Taxi or make a 
phone call to get the cab. A-Taxi will set up 
15 taxi stands across the city and the taxi 
will be available 24-hours a day, 7 days a 
week. Customers will be able to book a taxi 
in advance as well.

Another Turkish company, Platform will 
deal with the management of the service. It 
will train drivers on how to offer a superior 
customer experience.  

Celebs sizzle 

Taxi on call

Pakistan’s glamorous globetrotters never travel minus their styles. Here is a sam-
plimg:

Mehwish Hayat
impresses with an out-
standing style that is cool 
and casual.

Sadaf Kanwal is never 
out of style while she is up 
and about.

Fawad Khan has a 
dapper fashion sense even 
while he is jet-setting. Shehryar Munawar 

truly flaunts his sexy looks 
when travelling.

Urwa Hocane proves 
that you don’t have to sac-
rifice your fashion forward 
sense just because you are 
at the airport. 

Mahira Khan can do no 
wrong with her laid-back 
style.

Humaima Malick never 
compromises on her looks. 
She ensures she appears 
chic and trendy while on 
her way to the jet.

Marwa Hocane is all 
glitz and glam when she is 
travelling. 
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International News

Will Hillary win? Will Hillary win? 

Fur on fur is not a good look this sea-
son. Demi Lovato incited outrage from 

her loyal followers when she posted a pic-
ture of herself on Facebook wearing what 
appears to be a fur coat while holding her 
dog, Batman. 

The shot is a behind-the-scenes pic 
from her Allure magazine cover shoot. The 
“Stone Cold” singer, 23, was seen wrapped 
in brown fur.

It had not been confirmed if the coat was 
made of real fur. 

When Princess Diana married Prince Charles in 
1981, her ivory silk taffeta-and-antique-lace 

gown designed by David and Elizabeth Emanuel, 
in addition to her cascading bouquet, caused a 
major ripple effect in wedding trends. And now 
it’s clear that the world still looks to the British 
Royals for ideas on how to plan a sophisticat-
ed, regal wedding with a mix of modern and 
vintage touches.

Though William and Kate tied the knot three 
years ago, some major aspects of their wedding 
are still reflected in real weddings every day. 

The Pinewood studios - home to James Bond and Star Wars films – has signaled it 
may be open to sales offers as its expansion is hampered.

The Pinewood Group said it had appointed advisers to lead a strategic review of its 
capital base and structure. The company explained that while a move last year to raise 
proceeds for its expansion had been successful, it failed to gain enough new investors 
and diversify its shareholder base - stifling its ambitions.

In addition to Pinewood Studios in Buckinghamshire, the sale would also cover Shep-
perton Studios and Pinewood Studio in Wales. 

Fur coated Lovato 
cuddles dog 

Royals cause stir

Hilton’s new 
looks
Paris Hilton may not have been in the 

limelight since the height of her Simple 
Life fame, but these days she’s sporting a 
new look. Her Instagram 
is filled with photos 
of a much more 
toned-down, 
classy Par-
is. At first 
glance, 
she’s bare-
ly recog-
nizable. 

Police and prisoners held a fashion show 
and spring gala at Jilin women’s prison 

in northeast China. Most of the dresses 
were designed by prisoners.

The fashion show featured clothes de-
signed by inmates and police officers at the 
prison. 

The prison, which trains inmates in appar-
el design and clothes-making skills to pre-
pare them for their future lives, runs regular 
design competitions. 

Prison fashion 
show

Pinewood up for sale
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International News

It is being reported that the owners of 
Michael Jackson’s former home, the 

‘Neverland’ estate in Los Olivos, Califor-
nia, have enlisted the help of an online 
marketplace of luxury goods, to pitch the 
$100 million property to Chinese buyers.

“Our goal is to display these unique 
properties to Chinese buyers,” Alexis 
Zirah, co-founder of the online market-
place said.”If you look at the U.S. prop-
erty market, it’s been boosted by an 
influx of Chinese investors. They are the 
largest foreign investors, having spent 
$30 billion last year alone. Those peo-
ple are really buying things at the high 
end of the market...” 

It is no secret that Nicole Kidman and Tom Cruise were the Brad 
and Angelina of the ’90s. When they split in 2001, it completely 

shocked the world — and now Nicole has revealed the reason be-
hind the divorce.

Nicole Kidman and Tom Cruise were married for 11 years and were 
one of Hollywood’s most glamorous couples. Now Nicole, 46, has 
revealed what brought them so close, made them “deeply romantic” 
and ultimately what led her to Keith Urban, her “great love.”

 “I was so young,” Nicole said about the time she married Tom. It 
was 1990 and she was only 23 years old! She and Tom, 28 at the 
time, then decided to adopt two children — a daughter in ’92 and a 
son in ’94 That’s definitely a lot for such a young woman!

Nicole referred to the life she lived with Tom as a “bubble,” because 
of their huge fame as a couple. 

Zsa Zsa Gabor was rushed to hospital as she was 
struggling to breathe.The actress celebrated her 

99th birthday on February 6, but just two days later 
she became unwell. Her husband Frederic von An-
halt confirmed that she couldn’t breathe properly, 
and so her doctor was immediately summoned.

When the problem persisted, Gabor was taken 
to a hospital in Los Angeles. She was suffering from 
a lung infection caused by her feeding tube, and 
needed to undergo surgery.

Gabor made over 30 films, including Moulin 
Rouge and is well known for being married nine 
times. She started her career as a singer and was 
named Miss Hungary in 1936. 

Gabor in hospital 

Neverland on sale

Why Nicole 
divorced Tom

Jennifer Aniston and Justin Theroux re-
cently tied the knot in a secret wedding, 

but a new report is claiming things aren’t 
happy between the two. The couple report-
edly split up after just 21 days of marriage.

The couple reportedly spent their honey-
moon fighting. 

Rumours are that Kate 
Middleton and Prince 

William are expecting a 
baby. Wow, they wasted no 
time giving Prince George 
two siblings!

Kate Middleton, 33, and 
Prince William, 33, are expanding 
their family. The couple who welcomed 
Princess Charlotte less than a year ago, are 
reportedly going to be parents again. 

Tied and split

Kate expecting 
– again
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Donald Trump took home his first big win 
in the 2016 presidential race on Feb. 

9, and he couldn’t have been more thrilled 
when he addressed the crowd following his 
victory.

After losing the Iowa caucus to Ted Cruz, 
Donald Trump couldn’t be happier to take 
home the victory in the first primary of the 
2016 presidential race in New Hampshire. 
He was absolutely giddy when he ad-
dressed a crowd of his supporters after 
the results came out and made the honest 
promise that he’ll be the “best jobs presi-
dent God ever created.” 

Donald couldn’t be more thrilled to take 
home his first major win. 

“I’ll be ‘best’ President God ever created”

Avatar 2 not ready
It seems that James Cameron’s much awaited sequel ‘Avatar 2’ will not be releasing on  Christ-

mas in 2017 according to Twentieth Century Fox as it will not be ready. It’s the second delay for 
“Avatar 2,” which Fox had originally planned to release by Christmas of this year, while the sec-
ond and third sequels were planned to be released in 2018 and 2019, consecutively. The film 
is the first of three sequels to the 2009 blockbuster “Avatar”, which is currently the top-grossing 
film of all times, taking $2.8 billion.

 Cameron intends to shoot all three films in the trilogy at the same time in New Zealand. 

Adage has announced its Agency A-List 
based on creativity and business strat-

egy. Following are the agencies that made 
the A list:
 
1. Droga5 
2. R/GA 
3. McCann 
4. Anomaly 
5. 72andSunny 
6. Deutsch   
7. 360i  
8. Alma  
9. VML  Venables Bell & Partners 

UM is the Media Agency of the year, while 
the B2B Agency of the year is Gyro and the 
Multicultural Agency of the year is The Com-

munity. The Martin Agency was named for 
producing the Campaignof the Year. Agen-
cies listed as the top Creativity Innovators 
were Droga5 New York, Wieden & Kennedy 
Portland, Adam & Eve/DDB, Anomaly, BBDO 
New York, CP&B, Deeplocal, Grey New York, 
The Martin Agency, R/GA, and Wieden & 
Kennedy New York. The International Agency 
of the year was FF Shanghai China and the 
International Runner-Up Agencies of the year 
are R/GA London and Isobar China. 

Star Wars: Episode VIII’, originally planned 
to be released this summer, will now 

premiere on December 15, 2017, according 
to Disney and Lucas Film. Star Wars: The 
Force Awakens was the first Star Wars film 
to smash numerous records and become 
the highest grossing release in the USA with 
over $861.3 million and the third biggest 
global release with $1.886.7 billion.

Star Wars: Episode VIII is currently at pre-
production stage and will begin principal 
photography in London soon.  

Once again, it is Apple 
which is noted par-

ticularly for bringing lucra-
tiveness with its Watch, 
though its sales are difficult 
to tell for sure due to being 
relegated to the “others” sec-
tion in its earnings reports.

