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Editor’s Desk

Of late, Pakistani television has become overly influenced by glamour, glitz and com-
mercialism. Whatever the program and whatever the channel, the prime focus is on high-
lighting those superficial aspects that drive commercial considerations and the actual 
content, if there is any, is lost somewhere. It is in fact not the viewer who demands all this 
artificiality but the advertiser whose sole objective is to have as many ‘eyeballs’ focused 
on the screen as possible. The advertiser does not worry if the content of the program 
lacks substance and the viewer does not get much out of the experience in the end. He is 
happy if the viewership graph shoots up at those times when the program is on air so that 
high ratings are ensured for the advertisements that are run during the show. The higher 
the number of people watching, the more public exposure is guaranteed for the advertise-
ments and the higher the program’s TRPs (Television Rating Points). 

In any case, when advertisements are the prime consideration, they take precedence 
over the actual program content and that is what matters for the channel. That is why 
there are so many ‘advertisement breaks’ in every TV show, with the result that the total 
airing time given to content in each program is much less than the time allocated to ad-
vertisements. Sometimes, it even seems that television channels only exist to broadcast 
advertising and that program content is inserted in between to give the whole thing the 
semblance of a TV program. The pity is that such commercialism is witnessed not only 
on private channels whose sole source of funding is perhaps the advertising they are able 
to attract but also on PTV, the state-run TV channel that receives government money in 
addition to regular advertising revenue.

The prime purpose behind the establishment of TV in Pakistan was to inform and edu-
cate the people through wholesome entertainment and to inculcate in them a greater 
awareness of their history, heritage, current problems and developments, as well as knowl-
edge of the world at large. In fulfillment of its main objectives, the PTV policy in matters 
of national and international interest was always supposed to be motivated and guided 
by the need to educate viewers about the values that are vitally important for building a 
united, integrated and disciplined society. How far have these objectives been achieved by 
PTV through its various programs is open to debate. It is a fact though that PTV has not 
made much effort to project the new, emerging social order. It has never been successful 
in aligning its programs to the national requirements. There has been no focus, directly or 
indirectly, on themes like morality, civic duty or national responsibilities, drive against nar-
cotics, environmental pollution and agricultural reforms. The discussions on PTV mostly 
revolve around current affairs subjects and not much more.

It needs to be reemphasized that PTV was always supposed to be a family-oriented 
network catering to the needs of audiences through interesting programs and plays cou-
pled with informative programs on health, social issues, music and the arts in general. 
What has actually happened is that while the organization outrightly and blindly supports 
government policies on national and international issues, it does not care much about its 
other responsibilities. It has become an unwieldy organization ever since 1964 when it 
was established and, except for the earlier decades, has become more or less a happy 
hunting ground for secure jobs and not much more. It employs a huge workforce but its 
creative output is simply not in proportion to its large number of employees. Its different 
channels cover the whole gamut – from news to family interests and sports. Its reach in 
terms of viewership is much beyond any other TV network, since it is broadcast both 
through satellite and terrestrial formats – but no one watches PTV by choice. The network 
holds no individuality and it is only on the list of service and cable providers because it is 
a government channel. The problem is that other channels in the private sector that are 
not hijacked by the state and enjoy a great degree of freedom are no better. They also do 
not seem to be bothered about morality, civic sense or national responsibilities and each 
follows its own agenda which is either driven by their respective managements or even 
the anchors in some cases. For all TV channels in Pakistan, whether PTV or those in the 
private sector, it seems that running advertisements ad nauseam is the prime concern. As 
for the program content, who cares! 
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– Bilawal Bhutto,
Politician

“I’ve done films with 
conviction and those 
characters have gone well 
with my age. Even the 
directors were competent 
and the subjects passable.” 
– Dilip Kumar, 
Actor

“There is no mystery-- 
that’s the beauty of it. We 
are entirely explicable to 
each other, and yet we stay. 
What a miracle that is.” 
– Kamila Shamsie, 
Author

“That’s the thing about 
books. They let you travel 
without moving your feet.” 
– Jhumpa Lahiri, 
Author

“That’s what careless words 
do. They make people love 
you a little less.” 
– Arundhati Roy, 
Writer

“I believe that you are 
recognized by your 
nationality, not by your 
faith.” 
– Hina Khawaja Bayat,  
Actress

“I never meant to upset the 
sentiments of the Pakistani 
people and artists, who 
I wish the very best for 
always.” 
–  Saif Ali Khan, 
Actor 

“For the moment, living 
in Afghanistan is difficult 
for normal people. For 
women who are working 
as an actress, it’s more 
dangerous for them.” 
– Marina Golbahari, 
Afghan Actress
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Thank you, Coke!
Pakistan is a country rich in 

culture and the arts. However, 
over recent years, people seem 
to have forgotten all about music 
because other more mundane 
and colourless issues have taken 
over. In my opinion, Coke is do-
ing a great job by reviving Paki-
stani music and bringing it on 
television. While hundreds of TV 
channels abound in this country, 
none is devoted to music. If there 
were any such TV channels be-
fore, they have been ‘killed’ and 
all TV programming now primarily 
focuses on news and current af-
fairs, drama, cooking and sports. As for the radio channels, they 
are dominated by Indian songs. In the midst of all this comes a 
revival of music with a commercial brand behind it. It does not 
matter if their focus is on digging out old film and non-film songs 
because they are at least creating some music and bringing to the 
fore both new and seasoned artistes. Good work Coke!   

Syed Zafar Hussain, 

Bahawalpur.

Concept drought
Your article regarding the lack of concepts in 

today’s advertising was spot on. In our ad agen-
cies, the rule of thumb is to have an in-house 

brainstorming session between ad agency 
people. This generates new, inspired ideas 
to share with the client who objects to the 
original creativity and instead adds some 
of his own beaten-down brand-oriented 
aspects. From thereon, it hardly takes a 
week to shoot the commercial. If the ‘cre-
ativity’ is so instant and client-driven, how 

can our advertising  come up with deep, 
insight-based concepts?

S. M. Maaz,

Karachi.

Of late, great hype has been created about the film on Manto, 
the late Urdu short story writer. It is interesting that the film has 
been appreciated by many people - quite a lot of them being the 
young lot who have not read a word of what Manto 
wrote.  Glorifying 
the writer through 
a feature film and 
delving into his 
life is all right. 
Perhaps this is 
also what has 
resurrected the 
late Manto – both 
the man and his 
works - and has 
created renewed 
public interest in 

him. In fact, the film has given a mysterious dimension to the man 
which he actually never had. If this is what is of interest to audi-
ences, then similar films should also be made on the lives of other 
leading poets and writers like Faiz Ahmad Faiz, Ahmad Nadeem 
Qasimi, Patras Bokhari, Ahmad Faraz, Kishwar Naheed, Mustafa 
Zaidi, Amjad Islam Amjad, Mushtaq Ahmed Yusufi and Shafiq-ur-
Rehman.   

Ajmal Khan, 

Lahore

Bubble comedy 

This is with refer-
ence to the com-
edy drama series 
named ‘Bulbulay,’ 
which is considered 
as the most suc-
cessful sitcom with 
high TRPs (televi-
sion rating points). 
I doubt the current 
standards of com-
edy writing, where 
a play like Bulbulay keeps hitting the charts despite a poor 
story, pathetic dialogue and mediocre acting. Compared to clas-
sics like Alif Noon, Taleem-e-Balighan, Khawaja and Sons, and 
many others, Bulbulay is nothing more than a serious joke being 
aired in the guise of comedy. Its success also raises many ques-
tions about the logic behind the existing rating system.  

Danial Muneeb,

Islamabad. 

Welcome back Huma
Recently I watched a drama episode of 

‘Darwaza Khulla Rakhna’ and spotted Huma 
Nawab playing the leading role in the play. An 
immensely talented and polished actor, Huma 
had played some great roles in plays like 
Hawain, Nijaat, Chand Girhan, Dhoop Mein 
Sawan, etc. This was back in the 90s. Her re-
cent comeback is good news for TV viewers. 
We welcome Huma Nawab and hope she will 
keep it up.  

Kushbakht Fatima,

Karachi.

Remembering Shahzad Khalil
Shahzad Khalil was a leading 

TV director. He produced several 
drama serials and plays in the 80s 
and 90s, like Tanhaiyaan, Teesra 
Kinara, Dhoop Kinaray and Eh-
saas. He also won the Pride of 
Performance and a 1st Indus Dra-
ma Award. Unfortunately, Shahzad 
died of cardiac arrest at the peak 
of his career in 1988. No doubt, it 
was a great loss to the industry. 

Tariq ul Islam,

Mardan.

 

Letters

Glorifying Manto



By Mahrukh Farooq

Bright colors, a dash of glitter and rau-
cous laughter – no matter what channel 

you are on, it is the same scene everywhere. 
Actresses, models and other media person-
alities, both old and new, gather together on 
one of the innumerable morning shows that 
grace our television screens to celebrate the 
umpteenth wedding ceremony of a fellow 
celebrity (whose nuptials were probably also 
celebrated on a similar morning show tele-
cast on an entirely different television channel 
the previous week). 

The sequence of events follows the usual 
trend; a mayun, followed by a lavish mehndi, 
followed by an equally extravagant nikah/
rukhsati function, with each of the gush-
ing bride’s ‘friends’ and ‘relatives’ decked 
up with enough layers of make-up to open 
their very own cosmetics store, not to men-
tion designer dresses encrusted with various 
jewels that probably end up weighing more 
than the sofa on which the bride and groom 
are seated on!

Such is the quality of entertainment (read: 
torture) that we are treated to via our televi-
sion screens every day. If it is not in the form 
of some forgotten celebrity renewing her 
marriage vows. It can be shown as either a 

row between two sections of one family, with 
the host acting as the referee or an exercise 
dedicated entirely towards inviting members 
of the paranormal and ultimately giving them 
free rein to create as much havoc as they pos-
sibly can, from knocking over studio lights to 
possessing supposed ‘random’ members of 
audience, all for the purpose of evoking well-
rehearsed shrieks from the decked up host. 

Who in the world watches these shows, 
you ask. Specifically, housewives - women 

who spend the majority of their day cleaning 
up the house and looking after the children. 
Since the only highlight of their day is when 
they get the opportunity to put up their feet in 

front of the idiot box after packing the kids and 
husband off to school and office, respectively, 
many Pakistani housewives have become 
somewhat addicted to this genre of television 
programs, with most of them adulating over 
who wore what, their conversations accom-
panied with the occasional ‘ooh’ and ‘aah’ all 
in an attempt to underscore one’s sentiments 
regarding what was shown during that par-
ticular episode.

Perhaps this is what can explain a recent 

survey conducted by the national TV rat-
ings provider, MediaLogic, in which ratings 
for some of today’s leading morning shows 
on television were revealed. According to the 

With every television channel brandishing their very own morning show, it 
seems that Pakistani women today have quite a bit to choose from

Cover Story
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survey, Good Morning Pakistan, hosted by 
actress Nida Yasir, bagged first place with a 
TRP of 0.6. This was followed by Jago Paki-
stan Jago, hosted by yet another actress, 
Sanam Jung and Utho Geo Pakistan, with 
Bushra Ansari (who is also an - you guessed 
it - actress), each holding a TRP of 0.5. The 
list rounded off with The Morning Show host-
ed by Sanam Baloch, with a TRP of 0.3 and 
finally, Subah ki Kahani hosted by Madiha 
Naqvi with a TRP of just 0.2.

Though some may find these results lu-
dicrous, almost laughable, they also pres-
ent another, rather grim, side to the quality 
of television programs today. According to 
Maria Sartaj in her article for Dawn, titled, 
“How Pakistani Morning Shows are Keeping 
Women ‘Where They Belong’”, the content of 
the morning shows has somewhat restricted 
women’s role in society to that of a home-

maker. With segments revolving around the 
correct use of cosmetics to the various kinds 
of cookery that can be done with a certain 
group of ingredients (both of which are heavily 
sponsored), the female audience’s thinking is 
being confined to elements that exist within 
the four walls of the house.

