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It seems media censorship is again slowly creeping in. How this impacts content in
print and on TV is not obvious but censorship does exist. There are glaring examples of
audio censorship that is purportedly exercised by PEMRA. One example is that of the
Indian TV serial – Kaala Teeka – broadcast by a particular channel in Pakistan. In the
serial, words referring to the Hindu religion, such as mandir, bhagwan, etc. are deliberately removed from the audio. It is not clear why such treatment is meted to a certain
religion, since Pakistan is supposed to protect all religions under its constitution. The
white space in the Pakistan national flag is supposed to represent the minorities. The
question also goes a begging that if there is such media intolerance for certain words in
the Hindi language, then why are Indian serials allowed to be broadcast in Pakistan at
all as they have a surfeit of the Hindi and Sanskrit language that is not easily understood
by the average Pakistani viewer? The censorship of portions of sound has also been
noticed in certain other TV programmes, such as an interview of Shaikh Rashid Ahmed
run some time back on a channel, in which he overly criticized Nawaz Sharif. As for the
manner in which PTV is used by the government as its official channel is quite a negation of democratic practices.
It is generally thought that Pakistan has a freer media than even many advanced
countries. There is no denying the fact that media in this country has seen great freedom since 2000. Such a freedom could never have been imagined before that and it
came not as a result of any press freedom movement but because the man in power in
those days, namely General Pervez Musharraf, wanted to free the media in a very clear
manner and much against the advice of some of his close associates. It is another matter though that the fact has never been acknowledged or recognized after Musharraf
went out of power and there are even claims that media freedom came to Pakistan as
a result of a long struggle of the press. The press did pursue a continuous effort to get
rid of the shackles but it is certainly not true that success was achieved due to this.
It was the general who came through a coup in 1999 and made sure that the media
sector expanded exponentially in all its manifestations – print, radio and television. As
a result, he liberally gave print media declarations and TV and radio broadcasting licences to whoever applied. The development of the social media culture further added
to the diversity. Things have now come to a point that while the conventional media can
be controlled to a large extent by entities like the PID and PEMRA, there is no check
whatsoever on social media.
Television channels in Pakistan, unless they are not cookery or sports channels, are
primarily supposed to present news and current affairs programs. However, a trend has
now emerged among many news channels where their presenters hurriedly blurt out
the headlines and then ask the viewer to access their websites to get the rest of the
news. If the TV audience is supposed to refer to the web to get its news, then why is it
watching TV in the first place? A more convenient thing for the people to do would be to
surf through various news websites to stay updated with current news. TV presenters
are in a hurry because they have been told to make space for the whole lot of commercials that are to be run as soon as the news headlines are over. So what is important
for the TV channels – presenting news or running ads?
TV programs – news shows, current affairs discussions, new analysis, monologues
and plays – are littered with short (long) commercial breaks. In fact, all news broadcasts
start with commercials and are interspersed by commercial breaks at close intervals.
The same applies to discussions and drama serials. In many instances, participants of
discussions have appeared to be visibly irritated by the frequency of the breaks. This is
understandable because no participant is ever confident that his or her line of debate
will not be lost at the altar of crass commercialism and that the discussion would be
able to establish a point of view, this way or that. It is also a fact that anchors often take
refuge behind a break when the discussion tends to get rough or participants resort to
shouting and losing their tempers. The ‘short’ breaks occupy almost the same duration
of broadcast time as the program content and it appears that ads are more important
for the channel than the program.
PEMRA is the regulator with respect to TV and radio broadcasts in Pakistan. If, on
the one hand, it exercises its authority to impose censorship on what the people get to
see or hear, it also needs to apply some kind of checks on the amount of time allotted
to the broadcast of commercials in proportion to the total broadcast.
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Letters

Appeal to NAPA
This is with reference to Slogan’s cover story about the National Academy of Performing Arts
(NAPA). In a brief period, NAPA
has become one of the leading
institutions providing education in
the performing arts in the country.
When started in 2005, it offered a
certificate course in Fan-e-Khitabat
(art of speech), but the course was dropped due to some unknown reasons. Currently NAPA offers courses in theatre arts
and music only. Since no other institute offers training on how
to deliver a speech in public, NAPA should restart the programme at the earliest.
Irfan Qaiser,
Karachi.

Celebrity Obsession
With reference to the article “Celebrity
Obsession” in your issue of April 2016, the
writer has done an excellent job and has
rightly highlighted the risks associated with
celebrity endorsements in advertising. I
think today’s advertisers should revisit their
marketing strategies as there has been too
much focus on using celebrities to promote different products and services, as
if it is the only method available to marketing. Since some celebrities (such as
cricketer Shahid Afridi) tend to endorse
multiple products at the same time, it is better to have new faces,
instead of relying on recognized stars only.
Farid Hanfi,
Hyderabad.

A Wrong Trend
Recently, I happened to attend such high-profile media
events as the launch of a new
drama serial ‘Udaari,’ as well
as the music launch of the film
‘Hijrat.’ The events were organised by a leading TV channel and a film production house
in a five-star hotel. However,
the much-delayed start of both
functions brought down the level
of excitement. In fact, there was
no sign of the programmes beginning till 5:30 pm, while the invitation cards for the events stated that the proceedings would
commence right at 4 pm. I think our media organisations should
practice what they preach.
Kokab Raza,
Karachi.

Gender Opportunism
In his recent interview, Tariq Amin says beautiful women actually inspired him to follow a career in hairstyling. He also finds
women being more beautiful and colourful than men. Quite a
gender-biased approach, one must say. The hairstylist’s com-

ments remind me of the term
‘Gender Opportunism,’ a typical behaviour seen in some
individuals who try to target
a specific gender to make the
most of the situation. I wonder
when our artistes will be able to
come out of this in the name of
serving the arts?
Sahar Mujtaba,
Mirpur Khas.

Undue Media Coverage
This is with reference to the excessive media coverage given to
the children of celebrities. Every
second day, we read news about
AbRam (son of Shah Rukh Khan),
Azad (Amir Khan’s son) and Aaradhya Bachchan, who is a daughter
of Aishwarya and Abhishek Bachchan. As rightly said by Ma Xue, a
Chinese reality television producer, a child of a celebrity becomes a
celebrity by birth, which could have a negative impact in the long run, as it creates class differences among
children living in the same society.
Syeda Bushra Saeed,
Lahore.

Advice or Dictation?
From 1958 to 1969, during Ayub Khan’s
era, press advice was regularly issued to
the press to prevent the publication of
information deemed sensitive or harmful
by the government. Recently, the Pakistan Electronic Media Regulatory Authority
(PEMRA) issued a ‘press advice’ to television channels not to cover the funeral procession of Mumtaz Qadri, who was executed for killing the former
governor of Punjab, Salman Taseer. A violation of Article 19 of the
Constitution, media censorship is still very much alive in the name
of press advice.
Shazia Parveen,
Islamabad.

Press Freedom Day
On May 3 every year, ‘Press Freedom Day’ is celebrated across
the world, including Pakistan. The aim of the day is to celebrate
press freedom and to raise awareness about the significance
of free media in society. As stipulated in Article 19 of the 1948
Universal Declaration of Human Rights, it is one of the basic responsibilities of a government to respect, uphold and guarantee
the fundamental right to freedom of
expression and information. On this
occasion, we must realise the fact
that any threat posed to free media
is a threat to democracy as well.
Pirzada Sharf-e-Alam,
Sukkur.
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The Power of
‘Colours, like features, follow the changes of the emotions.’
- Pablo Picasso

C

olour can dramatically affect moods, feelings, and emotions. It is a powerful communication tool and can be used to signal action, influence mood and cause physiological
reactions. Certain colours have been associated with increased blood pressure, increased
metabolism and eyestrain.
According to researchers, given the prevalence of colour, one would expect colour psychology to be a well-developed area but there
is little theoretical or empirical work on the influence of colour on psychological functioning
and the work that has been done has been
driven mostly by practical concerns, not scientific rigour.
Despite the general lack of research in this
area, the concept of colour psychology has
become a hot topic in marketing, art, design,
and other areas. Much of the evidence in this
emerging area is anecdotal at best, but researchers and experts have made a few important discoveries and observations about
the psychology of colour and the effect it has
on moods, feelings, and behaviours.
Of course, your feelings about colour are
often deeply personal and rooted in your own
experience or culture.

