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Media in Pakistan in many cases has adopted a 
negative course. It only appears to be engaged in the 

‘Breaking News’ race and does not care about the 
general impact on the public.
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Everyone in advertising these days seems to be all hyped about the latest tool 
to have hit the scene. This is none other than the digital medium. More popu-
larly known as the social medium, this is a tool that the advertiser and the media 
planner are all going ga ga about. They are so eager to include it in the media 
mix. They are excited because it costs so little and if it’s an urban and moderately 
educated audience they are trying to a then there could be nothing else like it. 
Who cares about the conventional media then? Who cares, for example, for TV, 
radio and print? But wait. There’s one other medium that everyone is forgetting, a 
medium that could be very economical if the target is the urban audience, though 
it could work as effectively for the rural market as well.

It is the outdoor medium, also known as OOH (for Out Of Home). Gone are the 
days of hoarding painters who used to make cartoons out of handsome faces 
or disfigure them because they practiced a half-baked craft. Now is the age of 
digital printing on vinyl. It is a process that accurately prints any photo – to any 
size – from the small pole sign, road banner and backdrop to huge hoardings 
going up to 15 feet by sixty feet or more – or from a hundred and twenty feet and 
over in height to any width. The art of outdoor advertising has advanced to such 
an extent that the frames in which the vinyl prints are enclosed can be moulded 
and wrapped around high buildings, etc. There are also many others methods of 
digital printing processes that print outdoor designs to wrap around cars, buses 
and even aircraft!

Since photography is involved, photos for the advertising message are either 
taken from the TV or print campaign or shot exclusively for outdoor advertising 
with professional lighting in studio settings or outdoors. What is great about the 
fast-progressing outdoor medium is that the hugely blown up picture looks pretty 
and creates tremendous appeal. It looks equally attractive in the day as at night 
through internal back-lighting or front-lighting. It is only that in cities like Karachi, 
those who booked all those strategically-placed outdoor locations tended to take 
things too far and the collusion between the various city bodies and the OOH 
vendors simply blanketed every available spot with outdoor signs which distracted 
traffic and even led to serious accidents in storms and high winds. No main road, 
road intersection, roundabout, traffic separator or building top was spared. 

It was then that the Supreme Court of Pakistan stepped in and gave a ruling 
that all hoardings on Karachi’s roads, intersections and public land were to be 
removed by a certain date.  This resulted in the removal of almost 70% of the bill-
boards, pylons and pole signs. According to one estimate, this cost the vendors 
and advertisers some 9.5 billion rupees in Karachi alone. Most of the hoardings 
and signs were on Shahrah-e-Faisal and other they key city roads. Despite the 
court orders, there were many vendors who were still living in the hope that they 
would be back to their old ways very soon and that is why they did not completely 
pull the  hoarding structures down. Why the Supreme Court intervened was 
perhaps because the OOH industry in Pakistan had gone into an over-excessive 
expansion mode. While the vendors were putting up hoardings everywhere they 
saw an empty space and making millions, the advertisers who were commission-
ing them seemed to have lost the plot and were pitching in their precious advertis-
ing budgets without determining the efficacy of the billboards with reference to 
their locations.

However, now specialized OOH advertising evaluation systems are available 
in Pakistan and these can be a big help for advertisers in helping them spend 
their advertising rupee where it gets the best results. The advertisers can make 
the adspend on outdoors a part of their advertising strategy and choose OOH 
spots that really do justice to the ad message instead of simply throwing in money 
haphazardly so that, at the end of the day, if there is anyone who benefits from the 
spending is the vendor and not the advertiser who is just lured into spending on 
unplanned OOH advertising and this leads to zilch results at the other end of the 
tunnel. Now advertisers must use OOH more judiciously and get results from ev-
ery rupee they spend. After all, it is an economical medium and can be effective, 
provided the spending is based on location vs. audience research.

Planning Your OOH 

Javed Ansari
Editor
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Readers’ Thoughts

CSR Misconception
This is related to the last cover story of Slogan on ‘Real-

ity of CSR’. There is a huge misconception about corpo-
rate social responsibility in today’s world. In clear words, 
CSR nowadays is synonymous with charity being made for 
the society. But one must never forget what CSR basically 
is. It is the impact on society of your business and the work 
you do for the betterment of society. Hence, it becomes 
the core duty of the companies to stop treating CSR as a 
charity and start giving back to society in real terms.

Rasheed Akhtar,
Karachi.

Celebrity Solution
The ad industry in both Pakistan and India 

is too celebrity-oriented. It is generally thought 
that the use of a celebrity in advertising a 
product or service is a sure route to success. 
Does this mean that the creative thought 
processes of advertising agencies as well as 
the advertisers have stopped working and it is 
the celebrity that carries the day and builds an 
element of recall in the message? It is time that 
ad industries in both countries came out of the 
syndrome and started creating selling ideas that 
do not depend on celebrities, also sometimes 

known as brand ambassadors This would also 
prove economical for the advertising budget 
because celebrities take away quite a big chunk 
of it in the form of their fees.

Abdul Majid
Karachi

Social Service
Advertising in Pakistan can 

play a vital role in the com-
plete eradication of 

polio. Pakistan and 
Afghanistan are the 
only two countries 
left in the world 
where the polio virus 

still exists. True that 
the Melinda and Gates 

Foundation is doing great work 
against this menace but others 
could also join in by incorporating 
the ‘Eradicate Polio’ message 
in their campaigns as a social 
service. It would be important to 
incorporate the message in all 
campaigns that ad agencies cre-
ate in whichever language. This 
would help the anti-polio drive 
greatly and could be an important 
element in getting rid of the virus 
once and for all.

Zareen Khan
Quetta

Reviving Cinema
The Pakistani film industry is said to be in 

a revival mode but can it compete against 
the gigantic Indian cinema? Indian films 
were banned in Pakistan after the 1965 
war but it is a pity that the Pakistani cinema 
could not take advantage of this kind of 
‘protectionism’ and its standards slithered 
from bad to worse in all departments. Now 
the film-making scene is again seeing a 
revival but the number of screen that were 
up to 1,500 in the 70s, are just about 100 
at present.

After the film exhibition industry in 
Pakistan no longer remained profitable 
due to banned Indian films and production 
of sub-standard local films, the cinema 
houses were converted into shopping 
malls or pulled down altogether to create 
more lucrative real estate. It is good that 
educated young people are breaking from 
the groove and producing films based on 
new audience needs. But is this enough?  
People have many other entertainment 
alternatives now and the audiences that 
come to cinema houses are very small in 
number and cannot be expected to sustain 

the industry at the level of the times of yore.

Shakeela Imran

Lahore

Sleeping Beauty
Pakistani TV news and discussion 

programmes are nothing but a means of 
entertainment these days. As it is, Pakistan 
is an entertainment-starved country – a 
country where even eating out or having 
chai outdoors is a form of entertainment. TV 
news on non-PTV channels adds spice to 
the proceedings by inserting sound effects 
and turning the most insignificant piece of 
news into ‘breaking news’.

Why is this happening? There is a watch-

dog called PEMRA but this body is merely a 
‘sleeping beauty’ because it does not regu-
late news on merit and never calls those TV 
channels to task who are making a mockery 
out of news broadcasting. Added to this 

tragedy is the fact that PEMRA is headed 
by a person who was an established news 
person before he came to work for the 
Authority and there are many other journal-
ism professionals as well who are working 
for PEMRA.

The body needs to stress itself with more 
emphasis and instead of letting channels 
run amok by forcing all kinds of information 
down people’s throats it needs to regulate 
news channels on professional lines.

Shujaat Khan

Islamabad
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Who Said That!

Let’s forget the baggage of 
the past and make a new 
beginning. – Shehbaz Sharif, 
CM, Punjab

To achieve the best, you have 
to work hard the most and 
believe that it’s possible. 
– Shoaib Malik, cricketer

If you don’t believe 
you are the best, 
then you will never 
achieve all that you 

are capable of. – 
Christiano Ronaldo, 
footballer

I feel when somebody 
has been playing cricket 
for a long time, he 
creates a separate 
identity for himself. 
– Sachin Tendulkar, 
cricketer

I never had the ambition to 
become a writer. I had not 
planned to become a writer. 
Basically, I was a person who 
read books, watched movies, 
went to theatre plays and 
wandered a lot. - Mustansar 
Hussain Tarar, writer

One of the great fallacies 
of those wedded to seeing 
history purely through 
the ‘great men in history’ 
argument is that they don’t 
see the context. - Ayesha 
Jalal, historian

Pakistanis are a resilient peace 
and sports-loving nation that 
is bound to rise despite all 
challenges. – General Qamar 
Javed Bajwa, COAS
 

The younger generation is surrounded by 
the Internet, apps, and video games. But 
somehow, my books make them read.
 – Chetan Bhagat, Indian writer

When I was growing up in 
my father’s household, our 
foremost article of belief was 
that what was wrong with 
Pakistan was that elections had 
never been held. – Ayaz Amir, 
columnist

If you can do what 
you do best and 
be happy, you’re 
further along in 
life than most 
people. – Leonardo 
DiCaprio, actor

Liaquat Ali Khan was in 
complete command but he 
exercised his power in an 
exemplary fashion. 
– Jamsheed Marker, diplomat

Anyone can hit a six but 
challenge is in a century. 
– Reham Khan, former wife of 
Imran Khan
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Corporate Moves

Sardar Ahmed Nawaz Sukhera, a BS-22 officer of 
Pakistan Administrtive Service and Secretary Ministry 
of Information Broadcasting and National Heritage, 
has been given additional responsibility of Managing 
Director, Pakistan Television Corporation besides being 
the Chairman of Pakistan Broadcasting Corporation. 
Sukhera earned his MPA from Harvard University and 
MA from Williams College. He also holds a Bachelors 
degree in Economics, specialising in Industry & Trade.

Qazafi Qayyum has been appointed as the new 
Managing Director of Teradata Pakistan, Bangladesh, 
Sri Lanka and Afghanistan. Qazafi has been with 
Teradata since 2004 and was the Solution Team 
Leader for Finance and Government before this. He 
has over eighteen years of extensive experience in 
Data Analytics, Business Consulting, Professional 
Services and Strategic Management with various 
large-scale multinational organizations. He holds a 
Bachelor’s degree in Computer Science and high-
profile specialisations in professional services.

Aftab Ahmed Diwan, has 
been appointed as the Vice 
Chairman of ACG along with 
his duties as the CEO of 
Central Depository Company 
(CDC). Previously, he worked 
for Citibank Romania 
as Securities Business 
Manager and Citibank 
United Kingdom as Project 

Co-ordinator. He has represented CDC at various 
international forums and worked as the Chairman of 
the Consultative Group on Capital Markets.

James Murdoch has been re-elected as 
the Chairman of Sky UK Limited after the 
shareholders of the company voted in his favour. 
He is also serving as the Chief Executive of 21st 
Century Fox.

Salil S. Parekh has been appointed as the CEO 
of India’s IT services company, Infosys. Parekh 
has nearly three decades of global experience 
in the IT services industry. He has a strong track 
record of executing business turnarounds and 
managing very successful acquisitions. 

Rizwan Ahmed, a BS-21 officer of Pakistan 
Administration Services, has been appointed 
as the Chairman of Pakistan National Shipping 
Corporation (PNSC). A Masters in Public 
Administration from Harvard University, he joined 
the government in 1988. Rizwan Ahmed has 
worked on various key positions in the federal 
and provincial governments, including Additional 
Secretary Cabinet Division, Additional Secretary 
Establishment Division, Chairman Trading 
Corporation of Pakistan (TCP), Managing Director 

Pakistan Security Printing Corporation (PSPC), Secretary Health Government 
of Sindh, Managing Director Sindh Public Procurement Regulatory Authority 
and Deputy Commissioner, Hyderabad.

Richard Morin has been appointed as the 
CEO of Pakistan Stock Exchange (PSX). He 
co-founded the Montreal-based investment 
management company Landry Morin Inc. He 
headed the Stock Exchange in Mauritius and has 
also been the Vice President of National Bank 
Securities. He got a BSc degree in economics 
from the University of Montreal and an MBA from 
McGill University.

Johan Lundgren has been 
appointed as the Chief 
Executive of the British airline 
EasyJet. 
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Slug

In and Out of Jail
Laloo Prasad Yadav made his ninth trip to jail. This was his third 

to Bisra Munda Prison when Ranchi’s Special CBI Court found 
him guilty in the Fodder scam. The prison term will be announced 

soon. The case is about Rs 
85 lakh being swindled from 
the treasury through fake 
bills and vouchers of cattle 
feed. The fraud dates back 
to 1994-96 when Laloo was 
the Chief Minister of Bihar. 
On his frequent jail visits, he 
was once quoted as saying, 
“Roz Ka Aana Jana Hai.” 
Known for his unique style 

of speaking English, Laloo believes that corruption comes with 
status. The bigger the status, the bigger the corruption.

 
Shrinking Cricket

The world’s first T10 Cricket League in Dubai has created big 
waves. The only trouble is that Test cricket had its first casualty 
when One Day cricket came on the scene. This was later con-
densed into 20 overs a side. Now T-10 cricket has really shrunk 
the game and it looks like people’s interest in Test cricket will 
further wane and Test venues will become more deserted. If the 
interest in cricket continues to decrease, then we might witness 

T-5 as well, which will be a total loss to cricket and its fans.
The recent T-10 event in Dubai brought together many Paki-

stani and Indian players.
 

Wedding Bells for Nargis?
Being in an on and off relationship for five years, now it 

seems that Uday Chopra and Nargis Fakhri are to tie the knot in 
early 2018. Going 
through proper 
channels, Nargis 
is smart enough to 
reach for her moth-
er-in-law FIRST 
and then the REST. 
Speculations 
began after Nargis 
dropped by the 
Chopra residence 
and caught up with 
Uday’s mother Pamela Chopra. A family friend was also reported 
as saying, “Luckily for Aditya and Uday, their mom gets along with 
both Rani and Nargis.” If sources are to be believed, then 
Nargis will soon become Rani Mukherjee’s sister-in-law.
 
Ivanka’s liberties
President Trump’s daughter Ivanka in her recent visit 
to India was accused of cultural appropriation after 
she wore clothes with Indian patterns created by 
western designers. It had been rumoured that 
Ms Trump would wear a sari gown at the Global 
Entrepreneurship Summit in Hyderabad, given to 
her as a welcome gift by the well-known Indian 
costume designer and fashion stylist, Neeta Lulla.  
But instead, Ms Trump chose a Tory Burch outfit, 
the patterns of which were similar to those used in 
Indian embroidery.