“The topics are limited and, even if a few 
programmes have tried to tread off the beat-
en path, they’ve all 
had to resort to doing 
their ‘dulhan week’ for 
the sake of ratings,” 
writes Maria. She 
further explains how 
demand for such pro-
gramming has been 
deliberately created in 
an attempt to limit any 
effort that could have 
been spent in devising 
original and innovative 
content. “Offer a handful of options repeat-
edly and the audience will soon become ad-
dicted to the one which is the least worse.”

For those of us who have had the privilege 
to view morning shows from other countries, 
the inane antics currently underway on our lo-
cal channels seems almost alien in compari-
son. Though also mostly directed towards 
women, these shows refrain from insulting 
one’s intelligence; rather, they aim to enhance 
it by bringing to the forefront a variety of in-
teresting topics branching over a range of 
subjects. From gun control to psychological 
disorders to effective parenting to efficient liv-
ing, this brand of morning shows seems to 
be designed to stimulate intellect rather than 

repress it. 
If any of our television gurus were to in-

troduce such concepts and adapt it as per 
the Pakistani audience’s tastes, we would 
be treated to shows that are of much better 
quality than the ones that are being shown 
right now. As a developing country that is 
plagued with a variety of social, economic and 
political ills, it has become imperative to em-

power each and every individual in a manner 
that they are able to take the reins and steer 
society towards growth and prosperity. This 
includes women, many of whom are already 
showing great potential as valuable contribu-
tors to society, whether it is in the role of a 
housewife, a doctor or a business-woman. 
The only way to do so is for the media to set 
an example and to help broaden the minds 
of its viewers so that they may become inde-
pendent thinkers in their own right.

When the time for this to happen is any-
body’s guess. Until then, it seems that we 
have no choice but to be treated to endless 
charades of mehndi dances coupled with 
make-up tutorials. 

Cover Story
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By Samina Wahid

If you’re a stay-at-home mom or a housewife, 
chances are you have somewhat followed 

– or are following – the morning shows that 
feature on Pakistani television. Typically 
aired from 9.00am to 11.00am on week-
days (some can also extend a little beyond 
that depending on the nature of the con-
tent and the format on that given day) 
when the husbands and children have al-
ready left for the day and the maasis are 
attending to the daily household chores, 
these shows are a staple of the ‘tele-
vision’ diet for the average Pakistani 
woman. 

Featuring mostly female celebrity 
hosts who have supposedly proved 
their mettle via acting, modelling or – 
as in the case of male host Sahir Lodhi 
– impersonation, the morning shows 
highlight various topics: from mon-
strous in-laws to skin and hair dilem-
mas to the latest fashion trends and 
even celebrity weddings that are re-
hashed on air for the viewing pleasure 
of the audience.

Current top shows include Nida 
Yasir’s ‘Good Morning Pakistan’ on 
ARY Digital, Sanam Jung’s ‘Jaago 
Pakistan Jaago’ on HUM TV, Javeria 
Saud’s ‘Satrangi’ on Express Entertainment, 
Sahir Lodhi’s ‘Morning with Sahir’ on A-Plus En-
tertainment, Aamir Liaquat’s ‘Subh-e-Pakistan’ 
on Geo Entertainment (which is being replaced 
with the ‘Nadia Khan Show’) and ‘Sitaray ki 
Subah’ with Shaista Lodhi on Hum Sitaray. 

The format of the show is more or less the 
same – a small audience that is cued in to 
clap and cheer at all the right moments, celeb-
rity guests who divulge their health and beauty 
secrets and fashion preferences and discuss 
everything and anything under the sun pertain-
ing to their public and private lives along with 
health and cooking experts who share fitness 
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tips and recipes, and finally inane segments 
to entertain – and often poke fun at – the 
audience. 

Very rarely do these shows have sub-
stance or talk about hard-hitting, real 
women’s issues such as forced marriages, 
abuse by in-laws and the need for financial 
independence. Even when such issues are 
discussed, the host makes sure he/she just 
presents the tip of the iceberg, adding the 
right measure of drama and tears just to get 
ahead in the ratings game. There are no con-
crete solutions offered and there is no effort 
to change public opinion especially when it 
comes to abhorrent cultural practices such 
as dowry or spending astronomical sums of 
money on weddings and bridal dresses. 

The goal is to keep the advertisers happy 
and the only way to do that is by endorsing 
materialism, rampant commercialism and 
brands, designers and products that cast a 
favourable light on the advertiser. This hap-
pens after they finance a large part of the 
morning show – from the extravagant sets 
to the giveaways and prizes for the audience 
- so the content is more or less moulded to 
cater to the advertiser’s preferences. Putting 

it simply, the morning show race on televi-
sion today is a numbers game – those with 
the highest Television Rating Points (TRPs) 
are able to lure the big fish who in turn spend 
sizeable chunks of money on these shows 
and have the liberty to dictate the content 
to them. 

 In a bid to nab the biggest piece of the 
pie, morning show hosts today are seeming-
ly at an all-out war to get the most eyeballs. 
These women, who are dressed nineteen 
to the dozen are hardly the harbingers of 
change encouraging women to look beyond 
the clothes, blow dries and fancy jewellery 
and at the bigger picture. 

Almost all morning shows will do a ‘wed-
ding’ or ‘dulhan’ week showcasing an un-
bridled display of bridal finery simply for the 
sake of ratings. Then there are those with 
a keen interest in moral policing as was 
the case with the ‘Subha Saveray Maya ke 
Saath’ a couple of years ago on Samaa TV. 
While this sort of moral policing guarantees 
good ratings, it can also backfire which is 
exactly what happened with Maya Khan 
when she chased around men and women 
in parks, accusing them of dating and lying 
to their families. 

Maya’s show bottomed out, given the 
public outrage (mostly on social media) over 
her show and she was eventually shown the 
door. While most of the ridiculous segments 
on these shows are well-received by view-
ers and advertisers, sometimes the latter do 
succumb to public pressure and dissociate 
themselves from controversial content. 

While AM television transmissions in the 
West comprise traffic and weather updates, 
community news, discussions with popular 
authors and human interest stories, break-
fast television in Pakistan translates into 
bright blasts of energy with a needlessly 
happy female host at the helm of affairs. 
She is a wedding planner, chef, counsellor, 
gossip-monger and home-maker all rolled 
into one, committed to keeping women 
where they belong (the kitchen or in front of 
the mirror) and appeasing the agencies that 
spend millions on displaying their products 
on her show. 

There is an invaluable window of oppor-
tunity here for the producers, directors and 
hosts of breakfast television – they can em-
power the women at home, helping them 
be independent thinkers who can add value 
to a society that is on the verge of implod-
ing. Instead, they keep women in a perpet-
ual state of euphoria, much like what a new 
bride feels ... 
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By Sheema Zain

Elaborately dressed women with coiffured 
hair, glamorously dressed showbiz per-

sonalities, beauticians, models, non-stop 
chatter, gossip, laughter and a sprinkling 
of tidbits about weight, beauty and food. 
Sounds familiar? These seem to be the 
ingredients of most morning shows these 
days in Pakistan. With a heady mix of glam-
our, gossip, controversy, spice and enter-
tainment, it seems the morning show culture 
has caught on in drawing a vast audiences 
and making the female hosts almost into 
cult figures.

All the big names have jumped onto the 
bandwagon. Famous  actors, including 
males,  have turned into morning show an-
chors. These include Sanam Baloch, Savera 
Nadeem, Fahad Mustafa, Faisal Qureshi, 
Bushra Ansari, Nadia Khan and Sanum 
Jung, to name a few. But morning shows 
were not always for the glamour-addicted.

The shows used to offer fruitful informa-
tion and some entertainment. The earli-
est morning show -  Subuh Bakhair - way 
back in 1988  used to be live on PTV and 
was hosted by Mustansar Hussain Tarar for 
nearly seven years.

His prime audience consisted of children, 
with whom he interacted with intense affec-
tion. Subuh Bakhair was a rich source of in-
formation and knowledge for all sections of 
society, ranging from children, elders, wom-
en and art lovers. Now the focus of morning 
shows seems to have shifted. It is now pri-
marily women who watch these shows while 

carrying out their household chores.
The morning shows promise to give a 

fresh start to the day with  warm chemistry 
and addictive energy. They aim to provide 
a mix of entertainment and information to 
keep viewers informed, and empowered. 

One channel claims its morning show en-
hances its viewers’ lives and inspires wom-
en through motivational messages, self-help 
tips and news packaged in an entertaining 
manner besides interviews, gossip and hot 
issues and audience interaction through in-
teractive games/quiz segments, emails, live 
calls and SMS. 

Because morning shows have such a 
large, loyal following of housewives, they are 

Alluring
Morning
Shows

Cover Story
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attractive for advertisers selling goods and 
services to this segment. Morning shows 
are a good advertising platform for house-
hold goods. 

For fashion designers, beauticians and 
jewellery-makers, morning shows are a 
good source of advertising. Women copy 
the jewellery and fashions the anchors and 
guests wear. 

With all the major channels having morn-
ing shows with similar sounding names,  
competition has become fierce and enter-
tainment  draws viewership.   

This is mostly in the form of glamour with 
increasing emphasis on beautifully attired 
celebrities discussing their lives, showing 
their homes and sharing experiences. Wom-
en viewers (and even men)  call to ask them 
all kinds of questions. Some morning shows 
feature fashion shows or makeup and styl-
ing sessions. The increasing obsession with 
glamour and clothes has led to complaints 
that morning shows look more like fashion 
parades and publicity events and have be-
come too extravagant, vulgar and competi-
tive instead of entertaining. In their bid to be 
different, many anchors have even crossed 
the line between entertainment and contro-
versy. 

A hue and cry was raised over the extrav-

agant weddings that were featured in cer-
tain morning shows complete with wedding 
joras, jewellery, makeup and hairstyles. The 
bubbly host is these shows seemed to have 
become the wedding planner, counsellor 
and organizer all rolled into one. There were 
complaints that in a country like Pakistan, 
where many people cannot afford to eat 
three times a day, the shows added insult to 
injury by showing expensive designerwear. 
Some shows featured exotic dishes just to 
be different while people wondered what 
was the point of all this. 

Other shows dwelt on bizarre topics such 
as black magic and spirits. One anchor, 
Maya Khan of Samaa TV, made headlines 
for her famous raid in a park where she sup-
posedly caught a couple out on a date. She 
caused a further stir on social networks by 
admitting that the couple were actors paid 
by the channel. Nadia Khan, got into trouble 
for openly discussing actress Noor’s divorce 
case while it was in court and wasn’t allowed 
to be discussed. Shaista Wahidi was host-
ing the morning show ‘Utho Jago Pakistan’ 
on Geo. The show was suspended in 2014 
by the channel after alleged blasphemy dur-
ing the show and she left Pakistan fearing 
for her safety.

Morning shows have also been criticized 

for being too vulgar. One host was shown 
dancing in front of a religious figure. Oth-
ers have been found at fault for openly dis-
cussing private affairs such as a celebrity’s 
pregnancy or extra-marital affairs. There are 
still people who describe morning shows as 
being empty and lacking in meaningful dis-
cussion.

Although all morning shows feature chatty 
hosts, there are some that are different and 
more sober. These shows discuss serious 
topics and are above celebrity glamour, in-
viting serious individuals and professionals. 
Dawn TV does some of its morning shows 
outdoors. The Bushra Ansari show on Geo 
had serious themes and featured famous 
personalities. Aamir Liaquat on Geo or Aniq 
Ahmed on Dunya News also do not have the 
bubbly glitz of the normal morning show.

You are what your morning show is. It can 
start with an effervescent host, a sparkling 
star or with mind-numbing chatter. Depends 
on how you want to start your morning. 

The morning shows promise to give 
a fresh start to the day with warm 

chemistry and addictive energy. They 
aim to provide a mix of entertainment 

and information to keep viewers 
informed and empowered.
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PFW8 in London

Pemra Seminar 
on FM 

Pemra held a seminar in Islamabad in 
collaboration with the BBC on ‘Future 

of FM Radio in Pakistan’. The seminar 
looked at the future of FM Radio in Paki-
stan and growth and investment opportu-
nities in the sector. 

BBDO Pakistan clinched an award at the Clio Awards 
2015, along with three silver and four bronze awards 

for work in ambient, guerilla, design, direct and social me-
dia categories.