8
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For example, while white is used in many
Western countries to represent purity and innocence, it is seen as a symbol of mourning in
many Eastern countries.
Warm colours evoke emotions ranging from
feelings of warmth and comfort to feelings of
anger and hostility. Colours on the blue side of
the spectrum are known as cool colours and
include blue, purple and green. These colours
are often described as calm, but can also call
to mind feelings of sadness or indifference.
Several ancient cultures, including the Egyptians and Chinese, practiced chromotherapy,
or the use of colours to heal. Red was used to
stimulate the body and mind and to increase
circulation. Yellow was thought to stimulate the
nerves and purify the body. Orange was used
to heal the lungs and to increase energy levels.
Blue was believed to soothe illnesses and treat
pain. Indigo shades were thought to alleviate
skin problems.
Many psychologists view colour therapy
with skepticism and point out that the supposed effects of colour are often grossly exaggerated. Research has demonstrated in many
cases that the mood-altering effects of colour
may only be temporary. A blue room may ini-

tially cause feelings of calm, but the effect dissipates after a short time. However, research
has found that colour can impact people in a
variety of surprising ways. In one study, it was
found that warm-coloured pills were more effective than cool-coloured pills. Evidence has
suggested that installing blue-coloured streetlights can lead to a reduction of crime in those
areas. The temperature of the environment
may also play a role in colour preferences. Researchers discovered that red causes people
to react with greater speed and force, something that might prove useful during athletic
activities. One also found that sports teams
dressed in mostly black uniforms are more
likely to receive penalties . Studies have shown
that certain colours can have an impact on
performance.
Interest in the subject of colour psychology
is growing, but there remain a number of unanswered questions. How do colour associations develop? How powerful is the influence
of these associations on behaviour? Can
colour be used to increase worker productivity or workplace safety? What colours have an
impact on consumer behaviour? Do certain
personality types prefer certain colours?
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Colour Personality
T

The colour
of your car
E

xperts have found that while colour can
have an influence on how we feel and
act, these effects are subject to personal,
cultural, and situational factors.
People have long believed that colour can
have an influence on our moods. Interior designers select paint and accessory colours in
order to evoke certain feelings, while artists
often choose a particular palette in order to
provoke reactions from viewers. Colour psychology suggests that various shades can
have a wide range of effects, from boosting
our moods to causing anxiety. But could the
colour of the products you purchase ever say
something about your personality?
Colour preferences can sometimes make
a statement about how people should perceive someone’s personality. Other factors
such as age and gender can also influence
colour choices. Here is why you choose certain colours:
White feels fresh and clean. The colour is
often used to evoke a sense of youth and
modernity.
Black is often described as a “powerful”
colour, which might be the reason why it is
the most popular colour for luxury vehicles.
People often describe the colour as sexy,
powerful, mysterious and even ominous.
Silver is the third most popular colour for
vehicles and is linked to a sense of innovation
and modernity. High-tech products are often
silver, so the colour often linked to things that
are new, modern and cutting-edge.
Dreaming of a red vehicle? Environmental
psychologists suggest that you might be a
go-getter interested in projecting power, action and confidence.
People often describe blue as the colour of
stability and safety. Driving a blue car or SUV
might indicate that you are dependable and
trustworthy.
According to experts, driving a yellow vehicle might mean that you are a happy person
in general and perhaps a bit more willing than
the average person to take risks.
Experts suggest that people who drive
gray cars don’t want to stand out and instead
prefer something a bit more subtle.

here are four psychological
primary colours - red, blue,
yellow and green. They relate respectively to the body, the mind,
the emotions and the essential
balance between these. In addition,
there are eleven colours derived from the
primary colours.

RED. Physical

Positive: Physical courage, strength,
warmth, energy, basic survival, ‘fight or flight’,
stimulation, masculinity, excitement.
Negative: Defiance, aggression, visual impact, strain.
Having the longest wavelength, red is a
powerful colour. Although not technically the
most visible, it has the property of appearing
to be nearer than it is and therefore it grabs our
attention first. Hence its effectiveness in traffic
lights the world over.

BLUE. Intellectual.

Positive: Intelligence, communication, trust,
efficiency, serenity, duty, logic, coolness, reflection, calm.
Negative: Coldness, aloofness, lack of emotion, unfriendliness.
Blue is the colour of the mind and is essentially soothing; it affects us mentally, rather than
the physical reaction we have to red. Strong
blues will stimulate clear thought and lighter,
soft blues will calm the mind and aid concentration.

YELLOW. Emotional

Positive: Optimism, confidence, self-esteem, extraversion, emotional strength, friendliness, creativity.
Negative: Irrationality, fear, emotional fragility,
depression, anxiety, suicide.
The yellow wavelength is relatively long and
essentially stimulating. In this case the stimulus
is emotional, therefore yellow is the strongest
colour, psychologically. Bright yellow will lift our
spirits and our self-esteem; it is the colour of
confidence and optimism.

GREEN. Balance

Positive: Harmony, balance, refreshment,
universal love, rest, restoration, reassurance,
environmental awareness, equilibrium, peace.
Negative: Boredom, stagnation, blandness,
enervation.
Green strikes the eye in such a way as to require no adjustment whatever and is, therefore,
restful. Being in the centre of the spectrum, it is
the colour of balance - a more important concept than many people realise.

VIOLET. Spiritual

Positive: Spiritual awareness, containment,
vision, luxury, authenticity, truth, quality.
Negative: Introversion, decadence, suppression, inferiority.
The shortest wavelength is violet, often
described as purple. It takes awareness to a

higher level of thought, even into the realms of
spiritual values. It is highly introvertive and encourages deep contemplation or meditation. It
has associations with royalty and usually communicates the finest possible quality.

ORANGE.

Positive: Physical comfort, food, warmth,
security, sensuality, passion, abundance, fun.
Negative: Deprivation, frustration, frivolity,
immaturity.
Since it is a combination of red and yellow, orange is stimulating and reaction to it is
a combination of the physical and the emotional. It focuses our minds on issues of physical comfort - food, warmth, shelter, etc. - and
sensuality. It is a ‘fun’ colour.

PINK.

Positive: Physical tranquillity, nurture,
warmth, femininity, love, sexuality, survival of
the species.
Negative: Inhibition, emotional claustrophobia, emasculation, physical weakness.
Being a tint of red, pink also affects us physically, but it soothes, rather than stimulates.
Pink is a powerful colour, psychologically. It
represents the feminine principle and survival
of the species.

GREY.

Positive: Psychological neutrality.
Negative: Lack of confidence, dampness,
depression, hibernation, lack of energy.
Pure grey is the only colour that has no direct psychological properties. It is, however,
quite suppressive.

BLACK.

Positive: Sophistication, glamour, security,
emotional safety, efficiency, substance.
Negative: Oppression, coldness, menace,
heaviness.
Black is all colours and is totally absorbed.
It creates protective barriers, as it absorbs all
the energy coming towards you. Black is essentially an absence of light, since no wavelengths are reflected and it can, therefore, be
menacing.

WHITE.

Positive: Hygiene, sterility, clarity, purity,
cleanness, simplicity, sophistication, efficiency.
Negative: Sterility, coldness, barriers, unfriendliness, elitism.
Just as black is total absorption, white is total reflection. In effect, it reflects the full force of
the spectrum into our eyes.

BROWN.

Positive: Seriousness, warmth, nature,
earthiness, reliability, support.
Negative: Lack of humour, heaviness, lack
of sophistication.
Brown usually consists of red and yellow,
with a large percentage of black. Consequently, it has much of the same seriousness as
black, but is warmer and softer.
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What’s Behind
the Colour?
By Faizan Usmani

W

hat is your favourite colour? This is a common question one is often asked. The subject has been commonly discussed and debated upon. Research in psychology further emphasizes the significance of
colour and the impact it has on human behaviour and emotions.
In 1980, Robert Plutchik, a renowned American psychologist, created a wheel-shaped diagram called ‘colour wheel of emotions,’ which
illustrated eight basic emotions with their derivatives and these were
highlighted by different colours and hues. The human brain responds
to different colours in different ways. Plutchik’s wheel of emotions describes the unseen relationship that is found between the human brain
and colours.
According to the wheel of emotions, yellow signifies optimism, clarity
and warmth; orange is for friendliness, cheer and confidence; red for
excitement, youthfulness and boldness; purple for creativity, imagination and intelligence; blue for trust, dependability and strength; green for
peace, growth and health and silver for balance, impartiality and calmness.
A study carried out by the University of Western Sydney revealed
that more children find it difficult to recognise the flavour of their
favourite beverage when it is served in different colour combinations.
In 2006, the University of Winnipeg in Canada carried
out an extensive research study titled “Impact of colour in
marketing.” According to the results, colour happens to
be a concrete source of information about an individual
and can be taken as a universal truth as it can be accurately applied to different individuals in different situations. The study reveals that more or less than 90 per cent
of snap judgments about different products and services are
primarily based on their colour.
A particular shade or a combination of colours, according to the
study, influence human behaviour and create a particular mood or feeling depicting positivity or negativity in a matter of seconds.
The study states: ‘Given that our moods and feelings are unstable
and that colours play a role in forming attitudes, it is important that man-
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agers understand the importance of colour in
marketing.”
In 2006, Paul A. Bottomley and John R.
Doyle from the Cardiff Business School, U.K.,
examined the impact of colour to enhance the
desired image of products.
Their study titled ‘The interactive effects of
colours and products on perceptions of brand
logo appropriateness,’ looked at the role of
colour in building brand’s overall image and
identity and concluded that social/sensory
products should be presented in social/sensory colours and functional products in functional colours.
According to the research, when people
know how brands are attempting to position
themselves, people consider colours congruent with those positions to be more appropriate. The relationship between brands and
their colour, in other words, depends on the
perceived appropriateness of the colour being
used for the particular brand.
Says Jamie Hyodo, a PhD scholar associated with the Pennsylvania State University,
USA: “Being visually oriented creatures, colour
is a pervasive and encompassing feature of
our visual environment. There is not a single
physical thing that cannot be described by its
colour. Furthermore, colours have long been
understood to be used as judgement criteria.