Vanessa Friedman, the New York Times Chief 
Fashion Critic argued that instead of wearing 
work by a designer that spoke to the nuances of 
the country, a tactic adopted often by Michelle 
Obama, Ms Trump went for clothes by outsid-
ers who dipped into their fantasy of India as 
opposed to its reality. A senior editor of Vogue 
India also stressed upon Ivanka wearing 
clothes made by designers in the country.

Wedding and After 
The rumours turned into reality when Indian cricket captain 

Virat Kohli tied the knot with Indian actress and long time girlfriend 
Anushka Sharma in Milan, Italy on December 12.

Kohli and Anushka, both 29, started dating in 2013 after they 
met during the filming of a shampoo ad. Kohli is one of the world’s 

highest-paid sportsmen and a huge star in cricket-crazy India while 
Anushka is one of the top actresses in the multi-billion dollar Indian 
film industry.

Most actresses are often seen losing their screen charm after 
they marry. Only time will tell whether Anushka loses her charm too 
or emerges as a more ravishing actress.

Grapevine

9SLOGAN January 2018



Too much freedom of the media has forced audiences to 
seek  freedom from the media.

Freedom
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Freedom
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By Javed Ansari

W
hen Absar Alam, a working 
journalist, was appointed 
Chairman of PEMRA (Paki-
stan Electronic Media Regula-

tory Authority) in October 2015, it was being 
expected that with an active journalist in the 
driving seat, the media regulatory body (only 
pertaining to electronic media) would move 
ahead on professional lines and weed out 
those elements on TV and radio channels 
who had nothing to do with the business of 
news media or had never been journalists. 
He was also expected to hammer sense into 
the unprofessional presentation of TV news. 
However, this never happened and Pakistani 
TV channels went from bad to worse.

Absar Alam has recently been removed 
from his position following a court order but 
will this spell any improvement in the plight 
of TV broadcasting in Pakistan? It would be 
worth finding out that when a journalist like 
Absar Alam could not transform most TV 

news channels into professional outfits, will 
someone be chosen to run PEMRA who 
can knock some professional sense into the 
heads of those who run these channels or 
those who project themselves as ‘faces’ of 
these channels in the garb of news anchors?

The fact is that freedom for Pakistani 
media came too fast and in more liberal 
quantities than ever expected. Before Gen-
eral Musharraf freed the media in 2000, the 
newspapers and magazines had probably 
never even imagined that freedom would be 
thrust upon them in such a liberal manner. 
Those were the days when a civilian govern-
ment was not in power but a military man 
was in charge. It was unimaginable therefore 
that journalists who were used to apply-
ing an invisible code of censorship on their 
writings and other editorial output, would be 
let loose to publish what they pleased, of 
course, barring a few ‘don’ts.

This was also the time when radio and TV 
licences began to be doled out to anyone 
who applied. Before this, up until Nawaz 

Sharif was in power (until the October 1999 
coup), even cross-licencing was not al-
lowed. This meant that those owning a print 
medium could not get a TV channel licence. 
Musharraf’s government changed this 
policy, with the result that newspaper barons 
became media barons in the real sense. 
This may have been a good arrangement 
but the problem was that the media sector 
in Pakistan did not have the requisite trained 
manpower to handle the electronic media. 
The TV channels had to rely on journal-
ists who were already working for the print 
media. There were not many people who 
could move to TV and become the ‘faces’ of 
the channels.

The TV channel owners meanwhile dis-
covered the influence on the masses that the 
TV medium wielded. On the one hand, they 
turned the presentation of news and current 
affairs discussions into a form of entertain-
ment, complete with loud music and sound 
effects and, on the other, they started hiring 
anchorpersons who were either females 

Cover Story
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with pretty faces and scant knowledge of whatever they 
were talking about or fast-talking men who could make 
a mountain out of a molehill with their glib tongue. The 
professional journalists who came into the ‘anchoring’ 
profession were few and some of them still hold the fort.

The prime job of these ‘anchors’ it seemed was to 
keep the current affairs show going by leading the par-
ticipants into verbal fights (which even turned physical at 
times). The anchor who created the most noise would 
win the highest TRPs (ratings) and that is what drove 
the advertisers to these channels. How the ratings of 
particular channels flew high and of others kept low was 
debatable because the daily viewership sample was 
and is a small one. The fact, however, is that it does 
impact the amount of advertising that the channel pulls.

The fact that because there were not many trained 
people on the scene, TV channel owners relied on 
amateurs to ‘create’ news out of nothing and that is 
where the phenomenon of ‘breaking news’ was born. 
By definition, ‘breaking news’ means news that has 
either just happened or is currently happening but it 
must be news worth reporting and not just any happen-
ing. The trend these days is that any small occurence 
becomes ‘breaking news’ on the TV channels. It can be 
the report of a pet dog having been stolen from a house 
or a police raid on a government office. Added to this is 
the spice and flavour of the anchor’s presentation and 
the sound effects and dramatic music thrown in by the 
so-called news producer.

What it all boils down to is that news channels end 
up exploiting their freedom to drum in news into the 
viewer’s head by angling it to their advantage and 
to the advantage of a certain section of society. The 
same happens in the print media but it is perhaps not 
so noticeable because Pakistanis, by and large, do 
not like reading their news. They prefer to watch and 
listen - a function that even the illiterate can perform. 
They get carried away by whatever is forced down their 
throats by TV news and discussion shows and they 
do not mind if the same clip or footage is a part of the 
presentation day in and day out. For example, if there is 
a story on PIA, the producer has no qualms if the same 
footage of a Boeing-747 is run time after time, despite 
the fact that PIA got rid of all the 747s in its fleet about 
two years ago!

If it is a matter of responsibility that freedom is 
supposed to entail, the Pakistani media are certainly 
a big let-down. The size of the media has grown but 
whether this has contributed to constructive aware-
ness of the people is a moot question. In fact, if there 
is an air of despondency and gloom in the country, 
the media has a lot to do with this – especially the TV 
channels and social media and, to some extent, the 
lower-tier print media.

Perhaps it is time that instead of celebrating free-
dom of the press, we were given freedom from the 
press.

What exactly is meant by the term “Freedom of the 
Press”? What freedoms does it entail?

 Originally referring to newspapers and maga-
zines, the term now applies, de facto, to all 
mass media, including radio, TV, cinema, 
books and other types of print material, 
banners and signs.  Over the past 
2 decades in particular, social 
media and the internet are also 
covered. Though one interpreta-
tion of the term would restrict 
its applicability to media that are 
professionalized, collective and focused on 
known or likely audiences of mass media. In contrast, social media can be, and 
are, individualized not collective, do not require professionalized staff (a single 
amateur can run a blog!) and the exact size of the audience is uncertain and vari-
able.

The freedoms covered include: to be able to obtain and project facts and 
analyses on any matter relevant to the public interest, subject to written laws 
and rules, as also to unwritten but conventionally respected norms of a particular 
society. Such freedoms would also include the freedom to question laws, rules 
and norms that unduly restrict access to information, be it state-controlled, or 
unofficially controlled, e.g. by the private sector. And the freedom to campaign for 
changes in restrictive laws that prevent even reasonable practice of freedom. As 
also the freedom to project diverse viewpoints and the concerns of the weak and 
the vulnerable. 

 When exactly do you think the press in Pakistan was freed?
Total freedom anywhere will always remain an ideal. Even in countries with 

levels of freedom of expression far more than in Pakistan, there are limits in differ-
ent contexts.

Crude example: exclusion of hard core pornography from mass media that are 
openly accessible to all.  Access to such trash in certain countries would be only 
through choices made by adults through subscription, say, their versions of cable 
TV, versions different from the cable TV system in Pakistan. Explicit incitement 
to hatred and violence are also prohibited virtually everywhere. Total freedom is 
neither practical nor possible.

In 1947, the Press in Pakistan began without the restrictions imposed previ-
ously by the colonial British – except for some specific laws such as the unavoid-
able Official Secrets Act, and certain other security-related laws which were also 
inevitable in view of the extreme insecurities with which we were born. However, a 

‘Plenty of good news 
is never broadcast. 
Imbalanced 
coverage reinforces 
the negatives.’
Javed Jabbar talks to Slogan in an 
exclusive interview.

Cover Story
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repressive mind-set was more ominous than 
laws. This mind-set was aggravated by the 
Press & Publications Ordinances of 1960 and 
1962. Though challenged in 1988 (by one 
gentleman named  Syed Jawaid Iqbal,  in the 
courts … and by this writer in the Senate, co-
incidentally the same year) and replaced with 
the far more reasonable RPPO the same year, 
subtle pressures on freedom remain in place 
even in 2017, e.g. allocation of State-Gov-
ernment-controlled advertising, certification 
of circulation, etc. The Junejo government of 
1985-1988 also refrained from repression. 
Societal pressures from conservatism and 
now bigotry and religious extremism are also 
potent obstacles to increased freedom.

Historic turning points were December 
1988 with the commencement of Benazir 
Bhutto’s first government and March 2002 
with the enforcement by General Pervez 
Musharraf of the law allowing privately-owned 
TV and radio channels.

With freedom comes responsibility. Does 
the Pakistani press demonstrate this 
responsibility, especially the electronic 
media?

Only in some respects do news media 
demonstrate true responsibility, mainly when 
they cover national security and armed forces 
issues, in which instances, they generally 

accept advice. By and large, TV news media 
do not exhibit the maturity in tone, language, 
pitch and approach which is synonymous 
with the practice of responsibility. Instead, 
there is hysteria, high decibels, presumptions 
and repetitions. Local crimes and tragic inci-
dents that certainly deserve remedial action 
receive disproportionate magnification on 
national-scale channels. Bad news receives 
the most time. Plenty of good news is never 
broadcast. Imbalanced coverage reinforces 
the negatives. 

Are news show discussions on Paki-
stani TV analytical or merely wrangling 
matches?

Some TV current affairs programmes do 
reflect sobriety and care. Most, however, 
devote too much time to setting up con-
frontations between adversarial views. Up 
to a point, disagreements illustrate validly of 
different perspectives. But consciously used 
as a conflict-promotion method to stoke heat, 
anger, accusation, defamation and schisms 
so as to chase the mirage of ratings - most 
such shows become utterly predictable and 
least enlightening presentations. Viewers are 
also to blame --- for frequently viewing such 
content and helping the rat-race of ratings to 
continue. With advertisers both leading and 
following!

 
Electronic media in Pakistan have a regu-
latory body in the shape of Pemra. Should 
the print media also not have a similar 
regulatory body?

APNS, CPNE and PFUJ are examples of 
entities that are partly meant to be self-regu-
latory bodies but are mainly there to protect 
the specific sectoral self-interests of each 
sphere.

There is a need for a genuinely inde-
pendent statutory regulatory body for print 
media with a structure and resources that are 
revised and improve upon the  existing Press 
Council. Citizens and Parliament need to take 
the lead. The Press itself will be reluctant, 
on authentic grounds as well as contrived 
grounds. Authentic, because the state has 
often mis-used regulations to coerce.

Contrived, because the Press and media 
proprietors in general, resist transparency 
about their own inner realities and account-
ability to the people. The Media Commission 
appointed by the Supreme Court in 2013 in 
which I served as Member, with Justice (r) 
Nasir Aslam Zahid as Chairman, made 36 
recommendations for media reforms, includ-
ing print media. Almost 5 years later, we still 
await actions by the SC, Parliament, advertis-
ers, media owners, journalists, judiciary and 
citizens to move towards reforms.

By Faizan Usmani

W
hen dreams are shattered 
and hopes die, one’s mourn-
ful sigh is often turned into a 
piece of poetry that reveals 

an unfortunate but universal truth which only 
a poet of Faiz Ahmed Faiz’s calibre could 
better describe. ‘This pockmarked, night-
beaten dawn is surely not the dawn we had 
longed for’ (Yeh daagh daagh ujaala, yeh 
shab gazeeda sahar - Woh intezaar tha 
jiska yeh woh sahar to nahin), says Faiz. 

A dream gone awry, the emergence of 
a progressive, but irresponsible media in 
Pakistan has surprised many and the cur-
rent sorry state of journalism, both print and 

electronic, is particularly painful for those 
who had once dreamed of a totally inde-
pendent and pluralistic media free of any 
government influence and vested corporate 
interests. More the pity, today what one can 
see is a new media landscape that is ruled 
by vandalism, vengefulness and malice. 
It has been moving farther away from the 
basic principles of ethical journalism. 

Gone are the days when 
journalism was meant to be a 
lifelong, sacred mission as car-
ried out by such noble names 
as Altaf Hussain, Zameer 
Niazi, Mohammad Salahuudin, 
Mazhar Ali Khan, Ahmed Ali 
Khan and many others. Thanks 

to the explosive growth of TV news chan-
nels in the recent times, today’s journalism 
stands for partiality in place of fairness 
and represents treachery in preference to 
devotion. Modern-day journalists promote 
panic, agitation and anxiety as opposed to 
providing news on its own merit. They are 
more inclined towards negative reporting 
and writing and ignore positive news and af-

media or mafia?media or mafia?
Today’s media serves the vested interests of a few rather than 

being a watchdog for public good.
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firmative attitudes. Today’s media is mostly 
nothing but a corporate tool that serves the 
vested interests of a few rather than being a 
watchdog for the public good. 

In layman’s language, today’s media can 
be best described as blackmailers who 
make other people’s’ lives miserable. They 
are like a well-organised mafia that defies 
law in the very presence of law enforcers. 
The anchorperson, a distorted but popular 
side of a journalist (though most often he or 
she is not a journalist), openly contradicts 
facts to justify their misguided stance and 
can defame any political figure, organisa-
tion, or even a charity institution to solicit 
more viewership and high TRPs (television 
rating points) for the channel. 

Despite being one of the pillars of the 
state, the media seems to uproot the 
state’s democratic institutions and may 
call in the non-democratic forces to get 
hold of power unconstitutionally. Referred 
to as the movers and shakers of the state, 
the country’s media organisations tend to 
act like kingmakers who exploit the most 
vulnerable to follow their own agenda, while 
the owners of media outlets can be equated 
with business barons who invest in the 
media solely because of its high ROI (return 
on investment) and use their unscrupulous, 
but proven monopolising tactics to make 
things happen. 