The SmartWatch is more of a fashion 
statement rather than being a smart watch. 
According to Canalys, smartwatches ac-
counted for two-thirds of all sales during the 
holiday season alone.  

Star Wars 
delayed

Smartwatch is 
smart

International News

Adage A-List
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International News

Mondelez recently launched its new 
Orea flavours in an interesting and cre-

ative way in New York City. They installed a 
mysterious Oreo door in the wall. Actually, 
it’s more like a portal, located on one of the 
busy streets. It lures passersby to check out 
what’s behind the door.

According to the Mondelez cookie brand, 
this is the “Oreo Wonder Vault,” where new 
Oreo flavours magically appear, as if out of 
thin air. When people approach the door, they 
receive brand-new Filled Cupcake Oreos be-
fore they are released in the market. 

A massive, 45-box archive of Mario Puzo, 
the renowned author-screenwriter of 

The Godfather has been auctioned. The 
treasure trove of material included thou-
sands of pages, drafts, notes and varying 
versions of the novel manuscript and film 
screenplay, the latter co-written with direc-
tor Francis Ford Coppola. Puzo and Cop-
pola wrote the first Godfather screenplay 
separately – the former in New York, the lat-
ter in San Francisco – and made frequent 
revisions to each other’s work.

The archive also included a January 21, 
1971 letter from Puzo to Coppola, producer 
Al Ruddy and Paramount’s Peter Bart, nine 
partial copies of the first Godfather script in 
various stages of completion, a 744-page 
typed working draft manuscript for the God-
father novel (then titled “Mafia”), six large sto-
ryboards outlining the novel’s development, 
a 15-page novel outline noting that character 
Johnny Fontane was based on Frank Sinatra, 
Puzo’s copy of Coppola’s Godfather “Bible” 
and Puzo’s 1965 Olympia typewriter, which 
was probably used to write the novel.  

Oreo door

Puzo archives 
auctioned

Longtime Editor-in-Chief of Esquire, David Granger will be stepping down after nearly 20 
years of leading the iconic publication. The editor of Town & Country, Jay Fielden, will be 

replacing him. He will now carry the dual titles of Editor-in-Chief of Esquire and Edito-
rial Director of Town & Country. 

Granger’s exit from Esquire is a major incident for 
the magazine industry, as he is one of the very few edi-
tors in the industry, whose name is synonymous with 
his publication. Since taking over as the top man at 
Esquire in 1997, Granger has led the magazine to the 
top and has helped the title win 16 National Magazine 
Awards. Last October, he oversaw the publication of 
Esquire’s 1,000th issue. He will be leaving Esquire on 
March 31, 2016. 

Diet Coke recently introduced new fun packaging in the U.S., using HP 
Indigo digital printing technology to create millions of completely unique 

labels — in a campaign themed, “It’s Mine.”
Every 12-ounce glass bottle features a different design — no two bottles 

are the same. A select number of patterns will also be 
seen on 7.5-ounce mini-cans, 8.5-ounce aluminum 
bottles, 12-ounce and 16-ounce cans and 500-mil-
liliter and 20-ounce PET bottles. 

The campaign will be supported by advertis-
ing from CAA Marketing, including two 30-second 
TV video, social content and in-store, print and 
out-of-home advertising. According to the Coke 
brand team, “Every Diet Coke drinker is different 
and unique, and with millions of Diet Coke designs, 
fans can choose the one they feel is uniquely their 
own.”It’s Mine” campaign celebrates the unique love 
Diet Coke fans have for the brand”.  

The famous paranormal TV series, The X-Files returns to TV with a six-episode minise-
ries.  The alien-chasing thriller broadcast in the 90s helped create pop culture as we 

know it, featuring two FBI agents, David Duchovny as Mulder and Gillian Anderson as 
Scully, searching for the “truth out there’’ (as per the caption of the show) by probing into 
the outer limits of government conspiracy and paranormal activity. After nine seasons and 
two films, the X-Files closed in 2002. 

However with Gillian Anderson’s (Scully) brilliant run on Hannibal and David Duchovny’s 
(Mulder) return on prime time with Aquarius, it’s time to bring the X-files old team together. 
The agents have a new case to investigate, with Annet Mahendru from ‘The Amercians’, 
as an alien-abduction victim. The new additions to the cast include Joel McHale of Com-
munity and Kumail Nanjiani of Silicon Valley, along with Mitch Pileggi as their skeptical 
Vietnam-vet supervisor. 

David Granger leaves

It’s yours

X-Files returns



What further value addition do you in-
tend to bring to P&G operations here?

It is my pleasure to serve the Pakistani 
consumer in my role as the Country Man-
ager of P&G in Pakistan. The company has 
a rich heritage in the country and my primary 
focus is to continue our journey of serving 
the Pakistani consumers, making Pakistan a 
key market for P&G globally. 

My priority is to fully understand and fulfill 

consumer’s needs. This involves determin-
ing what consumers want, whether they 
have any unmet needs and to serve them 
with our brands fulfilling their needs.

Moreover, I aim to work with our outstand-
ing talent and our world class partners in the 
country to build distribution and awareness 
of our products so that we can delight the 
growing consumer base in the country.

With the advent of satellite television and 

digital media, consumer needs are now 
more in sync with the needs of those in the 
developed world as a result of greater ex-
posure to trends taking place international-
ly. The chance to be in markets where such 
advanced consumer needs exist – which 
P&G explicitly encourages – are, in fact, in 
a much better position to predict what fu-
ture needs in developing markets will be. 

What makes Pakistan an important 
market for P&G? 

I think a major driver for our company 
and any consumer products company is 
the demographics and size of the popula-
tion. Pakistan is home to nearly 200 million 

people, out of which 70 million live in urban 
centers and urbanization is happening at 
a rapid pace. With more and more people 
gaining access to facilities and services, the 
consumer market will continue to grow in the 
country. 

Pakistan is also predominantly a nation 
of youth with almost 55% of its population 
being below 25 years of age. This in itself 

Consumer is Boss
Sami Ahmed, Country Head, P&G Pakistan talks about how he is 

committed to serving Pakistani consumers. 

A Pakistani through and through, Sami Ahmed was born and raised in Karachi.  He joined 
P&G for an internship while pursuing his MBA degree from the Institute of Business Adminis-
tration (IBA), majoring in marketing and finance. Since then he has not looked back. 
In his first stint at P&G in Pakistan, Sami worked in the marketing function on two of P&G’s 
iconic brands, Pampers and Head & Shoulders. In 2004, he moved to the P&G business in 
Saudi Arabia where he held charge of the female beauty business. There he got to work on 
major brands associated with haircare such as Pantene as well as other skincare products 
like Olay and Safeguard.
After working in Saudi Arabia for over two years, a significant turning point came in Sami’s 
career when he was asked to lead the sales function of the cosmetic and fragrances division 
of P&G - a high-end category which is associated with brands such as  Dolce & Gabbana 
and Gucci – for the Middle East, Africa and Turkey regions. He returned to Pakistan in 2015 as 
the Country Manager armed with knowledge and skills acquired over his 16+ year successful 
career at P&G. Here he talks to Slogan in an exclusive interview:

Dialogue
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Dialogue

is a great opportunity as the youth is more 
receptive to new and innovative offerings 
and we have an opportunity to create last-
ing habits. 

For P&G, Pakistan is also an important 
source of diverse talent pool. Over 50 Paki-
stanis who started their careers in the coun-
try are now in leadership positions in P&G 
around the world. 

How would you describe P&G’s invest-
ment initiatives in Pakistan? How have 
these investments impacted the coun-
try? 

Since the start of our operations in the 
country in 1991, P&G has continued to in-
vest in its people, the community and the 
industry.

Investment in our people has enabled us 
to build a growing business in the country. 
We have one of the most sought after intern-
ship programs in the country which helps 
us employ best in class diverse talent from 
across the country. Via our operations, we 
have created direct and indirect employment 
opportunities for over 5000 Pakistanis. 

We have invested in the community with a 
focus on providing everyday basics that help 
create the experience of home and improve 
everyday health and confidence for people 
in need. Our corporate and brand programs 
have reached over 38 million people to 
date.

Lastly, we have invested in the industry 
- we started our operations in Pakistan in 
1991 with an import-only approach. How-
ever, since then we have invested in plant 
equipment and machinery to localize pro-
duction of key businesses. In 1994, we 
made a major investment in a plant at Hub 
to produce Safeguard soap. Again, in 2010, 
we set up a state-of-the-art production fa-
cility for detergents in Port Qasim. All these 
investments represent tens of millions of dol-
lars spent for the development of significant 
physical infrastructure. 

What is your business strategy in Paki-
stan? 

