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Editor’s Desk

In recent days, the subject of ratings of TV channels has raised its ugly head and all 
because two leading media organizations do not see eye to as to how it is all done. 
Experts are of the view that the TV industry in Pakistan and the advertising sector follow 
a more or less flawed system of TV ratings. Everyone knows that the reason of exis-
tence of private TV channels is the revenue they earn – and this comes from advertis-
ing – at least the most part. The business model of private channels is not the same as 
that of the state-run Pakistan Television Corporation which is guided by the Ministry of 
Information and is funded by the government of the day. As such, it does not have to 
depend on advertising revenue. It is another thing though that advertisements are run 
ad nauseum on PTV News and PTV Sports because, of late, the bigwigs at the state 
corporation have come to realize that advertisements offer a lucrative financial stream 
and they must take full advantage of this revenue bonanza. For private TV channels, 
advertising revenue is a key ingredient of their operations and they fight tooth and nail 
to get their share of the bite. It follows therefore that the biggest reason for advertis-
ers to spend their advertising budgets on one TV channel and not on the other is the 
number of viewers they are able to muster for a given program at a given time. Their 
brand people think that the more viewers a program pulls, the more customers they 
get for their brand.

But how is it determined as to what the most watched programs are so that advertis-
ers can fork the money out accordingly? In comes a media ratings agency - an entity 
whose word makes all the difference in deciding which channel gets the most ads. All 
this agency does is install devices called People Meter on selected TV sets in Pakistan’s 
major cities to record which programs were seen and for how long. Every time some-
one flips channels, this is recorded by the People Meter. It is on this basis that Televi-
sion Rating Points (TRPs) are calculated for different programs and the information is 
then fed by the ratings agency to the advertisers who allocate their advertising spends 
accordingly. In this manner, while on the one hand, advertising  money spenders (the 
clients) are able to determine which programs are watched the most, they are also able 
to know which program are not watched. The programs that are most watched get 
the most ads. The ratings game also affects, positively or negatively, the desirability of 
talk show anchors. One piece of information that People Meters probably point to is 
that the noisiest talk shows attract the most viewers. No wonder, there is this belief rife 
among TV channels that he who shouts the loudest or who succeeds most frequently 
in instigating vociferous cat and dog fights is the anchor most in demand because his 
or her show is the most watched!

It is not quite clear though that while there are said to have millions of TV sets in use 
in the country, the ratings are calculated on the basis of even less than 1000 TV sets 
spread  across Karachi, Lahore, Islamabad, Rawalpindi, Faisalabad, Multan, Hydera-
bad, Sukkur, Gujranwala and Peshawar. The ratings company claims that it utilizes 
software that takes viewer responses from the less than 1000 TV sets and magnifies 
the information to cover the entire national population of TV viewers. The advertising 
spenders then swallow this information hook, line and sinker and dish out advertising 
budgets accordingly. The result is that TV commercials get crowded on a few channels, 
leading to long and frequent commercial breaks on these channels, despite the fact 
that this is much to the annoyance of viewers. Sometimes it even seems, whether it is 
news shows, panel discussions or even plays, that advertisements take precedence 
over the program content. Advertisement breaks stretch on and on and many times 
the same TV commercials are repeated in the same slot any number of times. But since 
the broadcast of every commercial costs money and since the advertisers are picking 
up the tab, the channels don’t mind. 

Where will all this lead to? The channels and the advertisers will probably continue 
with their ratings game while the viewer will be left to glean out a few moments of pro-
gramming content from the whole exercise.
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Beyond the 
Publicity

With reference to the lead article 
about social media published in 
Slogan, the medium is  very pow-
erful and can be better utilized by 
well-known people to bring about 
social changes and reforms. It 
seems many showbiz personalities 
in our country tend to use social 
media for their self-promotion only 
and disregard the possibilities of us-
ing it for creating awareness about 
different social issues and causes. I think our actors, actresses, 
models and other personalities can better influence public opinion 
through social media and they must use it often, being respon-
sible citizens.   

Asma Shahzad, 

Sukkur

Hurry up, Ashir!
It is good news that Ashir Azeem is going to release his movie 

‘Maalik’ this year. It was in 1993 when Ashir performed in his self-
written drama serial ‘Dhuwan,’ which was broadcast by PTV. No 
doubt, ‘Dhuwan’  was a hit, but since then, he has not performed 
or produced any film or play. The planned release of ‘Maalik’ in 
2015 shows Ashir Azeem has taken 
more than 21 years to 
come up with another 
production, which is 
too late for a man of his 
calibre. Hurry up Ashir! 
We cannot wait for an-
other decade for your 
next production.

Syed Mohammad Uzair,

Karachi.

Wanting 
Approach

The article on children advertising in Slogan’s last issue was 
an eye-opener. Recently, I came across some TV commercials 
endorsing the word ‘power’ in such food items as biscuits, lal 

sharbat, chocolates, 
snacks, nimco, pro-
cessed spicy foods, 
etc. Since children 
can never decide 
what kind of junk 
food is good for 
them, it is better not 
to overemphasize 
such terms that are 
mostly used to ad-
dress mature audi-
ences. Advertising 

firms must reconsider their approach when making ads, particu-
larly for children-related products and services.   

Qurat ul Ain, 

Karachi

Another 
great artiste 
gone 

Comedian and actor 
Fareed Khan, who died 
recently from mouth 
cancer, was a great ar-
tiste and live performer 
on stage. A great entertainer of his time, Farid appeared in 
many comedy-based drama serials and TV shows, such as Bas 
Bhai Bas, Nai Dunya and the popular show of the late 80s ‘Fifty-
Fifty’. He had a real sense of humour and always amused the 
audiences through his witty remarks, spontaneous jokes and hi-
larious epigrams. Fareed Khan will be always remembered as a 
great comedian. 

Abdul Hameed,

Kohat.

Missing Grace
The saree has been a graceful dress 

for women in the subcontinent and is 
frequently featured in various films, 
soap operas and drama serials. How-
ever, we don’t find young females in 
Pakistan wearing sarees in plays and 
other TV programs. Though a few old-
age characters sometimes appear in 
sarees, but it looks like such beautiful 
and appealing attire has lost its at-
tractiveness for Pakistanis. Filmmak-
ers, directors, producers and fashion 
designers attached with production 
houses need to show a variety of 
eastern dresses, including the saree, 
which can be worn by women of all 
ages.  

Baigum Shaista Asghar,

Rahim Yar Khan.

Old vs. Young
Reently, I read the interview of Fahad 

Sheikh, a young TV host and singer in 
a local Urdu newspaper. 
Fahad rightly says that 
veteran classical singers, 
musicians and composers 
don’t have any interest in 
teaching young singers the 
art of singing. On the other 
hand, many skilled music 
experts often criticize new 
singers for not being able 
to sing properly and use vo-
cal techniques and intona-
tions. I think today’s singers 
and vocalists are trying hard 
to make their mark but they 
lack proper guidance and support from their seniors. 

Ghulam Asif Abbas,

Lahore. 

Letters



Cover Story

Coke Studio Season 8 creates waves.

By Mahrukh Farooq

When it comes to music, Pakistanis 
comes together as a people who ap-

preciate the majesty and sheer glory of Paki-
stani music. Such is the power of Coke Stu-
dio that, without warning, it pulls you into a 
world of romance, spirituality, nostalgia and 
upbeat energy, leaving you gasping for more. 
The Coke Studio Season 8 offered perfor-
mances from both old and new artistes aim-
ing to change the face of the Pakistani music 
scene.

Coke Studio Season 8 was the second 
edition to be performed under the supervi-
sion of Strings, consisting of the immensely 

talented duo, Bilal Maqsood and Faisal Ka-
padia. This time, the presentation featured 
some of today’s most popular singers and 
musicians including Ali Azmat, Ali Haider, 
Ali Sethi, Ali Zafar, Alycia Dias, Arif Lohar, 
Atif Aslam, Ustad Hamid Ali Khan, Qurratu-
lain Baloch, Sara Haider, Sara Raza Khan, 
Shazia Manzoor, Rizwan & Muazzam, Farida 
Khanum, Mekaal Hasan Band, Nabeel Shau-
kat Ali, Gul Panrra, Fizza Javed, Asim Azhar, 
Mulazim Hussain, Kaavish, Karam Abbas, 
Mai Dhai, Malang, Bakshi Brothers, Nafees 
Ahmed, Samra Khan, Seige, Shehroze Has-
san, Surriya Khanum and Umair Jaswal. 

Among the backing vocalists were Momin 
Durrani, Rachel Viccaji and Sara Haider.

Viewers of the show were treated to 
memorable performances of Farida Kha-
num, Shazia Manzoor, Ustad Hamid Ali Khan 
and Surriya Khanum. Even Anwar Maqsood 
made a special appearance, adding his own 
signature to the melodies with his trademark 
poetry that was imbued with the spirit of na-
tional pride. 

Coke Studio proved to be a real treat as not 
only did we get to see amazing performances 
by artistes who made the season a major hit, 
but also works of emerging musicians. These 
artistes, though immensely talented in their 
own right, had not been given the chance to 
showcase their potential previously. Talents 
like Pakistan Idol’s Season 1 winner, Nabeel 
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Cover Story

Shaukat, former Paki-
stan Idol contestant 
Sara Raza, teen heart-
throb Asim Azhar and 
the immensely talented Kaavish, all got the 
chance to prove their mettle and simultane-
ously make listeners swing to beautiful melo-
dies of both today and the past.

Keeping in line with the project’s vision 
to celebrate national talent and pride, the 
season kicked off with a rather patriotic feel 
with a song that struck a chord with every 
Pakistani, whether young or old. Sohni Dharti 
could not have paid a better tribute to music 
greats Sohail Rana and Masroor Anwar who 
celebrated the vision of a brighter and bet-
ter Pakistan with their musical masterpiece. 
Many of the Season’s other songs belong-
ing to the golden era of Pakistani music were 
also sung albeit with a little twist designed to 
suit the tastes of today’s viewers but all the 
while staying true to the overall theme. 

Ali Zafar did a fine job and emerged as a 
popular favourite thanks to his uncanny abil-
ity to merge the old with the new and cre-
ate a unique sound that makes for some 
major foot-tapping. His lively jam, Rockstar 
was highly reminiscent of Elvis Presley and 
his “rock ‘n’ roll”; both the twang of the elec-
tronic guitar accompanied by loud screeches 

from Ali made 
for an out-of-
this-world at-
mosphere that 
was both exhila-
rating and electrifying.

Ali completed the rock package by don-
ning a black leather jacket adorned with 
chains; his way of paying homage to the 
larger-than-life persona generally adopted by 
musicians belonging to the rock genre. His 
second number, a catchy, Blues-style col-
laboration with the talented Sara Haider for 
the evergreen hit, Aae Dil Kisi Ki Yaad Mein, 
veered towards another end of the music 
scale, thereby showing his ability to perform 
a range of music genres. By moving his voice 
along both high and low ranges, Ali Zafar 
breezed through the various intonations re-
quired for both songs, ultimately helping to 
garner quite a fan following from just one 
episode. 