The media does inform the public of cur-
rent affairs but to such an extent that it se-
cures its own sustainability; it educates the 
masses, but to such a degree that it does 
not infuriate its investors and it does help 
people become aware but only about the 
matters of its own choice, skipping issues 
of high importance quite unashamedly. 

In the Indian Occupied Kashmir, for in-

stance, hundreds of people have been killed 
by the Indian forces in recent years, while 
thousands of Kashmiri civilians have been 
severely injured by pellet guns and other 
lethal weapons. Unfortunately, most news 
channels do not give due coverage to the 
Kashmir crisis. To them, the matter is of less 
significance to the country than local politics 
or showbiz gossip. 

In the middle of 2016,  extraordinary me-
dia coverage was given to Qandeel Baloch, 
a so-called social media upstart who was 
later murdered in an alleged act of honour 
killing. In the same period, over 90 people 
were killed and severely injured by military 
forces in the Indian Occupied Kashmir 
but the Kashmir tragedy could not get the 
coverage it deserved. Even the death of 
the great humanitarian Abdus Sattar Edhi 
became a golden opportunity for media vul-
tures. This was proven when the reporter of 
a private news channel reported on Abdus 
Sattar Edhi from inside his grave. 

In April 2016, a tragic incident took place 
at the Bahria Town Enclave in Islamabad 
when, during the recording of a TV show by 
a private channel, the elevated stands gave 
in and came down owing to overcrowding. 
The collapse caused injuries to some sev-
enty people and as per some reports, one 
person also lost his life. However, none of 
the TV channels and newspapers covered 
the incident, as if nothing had happened. 

To make things worse, when the media 
entertains, it runs shows that display 
disrespect to the moral values of society. 
Most TV channels promote everything that 
is considered taboo in our culture. After 
homosexuality, now alcoholism is being 
featured as a usual practice in TV plays. TV 
channels are intentionally paying little heed 

to viewers’ complaints, as they are continu-
ally making and showing programmes that 
feature cultural and social taboos. 

The  Pakistan Electronic Media Regulato-
ry Authority (PEMRA) imposed a ban on the 
re-enactment of crime shows on TV chan-
nels. The decision was based on reports by 
police and law enforcement agencies that 
youth involved in criminal activities had been 
learning the methods of crime from reality 
crime shows. 

Though PEMRA has the sole mandate 
to regulate the private electronic media and 
can direct TV operators to improve their 
programming standards, it has miser-
ably failed to do so owing to a number of 
factors. PEMRA is supposed to actively 
play its role as a media regulatory body but 
has been reduced to a helpless regulatory 
authority.

In 2015, the Institute of Business 
Management (IoBM), in collaboration with 
the United States Agency for Interna-
tional Development (USAID), carried out a 
research study on ‘Media Responsibility and 
Independence Index’ (MRII) in Pakistan. 

The study found that the country’s media 
organisations trespass all ethical barriers to 
break news and, therefore, there is a dire 
need to outline a charter or code of conduct 
to avoid sensationalism of news. Contrary 
to the popular belief about lack of media 
independence and liberty, according to the 
study, Pakistani media enjoy immense free-
dom of expression and creativity, but falls 
short of its responsibility to the public. 

Media in Pakistan must commit to news 
coverage that is not manipulated and 
find ways to stay in the business ethically, 
instead of operating like a mafia to accom-
modate its objectives by fair means or foul.
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By Khawaja Amer

D
uring the recent sit-in of a 
religious party at the Faiaza-
bad intersection in Islamabad, 
PEMRA ordered closure of all 

TV channels doing live coverage of the 
dharna as this was likely to create tensions 
among a section of people and lead to a 
serious law and order situation. PEMRA 
ordered restoration of all such channels 
after some time. This can be termed as a 
classic example of negative impact of me-
dia. Whether the decision of PEMRA was 
against the freedom of press or not, the fact 
remains that the channels were taken off 
air because of a precautionary measure to 
avoid negative connotations and curb the 
spread of violence in the country.   

Whether in newspapers, magazines, on 
television, radio or the internet, media is ev-
erywhere, affecting negatively or positively 
the various aspects of our life. News as 
well as products advertised by the media 
directly affect the life of the common man, 
especially the poor. It is understandable 
that some of the most crime-prone areas 
all over the world are inhabited mostly by 
those living below the poverty line. 

A number of theories and studies have 
tried to explain the relationship between in-
come level and tendency to commit violent 
crime. One study creates a link between 
childhood poverty and a life of crime. The 
same study reveals that incidence of violent 
crime such as homicides and robbery 
goes up in times of economic crisis. The 
study concludes that poor people commit 
a higher number of violent crimes than well 
off individuals. Even when comparing the 
severity of violence of crimes committed 
by poor people with those with a higher in-
come, the severity is higher for low-income 
criminals. A study reveals that projection 
of stories of rich families and fashionable 
celebrities induce the have-nots to become 

rich by any means.  This negative impact of 
media is adversely affecting the moral fiber 
of society. 

With inventions like radio and film, the 
mass media has developed an irresist-
ible power to mould an audience’s beliefs, 
perceptions and behaviours according to 
the presenter’s will. A number of research 
studies have been conducted since the 
1920s to find the effect of media violence 
on individuals. Though the quality of such 
research has been questioned, one of the 
findings suggest a direct role between films 
depicting criminal youth and offending 
behaviours in young people. 

The research later suggested that comic 
books influenced children into offending 
behaviours. Although experts agree that 
no single aspect can cause an otherwise 
peaceful person to act in a hostile way, 
some studies, though not all, suggest that 
excessive presentation of violence by media 
can be a risk factor for violent behaviour. 
Children who are open to the elements 

of multiple risk factors, including aggres-
sion and conflict at home, when watching 
depressing or violent drama on TV suffer 
some kind of psychological fits which affect 
their mental growth. 

The media has a forceful impact on the 
young as it influences their viewing and 
reading habits throughout their lives. It is 
often seen that young girls and boys copy 
their role models blindly and adopt their bad 
habits too. This creates quite a problem in 
the family. The negative effects of media in 
particular on youth are evident from their 
changing mindset and the declining quality 
of their lifestyle. Today, young people who 
should spend their time in reading good 
books, studying, playing outdoors, exercis-
ing and engaging in social activities, spend 
their evenings glued to television. Instead of 
learning from the programmes, they pick up 
bad habits. 

There is an old saying that good habits 
are hard to form and bad habits are easy to 
form. The negative impact of media is much 

Cover Story

14 SLOGAN January 2018



Slug

The Negative Impact
of media

The Negative Impact
of media

greater than the positive impact. The nega-
tive psychological effects of media can be 
seen in the behavioural pattern of society 
which is not tolerant anymore. The media 
has changed the cultural and moral values 
of society. Moreover, media also affects the 
physical well-being of individuals to a cer-
tain extent. According to a report, people 
spending hours in front of television or 
surfing the Internet tend to suffer from eye 
problems and obesity. Long hours of media 
exposure add to the sedentary nature of 
their lifestyle.

It is true that programmes on TV reveal 
the society we live in, but the overexposure 
of daily events just for the sake of rat-
ings is definitely damaging the moral fiber 
of society. Media outlets are often very 
rightly blamed for sensationalism in  news 
coverage. Reporters are often criticized by 
PEMRA for exaggerating facts to get higher 
ratings or more subscriptions. 

Media sensationalism can be defined as 
the technique of reporting news to the pub-
lic that involves use of words that invoke 
fear, anger and excitement along with a 
crude sense of thrill. It seems TV channels 
are hell-bent on creating fear, anxiety and 
distress at the cost of national stability. The 
vicious circle does not end here and the 
extensive saucy coverage of crimes has, in 
fact, destroyed the fascination of media.

Media sensationalism has increased over 
the years. With the excessive use of sen-
sationalism, reporting has lost its credibility 
due to false stories and alarming headlines. 
This may have brought the reporter into 
the limelight but is undoubtedly a clear 
depiction of the negative side of journalism. 
It develops panic in minds. In print media, 
sensationalism has also been referred to as 
a type of editorial bias in which events and 
topics in news stories are overhyped. This 
tends to cause a manipulation of the truth. 

Sensationalism emanates from reporting 
about generally insignificant matters and 
presentation of newsworthy topics in a 
trivial or tabloid manner which is contrary to 
the standards of professional journalism.

Mass media are an essential means to 
stay uptodate with national and interna-
tional developments. Media men, striving 
to keep readers and audiences informed, 
have an ethical duty to ‘seek the truth,’ to 
avoid sensationalism and protect indi-
vidual confidentiality issues. The basic aim 
of journalism is to serve the people with 
news, views and information on issues in 
a fair, unprejudiced, specific and decent 
manner. It is essential that journalists have 
clear knowledge of whatever they are writ-
ing about or presenting and their facts are 
accurate. Sensationalism must be avoided 
at all costs because this could be one 
valuable route to promoting tolerance in 
society. 

Is media really ‘free’ in Pakistan?
Generally, media has come a long way 

in the last decade. Today, we cover stories 
in the political, social and entertainment 
segment that were unthinkable a few years 
back. To that extent yes, media is free. 
Obviously, there are sometimes external 
and internal pressures but these cannot be 
bracketed to say that the media is not free.

Why is there a lack of professionalism in 
news coverage?

This is perhaps due to lack of train-
ing. News organisations need to keep 
reinvesting in people and train them to 
follow a code of ethics and accountability. 
If speculative stories are curtailed, and 
factual reporting is done, it will help in the 
net output for more quality coverage and 
professionalism.

Do you agree with the way PEMRA oper-
ates?

PEMRA needs to be more consistent in 
its approach and be independent. That is 
not the case a number of times. Like in other 

segments of our society, selective monitoring 
or implementation of rules should be done 
away with. PEMRA should be seen as an 
independent and fair regulator. The Authority 
has come a long way but it needs to stand 
up to be counted as a regulatory body that 
is respected. Remember, you don’t demand 
respect, you command respect!

TV channels have contributed a lot to 
negativity in news coverage. Do you 
agree?

TV channels have to train their hu-

man capital. What we also need with all 
this freedom is responsible media. We 
can take some lessons from reputed, 
established practising media houses that 
have enjoyed this freedom for decades.TV 
channels have an important role to play 
by reporting positive news which is ne-
glected. Perhaps, ratings also play a role 
as positive news is watched less. This is 
a long drawn process and the regulator 
also has a role to play to ensure there 
is a balance, particularly when it comes 
to Pakistan’s interests. That should be 
supreme over everything.

Is the media business still lucrative?
Media has always been a difficult busi-

ness. More so now with competition in 
both electronic and print media. Digital is 
also competing for a share in ad spend 
and makes it tighter for all players in the 
market. Good products stand out and, 
like all products, some do well and some 
fold up. I do not want to generalize this. 
Media can be lucrative but needs support 
from policy-makers.

‘TV channels have to train 
their human capital.’

– Tauqeer Muhajir, CEo, Millennium Media 
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P&G promotes Women’s Empowerment 

Time’s 2017 Person of the Year is not one 
individual but a group of women dubbed 

as “The Silence Breakers,.” These women 
have given a voice to sexual assault. They 
are harassment survivors. The Time issue 
is also unique in that it was conceived, re-
ported, written and fact-checked by women.

Actress Ashley Judd, former Uber engi-
neer Susan Fowler, singer-songwriter Taylor 
Swift, strawberry picker Isabel Pascual and 
California state lobbyist Adama Iwu grace 
the cover of the magazine’s annual issue.

Time is said to have interviewed dozens 
of women and men from all walks of life who 
have experienced sexual harassment on the 
job, including actors and actresses, hotel 

maids, retail clerks, Silicon Valley program-
mers, farmers and academics, among 
others.

“These silence breakers have started a 
revolution of refusal, gathering strength by 
the day, and in the past two months alone, 
their collective anger has spurred immedi-
ate and shocking results: nearly every day, 
CEOs have been fired, moguls toppled, 
icons disgraced,” Time’s Stephanie Zacha-
rek, Eliana Dockterman and Haley Sweet  
land Edwards write in the cover story.

“Emboldened by Judd, Rose McGowan 
and a host of other prominent accusers, 
women everywhere have begun to speak 
out about the inappropriate, abusive and in 

some 
cases il-
legal be-
haviour 
they’ve 
faced,” 
the story 
contin-
ues.

There 
is one 
controversial omission of TV journalist and 
workplace equality advocate Gretchen Carl-
son, whose sexual harassment suit against 
Fox News co-founder Roger Ailes in July 
2016 set in motion a domino effect.  

‘Silence Breakers’ as 
Time’s ‘Person of the Year’

Procter & Gamble (P&G) has partnered 
with UN Women to contribute towards 

the economic empowerment of women in 
Pakistan. The initiative includes support-
ing women entrepreneurship and gender-
responsive procurement in the country. The 
partnership was announced after a meeting 
between Mr. Jamshed M. Kazi, UN Women 
Country Representative for Pakistan and Mr. 
Sami Ahmed, Vice President P&G Pakistan at 
the P&G Office in Karachi.

The partnership stems from P&G’s commit-
ment to gender equality which is in line with 
the United Nations Sustainable Development 
Goal #5 – to achieve gender equality and 
empower all women and girls. The initiative 

will help marginalized but enterprising women 
in Sialkot district to start small-scale busi-
ness ventures. Around 50 women will receive 
training and skills development, emerging as 
self-supporting individuals and equal partners 
in mainstream life on a gender-responsive 

basis.
Speaking on the occasion, Sami Ahmed, 

said, “We are delighted to partner with the UN 
Women to empower Pakistani women. This 
is a new step in our journey to fulfill P&G’s 
Gender Equality mission in the country.” 

OMD Pakistan, a part of Omnicom Me-
dia Group, has been named Pakistan’s 

‘Media Agency of the Year’ by Campaign 
Asia-Pacific at its Agency of the Year 
Awards 2017, held on December 5.

This is OMD Pakistan’s fourth consecu-
tive award at Campaign Asia’s Agency of 
the Year Awards and the second consecu-
tive year of its winning the ‘Media Agency 
of the Year’ title. The agency also received 
a bronze in the ‘Digital Agency of the Year’ 

category as it 
was recognized 
among Paki-
stan’s top three 
agencies for its 
advanced digital 
product.