The agency won the award 
for an outdoor poster made 
in collaboration with several 
artists and the Foundation 
for Fundamental Rights, 
which protests against civil-
ian deaths caused by drone 
strikes. BBDO Pakistan is 
the only agency in Asia to 
win a gold award in the cat-
egory. 

The Pakistan Fashion Week Season 8 (PFW8) was held at the Central Hall Westmin-
ster in London. The two-day event centered on latest trends in Asian designer-wear 

including contemporary and formal/bridal selections, showcased by designers like So-
nya Batla, Arshad Tareen, Sara Rohail Asghar, Ana Ali, Aisha Naheed, Erum 
Khan, Hassan Riaz, Hamna Amir, Javandi, 
Khadija & Ubaid, Mashaal Moazzam, 
Moazzam Abbasi, Nadia and Sahar, 
Nafeesa collection, Ahsan’s mens-
wear, Novaira’s Collection, Rana 
Noman, Rani Eman, Refat Naz , Ro-
mana Rani Minahil, Sadaf Amir USA, 
Saira Shakira, Shazia Kiyani, Somal 
Halepota, Stussh, Tania’s Collec-
tions, Umshah and Warda Prints. 

BBDO Pakistan Wins Award 

The new Huawei Mate S and Huawei 
G8 were unveiled in Lahore recently. 

Huawei Pakistan CEO, Aragon Meng 
opened the evening with a presentation 
highlighting Huawei’s successful journey 
in 2015. Fraz Khan, Huawei’s Head of 
Marketing gave a detailed description of 
the Mate S and G8.

Music maestro Rahat Fateh Ali Khan 
created magic with his enchanting voice. 
Moazzam Paracha, Muzzaffar Paracha, Munaf, Xulfi, 
Maria B, Abuzar Bukhari, Asif Kamal and Farhan 
Masood were among the guests. Also present on 
the occasion were Anoushey, Faizan ul haq, Ayesha 
Khan, Ahmed Ali Butt , Ali Safina, Hira Tareen, Hu-
mayun Saeed, Sara Haider, Cybil Chaudary, Rabya 
Chaudary, Uzair Jaswal, and Nabeel Shaukat.  

Huawei Mate S and G8 
launched
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Vasay in, 
Noman out

There have been speculations why No-
man Ijaz quit the show ‘Mazaq Raat’ 

on Duniya TV. He was its launch host and 
was doing very well when a dispute arose 
between him and the management and 
he left.

The  guy who has taken his place is 
Vasay Chaudhry, a screen writer, actor, di-
rector, producer, host and humorist. He is 
best known for writing sitcoms and com-
edy plays for television. 

Masarrat Misbah has received the Life-
time Achievement Award at the Lux 

Style Awards 2015 for her contribution to 
Pakistan’s beauty industry.

Masarrat is the brains behind Depilex. Her 
skills are visible at catwalk shows, in adver-
tising and in magazine photo shoots. 

Masarrat Misbah 
gets Award

The dusky girl
Amna Ilyas, the dusky and sultry model, has bagged the ‘Best Female Model’ Lux Style Award. In her acceptance speech, Amna stressed 

on the fact that she is dark but is still in demand to disprove the naysayers who told her she couldn’t make it because she was dark. 
Besides Iraj, Amna is the only model to have openly spoken about colour discrimination in the fashion industry and the country at large. 

Kaymu opened “Pakistan’s largest shop-
ping mall in your pocket” at the Family 

Festival held at the Expo Centre in Lahore.
Kaymu’s stall featured an Experience 

Lounge enabling visitors to browse through 
over 200,000 products on the website by 
simply using a tablet or a computer screen. 
Based on the Kaymu model, the purchased 
product was acquired from the seller and 
delivered to the buyer on Cash-on-Delivery 
basis.

Kaymu collaborated with Tele-
nor and offered Telenor 3G handsets 
at discounted prices when pur-

chased from Kaymu.pk. Visitors were also 
offered discounts on various other prod-
ucts, including cosmetics and gadgets.

Adam Dawood, co-founder and manag-
ing director, Kaymu Pakistan was present on 
the occasion. “We are using e-commerce 
as a platform to facilitate buyers and pro-
pel sellers towards entrepreneurship with 

an aim to providing the perfect 
shopping and selling experience. 
Through this, Kaymu seeks to 
enhance the understanding and 
awareness of its e-commerce 
platform which connects and 
empowers buyers and sellers,” 
he said.

Top Kaymu sellers from La-
hore were also present at the 
stall to speak about their expe-
rience of selling via Kaymu.

Kaymu opens largest 
shopping mall 

National News

Pakistanis and 
Shiv Sena

It started with the cancellation of Ghulam Ali’s 
concert after the singer was threatened by 

the Shiv Sena, followed by the racket cre-
ated over Khurshid Mahmud Kasuri’s 
book launch where the organizer of 
the launch was doused with ink 
by Shiv Sena activists. 

Fawad Khan and Mahira Khan 
were also under fire as Shiv Sena 
said they would cause trouble for 
any Indian movies featuring Paki-
stanis. Mahira Khan stars in Raees 
with Shahrukh Khan while Karan Jo-
har’s Ae Dil Hai Mushkil has Fawad Khan 
starring opposite Aishwarya Rai Bachchan. 

Pakistanis related with cricket were also in 
for the wrath of the Shiv Sena, with people like 
Aleem Dar, Waseem Akram, Shoaib Akhtar, 
Shahryar Khan and Najam Sethi.  
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JPNA highest earning 
film? 
Jawani Phir Nahi Ani may surpass Waar to become the highest 

earning film in Pakistani cinema. With a record-breaking run at 
the box office, JPNA was sold out in cinemas across Pakistan and 
overseas.

With songs like ‘Fair and Lovely ka Jalwa’ and ‘Tarang ka Jor’ the film 
won hearts well before its release. It was also received well by audiences 
in India, Australia, South Africa and Europe. The film has attained a rating of 
7.9 on the popular rating site, IMDb.  

Iman Ali does screenwriting 
After winning much acclaim as  a model 

and then as an actress, Iman Ali is all 
set to debut as a screenwriter for the film 
Yalghaar, directed by Sana Bucha. She 
also hopes to be involved in more of Sana 
Bucha movies.

Directed by Hassan Waqas Rana of 

Waar fame, Yalghaar is a tribute to the 
Pakistan Army and features well-known 
actors like Shaan, Ayesha Omar, Hum-
ayun Saeed, Adnan Siddiqui, Umair Jas-
wal, Armeena Rana Khan, Uzma Khan 
and Ayub Khosa. It will be released on 
December 25. 

‘Two+Two’ which stars Urwa Hocane and Ali Azmat, is directed by Sha-
hid Shafaat and produced by Hamza Ansari and Hasaan Azher. It is 

a blend of comedy and action, also featuring Babra Sharif, Bilal Ashraf, 
Mustafa Qureshi and Saleem Mairaj. 

Most of the film has been shot outdoors as it aims to showcase Kara-
chi culture in areas like Ranchore Lines and even parts of Hyderabad. 
There is also an ‘anti-item number’ in it.

Model Ayyan is again 
making news. 

This time she has been 
honoured with her im-
age painted on a dollar 
note on the ceiling of 
the popular Roadside 
Café in Karachi.

She was arrested and 
jailed for a money laun-
dering case and now lit-
erally raises eyebrows as 
her image smiles down 
from the café ceiling. 
With her glamorous 
sense of style and 
raw good looks, 
Ayyan again cap-
tures the limelight. 
After all, fame 
and popularity 
has helped exalt 
the ‘dollar girl’ 
to the highest 
levels!. 

Quetta 
Forgotten Dreams 

‘Quetta - A City of Forgotten Dreams’, is a film that features the 
sacrifices of the city’s inhabitants. It is the creation of the 4-Man 

Show and the Banana News Network (BNN), mainly Murtaza and Faisal 
Chaudary.

Murtaza is the director of the film.  He says it is an emotional drama set in 
the backdrop of the Balochistan capital. “The film is set in Quetta. It docu-
ments the journeys of three individuals belonging to different age groups who 
have diverse experiences and aspirations. What brings them together is their 
courage to dream and work against the magnanimous odds. “With a mixed 
cast of experienced and new actors, the film is in stark contrast to what the 
brothers are originally known for. The film will be released in early 2016.  

‘Two+Two’ stars 
Urwa Hocane and Ali Azmat 

Ayyan’s Face 
on Cafe Ceiling
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Not many people know that Umair Jaswal, who sang Sammi Meri Waar along with Quratulain 
Balouch on Coke Studio Season 8, Episode 2, has been on the show twice before and he 

has been in the industry for about a decade. 
With the song racking up more than two million views in a span of just two weeks, which 

is even more than Ali Zafar’s Rockstar, it ended up becoming the most talked about song on 
social media.

Having come to the fore as a rock vocalist, Jaswal explained that he could have stayed in his 
comfort zone and done a traditional rock song but he chose otherwise. “Sammi is actually a 
shaadi dance song, and I’ve never done something like that 
and thought why not to do it now.”

Quratulain Balouch, better known by her stage name QB, 
is a Pakistani singer, musician, composer, and actress.

The  duet she has sung with Umair Jaswal has become 
the subject of numerous parody videos that poke fun at Jas-
wal’s body movements and vocals — all of which he has 
taken in stride.

Jaswal explained:“The reason why it all felt so out of place 
was maybe because I was moving like anything and QB 
stood still. There was a huge contrast there.” 

No stranger to criticism, the singer recalled how he faced 
a similar backlash during his debut appearance on the show 
when he (as part of Qayaas) performed Charkha Nolakha 
alongside Atif Aslam. “The amount of hate I got back then 
is unimaginable.” 

Sammi revives QB, Jaswal

How will the Imran-Reham split impact Janaan?
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Quetta 
Forgotten Dreams 

‘Quetta - A City of Forgotten Dreams’, is a film that features the 
sacrifices of the city’s inhabitants. It is the creation of the 4-Man 

Show and the Banana News Network (BNN), mainly Murtaza and Faisal 
Chaudary.

Murtaza is the director of the film.  He says it is an emotional drama set in 
the backdrop of the Balochistan capital. “The film is set in Quetta. It docu-
ments the journeys of three individuals belonging to different age groups who 
have diverse experiences and aspirations. What brings them together is their 
courage to dream and work against the magnanimous odds. “With a mixed 
cast of experienced and new actors, the film is in stark contrast to what the 
brothers are originally known for. The film will be released in early 2016.  

Reham Khan’s debut film Janaan was expected to enter the last 
phase of production in January 2016 with release scheduled for the 

first quarter of the year. But everything now seems to be in a limbo, what 
with the soap opera of the Imran-Reham divorce.

 The ill-fated film is rumoured to be one of the causes 
for the split. According to the 
anchor of a TV show, PTI party 
insiders had informed Imran 
that Reham had reportedly ob-
tained a hefty sum from a PTI 
leader based in Lahore for her 
film and was wooing a top prop-
erty tycoon to finance the film. 
When Khan Sahib confronted 

Reham with this, she refused to back down and asked him to stay out 
of her business. That did not go down well with the Khan. He resented 
her attitude and was also against his wife’s decision to enter the film 
production business.

So what is the fate of the Reham Khan film? According to media, 
Reham Khan may re-start her project in Pakistan soon. Ruling out 
any adverse impact of the divorce on the production, they say the 
first spell of the film has been completed while the second is set to 
begin. Despite initial minor setbacks which every production faces, 
the team is said to be in complete sync and is proficient enough to 
handle all production-related issues in either Reham’s or the co-
producer’s absence.

That’s right. This is not the end and the show must go on - Kiyon 
ke mere dost picture abhi baqi hai. 

To raise awareness of Breast 
Cancer, leading artistes like 

Mahira Khan, Sanam Saeed, 
Ayesha Sana and Hadiqa Kiyani 
have collaborated with the Shau-
kat Khanum Memorial Cancer 
Hospital and Research Centre for 
International Breast Cancer Aware-
ness with public service messages 
centering on the hashtag Apnay Ap 
Se Wada Karo.

The celebrities and other influential per-
sonalities came on stage to educate wom-
en about the rise in breast cancer and how 

it could be prevented through precaution-
ary check-ups in a pink-themed evening 
program organized at the Shaukat Khanum 
Memorial Cancer Hospital. 