P&G enjoys a rich heritage of over 175 
years - a milestone very few companies have 
achieved. Our track-record of success is 
based on a time-tested business model. First 
and foremost, we are focused on discover-
ing meaningful insights into what consum-
ers need and want. Our experts in research 
and development then work on translating 
those insights into noticeably superior prod-
ucts which address these consumer needs. 
Next comes communicating that superiority 
through advertising which includes compel-
ling claims, performance demonstrations, 
and superior benefit visuals. Finally, pricing 
our products at a point where consumers ex-
perience superior overall value.

This business model holds true for P&G 

across the world including Pakistan. Through 
the years we have continued to increase our 
product portfolio with a range of brand offer-
ings which cater to the needs of Pakistani 
consumers. Some of these include Pantene 
damage blockers, Ariel superior stain removal 
formulation and Pampers wipes. We have fo-
cused our marketing efforts to connect with 
our consumers when and where they are 
most receptive. Social media has emerged 
as a very important medium which allows us 
to have one-on-one conversations with con-
sumers. Additionally we have expanded the 
reach of our distribution network in order to 
reach unserved consumers.

P&G’s people and PVPs - Purpose, Val-
ues and Principles, have always been at the 
heart of our proven business model. We hire 
the best, brightest and most diverse talent, 
teach them through hands-on responsibility, 
and coach them to drive this model to new 
levels of success.

What are P&G’s core business 
strengths? 

We are living in the era of the consumer. I 
think it is an interesting and reasonable prem-
ise to suggest that in the 60s, 70s and 80s 
the balance of power was with the manu-
facturer. Then, as things changed, the retail 
industry consolidated and began to leverage 
scale. Retailers benefited from increasing 
buying power. As we moved into the 80s and 
90s, perhaps the balance of power shifted to 
the retailers. 

But today, the power doesn’t lie with either 
of us. The power now rests with the consum-
er. The consumer is the one in charge today. 
Consumers today are more value conscious, 
more demanding, they’re empowered by 
technology. Unless we embrace the fact that 
the consumer has all the power today, we risk 

being a company that fades and falls, rather 
than a company which not only survives but 
thrives.

This opportunity to serve the consumer is 
one of our key strengths. At P&G, this means 
pushing the boundaries of market research 
to better understand the communities and 
consumers we serve. We conduct thousands 
of research studies each year to stay ahead 
of what consumers need today and want to-
morrow. The insights we gain not only identify 
new innovations, but also help us better com-
municate with our consumers. 

But research alone is not enough - to make 
a positive impact on consumers, you have to 
excel in six core strengths: Consumer Under-
standing, Innovation, Branding, Go-to-Mar-
ket Capabilities, Scale and Productivity. As a 
company with purpose, P&G is built to lead 
in these areas and the combination of these 
six elements has helped P&G create new cat-
egories and successful brands.

There are numerous success stories from 
P&G, be it the first laundry soap Ivory - mild 
enough to use on your body yet also effective 
for cleaning clothing, dishes and floors or the 
launch of Pampers in 1961 - an alternate to 
cloth diapers.

How have P&G brands improved every-
day lives of the Pakistani community? 

With the aim to improve the quality of life for 
Pakistani consumers, P&G brand programs 
are helping pave the way for a healthier and 
hygienic community. Our brands have been 
active in spreading awareness on health and 
hygiene through a range of programs year 
on year. Just last year, the Safeguard Educa-
tion Program engaged over 2 million children 
through the iconic character of Commander 
Safeguard, helping instill amongst them the 
important habit of handwashing with soap. 
The Pampers Hospital Education Program 
and Mobile Clinics educated 850,000 moth-
ers last year on essential baby development 
topics such as nutrition, immunization and di-
apering. Moreover, the Always Education Pro-
gram reached 600,000 young girls last year 
with the message of good hygiene practices. 

Is counterfeit a hindrance to P&G’s busi-
ness in Pakistan? 

We wish for our consumers to benefit from 
high quality products. Thus, we have taken 
a very aggressive stance against this issue. 
We have worked and continue to work with 
different associations and government bod-
ies in order to tackle this problem in the 
most effective manner possible. In the end, 
I believe the chances of consumers coming 
across counterfeit products have decreased 
significantly, provided that they visit officially 
licensed retail outlets. We have a robust 
distribution mechanism which ensures that 
products are delivered to consumers in all 
parts of the country.
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When an icon departs

The no-nonsense woman

By Samina Wahid 

Fatima Surrayya Bajia had been an icon for 
more than half a century, a sort of doyen of 

TV play writers who crafted a new language 
and a new syntax for TV drama and made PTV 
a pioneer in the field.

Bajia gave Karachi Television an identity as 
a place where drama was scripted and played 
out almost as a new genre. She led right from 
the TV centre’s beginnings back in the 70s and 
was the main force behind PTV’s recognized 
supremacy in drama writing and production.

Writers in Lahore and in other parts of the 
country followed Bajia’s example and though 
some good writing and good productions did 
come out but nothing or noone ever matched 
the genius of Bajia.

The renowned writer and playwright passed 
away at the age of 85 after battling with what 
has been termed as prolonged illness by her 
family and peers. Born into an educated family 
of Hyderabad Deccan in 1930, Fatima Surayya 

was the eldest of 9 siblings. The family sailed 
to Karachi in 1948, immediately after the fall 
of Hyderabad State, which was invaded by 
the Indian army on September 11, the day the 
Quaid-i-Azam died.

A product of home schooling, Bajia did not 
receive any formal education. Still, she ac-
quired extensive knowledge of Arabic, Persian, 
English and Urdu at home through private tu-
itions. Thanks to her well-rounded exposure to 
language and literature, Bajia went on to be-
come one of Pakistan’s most celebrated and 
inspiring TV writers. She both entertained her 
audience and forced them to think about so-
cial problems and taboos. 

What is even more interesting is the fact 
that despite no formal training, Bajia took 
to TV writing with so much ease. How she 
adapted herself to television despite the fact 
that it was an entirely new mass medium up 
until the 70s is a reflection on her brilliance 
and understanding.

Bajia also did some acting and appeared 

in 1966 in an Agha Nasir play. However, she 
soon discovered that her real calling was that 
of a TV writer. At a time when PTV was in the 
grip of stringent and extreme policies of the 
government, Bajia’s plays depicted characters 
that were non-conformist and challenged cul-
tural norms. Her plots were well-balanced and 
her productions and visuals were culturally rich 
and elaborate. What more, she focused on 
familial ties and brought out the dreams and 
aspirations of an urban middle class in a very 
effective and meaningful manner. From Shama 
to Afshan, from Aroosa to Agahi and from Ana 
to Zeenat, her strong female leads were like a 
breath of fresh air in face of the stereotypical 
portrayal of passive, submissive women seen 
in other PTV plays and serials. 

It was Bajia’s incredible work and talent that 
won her myriad awards and honours, includ-
ing the Pride of Performance and Hilal-e-Imtiaz 
as well Japan’s highest civil award. 

Bajia has left behind a great legacy in her 
as outstanding and talented family, especially 
her brother, the well-known writer and satirist 
Anwar Maqsood. He says he learnt a lot from 
her. All of Bajia’s younger sisters treated her 
like their mother - poetess Zehra Nigah, coutu-
rier Sughra Kazmi and culinary expert Zubaida 
Tariq. She groomed their talents and raised 
them all as respectable, articulate individuals.

A huge vacuum has been created by Ba-
jia’s death. An ardent feminist, she was a force 
to reckon with and carved a niche for herself 
on television and radio. Her iconic writings 
left an indelible mark on her peers and con-
temporaries and gave her audiences some 
much-needed food for thought and of course 
entertainment. 

South Asian TV drama in particular and urdu 
writing in general is poorer with the departure 
of Fatima Surrayya Bajia. 

Naushaba Burney died in Karachi after a short illness.  She was 

83. The late Naushaba Burney, cast in the mould of the fast 

fading generation of journalists, was a no-nonsense sort of prac-

titioner of the art and craft and probably had no place among the 

new Internet-driven lot. She did make it clear in the days when she 

worked for Dawn that she had no patience for lazy plagiarists. She 

was a woman of principles and was never willing to be led around 

by half-baked theories. After a long toil as a journalist, she turned to 

teaching and did it with as much dedication, bringing into her work 

the same relevance and meaning.  They don’t make the likes of her 

anymore. 

Tribute



One-on-One

In conversation with
Anwar Maqsood

Tell us a little about your early life, edu-
cation and the start of your career.

I was born in Hyderabad Deccan in India. 
I had 10 brothers and sisters, parents and 
grandparents. Our family migrated to Paki-
stan in 1948 via the sea route. We lost most 
of our luggage somewhere on that journey, 
but we successfully brought some ten thou-
sand books with us. 

After reaching Karachi, we found that hun-
dreds of houses had been left vacant, but my 
maternal grandfather chose to live in a tent 
on Jamshed Road rather than occupy any of 
the empty houses. One day, torrential rains 
washed away everything in the tent. Then, 
we shifted to PIB Colony and lived there for 
7 to eight years. After the death of my grand-
father, my father also died when he was just 
42-years old. Then, my elder sister Fatima 
Surayya Bajia started looking after the fam-
ily, while my elder brother Ahmed Maqsood 
became a government officer. 