OMD Pakistan’s 
CEO, Dara Bashir Khan, commenting on 
the win, said: “Winning the Gold again is a 
reflection of the confidence that our clients 

and industry partners place in our capabili-
ties. This couldn’t have been accomplished 
without their invaluable support. We look 
forward to raising the bar even further and 
achieving greater results going forward.”

Campaign Asia-Pacific’s Agency of the 
Year Awards honour “inspired leadership, 
management excellence, outstanding busi-
ness performance and overall achievements” 
in Asia Pacific’s advertising and communica-
tions sectors. 

OMD Pakistan Wins Again

Dera Bashir Khan
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Media Lesson
Sakina Samo tried to teach the media 

a lesson or two at the trailer launch of 
the film Chupan Chupai in Karachi. She told 
the media folk that they were the ones who 
turned artistes into ‘stars’ whereas she’d 
like the artistes to focus on their art. It was a 
sound piece of advice. But someone tried to 
be rather frank with her and said the media 
can also bring the artistes down. Not true. 
What sustains artistes’ worth their salt is their 
art, not constant projection in print or on TV. 
The media can promote someone to a point, 
but can’t manipulate excellence or otherwise 
in creative expression. 
So Sakina, you are 
spot on.  

UBL is for Water 
Sustainability

UBL has collaborated with Hisaar Foundation, an NGO that works for water, food and 
livelihood security. This was based on a two-day conference which focused on water 

conservation and the future of the commodity in a politically challenged new world order.
At the conference’s closing ceremony, Ali Habib, Head of Corporate Affairs & Marketing, 

UBL, spoke about the need for collaborative efforts to combat the impact of water scarcity 
and highlighted the role financial institutions can play in water sustainability. 

“UBL recognizes the value of financial inclusion at the lowest levels of society,” he said. 
“Having easy access to water provides individuals with the freedom to positively utilize their 
time. This economic empowerment allows these individuals to contribute to the economy of 
their village/town. Water sustainability not only provides banks an opportunity to give back to 
society through their CSR funds, but also to lend to commercially viable hydro-based proj-
ects”. 

Oxford University Press (OUP) or-
ganized a discussion on the book 

Untouched Octaves: Reflections on Life, 
Love and Society by Amin Hashwani. The 
poems and photos featured in the book 
touch upon the eternal questions of life, 
love, and society which mankind has al-
ways sought to understand. The questions 
offer an eloquent commentary on Pakistan 
and the world. Through his poetry, Amin 
projects thought-provoking perspectives 
on historical and contemporary persons, 
events and experiences. His work is 
infused with hope for people despite the 
despair and chaos of the present times. 
The beautiful photographs that accompany 
the poems are the work of Bobby Sager, 
the American philanthropist-photographer.

Amin Hashwani is not 
just a hard-nosed busi-
nessman but a social activ-
ist as well. He has founded 
and continues to support vari-
ous social initiatives in education, health, 
youth development, culture and peace. 
He has led business delegations to many 
countries, organized cultural and media 
events, collaborated in peace-building 
between nations and societies and spoken 
at conferences, universities, thinktanks and 
the United Nations.

The discussion event was held at the 
Oxford Bookshop in Dolmen Mall. Clifton. 
It featured Amin Hashwani and prominent 
public figures and intellectual including 
Javed Jabbar. The conversation high-

lighted how the book is an attempt to help 
people see the world differently and to 
challenge their biases and assumptions, so 
that they become co-creators of a just and 
peaceful world. 

Earlier in her welcome address, Ameena 
Saiyid, Managing Director, OUP Pakistan, 
introduced the author and the moderator 
and spoke about OUP’s Platinum Series 
of books published to celebrate 70 years 
of Pakistan. “The power of poetry is im-
mense. Poetry has inspired people, even 
driven revolutions,” she said. 

Reflections on 
Untouched Octaves

(From left) Javed Jabbar, Ameena Saiyid and Amin Hashwani.
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Mayor of London, Sadiq 
Khan, introduced the 

latest addition to his family, a fur 
ball, puppy named Luna Khan. 
In a tweet, Khan made the an-
nouncement on social media. 
“Saadiya and I are very excited 
to announce a new addition to 
the family......meet Luna Khan!” 
the mayor wrote on the site. The 
puppy joins the large club of 
47-year-old Khan’s dogs includ-
ing Lola Osborne and Rocky Brabin, winner of the 2017 Westminster 
Dog of the Year award. The social media welcomed the canine with 
open arms and some even shared pictures of their adorable pets while 
welcoming Luna. 

Luna Melts Hearts 

Purchase Protection Plan for 
all Online Customers
In a strategic collaboration aimed at driv-

ing wider digital inclusion in Pakistan, 
Yayvo.com, the fastest growing eCom-
merce store in Pakistan that is owned 
by TCS, has signed an agreement with 
Jubilee General Insurance to launch a 
Purchase Protection Plan for all online 
customers.

The agreement was signed at the JGI 
Head Office in Karachi. Yayvo aims to 
provide insurance services on several 
products to its customers. The plan also 
brings together other areas of insurance 
such as the distribution of retail insurance, 
health, travel, home, white goods and mo-
tor insurance products.

“We’re very excited to announce this 
strategic alliance and are looking forward 

to bringing this service online for all our 
customers very soon,” said Salman Hasan, 
CEO of TCS ECOM Private Limited. 

The arrangement will open doors for 

making insurance purchase convenient 
for Pakistani consumers by utilizing one of 
the most trustworthy online e-commerce 
platforms. 

Covering an enormous 362,744 square feet of space, China has 
built a massive new library in Tianjin as part of the city’s Binhai 

Cultural Center. The library’s rectilinear outer envelope is defined by 
its topographic interior atrium that has a spherical ball in the centre 
of the  mirrored auditorium. It has been dubbed as the “Eye of 
Binhai.”

Boasting about 1.2 million books across the sweeping circular 
architecture, the Tianjin Binhai Library features five floors and books 
can be found in every corner.

Dutch architecture firm MVRDV along with the Tianjin Urban Plan-
ning and Design Institute (TUPDI), designed the massive library. It is 
part of a larger urban plan to provide a cultural district for the city. 

Futuristic Library 

London  Mayor  Sadiq Khan
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Pakistan Telecommunication Company 
Limited (PTCL) has signed a strategic 

agreement with the Khyber Pakhtunkhwa 
Information Technology Board for provision 
of ICT services and a facility to establish a 
state-of-the-art Incubation Center (Innova-
tion Lab) and Software Technology Park 
(STP) in Peshawar. 

The Incubation center and STP will 
have fully managed IT & Telecom services 
such as High Speed Internet, International 
connectivity, Voice and WiFi for young 
startup entrepreneurs and IT companies. 
PTCL will be extending Cloud services and 
surveillance solutions to companies in the 
incubation center and in the STP. PTCL will 
also provide mentorship to tech startups 
enrolled in the incubation center. 

Adil Rashid, Chief Digital Services Offi-
cer, PTCL, speaking on the occasion said, 
“We are delighted to extend our partner-
ship with Government of Khyber Pakh-
tunkhwa in the field of IT and Telecom. We 
are honoured that the KP IT Board has 

selected PTCL as a partner for establish-
ing incubation centers and STPs in the 
province. The initiatives taken by the KP 
IT Ministry for growth of the ICT sector will 
help transform key sectors such as health 
and education. PTCL remains committed 
to improving lifestyles and empowering 
people through its futuristic and diversified 
products and digital services.” 

PTCL and KP Government Sign 
Incubation Center Agreement

Not with Her 
The word ‘strange’ comes to mind. How can an actor 

say ‘no’ to working opposite Katrina Kaif? Shahid 
Kapoor has signed a film titled Batti Gul Meter Chalu, to 
be directed by Narayan Singh, whose story tackles 
the issue of over-the-top electricity bills. The pro-
ducers wanted to rope in Katrina Kaif as the female 
love interest in the film, but apparently Shahid 
Kapoor said he doesn’t want to work with her. 
Seriously! Wait! Someone said that he did this 
to keep a promise he made to his wife. Loyal 
Shahid.  

Shawarma 
in Trouble

Sad news for shawarma (popularly known 
as ‘Doner Kebab’) fans as the European 

parliament has decided to ban the phos-
phates necessary to keep the seasoned 
kebab meat moist and flavorful. The EU 
lawmakers are citing health concerns based 
on studies that link phosphates to cardio-
vascular disease. The change in the EU 
rules has infuriated takeaway and fast-food 
enthusiasts. The problem is that sausages 
containing phosphates are allowed to be sold 
in EU countries while the shawarma meat is 
in trouble. Some vendors have called it a dis-
crimination to deliberately targeting the doner 
kebab business. 



20 SLOGAN January 2018

One Pakistan, One Food Rules
A national conference titled “Food Safety and Harmonization: shaping a Healthier Nation” was organized 

under the Ministry of Science and Technology with Nestlé Pakistan.  
The Federal Minister for Defence Production, Rana Tanveer Hussain said on the occasion, “Pakistan’s 

food industry is the second largest and plays a key role in the country’s economic growth. Establishing 
harmonized food standard practices protect consumers and facilitate international trade. Our political 
leadership needs to resolve the issue of having a different standard for each province. It is unfortunate that 
we don’t have a National Food Standards Council yet. Provincial food authorities should play a positive and 
proactive role in promoting industry and future investments.”

The conference brought to light the need for harmonization of food legislation in Pakistan to ensure food 
quality and standards which protect the health of consumers while facilitating trade at the domestic and 
international level.

Ms. Awilo Ochieng Pernet, the outgoing Chairperson of Codex Alimentarius Commission in her keynote 
address commented, “The effective implementation of food safety and standards enable access of national 
products of regional and international markets. Putting food safety and national food rules on political 
agenda is the first step towards economic growth for Pakistan.” 

Mr. Bruno Olierhoek Managing Director and CEO Nestlé Pakistan Ltd and Vice President Overseas 
Investors Chamber of Commerce and Industry (OICCI) stressed, “Pakistan should have one National Food 
Council on federal level, responsible for making a National Food Standard for the whole country while all 
Provincial Food Authorities should be responsible for enforcing these standards. These standards must be 
harmonized with CODEX International Standards so that import and export can also be facilitated.” 

IMC Achieves Record Sales
The sales of Indus Motor Company for the 

quarter ended September 30, 2017 were 
15,354 units, which is an improvement com-
pared to figures of the same period last year 
which were 14,542 units. Production increased 
from 14,851 units in the same period last year 
to 14,971 units in this three month period. The 
company’s sales revenue increased to Rs 31.2 
billion, up 21% over Rs. 25.8 billion, with an 
after tax profit of Rs 3.6 billion, as compared to 
Rs 3 billion achieved during the quarter ended 
September 30, 2017. 

An interim cash dividend of Rs 30 per share 
was paid. The interim dividend paid for the 
same period last year was Rs 25 per share.

Mr. Ali Asghar Jamali, CEO Indus Motor 
Company, commenting on the occasion mentioned that demand for automobiles remained 
robust throughout the first quarter, stemming from the favourable macroeconomic indica-
tors, positive consumer sentiment and the availability of consumer credit.  Nationwide sales 
of locally assembled passenger cars (PCs) and light commercial vehicles (LCV) over the last 
three months increased by 27% to 60,469 units from 47,645 units sold in the first quarter of 
2016-2017. 

In spite of the three year age limit, there has been an increase in the import of used cars 
and they still continue to impede growth of the auto industry. In fact, this number has been 
the highest in history at 23,854 units against 12,424 units in the same period last year. A 
multi-billion rupee investment in plant capacity enhancement is underway which will yield 
increased production capacity as compared to previous years.

In August 2017, the company launched Toyota Corolla Big Minor Model Change with 
Best-in-Class safety and luxury features. 

A Brazilian mayor who ran her town 
through WhatsApp was taken into 

police custody for embezzling millions from 
its education budget. Lidiane Leite went on 
the run back in August 2015 when she was 
accused of taking the money from the town 
of Bom Jardim in Brazil’s north-west. The 
27-year-old directed local officials by using 
WhatsApp while she lived a life of luxury in 
Sao Luiz, the state capital of Maranhão. She 

handed herself over to authorities after 39 
days on the run. Following a two-and-a-half 
year legal battle, Leite was finally sentenced 
to 14 years and one month in prison fol-
lowed by six years of house arrest after she 
was found guilty of taking £4.5m from an 
education fund.  

Rule by 
WhatsApp 

NeWs Buzz

Ali Asghar Jamali, CEO Indus Motor
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NeWs Buzz

Dubai Tourism Hijacks European Airwaves 

To encourage Europeans to escape their gloomy winter, Dubai Tourism called 
upon five of the continent’s most famous weather presenters and meteo-

rologists to broadcast their regular shows from a slight change of location. 
 An apparent regular broadcast starts with the hosts bemoaning a dreary 

forecast of wind, rain and snow from what at first appears to be the UK, Russia, 
France, Germany or Italy. 

 The camera then pans out to reveal the presenters are actually broadcasting 
from a sunny Dubai beach, giving the audience a cheeky invitation to enjoy all 
the city’s attractions in temptingly beautiful weather. Made by Wunderman, the 
weather broadcasts are to appear on European television and radio stations. 

Yahoo, Mozilla Dispute
Yahoo and Mozilla are said to be in a legal battle. Yahoo and 

Mozilla have sued each other for violating an agreement be-
tween them. Around three years ago, Mozilla and Yahoo declared a 
partnership that decided Yahoo would be the default search engine 
on Firefox in the US. However, not long ago when Mozilla launched 
Firefox Quantum browser, it ended the partnership by making 
Google as its default browser. This resulted in Oath (Verizon), Ya-
hoo’s parent company, suing Mozilla for breaking the agreement.

According to Oath, Mozilla ‘terminated a long-term strategic 
agreement with Yahoo’ on November 10. 
Before filing the suit, Yahoo claimed that 
it ‘demanded that Mozilla take immediate 
steps to cure its breaches and rescind its 
termination notice’. The lawsuit demands 
unspecified money damages and inter-
est from Mozilla, according to reports. 

Renault will take some time before it rolls out its first model for 
the Pakistan market. 

However, Renault India MD and CEO, Sumit Sawhney, had some 
rather relevant points to make with regard to mar-
keting and brand building as they stand today. “I 
believe marketing today is more of a conversation 
than communication; we are in a changing world. 
I have been in the industry from an era where 
customers used to be in queue outside the 
dealer shop to get their car, by paying a premium, 
and today the customer is king,” he said.