Female Celebs Unite Meera, the Pakistani actress has 
been accused of leaving a 

stage play before its completion and 
of taking 7 lakh rupees with  her. 
This is reported to have caused 
Zawar Baloch, the director and 
producer of the play, tremendous 
financial loss. Baloch had cast 
Meera for Makhan Malaiyan which 
was scheduled to run from Octo-
ber 9 to 14 at a theatre in Multan.

Meera is said to have secretly 
left the hotel after the play had completed 
just four shows. She has denied all allega-
tions and said that she left the hotel after 
she was given permission. She said that 
the producer and his team were black-
mailing her. 

Did Meera run off 
with saat lakh?
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Dior in Dubai 
Over 60 handmade miniature versions 

of classic Christian Dior designs are on 
display in the Dubai Mall at an exhibition trac-
ing the history of the French design house.

The replica dresses and suits featured 
in Le Theatre Dior, running from Novem-
ber 9-24 at Fashion Catwalk Atrium in the 
Dubai Mall, were made in Dior’s haute cou-
ture ateliers, using the exact techniques that 
are used to make the full-sized dresses. The 
same fabrics as used in the original dresses 
were sought out, and embroidery — done 
by hand — was scaled down so that every-
thing is in proportion.

The designs on display span the label’s 
history, starting with Christian Dior’s ground-
breaking New Look collection from 1947, 
right up until today’s looks, created by Raf 
Simons, who recently announced he was 
stepping down from his role as creative di-
rector of Dior. 

Sonita Alizadeh is an 18 year old Afghan refugee whose family was forced to move to 
Iran when she was aged only 8. Because she was an undocumented Afghan, she was 

not entitled to education in Iran. She worked as a janitor at a charity 
supporting Afghan children in the same situation as her. For sev-

eral years her mother had pressured her to get married. Her 
mother wanted a suitor to pay US$9,000 for Sonita so that 

she could afford to pay US$7,000 for her son’s wedding. 
Sonita’s protest video of her song ‘Brides for Sale’ 

shows a bruised 15 year old girl dressed in wedding 
clothes with a barcode on her forehead pleading with 
her family not to be sold,

Sonita is now part of the Amplify program and has a 
scholarship at Wasatch Academy in Utah, in the United 

States. In addition to rigorous academic work, she is 
studying and recording music at Wasatch’s music conser-

vatory. She will also be able to make music videos through 
the school studio. 

Sonita Alizadeh 
– the Afghan rapper

Adam Lambert will be in Dubai in February. The singer has been added to the 
RedFestDXB line-up and will join Rita Ora, Eva Simons and MistaJam at the 

two-day music festival on February 11 and 12 at the Dubai Media City Amphithe-
atre.

Lambert recently released his third album, The Original High. He first stepped into 
the spotlight in 2009 when he became a finalist on the eighth season of American 
Idol. His vocal range, along with his unique style, made him a standout contestant 
and he quickly won over millions of viewers.

After the season wrapped up, Lambert released his successful debut, For Your 
Entertainment, which has sold nearly 2 million copies worldwide and featured the 
Grammy-nominated radio smash, Whataya Want From Me. In June 2010, Lambert 
embarked on tour playing to sold out crowds in the US, Europe and Asia. 

Adam Lambert at RedFest

Burbberry 
nice!

Zellweger’s 
smile lights up 

Naomi Campbell 
opted for a bright 

and bold look at the 
Burberry festive film 
premiere. 

The model wore 
shades of raspberry 
and plum and the 
colourful outfit meant 
she made quite the en-
trance as she arrived at 
the Regent Street flag-
ship store.

Naomi, 45, showed 
off her incredible shape 
in a plum crocheted 
dress that boasted a daring neckline. 

Renée Zellweger made a smiley arrival 
at the annual SeriousFun 

Children’s Network gala in 
London. She bundled up 
in a camel trench coat 
and had some fun on the 
red carpet while posing 
for cameras. The bash 
benefitted Hollywood leg-
end Paul Newman’s charity, 
SeriousFun, a global community 
that serves children living with serious ill-
nesses and their families free of charge. 

It seems as though Renée has got-
ten into the spirit of giving. Just recently, 
she stepped out at the 13th annual LA 
County Walk where she met up with pals 
Reese Witherspoon, Miley Cyrus, and 
Courteney Cox.  



Jennifer Lawrence is bidding farewell to “The Hunger Games” the wildly 
popular fantasy that made her a megastar and rare Hollywood action 

heroine.
Lawrence at 25 is already an Oscar winner and the world’s highest-
paid actress.

In “The Hunger Games: Mockingjay - Part 1” she not only battled 
for her life, but became the symbol of a revolution. In the finale, 
she tries to lead the rebellion against the totalitarian government 
of District 13.

Lawrence said it took her a while to adapt to her new life in 
the spotlight amid the massive “Hunger Games” success - and the pressure that 
accompanied it.

Fans the world over have embraced “The Hunger Games” since the first film came 
out in 2012, with the franchise passing the billion dollar mark at the box office. 

Robin Williams’ wife Susan Schneider has 
revealed that her husband killed himself 

because he was suffering from a debilitating 
brain disorder: Lewy body dementia.

After the late comedian took his own life last 
year there was speculation that it was due to 
depression, but Susan claimed that this was 
just a symptom of the disease.

In an emotional interview with Good Morn-
ing America, she said: ‘It was not depression 
that killed Robin. Depression was one of let’s 
call it 50 symptoms, and it was a small one.’

Susan said Robin kept it together as best he 
could – but ‘the dam broke.’ The disease was 
only confirmed by an autopsy after his death 
although Susan revealed he was scheduled 
to go to a facility for neurocognitive testing a 
week before his suicide.

He had also been recently diagnosed with 
Parkinson’s disease and this combined with 
the dementia was too much for him to cope 
with.

Susan claimed he never talked about killing himself but ‘we were living a nightmare.’ On 
the verge of tears, she said of their relationship: ‘It’s the best love I ever dreamed of.’ 

Lawrence bids farewell 

Reason for Robin’s suicide 

Apple tops

Essena O’Neill breaks down 

Apple ranks as number one for the third year 
in Interbrand’s rankings for 16th Annual 

Best Global Brands. Google, the multi-billion 
dollar rival to Apple, stands at second position.

Apple increased its brand value by 43% 
to USD 170.276 billion, while the runner-
up Google gained brand value by 12% to 
$120.314 billion.

The third spot was held by Coca Cola which 
reported a decrease in value by 4%. Microsoft 
followed on number 4 just ahead of IBM on 5th, 
Samsung on 7th and Amazon on 10th.  For Mi-
crosoft to head the list and be in the top ten for 
the first time has come as a surprise. 

Global technology houses dominated the list 
of Interbrand’s 16th Annual Best Global Brands 
and accounted for 33.6% of all brands in the 
list. Facebook too was reported to be a top 
gainer with 54% growth and ranked 23rd. 

Instagram star Essena O’Neill wasn’t prepared for the over-
whelming response she received after quitting social media. In 

a raw and emotional video posted on her new Vimeo account, 
the 18-year-old former Instagram model cried while thanking 
fans for their support after she declared that there’s more to life 
than just likes.

“I don’t ever think I’ve been happier than this moment,” she 
sobbed while filming herself from her computer. “I was scared 
that no one wants to hear the truth, that everyone’s going to 
think I’m an attention-seeker,  that I’m just complaining.” In the 
caption for her latest video, she added: “I am just so grateful to 
think of how many young men and women might see this move-
ment and stop limiting themselves to artificial ideas of happiness 
online.” 

International News
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‘What Not To Wear’ pre-
senter Susannah Co-

nstantine is reportedly the 
latest star to be entering the 
jungle for ‘I’m A Celebrity… 
Get Me Out Of Here!’

The style guru has agreed 
to ditch her luxury lifestyle for a 
whopping £200,000.

TV bosses had supposedly been target-
ing her for years, thinking that Susannah, 
53, could make TV gold as she slums it in 
with the critter-filled tasks.

“We have been after her for years so this 
is a major coup. Susannah hasn’t done 
much telly recently but hopes being on the 
show will kick start her career,” an insider 
said. 

Susannah 
Constantine deal

Jennifer’s nightmare 
In their latest ad, Emirates Airlines promotes their A380s with Jen-

nifer Aniston, who is shown experiencing one of her biggest travel 
nightmares. The 1 minute TVC subtly juxtaposes the experience of a 
tightly filled crampy journey on another airline with the luxurious Emir-
ates experience.

On the airline, she is shown requesting the attendants for direc-

tions to the shower area so that she can have a bath and later go 
to the bar. To her horror, she discovers that she isn’t on an Emirates 
flight. But never fear!  It turns out Jennifer was in her most favourite 
flight the whole time, suffering from a bad dream.

 Aniston reportedly signed a $5 million contract with Emirates in 
August to feature in their TV and print ads. 

International News

Subway customer Jay Armstead was almost served a new delicacy he would probably 
end up regretting later -a wet mouse atop spinach in a sandwich at Subway in Port-

land, Oregon. Thankfully, it was noticed by the Subway employee making the sandwich 
before it was served.

Although Armstead and his friend were offered a refund along with a voucher for a free 
sandwich by the shaken employee, they refused and instead decided to post a photo of 
the catch on Facebook. The two were more worried about the other customers who had 
been served before them with the contaminated spinach and wanted all of them to be 
notified. 

The craze surrounding the Star Wars franchise resulted in several ticket-
selling websites crashing under the sheer load of visitors. Site crashes 

and loading issues were caused by increased demand from keen fans in the 
United States and Britain to secure their seats for the first screenings of “The 
Force Awakens” — which hits US screens on December 18. 

“Certain cinemas are being overwhelmed with requests,” said Odeon, a 
leading cinema chain in Britain. “The website has taken a battering.” 

“Star Wars: Episode VII — The Force Awakens” is one of the most eagerly 
anticipated films of the year, and the first in the series in a decade.

Mouse sandwich?

Star Wars mania 
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Fans of Cecilia Cheung cannot stop raving 
when younger photos of the Hong Kong 

star surfaced on a Taiwanese entertainment 
website recently.

The younger photos show Cheung when 
she first started out in show business at only 
14. Supple, rosy skinned with jet-black hair, 
the mixed heritage lass looked like every teen-
age boy’s dream girl. Cheung was discovered 
by a modeling scout and later became popu-
lar when comedian Stephen Chow picked 
her for his films. She later developed a “bad 
girl” reputation when she dated celebrities like 
Edison Chen, Jordan Chen and Nicholas Tse 
- whom she eventually married in 2006 and 
divorced in 2011.

Now 35, she reportedly lives in Singapore 
with her two sons. She may return to Hong 
Kong so the kids can be closer to their pater-
nal grandparents.

After the divorce, grandmother Deborah 
missed the grandkids, Lucus and Quintus, so 
much that she keeps asking them to move 
back to Hong Kong. 

Taylor Swift, the singer of popular hits like 
‘Shake It Off’ and ‘Bad Blood’, has been 

named the highest paid musician in the world, 
raking in more than $1 million a day in 2015.

This can be attributed to the 25-year-old 
pop singer’s resolve to release one hit song 
after the other, perform at Sold Out shows on 
her world tour and pull in a number of profit-
able endorsement contracts. With her soar-
ing success, Swift has made a comfortable 
$317.8 million since January, 2015.

A separate poll by Forbes has named Tay-
lor and her boyfriend, record producer Calvin 
Harris, as the highest earning celebrity couple. 
The two have reportedly a net worth of $146 
million combined. 

The music mogul was left with a black 
eye after actor Anton Stephans head-

butted him. Simon Cowell stepped out 
with a seriously painful-looking black eye. 
Rumour has it Anton Stephans got a little 
overexcited after seeing his mentor and 
attempted to plant a kiss on his cheek. 
Unfortunately, it all went a little wrong and 
Simon was left with a shiner. 

Swift highest paid

Forty-one million tweets - a global Twitter record. At its peak, it drove 48,000 tweets per 
minute. It was not the latest trailer of Star Wars, which had just 2.4 million tweets. This 

was for something more cliched, but with wide mass appeal: an episode of a love story play-
ing out on a TV variety show in the Philippines.

The love story, called AlDub, has been the highlight of a three-month-old skit on the variety 
show Eat Bulaga. It features a young woman - Yaya Dub - who plays a maid, and a whole-
some lad - Alden - who falls for her.