Some of these judgements are widely agreed
upon, such as a blue sky being a source of
pleasure, but many more are personal judgements, such as favourite colours or reactions
to clothing.”
He believes that colours have the power to
alter the meaning and value of an object. Red,
for example, is considered a colour of aggression or anger due to it also being the colour
of blood.”
The meanings of colours may vary from culture to culture. “White, for instance, symbolizes mourning or death in some Asian countries but happiness or purity in Australia, New
Zealand and the United States,” says Hyodo.
Nancy J. Stone, who is a professor of psychology at the Missouri University of Science
and Technology, says colour affects human
beings in a variety of ways and there are no
fixed parameters to study the impact of colour
on human behaviour.
She says, “Light blue calms people who are
working on difficult tasks. However, it is hard
to find the logic behind the specific colour
preference, as several factors play a role in our
response to colour. Some reactions to colour
are caused by what we have been taught to
associate certain colours with and others are
more personal and individual.”
“Blue is considered calming primarily because of its connection to the
sky,” says Leatrice Eiseman,
who is a colour
expert and is
associated with
the
Pantone
Colour Institute
in New Jersey
as its executive director. In
2005, Pantone
and BuzzBack
Market
Research showed
similar findings,

saying, “The sky is a constant in our lives and
that’s why more people chose shades of blue
than any other colour as their favourite.”
“Around sixty per cent of a consumer’s decision to buy a product is based on colour,”
says Leslie Harrington, who runs a colour consulting and research firm ‘LH Colour’ in Old
Greenwich, United States. According to her,
“The way one picks out a toothbrush is a good
example. One might like a certain style of bristles over others, but a key factor in his or her
decision is what colour handle to choose.”
“Colour tends to be the most striking and
the most memorable characteristic of clothing.
Therefore, it largely affects people when they
choose clothing,” says Nurgul Kilinc who is an
associate professor at the Selçuk University,
Turkey, where she teaches art and design.
Particularly in the fashion industry, colour
is regarded as the most significant marketing
tool. “The impact of colour in marketing informs
the decisions of clothing producers, marketing
departments and retailers with regard to future
product ranges,” says Kilinc.
One’s inclination towards a particular colour
reflects his or her personal traits, character and
mental attitude, revealing one’s strong points
and vulnerable areas, which mostly remain
hidden inside one’s self. Therefore, the power
of colour is undeniably manipulative.
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Slogan highlights the use of colour in marketing and branding and its impact on the buyer.

By Mahrukh Farooq

N

o matter where we turn, it seems as if
every brand is vying for our attention.
Out on the roads, billboards promoting the
latest telecom services stand right next to
those advertising beauty soaps, fast food
and lawn. Our television screens display ad
after ad of tea whiteners, moisturizing lotions
and diapers along with services offered by
banks, telecommunication and insurance
companies, each presenting an image that
most resonates with our impression of that
service or product.
But how do we develop our responses in
the first place? How is it that we are able
to associate a serious, professional image
with a brand and a fun, spunky one with a
mobile service? The answer lies in the use
of colour.
Nothing captures our attention quite like
colours do. Whether the purpose is to invoke excitement, joy, tranquility or warmth,
the use of colours is bound to generate
some kind of impact.
In fact, so profound is the influence of
colour on the way we think and behave that
it has, over the years, developed into a diverse body of research. Experts, well-versed
in the area of colour psychology, continue to
conduct study upon study in order to determine new links between the nature of colour
and its effect on our psyche.
In 1982, for example, a study at New
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Mexico State University was conducted on
337 children from grades four to six. The
objective of the study was to determine the
various ways in which humans are able to
relate colours to their everyday lives. The results of that study portrayed the emotional
link humans have with colours and also indicated that such a link was the byproduct
of the mental association many people have
with certain colours.
The chart on the next page was first developed by Faber Birren as part of his book,
‘Creative Colour,’ listing various mental associations people have with colours along
with their respective objective and subjective
impressions.
These
associations have become
the standard when
determining the ways
in which the human
brain responds to
colours and have
thus majorly influenced the strategies
implemented by marketers and advertisers when trying to
create impact in their
target audience.
Contrary to what
most people believe,
the process of selecting colour with

respect to marketing a product or service to
certain target individuals or groups is a tough
task and one that both marketers and advertisers take very seriously. This is because
colour as an element is highly subjective;
people are bound to interpret colours differently. That is why it is important for advertisers to select the appropriate colour so that
it adequately represents their brand and also
helps convey the advertisement’s message.
Making use of colours in order to establish
brand recognition is one of the first responsibilities of a marketer which serves as a
foundation for them to effectively market that
product or service. According to researchers at the University of Loyola, colour helps
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Colours

Mental Association

Objective Impressions

Subjective Impressions

Red

Hot, fire, blood

Passionate, exciting

Rage, fierce

Orange

Warm, autumnal

Lively, energetic

Exuberance

Yellow

Sunny

Cheerful, inspiring

High spirit, cowardice

Green

Cool, nature

Refreshing, peaceful

Disease, guilt

Blue

Cold, sky, water, ice

Subduing, melancholic

Unhappiness

Purple

Mist, shadow

Dignified, mystic

Loneliness

White

Cool, snow

Pure, clean

Brightness of spirit

Black

Night, emptiness

Death, depressing

Negation of spirit

increase brand recognition by up to 80%. In
another study, when a group of people were

shown 3-second advertisements, over 62%
developed an association to a brand based
purely on the colours they saw.
One of the other, and more important,
benefits of using colours in marketing is that
it also helps to establish a ‘brand image’,
i.e. a company’s personality. This essentially
means that people are able to associate
a particular emotion or character trait to a
brand simply through the dominant colour of
the logo.
This is why most people view Ufone as
a fun-loving, youthful brand and Telenor as
one that promotes reliability and trust. The

yellow colour in Ufone’s logo is meant to denote cheerfulness and a friendly demeanour
whereas the blue in Telenor’s logo is associated with dependability as well as devotion
to one’s responsibilities.
Of course, to assume that the use of
colour is limited to just shaping a brand’s
logo is a gross underestimation of its significance. The goal is to enable customers
to fully experience the brand from the time
of exposure until the point of purchase. This
is why many brands focus on creating im-

pact through their product’s packaging; the
colours on the package of the product reinforce the affiliation created by the brand
image. For this purpose, brands like Olper’s and MilkPak make use of their brand’s
colours in order to differentiate customers’
associations with them. Olper’s for example
presents itself as a brand that is bold and full
of energy and strength. Hence, its packaging bears a large amount of red. In contrast,
MilkPak is packaged in a green and white
box. Green is associated with nature and the

outdoors, which is an appropriate link with
the brand’s image of providing healthy and
pure milk.
Although much of what we see in advertising and marketing today is based on general
perceptions of the different types of associations people have towards a certain range
of colours, attempting to classify customer
responses would be too simplistic. In fact,
as an increasing number of studies related

to colour psychology surface, it becomes
evident that our experiences with objects
is what determines how we feel about the
colour of those objects.
According to an article published on the
Discovery News website, titled ‘Colour
Preferences Determined by Experience’,
there are general trends in colour preferences across cultures; yet, wide differences
amongst individuals. A majority of these differences are caused by experiences with all
entities of a particular colour and how much
a person liked (or disliked) them.
“In their attempts to understand why
people like certain colours, scientists have
focused on evolution. The main theory is that
we like colours that are tied to things that are
healthy and promote survival,” reads the article. “A blue sky, for example, indicates calm
weather, which might explain why blue tends
to be a favoured color across cultures. Dark
yellows and oranges, on the other hand, invoke urine, faeces, vomit and rotting food.
As expected, there is usually a dip in preference for these hues in studies around the
world.”
Still, that’s not to say that colour does not
have its place in the world of advertising. According to a study titled ‘Impact of Colour
in Marketing,’ researchers found that up to
90% of snap judgements made about products can be based on the colour alone.
With so much emphasis being laid on the
need to carefully consider the use of colour
in advertisements and branding, one cannot
help but wonder whether advertising agencies in Pakistan have begun implementing similar strategies. With the exception
of perhaps a few, the majority of brands in
Pakistan seem heavily focused on the process of ‘reinvention’ so as to remain fresh
in the minds of their consumers. While that
is in itself a good way to remain sustainable,
it stands the risk of confusing customers in
the long run, thereby disillusioning them from
the brand’s image altogether.
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Saba won’t do it
W

hen opportunity knocked on Saba’s door,
she knew that she could simply not let it
go. After all, it is not every day that one receives
a call from the Indian film industry and that too for
a role opposite actor Irrfan Khan. She will be visiting Mumbai in July for a workshop followed by the
shoot, which is scheduled in Delhi in August and
September.
This is not the first Indian offer for Saba. She has
been noticed before for her roles in Digest Writer
and Manto. But what made her decide to finally
jump onto the bandwagon and head to India?
The Digest Writer girl knows what she wants
to do in Indian showbiz. “Any bold scenes are an
absolute no for me,” she said when asked if she
would be willing to go the extra mile.

Umera’s
platform
D

Brain over matter
W

oman cricketers eclipsed men in World T20 matches and
Nescafé Basement was not far behind. As the everything
female powerhouse belted out a John Newman Love Me Again,
one name to rise out of the shadows was that of Yusra Haseeb.
The 15-year-old Yusra has become showbiz royalty at an
early age. Her Forever was really good. Said Xulfi. “I had no clue
that the melody would be masterminded as it was.”
“All I told Xulfi bhai is that I need a cello in the tune,” she said.
Yusra started singing at just three. At 10, she began taking piano
lessons. “I’ve composed a considerable measure of tunes about our way of
life, nation, connections and things that have transpired,” she says.
Yusra is pursuing her O’ Levels at present. “I’ve never considered studies being more
vital than music to me so I’ll be back. I need to discharge my own tunes and my fantasy is
to go to Berkley to study music,” she says energetically.