Perhaps the same will start happening in 
Pakistan and the premium or ‘on’ money menace 
will be a thing of the past once Renault and other 
car manufacturers start offering their local-made 
models.  

Customer is King

PTCL has won the ‘EFP Award on Best 
HRM Practices 2017’ in recognition 

of its Best Human Resource Management 
practices. Syed Mazhar Hussain, Chief Hu-
man Resource Officer, PTCL, received the 
award from Margret Adamson, Australian 
High Commissioner, who was the chief 
guest at the event organized by the Em-
ployers’ Federation of Pakistan. 

Speaking on the occasion, Syed Mazhar 
Hussain, Chief said, “It is an honour for us 
to stand out from other organizations of 
the country to win this prestigious award 
on best HRM practices. We will continue to 
foster a progressive culture with challeng-
ing, innovative and flexible work environ-
ment, including a strong emphasis on 

gender equality to succeed and grow. PTCL 
believes in teamwork, continuous well-being 
of the employees and serving the nation.” 

He lauded the Employers’ Federation of 

Pakistan (EFP) and the International Labour 
Organization (ILO) for encouraging healthy 
competition amongst organizations through 
such awards.  

PTCL wins 
EFP Award

Syed Mazhar Hussain, CHRO, receiving the award on behalf of PTCL.
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‘The Foremost Issue
Relates to the Fragmentation

of Media.’

You have been in advertising for a long 
time now. How has the journey been?

It’s been an eventful journey for me. I am 
fortunate that under my late father Aziz Khan, 
who was one of the pioneers of advertising in 
Pakistan, I got to learn advertising from its very 
basics. That is why when he passed away, I 
was ready to take over and run the agency 
successfully because I knew the ropes and I 
had also been exposed to the clients so that I 
could service them with confidence.

I must of course say that from the time I 
came into this field to the present, advertising 
in Pakistan and, all over the world, has been 
through many ups and downs. Both I and 
my agency have been through these times, 
whether good or bad, and still managed to 
keep our heads above water. It’s been a great 
learning experience for me and for all those 
who have worked with me. It is a blessing 
of the Almighty that we have been given this 
chance to perform to our best abilities.

Is advertising in Pakistan the same as it 
used to be say twenty or thirty years back?

No, it’s not. A lot of water has passed under 
the bridge and the attitudes of both advertis-
ers and the media have changed. Now it is 
not the typical advertising agency that our 
earlier generations established or where we 
learned the craft. New media have come in 
and the ad spend has shifted towards these 
media. The audience’s habits have also 
changed and now people are not interested in 
reading as such.  They are more interested in 
watching and listening. So the electronic me-
dia take precedence over print media and that 
is where the advertisers spend their money 
because that gives them the desired results.

What are the major issues that you think 

advertising in Pakistan is confronted with?
There are so many. I think the foremost 

issue relates to the fragmentation of media. 
So many TV channels have come up that it 
becomes difficult to determine as to which 
channel would effectively reach the right audi-
ence or which the product is aimed at. This is 
also what leads to the constant drumming in 
of the same ad on a number of channels.

The TV channels work closely with the 
media houses and are able to indulge in the 
drumming in process because they are of-
fered huge cuts. This leaves the advertising 
agency nowhere.

Earlier the advertising budget used to 
be spent on print and radio and some on 
outdoor. Then came TV with all it audio-visual 
magic. TV commercials began to be made 
and they started giving better sales results. 
This led to more money being spent on TV 
commercials. While that trend has continued 
and a lot more money is spent on TV and 
radio and outdoor advertising has improved 
drastically with all those technical advance-
ments in panaflex printing, print has been left 
far behind. The situation is further changing 
with the advent of the social media though 
internet penetration in Pakistan still has a long 
way to go.

The emergence of separate media planning 
and buying houses has also damaged the ad-
vertising sector. These houses work for small 
profit margins which undercut the advertising 
agencies.

How do you see the agency-client relation-
ship developing now?

Clients have seen to it that the 15% com-
mission on the ad spend, which was the 
lifeblood of any advertising agency, is a thing 
of the past and faces a demise. They have 
also become more demanding now. In addi-

tion to the regular services that agencies give 
to them, they ask the agency to do things that 
are over and above accepted standard func-
tions. For example, we create presentations 
for them, conduct job interviews and even act 
as their employment agents. They also ask 
us to act as their PR agencies without being 
compensated for it. 

It also seems that the clients now consider 
themselves as being well-cognizant with the 
technicalities of advertising and the creative 
process. One client remarked that even his 
secretary could use photo shop so there was 
nothing great about it. Now they also like to 
throw in their bit about selection of media for 
their campaigns, creative concepts and copy. 

I would say those agencies that are not 
adapting themselves to the demands of the 
new media have been left behind. Clients 
have also become more savvy and more 
demanding. They have been lured into making 
substantial savings in their advertising budgets 
because media houses take away most of the 
15% that advertising agencies used to work 
with. On top of that, some media houses have 
also begun to offer creative services so the 
function of the ad agency has almost become 
null and void. The mushrooming of creative 
shops run by communication art graduates 
is also eating into the functions of advertising 
agencies.

So you would say that the agency busi-
ness is not lucrative anymore?

Yes, I would tend to agree with this to the 
extent that if any agency continues to insist on 
working in the traditional manner, it will go out 
of business very soon.

How do you see the emergence of the 
social media as an advertising medium?

Considering the fast pace with which the 
internet is penetrating into our lives, it had 

In an exclusive interview, Anis A. Khan, CEo,
 Manhattan Communications (Pvt) Ltd., talks to Slogan

Dialogue
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to come sooner than later. Moving further 
on from TV, people now depend on their 
computers and mobile phones for news and 
entertainment.  This is where the consumer 
must now read the advertising message as 
well.  Keeping up with developments regard-
ing the social media is important for people 
running advertising agencies. This is certainly 
a new medium and it must be used judiciously 
so that it can become effective as a mes-
sage tool. It has a lot of future potential and it 
depends on how it is employed. 

We have a separate digital department at 
our agency where we monitor whatever is 
happening on the social media front concern-
ing advertising and how different advertisers 
are employing social media to project their 
advertising message. We now also follow the 
practice of adding social media to the media 
mix that we recommend to our clients. I 
personally believe that this will become a very 
strong medium in the near future and we must 
be fully ready when that happens. It is very 
important that we select properly trained and 
qualified people to effectively utilize social me-
dia on behalf of our clients. It is also important 
that the agencies on the whole become more 
familiar with how this medium works and how 
it can be used with maximum efficacy for dif-
ferent clients.

You think the new generation that is com-
ing into advertising will take it to further 
new heights?

That is of course the logical thing for me 
to believe. However, the reality is a bit 
different. Not enough young peo-
ple are coming into advertising. 
Perhaps other professions 
are more attractive for them. 

Probably the young lot that does come into 
advertising comes for the glamour. I don’t find 
them dedicated enough. They don’t seem to 
be inclined towards learning the craft through 
hard work and would rather take short-cuts. 

A lot of people come to me for jobs but 
they do not have a clear-cut idea of what 
advertising really is. They are only taught 
advertising as a casual subject - as a part of 
their business studies or journalism curricu-
lum. I don’t know of anyone who has come 
to me with a local degree in advertising as a 
specialty. None of our institutions teach the 
subject of advertising. We have to make do 
with MBAs or commerce graduates in the 
client service department or people holding 
O and A-level qualifications and journalism 
degrees becoming copywriters or concept 
developers.

Agency owners complain a lot about not 
having new talent coming into the field. 
Don’t you think they are also responsible 

for this?
Yes, I completely agree with you. Many 

years ago, the leading advertising agencies 
should have gotten together to develop an 
advertising institute whose job it would be to 
take in people with a mental gift for advertis-
ing and then giving them schooling leading 
to certificates, diplomas and degrees in their 
chosen discipline in advertising. There would 
have been no dearth of teachers as well as 
there were so many senior people working 
for agencies who could have devoted time to 
teach the new entrants. It may be late in the 
day now but even then, an effort could be 
made to set up such an institution. This would 
benefit everyone – those young people who 
wish to make advertising their career, the ad 
agencies who need new blood and even the 
clients who keep on lamenting the paucity of 
fresh ideas.

What is the future of advertising?
Advertising worldwide is going through 

a sea change and the key word is ‘smart’. 
Very soon, everything will be driven by digital 

media. Integrated digital media will soon 
take over so it would be best for forward 
looking advertising agencies to make 
the most of the great opportunities 
ahead and go for digital transformation 
because that is where the future lies. 
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Evolving Social Media

New Media

The rise of social media in its begin-
ning was merely a nine days’ wonder 

for many businesses. Many well-known 
industry experts and veteran corpo-
rate gurus regarded the new internet 
phenomenon as something that vanishes 
more quickly than a vapour. 

Termed as a flash in the pan, some 

marketing mentors even went to the 
extent of calling its emergence a one-
night stand that would peter out the next 
morning. However, instead of ending up 
in another fifteen-minutes-of-fame story 
in the online world, social media rapidly 
emerged as the real marketing and ad-
vertising channel to be reckoned with. 

But that time it was mostly a crop of 
young entrepreneurs and new start-ups 
that seized the opportunity in the emerg-
ing media, which has today become 
a household name and is now being 
perceived as a grinding force that will 
soon render the offline media obsolete or 
something to that effect. 

Pakistan is among the top 10 econo-
mies in terms of its internet users and 
internet penetration in the country is es-
timated at 18 per cent. According to the 
International Telecommunications Union 
(ITU), there are more than 30 million in-
ternet users in the country, wherein some 

15 million users access the internet using 
their mobile phones. 

On social media, Pakistani companies 
enjoy a huge fan base comprising mil-
lions of people. According to the statis-
tics shared by the Pakistan Advertisers’ 
Society (PAS), over five million people in 
the country use Facebook on a regu-

lar basis 
to get updates about newly 

launched mobile phones, electronic ap-
pliances and gadgets and almost all food 
and beverage companies in Pakistan 
heavily invest in social media advertising. 
The telecom sector in the country has 
a fan base of over six million on social 
media, while the e-commerce sector is 
estimated at over $125 million, grow-
ing at a compound annual growth rate 
(CAGR) of over 98%. This suggests the 
e-commerce sector in Pakistan will ex-
ceed the $1 billion threshold in the next 
3 three years. 

Reaching the acme of communica-

tion digitisation, today’s lifestyle is ruled 
by such social media as Facebook, 
Instagram, Pinterest, Linkedin, Google+ 
and many others. According to a recent 
study by Econsultancy, a global commu-
nity of online marketers and e-commerce 
professionals, more than 70 per cent of 
multinational companies in the coming 
years will invest in social media more 
than the rest of the media. Since a major 
chunk of the target audience spends 
more time in the digital world, accord-
ing to the study, it has become vital for 
today’s companies of all sizes to reach 
new followers through the social media. 

As per a study carried out by Convince 
and Convert, America’s leading online 
marketing consultancy, about 22 per 
cent of people in the United States use 
social media websites many times a day. 
It is now the best medium through which 
companies can build their brands to 
reach their target audience more effec-
tively and more often. Since Pakistan is 
ranked as one of the fastest growing e-
commerce markets in the world, it has 
become more pertinent for companies 
to target the country’s social media 
population.

Interestingly, many social media 
platforms at their start were taken as a 
mere website. However, they emerged 
as a communication portal in a very short 
time, but the word ‘portal’ was soon 
considered as a wrong expression failing 
to truly describe a rapidly expanding 
world like social media, a global com-
munication hub. The word ‘platform’ was 
also used to reflect the true essence of 
such a huge global phenomenon. 

Considering the ever-expanding reach 
of the virtual wonder, now many fear the 
word ‘internet’ will be soon used to refer 
to social media, the world’s gateway to 
communication, information exchange 
and knowledge sharing.
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Business people often complain about 
the lack of new ideas. Though it has 

now become an overly discussed issue, 
today an organisation’s overall capability 
to introduce products and services based 
on a totally new idea or with uncommon 
features remain at the bare minimum. The 
dilemma is more relevant to the services 
sector where all emphasis is given to blindly 
following ‘me too’ business ideas as most 
investors neither have an effective idea up 
their sleeve nor a willingness to risk some-
thing new in the market. 

On the one hand, business leaders moan 
about the lack of ideas and regard it as 
quite a universal phenomenon that needs 
much attention. But on the other, they often 
fail to take notice of those ideas that come 
out of the blue during everyday activities 
and daily routines. This is also true for fields 
other than business.. In general, people are 
not mentally ready to spot a viable business 
idea or, in other words, they don’t have a 
‘prepared mind’ to perceive and recognise 
those ideas that appear all of a sudden but 
have potential to thrive if actualised into 
action. 

In daily life, one encounters scores of out-
of-the-box ideas and workable business 
solutions, but such moments of inspiration 
go in vain and one mostly end ups with 
nothing except the same alibi of being lost 
for ideas. 

For instance, every new business entrant 
wants to introduce products that could be 
‘sold like hot cakes,’ an expression that 
otherwise entails right keywords for a busi-
ness opportunist. The concept of selling 
hot and freshly baked cakes is as old as 
the history of baking but today only a few 
bakery outlets offer in-house oven-baked 
cakes to their customers. 

Some decades ago, many street vendors 
used to sell freshly-baked food items 
door-to-door, an old-age business that can 
be revived today with introduction of the 

‘Mobile Bakery.’ Similar to an ice-cream 
vending vehicle moving on streets, the 
bakery would offer standard quality, fresh 
bakery items at consumers’ doorsteps. This 
could also lead us to launch of a ‘Mobile 
Tandoor,’ or a wheeled oven-cart. A much-
needed convenience to accommodate a 
rapidly-changing urban lifestyle, the ‘Mobile 
Tandoor’ could be of much use, particularly 
in those areas hit by gas supply disruptions. 

One can derive business ideas from 
routine conversations and funny remarks 
and puns, delivered in jest or by mistake as 
they can make us think of a feasible busi-
ness idea. For example, in 1979 municipal 
elections were held in Karachi in which Haji 
Nannay Khan, a non-political, independent 
candidate, contested for the first time in 
Korangi. During his election campaign, 
when addressing a large gathering, he said, 
“I better realise the fact that there is no ma-
ternity home in this area. This is my promise 
that after being elected as a councillor I will 
set up not one, but two maternity hospitals 
in town– the first one for women and the 
second one for men.” 