The story is a mish-mash of Cinderella and Romeo and Juliet. The boy can be with the 
girl only after he completes “tasks,” laid down by the maid’s grandmotherly benefactor, to 
prove his undying love.

The two seldom meet. They are often seen on TV in split-screen view, confined to ex-
changing cheesy, hashtagged love notes scribbled on notepads.

It is those few moments when they are physically together - when viewership spikes. 

Old-style love story

Dream 
girl 

Britney’s new album

Britney Spears has confirmed via Twitter that 
she is hard at work recording a new album. 

There were reports that Spears, 33, had new mu-
sic in the works.

The Vegas performer tweeted that she had 
just finished recording one song and used the 
hashtag “B9,” sending fans into frenzy about the 
possibility of a new album. 

International News

Cowell’s 
black eye 



When was LINE app introduced in Paki-
stan?

LINE has been providing services to 
Pakistani users since June 2011. Now 
LINE is one of the most popular apps as 
a mobile life platform offering a variety of 
communication and lifestyle services. 

What is the total number of LINE users 
worldwide?

The repeated success of new features 
and services has made LINE a hot cultural 
icon, with 211 million monthly active us-
ers in 230 countries as of June 2015. LINE 
has also held the coveted No. 1 spot in 
the ‘free apps’ category of app stores in 
70 countries.

How is LINE safer as a messaging app 
than other apps? 

With the industry-leading protection 
system, LINE has been providing the high-
est protection for user privacy. With strong 

commitment for user security, LINE con-
tinuously advances its security system to 
stay optimized for changing mobile sys-
tems and different user environments. Let-
ter Sealing and True Delete are the latest 
additions to LINE’s array of numerous se-
curity features and programs. Hidden Chat 
not only encrypts but allows users to send 
self deleting messages with timer. Data en-
cryption and Passcode Lock. These are a 
few examples of security features that are 
already offered by LINE. In simple words, 
communication on LINE is more secure 
than any other social platform.

What is the difference between LINE 
and LINE Lite? 

LINE Lite aims to maximize user expe-
rience whilst reducing dependence on in-
frastructure to use it. Though keeping the 
key features of LINE, LINE Lite is beneficial 
for consumers who have less preference 
or needs for various functions. The central 

tenet to LINE Lite is the size of the app 
which is less than 1 MB. This makes LINE 
Lite 20 times faster to install than the stan-
dard LINE app (23 MB). This trimming will 
definitely be a boon for users who are still 
using 2G technology and reduce any en-
try level barriers. However, LINE Lite has 
all the core features such as stickers and 
multiple language function. Users can use 
pre-existing LINE ID for LINE Lite.

Do you think LINE will take over What-
sapp and other messaging apps in 
Pakistan?

We don’t see other messaging apps as 
competitors because LINE is a life plat-
form, not just a messaging application. 
With games, tools, social connectivity 
and entertainment apps complementing 
LINE Messenger itself, the LINE family has 
grown into a multi-faceted platform that al-
lows users to create, share and connect 
with one another across any platform. 

Dialogue
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Even from the messenger perspective, 
LINE is already ahead of others by provid-
ing HD video and audio calling. With over 
20,000 fun stickers and counting featuring 
characters for every occasion with dis-
tinctive personalities that allow users to 
express themselves graphically while chat-
ting. LINE Games that enhance interaction 
with friends and foster friendly competition 
– there are currently more than 44 games 
that have achieved over 546 million down-
loads worldwide. Some LINE games have 
only been released in certain countries 
only.

Please tell us about some unique fea-
tures of LINE application.

LINE comes with a bundle of features 

making talking to your friends an absolute 
delight. With free messaging, crystal clear 
voice and video calls, a whole bunch of 
LINE stickers of original characters make 
conversations more fun and engrossing. 
Hidden chat is really secure and private 
with ability to create self deleting mes-
sages after friends have read it. You can 
also give your friends quick updates about 
your day through Timeline and each group 
chat has its own timeline which makes the 
group chats less intrusive. It’s really great 
for people who want to share their pictures 
and videos with a certain group only. There 
are also family apps such as LINE Game, 
aillis (formerly LINE camera), B612 and 
LINE Launcher. Lots of brand official ac-
counts give LINE users a variety of things 
to enjoy. Those help our users to go be-
yond chat and use the app for endless en-
tertainment. You can get the latest videos 
from Coke Studio or chat with Mehwish 

Hayat. The best of the lot is LINE tools that 
packs incredible day-to-day essentials for 
our users.

Whatsapp in Urdu has been introduced 
in Pakistan, do you think LINE should 
also come up with a similar Urdu feature 
for Pakistani users? 

Localization is one of our key strategies 
to bring localized experiences for users, 
which includes signing on local celebri-
ties, partnering with local businesses and 
localizing the service only after it achieves 
some degree of recognition in the region. 
We have launched several Urdu stickers 
on LINE giving a very localized sticker chat 
experience with local chat lingo, including 
the latest one for Eid-ul-Adha featuring a 

bakra, chicken and kasai. We plan to con-
tinue with this strategy, so we expect to 
have an Urdu feature in future.   

As one of our local activities in Pakistan, 
LINE brought the experience of watching 
cricket matches held in Australia and New 
Zealand via its new LINECAST feature to 
local users in Feb 2015. The show includ-
ed participation of popular celebrities like 
Ali Azmat, Mathira, Noori, LAAL band, Shi-
raz Uppal and the renowned TV show host 
Waqar Zaka who joined live from Australia.     

We will continue to introduce more local 
features/activities moving forward in order 
to meet our users’ needs in Pakistan.  

Do you think that the launch of 3G and 
4G services in Pakistan can play a major 
role in significantly increasing the num-
ber of LINE users?

Since LINE is a mobile life platform, we 
are sure that the launch of new telecom-

munication services helps LINE to engage 
with more users in Pakistan. However, we 
keep providing better user experiences in 
any environment including network. That’s 
the reason we developed LINE Lite. Thanks 
to its small size and low data consumption, 
users with 2G devices can be more con-
nected with their friends and family. 

What are the new features that LINE 
plans to launch for Pakistani users?

We will continue to provide more diverse 
and entertaining features for local users.

Who are the brand ambassadors of 
LINE app in Pakistan? 

LINE being a social media platform, tries 
to keep connecting with key celebrities, art-

ists and opinion-makers in Pakistan. In that 
aspect, LINE has collaborated with some 
popular celebrities like Mehwish Hayat and 
Hamza Ali Abbasi, who were both seen in 
our latest TVCs and other communication. 
They also maintain their own OAs to keep 
close contact and communication with 
their fans and followers on LINE. Other ar-
tistes who have been active on LINE and 
are promoting it are Faisal Qureshi and 
Waqar Zaka.

How do you differentiate LINE with oth-
er messaging apps?

LINE is focusing on providing more value 
to its users rather than how to compete in 
the market. As a new gateway for the ul-
timate mobile experience, LINE offers not 
only basic services of free messages, voice 
calls and group chats, but also value added 
elements such as LINE’s original stickers, 
Official Account (OA) and family apps.

‘We will continue to provide 
more diverse and entertaining 

features for local users.’
- Bilal Farrukh, Country Lead, LINE Pakistan, talks to Slogan.
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Karachi is one of the few cities in the sub-
continent that possesses an extremely 

rich history in terms of multicultural values 
and diversity, and continues  to enthrall fans 
of literature and history alike. These ele-
ments became the focus at the International 
Karachi Conference, the third installment in 
the series, which served to enrich people’s 
knowledge of Karachi’s cultural background 
as well as stimulate discussions related to 
the preservation of its natural history. 

The International Karachi Conference 
aimed to highlight Karachi’s importance 
as a regional hub as well as a platform for 
scholars, historians and other like-minded 
individuals to engage with each other and 
work on future academic endeavours. Dur-
ing the three-day event, all who attended 

were treated to sessions that focused on 
hard-hitting issues related to the rise and fall 
of the importance of culture in society over 
the years. 

Dr. Riaz Sheikh, Dean Social Sciences 
Department at the Shaheed Zulfiqar Ali 
Bhutto Institute of Science and Technology 
(SZABIST), along with human rights activ-
ist Akhtar Balouch, in a session aptly titled, 
‘Reminiscence Part II” recalled the pre-par-
tition era when Karachi was declared as one 
of three federations of the Indian subcon-
tinent. In addition, the contributions of the 
Parsi community in terms of the conserva-
tion of historical monuments and architec-
tural wonders were also highlighted.

In another session titled, ‘Media and the 
Metropolis’, actor Talat Hussain accom-

panied by former PTV Managing Director  
Raana Sheikh and media critic, Asif Far-
rukhi, spoke of the ascent and eventual 
decline of Pakistani media and how today’s 
media moguls need to take a leaf out of his-
tory in order to enhance the quality of tele-
vision. “The history of media in Pakistan is 
filled with glorious achievements,” recalled 
Talat Hussain. “Today, it has, however, be-
come irresponsible as the people of this 
profession are unaware of what their actual 
duty is, which is to inform and educate the 
people.”

Held at the Arts Council, Karachi, the 
conference also featured discussions relat-
ed to the promotion of local art, the evolu-
tion of film as well as performances by folk 
musicians. 

The Society of Pakistan English Lan-
guage Teachers (SPELT) organized 

the 31st SPELT International Confer-
ence at Habib Public School, Karachi 
on November 7 and 8. 

This year, the theme of the two-day 
annual event was “English Language 
Teaching - Traditions and Innovations.” 
The conference was attended by more 
than 1000 teachers and students from 
pre-primary, primary and secondary 
schools and higher education institu-
tions. 

The Conference featured 24 ses-
sions with leading ELT (English Lan-
guage Teaching) experts from national 
and international institutions who dis-
cussed effective methods of teaching and 
learning English as a foreign or second 
language and identified key areas of pro-
fessional development of English language 
teachers. The conference also highlighted 
innovative strategies of teaching Urdu at the 
grassroots level. 

The symposium included webinars which 
were conducted by experts from different 
international universities and such organi-
zations as TESOL (Teachers of English to 
Speakers of Other Languages), USA and 
IATEFL (International Association of Teach-
ers of English as a Foreign Language), UK. 

Among the speakers were Dr Lou 

McLaughlin, associate representative 
from IATEFL, UK, Sherry Blok, Cana-
da, Dr Mick King, UAE, Farah S. Ka-
mal, from the Society for International 
Education, Pakistan, Roger Smit, from 
the Aga Khan University, Karachi, Joy-
ace Raglow, USA, Judith Usha Tarcy, 
Hungary, Dr Ahmar Mahboob, from 
the University of Sydney, Australia, and 
Professor Zakia Sarwar, Dr Arfa Syeda 
Zehra and Amra Alam from Pakistan. 

At the concluding session, Dr. Alia 
Imam’s book “The Great Poet Josh 
Malihabadi” was also launched. The 
book launching ceremony was fol-
lowed by a series of workshops and an 
Urdu Mushairah. 

SPELT has been established with a mis-
sion to providing a professional forum for its 
members and practitioners teaching English 
as a foreign/second language to facilitate ef-
fective communication and to improve the 
teaching and learning standards of English 
in Pakistan. 

Reviving Karachi’s old glories

The living language 



Event

Rapidly becoming known as the hall-
mark for success amongst the film 

and music fraternity of the subcontinent, 
the Masala Awards 2015 had all the glitz 
and glamour that usually accompanies 
events of such grandeur. 

Held on November 5 in Dubai, the Ma-
sala Awards was a star-studded event 
with many actors, actresses and musi-
cians in attendance. Pakistan was yet 
again pushed into the limelight, thank-
fully for all the right reasons as Mahira 
Khan and Farhan Saeed managed to 
bag awards for their respective catego-
ries and add yet another trophy to their 
already crowded mantle.

After winning the award in the ‘Best 
Actress Category’ for her role in Bin 
Roye, Mahira Khan took the oppor-
tunity to dedicate her achievement to 
Pakistani cinema as well as highlight the 
journey she undertook to come to the 
present stage. “In my own small way, I 
am representing Pakistani cinema to-
day on an international platform. It feels 
amazing. From the time that we started 
till now, we’ve gone miles ahead,” she 
said proudly.