Rio Nature Carnival

ramatist and author Umera Ahmed is
muscling up to set up what she calls the
nation’s first advanced stage for business
essayists with a website titled Alif Kitab. The
venture expects to give sprouting writers
space to learn and share their talent. The site
is now under development.
The initial two ventures with which Alif
Kitab will take off are a computerized magazine and internet composing workshops.
Having grown up reading authors from Jane
Austen and Virginia Woolf to Ishtiaq Ahmed,
Umera feels today there’s barely anything
being written for kids.

M

ohib Mirza says
there is a disparity between the
promotion of the Indian film industry in
Pakistan and that of
the Pakistani cinema
in India.
“Wo
haathon
haath
nahi
lete
hamaree films ko
(They don’t take our
films willingly). I feel
that one should mutually
exchange storytelling. Our films get very little exposure in India, while
on the other hand, we give exposure to their films so much.”
He does say that Pakistani films operate in different circumstances
in India “Indian media does promote our films, but it’s not consistent. We are equally talented and we have all means to produce and
achieve things. The entertainment industry in India is very big and
there is a lot of investment when it comes to making films… we don’t
have that much money as internationally we don’t get that much of
trust, but in reality, we are equally talented,”

Mohib’s views

P

eek Freans Rio, in collaboration with WWF Pakistan, organized the Annual Travelling Nature Carnival at the PAF Museum in Karachi.
The Carnival was aimed at raising awareness of nature and
the importance of conservation among children and the public
through tree planting, recycling and other activities.
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Empowering women and youth
T
he Pakistan Telecommunication Company
Limited (PTCL) has reconstructed two schools
and a college which were
completely destroyed in
the 2015 earthquake that
struck a major part of Kashmir and northern Pakistan in 2005.
As part of its Corporate Social Responsibility (CSR) initiative towards promoting
education, PTCL in cooperation with the
government has played a leading role in
rebuilding key institutions across the Swat
region.
These include the Government Degree
College for Women and the Government
Girls Model Higher Secondary School in
Saidu Sharif. While the focus has been
on empowering women and young girls
through better education, PTCL has also
provided support in reconstruction of Gov-

ernment Middle School for
Boys in Dakorak, Charbagh.
In line with its commitment
to empowering the country’s
youth, PTCL has also assisted in providing the latest
technological hardware for
setting up state-of-the-art
computer labs in these rebuilt institutions.
Speaking at the inaugural ceremony at
Saidu Sharif, Ozair Ahmed, GM Admin &
Security PTCL, said, “Today we reiterate
our resolve to promote essential education at the grassroot level in areas where
it is required the most. Nothing could be
more significant for us than lending a hand
to today’s youth, helping them become the
leaders of tomorrow. We hope that through
our efforts these young men and women
can pave the way towards a prosperous future not only for their region, but the entire
country.”

Roy
launches
new song
S

inger Shehzad Roy released the single Bus Khail Nahi to celebrate sports and promote
a sense of good sportsmanship. Following up on the release of Roy’s earlier song Zindabad, the new rnumber aims to place the spotlight on sports other than cricket and the video
is shot in a manner to highlight the skills of athletes.

L

Sania is
best

’Oréal Advanced Haircare Paris partnered with ARY Film Awards 2016 at the
official black carpet. Pakistan’s finest TV
actress Sania Saeed won the L’Oréal Advanced Haircare Paris Best Actress award at
the event.

Welcome
Unbecoming
I

ndian film director Kabir Khan, who was
in Pakistan recently to attend a
marketing seminar, had to face
shoe-wielding protesters at
the Karachi airport, which left
a bad taste in the mouth.
Kabir’s recent films are Bajrangi Bhaijan and Phantom.
The protestors shouted antiIndia slogans and asked Kabir
Khan why he did not make films
about RAW’s activities in Pakistan?
Bajrangi Bhaijaan got a great welcome
in Pakistan, but Phantom has been roundly
criticized for its anti-Pakistan content and
the Saif Ali Khan line ‘Ghar me Ghuss Ke
Marenge.’

Magic of MI Films
N

estle Fruita Vitals, Minute Maid, Unilever Buavita, Red Bull, Lipton, McDonald’s, Wrigley’s, Dentyne, Hilal Fresh up, LU Prince,
Mayfair Cafe, Roche Accu Chek Performa, Ponds, Neutrogena,
Nivea, Panasonic, HTC Mobile, Bridgestone, Mazda, Isuzu,
Yamaha, Toyota - what is common in all these top brands?
It is MI Films Worldwide, a company that has been in film
production for over 10 years. It is a global commercial-making
company and has produced commercials for some of the
world’s most well-known brands through its team of skilled
creative resources.
The company works in partnership with Digital Magic Effect House Co. Ltd.,Thailand, using international directors
and DOPs with execution that makes brands larger than life
through visual effects, production and animation for TV commercials and feature films.
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Souvenir for CM
Shahzad Saleem, Chairman Saleem Memorial Trust Hospital, presents a souvenir to the Chief Minister of Punjab Shahbaz Sharif
at the groundbreaking ceremony. They are accompanied by Mohammad Mansha, Chairman of MCB Bank Ltd., whose family has
funded a new Emergency Ward at the healthcare centre.

Qandeel’s
tears
Q

andeel Baloch was down to tears at the
end of Imran Khan’s jalsa in Lahore after she
couldn’t get to meet her idol. This is the same
girl who had announced she would release her
strip dance video if Pakistan beat India in the
World T20 clash. Good for her, she was saved
the trouble because Pakistan lost the match.
Qandeel claims she loves Imran Khan. She
traveled all the way from Karachi to Lahore to
take part in the Tehreek-e-Insaf political show
in Lahore and meet Imran Khan – but he left
the venue after his speech before Qandeel
could get to him.

LG Show

Zeeshan
gets award
Z

eeshan Qureshi got the MAP Award at
MARCON’16 along with Mohammad Ali
Tabba, and Hussain Dawood. Zeeshan leads
Haier Mobile in Pakistan.
LG Electronics held an informative session about their products ‘OLED TV’ and ‘Ultra
HD TV.’
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Bank Alfalah Fashions
F

our designers vyed for the Bank Alfalah Rising Talent Award. They included Uzair
Sardar (winner) Nida Sohail, Syeda Urmia Naqvi and Shanza Jamil. Bank Alfalah
Rising Talent aims to motivate, inspire and recognize young talent and give them more
opportunities.
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Victoria’s Secret Unravels
E

xperts are saying that Victoria’s Secret’s explosive success might
start tumbling because of the ever-important demographic of millennials and their changing attitudes. Retail analyst Nikki Baird of RSR
recently wrote in Forbes that “Victoria’s Secret may be next” when it
comes to brands that millennials will ultimately dethrone. She wrote that

she “can’t help but think the retailer is dangerously vulnerable to the
same issues that took down the former brand powerhouse that was
Abercrombie & Fitch.” Baird explains how many retailers are trying to
cater to millennials to save themselves, but millennials’ preferences may
not fall in line with what Victoria’s Secret stands for.

Shakira, Ferrera React to Trump
S

inger Shakira and actor America Ferrera spoke out against Donald Trump’s “hateful and racist” comment about Mexican immigrants. While announcing his candidacy for America’s next presidential election, Trump had delivered remarks that ended up echoing
across Mexico.
“They are bringing drugs. They are bringing crime. They’re rapists,”
Trump said about Mexican immigrants, before adding, “Some, I assume, are good people.”
Shakira called out the billionaire on Twitter. She wrote: “This is a
hateful and racist speech that attempts to divide a country that for
years has promoted diversity and democracy.”
Ferrera chose to pen a satirical letter published in a leading daily. It
said: “Here we are pounding the pavement to get American Latinos to
the polls, while your tactic proves most effective. Remarks like yours
will serve brilliantly to energise Latino voters and increase turnout on
Election Day against you and any other candidate who runs on a
platform of hateful rhetoric.”

Kelly Clarkson
Adored
K

elly Clarkson returned to the
‘American Idol’ stage to wow the
audience as a performer and guest
judge.
She definitely hasn’t forgotten where
she came from! 15 years after she was
declared the first-ever winner of American Idol, the now-superstar singer returned with an epic performance. She
sang her song “Piece By Piece,” and
was absolutely adored.
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Sara Sampaio on
Maxim May Cover

A

dding to her already-stellar portfolio,
Sara Sampaio is completely nude on
the May 2016 cover of Maxim
magazine.
The beautiful
brunette poses
for Gilles Bensimon, skipping
the swimsuit as
she frolics in the
pool on location in
Miami Florida.

International News

Gigi and BMW
F

urther solidifying her place in the modeling
industry, Gigi Hadid is the new face of the
BMW M2 Coupe.In the campaign, named “Eyes
on Gigi,” the lovely American lady works her magic
in a short clip under the direction of “Quantum of
Solace” helmsman Marc Forster. It sounds like
Gigi had a blast with the gig - “BMW is such an
iconic brand. The fact that I get to be the face
of this campaign is definitely a career highlight for
me. The M2 is such a cool, fun car.”