Unfortunately, he was not given the 
required mandate to make it happen, but 
the idea for opening a ‘maternity home for 
men’ needs attention. This is because there 
is a definite possibility to derive an excep-
tional business idea from that rare piece of 
thought, which was innocently shared by 
Haji Nannay Khan. 

Today, many companies have started 
associating men with maternity in order to 
trigger a behavioural change in a society 
which doesn’t see the man playing any 
role in maternity care. However, thanks to 
the recent trend, a broad range of baby 
care and mother care products are being 
introduced with the sole intention to create 
and invest in a totally new consumer market 
comprising an emerging crop of male 
caregivers. 

‘Storm in a teacup,’ or ‘tempest in a 

teapot’ is a commonly used idiom, which 
could be turned into a real phenomenon 
by introducing ‘fizzy tea’ or ‘fizzy hot 
drinks’. Some pharmaceutical companies 
produce calcium effervescent tablets as a 
food supplement for people with calcium 
deficiency. Companies can utilise the same 
idea by making instantly-dissolvable, fizzy 
tablets offered with different flavours. The 
idea leads us to introduce a dissolvable 
‘Coffee Coin’ or a ‘Tea Tablet’ in place of an 
instant tea contained in a tea bag. 

By the same token, pharmaceutical com-
panies can introduce many other medicines 
in a tea bag, particularly those that are 
normally taken with hot water. Compared to 
conventional forms of oral drug administra-
tion (tablets, capsules, syrups, etc.), the 
‘medicine in a tea bag’ will become another 
way to take medicines with much ease and 
convenience. Joshanda, for instance, is 
a herbal tea and is commonly used as an 
alternative medicine to treat cold, cough 
and flu. If offered in a teabag, joshanda can 
be even more popular and could attract 
new consumers. 

A popular poetic expression, ‘selling 
a mirror to the blind’ is used in Urdu on 
numerous occasions. As the blind cannot 
see their image in the mirror, an interactive 
mirror, powered by artificial intelligence, 
could help the blind comb thei hair, make 
themselves up and do other chores easily. 
Even people with normal eyesight can 
make the most of such mirrors in numerous 
ways. 

In cricket it is often said that ‘catches 
win matches.’ The principle is also ap-
plied when devising a business idea. In a 
business organisation, one must act like a 
vigilant fielder on the ground, who always 
keeps an eye on the ball to grab it come 
what may. Once the ball hits the ground, 
one misses the catch and some times the 
team loses the match. Do you want to be a 
winner or a loser? The decision is yours.

Winners and Losers

Business Ideas
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A correct guess will win you 
a year’s FREE Subscription to 
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Free subscriptions will be 
offered to the first 10 correct 
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She is very popular 
and has appeared in 
a number of films in 
Pakistan and India. 
Her self-confidence is 
exemplary and she stays 
in the news because of 
the many scandals that 
follow her. 

Her English is also 
impeccable.

Who is she?
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Hareem Farooq

The Parchi Girl
Having come into focus because of her 

role in Parchi, Hareem Farooq, the 
dashing Pakistani film and television actress, 
began her career in the theatre, playing 
the lead role of Fatima Jinnah in Pawnay 
14 August and Kiran in Aangan Terha. She 
has appeared in such television plays as 
Mausam, Mere Humdum Mere Dost, Dusri 
Biwi and Diyar-e-Dil.

Hareem was the official spokesperson for 
L’Oréal Professional, Pakistan in 2017.

After proving her acting prowess through 
television, theatre and films, Hareem Farooq 
also ventured into film production with 
Reham Khan’s Janaan and subsequently 
Parchi.

Working on the production aspect of 
Janaan was tough for her but it was also fun 
and an exhilarating experience. She was re-
ally curious about finding out what happens 
behind the lens. It definitely gave her a new 
perspective on her profession.

Hareem describes herself as a fun-loving 
person but she is pretty laid-back and some-
times even lazy.

She belongs to a family of liberals who 
were never an obstacle for her when she 
choose acting as a career. Both her father 
and mother are doctors. They asked her to 
complete her studies first and then go into 

whatever profession she wanted to.
Hareem went to Karachi Grammar 

School and got her A-levels. Later she 
completed her graduation in sociology 
and journalism from the Quaid-e-Azam 
University in Islamabad.

Hareem Farooq made her film debut with 
the Pakistani horror film Siyaah, in which she 
played the character of a traumatized mother 
because her daughter had supernatural 
powers. Hareem played this role very well 
and it opened more doors for her in showbiz.

She has two sisters and brother. She con-
siders her parents a blessing for her. 

She appreciates all the people who 
have surrounded and sup¬ported her 
in her varied career. But she aims 
to achieve even more in life and is 
doing everything to make Paki-
stan an international con-
tender in the film-making 
sector. For her, cinema 
is a huge canvas which 
has a lot of impact and 
provokes change by 
creating new perspec-
tives.

Hareem is the one 
for experimentation so 
long as people stay 

true to them-
selves and 
their core 
values. 
She is all for 
experiments that boost self-confidence.

She is of the opinion that not only are 
Pakistani females in showbiz under the 
microscope but those in other countries 
too. She thinks this is because women 
are simply more prone to judgment 
for some reason. There’s little that can 
be done to force people in the other 
direction. All one can do is advocate for 
and defend those who are under such 
scrutiny and make an effort to provoke 
those who are judging into being more 

‘accepting’.
To her, the prerequisites for women to 

thrive, wherever they are in the world and 
whichever profession they are in, are to stick 
to their core beliefs. They need to work hard 
and have faith. Most importantly, they should 
respect others. If they follow this route, they 
will not just get by, they will thrive.

When she thinks of someone who has 
more than just a pretty face, it is Mahira 
Khan.

For 2018, she has a few things lined up 
but she won’t say what. 
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Masood Ahmed Barkati, a silent soldier, 
was the editor of ‘ Hamdard Naune-

haal ‘ since 1953. He passed away after a 
protracted illness on December 10 at the 
age of 87. Editing a magazine for children 
for 65 years without a single break is a 
unique distinction not only in Urdu but in 
any other language. Had he done this for 
an English language magazine for children, 
he would probably have won international 
acclaim.. 

An unassuming and humble soul, the late 
Barkati was a dedicated worker and never 
vyed to win any honours as he considered 
serving children a noble cause.

Even at the age of 87 he continued 
to edit the magazine and, just before his 
death, brought out a voluminous special 
annual issue of ‘ Hamdard Naunehaal ‘. It 
is no exaggeration to say that he educated 
and mentally reared generations of children. 
There are thousands who read Naunehaal 
and now have grown up and become 
successful professionals in all walks of life. 
Some have even become celebrities. 

Barkati not only made generations of 
children read useful, healthy, informative 
and educative material through his maga-
zine but nurtured and trained many a writer. 

There are many 
writers and journalists who would admit 
that they began writing after being inspired 
by Naunehaal. 

The late editor encouraged future writers, 
advised them and published their immature 
pieces after necessary corrections. He was 
in facta  guru to many of today’s successful 
writers. Had it not been for Barkati Sahib’s 
affectionate guidance, many would not 
have made it.

He, however, humbly said that he owed 
his success to Hakeem Muhammad Said, 
the moving spirit behind Naunehaal. He 
conceived the idea and offered Barkati 
Sahib the post in 1953 and kept on guid-
ing him till his death in 1998. Barkati Sahib 
was all praise also for Saadia Rashid, 
Hakeem Sahib’s daughter who now looks 
after the affairs of Hamdard. 

There is an oft-repeated quote in Urdu 
that says writing a good book for children 
is not child’s play. Masood Ahmed Barkati 
had been bringing out a good magazine 
for children for about six decades, a veri-
table record on its own.

The element of social reformation in 
Barkati’s stories grew stronger with the 
growing inner turmoil in the state. Pehli 

Baat, a column he penned regularly for 
his magazine, was all about life, patrio-
tism, nationalism and the importance of 
traditional moral values. His mission was to 
promote love and peace through Nauhe-
haal among the leaders of tomorrow. 

For people who loved reading books 
during their childhood, he was the super-
hero. He had been the right-hand man for 
Hakim Muhammad Saeed and together 
they carried out the mission of produc-
ing literature for children that would serve 
the supreme purpose of moral and social 
reformation. Every story, every poem 
and every editorial piece ever written by 
Barkati always ended with a lesson about 
how important is it to love your country 
and be proud of your cultural heritage. He 
dedicated 65 years of his life to Naunehaal 
as an editor and not once did he miss an 
edition!

He was the younger brother of Hakim 
Mehmood Ahmed Barkati, a researcher 
and scholar. He is survived by three 
daughters and a son. People recalled 
Barkati sahib’s work as a gift of their child-
hood. 

– K.A
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Around the Hospital
To lie restlessly on a broken bench in a 

hospital lobby and that too on a freezing 
cold night of January seems to be a depress-
ing story. However, in this part of the world 
this tends to be quite a routine sight, particu-
larly in a hospital setting where a patient’s 
family members, relatives or caregivers live in 
or hang around the hospital until their patient 
is discharged. 

Being a patient’s attendant for a brief or a 
longer period is no doubt a unique experi-
ence. But it becomes more interesting when 
one is supposed to hang around a gynaeco-
logical ward for some days to take care of 
one’s wife undergoing a caesarean section 
operation. Definitely, being a male attendant 
in a gynae ward can never be a fun-filled 
experience in a society like ours where a male 
figure is not supposed to be seen around the 
labour room.

Nevertheless, in a private room reserved for 
a single patient, a male attendant happens to 
be the poor guy, who should ready at all times 
to obediently leave the room whenever a doc-
tor is on a regular visit, or as soon as a female 
nurse enters the room carrying morning pills 
or even when the housekeeping or cleaning 
staff knocks the door to clean the room. “What 
is this man doing here? Don’t you see it’s a 
female ward? The doctor is around, so please 
leave the room for at least half an hour.” Such 
words of instructions make one realise that 
gender discrimination is alive and kicking. 

There many many emotional moments 
too and this often happens when the doctor 
warns the patient’s attendant about unfore-
seen emergencies or incidents that may take 
place during or after the surgery. During such 
a ‘filmy scene,’ one is left with no option, but 
to plead like a beggar to the medical staff for 
the well-being of both the mother and the 

newborn no matter how much it costs. 
Anxiously walking in the hospital corridor 

in the hope of good news, what else can 
one do other than pray. During such critical 
wait-and-see moments, one shouldn’t mind 
if one is called by the accounts department 
to make a certain payment in advance, or a 
nurse brings a prescription slip to get some 
medicines urgently. In the given scenario, a 
well-resourced and a ready-to-act ‘yes man’ 
is all that is needed to serve the purpose. 

In the meantime, someone comes out from 
the labour room to share the good news, say-
ing, ‘You have been blessed with a beautiful 
son.’ However, before one dares shout hur-
ray, one is asked to pay some more, as the 
newborn needs to stay in the incubator for at 
least a couple of days. Then, for the next few 
days, one is supposed to keep moving from 
the maternity ward to the special care baby 
unit and welcome those relatives and in-laws 
who are coming to the hospital in droves to 
congratulate the arrival of the new baby. 

Making the most, the ailing wife suddenly 
realizes it is the best opportunity to drain the 
remaining blood out of her husband. She now 
decides to keep her beloved hubby occupied 
and busy doing chores like cleaning the table, 
straightening out the bedsheet, heating up 
chicken soup sip after sip, or turning off the 
light to make her sleep well. Serving a cup of 
tea to adjusting the bed height, one finds a 
number of ways to act like a real gentleman. 
However, the tale of papa’s day out is not yet 
over, since children, during their mother’s ab-
sence, never like the food prepared by others. 
Making a cheese omelette to adding sugar in 
the milk, a man’s culinary efforts are always 
taken for granted at home. 

And for kids staying home, the strange 
absence of both father and mother is totally 

unacceptable and the father must be pre-
pared to face a barrage of questions from 
the young protesters. Normally what children 
perceive is that both mama and papa have 
gone for a picnic at the amusement park, 
leaving the kids behind quite mercilessly. 
However, despite such paternal blues, this is 
the time when one must appreciate the role 
played by one’s relatives and in-laws doing 
caring for the kids in their parents’ absence.

Since the maternity ward of a hospital is a 
no-go area for the male species, one needs 
to find some space to sleep way outside the 
restricted zone. However, when you enter 
the hospital lobby, you comes across many 
other attendants occupying the available 
space. You also find scores of homeless 
people in the hospital in search of a resting 
place for the night. 

Consisting of men, women and children, 
these poor ‘bench encroachers’ seem to be 
quite experienced and professional, as they 
bring with them such sleep accessories as 
pillows, quilt, blanket, etc. On the first night, 
I started feeling envious when I saw all the 
people in the lobby sleeping like a log. On 
the other hand, I was trembling with cold 
despite wearing a leather jacket, cursing my 
poor management skills, particularly in such 
inevitable situations. 

Learning the much-needed lesson, the 
next night was quite different as I also 
brought with me a set of pillows, a blanket 
and even a muffler to survive in a terribly 
freezing night. Initially, I exhibited much 
hesitation in lying on the hospital floor like a 
habitual nomad. But finally I decided to join 
the party as the rest of the people sleeping 
helplessly in the lobby were not lesser than 
me by any standards.   

– Faizan Usmani

There are many ways to act like a true gentleman when serving as an attendant in a gynae ward.

Humour
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Launch

By Faisal Siddiqi

While growing up and playing cricket, 
one came across the phrase, ‘It’s 

not cricket’ which basically referred to 
unsportsmanlike behaviour either in sports 
or life in general and related to fairness in 
conduct or approach.

Another phrase, which related to the 
sport was, ‘A gentleman’s game’ which 
referred to the time when the English aris-
tocrats started playing cricket and decreed 
that the game would be played in ‘a gentle-
manly manner,’ which meant no sledging, 
cheating, aggressive bowling, etc

Therefore, it sounded intriguing when a 
former chairman of the Pakistan Cricket 
Board launched his book, titled, “Not a 
Gentleman’s Game”.