Farhan Saeed bagged the award for 
the ‘Most Promising Singer’ and, to 
the delight of all his fans, even crooned 
some of his most famous hits such as 
Halka Halka Suroor, Main Tainu Samjha-
wan Ki and Wo Lamhay. Other artistes 
in attendance included Farhan Saeed’s 
better half Urwa Hocane and Sanam 
Saeed of Talkhiyaan along with designer 
Faraz Mannan.

Many members of the Indian film fra-
ternity were also at the event, some of 
them even winning awards. These in-
cluded Jacqueline Fernandez, who won 
the Masala Award for ‘Style Icon’ and 
Varun Dhawan, who won the award for 
‘Best Actor’ for his acting skills in Bad-
lapur.

Attended by over 1,000 people and 
currently in its seventh year running, the 
Masala Awards has aimed to bring the 
Asian community together on one plat-
form and highlights their achievements 
and contributions to entertainment and 
film. The UAE, known as the hub of lux-
ury and glamour, has long served as the 
award ceremony’s base. 

Event

Pakistani spice at 
Masala Awards
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‘Pakistan is a very 
progressive market.’

In which segments in the telco sector is there a greater potential for growth?
Data is the name of the game. The whole world is focusing on it and so are we. The 

future is digital. Mobilink has the vision to lead the digital revolution and help reshape 
society.

What makes Mobilink different from other brands?
We are a 20 year ‘young’ company. We have a legacy of always being the market 

leader. Our customers expect a lot from us. We represent all those who are ready to 
move into the future with a digital mindset. Another category to watch out for is MFS - 
Mobile Financial Services. This will be the face of all future transactions. From paper to 
plastic money, everything will now be connected to mobile technology.   

Is it true that Mobilink plans to re-launch Jazz?
Let me answer this question with a quote from Buddha: “Three 

things cannot be long hidden: the sun, the moon and the truth.” So 
let’s wait and see...

In what ways will the re-launch impact the growth pros-
pects of Mobilink?

This is connected to the first question quite intelligently. 
I would like to reserve my answer for some time. Time will 
surely tell.

With the advent of 3G and 4G in Pakistan, what in 
your opinion, is the future of mobile technology in the 
country?

I think Pakistan is a very progressive market; we adapt 
to new trends very easily. With the 3G and 4G licence, I 
foresee more radical initiatives like MFS, mobile TV and 
better utilization of big data.

You also have plans to launch the new iPhone 6S 
and 6S Plus. Which market will you tap with this of-
fering?

iPhone caters to a niche market in Pakistan. We will 
continue promoting it to the potential target market. We be-
lieve in quality and iPhone is the epitome of quality as far as 
the smartphone market is concerned. 

Don’t you think the telco market is a little over-sold in Paki-
stan?

To the contrary, I think there are still so many untapped fields to 
explore within telco. We have not reached saturation yet. In fact we 
are far from it. Our market dynamics are changing and evolving, espe-
cially after the coming of 3G.  

How do you ensure that Mobilink stays at the top?
One answer - by innovating the future.

Shahbaz Maqsood, Brand Director, Mobilink, answers some questions.
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By Samina Wahid

Featured in what is already being touted as the highest 
grossing movie – Jawani Phir Nahi Aani - on an opening 

weekend, Fair and Lovely ka Jalwa is one track that is sure to 
play at all the mehndis this wedding season. The song, which 
also appears to be vying for the top slot in the list, ranks as 
the mother of all product placements. Jalwa showcases the 
dancing skills of a blonde and pretty Soohai Ali Aabro. Unfor-
tunately, the same cannot be said for the males featured in 
the song – Humayun Saeed, Vasay Chaudhry, Hamza Ali Ab-
basi and Ahmed Ali Butt – who are visibly uncomfortable and 
are painfully out of snyc. In fact, Humayun Saeed has gone on 
record to say that “you may not laugh at the film but you will 
laugh at my dance.” You think? 

While the song is catchy, it sounds more like a jingle and the lyrics 
leave much to be desired. Rhyming ‘gear’ and ‘share’ or ‘here’ and 
‘pyaar’ does not make a good song. The concept behind the song 
is hardly ground-breaking. The fair girl will always get the groom, 
thus playing to the time-honoured South Asian stereotype of gora 
rung being the ultimate winner. There are, of course, other songs 
that have endorsed products – the Kareena-Salman hit number 
Fevicol se being a case in point – but the problem with Jalwa is 
that it is too literal in its interpretation. As always, the art of subtlety 
of perhaps even the use of metaphors is lost on the brand and 
production teams. 

Meanwhile, the men in Jalwa are dressed like a train wreck: Hamza Ali Abbasi and Vasay 
Chaudhry, I’m looking at you. The other two leads looked tolerable but still nothing to write 
home about. On the other hand, Soohai looks ravishing in Ali Xeeshan’s pink ghagra choli 
and is clearly the winner by a mile. 

All said and done, you may find yourself occasionally strumming along to Fair and Lovely 
Ka Jalwa but don’t be surprised if two months later, you remember nothing of it   

Aesthetically unappealing
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National Foods has been on a roll with its TVCs lately. First it 
was the Eid commercial launched during Ramzan that pulled 

at the heart strings of all those living away from home and now it 
has touched a chord with its ‘wohi pyar bhari recipes’ TVC. Fea-
turing Sanam Saeed as a stay-at-home mom who is preparing for 
a dinner party, the commercial shows her reminiscing about the 
days when her mother would have people over for dinner. She 
remembers arguing with her mother about going through so much 
trouble of preparing a meal when there was always the option of 
having food catered. 

The commercial quickly cuts through various parts of Saeed’s 
day where she is shown preparing meals, putting the house in or-

der and getting ready for the guests. Finally, they arrive and Saeed 
brings in the food much to the delight of her mother who asks her 
why she didn’t get the food catered. Saeed responds by saying 
‘aakhir beti kis ki hoon?’ thus depicting that the mother-daughter 
bond is stronger than we think and is often tied by something as 
simple as food and recipes that get passed on from one genera-
tion to the next. 

As always, the TVC is well thought out  and perfectly executed. 
It succeeds in showing insights into the consumer mindset. The 
target audience can relate to the ad because it shows a very real 
mother-daughter situation with the latter always disagreeing with 
her mother’s seemingly tedious ways of doing things but eventu-
ally seeing the wisdom behind it years later. The ad is a clear win-
ner since it is likely to resonate with the audience for a while, much 
like earlier National Foods commercials.   

Wohi pyaar bhari recipes
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Manto the man

Manto, the film, is based on the life of the now 
celebrated Pakistani author Saadat Hasan 

Manto. Directed by Sarmad Sultan Khoosat and 
written by journalist, television director and hu-
man rights activist Shahid Nadeem, the film of-
fers insights into Manto’s stories and novels. 
Khoosat, who also stars as Manto in the movie, 
humanizes the legendary writer whose life and 
struggles have captured the imagination of the 
subcontinent for decades. 

Set in the 50s, the film opens with Manto’s re-
lease from Punjab Mental Hospital. He is already 
disillusioned by the partition and resulting blood-
shed and is shown to be tormented by the pain-
ful memories of his childhood and time in Bom-
bay. He begins exploring the darkest corners of 
the human psychology via his short stories. With 
stories such as Thanda Gosht and Khol Dou, Manto soon gains 
a reputation as being controversial and is summoned to court on 
charges of obscenity. 

The film is an accurate depiction of a man who is haunted by the 
stories that demand to be told. It moves fluidly between Manto’s 
life and his imagination as we see the man being tormented by the 
characters in his mind. The film also looks into Manto’s relationship 
with his wife and kids, and how they were affected by his eccentrici-
ties and addiction to alcohol. 

With a solid and well-written script, the film manages to engage 
the audience right down to the last second. Khoosat also displays 
some fine acting skills, doing justice to a complex character that 
would be daunting for any actor. He depicts 
Manto’s anguish without being overly emo-
tional, thus gaining the audience’s sympa-
thy. 

Sania Saeed does a commendable job of 
playing Manto’s wife, Safiyah, even though 
her character is just shown as a mother and 
a wife rather than as an individual. Other no-
table performances are rendered by Faisal 
Qureshi (who makes a cameo appearance) 
and Nimra Bucha who plays Manto’s alter 
ego, the humanized form of his pain and 
anguish and the embodiment of his writing 
process. However, Saba Qamar’s perfor-
mance as the legendary singer Noor Jehan 
appears to be a little forced even though 
she manages to capture the glam-
orous charm of the singer. 

Manto is definitely a film worth 
seeing. Saadat Hasan Manto’s life 
story is an important one and the 
film does justice to it. When you 
walk out of the film, you won’t be 
thinking about Khoosat’s acting or 
direction. You’ll be thinking about 
Manto and will walk away even 
more enamoured with the legend-
ary writer, inspired to read or revisit 
his short stories.  
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By Farooq Hassan

In 2015 the advertising industry worldwide 
is reckoned to be worth US $600 billion. 

Not as large as the oil industry, or finan-
cial services, but still sizeable. In Pakistan, 
where no reliable figures exist, the industry 
is valued at Rs. 700 billion – both orga-
nized and unorganized. In the good old 
days, brands took a long time to build. 
The Coca Cola brand was launched in 
1912. Its estimated brand value is US 
$72 billion. Disney, valued at US$30 bil-
lion was launched in 1923. L’Oreal was 
launched in 1907, Gillette in 1901, Hei-
neken in 1863, and Courvoisier in 1811. 
The recent emergence of technology 
brands has changed the game. Apple, 
launched in 1976, is worth between US 
$85 to 125 billion. Google, launched 
only 15 years ago is worth between US 
$80 to 160 billion.

Advertising has come of age in 
America. I was studying in California 
in 1963 and staying with an Ameri-
can family. We used to go to church on 
Sunday. One Sunday the sermon was on 
“Thou shalt not lie.” Across the street was 
a signboard which read “Give her any-
thing, but promise her Arpege.” There is a 
traditional American slogan “A good man 
is hard to find.” Mae West, the famous ac-
tress of the 1950s quipped “A hard man is 
good to find.” America is a great country. 
Its founding ethos is “Life, Liberty and the 
Pursuit of Happiness.” Pakistan’s founding 
ethos is “Life, Liberty and the Happiness 
of Pursuit.”

Sports stars are brand ambassadors. 
Serena Williams is the number one in 
women’s tennis. In 2014 she earned US 
$22 million. Maria Sharapova, who is no-
where near, earned US $30 million. When 
Maria plays tennis, it’s not about sports, 
it’s about Sex. Nobody is watching the 
ball. Some years ago Vladimir Putin pro-
posed to Maria. They would have made a 
great first couple of Russia. Since Putin is 
going to be around for the next 100 years, 
Maria should have accepted.

 Banks in Pakistan, have big advertis-
ing spends. One bank in Pakistan has the 
slogan “Bank on Ambition.” It’s a good slo-
gan for a university, or a military academy. 
But a bank! Pakistan’s largest bank bases 

its advertising message on Dreams (kha-
wab). When consumers bank with an in-
tuition, they are the least concerned about 
dreams. They want hard core reality like 
security, service and speed – how about 
a Triple S BANK! Standard Chartered has 
a good slogan - “HERE FOR GOOD”. It 
instills confidence for a foreign bank. The 
“World’s Local Bank” has recently pulled 
out.

Some really great advertising came out 
in the sixties  both in Pakistan and abroad. 
“Nothing comes between me and my Kel-
vin Klein jeans” was a big hit. The “Charlie 
Girl” ads are still remembered. The three 
great advertising campaigns of that era 
were “Diamonds Are Forever,” “The Mar-
lboro Man” and the Volkswagen Beetle. 
Incidentally, the Marlboro Man died of lung 
cancer. In Pakistan some of the great cam-
paigns were “Smart, Smarter, Smartelle” 
(Kohinoor Textile Mills), “The Accent Is on 
Action” (HM Silk), and “They Go Together” 

(Wills Cigarettes). Some advertising indus-
try legends from the 1960s are still around 
– they do social work.

 Last year a survey of the Top 20 Brands 
in Pakistan was published in a newspaper. 
Lux was shown as the top brand, followed 
by Sooper, Dawlance, Super Asia, Col-
gate, Pepsi, etc. Coke was not on the list. 
If I follow the current social media correct-
ly, the most boring brand name in Pakistan 
is “Zardari.” It’s a ho-hum brand, followed 
closely by Altaf Hussain.