In his debut Coke Studio performance in 
Season 8, Mulazim Husain belted out a per-
formance in a track comprising Rajasthani, 
Punjabi and Urdu lyrics, sung in a promis-

ing tune and emerged as a shining star. His 
Rabba Ho began with a simple note that 
crescendoed into an enormous mountain of 
strings and rolling percussions

Surriya Khanum’s melancholic Chiddiyon 
ka Chamba tugged at the heart’s strings 
and, combined with the somber poetry of 
Anwar Maqsood, was designed to be a real 
tear jerker. Yet, all’s well that ends well as 
with other performances that clearly lean 
towards the project’s core identity of Sufi 
melody and Pakistani cultural music, such 
as Sammi Meri Waar featuring Quratulain 
Baloch and Umair Jaswal, Tajdar-e-Haram 
featuring Atif Aslam, Rung Jindhri featuring 
Arif Lohar and Man Aamadeh Am featuring 
Gul Panrra and Atif Aslam, the mood floated 
from melancholy to joy and delight.

The show offered a wide range of vocals 
mixed with a variety of rhythms and beats. 
Performing on the Coke Studio for the first 
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time and the youngest 
one to do so to date, Asim 
Azhar, labeled as Pakistan’s 
very own ‘Justin Beiber,’ lent 
his youthful voice to a mod-
ern rendition of the popular 
Noor Jehan classic, Hina 
ki Khushboo. Asim’s pop-
style vocals combined with 
his rather flamboyant style 
managed to give a contemporary feel to the 
song while Samra Khan’s melodious voice 
reminisced the golden era of the Queen of 
Songs – Madam Noor Jehan. Not bad for a 
person who otherwise works as a financial 
analyst. 

To the pleasant surprise of many music 
fans, Meekal Hasan Band made a come-
back, replete with their soulful tunes and 
a new face. Sharmistha Chatterjee, a tal-
ented musician from India trained in classi-
cal music. She sang the poignant Kinaray, 
moving through the highs and lows of the 
melody with unbelievable finesse. Paired 
with Meekal Hasan’s acoustics and Ahsan 
Papu’s tuneful flute, the song definitely had 
Meekal Hasan Band written all over it. 

Ali Azmat’s Rangeela, which spoke of the 
celebration of diversity, brought back buoy-
ancy into the series. With his powerful voice, 
he took his listeners on a journey, infecting 
them with a sense of other-worldliness that 
often accompanies his tunes, all the while 
maintaining the energy of the song in a 
manner that only Ali Azmat can do.

Staying true to their promise of retaining 
the show’s original flavour of celebrating all 
things Pakistani, both Faisal Kapadia and 
Bilal Maqsood presented Coke Studio Sea-

son 8 using the same platform that 
many Pakistanis have come to know 
and love over the years because it 
gives each musician on stage their 
own chance to shine. This was a fact 
made glaringly obvious when Rohail 
Hayat, the original producer and the 
brain behind Coke Studio, decided to 
do away with the stage and instead 
‘experiment’ a little by calling in musi-
cians from other countries to participate in 
local collaborations. 

Thankfully, this time, Season 8 provided a 
complete package of lively beats, nostalgic 
melodies and slow ballads that were all very 
local and were designed to keep music fans 
hooked until the very end. 

COKE STUDIO SEASON 8 MUSICIANS - 
House Band - Drums: Aahad Nayani, Tabla & Dholak: 
Babar Ali Khanna, Guitars: Imran Akhoond and Omran 
Shafique, Piano and Synth: Jaffer Ali Zaidi, Keyboard: 
Haider Ali, Bass: Kamran Mannu Zafar and Percus-
sion: Sikandar Mufti. Guest Musicians: Arsalan Ali, 
Sajjid Ali and Tanver Tafu. String Section: Faisal Ka-
padia, Bilal Maqsood, Islamuddin Meer, Javed Iqbal, 
Manzoor Ahmed and Saeed Ahmed.





By Samina Wahid

With the departure of Rohail Hyatt 
from Coke Studio, skeptics said the 

series would never return to its former glo-
ry. The excitement faded and things just 
weren’t the same anymore. The Strings’ 
production of Coke Studio last season 
was, to put it simply, all talk but no real 
substance. 

Season Eight of Coke Studio, however, 
appeared to be a more thoughtful ven-
ture. The line-up was well-rounded. The 
Atifs and Ali Zafars were still around, yet 
the earthiness had only increased. With 
Asim Azhar, Mulazim Hussain, Mai Dhai 
and Karam Abbas aboard, the show as-
suredly upped its inclusivity. Having said 
that, though, the season featured only a 

few original tracks with substantial doses 
of memories from the past, dangerously 
layered with nostalgia. 

While it made sense to revisit the past 
and honour giants whose work went large-
ly unnoticed, the stack of records contain-
ing covers, medleys, tributes and remixes 
went through the roof and reached the ex-
tent of exploitation. Also, under the nose 
of master wordsmith Anwar Maqsood and 
competent backstage staffers, such as 
Jami and Zahra Sabri, diction was merci-
lessly slaughtered this season, whether in 
terms of voiceovers or the way the lyrics 
were sung. With a few happy moments 
now and then, Coke Studio this time 
around largely played on the contagious 
romance of the past.

Looked like it was time to address the 

elephant in the room. Ever since the show 
was conceived, it upheld the tradition of 
celebrating the achievements of some of 
Pakistan’s finest music talents. The few 
exceptions too were somewhat done well 
enough to be noticed among towering 
artistes. Despite having the approval of 
certain sections, Ali Sethi, Ayesha Omar 
and Komal Rizvi were allowed in just too 
soon. That being said, Umran Langiyaan 
was probably one of the best arranged 
compositions to come out of the show in 
the past two seasons. Apart from a few in-
stances here and there, Sethi was unable 
to get right most of the murkis the Asad 
Amanat Ali anthem is peppered with and 
the improvisation helped only to a certain 
extent.

Then there was the Persian track Man 

Will the Original  
Tracks Please Stand Up?
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Will the Original  
Tracks Please Stand Up?

Aamadeh Am by the ethereal Gul Panrra 
which could have worked really well on its 
own but the presence of Atif Aslam lend-
ing commercial credibility to the song for 
the lack of a better word spoiled the over-
all effect it could have had on the audi-
ence. Towards the end, the song felt like it 
was dragging though it could have helped 
Gul Panrra launch her career in a bigger 
and better way. 

 Rung Jindri was another specimen of 
the tradition Lohar has been shoulder-
ing for years. With the house band at full 
strength, Lohar comfortably toyed with yet 
another folk song, over which his com-
mand could certainly not be questioned. 
However, in terms of recall and general 
appeal, the track failed to leave an impres-
sion and one doubts if the listener would 
even want to bear through the full six min-
utes.

Atif Aslam’s rendition of the famous 
qawwali Tajdar-e-Haram was probably the 
most viewed and listened to track of the 
season. With over a million views on Fa-
cebook in just two days, the track was ini-
tially dubbed as a provocative attempt to 
reinvent a classic. One felt it was an hon-
est attempt at bringing to light the multi-
faceted musical acumen that Atif Aslam is 
hell bent on portraying. While he managed 
to breeze through the eulogy, the qawwali 
craved for a vocal powerhouse, such as 
Amjad Sabri, who could’ve greased the 
rendition had it been a collaboration. 

Overall, this year’s Coke Studio ap-
peared to be an impressionable attempt 
that tugged at the heart strings and al-
though it may be too early to say this, 
it’s likely that the season’s high point may 
have already passed soon after the first 
episode was broadcast.  

13SLOGAN October 2015



National News

Ali Zafar’s  ‘Rockstar’ featured in the 
second episode of Coke Studio 

Season 8 has taken the nation by storm. 
Everyone has gone crazy over the  jazzy 
track as Ali brings in variations in his vo-
cals, instilling freshness and variety. 

What is interesting about the song is 
that it was composed by Ali himself in 
just three minutes! 

Days after she spent her 22nd birthday 
with children at the Edhi Foundation in 

Islamabad, model Ayyan Ali, the famous 
dollar girl,was seen mingling with students 
at the Karachi University for the inaugura-
tion of a business enterprise. It all ended 
with the students who invited Ayyan as well 
as the professors who gave permission 
getting into deep trouble. 

The Rockstar
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Fawad, Siddharth  
play Cricket

Pakistani heartthrob Fawad Khan 
shares a special bond with co-star 

Siddharth Malhotra. 
The two who play siblings in the up-

coming film Kapoor and Sons, played 
India vs Pakistan cricket matches on the 
sets during filming.

“I had a great working relationship with 
Fawad. We got along really well after a 
couple of days,” revealed Siddharth.

“We have the same interest in food, in 
movies. We exchanged notes on our cul-
tures, we used to talk about Lahore and 
Delhi. When we played cricket on sets, we 
called it India vs Pakistan match. It was 
exciting,” said Siddharth.

The film is a drama-comedy and along 
with Sid and Fawad, features Alia Bhatt 
and Rishi Kapoor in pivotal roles. It is set 
to hit the screens on March 18, 2016. 

‘Steel Wheels – The unbreakable Journey’ is 
the title of a book written by Asad Rafi, a per-

son who is now restricted to a wheelchair because 
he has been suffering from a disease called Frie-
dreich’s Ataxia since he was 17. 

Asad Rafi has penned his experiences in a very 
interesting manner in the short book in what he 
describes as a ‘brief memoir.’ The message that 
comes across loud and clear in the book is that 
one should never call it quits even when faced by 
a debilitating disease and that one should ‘grab 
life with as much strength and energy’ as one can 
muster.

Ever since Rafi became restricted to the wheel 
chair, he has also taken up motivational speaking 
and is quite a success in his new calling.

The World of Asad Rafi

Ayyan Goes 
to School

 Ian Majewski joins Orient 

Ian Majewski has joined the Orient Group to head its media operations in Pakistan. He 
comes from Omnicom South Africa. Ian has worked for Carat, Y&R and CIA MediaNetwork 

(now MEC). He was running DMB&B’s media department in Warsaw before moving over to 
Moscow with Universal McCann.

Says Ian, “I am delighted in joining Orient Universal McCann in Pakistan. I look forward 
to the exciting challenge.”

Masood Hashmi, Chairman, Orientm McCann said this would be a great step and he 
looked forward to positive improvements in the near future. 
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Pakistani 
Student wins 

NASA Contest
A Pakistani boy got the second prize at 

the National Aeronautics and Space 
Administration (NASA) Ames Space 
Settlement Design Contest 2015. 

Shah Mir Aizaz, a student of ’ A Lev-
els, participated in the annual design 
competition for students 
from grade 7 to grade 
12, sponsored by 
the NASA Ames 
Research Center 
and the National 
Space Society 
NSS. He won 
second prize for 
his design titled, 
‘Beyond Infinity 
– Eros Outer Atmo-
sphere Settlement’.

Every year, individuals, 
small teams of two to five, and large 
teams of six or more are invited from all 
over the world to submit space settle-
ment designs to NASA. The contest 
has been taking place since 1994. This 
year there were 994 submissions from 
3,007 students taught by 380 teachers. 
Entries came from 21 nations worldwide 
and 14 states from the USA.

National News

Under its CSR program, CMC (Pvt) Ltd., sends employees every year to perform Haj. 
This year 3 employees were a part of the CMC Haj Scheme. They are seen here with 

Syed Jawaid Iqbal, President & CEO, CMC (Pvt) Ltd. 

Remember going gaga over Tom Cruise in Top Gun? Then it was the perfectly 
coiffed and impeccably uniformed Lt Pete Mitchell aka Maverick. Didn’t he 

take our breaths away? 
Now imagine getting to see the fictional lieutenant come to life, in flesh and 

blood, that too in Pakistan!
A tweet went viral with a picture of Tom Cruise’s lookalike in Pakistan Air Force. 