Cricket enthusiasts would definitely be 
intrigued why Mr. Arif Ali Khan Abbasi, 

who served as CEO (1995-96) of the PCB 
(formerly BCCP) and remained on its board 
for 18 years, chose to name his book, “Not 
a Gentleman’s Game.” Is it because he has 
been fed up with the game or the gover-
nance of the game in this country? Does 
he think that the game is not being played 
or governed by gentlemen? Does the book 
carry some murky details about the way the 
game is being played in the country?

The book was launched at the Mohatta 
Palace in presence of some very prominent 
cricketers and sportsmen who brought 
glory to the country. Former Pakistan cap-
tains Intikhab Alam, Younus Khan, Aamir 
Sohail, Moin Khan and Saleem Malik were 

present to lend colour to the event. 
Other prominent cricketers who graced 

the occasion were Mohsin Khan, Naseemul 
Ghani, Shoaib Mohammad, and Danish 
Kaneria. Former hockey Olympians Samiul-
lah and Hanif Khan along with squash hero 
Jahangir Khan were also there.

The presence of former captain Saleem 

Malik did raise eyebrows as he was found 
involved in match fixing and ended his 
cricket career in disgrace, having been giv-
en a life ban as a result of Justice Qayyum’s 
enquiry report in May 2000. However, his 
presence was welcome as Arif Ali Khan Ab-
basi had played a leading role in conducting 
an inquiry to unearth the truth about the 
bribery scandal that had rocked Pakistan 
cricket in 1994-95 involving Saleem Malik 
and some Australian cricketers. 

The event was made lively due to the 
presence of Anwar Maqsood who en-
thralled the audience in his very own style of 
satire and tongue-in-cheek comments. 

Although the event cannot be described 
as a tame affair, it was felt that the presence 
of legendary batsman and captain Javed 
Miandad and Zaheer Abbas (who became 
the third cricketer to hold the post of the 
ICC President) would give a lot of weight to 
the launch event.

Although Mr. Abbasi has been a great 
marketer and can be considered a great 
strategist, he could have used his con-
nections across the border and invited his 
cousin’s wife – Sharmila Tagore, married 
to Nawab of Pataudi – to be one of the 
speakers at the event. This would have 
added a sub-continental touch to the pro-
ceedings and definitely would have been a 
catalyst for prominent media coverage of 
the event.

As the title suggests, Arif Ali Khan Ab-
basi minced no words in criticizing interfer-
ence in the running of the game and came 
down hard on ad-hocism that is a bane 
for the progress of cricket in Pakistan. He 
considers meddling in cricketing affairs as 
the mother of all ills that afflict this gentle-
man’s game.

Howzat!
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Launch

Khaadi has opened an outlet in Faisalabad 
at Gateway Tower, Satiana Road On this 

occasion, Khaadi also introduced its second 
unstitched winter collection called “Winter 
Tales”.

Says Shamoon Sultan, owner, CEO and 
chief designer: “We want to become a national 
brand; we don’t want to be an elitist brand.”

Khaadi has a sustained commitment to 

providing an innovative retail experience. 
The Faisalabad store features Khaadi’s 
signature layout. It offers pret, unstitched, 
home and children’s product lines.

Khaadi is one of the very few Pakistani 
fashion retail brands to successfully 
establish a global footprint with stores in 
the United Arab Emirates, the United Kingdom 
and Qatar.

Askari Bank, in collaboration with KEENU (Wemsol Private 
Limited) has launched a Real Time Reward Points Redemp-

tion facility for its credit card holders. Customers can now redeem 
their reward points instantly from those retail outlets nationwide 
where KEENU POS machines are installed. 

According to Syed M. Husaini, President & CEO, Askari Bank, 
Askari Bank endeavours to provide innovative financial products 
and services to facilitate its customers.

“This loyalty program is another step towards enhancing 
customer experience through technology oriented solutions,” he 
says.

 Syed Ejaz Hassan, CEO KEENU, adds: “We are pleased to 
collaborate with Askari Bank in offering this facility and providing 
its credit card holders access to top retail brands, with KEENU’s 
nationwide outreach.”

Khaadi in Faisalabad

Askari Bank Offers
Reward Points 



32 SLOGAN January 2018

Reviews

“A Thousand Cups of Tea” by 
Jurgen Wasim Frembgen deals 

with the culture of tea drinking in Paki-
stan and the Muslim world. The richly 
illustrated cover of the book depicts a 
man pouring a cup of tea with samovars 
and teapots on shelves. Jurgen, due to 
his ethnographic fieldwork, has a long 
personal familiarity with Pakistan and 
India. A closer look reveals that tea is 
considered as a form of relaxation and 
stimulation by most of its consumers. 
The tea break is very much common in 
Pakistan.

Jurgen also emphasises on the 
culture of preparing tea which is often 
made in a large samovar in teahouses in 
the Middle East and in small samovars 
in wealthy homes. Tea at the teahouses 
is mostly served with a saucer so that 
the person having the tea can feel the 
journey of the tea from brewing in the 
teapot to being on the saucer. The 
teahouses in Pakistan and other Muslim 
countries give the feeling of a perfect 
teahouse with different illustrations on 
the walls and some very historic kitchen 
interiors which present a whole imagry 
of such semi-public spaces.

The ethnographer not only presents 
his observations but also tells about the 
encounters he had with various ordinary 
people like taxi drivers and with profes-
sional men and women. He maked the 
readers understand that having tea is 
mostly considered as a means of social 
gathering where people prefer taking 
tea from small cups while chatting. Tea 
drinking is also bound with the old oral 
culture of sayings and local stories, 
which Jurgen has collected.

The author is conscious of spatial 
dimensions as he describes famous 
teahouses as public and political 
spaces. Tea can be socially divided into 
areas of tea drinking with milk and tea 
drinking without milk. For a man’s world, 
the teahouse is (or was) a space of 
gathering outside the family home while 
women and their collective cultures of 
drinking tea were confined to the home 
or places closer to home. The traditional 
environment where tea was prepared 
in a samovar with spices and milk has 
started to vanish both in Pakistan and 
India. 

Published by Oxford University Press, 
A Thousand Cups of Tea is a contribu-

tion to the everyday culture of having tea 
as it means contentment and well-being 
and provifdes calmn and serenity. Read-
ing the book is certainly worthwhile in 
order to gain an insight into the ritual as 
a highly social and cultivated practice 
in the Middle East. The book presents 
Jurgen as a sensitive spectator with 
empathy for the culture that he conveys 
to his readers.

The chief curator of the Oriental De-
partment at the Museum of Ethnology in 
Munich and a lecturer in Islamic Studies 
at the University of Erlangen-Nuernberg, 
Jurgen has been teaching anthropology 
and conducting annual ethnographic 
field campaigns in Pakistan since 1981.  
With mostly contributing to material 
culture, Sufism and the Muslim world, 
he has more than 130 English and Ger-
man publications to his credit and was 
also awarded Tamgha-e-Imtiaz in 2011 
for his impressive work in science and 
literature.  

- Syeda Areeba Rasheed

It is obvious that the importance of 
calendars (wall and desk) is gradu-

ally dimnishing. No organization puts a 
great deal of thought in it anymore. In 
fact, they are more concerned about 
timely delivery of their calendars to 
stakeholders. 
The 2018 Soneri Bank calendar infuses 
freshness into this time-

worn activity. 
The Bank has 
come up with 

a concept that may be obsolete for 
some but it is a fact that for a very long 
time, the postal services were the only 
means of communication between 
people. Letter-writing was important for 
personal communication and it is the 
nostalgia of this form of communication 
that has been recalled in the Soneri 
Bank calendar. 
The idea presents a trip down memory 
lane. Writing letters was akin to an art 
form then. Soneri Bank found old Paki-

stani stamps for each page.  
It added a letter – written to 
a family member – to add 
more interest to the concept. 
The letters are emotional and 
written in chaste Urdu that 
has now become a part of 

literature. 
It is unfortunate that the theme of the 
calendar would appeal to very senior 
people only and would be dismissed 
by those belonging to the middle or 
young age brackets. It would be ‘bor-
ing’ and uninteresting for the latter as it 
is presented in a classic, old manu-
script style and does not offer ‘oomph’.
This is the age of the internet and 
nobody writes letters anymore. Even 
then, it is perhaps healthy for the 
mind, especially for the senior lot, to 
remember those days when the postal 
letter was a cherished link with the 
loved ones. 
Soneri Bank certainly deserves com-
mendation for being so thoughtful.   

- Sumair Aftab
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Down Nostalgia Lane
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There  was a wave of laughter at 
the Arts Council in Karachi when 

the Nida Butt play The 39 Steps was 
presented from November 24 to 
December 9. The 39 Steps was Patrick 
Barlow’s adaptation of the Alfred Hitch-
cock film based on fast-paced comic 
antics.

The play featured Faraz Lodhi, Zee-
shan Shah, Ali Hashmi and Sanam 
Saeed, These four actors played 
almost 50 characters. The couldn’t 
possibly change their faces for the 
different characters so they mostly 
relied on body language, speech and 
other mannerisms to represent the dif-
ferent characters.

Nida Butt plays normally have a lot of 
colour and glamour but The 39 Steps is 

a different experience altogether owing 
to its minimal settings and more focus 
on acting. The play is definitely an 
inspiration to aspiring young directors 
who could also start with the basics.  

The TV commercials sector in Paki-
stan appears to be improving. LU 

Bakeri’s new TVC featuring Irfan Khan, 
an Indian actor, has been the talk of the 
town. LU Bakeri has made the commer-
cial for their brand ‘Nan Khatai’.

The advertisement attracts the atten-
tion of the audience instantly because 
of its good graphics, visualization and, 
of course, the Indian actor. The ad tells 
Irfan Khan’s tale of his journey from 
the Qutub Minar (in Delhi) to the Minar 
e Pakistan (in Lahore) in search of the 
story behind the original and authentic 
taste of nan khatai. In fact this is the 
journey of the delicacy nan khatai.

Irfan Khan has an elegant style of 
lines delivery in a powerful voice, which 
is the underlying spirit of the TVC. The 
commercial has a traditional feel as 
it features some historic locations of 
Lahore, and the conventional Lahori 
culture which blends perfectly with the 
theme of nan khatai.

The TVC has been filmed compe-
tently and edited with understanding, 
representing the arduous work of the 

creative team. The message has impact 
and presents the product as a part of 
the subcontinent’s cultural heritage. The 
use of an Indian actor perhaps creates a 
new bond between India and Pakistan. 
If the Indian advertising industry can 
make a similar gesture by featuring a 
Pakistani actor to sell an Indian brand, 
the bond could be further strengthened.

The commercial succeeds in deliver-
ing the original essence of nan 
khatai. The thought be-
hind the idea is sound and 
creates a visual delight 
which has a strong recall. 
Irfan Khan is portrayed as 
part of the script. His utter-
ance of the line “Mein hoon 
khasta mazey ka khoji, 
riwayaton ka nighebaan, 
Irfan” which adds to nan 
khatai’s authenticity.

Mazhar Raza, the Executive Creative 
Director at Spectrum says that the con-
cept is very simple in nature as it traces 
the origin of Nankhatai. Irrfan Khan was 
found suitable for the part. He travels 

across the 
border and visits Lahore in search of 
the authentic and consistent taste of 
the delicacy. The storyline is the unsung 
journey of Nankhatai from the Qutub 
Minar to Minar-e-Pakistan.  

- Fareeha Khan
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An Icon Rewarded

The Joy of Shakespeare

The Pakistani community in the UAE pre-
sented a “Life Time Achievement” award 

to orator and theatre artiste, Zia Mohyed-
din for his enormous contribution towards 
literature, art and theatre. 

More than 400 people from both Pakistani 
and Indian communities attended the event 
where Zia  Mohyeddin read essays from 
Urdu and English classics in his own legend-
ary style. He was accompanied by Ustaad 
Nafees Ahmed Khan, who played the sitar in 
the background during the reading perfor-
mance. 

The Ambassador of Pakistan to the UAE, 
Moazzam Ahmed Khan presented the 
award to Zia Mohyeddin. Consul General of 
Pakistan, Syed Jawaid Hasan, along with 
community representatives from Pakistan 
Association Dubai, Pakistan Professional 
Wing and Pakistan Business Council were 

also present. 
“We were delighted to support and attend 

the Lifetime Achievement Award in ap-
preciation of the icon, Zia Mohyeddin and 
to learn of his accomplishments spreading 
over almost 60 years. He kept hundreds of 
people spellbound as he read the prose and 
poetry,” said Irfan Malik, Chairman, Pakistan 
Professional Wing. 

“Zia Mohyeddin is the pride of our country. 
The octogenarian artiste has contributed in 
various forms towards arts and literature of 
Pakistan; he indeed deserved this gracious 
moment,” said Rizwan Fancy from Pakistan 
Association, Dubai.

Indian community member, Kamran 
Ziauddin, said that Urdu is a mutual love of 
Indians and Pakistanis and it was a great 
honour to be a part of this evening. 

“It was a mesmerizing lifetime experience 

to listen to the legend 
Zia Mohyeddin’ live... the 
eloquence in his speech 
and diction, the depth of 
his voice, the breaks and 

pauses and, above all, the choice of script 
were all to perfection.” 

Poetic Strokes and Ambika Vohra who 
organized the evening, felt that the love for 
Zia Mohyeddin was overwhelming. 

“Presenting an artiste to an audience is 
a huge responsibility. The part I enjoy the 
most when I bring any artiste, is the research 
I do to know more about them. This time 
the onus was much bigger but so was the 
reward in terms of enjoyment as I continued 
learning more about Zia Mohyeddin,”  said 
Ayesha Imtiaz, one of the two organizers and 
the founder of Poetic Strokes.

“It was an honour and delight to host such 
an eminent personality and acknowledged 
doyen of the performing arts. I am sure many 
like me were looking forward to his revisit,” 
said Ambika Vohra.  

Literature admirers came together under 
one roof at NAPA on November 10, 11 

and 12 to discover “Why is Shakespeare 
Shakespeare”. Zia Mohyeddin,the presenter 
set the tone by emphasizing on the plays 
written by Shakespeare.

Zia’s narration of portions of such Shake-
spearean plays as Hamlet, Othello and 

Richard III, etc. projected anguish, jealousy 
and melancholy.

There were times when people pushed 
Shakespeare back to lessen his importance 
but that obviously did not happen as his 
uniqueness lies in his artlessness. Zia’s 
explanation of the well-known balcony 
scene in Romeo & Juliet mesmerized the 

audience. Hamlet is a masterpiece of all 
masterpieces and Zia read three soliloquies 
from the drama, the last one being ‘To be or 
not to be’ explaining that there’s a Hamlet 
in all of us as we are also at war with our-
selves just like Hamlet was.  