Prince Had
Prescription
Painkillers
F

urther details are emerging
about the tragic demise of
Prince, including the fact that
he had an undisclosed amount
of prescription painkillers on his
person when he died.
According to a sheriff’s statement, the “Let’s Go Crazy” crooner’s death investigation will now
come under the authority of the Drug
Enforcement Administration to determine
the origin of his medication and which prescriptions he had been issued.

Julia Roberts
Sales Pitch
J

ulia Roberts showed off
her improvisational skills
during a recent visit to The
Ellen Degeneres Show when
she encouraged audience
members to buy a sex toy
set, without knowing what
she was ‘selling’.
The Pretty Woman star,
who plays host on the Home
Shopping Network (HSN)
in her new movie Mother’s
Day, was tasked with gushing about a blind item, which
members of the studio audience could see.

The Punisher
Gets Series

T

here’s great news for Marvel fans, as Netflix has decided
to put “The Punisher” into production for a full season of
anti-hero action and adventure.
Staring Jon Bernthal, the forthcoming series will be produced by Steve Lightfoot, who will also serve as showrunner
and writer for the first two episodes.
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Kendall and Kylie Jenner Pose for Summer
Winter is gone which means fun in the sun is just around the corner, and Kendall and Kylie Jenner are rolling out their latest
collection with PacSun.
Dubbed the “Summer Solstice” both “Keeping Up with the Kardashians” stars worked to design the 60-piece range!.

Tulip Fever
S

he’s making quite a name for herself with
a straight run of incredible films and now
Alicia Vikander is gearing up for the release of
“Tulip Fever.”
Also starring Dane DeHaan, Zach Galifianakis
and Christoph Waltz, the Justin Chadwickdirected project will open on July 15.

Perking Up Penshoppe
P

utting her incredible features on full display, Kendall Jenner
is the star of the Summer 2016 campaign from Penshoppe.
The Filipino label brought back the “Keeping Up with the Kardashians” babe after she made a huge splash in their 2015
denim display and this time around she’s all kinds of sexy.
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Leonardo DiCaprio
Has New Babe

F

ollowing his split with Kelly Rohrbach,
the “Catch Me If You Can” hunk has
been playing the field, though insiders claim
he’s getting exclusive with British model
Roxy Horner.

International News

Ferrell Says ‘No’
H

is comedy can get pretty raunchy, but even Will Ferrell knows it’s wrong to mock somebody with Alzheimer’s - even if it is one of the most
conservative Presidents in the history of the USA.
The “Zoolander” star has decided not to take the lead role in the forthcoming “Regan” project, said to be a comedy about former President
Ronald Reagan’s struggle with the debilitating disease and his eventual belief that he was an actor playing the President in a movie.

Amal Questions Trump
A

mal Clooney, the human rights attorney, who, along
with her husband George Clooney, has hosted
fundraising events for Hillary Clinton, says she doesn’t
expect Trump to win many female votes.
“If, at the end of all of this, he gets beaten by the
person who becomes the first female president of the
United States, then I think that would send a very positive message from the electorate back to him as to what
they really think of those points of view,” she said.
Amal also called the upcoming U.S. presidential election “very critical, perhaps more than in many other
elections that have happened for a very long time.”

Spotlight!
M

adonna’s daughter Lourdes
Leon, aka Lola, has made
her modeling debut, posing in
front of the camera for her mom’s
pal Stella McCartney.
The 19-year-old, who has
spent much of her life shying
away from the public eye, agreed
to take part in McCartney’s latest
campaign for her new perfume,
Pop, because she approved of the message it was sending.
The campaign, which promotes self-acceptance and positive mutual support, is a

conscious counterbalance
to the potentially negative
world of social media.
“I go through this struggle
myself, [where] women’s
bodies have been made
so public that everyone
feels like they need to comment,” Leon told Vogue of
the resonance she felt with
Pop’s be-true-to-yourself
message of individuality. “I
love when someone doesn’t
pretend to be someone they are not,” she
added.
News of her daughter’s first foray into
modeling excited mama Madonna.

Was Her Nose
Too Big?

G

isele Bundchen
was told her
“nose was too big”
and her “eyes too
small” as a teenage
model.
The
Brazilian
beauty weathered the
criticism to become one
of the world’s wealthiest models, since starting her career in the 90s.

Elizabeth Olsen on
ELLE June Cover

S

howing off her
posing prowess, Elizabeth Olsen will be the picture of perfection
on the front page
of the June 2016
issue or ELLE
Canada.
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‘English language
newspapers are
generally thought to be
more ethical.’
Faisal Zahid Malik, Editor, Pakistan Observer, talks to Slogan.
How do you see the Pakistani media in the
historical perspective?
Pakistan received media as a legacy of the
colonial period. Many newspapers, periodicals
and magazines in different languages - Urdu,
English and regional languages - sprang up,
particularly in major cities like Karachi, Dhaka,
Lahore, Rawalpindi and Peshawar. But their
access to the common man was limited. The
major source of information, education and entertainment was Radio Pakistan with listenership across vast areas. The print medium was
growing up with lots of restrictions imposed by
rulers from the 50s to the 80s.
What are the latest trends in media?
With the turn of the 21st century, a new
phenomenon in journalism gripped the world.
Information technology has witnessed mushroom growth. Fast and easy availability of
news and entertainment channels has revolutionized the media. A corporate culture has
emerged and now business tycoons invest in
media to achieve power. In Pakistan more than
a hundred national and foreign channels can
be watched. The race to achieve high ratings
has also created both negative and positive
competition.
What is the future of the print media?
A drastic change has taken place in electronic media which has also affected print
media. It has also gone to web journalism.
Newspapers, magazines and news agencies
have created websites which allow the computer-literate young generation easy access.
However, innovation is required to keep the
print media in step with the times.
Do the electronic media have a code of
conduct to regulate complaints against
them?
There is a strong need to have a comprehensive code of ethics for both electronic and
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print media.
Where do you place yourself in the media
world?
I am a qualified journalist and have a Masters degree in Media Sciences from the Punjab University. I have attached myself with
Pakistan Observer and have tried to bring in
a lot of changes and innovations as Editor.
Under the able guidance of my father, Mr. Zahid Malik, veteran journalist, thinker and social
scientist, Pakistan Observer has touched new
heights. Since its beginning twenty six years
ago, the daily has worked for and promoted
the ideology of Pakistan, Islam and security of
the motherland. Cordial and harmonious relations between the government and media are
of utmost importance. Healthy criticism always
helps people in power to rectify their faults.
However, any sinister campaign is a negative
trend which should be checked. There should
be an effective mechanism between the government and the media for regular interaction.
What are the vital national interests and the
role of media in protecting them?
National integration, economy and safeguarding geographical and ideological frontiers are national interests which should be
protected and upheld by media.
What is Pakistan Observer’s business
model?
We emphasize on advertising revenue by
catering to a large section of English speaking
readers having interest in brands and retailership. Through this model, we generate about
80% of our annual turnover. We expect the
revenue slab to expand if we maintain market
competitiveness.
In Pakistan, where English is the second
language, how does your newspaper make
inroads and whom does it target?

Almost 49% Pakistanis speak English which
is about 10,000,000 people. Most of these
people come from the affluent classes, meaning they have the potential to purchase not only
basic necessities but luxuries as well. We tailor
the content accordingly. If you do a comparative analysis, you will find a lot of distinctions in
the way news is portrayed in English and Urdu
newspapers. English language newspapers
are generally thought to be more ethical compared to Urdu ones or those in other languages. They are considered less melodramatic
and do not waste space on defamation, gossip and crime – something more commonly
observed in tabloids. We operate in a dynamic
environment with readers’ needs and preferences changing continuously. The publishers
and the editorial people continuously look to
innovate, engage and interact with readers.
What is the biggest threat to the industry?
Do you think print will survive in Pakistan?
The biggest threat is from online media.
But there is still a very long way to go for the
internet to penetrate into households across
the country. There is also the issue of internet
speeds and computer literacy. For now the
challenge from the digital side is weak, but we
definitely expect it to grow, especially since
there is rising usage of smartphones and mobile internet among the younger generation. It
would be naïve to believe that print will survive
forever, but there are ways in which we can
prolong our functional existence. We can start
cutting down on certain expenses to ensure
that we get enduring profits. The typical cost
heads on which newspapers concentrate to
get higher circulations are production, printing,
public costs, marketing and distribution.
To keep costs down, publications can outsource their printing. It’s possible that the entire
printing industry can be rolled up and separated from newspaper companies in the next
few years. We can also prolong the industry by

Dialogue

capitalizing on other revenue streams. Since
our greatest threat is the digital sector, it would
only be normal to accept it and jump onto the
bandwagon by taking the publication towards
online readership. Most local newspapers and
magazines have been ramping up their internet and mobile presence to generate revenues
using their original content. For now, they are
not yet significant contributors to revenue, but
in time we will see a shift, just like the West.
Such initiatives will ensure the industry’s survival in the coming years.
What, in your opinion, needs to be done to
make people realize the power that print
still holds in terms of content versus other
media?
Even during these changing times, newspaper readers seek out original, agenda-setting
news with global insights and analyses through
competent journalism. Basically, that is what
newspapers and magazines offer over other
media. I believe what’s missing in some media
is the inter-connectivity, the thread between
media and the reader. Every community has
news and values, but it’s the local newspaper
that digs into the community, learns what’s
important, and produces relevant stories that
inform and engage readers. The best way to
make people realize that print still holds greater
relevance in terms of content is by producing
content in ways that it jumps off the page. Either settle for bland, boring copy and watch
readership fall, or get together with your design
team to create vibrant material that engages
larger audiences.