Is he the real double or a doppelganger?
The lookalike was identified as Squadron Leader Yasir Mudasser, a JF-17 pilot of 

the Pakistan Air Force.
Squadron Leader Yasir was photographed while briefing the Pakistan Ambassa-

dor to Italy Tehmina Janjua about the aircraft during the Paris Air Show. Sporting his 
black wrap-arounds and a candidly casual and carefree poise, the Squadron Leader 
looked like Tom Cruise straight out of Top Gun.

Many people thought the picture was a still from the movie until it was inspected 
closely and many others even mistook the pilot for the Hollywood heartthrob.

“It’s funny. One never imagines that you’ll get this kind of attention when you’re 
training day-in day-out,” the pilot said. 

CMC staff perform Haj

Tom Cruise in Pakistan 

Pakistani cinema has 
been undergoing  a 

process of revival.
Here are top 5 Paki-

stani hightest grossing 
films at the box office.

Bin Roye
Wrong No.
Jalaibee
Karachi se Lahore
3 Bahadur

5 Highest Grossing 
Pakistani Films 

(L to R): Haroon Rasheed, Creative Manager; Syed Jawaid Iqbal, President & CEO, CMC; 
Gul Muhammad, Security Guard and Ghazanfar Ali, Office Assistant.
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Why Wasim Akram 
endorses MilkPak Cream
The Sultan of Swing, Wasim Akram was seen 

endorseing Nestle’s MilkPak Cream. The ad 
featured the former cricketer as a foodie who 
enjoyed delectable traditional dishes like para-
thas, desserts and lots more along with MilkPak 
Cream.

Many people were wondering why Nestle 
MilkPak Cream had chosen Waseem Akram, 

who is a known diabetic and has been endors-
ing a blood sugar checking, a device. He has 
also been raising awareness about diabetes. 
After all, MilkPak Cream is a product that is 
typically consumed with a variety of desserts. 

For Nestle, the main reason was the fact 
that Waseem Akram is a national hero and the 
association would amplify the brand. 

Odho Returns
Atiqa Odho is all set to return with a 

Mehreen Jabbar film. Says Atiqa on her 
comeback:: “I never left showbiz, in fact, 
whenever any good project comes my way 
I have always opted for it.” The actress said 
if the film industry needed her, she would 
be there to play her part.

 “I have recently signed Mehreen Jab-
bar’s film of which shooting is likely to start 
by the end of this year in America,” she 
said.

Odho will also be working for Shaukat 
Khanum Hospital’s ‘Sing A Song-Save A 
Life’ campaign with Mubasher Lucman. The 
project was initiated in an attempt to create 
awareness about cancer and to save the 
lives of children all over Pakistan. 

Meera does not like Mahira Khan. 
“She does not know how to act 

so don’t waste your time watching 
her movies and commercials,” 
tweeted Meera recently.

“Mahira Khan replaced me 
in a major project by Mo-
mina Duraid —  she literally 
took that project away from 
me,” claimed Meera in an 
interview. Although she did 
not disclose the name of the 
film, Meera accused Mahira of 
campaigning against her. “Even 
I have met many Indian celebrities, 
including Shah Rukh and Gauri Khan 
and Karan Johar. In fact, SRK even of-
fered me a film,” said Meera. “But be-
cause of Mahira’s campaign against me, 
I lost all my projects in the Indian indus-
try and she got one.”

According to Meera, Mahira’s sole 
claim is her lobby in Karachi. “I am still 
a superstar and have made a number of re-
markable films so it is unfair that Mahira gets 
all the work and I don’t,” said Meera. “Had she 
not established her own lobby in the Karachi 

segment, she wouldn’t have made it so far.”
Meera believes she proved her ‘brilliant’ 

acting skills in the film Hotal, because of which 
fans are looking forward to her work. “If we 

create groups within the industry, the situation 
will get worse. So, I humbly request Mahira to 
come forward on the basis of her talent only 
and stop sidelining me.” 

Why Meera Hates Mahira

Shahid, Amir 
push Warid

Telecom brand 
Warid roped in 

the popular sports 
heroes, boxer Amir 
Khan and cricketer 
Shahid Khan Afridi, 
for its new adver-
tisement.

The duo were seen 
together in a TVC that 
lifted the sagging fortunes of the 
Warid brand, a telecom service provider 
that does not seem to have been very 
imaginative in terms of advertising despite 
its advanced 4G LTE technology. 
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Comics – the New Medium
CFx Comics is a pioneering digital entertainment company that has an-

nounced its arrival with the release of a 3-part graphic novel series 
titled Paasban. Inspired by the potential for comic book publishing in Paki-
stan, CFx Comics aims to tell stories and share characters across all plat-
forms, such as comic books, comic apps, live action, animated movies, 
television serials and video games

Paasban - The Guardian - is the story of Saad, Irfan, Zara and Asim. 
When Asim starts behaving strangely after joining a cult like ‘welfare’ 
group, his three friends begin to worry that he may have fallen into the 
wrong hands.

Written by Amjad Islam Amjad and Gauher Aftab with art from the tal-
ented Yahya Ehsan and created by Mustafa Hasnain, Paasban is about 
never giving up.  

On the outskirts of Faisalabad in the dis-
trict of Jaranwala sits a shoemaker on 

Rodala Road.
Munawwar Shakeel has the soul 

of a poet and has produced a col-
lection of five poetry books so far. He 
makes ends meet by repairing shoes 
but has the heart of a poet and is re-
garded as an interpreter of realism.

All his works published so far 
are award-winning ventures. He 
is a member of the Royal Literary 
Academy of Jaranwala, Sandal Bar, 
Pakistan Writers Guild and the 
Punjabi Literary Sewak. 
He aims to be the 
voice of the 
poor and 

the needy and that is why his poems speak 
about the deprivation and anguish of the 
common man. 

The Shoemaker is a Poet No Na Maloom Afraad 
in India

Arshad Khan 
Drives Cab

Na Maloom Afraad 
will not be shown 

in India, according to 
Mohib Mirza. India is 
a big market, he says, 
but releasing Pakistani 
films there is very diffi-
cult, mainly due to the 
problems between the 
two countries.

Talking about a sequel 
planned for the film, Mir-
za says they were work-
ing on the film’s synopsis and will reveal 
more details in due time, including the 
location and plot details. 

Former Pakistani cricketer, Arshad 
Khan was recently spotted driving an 

Uber Taxi in Sydney, Australia.
Arshad Khan made his international 

debut in 1997 against the West Indies as 
a right-handed batsman and right-arm 
off-break bowler. He made a comeback 
in 2005 to give his career’s best perfor-

mance against In-
dia, dismissing 4 
for 33. One of his 
most unforget-
table cricket mo-
ments occurred in 
2006 in Peshawar 
when he took the 
wicket of Sachin 
Tendulkar.

Arshad Khan’s 
turn of career is 
similar to that of 
New Zealand player, 
Ewen Chatfield, who 
drives a cab in Wel-
lington, New Zea-
land. 

Hum TV 
Hacked 

A group of hackers, called Pakistani Cyber Attackers, defaced Hum 

TV’s official website in protest against what they called ‘vulgar’ plays 

broadcast by the channel.

On the defaced homepage of Hum TV, the hackers said that vulgarity in 

Hum TV plays was increasing with time. They said that the plays had some kind 

of vulgarity which was totally unacceptable for a Muslim country like Pakistan.

The hackers said that PEMRA wasn’t playing its due role in regulating TV 

shows. They said that Pakistani TV channels were spreading anti-Pakistan senti-

ment that also contained vulgarity. They said the morning shows had become 

immoral and vulgar.  
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Sangeeta Refuses 
to Talk
A team of researchers on ex-cricketer Mohammed 

Azharuddin’s film approached Sangeeta Bijlani for in-
formation on the cricketer. They wanted a detailed ac-
count of the cricketer’s life and times with the actress. 
Sangeeta, who’s estranged from her husband, naturally 
refused to talk much to the disappointment of the re-
searchers. Now they are back to relying on secondhand 
information. 

Lara and Miss 
Diva 2015
Indian actress and entrepreneur Lara Dutta is 

again presenting Yamaha Fascino Miss Diva 
2015 — a beauty pageant to choose an Indian 
girl for the Miss Universe 2015 contest

Yamaha Fascino Miss Diva 2015 has been 
journeying  across 10 cities, since August 
16.The series will be hosted and mentored by 
Lara, who is a former Miss Universe.

The auditions for the Yamaha Fascino Miss 
Diva 2015 are taking place in Kolkata, Luc-
know, Indore, Chandigarh, Ahmedabad, Pune, 
Delhi, Hyderabad and Bengaluru and will cul-
minate with auditions in Mumbai. 

Kareena has strong plans to extend her 
family two years from now though she 

is not ready for a baby yet. She says, “Two 
years from now, I’ll be a mom.”

She is interested to work in films that 
are more performance oriented and her 
recent project has made her do a small 
but yet an influential character in Bajran-
gi Bhaijaan. Her next project will be with 
Abhishek Choubey’s Udta Punjab and R 
Balki’s next. 

Messidona
In 1976, Maradona began his journey on the 

football pitch. 346 career goals, Three League 
Titles and 1 UEFA Cup helped lift him high. Al-
most 30 years later, Messi has stormed onto the 
scene and hasn’t looked back. His career statis-
tics dwarf those of Maradona in pretty much every 
department.

Seven League titles and 4 Champions League 
titles belong to the 28-year-old Argentinian. On 
top of that are countless world records and 
awards for his supreme talent on the field.

But there is one trophy that Messi would willingly 
swap for everything he has achieved – the World 
Cup. The 1986 Mexican World Cup made Mara-
dona immortal in the eyes of millions of football 
fans around the world. Of Argentina’s 14 goals in 
that tournament, there were two from Maradona 
that will imprint his name in history forever.

For Messi, the World Cup remains a dream. The 
fact that he is yet to lead his country to win is a 
deal-breaker for many fans in this argument. But 
his career is not lacking in special moments. One 
of his wonder goals is so reminiscent of the one 
scored by Maradona in 1986 that many also call 
him ‘Messidona.’ 

Kareena’s Plans 
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Salman Sings

Egypt Boosting 
Tourism

Dabangg Khan is busy these days pro-
moting his upcoming production Hero 

— starring debutantes Sooraj Pancholi 
and Athiya Shetty. A concert was recently 
organized as part of a promotion where 
Salman sang live and entertained the au-
dience.

“A song becomes a hit depending on 
the tune and not the singer. An idiot like 
me just sang and it got a million hits. I 
don’t know sur or taal from any angle,” 
Salman said. 

Reeling from the loss of tourism due 
to the region’s chronic violence and 

bloodshed, Egypt is seeking to change its 
public image for the better and lure back 
visitors. 

NYC-based advertising agency J. Wal-
ter Thompson Co. (JWT) has signed a $68 
million, three-year contract with Egypt to 
run a worldwide public relations cam-
paign.

The agency has worked with Egypt be-
fore. 

Social media will play a key role in this 
uptick of positive Egypt promotion. Egypt 
aims to draw 20 million tourists by 2020. 

Boondog Millionaire 

Moronic rabbits are expected to 
invade Malaysia as French video 

game developer Ubisoft unveiled plans 
to open its first theme park featuring 
innovative rides from its biggest fran-
chises like Rabbids, Assassin’s Creed 
and Just Dance.

Ubisoft said it aims to have the 
10,000 square metre (108,000 square 
feet) park in the centre of Kuala Lum-
pur ready in 2020.

“Together we are creating a place 
where every guest is a player, every 
ride is a playground, every visit is a 
game,” Jean de Rivieres, senior vice 
president at Ubisoft Motion Pictures, said.