Currently, the best brand building is be-
ing done by ‘Coke Studio’. In a refined 
and subtle way, Coke is showcasing new 
talent in music. The best known brand in 
the Muslim world is Emirates. Starting in 
1986, the brand has become quite ubiq-
uitous and must be worth a fair amount 
of money.

The writer is the former Executive Director of the 
Management Association of Pakistan.

Of Brand Names and 
Advertising Slogans
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If you know enough about adver-
tising, then you also would know 

what type of advertisements have 
a bigger impact on the consumers. 
Out of TV, print ads, radio and bill-
boards, TV wins the race because 
along with amazing visuals, you 
actually get to know the product 
and this has better impact on the 
brain as the visuals are remem-
bered for longer.

But with time, every sector needs im-
provement and better innovation, and that 
is why vehicle wraps are all set to rule the 
market.

From a business person’s point of view, 
vehicle wraps are cost-effective, easy to un-
derstand, have a huge impact on users and 
low failure rate.

What are Vehicle Wraps?
An ad design that is printed on a vi-

nyl wrap, laminated and then wrapped or 
pasted on the vehicle is known as a vehicle 
wrap. This can be directly applied on to the 
vehicle. The precision level is so high that 
the design is sometimes mistaken as a 
paint job.

The result is essentially a mobile billboard. 
The vinyl sheets can later be removed with 
relative ease, drastically reducing the costs 
associated with changing advertisements. 
While vehicles with large, flat surfaces (such 
as buses) are best for this kind of adver-
tising, automobiles also serve for wrap ad-
vertising, despite consisting of more curved 
surfaces.

Advancements in plastics have led to 
new types of vinyl designed specifically for 
wrap advertising, in-
cluding vinyl sheets 
that feature bubble-
preventing air chan-
nels. Microscopic 
glass beads are 
used to prevent an 
adhesive from func-
tioning until the user 
is ready (the beads 

allow the material to be repeatedly lifted 
and reapplied during the wrapping process, 
without compromising the longevity of the 
wrap). The vinyl is heated with a heat gun or 
torch for the purpose of moulding the mate-
rial around objects.

Other applications
An addition to their use as mobile bill-

boards and advertising, vinyl vehicle 
wraps have also been used as an 
alternative to painting fleet and per-
sonal passenger vehicles. This ap-
plication of vinyl film as a substitute 
for painting first took place in 1993 
in Germany, when vinyl manufac-
turer KPMF was asked to pro-
duce a film that could be used 
on a large-scale basis in place 
of painting. Before this, all taxi 
companies were required by law 
to paint their fleets in a govern-
ment mandated, drab beige color.

KPMF provided an inexpensive alterna-
tive to painting which was desirable, be-
cause it allowed companies to upgrade their 
fleets and bring them into compliance with 
German law without negatively impacting 
their resale value. In the past when painted 

taxis were retired from service, they 
often had to be 
discounted or 
repainted before 
sale to the general 
public. With the 
use of vinyl vehicle 
wraps, there was 
no need to repaint 
them or discount 
them, because 
the vinyl could be 
removed without 

damaging the paint underneath.
Airlines and various aircraft operators 

are also embracing wraps for their color-
ful possibilities, convenience, and rela-
tively low cost, compared to painting. 

As technology has improved, many 
private individuals have turned to vinyl 

wrapping films as an alternative to 
painting their vehicles. Vinyl wrap 
films have many advantages over 
paint such as lower cost, an in-
creased variety of finishes (i.e. car-
bon fiber, chrome, and wood grain 
style wraps) as the fact that they 
can be used on leased or rented 
vehicles. Vinyl wraps also have 
disadvantages when compared to 

painting, such as the fact that they 
are more easily damaged than paint and 
tend to be much less durable when applied 
to vertical surfaces.

People See It Even if they Don’t Want 
To

Watching something on TV or listening to 
the radio gives you the option to switch to 

another channel which might 
lead to missing out on ads. On the other 
hand, a person who is either stuck in traf-
fic or just passing by a vehicle with a wrap 
ad has no choice but to take note. Whether 
they want it or not, your message has been 
communicated.

Innovative Concept
Many studies have concluded that a ve-

hicle wrap with attractive designs and a cre-
ative message impacts better and for lon-
ger than any other advertising medium. The 
best part is, you can do it on a low budget.

Durability
This is going to amaze you! A vehicle 

wrap can last up to five years, yes that is 
true! Can you afford any other medium for 
this much time duration? We don’t think so! 
All thanks to the vinyl sheet and the lamina-
tion with which it is covered.

Easy to Remove and No Damage
The wraps can be easily removed and do 

not harm the paint of the vehicle provided 
you get it done right and with the help of a 
professional.  

Toolkit

Vinyl wraps are smart 



Opinion

By Samina Wahid

With advertising becoming a major source 
of revenue for TV channels, it’s not surprising 
to note that most channels are tempted to 
give as much as one-third of their prime time 
space to television commercials. As a result, 
today we find there are no specified time lim-
its imposed on advertising during popular TV 
programmes and even during news bulletins 
for that matter. Not surprisingly, viewers are 
frustrated by the constant stream of adver-
tisements being shoved down their throats 
during their favourite programmes since they 
lose their continuity and charm because of 
too many interruptions. 

These interruptions would be still some-
what palatable if the commercials being 
churned out were remotely intelligent and 
creative. The local advertising industry is 
stuck in a rut and appears to be thriving on 
clichéd, run-of-the mill ideas that have long 
outlived their utility and novelty. 

The current gamut of TV commercials 
flooding our air – and brain – waves are me-
diocre, to say the least. They continue to re-
inforce stereotypes, associating women with 
domestic bliss and relegating them to the 
mundanities of household work while putting 
the men on a pedestal by giving them high-
powered careers and portraying them as pri-
mary decision-makers in all matters. 

Most advertisers and indeed agencies still 
don’t realize that modern-day consumers 
make informed, intelligent decisions based 
on the information they receive. They cannot 
be cajoled into buying products just because 
an ad on TV tells them to do so. Advertisers 
need to think beyond puffery – exaggerated 
subjective claims – in commercials because 
not all consumers are likely to be misled into 
buying a product. 

Advertising in today’s world is not just 
about creating brand awareness and making 
the consumer want a product that they can 
get hooked on to; it is also about position-
ing the brands in a way that will change the 
consumer’s perspective about the brand but 
their lifestyles as well. Unfortunately, advertis-
ing people are reluctant to try this approach 
even though they only have to look at India 
to see the resounding success achieved with 
concept-based, meaningful advertising. 

Several Indian ad campaigns promote 
brands via socially responsible advertising 
that aims to shatter stereotypes and taboos. 
In the Tanshiq ad, for instance, a single 
mother is shown remarrying much to the de-
light of her little girl and family members; or 

the matchmaking app Truly Madly that 
shows educated, independent women 
making informed choices about their 
future life partners. 

Meanwhile, in Pakistan, while 
Djuice and Vital Tea may be in-
clined towards concept-based 
advertising – for instance, the 
price hike witnessed in Ram-
zan or the rampant corruption 
present in all walks of life – 
but such advertisements are 
far and few. There are sev-
eral other brands out there 
with sizeable media budgets 
that can experiment and 
perhaps think out-of-the-
box but have yet to cross 
the rubicon. The people 
behind these brands 
appreciate the Indian 
ads for their powerful 
messages about vari-
ous social issues but are 
reluctant to practice the 
approach themselves. 

It is true that there 
are some agencies and 
brands in Pakistan that 
are willing to try new 
ideas even if the overall 
concept is still sales-
oriented. 

The Kenwood series 
is a case in point where everyday problems 
such as voltage fluctuations and inflated 
electric bills are given a funny spin so that 
consumers are persuaded to buy the prod-
uct. The ads are funny and relatable and the 
concept somewhat different but the Ken-
wood series still lacks innovation because at 
the end of the day, it’s really just about pro-
moting the product. 

Industry experts say most brand teams 
aren’t willing to take the risk because they 
feel the Pakistani consumer is unpredictable 
and can have unexpected reactions to any-
thing that doesn’t fit into their idea of ‘nor-
mal.’ If that were true, the Shaan Ramzan 
TVC would not have struck such a chord 
with consumers. The TVC depicted two 
brothers living abroad away from their family 
who aren’t afraid to shed tears or even cook 
for that matter – an idea that would prob-
ably sound appalling to most typically desi 
men. However, not only did audiences lap up 
the ad, it also went viral on social media with 
many people saying they could really relate 
to the emotions depicted in it. 

Advertisers and brand people must stop 
underestimating consumers; they must stop 
assuming that consumers will not under-
stand or ‘like’ what they see. Little do they 
know that consumers today are tired of the 
same old song-and-dance routines (Tarang, 
QMobile et al) that have zero substance. 
Such ads may win awards every now and 
then but they look amateurish and silly at 
best when compared to international ads. 
Agencies and clients must wake up to the 
realization that television commercials have 
the potential to make powerful, thought-pro-
voking statements.  

Is Concept-less also 
Mindless?
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Azaan Sami Khan, determined to step out of the shadow of 
his star father, has already begun to create shockwaves in 

the world of cinema

By Mahrukh Farooq

On the surface, Azaan looks like your 
typical 21-year-old - energetic and 

with a vision to change the world, albeit 
with a slight air of impatience. However, 
if one were to look at his transition from 
socially awkward pre-teens, intimidated by 
his father’s successes in film and music, to 
a farsighted and imaginative film producer 
who is not only happily married but also 
the proud father of a baby boy, one would 
really admire his achievements. 

With O21, perhaps his biggest project 
ever, receiving rave reviews on its inimi-
table storyline and exceptional acting and 
with rumours of it even being next 
in line for an Oscar nomination 
sometime this year, Azaan 
has since then worked at 
the helm of some rather 
unique music projects for 
two of Pakistan’s great-
est music makers, Jal and 
Komal Rizvi, each one be-
ing hailed as the artiste’s 
much-awaited comeback to 
the now deteriorating Paki-
stani music industry. With so 
many achievements already 
under his belt, one cannot 
help but be amazed by 
how far this young man 
has come. 

“Unlike what most peo-
ple think, starting early has 
its disadvantages, especially 
when working in a place like 
Pakistan where experience is almost 
always given preference over talent or 
knowledge,”  explains Azaan. “Not to say 
that experience doesn’t have its merits; 
yet, many times I have found that when-
ever I have tried to make a suggestion that 
may be for the betterment of a particular 
project, I have been made to stay quiet by 
others saying, ‘But you’re only 20-years-

The Restless
Young Man
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The Restless
Young Man old.’”

What has helped him get through such 
trying stages, as it did during other chal-
lenges in life, is the support Azaan gets 
from his mother. “My mother has helped 
make me feel a strong sense of ownership 
of this industry. She very clearly told me 
that if God has put me in this place then 
I have responsibilities and duties to both 
myself and my craft,” says Azaan. “In my 
case, as I have a head start due to my age, 
it is my responsibility to do all the more in 
the next 20 years.”

It only makes sense for the young man, 
who has been labeled as Pakistan’s prodi-
gal son, to take up a career making mov-
ies, considering his parents’ association 
with the field for a number of years. His 
mother, Zeba Bakhtiar, ventured into Indian 
territory and starred in Raj Kapoor’s Henna 
(1991). She has had her share of the spot-
light, both good and bad, what with her 
role in the highly successful Sargam, her 
highly publicized marriage and subsequent 
divorce with the star of the film, the music 
composer Adnan Sami Khan, followed by 
a bitter custody battle. In all manners of 
speaking, Azaan Sami Khan’s early years 
held the attention of an entire nation.

After years of living a somewhat shel-
tered life with his mother, Azaan first began 
to exhibit telltale signs of inherited talent at 
the tender age of 7. “I had been receiving 
vocal training from a very young age, thus 
I was able to compose my first song when 
I was just 7 years old,” remembers Azaan. 
“At 13, I directed and composed the music 
for a short film called Meri Kahani, a film 
that was screened at the South East Asian 
Festival in Goa. At that point, I had figured 
that this was what I wanted to do for the 
rest of my life.” 