Faisal Zahid Malik has a Masters degree in Journalism from Punjab University, Lahore. He
has been Executive Editor of Weekly Hurmat from 1988 to 1994. He joined daily Pakistan
Observer as an Executive Editor and was promoted as editor in 1994. He is an executive
member of the All Pakistan Newspapers Society (APNS) and the Council of Pakistan Newspaper Editors (CPNE) and a member of the Marketing Association of Pakistan (MAP) and the
Islamabad Chamber of Commerce and Industry.
server it is left entirely to the discretion of the
editorial team. We have a very open policy in
place. If your content is credible, backed by
facts and other evidence, then we publish it,
either with disclaimers or under the writer’s
name. This practice is for every kind of organization - government, business, NGOs, etc.
At the end of the day, our job is to get the
truth out. We are not in the business of shaping opinions, although that is exactly what we
do, as an industry.

I think there needs to be a shift in the mindsets of these marketers. The printed word is
still more credible for many people than anything on the web. There is an old adage which
says, “If someone invested enough to print
and mail it, it must be important.”
What is your message for youngsters who
want to join the media?
Media has obligations towards the country
and the nation. There is no shortcut but hard
work is the key to success.

What was the effect of the PSL on overall
ad spending in print media? Was it ignored and why?
Around PKR 1 billion were spent on
organizing the PSL tournament, but
in my opinion, marketing budgets
of all the teams and the governing
body were primarily focused on
TV viewership since it was a globally televised event. The best way,
in the minds of the marketers to
reach the target audience was
through TV. In the past few years,
we have seen that marketers usually neglect the power of print in favour of electronic and digital media.

Content seeding is something used by government and international organizations to
propagate their agenda and have their influence on the people. What policies does
Pakistan Observer have in this area?
Across the world, media is influenced by
external factors like government, advertisers,
interest groups, community concerns and
other media. Sometimes advertisers are not
afraid of using their financial muscle to protest
what they perceive as unfair treatment by the
news segment of the mass media. They try
to influence content by stopping negative
stories about their brand without concrete evidence and at times they
do succeed.
Content seeding is altogether another matter
and at Pakistan Ob-
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The
Complete
Woman?
Maheen Khan has made valuable
contributions to Pakistani fashion
and plans on turning it on its head
with her new creations

By Mahrukh Farooq

M

aheen Khan seemed to be riding high
on the success of her brand’s showcase at Fashion Week Pakistan (FPW) 2016,
one of Pakistan’s leading fashion events. A
clothing and accessories brand that proclaims itself as ‘fashion forward’ and which
has been inspired by local art, ‘Gulabo’, it
was on display on the first day of the event
and got great praise and recognition from
fashion enthusiasts and designers. A patriot
at heart, Maheen attributes the brand’s popularity to the mantra of ‘Think Global, Act Local.’ Her collection, which has been inspired
by the rich and diverse history of Karachi,
has the potential to appeal to a broad range
of tastes.
“The Gulabo Spring Summer Collection’s inspiration is the city of Karachi and
the world,” said Maheen. “The city that has
heart; where art, architecture, cuisine and
fashions of the world are embraced with
open arms, where the sea offers its gifts
of flavours from far off places, flavours that
blend deliciously with our rich, homegrown
traditions and where the East and the West
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actually do meet! Simply Gulabo!”
With Gulabo touching the hearts of people at home, Maheen’s second brainchild,
the Koya Initiative which was launched by
the talented designer to help revive the now
dying craft of hand-woven silk, is already
creating shockwaves across international
borders. After collaborating with Londonbased Pakistani designer Omar Mansoor,
Maheen has so far exhibited her collection
at the London Fashion Week (LFW) and at
the Paris Fashion Week (PFW). With an aim
to provide a sustainable solution to local
weavers, Maheen intends the Koya Initiative
to become a household name in international markets as well as attract the attention
of international designers and mainstream
buyers. Even though the collections showcased are exclusively owned by Omar, they
do bear the familiar Koya symbol. “Inevitably,
my own brand will also get promoted, but I
want Pakistan and Koya to be noticed on a
global platform,” she says.
Such triumphs are but just another feather
in the designer’s cap of amazing achievements made over the course of her illustrious career. Spanning more than four

decades, Maheen Khan has had the opportunity to style some of the biggest names
in politics and even royalty. They include
the late Benazir Bhutto, Ghinwa Bhutto,
Jemima Khan, Princess Sarvath al-Hassan
and Princess Salimah Agha, to name a few.
Even Hollywood has not escaped her grasp
with some of the biggest movies to date,
namely Phantom of the Opera, along with

Snow White and the Huntsman. They have
all benefited from the styling prowess of the
prolific designer.
In spite of so many accomplishments,
Maheen Khan continues to remain humble
and even credits her modest beginnings to
her resolve in the face of a constant stream
of challenges. “It’s been over 42 years now
since I first started designing. It is a matter
of great pride to me that others have followed in my footsteps,” she says. “Never did
I realise that my little garage shop in Lahore
would have such a boomerang effect. The
fashion industry today has emerged as one
of the biggest employers in Pakistan and is
still growing.”
The winner of numerous accolades, including the Style Icon Award and the Lux
Style award for Best Designer long with the
prestigious Benazir Women’s Excellence
Award, Maheen Khan sees this as an indication of a healthy industry, yet yearns for
the time that existed during the 60s and the
70s when she believed that Pakistani fashion
was more progressive. “We have never been
the same,” she laments. “Frankly speaking,
barring a few amazing designers, we’ve had
quantity and not quality.”
According to Maheen, it seems as if everyone is claiming to be a designer these days,
a trend that has the potential to become incredibly misleading for consumers and which

can pose barriers for aspiring designers who
have a passion for the profession. “Sadly, the
term ‘designer’ has been misused greatly,”
she emphasizes. “Every woman or man who
starts a clothing business is not a designer.” Still, she insists on giving young talent a
chance and tries her best to share her ideas
and impart knowledge and experience to
those who she believes will be able to benefit
from it. “I love working with young designers,” she says. “They have so much to give
to the industry. I believe it is they who will be
an asset to the Pakistani fashion scene in the
coming years.”
Hardly one to engage in anything without
careful consideration and intention, Maheen’s entry into the fashion world cannot be
termed as an accident. In fact, as far as she
is concerned, she had always wanted to be
in a field that supported her creative streak
and allowed her to make creations that were
beautiful and inspirational. “For as long as I
can remember, I have always been fascinated by the subject of beauty and style,” says
Maheen. “So yes, in retrospect, I believe I
was meant to live in a creative environment.
I consider myself to be very blessed to be
doing something I love.”
Her inspiration was and continues to be

her mother and her two aunts. “They were
strong, independent-minded, intelligent
women; hence, style just came naturally
to them,” she reminisces, claiming them to
be the role models she followed throughout
her endeavour towards becoming one of the
country’s top fashion designers.
Maheen’s designs claim to cater to the
complete woman; one who knows what she
wants and is not afraid to say so. Outfits that
exude confidence, elegance and style are
what encompass her range of designs. She
designs for every woman who has a definite
signature style of her own and the courage
to carry her style with confidence. “The confidence to dress the way you perceive yourself comes from within. Once you’ve discovered the essence of who you are, you will
discover your style.”
Such a definition applies to women of every category and age group as Maheen is
quick to clarify. ““Style and fashion have no
barriers and definitely no age,” she stresses.
“If you can carry it off, you can wear it. The
secret is your body language, which is why
good deportment is vital.”
When asked what she expects the future
to bring, Maheen says that she is open to
whatever comes her way, adding that the
ambiguity is what makes her profession all
the more interesting. “With fashion you never
know what is around the corner! I love that
element of surprise!”
Still, for the benefit of fashion fanatics out
there, she does divulge at least some information. “Shirts are either short or very long.
You cannot generalise where the shapes are
concerned because that is up to the designer.”
As of now, Maheen Khan is busy working
on many projects, a routine she readily prepares herself for each day, despite her other
professional and personal obligations. “It’s
difficult for sure! I feel like a juggler, bouncing
six balls at the same time; daughter, mother,
wife, sister, friend and designer!”
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What does it take to be a multitalented performer?
An eagerness to learn, a melodious voice to croon
and a pliable personality to adapt to any character or
role. Komal Rizvi is in that league.
She chants the lyrics of a folksong about Kalat, Sehkumb and Marap and pays tribute to Koh-e-Suleiman in northern Balochistan. Then, singing ‘Jhooley
Lal’ she joins the whirling darvishes of Sehwan Sharif.
Not a voice of the dessert, she still offers glimpses of
Reshman.
In ‘Boond Boond Qatra Qatra,’ she yearns for her
beloved as she sits on a broken chair in the backyard
of an old haveli. Her track ‘Dilruba,’ paints a feminine soul liberated from the shackles of slavery in the
name of love. Her fourth consecutive appearance in
Coke Studio speaks volumes of her skills.
Komal started acting at a young age in ‘Hawain.’
She has acted in ‘Samander Hay Dermiyan,’ where
she outperforms the male protagonist.
Komal Rizvi is a TV host as well but would like to be
known more as a singer. Here are her views:
Tell us about yourself.
In the mid-90s when we had just shifted to Pakistan, my mother, who is fond of singing, hosted a
mehfil-e-moseeqi at home. TV directors Haider Imam
Rizvi and Ghazanfar Ali were also invited. After listening to me, Ghazanfar sahib said to my parents, “Your
daughter is such a good singer, so why don’t you
allow her to perform on television?” My father said
there are all bankers and doctors in our family and
singing would be taken only for fun. Ghazanfar sahib
asked my father to let me sing in public just once. I
also pleaded with my father to let me perform and my
father relented.
My first song ‘O Sathi Re’ was broadcast on STN. It
was a hit and Haider Imam Rizvi then asked my father
to let me play a small role in his drama serial ‘Hawain.’
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However, the small role became big in the
end. Since then I have never looked back.
What are you more passionate about
— acting or singing?
Singing - that is why I am mainly a singer.
Your projects?
I have done Cornetto Pop Rock and also
performed at the ARY Awards. I am doing a
show in Mussoorie near Delhi and then the
biggest musical project in Pakistan. I plan to
visit America too.
How many plays have you done so
far?
I have performed in Hawain, Kabhi Kabhi,
Mujhe Roothne Na Dena, Samander Hay
Dermiyan, Teesra Pehr and Lehrain. My role
in ‘Samander Hay Dermiyan’ is my favourite.
I never realised I would do a role that I could
relate to. I realized that being in agreement
with a character is necessary.
My role was that of a Hindu girl who falls
in love with a Muslim boy and, to be closer
to him, she tries to know more about Islam.
She later converts to Islam and clearly tells
her lover that even if he does not live with
her, it wouldn’t matter as she had discovered something bigger, which stands well
above worldly relationships. Being a firm believer, you transcend into the world of spiritualism, which I relate to a lot. It helps us be
above everything else in the world and we