RSG Chairman Ramelle Ramli said the 
company “is committed to redefining fam-
ily fun, and video games have taken an in-
creasingly central role in entertainment for all 

ages.”
The rabbits have already invaded France 

Futuroscope theme park with the Rabbids 
Dark Ride. 

Melbourne-based creative communications 
and digital innovation agency, Penso is 

opening an office in Dubai.
Three years after the agency launched in Mel-

bourne, it’s opening its doors in the Middle East 
off the back of its ongoing relationship with client 
Emirates Group. The agency is also working with 
air service provider dnata and dnata travel, as well 
as Emirates Airline, Emirates Flight Catering and 
Emirates Service Delivery. 

An American attorney general made an odd reference to Slumdog Millionaire (2008) at 
a press conference.

Kathleen Kane, accused of perjury and obstruction of justice in a grand jury investiga-
tion, addressed the media in Pennsylvania on August 13, 2015. She claimed her charges 
had been staged to divert attention from a pornographic email scandal that she uncov-
ered in 2014. At the end of her 15-minute speech, Kane borrowed movie references to 
send a message to her sons.The Democrat said: “There’s a movie called Boondog Mil-
lionaire that I know Christopher (her son) knows as well.

“And in that movie, the priest says you have two choices. There are two types of evil 
in this life.”

Kathleen Kane, a US Attorney General, made an inaccurate reference to the sensa-
tional drama film Slumdog Millionaire at the press conference.

This left many wondering if Kane meant Slumdog Millionaire or The Boondock Saints 
(1999), starring Norman Reedus (The Walking Dead).

The way she described the battle between good and evil was more akin to the Ameri-
can gangster film – maybe loosely for Slumdog as well. But the character of ‘the priest’ 
was obviously absent from the award-winning British drama film that launched Dev Patel 
and Frieda Pinto’s career. 

Rabbids to Invade Malaysia

Melbourne agency in Dubai
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Australian fashion retailer Millers will celebrate its love for women in its latest brand 
campaign.

The brand initiative marks a new phase within Millers’ overarching rejuvenation strat-
egy. Along with a rolling program of in-store transformations, customers will see fresh 
advertising featuring the new ‘Millers & Me - Made for each other’ positioning and real 
Millers’ women. 

Taylor Swift has surpassed Kim Kardashian as the most followed person on Insta-
gram.

Not too long ago Taylor Swift was ranked in third place, shortly behind Beyonce.
Taylor has yet to mention her meteoric rise to the top, but she did take to Instagram 

wearing a fan-made sweater with a Polaroid image of herself knitted on it. 
Aside from her impressive social media fan base, Taylor has also topped Vanity Fair’s 

2015 ‘New Establishment’ The Powers That Be List. 

Jaguar wants to be a carmaker everyone can like, not just villains, and more people can 
afford. The brand also wants to move beyond the bad-boy image it’s embraced in recent 

years and is lowering prices and hoping to boost sales in the process. 
Since the No. 1 reason people choose not to buy a luxury automobile is, of course, 

price — some of Jaguar’s new models will be significantly more affordable. 
“Going forward, we want to regain the value part of our DNA,” said Kim McCullough, 

VP, Marketing for Jaguar Land Rover North America. 
The brand’s new XE sedan will have a starting price of just $34,900. That positions 

Jaguar right in the heart of current pricing from competitors like BMW, whose 3 Series is 
$33,150 and Lexus —$36,500.  

Aussie Brand Woos Women

Swift Ahead

Jaguar in Forward Gear

British Ads
What’s so good about Thai ads? 

What’s wrong with German ads? 
Who leads the pack?

Even the most jaded television viewer 
would have a hard time denying that, just 
occasionally, they enjoy advertising. You 
thrill to the sight of white stallions rear-
ing out of the pounding surf to promote 
Guinness. You find yourself humming the 
soundtrack of the latest Levi’s ad. And 
you are enthralled by the idea of unleash-
ing thousands of coloured bouncy balls in 
the streets of San Francisco, just to flog 
a TV set.

British advertising is the best in the 
world. Everyone says so. “The United 
Kingdom is the most audacious mar-
ket,” says Georges Bermann, boss of 
the French advertising company Partizan. 
“Agencies are keen to engage young di-
rectors because they bring with them the 
latest trends. And British advertisers take 
risks that others shy away from.”

At the Cannes Lions Advertising Fes-
tival – the industry’s self-congratulatory 
version of the film festival – British ads 
often reap the top prizes. Research sug-
gests that people like British ads because 
they are funny. “Somehow, British humour 
works worldwide,” a German creative di-
rector says. 

So what does a country’s advertising 
say about its national characteristics? 
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South Korea gave the world Samsung 
and Gangnam Style, but now it is of-

fering snail slime facial masks, fermented 
cosmetics and bee venom skin creams.

These Korean products, along with 
more conventional beauty fare, have 
gained international consumers, especial-
ly in China, where South Korean brands 
are taking market share from established 
Western players.

China’s $16 billion cosmetics and sk-
incare market is healthy despite an eco-
nomic slow dow, and 2013 growth is ex-
pected at around 12-13%.

Revlon and Garnier -- a rare underper-
former for China market leader L’Oreal – 
have announced their pullout from China. 
Avon lost market share in the six years 
through 2012, according to Euromonitor 
International. 

Consumers say South Korean beauty 
brands innovate. They’re cheaper than 
Western competitors. They’re nicely pack-
aged. They’re riding Korea’s pop culture 
wave, called hallyu, which may help them 
find a niche in a maturing China where 

companies can no longer be “all things to 
all people,” says Matthew Crabbe, Mintel’s 
director of research for Asia Pacific.

Several successful Korean brands have 
French-sounding names, like Mamonde 
and Laneige.

Mamonde, Laneige, Sulwhasoo and 
Etude House are brands of South Korea’s 
major beauty player, AmorePacific, which 
is expanding rapidly in China and is build-
ing a production and research center in 
Shanghai.  

Chinese prefer Korean

Rowling characters
Harry Potter author JK Rowling has revealed some new information about 

one of Harry Potter’s best-loved characters.
During a Q&A on Twitter, the author was asked what Hagrid’s Patronus 

would be?
She answered: “Hagrid couldn’t produce a Patronus. It’s a very difficult 

spell.”
The response left some fans confused, while others quickly noted that the 

charm is complicated and may have been too difficult for Hagrid – who was 
expelled from Hogwarts – to perform.

In both the books and the film, the Patronus charm is used as a defence 
spell and takes the shape of the animal with which the wizard or witch shares 
the deepest affinity.

A more sombre take was that the character, who was abandoned by his 
mother as a child, might not have had enough “happy memories” to produce 
the spell. 

According to a new draft law in China, celebrities who are paid to be spokespeople for 
products should try the product before they represent it. The goods and services celebri-

ties endorse need to be “based on facts,” the draft law says.
False endorsements have been a big problem in China and across Asia. In 2006, Hong Kong 

actress Carina Lau was sued after she endorsed a luxury Japanese skincare cream, which 
she said could reduce wrinkles by 50% after a month of use. Later, it was discovered that the 
cream contained harmful chemicals, including toxic metals chromium and neodymium, and 
some consumers had adverse reactions to the cream. 

The revision comes on the heels of a previous Law on Protection of the Rights and Interests 
of Consumers, which stated that celebrities who appear in misleading commercials, and the 
media that broadcast the ads, are legally liable. 

“Public shaming as a blood sport must 
stop,” says Monica Lewinsky, who 

is leading the charge for more empathy to 
combat online bullying and ‘slut shaming.’

Speaking frankly about her scandal with 
former US president Bill Clinton, Monica 
Lewinsky, as part of the Ogilvy & Mather In-
spire seminare sessions, called on 
the creative industries to use 
their influence to encour-
age greater empathy 
online. She believes 
she was the first real 
victim of very public 
cyber shaming, call-
ing herself patient 
zero, but says more 
needs to be done as 
technology and the 
media has turned it into 
a bloodsport and is profit-
ing from other people’s misery. 

She lay weighty blame on the media 
and gossip outlets that profit from publish-
ing shaming articles, citing the leak of na-
ked images of actress Jennifer Lawrence 
after her iCloud account was hacked. 

Celebs Responsible

Stop Bullying!
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What is the nature of your association 
with MIT at present and how much time 
have you spent there? 

I was one of the two Pakistanis selected 
through an intensely competitive process 
for the prestigious MIT Sloan Fellows Pro-
gram which has produced luminaries like 
Kofi Annan  (former UN Secretary General), 
Carly Fiorina (President Hewlett Packard), 
etc.  I successfully graduated from the pro-
gram in June 2015 and during the program, 
I was a finalist in multiple global compe-
titions like the MIT 100K, the Bill Clinton 
Hult Prize, the Global Mass Challenge, etc. 
I have been there since June 2014.

 
We understand you were with Telenor 
Pakistan before proceeding to MIT. 
What were your key responsibilities at 
Telenor? 

While in Telenor, I was heading the Mar-

keting, Pricing and Digital Services Divi-
sion, responsible for the USD 900 Million 
GSM portfolio that was looking after both 
the bottom line and the top line, as well as 
all marketing communication. 

How do you view the current telecom 
market in Pakistan? 

In my personal view, the telecom indus-
try in Pakistan has far too many operators, 
which has unnecessarily driven the profits 
of the industry downwards. This insane 
competition has brought down ARPUs to 
a level of USD1.5 approximately, which is 
way below the industry average in some 
other developing countries. Another prob-
lem plaguing the industry is the lack of in-
novation, both in terms of new products 
as well as processes, systems and way 
of working. These companies are not de-
signed to foster innovation and lack inter-

national best practices for innovation and 
new ideas.  Apart from Telenor, which has 
to some extent, introduced new products 
successfully e.g.  EasyPaisa, by and large, 
the industry suffers from the “bit pipe syn-
drome” and “doing the same thing in the 
same way,” over and over again, but ex-
pecting different results every time.  Glob-
ally, the smart phone has changed the 
way people use internet and companies 
like Google and Facebook are focusing on 
building their own infrastructure.  Google 
Fiber is a classic example of how these 
companies are going to eat the telco’s 
lunch. Another big threat is going to come 
from OTT Apps (over the top) like Viber, 
WhatsApp, Skype, etc.  With the increas-
ing penetration of smart phones, more and 
more people will start shifting to these apps 
for voice calling and messaging. Combine 
this with the downward spiraling prices 

‘I love taking on new 
challenges.’

An exclusive interview with Usman Javaid, Sloan Fellows Program in Innovation & Global 
Leadership, Massachusetts Institute of Technology, USA.

Dialogue
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and you have a very challenging situation. 
The telecom industry in Pakistan will have 
to reinvent itself.

How would you compare your experi-
ence in Pakistan with what you have 
gained at MIT? 

Both experiences were amazing. Tele-
nor is an institute in itself, one of the most 
professional organizations I have ever 
worked in.  I had the privilege of working 
with some of the greatest names in the 
industry like Aamir Ibrahim, Irfan Wahab, 
Lars Christian and Jon Eddy, and also 
worked alongside some of the most pas-
sionate marketeers who formed the core 
of my team.  People like Shariq Mustafa, 
Areej, Sara, Zee, Hammad, etc. were all 
amazing professionals who helped me 
immensely in my own learning and I give 
credit to Telenor for attracting such bright 
young people. MIT on the other hand, was 
a very different experience.  It helped me 
widen my horizon, gave me access to an 
amazing network of resources and cut-
ting edge technology and helped me in 
my journey of self-discovery. Going to MIT 
was the best decision I could ever take.