I received early education at the Bahadur 
Yaar Jung Academy, where Khwaja Moinud-
din, the person who produced classic plays 
like Taleem-e-Balghan, Lal Qila Se Lalukhet 
Tek and Mirza Ghalib Bandar Road Par, was 
my teacher. I started talking the same way 
as he used. One day, he said to me, ‘You are 
such a bad student, but I have noticed that 
whatever you say, it makes us smile. So you 
better write that down.” That was the turn-
ing point for me.  In my schooldays, I used 
to actively participate in various functions 
and stage plays. Later, I did my Masters in 
Economics from the University of Karachi. 
I had never been interested in formal edu-
cation but I have always been a voracious 
reader, devouring books and magazines all 
the time. 

In addition to that, I am fond of making 
paintings from childhood and was luckily 

By Faizan Usmani

It takes a painter to make a picture, a poet to compose a poem, a writer to tell a story and a satirist to write 
tongue in cheek. However, very few people are like Anwar Maqsood, who have all these forms of creativity in loads. 

With career of 55 years (and counting), Anwer Maqsood is an acclaimed screenwriter, playwright, satirist, humor-
ist, songwriter, painter, TV host and an infrequent actor. Horace Walpole, the English art historian says the world is 
a comedy to those who think and a tragedy to those who feel. Depicting the world in both ways, Maqsood’s pen is 

always sharper than the sword, creating witty guips and spontaneous satirical and thought-provoking lines. 
In an exclusive interview with Slogan, Anwar Maqsood talks about his early life, his career, his achievements

and his likes and dislikes.
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One-on-One

acquainted with such great artists as Shakir 
Ali and Sadequain. While drawing, I would 
use coal instead of colours because I had no 
money. It was Shakir Sahib who gifted me a 
set of colours. My first exhibition was held 
in 1958. The diplomat Jamsheed Marker 
bought all my paintings. Painting was my ini-
tial source of income. One day, Zia Mohyed-
din, who used to come to our house to play 
bridge, advised me to write something for a 
show he was going to start from Karachi TV. 
I wrote the script and that was the starting 
point of my career as a scriptwriter. Since 
then I have never looked back. There are 
some 1800 hours of recording of only those 
PTV programmes that I have written. 

What is the secret behind all those hit 
plays and shows?

Simply speaking, the skill is God-gifted. 
Yes, I do study a lot and have also inherited 
a rich literary background. My sister Bajia 
used to write on serious issues. Zehra Apa 
is a wonderful poet and among my sisters, 
Mrs. Kazmi is a brilliant dress designer, She 
can be called the “Ghararon ki Sadequain.” 
My younger sister Zubaida Tariq is fond of 
cooking while Ahmed Bhai, my elder brother, 
was a government officer. Whatever I have 
learned was from Ahmed Bhai, as he was a 
very learned and educated person. 

I explored 7 to eight ways to make a ca-
reer in the creative fields, including painting, 
poetry, writing comedy, acting, journalism, 
script-writing, and the like. I think if I had fol-
lowed a single path, I would be quite a dif-
ferent person than what I am today. Through 
my 55 year career, I have written 72 long 
plays for TV. Some boys from Islamabad 
convinced me to write a stage play and that 
was ‘Ponay 14 August.’ Having got a good 
response, I wrote more plays for the stage, 
such as ‘Aangan Tairah,’ ‘Sawa 14 August’, 
‘Half Plate,’ ‘Dharna’, and now ‘Siachen.’ 
In Islamabad, ‘Siachen’ was booked for 12 
shows, but a total of 52 shows were held. 
In Multan and Faisalabad, Siachen was sup-
posed to be played for 4 or five times, but 
was staged 38 times in total in both cities. 
Currently in Karachi, it has been booked from 
January 1 till first week of March. However, I 
write stage plays voluntarily and I don’t earn 
any money from them.  

Compared to the earlier period, what 
is the standard of scripts being written 
now?

Across the world, TV plays and drama 
don’t have any status in literature although in 
Pakistan, drama did create a place in litera-
ture because of its superior quality. A num-
ber of great plays were produced in the days 
when there was a single TV channel. The 

first play I wrote was ‘Daur-e-Junoon’ and it 
was broadcast in more than 15 countries in 
different languages. There was a lot of hard 
work behind those plays, supported by re-
hearsals, recordings and several takes. In 
that period, actors used to perform for one 
play at a time, but now the overall scenario 
is quite different. 

Currently, TV channels don’t have any 
repertoire at all and those female writers 
who used to write for different digests have 
started writing drama for TV. Earlier, I used to 
think that India must learn the art of making 
TV plays from us, but it is otherwise now. 
Just look at the subjects in our plays these 
days - saas, bahu, daughters, Munnay ki 
baraat, Chunni ki talaq, Areesha ki mangni, 
Salima ka mayun and all that. That’s why I 
have totally disappeared from TV for the last 
six years as I cannot even watch these chan-
nels, let alone write for them. 

I did 380 episodes of ‘Loose Talk’ with 
no particular set. I and Moin Akhtar used 
to talk with each other, sitting on a small 
table. Everything was done according to the 
script. For instance, if Moin was supposed 
to cough during the program, it was scripted 
beforehand and not a single word or act 
would be performed against the draft. That’s 
why it looked like we were just having a nor-
mal chat. See the level of comedy programs 
being produced today. In my 55 year career, 
I have written a number of comedy-based 
plays, but have never featured Zardari as 
Zardari or Nawaz Sharif as Nawaz Sharif. I 
must have made some programs on these 
personalities, but have never portrayed them 
by using impersonators. So, it is all heading 
towards disaster.

Do you think commercial interests 
deeply affect the writing or production 
process?

The more vulgar a TV program is, the 
higher its ratings. The more impolite and 
rude an anchorperson is to guests, the max-
imum rating the programme is bound to get. 
The morning shows, honestly speaking, are 
a kind of curse, which has been inflicted on 
us by Almighty Allah. In ancient Arab society, 
girls were sold in the open market. Similarly, 
morning show hosts are grabbed by TV 
channels as if at an auction. The higher bid 
a channel makes, the anchorwoman is sold 
to them. 

The same goes for the male newsanchors 
who keep changing their workplace every 
six months. Is this professionalism? I have 
been attached with ARY TV for the last 15 
years, sitting in a very small office for hours. 
I do have offers almost from all TV channels 
but I am not going to join any of them. In 
short, whatever is happening to the country, 

is happening to institutions as well. 

When writing a script, have you ever ex-
perienced pressure from outside sources 
to write as per their directions?

There are some external elements that force 
us to write or not write about specific issues. 
When I write, I experience the same thing. 
However, I have always managed to write what 
I wished.  Possibly it is beyond their compre-
hension to understand my words so they can-
not stop it from going on air. Sometime back, 
I had to go through a river of fire to write ‘Sia-
chen’. I have never written in favour of any gov-
ernment, but was awarded  the Pride of Per-
formance and the Hilal-e-Imtiaz, both during a 
democratic regime. Perhaps, the intention was 
to make me start admiring their regime. 

Have you ever written songs for films?
Recently, I wrote songs for ‘Moor.’ I also 

write songs for a music band ‘Strings,’ but did 
not write any song for its first album. In fact, 
when I listened to the Strings’ first album, my 
head started spinning. Then I told Bilal Maq-
sood (my son) that the lyrics must remain in a 
listener’s mind. Since then, I have been writing 
songs for the group. Overall, a golden period 
of poetry in Pakistan has ended, which is also 
true for the poetry being written for films. Ear-
lier, Qateel Shifai and Masroor Anwar wrote 
quality songs, but now the film industry has 
gone into decline, and so have its songs.  

What new project are you working on?
I have just completed a film script. The flim 

is being produced by Shahzad Roy under the 
direction of Ahsan Rahim. It is based on light 
comedy. I am working on a travelogue, which 
I will publish one day Insha Allah. It’s about my 
journey to China, but interestingly I have never 
visited China. In fact, I have seen the entire 
world except China, therefore I am writing a 
safarnama (travelogue) about this country. I am 
doing something for kids as well, and will com-
plete it Insha Allah if time allows. Sometimes 
I feel guilty as I should have taught children 
about ‘tehzeeb’ (etiquette).  

Do you wait for a certain mood to write a 
script or start a new painting?

One cannot produce a creative work by 
force. Music is my passion. My music library 
comprises hundreds of hours of music played 
by Ustad Wilayat Khan, Roshan Ara Begum, 
Kaiser Bai, Heera Bai and other maestros. 
First, I turn on my favourite music, stand be-
fore a canvas and my brush starts following 
the music all of a sudden. For instance, if mu-
sic is being played by Wilayat Khan Saheb, my 
brush automatically picks up blue and green 
colours, which symbolize optimism and san-
guinity. 
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Launch

The cast and crew of Tum Kon Piya, a TV 
drama serial, was presented recently. 