Of course, having not one but two well-
known parents, did eventually guarantee 
that Azaan would become a Pandora’s 
Box of talent as not only did he delve into 
music – which ultimately culminated in 
Sony Music India signing him for his debut 
album at the age of 15 – but also direction 
and production. 

All of this was somewhat overshadowed 
by Azaan’s estranged relationship with his 

father with whom he had virtually no con-
tact over the years. All of that changed, 
however, once Azaan began to display a 
penchant for making music, just like his 
father. “When Sony Music India signed me 
up for my debut album, that was when I 
finally got the opportunity to meet my fa-
ther,” says Azaan. “Living in Mumbai with 
him was a learning experience; he taught 
me a lot and felt that I was thoroughly 
ready to go public.”

Even now, Azaan credits a lot of his 
achievements to his father; although that 
has come at a price. “It resulted in a lot 
of pressure as suddenly, I had to live up 
to people’s expectations,” explains Azaan. 
“The only reason people ever took me se-
riously in the beginning was because they 
wanted to see whether I measured up to 
the level of talent that my father exhibit-
ed.”

If anything, Azaan seems to be receiving 
accolades, at home and from across the 
border. His father, Adnan Sami Khan, who 
continues to pack punch after punch with 
multiple projects in India, seems extremely 
proud at his son’s foray into film produc-
tion. In a separate interview, he says, “I’m 
as proud as a father should be of his son’s 
success and, that too, when he has done 
everything himself and built a career on 

his own grounds. Azaan never asked me 
for any sort of help and where he stands 
today is all due to his own hard work and 
effort. I’m very happy and this is indeed 
the proudest moment for me.”

As many of his fans and colleagues at-
test, Azaan displays a level of sensibility 
that is, so far, unseen in even the most ex-
perienced of individuals. With the knowl-
edge that he has attained so far as well as 
a passion for making good films in Paki-
stan, Azaan gives substantial suggestions 
to aspiring filmmakers looking to make 
their mark in the industry. 

“We really need to get used to making 
films and test our grounds of what kind 
of films our audiences want from us and 
what kind can we make well. For exam-
ple, I am not saying that I am against the 
‘item-number’ culture but let’s say I enter 
Formula 1, I can’t go and say this is my 
version of a Ferrari. Ferrari makes a Ferrari 
and I’ll make something else and I’ll race 
it. Similarly, India does item numbers bril-
liantly and I am not saying that we don’t 
do it well but the direction that we need 
to take needs to be unique. We need to 
discover our own identity, align our experi-
enced veterans by dissolving some of the 
egos and make films that are as good as 
any other film in the world.” 

Azaan credits a lot of his 
achievements to his father; 

although that has come 
at a price.
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Ad Testing, also known as advertising 
research, is designed to improve ad-

vertising effectiveness. Companies often 
test their advertising before rolling out a 
campaign to a broader target market. The 
goal is to save money by optimizing both 
the message and calls to action before 
spending advertising money.

Ad testing allows the advertiser to:
• Give input to ad creators to better un-

derstand the audience 
•  Make an informed go or no-go decision 
•  Evaluate the performance of an ad 

agency 
•  Get the highest ROI out of your ad 

spend 

Why is Ad Testing Important?
Imagine that you’re in charge of your 

company’s advertising. The past ads have 
been successful and have even made their 
way into the local culture, but you feel it’s 
time for a change. Your boss has given you 
the green light to mix things up with the un-
derstanding that if the ad doesn’t at least 
match previous year’s performance, your 
job is on the line. What do you do? 

Even if you’re not working with a multi-
million rupee advertising budget, it is wise 
to test your ads. Ad testing is one of the 
best ways to see how effective a new ad 

might be without blindly blowing your 
budget. You can use the test feedback 
to refine the advertisement or kill it alto-
gether. The test provides insights to help 
you make informed decisions about how 
to best use your advertising budget.

How to Conduct an Effective Ad Test
Ad tests work best when you have a 

clear expectation of the purpose of the ad. 
Some advertisements are designed to pro-
mote awareness, while others look to build 
a brand or drive behaviour. Regardless of 
the intent, it’s important to define the goal 
of the advertisement before running tests.

Three commonly performed ad tests in-
clude:

Recall: Ads need to be memorable if 
customers are going to consider the prod-
uct or service. In a recall test, participants 
see an ad and then wait for a specified 
amount of time before being asked wheth-
er they are able to recall a particular ad or 
product. 

Persuasion: A test for persuasion deter-
mines the effectiveness of an ad in chang-
ing attitudes and intentions. This test as-
sesses brand attitudes before and after ad 
exposure. Participants first answer a series 
of questions before seeing the proposed 
advertisement. Then they take a second 

test to assess how the advertisement 
changed their attitudes and intentions. 

Response: Many ads are designed to 
drive an action or a conversion. This is es-
pecially true of online businesses that rely 
on click-through and conversion to drive 
revenue. In a response test, participants 
receive an ad with a unique identifier (URL 
string, promo code, phone number, etc.) to 
track how well the advertisement performs 
in converting interest to action. 

What is Concept Testing? 
Concept Testing is the process of evalu-

ating consumer response to an idea before 
introducing a product in the market. Con-
cept testing identifies perceptions, wants 
and needs of a product or service.

Why is Concept Testing Important?
Concept testing reshapes and refines 

ideas so they have greater potential for 
market acceptance. Specifically, concept 
testing:
• Indicates concentrated segments of the 

population to which the product ap-

Advertising Effectiveness 
Through Ad Testing 
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peals 
• Assesses the relative appeal of alter-

native product ideas/configurations/
positions and features desirable to the 
targeted market segments 

• Provides necessary information for de-
veloping the product and its promotion, 
distribution and pricing 

• Concept testing provides insights for 
designing a more optimal product or 
service. When made actionable, con-
cept tests allow you to focus on your 
products and priorities. Concept tests 
have the ability to improve your prod-
uct, shift your priorities and increase 
your product-market match.

Concept Testing Methods
There are a variety of concept testing 

approaches. Each has a different objective 
and can provide different benefits. Here are 
several methods to consider:

New Product Concept Tests
Use new product concept tests to iden-

tify the benefits most important to custom-
ers and the features that are most likely 
to create those benefits. Features can be 
categorized into “need to have” and “nice 
to have.” You need to identify and prioritize 
customer needs for product development 
and promotion. This type of concept test 

can also test customer initial reactions to 
the concept. 

Product modification or upgrade tests re-
formulations, modifications, and upgrades 
can add new life to existing products and 
services. With product modification or up-
grade tests, identifying the optimal bundle 
of features is a priority. It’s critical to dif-
ferentiate and prioritize the release of new 
features that are “need to have” vs. “nice 
to have” so you can create products and 
services that are truly “new and improved,” 
or worthy of a new release or upgrade.

Migration Path Tests
Many products and services offer up-

grade or migration paths. For many cus-
tomers, an upgrade is an alternative to the 
next new thing. Migration path tests help 
you understand the key features and ben-
efits and then map consumer needs to the 
likelihood of upgrading an existing prod-
uct or adopting a new technology. You will 
learn if the benefits outweigh the costs and 
challenges of changing. Features, benefits, 
brands, image, costs, and training are just 
a few factors to consider.

Product Usability and Serviceability 
Tests

Concept use tests assess the user ex-
perience. How can the experience with a 
specific product or service be improved? 
You can focus this research on a variety of 
areas — ease of use; similarity to current 
usage patterns; the ability to adapt and 
use critical feature implementations; and 
the congruency with current image, usage 
patterns and service provisions.

Pricing and Incentives Tests
No one underestimates the importance 

of price expectations in new product 
adoptions. Price, incentives, bundling, 
cross product tie-ins and cost mitigating 
factors, such as warranties and use agree-
ments, all change price perceptions and 
perceptions of value. Pricing and incentive 
tests determine the optimal pricing point 
for new product concept bundles and can 
estimate customer price acceptability.

There are several general categories of 
“concept tests,” so there isn’t an exact for-
mula about how to conduct one.

What to Look for in a Concept Test
Concept tests look for early points of 

product weakness and market failure that 
can be fixed pre-launch. The core problem 
that concept tests target is addressed in 
the following list of must “identify” items:
• Effectiveness of individual concept as-

sets 
• Barriers to achieving the concept’s full 

potential 
• Consumer relationships with the con-

cept 
• Status of the concept in a competitive 

context 
• Failure of advertising to communicate 

clearly 
• Poor product personality 
• Consumer’s lack of value perceptions 

Identifying the brand equity assets: 
• Potential inconsistencies in brand im-

age and consumer perceptions 
• Unrecognized product benefits 
• Failure of the brand to integrate into the 

consumer’s lifestyle 
• Elusive brand/concept personality 

Concept Survey
Concept tests are easily constructed 

once the researcher is aware of the key 
components to be included in the test. Of 
course, these components will vary with 
the purpose of the concept study.

In building a concept test survey, the re-
searcher should carefully consider the ob-
jectives of the concept test and then deter-
mine if the measures used will successfully 
answer the objective-related questions. 
Pre-test the instrument by reviewing the 
purpose and results, and then make sure 
that the study purpose is answered with 
exactness.

The major components and measures of 
a concept test include:
• Concept Presentation
• Graphics, videos, audio, samples, or 

whatever best portrays the concept, 
associated attributes and benefit mes-
sages being tested.

• Overall Concept Reaction Measure-
ment

• Concept need / relative improvement 
over current method of doing things 

• Overall reaction to the concept (accept-
ability, desirability, interest) 

• Detailed Concept Analysis Evaluation
• Likes and dislikes about the concept 
• Attribute list 
• Awareness of competing products 
• Awareness of substitute and comple-

menting products 
• Superiority over other existing prod-

ucts 
• Likelihood of use in specified situations 
• Current use of similar / competing prod-

ucts 
• Frequency of product use 

Value Analysis can cover:
• Estimated product value 
• Price sensitivity 
• Preferred methods of purchase 
• Segmentation 
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Corporate Moves

Durre Afshan has been appointed as Account Director 
at CMC.

Absar Alam has been appointed Chairman of the 
Pakistan Electronic Media Regulatory Authority 
(PEMRA).

Jasmeen Manzoor has joined News One.

Andrea Diquez has been appointed President,
Saatchi & Saatchi, New York.

Matt O’Rourke has been appointed
Executive Creative Director at Grey.

Dan Donovan has been appointed as Executive 
Creative Director at McCann, New York.

Farah Iqbal has moved to Content and Creative at 
CMC.

Aamer Ahmed Khan (formerly at BBC Urdu) has joined 
AAJ News.

Lucy Murphy has joined Sky TV as Head of Kids 
Content. 

Linda Boff has joined General Electric as 
Chief Marketing Officer.

Matthew Bull has joined McgarryBowen as
Chief Creative Officer.

Josh Tyrangiel has joined Vice, Canada as
Chief Content Officer.

New Appointments

Client   Advertising Agency                                       

VPL Limited Blitz Advertising

MTW Pak Assembling Industries (Pvt.) Ltd. Hawk Advertising & Communications

Fauji Fertilizer Compnay Ltd.  Interflow Communications: for 
 Marketing Division.

Descon Technical Institute Lowe & Rauf Pakistan

Karachi Water & Sewerage Board Maxim Advertising 
 ( for K-IV Project & other Ads of KW&SB)

Mozzarella 27 Oktopus 360 Media

Premier Insurance Ltd. Oktopus 360 Media

Independent Power Producers Orient Communications   
Adivsory Council 

Paradise Holdings Square Communications

Lepsom Tech. MCM Advertising

  

Change Of Agency

Client New Advtg Agency Outgoing Agency

Izhar Mannoo Developers,  No new agency appointed Message Communications  
Pak China Investment Channel 7 Communications Manhattan Pakistan

 
Appointment of MBH

Client Creative Agency MBH

Lifestyle Collection Fourays (Pvt.) Ltd. Pak Media Communications

 

Additional Appointments

Client Agency

Federal Government Employees Manhattan Pakistan: for Job Ads and  
  Event Management.
  Kenad (Pvt.) Ltd.: for Classified, Public  
  Notice and Display Ads.  
  Message Communications: for other  
  than Job Ads, Event Management,  
  Classified, Public Notices and Display  
  Ads.

Source: All Pakistan Newspapers Society (APNS)