How do you take on new challenges? 
I love taking on new challenges. I often 

wonder how people spend their entire lives 
in the same position, company or industry. 
I feel that you stop learning as a profes-
sional if you stop taking on new challenges. 
I take on new challenges by trying to solve 
a new, bigger and bolder problem every 2 
to 3 years.  For me, the biggest challenge 
is how to improve the lives of people, and 
that was the most amazing thing about 
Telenor – it provided me with the canvas 
and platform to precisely do that.  Launch-
ing EasyPaisa, Telenor Karo Mumkin, DJ 
Khamoshi ka boycott, etc. were all exam-
ples of challenging problems being solved 
by technology.  Currently, I am working on 
a project which, when fully operational, 
will have a major impact on the lives of the 
Bottom of the Pyramid people in Pakistan.  
I am working with a team of international 
experts from Harvard, Stanford and MIT 
and you will hopefully see something real 

soon.
What are your thoughts on business 
leadership? 

Business leadership is all about inspiring 
people – whether they are your custom-
ers or your team members.  The day of 
‘authority-based decision making’ is over.  

For me, the strength of an argument, re-
gardless of who makes the argument, is 
far more important than the rank and title 
of the individual. This is how you encour-
age and foster an environment of healthy 
debates and discussions.  Secondly, busi-
ness leadership is also about being hon-
est with your customers.  The telecom 
industry is way more guilty than any other 
industry in Pakistan in terms of not being 
very honest with its customers. I am proud 
to be a part of the Telenor team in Pakistan 
which launched “sachi yari sub pey bhari” 
campaign, which highlighted the hidden 
charges being extracted unfairly.  In fact, 
Telenor is the only company that did away 
with all kinds of hidden charges.

What are your strengths? 
My strengths are my ability to adapt to 

new situations, a steep learning curve and 
the ability to take on new challenges.  I 
strongly believe that people who cannot 
move out of their comfort zones generally 
don’t make an impact either in their jobs or 

their professions. I feel my risk-taking abil-
ity has paid dividends in my career.
Where would you like to be five years 
from now? 

Starting and running Pakistan’s first 
technology company operating on a glob-
al scale. 

Tell us about your proudest achieve-
ments? 

My proudest achievement was to win 
an “all-expenses paid international trip” - 
an award from Telenor Pakistan in 2010 
and my admission into MIT.  While the for-
mer was based on the hard work I had put 
into my work, the latter was a validation of 
my future potential as a global leader and 
innovator. 

What are your lifelong dreams?  
My lifelong dream is to be remembered 

as an individual who made a positive im-
pact on a large segment of society on a 
global scale. My startup is a step in that 
direction. 

Dialogue

About Usman Jawaid

Usman Javaid is a seasoned business professional with a penchant for solving customer 
problems using technology as an enabler. He has a proven track record in new business and 
product launches, planning and leading comprehensive business strategies in line with the 
given goals. He has proven expertise in conceiving, executing and managing new business 
concepts, possesses solid leadership skills and is able to build and guide top-performing 
teams. 

He holds a Masters in Business Administration from Sloan, Massachusetts Institute of 
Technology, a Masters in Business Administration from the Lahore University of Management 
Sciences and a B.Sc. in Engineering from the University of Engineering & Technology.

He has attended the Telenor Leadership Academy in Oslo, Norway and completed a 
course on 7 Habits of Highly Effective People at the Stephen Covey Institute. Usman Javaid 
has also managed, developed and rolled out marketing tools across 17 different markets.  He 
is an active member in the startup space and acts as a mentor to new startups in the US and 
Pakistan.  He can be reached through his LinkedIn profile www.linkedin.com/in/usmanj/ and 
twitter handle youjay@youjaymit

‘Business leadership is all about 
inspiring people – whether they 

are your customers or your team 
members.’
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Professionals such as engineers, doctors, 
IT specialist and agriculturists are the driv-

ing force that can propel Pakistan towards 
prosperity and development. This thought 
was brought out with great emphasis when 
the PEF (Professional Education Foundation) 
honoured its donors at a special evening and 
dinner held in Karachi and thanked them for 
their bigheartedness. 

The mission of the PEF is to focus on the 
need for supporting higher education in the 
appropriately meaningful fashion that the 
subject deserves in the context of Pakistan. 
According to one estimate, some 25,000 stu-
dents are admitted each year to government-
run universities in professional disciplines. 
About 30% of these students get admissions 
on merit but despite their intellectual superi-
ority, they face financial constraints and even-
tually are not able to fulfill their dreams.

The PEF understands this very well and its 
Chairman as well as Board of Governors are 
dedicated to creating funding that provides 
resources to deserving students for the pur-
suit of higher education. PEF ensures that 
assistance is provided to needy students and 
that their selection is not based on consid-
erations of gender, age, cast or creed. This 
approach makes it possible for the students 
to follow rewarding careers.

According to statistics, the PEF funds 
30% students from the rural areas and 70% 
from the urban areas every year. Of these, 
45% students belong to the Punjab, 18% to 
Sindh, 26% to KPK and 11% to Balochistan. 
In terms of gender, 65% students who re-
ceive PEF support are male while 35% are 
female. Starting from funding 750 students 
in 2013-14, the PEF now funds 2,000 stu-
dents. Some 23% of the PEF funding comes 

through interest-free loans, while 77% comes 
through zakat.

Chairman of the PEF, Hafiz ul Haq, a retired 
engineer, is totally dedicated to the cause 
the Foundation is carrying forward. He feels 
that a noble service is being rendered to the 
country’s meritorious youth since the PEF 
strongly believes that professional education 
is a powerful tool to eradicate poverty from 
Pakistan.

Tariq Kirmani is a member of the board of 

governors of the PEF.  It is his passion to help 
humanity and the under-privileged sections 
of society. He says that professional educa-
tion is one of the best methods to alleviate 
poverty in the long run and the PEF is doing a 
great job in this respect.

Dilnaz Avari, who is also a member of the 
PEF board of governors says she feels sat-
isfied after helping the less privileged and 
believes that everyone has the right to get 
education. The PEF, she says, is playing a 
very commendable role in funding deserving 
students for higher education.

Ashraf Adamjee, chairman, Adamjee Foun-
dation and a member of the PEF board of 
governors believes that education is a univer-
sal human right and that professional educa-
tion is essentially an investment with a decent 
return, a function that the PEF is performing 
very admirably.

Mr. Hafiz ul Haq is the Chairman of the PEF 
while its Board of Governors comprises Mu-
hammad Aleem, Dr. Saad Khalid Niaz, Javed 
Iqbal, Mahmood Elahi Faruqi, Mohammad 
Faruq Farooqi, Syed Jawaid Iqbal, S. M .Mu-
neer, Tariq Kirmani, Dilnaz Avari and Ashraf 
Adamjee. 

Promoting Professional 
Education



Event

Launch

The Institute of Business Admin-
istration (IBA) City Campus or-

ganized a panel discussion entitled 
‘Future of News.’ The event was 
part of a three-day alumni seminar 
for the US-Pakistan Professional 
Partnership in Journalism program, 
which was organized by the Centre 
for Excellence in Journalism (CEJ), 
the US Department of State and the 
International Centre for Journalists 
(ICFJ), Washington DC. 

The seminar was attended by 150 
journalists from all over the country, 
while ICFJ programmes vice presi-
dent Patrick Butler hosted the dis-
cussion. 

Many journalists and media per-
sons spoke on the occasion and 
highlighted key areas related to 
news making and sharing, use of 
social media, multimedia reporting, 
investigative journalism and respon-
sible reporting ethics. 

Badar Alam and Gibran Peshi-
mam were among the keynote 
speakers.

The Centre for Excellence in Jour-
nalism was established in collabora-
tion with the US Consulate General 
in Karachi to provide professional 
training to journalists from electronic 
and print media on emerging com-
munication technologies and media 
innovations. 

The Oxford University Press (OUP) orga-
nized an interactive discussion with Tony 

Buzan, author and educational 
consultant, who has written a 
bestselling book, called ‘Mind 
Mapping.’  

Mind Mapping is a popular 
thinking technique based on Bu-
zan’s concept of mental literacy 
and is used to unleash creativ-
ity and imagination. Tony Buzan 
highlighted the significance of 
using the Mind Mapping method 
as a powerful thinking tool which 
can help people get the most 
from their brain power in every-
day life. 

Mind Mapping, according to Buzan, is an 
effective graphic technique that harnesses the 

brain’s cortical skills — image, word, rhythm, 
colour, logic, numbers, and spatial aware-

ness. During the session, Buzan 
demonstrated various examples 
of mind mapping through inter-
active exercises and activities. 

Ahmed Ali Khan, president, 
Brain Trust, Pakistan Chapter, 
Niaz Ahmed Siddiki, former 
IG, Sindh Police, and Ameena 
Saiyid, managing director, Ox-
ford University Press Pakistan, 
also spoke on the occasion. 

The event was part of OUP’s 
efforts to promote intellectual, 
literary and cultural activities in 
Pakistan. 

Talking News

Mapping the Mind
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One-on-One

Tell us a bit about yourself
I started my career in 1981 from an advertising agency in client servic-

ing and then never looked back. I’ve worked with almost all major Inter-
national brands, banks and media - everything related to advertising, 
events, activations, you name it, in the past 10 to fifteen years.

I’ve also had extensive experience in working with government 
ministries, foreign missions and NGOs. I have always been identi-
fied as one of the pioneers in the events/advertising industry for 
which I am proud. I live and breathe events!

 
How did you get into event management?

Basically, it was something that I didn’t plan as a career; it 
sort of happened when I was put in charge of large events for 
many clients as my management thought I had the right skill set 
and drive to lead. From there onwards, I kept on progressing 
and handled brand launches, conferences, sports tournaments, 
TVC productions, printing of campaigns, etc.  While in adver-
tising, I got training abroad and eventually established my own 

company some years down the line - that is in 2002. 
Every event has its different challenges and requires very cre-

ative             thinking and planning. You have to combine almost all 
the disciplines (arts, management, accounting, advertising, engineer-

ing, safety, security and more) to be great at event management. I can-
not think of any other business more exciting than this. 

 
In what ways has event management grown in Paki-

stan?
I think it has grown tremendously, yet there is a 

lack of quality. When it comes to events, it is not 
everyone’s ballgame to deliver what was 

planned and conceived originally. We 
have to think of everything and then 
adapt it to the environment, the 
security situation, the weather and 

many other factors. 
 In Pakistan, the industry is still 

growing. Mushroom growth has hap-
pened but it has not helped improve 

quality. Look at what has happened to the 
outdoor advertising industry in Karachi! 
Monkey see, monkey do. The same is sort 
of true for event management, because it 
takes more than just to copy and paste 
things. In recent years, the security situ-
ation in Pakistan has had a great impact 
on the industry as well. Post-2008, there 
has been a sharp decline in large public 
events such as concerts, festivals and 
exhibitions.

 
What challenges did you have to 

‘I have learned to treat 
everyone as a peer.’

– Ruqhia Nazeer, CEO, rTeam
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One-on-One

face as a woman while working in 
this area?

Al Hamdolillah, I have never faced 
any problems because of being a 
woman… my employees call me ‘Jinni’ 
as all of them have to always keep up 
with my pace and stamina (as most are 
males). I find that being a woman in this 
industry has given me some advantag-
es. I get more respect from clients, my 
colleagues and vendors because I am 
a woman and I give equal respect to 
each and everyone around me. 