become bigger human beings in the end.
Spiritualism raises one’s intellectual capacity
manifold.
What was it like at Coke Studio?
It has been a marvellous experience. I
think I am the only girl who has appeared in
most episodes.
Any disappointments?
I am not able to give more time to riyaz
(practice). Riyaz gives mental calmness and
polishes my talent. Singing is a kind of art
one keeps learning from no matter how
much one has mastered it. It is a journey
with no end.
What has been your biggest achievement?
I am a good daughter. I also try to be a
good phuppo, a good sister and a good
friend. Overall, I always try to be a good human being. My biggest achievement in my
career is that I made a comeback in 2010
and am still a successful performer. In fact, it
is very difficult to return after a 10-year hiatus
and to get the same respect one was getting a decade back. Definitely, it is Almighty
God who is behind this success.
Do you like reading books?
A lot. Unfortunately, I cannot give enough
time to it because of my busy schedule. The
last book I read was ‘The First Muslim: The
Story of Muhammad’ by Lesley Hazleton, a
Jewish writer. She gave such an unbiased,
objective and factual account about the
Holy Prophet (Peace Be Upon Him). What a
wonderful book it is!
What is the hardest part of being a celebrity?
A celebrity is always supposed to project
a well-rounded image. Especially in the east,
people prejudge a celebrity without knowing. Often, people judge the person according to the image projected in a photo shoot
or the character one has performed in a
play, which is quite the opposite of real life.
The most difficult part is to convince
people that wearing green dress or having
orange beads does not make one a sufi.
Wearing a trouser above the shoes or having a long beard does not make someone a
true Muslim. You cannot label a human being on the basis of his or her getup.
Every person communicates with God
through a different medium. If I sing or wear
jeans, it does not mean my relationship with
my mother is weak or it does not suggest I
cannot cook and all that. You cannot judge
a person through appearance. Similarly, a
mere photograph does not reflect the true
persona.
I give credit to the Pakistani nation that

now we are getting rid of a confined way
of thinking. Our people are very intelligent
and very observant and kind-hearted. What
I want them to do is to stop making generalised images of people.
Can acting and singing become career
paths?
Yes, they offer many possibilities. I have
paved the way for girls who want to make
a career in music. When I started singing in
the mid-90s, there was only Hadiqa Kiyani
performing and it was the end of the great
Nazia Hassan. I faced a lot of problems and
had to struggle on many fronts. It was quite
a difficult journey. Currently, singing is a positive area for girls and they want to become
singers and actors. All praise to Allah, this
is one of the more positive things that have
been achieved by the media.
Your experience as a TV host?
I like it very much as it lets me be myself,
be friendly and I can talk to people openly.
I do not need to pretend while hosting a
show.
The future of show business in Pakistan?
It is very bright. Our artistes get huge respect in the country without going to India or
Hollywood. Our songs, films, videos, plays,
TV shows and reality shows are spectacular. Personally speaking, the future is really,
bright.

SLOGAN May 2016

27

AD-3

Reviews

‘Real Destinations’ Come to Town
S

CaMPAIGN

hell Rimula recently launched ‘Real Destinations.’ It
features the life of farmers and drivers who drive heavy
commercial vehicles and carriers like trucks, trailers, tractors and other vehicles to earn a livelihood.
The Shell Rimula campaign pays tribute to truckers and
farmers in Pakistan and highlights some interesting factors
that make them choose a lifestyle on wheels.
‘Real Destinations’ is
the latest example of
global brand marketing which addresses
the multifaceted aspects of an ordinary
life where particular
products or brands
facilitate a large number of people in a
different way and
play a pivotal role in
keeping things going smoothly and
quietly.
Launched across the
world as a part of Shell’s
global marketing drive,
the campaign was redesigned in Pakistan to
serve local marketing
objectives. – F.U.

Where’s the ‘Anjal’?
arely a few weeks ago, it was being thought
that the Pakistani music industry had arrived
– once again! With valuable contributions by Coke
Studio and Nescafe Basement, music festivals organized by NAPA, Alliance Francaise, etc. and a
thriving underground rock and heavy metal scene,
music fans in Pakistan were suddenly spoilt for
choice. That is, until Taher Shah decided to break
onto the internet with his musical ‘prowess.’
In all fairness, the instrumental score for the musician’s second installment, in which he serenades
his lady love while, bafflingly, likening both her and
himself to ‘mankind’s angels,’ is passable. A soft
ballad opening with the combined rhythm of flute
and piano, the song actually sets up a ‘feel-good’
premise, especially against a sprawling lush green
landscape and clear blue sky. However, any positive vibes felt by viewers at the start of the video are
brutally squashed as soon as Taher Shah opens his
mouth to utter the lyrics.
In what looks like a desperate attempt to portray
himself as a soulful singer who has been struck by
the arrow of Cupid, Taher Shah yet again delivers a
piece that can best be described as cringe-worthy.
His flat-toned voice echoes throughout the nearly

five-and-a-half minute video, many a
times seeming at odds with the song’s
music. His choice of lyrics, which
seem to revolve around the words
‘angel’ pronounced as ‘Anjal.’ He
dons a long flowing purple robe,
complete with silver wings attached to the back - enough to
leave you open-jawed.
This latest musical effort has
indeed made Taher Shah the butt
of all kinds
of jokes.
But it has
made him
all the more
popular as
well
with
nearly 1.5
million views
on YouTube
in early May.
He seems to know what
it takes to make something go viral. – M.F.
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Jean Pep
New Pepe Jeans Collection.
Models: Ayesha Omar and Sikander Rizvi.
Location: French Beach, Karachi.
Photographer: Muzi Sufi.
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Now Mir
N

ow that Ghalib has become a rather common subject for films and TV serials, writers are turning to Mir Taqi Mir and exploring his
life and works. The film Mah-e-Mir is an effort in
this direction. Mir was Ghalib’s predecessor and
most critics term him as the progenitor of the
idiom in Urdu poetry that is used to this day
but which was popularized in Ghalib’s own
time and in the ensuing decades.
Written by Sarmad Sehbai and directed
by Anjum Shehzad, Mah e Mir has been produced by Sahir Rasheed, Khurram Rana and
Badar Ikram, while the music is by Shahi Hassan.
The film features the struggles of a contemporary poet called Jamal. The character is
played by Fahad Mustafa, the guy you see in
every second commercial these days. Mustafa
is in fact the modern-day Mir. His role draws a
parallel with that of life of Mir Taqi Mir. Besides Fahad, the cast includes Iman Ali, Sanam
Saeed, Manzar Sehbai and Alyy Khan.
You never know but now that Mir is the subject of a film, he would also be romanticized like
Ghalib and TV serials would be made on his life. How distorted his real life story will become
after the film and TV wallahs are through with him is anybody’s guess.