The serial is being produced by Abdullah 
Kadwani and Asad Qureshi and is directed 
by Yasir Nawaz. It will be broadcast on Urdu 
1 by the end of March.

Tum Kon Piya comprises 13-episodes 
and is based on a novel by Maha Malik. The 
cast includes Imran Abbas, Ayeza Khan, Ali 
Abbas, Muhammad Qavi Khan, Mehmood 
Akhtar, Hira Tareen, Hina Khawaja Bayat, 
Shameen Khan, Azra Mohiuddin, Faria 
Sheikh and Yasir Shoro. 

The serial marks the comeback of Ayeza 
Khan after two years. She was last seen in 
Bikhra Mera Naseeb. 

Said Imran Abbas, “Tum Kon Piya depicts 
a new angle of love where the lead actor 
shows a great deal of sacrifice even without 
being able to marry his beloved due to pa-
rental opposition.”

Female lead Ayeza Khan said she would 
be weeping a lot throughout the serial. 

Director Yasir Nawaz says Pakistani drama 
is heavily spoiled as it happens to be largely 
inspired by Indian soaps that lack artistic 
merit and are short of a real-life approach. 

The title song of Tum Kon Piya is sung 
by Rahat Fateh Ali Khan. It has been com-
posed by Sahir Ali Bagga while the lyrics are 
by S.K. Khalish.  

People behind Tum Kon Piya
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The Pakistan Super League (PSL) 2016 captured the 
attention of cricket fans in Pakistan and around the 

world. With cricket in the spotlight, there is bound to be 
music as, at least in Pakistan, both seem to go hand-in-hand. 
Months before the first match was played, preparations were 
underway for the creation of each team’s official anthem. With 
every team representing a provincial capital and a team for the 
federal capital, it only made sense for there to be a song that 
effectively symbolized the true heritage and culture of each area. 
That’s how Quetta Gladiators, Islamabad United, Karachi Kings, 
Peshawar Zalmi and Lahore Qalandars released a song each that 
resonated with viewers. 

First up, Karachi Kings, sung by the vociferous Ali Azmat, pre-
sented an element of rock-and-roll, typical of the city’s image and 
background. With Ali’s gruff voice, the song’s lyrics, particularly the 
main chorus: “Dilon ke hum hain badshah, na yun humein bharam 
dikha, tumhein khabar nahi hai kya, hum hi tou hain Karachi Kings”, 
represented confidence and determination. 

The Islamabad United presented a slicker, more sophisticated 
image with Ali Zafar at the helm. Surrounded by the stars of the 
team (along with a few beautiful models), the song promoted the 
idea of unity and sportsmanship: “Jeet mein, haar mein, hum teray 
sung, iss khel mein huwey hain hum ek dekho, united we win, 
divided we fall, iss naaray ko tum apna jaan ke dekho.” 

The song for the Quetta Gladiators, sung by Faakhir Mehmood 
and Faheem Alan Faqeer, started with a soft Balochi melody played 
on a mandolin with lyrics that spoke of courage in the face of chal-
lenges: “Kahin tootay na yeh hosla, apni himmat ka jalwa dikha, dil 
ki baazi ko jeetay ga Quetta”. Though upbeat, the song did some-
what miss the mark in terms of fully representing Balochi culture 

as, apart from the 
start, nowhere else was the typi-
cal Balochi melody ever made apparent.

Peshawar Zalmi and Lahore Qa-
landars offered catchy tunes 
that were reminiscent of their re-
spective cultures. Though both 
lacked in terms of visual appeal, 
they made up for it with melody. 
Peshawar Zalmi’s ‘De Pekha-
war Zalmi’ sung by Gul Panrra 
of Coke Studio fame along with 
other local Pashto singers had a 
rhythmic feel typical of most Pa-
shto songs, The slow beat was 
accompanied by the melodious 
tunes of the ‘rabab’. 

Lahore Qalandar’s ‘Laal Qa-
landar’ sung by Asrar Shah, also 
of Coke Studio fame, was slightly 
more buoyant and spoke of the greatness of Lahore: “Lahore di 
ki baat si, Lahore di ki baat hai, nachde fuvaaray, Ravi de nazaray, 
rangeen jharokay, galiyan chobaaray.” 

The official anthems of all five teams got cricket fans all excited 
up for the tournament. Even though some favoured one over 
the other, in the end, most felt satisfied as all teams represented 
Pakistan. – M.F.   

Cricket Anthems
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In Pakistan, the use of humour in advertising is something that 
most people are able to identify with and truly enjoy. The latest 
ad by Eyvol Group for its brand Refree seems to be in the same 
vein, though it falls a tad short when it comes to establishing a 
strong connection between the concept and the brand’s main 
message.

The advertisement starts with one of its main characters, Mo-
hammad Aslam, who, after becoming inspired by the marvellous 
performance of one of West Indies’ tallest fast bowlers, devotes 
his entire time to helping his son grow tall. His hard work pays off, 
though in ways that are totally unexpected; Aslam’s son ends up 
outgrowing everyone in his village, leading to some mildly embar-
rassing situations, which can be described as both funny and 
endearing. 

Like most ads of such nature, this one has a happy ending 
with Aslam’s son, whom we later find out to be the Pakistani 
fast bowler Muhammad Irfan, eventually claiming success on the 
international stage and enabling his father to raise his head high 
with pride. On his return, he is greeted with grand celebrations; 
family members and other village folk shower him with praise. 
Though this does seem like a befitting end to the commercial, 
there is still no sign of the product or service for which it was 
made.

 As if on cue, the narrator directs the viewer’s attention to the 
other thing that makes Aslam immensely proud; his sugarcane 

crop. With minimal effort on 
Aslam’s behalf, his sugarcane 
crops stand tall, even taller than 
Irfan! All thanks to Refree (which 
makes its first appearance after 
the ad has passed a duration of 
57 seconds).

With constant emphasis on the 
significance of height throughout 
the commercial, one can some-
what understand the reason the 
link that has been established be-
tween the concept itself and the desired outcome brought about 
by the product (i.e. tall and healthy sugarcane crop). Yet, the 
whole attempt seems very forced. This questions the feasibility of 
it all and renders the entire effort unnecessary. One can also not 
help but wonder how Muhammad Irfan’s height contributed to 
his success in international cricket as the only sport where height 
is considered a major strength is basketball. 

In spite of its shortcomings, the commercial directed by Za-
heeruddin and created by Arey Wah Agency still makes you laugh. 
The overall quality of video and the ways in which the scenes are 
shot do provide the viewer with a rather interesting snippet of 
humor to enjoy in between news breaks, though one does wish 
the message was more clear and specific. – M.F. 

Arey Wah!
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The Revenant, literally meaning ‘one that returns after death,’ is 
the story of a man’s survival in the wilderness of North Amer-

ica in extreme cold. Despite being left for dead after enduring 
a horrific bear attack and witnessing the murder of his son, he 
returns after clawing through thousands of miles of frozen terrain 
in order to take revenge of his son’s untimely death.

The film is an adaptation of Michael Punke’s 2002 fact-based 
novel, portraying the true story of Hugh Glass, who worked as 
a fur trapper for the Rocky Mountain Fur Co. in the early 19th 
century in the parts of the USA that now make up the Dakotas, 
Montana, Wyoming and Nebraska.  

The versatile Leonardo DiCaprio has brought the character of 
Hugh Glass to life with his outstanding performance and by to-
tally immersing himself so well in the role that at one point, one 
is unable to distinguish between the character and the actor. His 
wordless performance in The Revenant may not match the live-
wire energy and inventiveness of his roles in The Aviator, Blood 
Diamond and The Wolf of Wall Street but DiCaprio has been 
able to meticulously portray human suffering purely by relying on 
physical action rather than the spoken word.

The Revenant, bleak yet beautiful, is a cross between a west-
ern revenge thriller and a meditative epic.  Visually the film is a 
treat for the senses, the exceptional cinematography, a product 
of the renowned cinematographer Emmanuel Lubezki (Academy 
Awards for Gravity and Birdman).  The robust supporting cast 
delivers astounding performances. 

The film opens with a traumatic sequence that portrays the 
real-life incident of June 1823, when Hugh Glass (Leonardo Di-
Caprio, along with a group of men, is seen finishing a fur trap-
ping expedition in the wilderness when they are attacked by 
Ree (Arikara) warriors (native Americans). The scene, ripe with 
anticipation and mounting tension, is exceptionally well-choreo-
graphed and filmed.

At intervals throughout the film, director Alejandro González 

Iñárritu em-
ploys ghost-
ly flashbacks 
and hal-
lucinations 
to convey 
Glass’ love 
for his Paw-
nee (native) 
wife and his 
son Hawk. 