It is also about how you carry your-
self when dealing with people. If you 
have strong work ethics, integrity and 
moral values, there is no one who will 
dare to create problems for you, espe-
cially if you are a woman. I know this 
from my vast experience. It is tried and 
tested.

 
What are the R Team’s core compe-
tencies?

We specialize in events! The core 
competencies are based on having suc-
cessfully managed, on turnkey basis, al-
most every type of event there is… corpo-
rate events, sales conferences, concerts, 
fashion shows, product launches, ground 
breaking ceremonies, award shows, real-
ity shows, we have done all of them. We 
provide everything for all sorts of events, 
from creative planning to financial feasi-
bility to production and complete execu-
tion of event… rTeam stands for ‘turnkey’ 
events and marketing services.

 
Do you pursue event management in a 
professional manner or just as another 
activity for want of better things to do?

We follow set SOPs and get down to the 
details when we plan and execute every 
event no matter how small it is.

You are also associated with an Ameri-
can ice cream parlour. How do you fit 
in there?

I was asked by my very good friend, Ad-
nan Asad, to help him establish CSC (Cold 
Stone Creamery) in Pakistan. I did my job 
and am now fully dedicated to rTeam and 
a brand activation agency by the name of 
Interaction Matters.

 
What else would you be doing if you 
were not pursuing your present profes-
sion?

Would have been a world traveller.
 

What have you achieved in event man-
agement so far?

I have learned to treat everyone as a 

peer and give respect even under pres-
sure. I have attained a level of experience 
that allows the client to sleep at night. We 
should have the ability to diffuse an explo-
sive situation through an extensive network 
of trusted professionals we can count on. 
I have developed active exploration tech-
niques and listening skills that translate 
into critical knowledge. I share my ideas 
and my vision openly with my team and 
communicate with them on a level that 
is respectful for everyone. For example, I 
never talk down to anyone, regardless of 
their role. Everyone has their part to play 
and it ultimately leads to our success be-
cause I make sure that I communicate 
clearly and respectfully, accept criticism 
and am always open to new ideas. 

 
What do you think of our TV anchors?

I think they all need training in how to 
handle the participants. They need to be 
more like anchors than preachers. They 
invite a guest to the show and then start 
overpowering the discussion with their 
own opinions. 

What is your least favourite thing about 
humanity?

If there is a loving God, then why are 
there so many evils in this world? 

 
If you were 80 years old, what would 
you tell your children?

It’s better to be worn out than rust out. 
Without passion you cannot overcome the 
bumps and triumphs when all seems lost. 
I can train people in time management, 
but I cannot teach passion.

 
What is the funniest thing that has hap-
pened to you recently?

Walking bare feet on arrival at an inter-
national airport due to the long flight and a 
broken sandal.

 
What were you like as a child?

A bit of a tom boy and a quiet person.
 

How honest are you?
I think it’s not an appropriate question to 

ask me directly. The people who know me 
should be the ones to comment. 

About Ruqhia Nazeer

Ruqhia Nazeer joined Lowe & Rauf after completing her B.Com and doing courses 
in marketing and events. She worked for the agency for 20 years and subsequently 
launched rteam based on her outstanding presentation, communication and cross-
cultural team management skills. The company deals in events and brand activation 
and will be completing 13 years of its existence this year. 

Ruqhia Nazeer is the CEO of rteam and Interaction Matters, which is another brand 
activation company. She has also worked as a consultant for ColdStone Creamery 
Pakistan, which was introduced by Venus Pakistan (Pvt.) Ltd.
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Moor, a movie directed, produced and written by Jamshed Mahmood Raza aka Jami, 
is a drama based on the story of the railway system in Balochistan, particularly in 

Zhob district back in 1984. Actor Hameed Sheikh as Wahid and Shaz Khan as Ehsaan 
play the lead characters. The rest of the cast includes Samiya Mumtaz as Palwasha, 
Ayaz Samoo as Imtisal, Abdul Qadir as Baggoo Baba, Soniya Hussain as Amber, Shab-
bir Rana as Zahir and Sultan Hussain as Lalu, while Jami and Eshita Mehboob Syed play 
cameo roles in the film. 

Pronounced ‘More’ (which means mother), the film is a story about Wahidullah, the 
stationmaster at Khost railway station, who reluctantly agrees to sell off the railway in-
frastructure due to political pressure and promised financial benefits. But as his son Ah-
sanullah Khan (Shaz Khan) moves to Karachi, and finds himself entwined in the dilemma 
of not letting go of what is inherently his (the railways) and embracing the hope of a 
better tomorrow. The simple yet thoughtful execution of this conflict makes it dark-to-
the-core but apparently an ethereally white story — a dense emotional experience. 

The rest of the film is an engaging collection of non-linear sub-plots that meet a 
definite purpose while enticing you with enough twists and turns to keep you glued 
to your seat. 

The deep understanding of the social issue, coupled with powerful performances, 
make up for the complicated plot as the film progresses. Hameed Sheikh‘s journey 
from complete sanity to neurosis is not only reflected through his swift aging post-
crisis, but also the subtle brilliance with which his mannerisms become more timid 
with time.

The soundtrack of the film may seem like something out of Coke Studio but it 
provides a spine-chilling experience when teamed with snowcapped mountains. Gul 
Bashri by Rahim Shah is particularly noteworthy. The often wall-to-wall use of the 
score, however, does get a bit vexing at times.

All in all, Moor is a true Pakistani film devoid of pretention or the annoying preachi-
ness that has become the hallmark of most local ‘art’ films. This breathtaking emotional 
journey makes the concept of patriotism truly moving for urban audiences without seem-
ing like an extension of Bollywood.   

 – S.W.

Breaking New Ground
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Review

Telenor’s ‘Koi aur nahi easy paisa money transfer jaisa’ that was 
released as part of Independence Day festivities is a home 

run. 
Released soon after Ufone’s ‘Sacha Yaar’ in which Telenor was 

mocked for its ‘Sachi Yaari’, the ad is in part a response to that com-
mercial. Set against the breathtaking backdrop of north-
ern Pakistan, the ad opens with a mother who has come 
to what appears to be a general store to collect money 
which her son has transferred via a mobile service. 

Much to her disappointment, however, she learns the 
money has not come through and she will have to go 
back empty-handed. Another customer at the store 
saves the day for her by sneakily giving the shopkeeper 
the money who then tells the woman that her money 
has indeed arrived. Meanwhile, the mother also disap-
proves of her son’s choice to not send money through 
Easy Paisa. Highlighting brand loyalty, the ad also edu-
cates users in how to verify that the money has indeed 
been transferred through Easy Paisa. 

Unlike the Ufone ad that purposely knocks down its 
competitor with its line ‘Sacha Yaar ka network choro 
aur Ufone se naata joro’, the Telenor ad is much more 

subtle in its refrain against any other money transfer service (includ-
ing Ufone). 

The intended message reaches the audience effectively and Easy 
Paisa’s position as the most reliable money transfer facility is estab-
lished rather decisively.   

 – S.W.

Touching a Chord 
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Imagination Running too Wild

Some things are better left untouched and that in-
cludes a reunion of ageing musician-turned-reli-

gious zealots at a star spangled ceremony just before 
Independence Day. 

Touted as an Independence Day gift to the nation, 
the now largely irrelevant Vital Signs and Junoon vo-
calist Salman Ahmed came together in Lahore to sing 
the patriotic anthem Chand Sitara. Fans of classic Pa-
kistani bands Vital Signs and Junoon had been hoping 
for this moment for a while. With Junaid Jamshed and 
Shahzad Hasan representing Vital Signs and Salman 
Ahmed doing the same for Junoon, the mash up was 
indeed historic, but failed to live up to such classics as 
‘Jazba Junoon’ and ‘Dil Dil Pakistan.’

The success of the song was also open to debate. 
While some may appreciate the comeback, others 
were very critical of Salman’s singing and perfor-
mance in the video. 

The audio may sound somewhat decent on its 
own but the visual execution could have been a 
lot better, particularly the animation. The video 
is all about half a dozen, graphically created and 
animated hot air balloons floating in the sky all 
across Pakistan with random people in them, 
singing and dancing. Had these balloons served 
to promote tourism in Pakistan, as they travel all 
the way from Sindh to the Himalayas, it probably 
would have worked well but the overuse of the 
bird’s eye view and POV shots just about ruined 
everything that could have been good about the 
song. 

It was disturbing to see a battalion of army men 
clutching the colossal flag of Pakistan and doing 
what could only be a warped version of ‘Ringa 
Ringa Roses’. 

One was also left wondering how the hot air bal-
loons managed to float through a ruined corridor in 
Makli Tombs. The laws of physics are clearly not applicable in this animated wonder-
land. One wished the brand team – since the song was sponsored by Pepsi – had 
not let imagination run too wild and had produced a video that pretty much should 
not have ruined what could have been an otherwise palatable song.  

 – S.W.





Top 10 Pakistani Models  
and Actresses 

Top 10 Pakistani Models and Actresses 
The top actresses and models who turned heads in 2015.

Mahira Khan

Mona Lisa

Mehwish Hayat

Sanam Saeed

Iman Ali

Ayesha Omar
Syra Yousuf

Saba Qamar

Mahnoor Baloch

Ayyan Ali
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Interview

The current economic indicators are 
positive while the corporate sector has 
also posted stellar growth during 2015. 
Would you like to share the performance 
of Tameer Bank during 2015 and its out-
look, going forward?
Tameer’s track record speaks for itself. 
We’ve had tremendous growth in our topline 
as well as bottom line in the last 5 years. We 
have led the microfinance industry in profit-
ability. At Tameer it’s not just about growth 
in numbers, it’s equally important for us to 
grow our influence in our target market and 
ensure that we are creating positive impact in 
the lives of our borrowers. In 2015, so far, we 
have disbursed close to 13 Billion Rupees 
worth of loans in agriculture, commerce and 
services sectors from 160+ touch points 
throughout Pakistan.  
 
Our branchless business ‘Easypaisa’, which 
was already Pakistan’s largest and most 
spread out mobile financial service solution, 
added over 7 million mobile accounts in the 
first 9 months of the year. We serve nearly 1.5 
million beneficiaries of various government 
initiatives, including the Benazir Income Sup-
port Program. In short, 2015 is shaping up 

to be another great year for Tameer because 
of the lives we continue to change through 
our people, products and services. Tameer’s 
vision is to ‘improve lives in every home’ and 
we will stay focused on doing exactly that 
in the future. As Pakistan’s leading microfi-
nance bank, we want to spearhead the effort 
to increase the microfinance borrower base 
from 3.5 million to 10 million in 5 years. 

 
There is a worldwide impact of Chinese 
Yuan devaluation. Do you think it has an 
impact on the financial sector in Pakistan, 
including microfinance banks?
Chinese currency devaluation will certainly 
impact the financial services sector, as we 
will see a greater demand for credit to fund 
trade with Chinese companies. This will in 
turn put downward pressure on the value 
of the rupee and may contribute to inflation 
in the medium term. Microfinance is a small 
portion of the financial services industry and 
smaller banks having liquidity issues will be 
impacted more than banks like Tameer. 

 
From your point of view what would be 
the impact of 0.3 percent withholding tax 
on bank transactions? 

Banks have already started seeing a down-
turn in transaction volumes. It is understand-
able why the government is doing it. How-
ever, it needs to be looked at more carefully 
as it will force people to revert to cash and 
get out of the formal sector. We need an 
enabling environment for financial transac-
tions in Pakistan to increase the number of 
banked individuals and businesses in the 
country. We also need to focus on develop-
ing strong and transparent systems to bring 
more people in the tax net.