Zia Mohyeddin



35SLOGAN January 2018

More than 1,000 graduates in business 
management and allied disciplines 

were given degrees at the 20th Convoca-
tion of the Institute of Business Manage-
ment (IoBM). Muhammad Zubair, Governor 
of Sindh was the Chief Guest while Khalid 
Nawaz Awan, Chairman, TCS was the key-
note speaker on the occasion.

The Sindh Governor highlighted education 
as a process that must be nurtured among 
students. He said they should be able to 
undertake wise decision-making and carry 
out prudent reasoning to develop their per-
sonalities and character and become noble 
and gentle professionals who have sound 
knowledge of their respective fields.  He 
shared with the graduates the importance of 
positive thinking and healthy competition to 
survive in the highly-competitive corporate 
world. He hoped that the graduating class 
of 2017, amid the learning it acquired from 
IoBM, will also comprehend the importance 
of managing time, prioritizing tasks and 
multitasking as positive and result-oriented 
professionals. 

Addressing the graduates in his keynote 
speech, Khalid Nawaz Awan, Chairman, 
TCS, , said: 

“You are stepping into a world which per-
haps we couldn’t have even imagined. We 
have seen much happening today but you 
will see more in the next five to ten years. We 
are living in a world of artificial intelligence. It 
is going to be a world of robotics and drones 
and driverless cars. All this will impact and 
shape our lives in more ways than you can 
imagine. You must prepare your minds to 
adapt and harness these great tools that you 
will have at your command.”

Talib Karim, President, Institute of Busi-
ness Management, said to the graduates: 
“We have instilled in you at least three core 
values - the will to pursue larger purposes in 
life, the commitment to nurture the spirit of 
lifelong learning, and the resolve not to mea-
sure success in terms of wealth or status 
alone. These are the underpinnings you will 
need in your personality, as you go forward.”

Mr. Bashir Janmohammad, IoBM Chan-

cellor said IoBM was a dream-come-true 
reality of its Founder President, the late 
Shahjehan Syed Karim, who envisioned an 
institution to impart best education and gave 
his heart and soul in building IoBM’s reputa-
tion echoing with eminence at the national 
and international levels.”

Degrees were conferred in Advertising and 

Media Management, Actuarial Science, Risk 
Management, Health and Hospital Manage-
ment, Industrial Management, Environment 
and Energy Management, Electrical Engi-
neering, Electronics and Telecommunication 
Engineering, Logistics and Supply Chain 
Management, Information Technology, HRM, 
Economics, Finance, Accounts, Manage-
ment, Marketing, Business Communication 
and other fields.

Gold medals were earned by Sameen 
Ahmed, BBA (Honors), Janmohammad 

Dawood Gold Medal; Iffraah Rehman, BS 
(Computer Science), Imam Ali Kazi Memo-
rial Gold Medal; Hafiza Huma Ameen, MBA 
(Evening), Standard Chartered Bank Gold 

Medal; Sarah Yousuf, MBA (L and SCM), 
Tabba Foundation Gold Medal; Mushkbar 
Arshad, MBA (Regular), Shan Foods Gold 
Medal; Simran, BBA (Honors), Halima Fatima 
Memorial Gold Medal; Abdul Khaliq, BS 
(Joint Honors), Westbury Group of Com-
panies; Bisma Imtiaz, MBA (H and HM), 
Shahjehan Syed Karim Gold Medal; Komal 
Bai, MBA (Regular), S. H. Hashmi Memo-
rial Gold Medal; and Hasnain Mohammadi, 
MBA (Weekend), Dr. Essa’s Laboratory Gold 
Medal.  

Events

Professional Education
Leads to Change

(From left): Sindh Governor Muhammad Zubair, 
TCS Chairman, Khalid Awan and Talib Karim. 
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Cyberbullying is a form of bullying using 
computers, cell phones and other 

electronic devices to victimize a person 
by sending messages of harassment or a 
threatening or intimidating nature. This has 
increased with the advent of chat rooms, 
instant messaging, text messaging,  e-mails 
and other mobile technologies and internet 
services. Cyberbullying aims at harming 
the reputation of others Besides having 
other nefarious aims. No one can tell how 
the person being bullied will handle or take 
what is being said to him or about him. It 
is a great threat to children especially who 
online. The impact of cyberbullying is such 
that many incidents have occurred where 
things have led to individuals committing 
suicide. 

Today, young people are very much into 
technology and their lives revolve around 
it. Social media networking is what most 
youth live by. This adds a lot of serious 
concern for most parents e. Although the 
use of social media has greatly eased 
things, but with the good there has to be 
bad. Cyberbullying is a growing issue faced 
by many individuals in many forms. Some 
studies have also shown that one-third 
of the students have faced some form of 
cyberbullying in their life and that is a high 
amount. While it is so hard to imagine any 
good coming from something so hurtful, 
there are some pros to go with the cons.

Although an attack on the personal traits 
of an individual, such as on their weight, ap-
pearance, voice or values, demoralises the 
confidence of the person, the main benefit 

of cyberbullying is that an individual, espe-
cially children, can stand up and fight for 
their own rights. This improves the courage 
and struggle of the person and they might 
realise that no one in this world can make 
them feel down. Children who are cyberbul-
lied are more empowered to stand up for 
themselves because they are in the comfort 
of their home.

A huge advantage is that whatever you 
have gone through is in writing. Social 
media, texts and emails are all in written 
form and we all know that once a message 
has been sent it cannot be taken back. 
This gives the victim the hard and undeni-
able proof of the harassment that has taken 
place. The person who is bullying can also 
be traced through the IP address so that 
laws can be enforced. It can tremendously 
help parents and schools in finding who the 
problem students are. All the harassment 
that takes place in the school or is done 
by a person belonging to the school is the 
prime responsibility of the school so they 
must trace all the conversations that could 
be considered harassment and they must 
visit all websites.Through this, the authori-
ties will be at an advantage.

Businesses also take advantage of cyber-
bullying. Previously, dissatisfied customers 
would simply stop using a product if they 
were no longer happy with the quality of the 
product. They never voiced their opinions 
as to why they had stopped using the prod-
uct due to which the businesses were left 
unaware of what their customers really felt. 
But through cyberbullying, companies can 

easily identify the demerits of their products 
and take necessary action.

Although the information posted by 
cyberbullies is really saddening, it would be 
a bit weird to say that many parents dis-
over important information regarding their 
child’s activities through cyberbullying. For 
example, a father once discovered that his 
daughter was a drug user after reading the 
information posted by a cyber bully. He was 
then able to take the girl to a drug rehabili-
tation centre. A mother also found the same 
information about her son after seeing the 
post by a cyber bully.

As compared to other kinds of bullying, 
cyberbullying is very much organised as on-
line forums mostly have people who specia-
lise in probing the backgrounds of potential 
victims. Such information causes a lot of 
harm, either to a company or an individual. 
The people bullying feel very courageous 
when mocking someone from behind a 
computer. They use their anonymity to hide 
from the victim (especially children), their 
parents, school officials, law enforcement 
authorities and online complaint services. 
Such people show a lack of confidence by 
hiding themselves and hence develop an 
inflated ego.

According to a study, the older a teen-
ager gets the more technologically sophis-
ticated and clever he becomes in hiding his 
identity or intention. In any community, the 
young generation is very much aware of the 
black marks on their educational records 
and develop underhanded ways to avoid 
detection or blame for their  mean acts.

Advantages of 
Cyber Bullying

Rebel’s Diary
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According to a study titled Fast Food 
Facts, “children continued to see three 

to five fast food ads on TV every day.” 
Besides television, fast food industries are 
now actively advertising on social media, 
taking advantage of the children’s habit of 
playing online. A report by the British Heart 
Foundation (BHF) and the Children’s Food 
Campaign (CFC) reported that “children 

continue to be swamped with commercial 
messages with one purpose: to persuade 
them to consume unhealthy products.”  

The food and beverage industry view 
children as a major market force. As a 
result, children are now the target of intense 
and specialized food marketing and adver-
tising efforts. Food marketers are interested 
in children as consumers because of their 
growing influence on their parents with 
regard to their eating habits. Though in 
most families in Pakistan, women still have 
primary responsibility for domestic chores, 
working women with less time for cooking 
special items for the children are left with 
no choice except to depend on fast food.  
These food marketing channels include 

television advertising, in-school marketing, 
product placements, kids clubs, Internet, 
toys and products with brand logos and 
children-targeted promotions. 

Doctors are not at all happy with this 
trend as they believe food commercials on 
TV disproportionately stimulate the brains 
of overweight teenagers, suggesting they 
mentally adopt unhealthy eating habits. 

They keep warning the parents about 
the negative impact of food advertising 
on children for the unhealthy habits are 
likely to cause problems in the near future 
for the kids. Parents, therefore, need to 
monitor the change in the eating habits 
of their children. Over the past 10 years, 
children have increasingly been targeted 
with intensive and aggressive forms of food 
marketing and advertising practices through 
a range of channels. The manufacturers of 
food products such as chocolates, candies, 
biscuits, ice ccreams, chewing gums and 
a large variety of fast food --- all unhealthy 
items ---  are leading buyers of  air time and 
advertising space on television and radio, 
in newspapers and magazines and on 

billboards.
Parents believe that the most influenc-

ing factor on children’s health are television 
advertisements. There is a general concern 
of parents that television advertising has 
negative influence intended or unintended 
on children’s health. Catchy advertising in-
duces children to buy those food products 
that are considered by the doctors to be a 

major contributing factor towards children 
being overweight and obese. Results reveal 
that in Pakistan, according to a study, 
amongst 1860 children aged between 5 
and 12 years, 17 per cent were overweight 
and 7.5 per cent were obese. 

These are alarming signs for this country 
where the children’s population faces the 
dual challenges of low birth weight and 
obesity among. Though it is not clear how 
much money is spent on food advertising 
specifically directed at children, but a fairly a 
big chunk of food related ads are children-
oriented. A huge sum is also being spent on 
packaging especially designed for children. 
A number of international fast food chains 
also offer toys with “happy Meal’ or ‘Mighty 

Impact of Food 
Advertising on Children
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Kid Meal’. The heavy market-
ing directed towards children 
appears to be driven largely 
by the desire to develop and 
build brand awareness and 
recognition, brand preference 
and brand loyalty. Marketers 
know that toddlers and pre-
school children have consider-
able purchase influence and 
can successfully negotiate 
purchases through what mar-
keters term the “nag factor” or 
“pester power.” 

Numerous studies have 
revealed that young children 
have no understanding of the 
swaying intent of advertising. 
Prior to age 7 or 8, children 
have a tendency to view 
advertising as fun, entertaining 
and unbiased information. An 
understanding of advertising content and 
intent usually develops by the time children 
reache the age of 8 and children less than 
8 are viewed by many child development 
researchers as vulnerable to misleading 
advertising. The intense marketing of high 
fat, high sugar foods to this age group is 
termed as exploitative because children 
do not understand that commercials are 
designed to sell products and they do not 
possess the cognitive ability to comprehend 
or evaluate the advertising. Multiple chan-
nels are used to induce children to a par-
ticular brand or taste and techniques used 
include television advertising, in-school 
marketing, product placements, kids clubs, 
the Internet, toys, products with bright 
logos and youth-targeted promotions, such 
as cross-selling and tie-ins. 

Every parent consciously and keenly 
observes the health of their children in all 
societies. But parents are more attached 
with their children in Pakistani 
society. All parents like to 
provide good food to their 
children for their health and 
give proper educa-
tion for making 
them good 
citizens. 

Both parents work because they want to 
improve their living standards. Sometimes 
parents overlook children’s activities i.e. 
what and when they eat? When and how 
they watch television? Why they become 
obese and idle? 

Health experts have linked excessive 
watching of television to obesity – a signifi-
cant health problem today. While watching 
television, children are also bombarded with 
advertising messages that encourage them 
to buy and eat unhealthy foods such as 
potato chips, burgers, pastries, chocolates, 
candies, etc. Indirectly advertising leaves 
a large affect on children’s health. Even if 
children are watching 4 hours of quality 
educational programs on television in a day, 
that means they are not exercising, reading, 
socializing or spending time outside. But 
some studies have shown that decreas-
ing the amount of television watching by 
children leads to less weight gain and lower 
body mass index increase and make them 
idle that is not better for their health

An international comparative 
survey of television advertising 

aimed at children was recently 
conducted by Consumers Internation-

al, a non-profit organization consisting 

of a federation of consumer 
organizations. Television ad-
vertisements were monitored 
during approximately 20 hours 
of children’s programming in 
13 countries during a 3-month 
period in 1996. The 13 coun-
tries included Australia, Austria, 
Belgium, Denmark, Finland, 
France, Germany, Greece, the 
Netherlands, Norway, Sweden, 
United Kingdom and the USA. 
The findings showed that Aus-
tralia, US and UK had the most 
food advertisements, between 
10 and 12 an hour, or about 
200 in a 20 hour period. This 
was twice as many advertise-
ments as in Denmark, Germany 
and France, and between 6 to 
10 times more than in Austria, 
Belgium and Sweden. The least 

amount of food advertising was in Sweden, 
which had almost no food advertisements. 
Food products comprised the largest 
category of all advertisements for children 
in virtually all countries. In two-thirds of all 
countries food advertisements accounted 
for more than 40% of total advertisements. 
Confectionery, breakfast cereals (mainly 
sweetened), and fast food restaurants 
accounted for over half of all food advertise-
ments. Confectionery was the largest cat-
egory accounting for nearly a fifth of all food 
advertising. A nutritional analysis conducted 
for the advertised foods in the UK found 
that 95% of the ads were for foods that 
were high in fat (62%), sugar (50%) or salt 
(61%). The results from this study indicate 
that the advertising of high fat/high sugar 
foods to children is an international issue.

Junk foods is widely regarded as a 
culprit, according to an article published in 
The New York Times. In other words, when 
children eat junk food, they enjoy the taste 
and texture as well as the good feelings as-
sociated with that and become “addicted” 
to that feeling, making them want junk over 
healthier foods such as fruits and veg-
etables. All said and done, it is the parent’s 
duty to see to it that their children are not 
carried away with the catchy food ads.

- K. A