The final confron-
tation between Glass and Fitzgerald is grippingly dramatic and 
shot well. It provides the audiences with ample satisfaction as 
they are seeking to see payback exacted in full. 

The Revenant is DiCaprio’s film through and through; he has 
never been this untamed or suffered quite so vividly on screen. 
He has literally thrown himself into the character that demands 
more of him physically than any other before and clearly it is his 
turn to triumph. 

DiCaprio at his best
The Revenant

The partition of the Indian subcontinent was a traumatic event 
for thousands of individuals and families on both sides of the 

great divide. What followed is a remarkable testimony to the re-
silience of the people crossing over because they accepted to 
be uprooted from an established way of life and draw up enough 
ingenuity, courage and patience to start their lives once again, 
most often from scratch.

The memoirs of Omar Khan in the book ‘Sawdust Castles’ is 
one such saga. It traces his ancestors who founded Rohailkhand, 
a region in northwestern India and named after the Rohilla Afghan 
tribes. After partition, the family migrated to Pakistan and settled 
in Lahore’s Gwalmandi area.  

When Javed Jabbar, Ghazi Salahuddin, Sirajuddin Aziz, SM 
Shahid and Pervez Iqbal spoke at the launching of the book 
in Karachi recently, they must have identified quite closely with 
the trials and travails of what Omar Khan and his family went 
through.

 Omar says he wrote the memoirs to honour his parents, be-

cause 
they had 
the cour-
age and 
determi-
nation to 
venture 
into the 
unknown, 
leaving 
everything 
behind.

 Omar is a banker but is also associated with the performing 
arts. He has appeared in a number of TV plays and has produced 
over fifty TV commercials. Born in Bareilly, India, he grew up in 
Pakistan and went to work for banks in Hong Kong, the Philip-
pines, South Korea, Middle East and Pakistan. That he now lives 
in Canada is perhaps another migration in his life. 

Saga of courage
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A dinner reception was hosted by Syed 
Jawaid Iqbal at his residence in Karachi. 

Guests were pleasantly surprised to find Gen. 
Pervez Musharraf in their midst at the function. 
In fact, the reception was held in honour of Gen. 
Pervez Musharraf but guests were officially not 
informed about this owing to security reasons.

Speaking at the reception, General Musharraf 
referred to the tremendous potential that the 
Pakistani nation offered and the way forward. He 
said that he always held the interest of Pakistan 
close to his heart and encouraged everyone 
to have the same feelings for the country as it 
would take the nation forward to success.

He said that Pakistan had vast potential and 
was blessed by a large youth population, hard 
working people and a country rich in resources 
but all this needed to be harnessed in the right 
direction.

The reception was attended by prominent 
politicians, corporate leaders, elite of the city and 
other guests

In his welcome address, Syed Jawaid Iqbal said 
he had known General Pervez Musharraf for the 
last 20 years and had found him to be a straight 
forward and down to earth person. He had first met 
Gen. Musharraf at the residence of Zakir Ansari, a 
common friend. 

A welcome 
for the 
General
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A Taste of Turkey 

PSL gala 

This was an event that celebrated the 
diversity of Turkish culture and also 

educated you on different customs and 
traditions of Turkey. The Turkish Consulate 
in Karachi along with the Turkish Airlines 
held the event - Pakistan’s very first Grand 
Turkish Festival at Port Grand from Febru-
ary 18 to 20. The Consul General of Turkey, 
Murat Mustafa Onarttermed the drive, titled 
‘A Magical Journey to Turkey’, as a way of 
honouring the age-old friendship between 
Pakistan and Turkey. 

With stalls displaying authentic Turkish 
jewellery, carpets, lamps and original Turk-
ish ceramics, the festival provided an insight 
into the vast and rich culture of Turkey. Visi-
tors also got to enjoy signature Turkish music 
and dance courtesy an extremely entertain-
ing performance by famous Turkish band Sul-
tanat and a fantastic performance of whirling 
dervaishes, which was considered the high-
light of the event.

Collaborating with their Turkish counter-
parts were a few Pakistani groups as well, 

namely Fuzon, who performed on all three 
days as well as The Motor Club of Pakistan 
which set up a display of special vintage cars 
along with rides for all visitors. “We only had 
very good experiences with all the people 
we met,” said the club’s marketing director, 
Abdul Basit Khan, referring to the 32-day 
trip in which they covered 5,000 kilometres 
of a scenic route to Istanbul from Pakistan 

through Iran. 
Foodies in search of 

authentic Turkish cuisine 
could only find one stall 
belonging to the Lal-e-
Rumi restaurant amidst 
a host of others serving, 
strangely enough, burgers 
and fries, fish and chips 
and even desi food. But 
even then the exquisite 
flavours signified the mag-
nificent culture of Turkey. 
Combined with a Hürrem 
Sultan lounge, life-size 

replicas of Istanbul’s famous Grand Bazaar 
and Blue Mosque as well as a photo-booth 
where people could dress up as their favou-
rite characters from popular Turkish TV plays, 
the festival proved to be memorable for all 
who attended. 

There was even some people from the cast 
of ‘Mera Sultan’ – though not the main play-
ers – to meet the visitors! 

The Pakistan Super League, (PSL) has 
been described as a “roaring success,” 

winning the hearts and minds of cricket lov-
ers in Pakistan and around the world. Some 
matches were heart-stopping, pulse-racing 
close competitions. Theyattracted jam-
packed crowds to the Dubai and Sharjah sta-
diums and millions of television viewers saw 
them around the world.

The PSL was a historic event in more ways 
than one because the Pakistan Cricket Board 
succeeded in attracting some of the game’s 
all-time greats such as Sir Vivian Richards 
and Dean Jones.

Blitz Advertising had the media marketing 
rights of the event and, according to Ahsen 
Idris, the Blitz CEO, while PSL was for them a 
foray into unchartered territory. they delivered 
as per expectations of the PCB, the three 
sports channels which broadcast the event 
live, the event’s sponsors and the cricket 
fans.

To celebrate the event, Blitz hosted a gala 
evening that included a dinner and entertain-
ment show at the Hotel Anantara resort at 
The Palm Jumeirah in Dubai. Guests enjoyed 
great food anf the comedy of Saad Haroon. .

Najam Sethi, Rameez Raja, Naila Bhatti, 
Sohaib Sheikh, players, team mentors and 
other television celebs also attended. 
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Saira’s Tune
Saira Rizwan recently launched her “Royal Velour” bridal couture campaign. The collection was shot at the 

majestic Katas Raj temples and modelled by Urwa Hocane. The material used for the bridal collection 
consisted of an assortment of jamavar, organza and velvet,  with deep ethnic hues highlighted by gold. The 
collection is beautifully designed, reflecting a rich traditional style with a touch of the contemporary.  

Couture 



Profile

Sarmad Khoosat:
the storyteller

He takes the art to a new level.

By Mahrukh Farooq

It is a scene that reverberates with massive intensity yet some-
how manages to connect on a level that is immensely personal to 

the viewer. The conflict between societal norms or what is deemed 
as ‘acceptable’ and the immeasurable desire to be true to oneself 
comes to the forefront in this powerful scene where Manto’s wife 
Safia, played by Sania Saeed, pleads with him to change his style 
of narrative which has ruffled quite a few feathers. 

Manto, played by Sarmad Khoosat, responds in angst, just as 
any misunderstood writer would in such circumstances. “Main aag 
bechta hoon, Safia, aag! Main uski chingaariyaan doosron ki raakh 
mein nahi jhonk sakta! Meray paas afsaana nigaari ka license hai!” 
[I sell fire Safia! I cannot afford to cast the flames of that fire into the 
ashes of others! I have a license to write stories!]. 

In that scene, not only does the tortured soul of Saadat Hasan 
Manto, the writer, comes to light but Sarmad Khoosat also emerg-
es as a methodical actor and director; one who delves into the very 
depth of the character in order to portray one that is the closest to 
reality.

Manto opened to packed cinema houses across the country 
and even earned the distinction of playing to viewers in the U.A.E., 
UK and U.S. With a revenue of a whopping Rs. 2.735 crores in just 
its first two weeks, Manto broke all box office records and even 
received critical acclaim from some of Pakistan’s biggest movie crit-
ics. Dawn’s Mehreen Hasan termed it as ‘a darkly perfect biopic’ 
while Adnan Murad of Blasting News’ called it a film “with an inter-
estingly intricate premise [that] depicts the life of an accomplished 
writer of the subcontinent.” All unanimously agree that some of the 
film’s most defining moments were in fact the result of Sarmad’s 
superb acting, a feat in itself considering he was also the director 
of the movie. 

“I used to ask Sania (Saeed) for more takes so that I’d feel bet-
ter,” Khoosat says, laughingly when asked on how difficult it was to 
direct himself. He then goes on to explain, “When an actor directs, 
there’s nobody on the monitor. Accordingly, in the film, you see the 
performances are more contained as compared to the biographical 
bits. But when the director is in the frame, bias does seep in. I had 
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to deliberately refrain from observing the other 
characters as a director would and instead, re-
act to them as Manto.” 