 
You are also a partner in Easypaisa. How 
is this segment performing and what 

Improving the life of  
every Pakistani

An interview with Nadeem Hussain,  
CEO, Tameer Micro Finance Bank Limited
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is the market share in the face of tough 
competition? Would you suggest any re-
forms in this sector?
Branchless banking and mobile financial 
services are the future of banking, not just 
in Pakistan, but globally as well. Being the 
largest MFS provider, Easypaisa welcomes 
competition as it will help develop an eco-
system and increase the size of the market. 
Easypaisa and other MFS providers are the 
catalysts that Pakistan needs to provide ac-
cess to. These financial services should be 
provided to the majority of the people in the 
country. 

 
Would you like to comment on the role 
of the microfinance sector in creating 
economic activity at the grassroot level 
— and what steps are needed to stream-
line microfinance to play a more effective 
role in the socio-economic development 
of Pakistan?
The real growth opportunity is at the bottom 
of the pyramid. Globally, this opportunity is 
projected to be worth $15 trillion by 2025. 
Pakistan is rightly positioned to take advan-
tage of this opportunity by helping provide 
need-based financial services to nearly 40 
million people at the base of the pyramid, 
who will need financial services to pay for 
healthcare, education, energy, food and 
shelter. Microfinance and branchless bank-
ing is the right formula for financial inclusion.

 
Please tell us about the branch network 
of Tameer Bank and its future expansion 
program?
We have a national footprint spanning from 
Gwadar to Muzaffarabad. Our 160+ touch 
points serve a clientele of nearly 300,000 
people in 50 districts of Pakistan. We also 
have 80,000+ Easypaisa shops in all parts 
of the country. Our expansion plan includes 
more Easypaisa shops to ensure easy, con-
venient and timely access to financial ser-
vices.

Your observations on the historic low in-
flation, all-time low interest rate and the 
improved law and order situation? Do 
you think the economy in Pakistan has 
reached the point of a kick start?
I started Tameer ten years ago with the belief 
that Pakistan is on the verge of taking off. I 
maintain that even today. Analysts are bullish 
on Pakistan and so are the business leaders 
around the world. We are blessed with fertile 
lands, a variety of natural resources, diverse 
cultures and, most of all, a burgeoning youth 
population. All we need is a good plan and 
the will to execute it to ensure our success. 
I am hopeful that Pakistan will soon achieve 
its true potential. 

Nadeem Hussain
Founder, President and CEO 
Tameer Microfinance Bank

Nadeem Hussain is the founder, CEO and President of Tameer Micro Fi-
nance Bank, Pakistan’s first private sector microfinance bank and world leader 
in branchless banking. His efforts towards financial inclusion of the economi-
cally marginalized have impacted over 10 million people by extending credit 
and mobile banking facilities to unbanked Pakistanis. Mr. Hussain’s bank in-
troduced the first stand-alone micro health insurance program in rural areas 
to protect poor households from falling further below the poverty line and, 
therefore, has been asked by the SECP to lead its micro-insurance forum. 

 Mr. Hussain’s bank is a pioneer in mobile and branchless banking in Pakistan 
and serves over 4 million people making 7 million transactions per month. Mr. 
Hussain forged a partnership with an international telecom company to pro-
vide mobile banking solutions to a large segment of the unbanked Pakistani 
population. This initiative has become Pakistan’s largest mobile transaction 
channel in a short span of three years and has been recognized by the World 
Bank as one of the top three branchless banking solutions in the world.

 Mr. Hussain champions the causes of financial empowerment, access to 
healthcare, environmental sustainability, affordable housing and provision of 
alternate energy to all Pakistanis. He has spent the last 10 years focusing 
on these areas through his leadership of Tameer Micro Finance Bank and 
through his involvement with various organizations. Mr. Hussain serves on 
the advisory board of the Institute of Business Administration. He is currently 
the Chairperson of Pakistan Microfinance Network (PMN), and a prominent 
board member of the Institute of Capital Markets. He also fulfills his Trustee 
responsibilities for the Indus Foundation and the Jinnah Institute. Mr. Hussain 
is an active member of the State Bank and SECP consultative groups on vari-
ous initiatives, including microfinance and insurance. He is also leading the 
effort to implement Universal Standards of Social Performance Management 
(USSPM) across all PMN member banks and institutes.

 Prior to pursuing his passion of making a difference, he worked in inter-
national banking for over 3 decades with Citigroup in seven different coun-
tries and major financial centers of the world. Mr. Hussain’s illustrious banking 
career included working in corporate banking, consumer banking, risk man-
agement, insurance, transaction banking and treasury. He served as Gen-
eral Manager and Head of Consumer Banking for Citibank, Pakistan. Under 
his guidance, Citibank Pakistan pioneered the concept of consumer bank-
ing, with the introduction of credit cards, automobile financing and residential 
mortgage financing. Nadeem effectively turned the bank around after it went 
into a loss due to the freezing of foreign currency accounts in 1998. 

 
He also served as board member of the Hong Kong Commodities Ex-

change. Nadeem has served as Chairman of the Y2000 Bank Committee and 
the Overseas Chamber of Commerce and was a member of the Government 
of Pakistan Investment Advisory Board.

 
Nadeem Hussain is globally recognized for his dedication and service to 

financial inclusion. He chaired the United Nation’s MDG Session on Finan-
cial Inclusion in New York in September 2010, and is a frequent speaker at 
international forums on branchless banking and Microfinance. He was invited 
to speak at Harvard University’s Kennedy School of Government and Johns 
Hopkins University in 2012 where Tameer Bank was showcased as Asia’s 
solution to financial empowerment. He was awarded the Global Leader Award 
in 2011 by C5 in Geneva. 
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Mahrukh Farooq 

Who doesn’t love Bushra Ansari? 
Whether it is her role as the domi-

neering and egotistical mother-in-law 
in Bilqees Kaur or the flamboyant 
and extremely colourful Saima 
Chaudhry in Dolly ki Aayegi Ba-
raat, Bushra has captivated 
audiences with her acting 
prowess, taking on the true 
essence of every character 
she performs. So effortless is 
she in her skill that one forgets 
that she is acting and instead 
becomes fully immersed in the 
intricacies of her character. 

It is no wonder then that 
Bushra is credited with be-
ing the highest paid 
television actress 
in Pakistan. All 
producers and 
directors be-
longing to the 
television fra-
ternity have 
the utmost 
respect 
for the tal-
ented ac-

tress and therefore cannot say no to her. “I 
don’t know if that is true; however, I do ad-
mit that I am incredibly choosy,” explains 
Bushra. “I only opt for scripts that I have 
a genuine interest in doing and hence do 
not appear on television as often as other 
actors do. Probably that is why I have this 
privilege,” she laughs. 

Not bad for someone who had initially 
embarked on a singing career. “I always 
thought I was going to be a singer. It 
seemed inevitable,” says Bushra. Howev-
er, for the daughter of famous journalist, 
Ahmad Bashir, the connection to televi-
sion and film was very strong and thus 
played an integral role in charting her fu-
ture career path. At the age of 9, Bushra 

made her television debut as a fairy on a 
live children’s program Kaliyon ki Maala, 
all the while being mentored by her music 
teacher, Amir Haidery. 

Though her parents were, on the whole, 
very supportive of her interests, her father 
was not in favour of her pursuing an acting 
career in showbiz. He imposed restrictions 

on her and strictly prohibited 
her from participating in 

any acting venture, 
despite numerous 

requests from 
producers 

Performer Par Excellence
A venerated figure on the showbiz scene, Bushra Ansari continues to impress and inspire.
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and directors to allow her to do so. “At 
the time, it was considered inappropriate 
for young girls to participate in ventures on 
television or in films,” remembers Bushra. 
“My father made sure that I was kept well 
away from it all.” It was only when she was 
studying in her third year of college that 
her father allowed her to join a television 
program for children called Kaliyaan. It was 
here that Bushra got the opportunity to 
showcase her acting and puppetry skills, 
thus making the show a big success. 

However, it was not until her first big role 
in Rishtay Aur Raastay that Pakistani audi-
ences finally began to pay close attention 
to her. It was a risky move though; her fa-
ther was still quite opposed to her taking 
up acting as a long-term career. Neverthe-
less, with the encouragement of famous 
television director Iqbal Ansari (who ended 
up marrying her that same year), Bushra 
decided to take the plunge. The rest, as 
they say, is history.

From then on, there was no looking 
back. Bushra Ansari’s acting career took 
off instantly and, with the encouragement 
of her husband, she continued to act in 
plays on the small screen. After their first 
child, Nariman, came in 1979, the couple 
moved from Islamabad to Karachi. Bushra 
then got the opportunity to work on stage 
and show off her acting skills alongside 
such well-known actors such as Javed 
Sheikh and Talat Iqbal. 

Eventually, it was the segmented va-
riety program ‘Fifty Fifty’ that ultimately 
cemented Bushra’s status as one of Paki-
stan’s most talented actresses. Known 
as the magnum opus of director Shoaib 
Mansoor, ‘Fifty Fifty’ contained a range of 

satirical and comedy skits, parodies and 
songs that became instant hits with the 
audience. 

Bushra, who had initially started as a 
singer on the program, later acted in a 
number of skits, ‘Bashira in Trouble’ be-
ing one of her most notable works. The 
show provided her with the opportunity 
to display her immense talent for mimicry; 
one of her first performances being the 
imitation of famous singer, Tahira Syed. 
The performance was so liked that Bushra 
and her sister Asma were asked to per-
form another parody of the famous moth-
er-daughter duo Tahira Syed and Malika 
Pukhraj for the 25 year Silver Jubilee an-
niversary of PTV. 

Bushra’s success in acting eventually 
paved the way for other lucrative ventures. 
She has been credited for singing the jin-
gle for the ‘Naz Pan Masala’ ad and has 
even tried her hand at modeling alongside 
Javed Sheikh, for a local textile company. 

“Javed and I got Rs. 1,500 for modeling 
in that ad,” remembers Bushra fondly. 

Soon enough, she was working with 
Sohail Rana, Khalil Ahmed, Nisar Bazmi, 
Mujahid Hussain, Niaz Ahmed and Wazir 
Afzal. She even delved into playwriting 
with her first script for the telefilm Neeli 

Dhoop, a story which revolved around the 
rather taboo topic of remarrying. 

“I wanted to reinvent myself as a writer 
– a skill I had inherited from my father,” 
says Bushra. “I believe in realism and sto-
ries that you can relate to. I began to focus 
more on writing on sensitive issues which 
struck a chord with me.”

Her contributions to the entertainment 
and media industry ultimately resulted in 
her winning numerous awards, most no-
table of which was the prestigious ‘Pride 
of Performance’ award presented to her 
by President Ghulam Ishaq Khan in 1989. 
She also won the Pakistan Television Mil-
lennium Award in 2000.

Bushra is incredibly busy these days 
with her hands in numerous cookie jars all 
at once. Apart from writing a new TV se-
rial, she has a music album in the works. 
She attributes all this tireless effort to her 
drive to do something new every day. 

“I am used to keeping myself busy, that 
too in a range of different things,” she 
declares. “That is why if one were to ask 
whether I would choose singing over act-
ing and vice versa, I don’t think I would 
have a proper answer as I believe in using 
my talents to the best of my ability, wher-
ever I can.” 

Performer Par Excellence

Her contributions to the entertainment 
and media industry ultimately resulted 

in her winning numerous awards.