Bold Udaari
T

he TV drama serial Udaari promises to
project an important aspect of rural Pakistani society in a very impactful manner. It has
been written by Farhat Ishtiaq, directed by
Ehteshamuddin and produced by Momina Duraid and Kashf Foundation in collaboration with
the Canadian government.
Actors include Bushra Ansari, Ahsan Khan,
Farhan Sayeed, Samiya Mumtaz, Laila Zuberi and Urwa Hocane.
Ahsan n says that he initially refused Udaari due to its very sensitive and bold subject but
after becoming aware that a 9-year old maid in his own household was also a victim of child
abuse, he decided to perform in the TV serial.
According to Momina Duraid, Udaari deals with a serious matter related to child sexual
abuse, therefore some of the actors had to come out of their shells for their roles.
Roshaneh Zafar of Kashf Foundation quotes the Kasur incident as the catalyst that
pushed them to bring the issue on television.
Director Ehteshamuddin says the subject of child molestation is difficult to portray on
screen and always needs reality-based treatment.
Bushra Ansari plays a woman in the serial who is extremely confident but unrefined. She
is the rural face of Southern Punjab.
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Hijrat music
launched
T

The music of Hijrat was launched recently. The film has been written, directed and produced by Farooq Mengal.
The music is composed by Sahir Ali Bagga
while lyrics are written by Asim Raz.
Distributed by Hum Films and Eveready,
the film is a love story set in the background
of the exodus from Afghanistan to Pakistan
following the Afghan War. The cast features
Asad Zaman, Rabia Butt, Rubab Ali, Nadeem, Ayub Khoso, Durdana Butt, Jamal

Shah,
Mahjabeen, Saima Baloch, Noman Aijaz
and Sana.
Director Farooq
Mengal says Hijrat
was a challenging
project for him. It has been entirely shot
on 35mm and employs new film-making
technology.
For Ali Azmat, the music of Hijrat is unique
but the vocals by Rahat Fateh Ali Khan are
matchless.

Events

Dialogue on Disruption
C

reative Disruption is a phrase that has been
used in the marketing world for many years
to describe the desired break in existing patterns
of behaviour of the target audience in response
to a highly creative message. Disruption signals
a departure from the norm. Disruptive messaging disrupts the mediocrity in the deluge of advertising the consumer encounters. Creative Disruption helps disrupt the normal flow in the way a
target processes a massive volume of marketing
messaging, so the audience pause to consider
the message they have received.
The Marketing Association of Pakistan (MAP)
recently held a Dialogue on Disruption in Karachi.
The panel of speakers gave various example of
“Disruption” in their respective businesses and

markets in Pakistan and highlighted the need to change the
existing business models in order to meet the needs of today’s informed consumers.
Those who spoke at the event included Humayun Bashir,
Country General Manager Pakistan & Afghanistan, IBM,
Ziad Bashir, CEO, Gul Ahmed Textiles, Sadaffe Abid, Social Entrepreneur, INSEAD, Irfan Siddiqui, President & CEO,
Meezan Bank Limited, Bashir Shaikh, Co-Founder & President, Inov8 Limited, Ahmed Bilal Masud, Deputy CEO,
Huawei Technologies Pakistan and Syed Imran Ahmad,
Vice President, MAP/Director, PACE (Private) Limited.
The speakers dilated on the various techniques employed in Creative Disruption such as contrasting messaging to communicate creativity, unusual or out of place presentation or placement, exaggerated presentation an intensely targeted messaging.
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Where Do the
Art Students Go?
By Faizan Usmani

E

very year, several hundred students
pass out of art institutions since there
is always a demand for skilled and trained
manpower. Even then, there are complaints
about the lack of capable talent emerging
that would be able to work with the latest
equipment and new technology.
What type of creative talent is being produced by the various institutions?
Some major art teaching institutions in
Pakistan are the National College of Arts
(NCA), Lahore, Department of Fine Arts,
Punjab University, the Visual Arts Department, Karachi University, the Indus Valley
School of Art, Karachi, the National Academy of Performing Arts (NAPA), Karachi, the
Centre of Excellence Art and Design (CEAD),
Jamshoro, the Hunerkada College of Visual
and Performing Arts, Lahore, the Lahore
Academy of Performing Arts (LAPA), the
Mariam Dawood School of Visual Arts and
Design, Lahore, Pakistan Institute of Fashion
and Design, Lahore, the Rawalpindi Institute
of Art and Design, the nust School of Art
and Design, Islamabad, the Karachi School
of Art and the Central Institute of Arts and
Crafts, Arts Council, Karachi.
Interestingly, the term ‘media industry’ or
‘showbiz industry’ is frequently used in the
press. But things are quite the opposite.
This is because such so-called industries
do not offer permanent jobs that would accommodate those with an academic background in the arts. This is especially relevant
in the realm of the performing arts.
With not many employment opportunities
on offer, the qualified people are left with
no option but to rely on such project-based
work as films, plays, shows and other programmes. In such a bleak scenario, the
economic stability of performers is always
at risk and they have to survive with uncertain means of livelihood for the rest of their
lives. The commercial arts seem to have a
better future due to the demand by advertising agencies and design houses.
Unfortunately, art schools and colleges
are very few in the country. Most faculty
members at these institutions are not mo-

tivated towards teaching but they carry
on for the sake of employment. Acquiring
education in the fine arts is rather expensive and the most talented people cannot
pursue careers in the arts owing to nonavailability of opportunities.
New TV channels are one place that are
offering job opportunities to art graduates.
Media production and publication houses,
advertising and digital marketing agencies
and event management firms also have
openings for graphic designers, visualisers,
illustrators, photographers, set designers
and multimedia producers.

Instead of joining an agency on a full or
part-time basis, some graduates work as
freelancers, sometimes earning more than
they would in regular jobs.
Across the world, art education has now
evolved into a new direction, as subjects,
which already existed one way or the other
,have reappeared under new heads. Fashion, manufacturing, advertising and printing
were the prime areas that focused on art
education.
There is no dearth of creative talent coming out of the art schools in the country, while
the standard of contemporary art education
has improved a lot in accordance with the
emerging needs. However, the young crop
of artists needs to set their preferences first,
which should be nothing but to spend sufficient time in the field in order to achieve a
certain level of professional excellence.
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T

he colours of Nature ride
the new Attire Collection. This is a
step forward towards the heredity
of fashion. It is also the essence
of the Attire identity – creating eye
catching designs which are driven by
the earthiness of nature and its amazing
colour palette. The purpose is to attire
today’s woman with a practical and passionate
sense of colour.
The outfits are available at Attire in Zamzama,
Karachi and at the Liberty Mall in Peshawar.
Designed by Bushra Wahid, Attire Boutique.
Photography by: Mirza Naim Beg,
Dream Merchants.
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Corporate Moves
Rizwan Bashir Khan has been appointed
Chairman, PTCL.
Mohammad Wasi Khan has become
CEO, Byco Oil, Byco Petroleum and Byco
Terminals Pakistan.
Sana Bucha has joined ARY Digital
Network.

New Appointments
Client			

Advertising Agency

Crescent Star Foods
Askari Institute of Technology (AIT)

Blitz Advertising
( for Corporate & Affiliated Brands)
Manhattan Communications

Primus Investment Management

The Circuit

Faisal Abbasi has joined Capital TV.
Change Of Clients Name
Nabeeha Ejaz has Joined Neo TV.

Ashraf Bawany has become Chairman,
Pak German Business Forum.
Muhammad Sohail Tabba has become
Chief Executive, Gadoon Textile Mill
Limited.
Atam Parkash has been appointed
Chairman, FPCCI Standing Committee on
Minority Affairs.
Asif Bajwa has been appointed Chief
Statistician at the Pakistan Bureau of
Statistics.
Abdul Rahim Janoo has become
Chairman, FPCCI Standing Committee on
Fairs, Exhibitions and Trade delegations.

Clients Name & Address

Accredited Adv. Agencies

Dawn Frozen Foods
(Formerly M/s. Dawn Frozen Foods)

Manhattan Communications

Change Of Agency
Client

New Advtg Agency Outgoing Agency

Asian Institute of
Fashion Design

Prestige Communications Adcom		
Admission Ads of Iqra			
University, Clifton Campus

Concordia Colleges
Oktopus 360 Media
		

Interflow 		
Pak Media Comm.

Milluennium Education
Oktopus 360 Media
		

Interflow 		
Pak Media Comm.

Federal Public
Service Commission

Interlink Advertising

Orient Communications

IGI Life Insurance

Connect Marketing

The Circuit

Quick Food Industries

The Circuit

RG Blue Comm.

Wilson’s Pharmaceuticals No new agency appointed Thoughts
Farees Shah has been appointed GM of
iFlix Pakistan.
Gulzar Firoz has become Chairman,
FPCCI Standing Committee on
Environment.
Junaid Ahmed Khan has become Vice
Chairman, FPCCI Standing Committee on
Law and Order.
Noor Ahmed Khan has been appointed
Chairman, FPCCI Standing Committee on
Industries.
Shahzad Mobin has become Chairman,
FPCCI Standing Committee on Fashion
Industry and Services in Pakistan.
Mehmood Arshad has become Chairman,
FPCCI Standing Committee on Islamic
Banking and Takaful.
Naqi Bari has been appointed Chairman,
FPCCI Standing Committee on Textile
Apparel.
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Appointment of MBH
Client

Creative Agency(s) MBH(s)

Exterran Services (UK) Ltd. JWT Asiatic		

T Media

Additional Appointments
Client

Agency

Competition Commission of Pakistan
		
		
		

Channel 7 Communications, 		
M Communication, Ad Group,
Red Communication, Interlink
Advertising, TNI Communications.

Haleeb Foods		
		

Manhattan Communications,
Manhattan International

National Disaster Management Authority Midas Communication, Channel 7
		
Communications, Manhattan
		
Communications.
Pakistan Cricket Board		

JWT Asiatic, Interflow Comm., Blitz.

Zain Builders & Developers		
		

Manhill Advertising, Cross Check
Communications.

Arif Builders & Developers		
		

Manhill Advertising, Cross Check
Communications
Source: All Pakistan Newspapers Society (APNS)
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