The experience seemed to have been a dif-
ficult one for him as he is quick to dissuade 
any notion of him ever repeating it. “It’s very, 
very tedious; I wouldn’t ever do this double role 
again.”

Of course, this does not mean that the chal-
lenges of working in the film, in any way, cast 
a shadow on the experience itself. Far from 
it, in fact. “I’ve been obsessed, scandalized 
[and] awestruck by Manto since I first read 
him. I wrote and acted in a short film based on 
a story by Manto for Indus TV 12 years ago. 
Then I did Manto on stage, did some public 
readings.” 

Considering Khoosat’s empathy for the 
writer, it must have been a life-changing mo-
ment for the young director when he was ap-
proached by Sarmad Sehbai on the centenary 
of Manto, asking if he would be interested in 
getting involved in bringing Shahid Mehmood 
Nadeem’s biopic of the talented writer to life. “I 
initially signed up as a director till Shahid sahib 
persuaded me to act as well. As an actor, it 
was hugely satisfying – you can’t offer an ac-
tor anything more: Manto is larger-than-life, 
angry, dying, tormented, anti-establishment, 
creative…” 

Quite the sentimental, considering Khoo-
sat was someone who had virtually no formal 
training in the field whatsoever.

“I’m self-taught. I started my ‘showbiz’ 
career by teaching film at Kinnaird; I was 
filling in for friends,” Khoosat recalls. “But I 
started out very studious and academic. I 
wanted to be a doctor or a therapist so I did 
my pre-med and then a Masters in Psychol-
ogy. But I withdrew from that for emotional 
and financial reasons.” Being Irfan Khoosat’s 

son did not even allot him the privilege of ex-
posure. “As a child, I never used to go to film 
or TV sets. My mother was a broadcaster and 
we were a very normal family,” says Sarmad. 
“At home, I saw them working terribly, terribly 
hard. I still remember, my father was shooting 
for a play the evening my sister was getting 
engaged. He came for a while, in full makeup, 
so we have family portraits of the engagement 
with my father dressed as a Sikh.”

However, for Sarmad, the attraction was 
always there. “The glamour and fascination 
came much later,” he explains. “Even when I 
started working at Abba’s ad agency, I’d wait 
for hours for Shaan, Reema and Meera… But 
the storytelling, the technical aspect of this 
business always fascinated me.”

It is perhaps this particular art of storytell-
ing that sets Sarmad Khoosat apart from the 
rest. Humsafar, the dark TV melodrama star-
ring Fawad Khan and Mahira Khan, provided 
a fresh narrative to Pakistani viewers who 
were starved for quality entertainment, thus 
effectively setting the tone for other Pakistani 
directors. Since then, his other works, such as 
Shehr-e-Zaat and Daagh, have received mass 
appreciation with Main Manto obviously taking 
a bigger slice of the pie. 

The journey to success, though, has not 
been without learning. Sarmad Khoosat, in 
fact, credits Humsafar for his renewed under-
standing of what his audience needs. “Humsa-
far happened after I’d been working for ten to 

12 years. Earlier, I used to do either sitcoms or 
really dark stuff. Humsafar was a melodrama; 
it was about understanding one’s audience 
and directing a hardcore romantic drama. And 
it was actually a very steep learning curve in 
terms of aesthetics, because I was coming 
from a Lahore burrow,” he explains. 

“Humsafar helped me learn about the main-
stream sensibility. I wouldn’t have gotten a 
Manto without having delivered a Humsafar. It 
is an industry at the end of the day. I’m not 
telling stories to a niche audience; it’s prime-
time television and I’m no Bergman or Ray. I 
used to be very self-indulgent in how I wrote 
and directed; now there’s a greater recognition 
in how to narrate for the mainstream. And that 
also has producers trusting me more.”

With Manto raking in revenues by the week, 
playing in festival after festival, one would think 
Sarmad Khoosat would take this time as an 
opportunity to just relax for a while. Au’ con-
traire, the tireless actor/director has just fin-
ished shooting a 45-part period play called 
Mor Mahal, Pakistan’s first fantasy drama in 25 
years, set in an era 200 years ago fusing Mu-
ghal, Greek, Egyptian and Turkish civilizations. 
Due to air around the third week of March, 
the drama has already gotten people talking 
as not only is it rockstar Umair Jaswal’s televi-
sion debut, it also stars  Meesha Shafi who is 
making her first appearance after a seven-year 
hiatus. 

“Mor Mahal can be called the ‘hilal erotica’ 
of Pakistan,” laughs Sarmad. “It’s a concept 
developed by Imran Aslam almost 11 years 
ago and has costume, drama, music, glitz and 
glamour and it’s still a relatable story because 
it boils down to human relationships.” Here’s to 
hoping there are many such awe-inspiring and 
intriguing stories from the talented director for 
many years to come!

Profile
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Toolkit

By Faizan Usmani

Since the world is becoming digitalised by 
the day, it is necessary for public relations 

professionals to keep pace with the trends. 
Comparatively speaking, today’s PR world is 
different to that of the PR industry a few years 
back. 

Though the difference does not relate to 
the basics of PR activities, however, today 
PR practitioners have more ways to enhance 
a client’s reputation and increase visibility and 
awareness among target audiences. 

Public relations, as per its definition, is the 
practice of managing the spread of informa-
tion between an individual or an organization 
and the public. In fact, the digital medium 
has opened a whole new world for creating, 
sharing and publishing the content and an ef-
fective use of these communication channels 
helps PR professionals in a big way. 

“Clearly, there is a change happening in the 
market place,” says James Kelliher, Chairman 
and Chief Executive Officer of Whiteoaks, a 
UK-based digital PR agency. He adds: “Peo-
ple are recognizing that traditional media are 
going to continue to be an important medium, 
but there are now new channels in existence 
that can be used to engage with audiences. 
PR buyers are also realizing that there are a 
wide range of audiences – such as analysts, 
industry influencers, commentators, partners, 
employees, industry bodies, academics, and 
the government - that PR professionals now 
need to be able to engage with and influ-
ence.” 

According to him, “What comes through 
very clearly is that traditional media is still 
an important channel, but PR professionals 
moving forward are going to have to use mul-
tiple channels and types of context to engage 
with multiple types of audiences.” 

A digital PR caters to the needs of clients 
whose customers and target users consume 
information online. Making the most of digi-
talisation, a digital PR focuses on online com-
munication, and it is done through blogging, 
search engine optimization, social media, 
RSS feeds, and online media. In relation to 
the traditional PR, which is also referred to as 
an offline PR, a digital PR does not replace 
a traditional PR, but it’s an extension of the 
same, increasing overall reach and scope of 
public relations manifold. 

Besides offering new avenues to success-
fully engage and influence target audiences, 
the rise of digital and social media has also 
reduced the influence and significance of a 

traditional PR. This is because in conven-
tional PR, it is difficult to measure the actual 
outcome of one’s efforts in getting anything 
published in a newspaper, magazine, etc. 

To determine how many readers have ac-
tually read the press release and whether the 
release has made any difference to the bot-
tom line of one’s client is not that easy in tradi-
tional PR. Through digital PR, “we can know 
exactly how many people viewed a piece of 
content, or clicked on a link and which web-
site pages are performing the best. ROI anal-
ysis of a digital PR is a lot more detailed,” says 
Hannah Bull, an experienced PR practitioner.  

As PR experts don’t believe in shooting an 
arrow in the dark, there must be some defi-
nite standards to measure the success of PR. 
Does it have an impact on generating sales? 
Or does one’s PR campaign have an effect 
on the conversion rate? 

“Public relations, as a discipline, needs to 
mature and expand. What PR needs to do 
now is to agree on specific business out-
comes of the client and link its performance 
to these outcomes in a very transparent way. 
It also needs to provide formal service level 
agreements based on those outcomes, i.e. 
to reach a sales goal, to change government 
policy, or to have a predefined number of 
people become members of a body,” says 
Kelliher, CEO, Whiteoaks. 

A digital PR is well beyond mere clicks, 
posts or tweets, as one always needs a strat-
egy to achieve the desired results. However, 
the rate of achieving these results out of a 
digital PR is quite faster, compared to the tra-
ditional form of public relations. 

For instance, social media happens to be 
one of the biggest and the most effective 
communication tools offered online. Its role 
in creating digital content is important and it 
helps PR practitioners to know the interests 
and demographics of their target audiences, 
thus allowing them to customize the content 
to make the information more relevant and 
shareable among the online community. 