Research

36 SLOGAN October 2015

Advertising and marketing are closely 
related concepts. Marketing is defined 

as an organizational function and a set of 
processes for creating, communicating, 
delivering value to customers and for man-
aging customer relationships in ways that 
benefit the organization and its stakehold-
ers. In this sense, advertising is a part of 
the broader issue of marketing.

What makes us buy some products and 
not others? Why do we prefer some brands 
over others? Do print ads and TV commer-
cials actually influence our behaviour? In an 
effort to answer these questions, advertis-
ers look to research. Diverse research strat-
egies — psychological, social and cultural 
— help advertisers understand consumers 
and assess the effectiveness of advertising 
messages directed to them. 

The particular kinds of research con-
ducted in an advertising campaign are al-
ways tailored to serve the needs of those 
who produce the ads as well as the inter-
ests of the clients whose products (or ser-
vices) are promoted. A client who seeks to 
direct messages to a very specific group 
of consumers needs to know if the ads are 
effective with that group. For example, milk 
producers may want to encourage adults 
to consume milk. Thus, they need ads that 
position milk as an adult beverage. Another 
client may need assistance determining 
which groups of consumers are most likely 
to buy the products they offer. 

For example, a mobile phone manu-
facturer wants to determine which con-
sumers make up its potential market and 
needs research to help define the market. 
A third client may ask for detailed informa-
tion about what consumers recall about 
the company’s ads. For example, a snack 

foods company wants to know 
if consumers who watched its 
TV commercials remember the 
brand name and have positive 
associations with the brand. 
Advertising research is di-
rected toward answering such 
questions as these. Because 
the questions differ from cam-
paign to campaign, no single 
research strategy can work for 
every situation.

The actual variety of meth-
ods and techniques used in 
advertising research is so 
great that it would be impossible to dis-
cuss them all. Advertising agencies do not 
simply produce advertisements. They must 
first be hired by clients who have products 
and services that they want to sell. In order 
to get their business, advertising agencies 
make pitches to prospective clients. These 
pitches focus on prior work the advertising 
agency has done (typically its best work) 
and sometimes includes speculative work 
that suggests some ideas for the prospec-
tive client’s brand. 

In preparing for a pitch, an agency will 
research the client company, its brands 
and the major competitive brands in the 
same category. For example, if the client 
produces a particular brand of tea, the 
agency will also research tea in general in 
order to understand the product category. 
The specific research conducted in this 
preliminary phase may include interviews 
with consumers to find out what they like 
and do not like about the specific brand. It 
will almost certainly involve the collection of 
and review of the client’s previous advertis-
ing as well as advertising for other brands. 

It may involve other kinds of research that 
the agency believes will convince the client 
to select them.

Once the client hires the advertising 
agency, together they work out a market-
ing plan that includes advertising. The cli-
ent typically provides detailed information 
about the product and its consumers. This 
information gives the agency a “heads up” 
by helping it to understand the history of 
the brand, the client’s claims about its ben-
efits to consumers and sales history of the 
brand as well as the client’s further aspira-
tions for the brand. These further aspira-
tions will likely include attracting new con-
sumers as well as maintaining the loyalty of 
present ones.

At this point the advertising agency takes 
over the research process while continually 
consulting and informing the client. The re-
search conducted at this phase is likely to 
include some or all of the following: focus 
groups, demographic profiles of consum-
ers, psychographic profiles of consumers, 
ethnographic studies and input by persons 
working within the agency (account plan-

The Pros 
and Cons

Advertising Research
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ners) whose job it is to 
represent consumers.

A focus group con-
sists of a relatively small 
number of consumers 
and a trained modera-
tor who meet for a dis-
cussion. A typical group 
might consist of six to 
ten consumers who are 
known to buy and use 
the product category 
(for example, soft drink, 
hair colouring, mobile 
set) in which the agency 
is interested. The group 
will not consist of just 
any consumers but will 
be constructed on the basis of some com-
mon characteristics. 

Demography is the study of human pop-
ulation dynamics. The terms demographics 
and psychographics are used in discussing 
consumer characteristics, behaviours and 
attitudes.

Sociologists frequently think of a soci-
ety in demographic terms by categorizing 
a population in terms of age, sex, ethnic-
ity, education, and income. These classic 
distinctions have often been used in adver-
tising research as well. Depending on the 
particular brand being researched, groups 
might include older and younger consum-
ers, involve race or ethnic considerations, 
focus on education or income levels, and 
so on.

Categorizing consumers for purposes 
of research and marketing is a mainstay 
of modern advertising. It provides a way of 
finding out about the people in a category 
by providing limits within which to conduct 
research. It helps advertisers think of how 
to address consumers by making groups 
more concrete than abstract. It provides a 
definition for those who 
produce ads by specify-
ing the attributes of the 
consumers of a particu-
lar brand and thus sug-
gesting how they ought 
to be addressed. Finally, 
it provides marketers 
with categories to deter-
mine high- and low-use 
consumers of the brand. 
Thus, they can make in-
formed decisions about 
where marketing efforts 
can be most profitably 
directed.

In the 1980s, market 
research companies 
began profiling consum-
ers on the basis of psy-
chographic rather than 

demographic distinctions. In constructing 
categories of consumers, researchers ask 
about a person’s life goals, religious beliefs, 
environmental politics, sources of happi-
ness and satisfaction, and so on. Unlike 
demographic factors that focus on a con-
sumer’s position in society, psychographic 
analysis profiles consumers on the basis of 
their individual attitudes, orientations and 
interests. 

Psychographic categorization divides 
the American population into categories 
of consumers whose different patterns of 
interests, attitudes, and orientations af-
fect their purchasing and use of particular 
products and brands. For example, the 
mindsets and outlooks of consumers who 
shop at high-end stores are probably dif-
ferent from those who shop at ordinary 
supermarkets. Psychographic research 
looks for the psychological characteris-
tics of consumers and offers a system of 
categories based on common values, out-
looks, and choices.

Many advertising agencies are moving 
away from conventional researchers in fa-

vor of planners. These 
are specialized persons 
whose job it is to rep-
resent consumers and 
their interests. In prac-
tice, this means that a 
team assigned to a par-
ticular brand includes 
one or more account 
executives, several 
creative people and at 
least one planner. The 
planner plays a unique 
role in this mix of man-
agement and produc-
ers. It is his or her job 
to speak up, give input, 
and represent the con-

sumer at every turn. 
When an idea is on the table, the plan-

ner attempts to offer the consumer’s per-
spective. For example, it appears to be 
a good business decision to change the 
size and packaging of the product. The 
creative team has developed snappy new 
graphics. However, the planner is there to 
say why the current package is preferable 
to the proposed new one and why the new 
graphics do not seem appropriate. By of-
fering these opinions—not based merely 
on his or her own opinions but on compre-
hensive research conducted via surveys, 
focus groups, one-on-one interviews and 
so on—the planner helps put the brakes 
on ideas that seem out of line with what 
studies of consumers show about their 
desires and preferences. The planner also 
offers support for ideas that are support-
ed by consumer research. Many agencies 
consider the role of a planner to be a key 
element in producing good advertising.

Research conducted after the produc-
tion of an ad has the goal of testing recall 
and persuasion. There are several ways 

to conduct this research 
and ad agencies typical-
ly farm the research out 
to specialized research 
organizations who con-
duct it according to the 
agency’s specifications. 
Since this research is 
likely to be somewhat 
costly, it is typically not 
conducted unless the 
client requests it and is 
willing to pay for it. Less 
often an agency may 
determine on its own to 
conduct such research 
to find out what they 
can about why some-
thing seems not to be 
working as they had 
hoped it would.  
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Corporate Moves

Angie Kramer has joined Cundari, Toronto, as Vice 
President, Digital and Innovation.

Alyssa Kritsch has joined Jive Communications as 
Digital Manager at its Vancouver office.

Nick Childs, the Executive Creative Director at 
FleishmanHillard, has joined Initiative as Global Chief 
Creative Officer.

Chris Klauda has been appointed as Director of 
Destination Research at STR Global, Dubai.

Emiliano Bernasconi has been appointed as Group 
Director, Culinary at Jas Hospitality, Dubai.

Michael Nassiri has been appointed as Executive 
Assistant Manager at the Salalah Rotana, Oman.

David Wilson has been appointed as General Manager 
at Waldorf Astoria, Dubai.

Cristhian Osorio has been appointed as Quality and 
Continuous Improvement Manager at Minor Hotel 
Group, which manages the Anantara Hotels, Resorts & 
Spas, Dubai.

Charlie Rudd, the Chief Operating Officer at Bartle 
Bogle Hegarty, has been named the new Chief 
Executive of Ogilvy & Mather, London.

Charlie Meredith has been appointed Managing 
Director of Advertising at Time Inc., UK

Robert Herr has been appointed as Area General 
Manager for the Phoenicia and Le Vendôme 
InterContinental Hotels in Beirut, Lebanon.

Jihad Fattouh has been appointed as Executive 
Assistant Manager at First Central Hotel Apartments, 
Dubai.

New Appointments

Client   Advertising Agency                                       

Cadet College Chakwal Ad World (Pvt.) Ltd.
Al-Farooq Builders Cross Check Commuications
Fourways (Pvt.) Ltd. Emotion (Pvt.) Ltd.
Adam Smith International Interflow Communications
Pakistan Defence Officers Manhill Advertising
Model Customs Collectorate Multan Midas Communications
Pakistan - France Business Alliance Manhattan Communications (Pvt.) Ltd. 
Federal Public Service Commission M Communications
Metro Shoes The Brand Partnership (Pvt.) Ltd.
State Life Employees Cooperative The Brand Partnership (Pvt.) Ltd. 
Housing Society Limited Karachi

 

Change Of Agency

Client New Advtg Agency Outgoing Agency
Descon Engineering Ltd.  Lowe & Rauf (Pvt.) Ltd. Spectrum   
  Communications
Berger Road Safety (Pvt.) Ltd. No new agency appointed Manhattan  
  Communications

Appointment of MBH
Client Creative Agency MBH
Shakarganj Food Products Ltd. Contract Advertising T Media
United Industries Limited Interflow Communications Group M

Additional Appointments
Client Agency
Al Ghurair Giga Pakistan (Pvt.) Ltd. Magmass Communications: for Image  
  Building Campaigns, Job Vacancy and  
  other Announcements Ads. 
  Manhattan Communications: for  
  Tender Notices only.
House Building Finance Co. Ltd. Interflow Advertising: for Consumer  
  Products.
  Spectrum Communications: for  
  Corporate / Image Building.
  Maxim Advertising: for Notices,  
  Recovery, Tenders & Quotations
Pakistan Broadcasting Corporation (PBC) Adgroup (Pvt.) Ltd.: for Tender Notices  
  by PBC Hqrs. Islamabad and Display Ads.
  M Communications: for Tender Notices  
  by other units /stations and auctions  
  other than Islamabad.
  TNI Communications: for Recruitment,  
  Hiring of Services and Show Cause Notices.
Sindh Engineering (Pvt.) Ltd. Oktopus360 Media: for Tender  
  Notices, Seminars, Conventions,  
  Company Profile, Corporate,  
  Supplements on Special   
  Occasions, and Special Purpose  
  Vehicle(s).
  Maxim Advertising: for Passenger Cars only.
  Transworld Advertising: for Mazda,  
  T-Series Vehicles, Bus, Troops Carrier,  
  Prisoners Vans, B-Series and Pickup.

Source: All Pakistan Newspapers Society (APNS)