Instead of relying on the ‘hit or miss’ ap-
proach, a digital PR is driven by factual data 
and tends to be well-informed, correctly 
targeted and more effective in increasing a 
brand’s online visibility and reach to its audi-
ences. “What sets digital PR apart from tradi-
tional PR is its treatment of the digital sphere 
as not just an add-on, but an in-depth and 
up-to-date knowledge of online – something 
that is now fundamental to the success of any 
PR campaign,” says Bull. 

Digital PR agencies use social media to in-
crease overall online visibility by building and 
engaging their key audiences. In comparison 
with traditional PR, social media is more ef-
fective. 

In both traditional and digital PR activities, 
agencies create, share and publicize content 
to increase a client’s visibility and awareness 
and its reputation in the target audience. Digi-
tal PR offers more accurate results at a much 
faster pace. 

Digital PR is not an add-on to traditional 
PR; it is an essential part of any PR drive. 
Thus, digital PR is neither a fugitive trend nor 
a passing spree; it is there to stay, flourish 
and make a difference in strategic marketing 
communication.

The new trend of digital PR
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By Mahrukh Farooq

According to American market research 
organization, Millward Brown, a show-

ing of up to 400 to 500 advertisements every 
week results in approximately an 8% decline 
in average ad impact. As shown in the Annual 
TV Clutter Report 2014 developed by the 
Pakistan Advertisers’ Society (PAS), however, 
people in Pakistan are, on average, are ex-
posed to nearly 627 to 1,097 advertisements 
every week. This is in spite of the limit set by 
the Pakistan Electronic and Media Regulatory 
Authority (PEMRA) on the amount of airtime 
allotted to mainstream channels.

The report highlights the existence of clut-
ter on television between January 2014 and 
December 2014 and shows the average 
airtime of some of Pakistan’s most popular 
channels during ‘prime-time’ i.e. between 
7 pm and midnight. The top three channels 
to have surpassed PEMRA’s limit of approxi-
mately 14 minutes include 8XM (28 minutes), 
TV ONE (27 minutes) and NEWS ONE (26 
minutes). The channels with the highest aver-
age number of advertising spots within one 
hour as per genre include TV ONE (95.9) for 
entertainment and 8XM (90.7) for music with 
commercial airtime on NEWS ONE taking up 
the highest average number of minutes in an 
hour during prime time in the news category 
(approximately 25.9). 

In a nutshell, the aforementioned data 
clearly shows that television in Pakistan is 
still given primary importance when it comes 
to choosing a proper advertising medium. 
Even internationally, despite the development 
of many new and innovative media tools by 
which marketers and advertisers can hope 
to get their message across to consumers, 
television still retains the top spot in terms of 
the dissemination of relevant information in a 
manner that is effective and creates impact. 
As the American author, Ray Bradbury, once 
said, “The television is ‘real’. It is immediate, it 
has dimension. It tells you what to think and 

blasts it in. It must be right. It seems so right. 
It rushes you on so quickly to its own conclu-
sions your mind hasn’t time to protest, ‘What 
nonsense!’.”

For most households this approach is con-
sidered as one with the most desired out-
come. But what happens when more than one 
player enters the arena? Is it then possible to 
ensure the smooth and effective diffusion of 
the message, that too, to the right person at 
the right time and place? Most experts would 
agree that, at that point, the one true differen-
tiating factor would be quality. But how can 
you guarantee quality when faced with a vast 
ocean of messages that are equally creative 
and that aim for the same thing? 

Research suggests the existence of clutter 
is bound to result in adverse impact in terms 
of retention and recall. According to Ha and 
McCann in their article, “Advertising Clutter in 
Consumer Magazines: Dimensions and Ef-
fects,” published in the International Journal 
of Advertising, thanks to an excessively clut-
tered media environment, “consumers will in-
stead get irritated by the advertisements and 
avoid them altogether. Secondly, consumers 
won’t be able to remember the ads if too 
many are presented at the same time, mainly 
due to their limited memory capacity.” 

In the face of these challenges, it seems as 
if the only way advertisers are coping is by in-
creasing the overall number of messages tar-
geted towards consumers, as illustrated by 
the overbearing presence of telecom adver-
tisements in Pakistan; amidst all the jingles, 
colorful outfits and stunning backdrops, the 
true message behind each is lost. Muham-
mad Waqas and Jawad Iqbal, Department 
of Management Sciences, Islamia University 
of Bahawalpur, in their paper, ‘Advertisement 
Clutter, Sins of Memory and their Impact on 
Consumer Behaviour’, many advertising ex-
perts say that the solution lies in more creative 
advertising that attempts to ‘break out’ from 
the clutter. The authors deem the experts to 
be partially right, yet insist on the need for 

a sponsored vehicle with a greatly reduced 
number of advertising messages, resulting in 
each message having greater impact. 

Perhaps the best way to effectively over-
come such obstacles is by implementing 
certain marketing strategies that help not 
only get the attention of consumers but also 
hold their interest and build awareness of a 
brand and its company. The Houston Chron-
icles highlights several marketing strategies 
that can be used to help companies break 
through the clutter:
•	 Viral	 marketing:	 Usually	 used	 on	 social	

networking sites such as Facebook and 
Twitter, viral marketing makes use of 
unique messages and embedded videos 
to market to consumers. Relying heavily 
on word-of-mouth advertising, this mar-
keting technique aims at creating interest 
in the product or brand in a manner that 
results in the message becoming viral.

•	 Appealing	 to	 the	 senses:	 Many	 compa-
nies are making use of unconventional 
marketing techniques to catch the cus-
tomer’s attention. These include engaging 
consumers in high traffic areas such as 
airports and retail locations with touch-
pad computer screens that enable them 
to move objects around and play with 
certain features. The key is to make the 
experience enjoyable so that consumers 
remember the name of the product and 
the company.

•	 Advertising	 all	 around:	 Consumers	 are	
most likely to be attentive when in tran-
sit or while standing around idly. Expos-
ing them to ads in such situations either 
through taxicabs, buses, restroom walls 
or parking lot stripes or blocks will ensure 
that they retain the message being pro-
moted.

Through these techniques, companies 
can be sure to not only do their messages 
reach their desired consumer market but 
also that they create impact, guaranteeing 
greater retention and brand recall. 

With many commercials vying for consumer attention, brands run the risk of encountering viewer fatigue.

Opinion

Declutter?
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New Appointments

Client   Advertising Agency                                       

Ahmad Signature Skincare Impact Advertising

 Limitless Consultants & Developers Interflow Communications  
 ( for D.C. Colony )

Samama Star Construction Co  Manhill Advertising  
 ( for Samama Gulberg Mall & Resi 

 dency Islamabad )

Premier Developers Manhill Advertising  
 ( For “ Lyallpur Galleria” )  

The Salim Habib Education Foundation MCM Advertising

Khadim Construction & Associates Midas (Pvt.) Ltd  
 ( for “Ark Villas” )

Pakistan Foam  Mint Idea House

The Educational Torch Bearers Oktopus 360 Media  
 ( for KIPS Corporate, KIPS Schools and  

 KIPS Colleges )

The Olympus Mall Revolution Media

Hinucon Karachi-Pakistan The Brand Partnership

Gas & Oil Pakistan The Circuit 

Change Of Agency

Client New Advtg Agency Outgoing Agency

Ontex Pakistan Adcom  Wish Box

Pakistan Institute of Tourism  X Nine Communications Orient Communications 
and Hotel Management (PITHM

Pakistan HVACR Society  No new agency appointed Bond Advertising

 Additional Appointments

Client Agency

Allied Bank Ltd  Blitz Advertising: for Products, Service  
  Campaign and Corporate Advertising. 
  Orient Communications: for Wanted &  
  Notices.
National Accountability Bureau Adgroup: for Tender Notices / Public  
  Notices. Channel 7 Communications:  
  for Job Advertisements / Show Cause  
  Notices. M Communications: for 
   Expression of Interest (EOI).
  ( M/s. Manhattan Pakistan & M/s. The  

  Brand cleared ) 
Source: All Pakistan Newspapers Society (APNS)

Corporate Moves

Rauf Klasra has rejoined 92 News Channel.

Toshiya Azuma has been appointed Director and Vice 
Chairman of Indus Motor.

Faisal Imran Malik has become Chief Operating Officer 
of PIA.

Amjad Aziz has become Secretary General of  
AIPS-ASIA.

Naeem Akhtar Sheikh has become President of South 
Asian Federation of Accountants.

Mazhar Tufail has joined Capital TV as Bureau Chief for 
Islamabad.

Amir Mateen has rejoined 92 News Channel.

Irfan Elahi has been appointed Chairman of Pakistan 
International Airlines (PIA).

Sheldon Adam Godinho has joined Zong as Head of 
Marketing, PR and CSR.

Ishtiaq Baig has become Chairman of FPCCI Standing 
Committee on Diplomatic Affairs.

Dr Bilal Aslam Sufi has become Chairman of FPCCI 
Standing Committee on Industry.

Huma Bukhari has become Chairperson of FPCCI 
Standing Committee on Consumer Rights Protection.






