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These are interesting times for Pakistan. Some would say these are also critical times 
as a lot is riding on the back of the relations that are currently developing between 
the civilian government and the armed forces. And all because confusion has arisen 
over a story that was published in Pakistan’s English Daily Dawn some months back. 
Dawn had reported an extraordinary closed-door meeting between top government 
and intelligence officials where the then foreign secretary briefed them on what he saw 
as Pakistan’s growing international isolation. Following this, there was a discussion on 
the impediments in the way of dealing with the problem of militancy in the country.  The 
fallout of the story was intense and the government even went to the extent of plac-
ing Dawn reporter Cyril Almeida on the Exit Control List. The restriction on Almeida 
was removed later. While any media organisation can commit an error of judgment and 
Dawn is no exception, the paper said it believed it handled the story in a professional 
manner and carried it only after verification from multiple sources. Dawn also claimed 
that it had always championed the principles of fair and balanced journalism, for which it 
was respected not only in Pakistan but also internationally. It is said that Dawn reporter 
Cyril Almeida “broke confidential minutes” of a meeting among the government and 
military officials on the ‘national action plan’ in which the civilians reportedly apprised 
the military of mounting international pressure of more action against armed groups. 
The civilian government’s representative at the meeting is said to have given a warn-
ing that Pakistan could face international isolation if the security establishment did not 
take the recommended course of action. It was unfortunate that Almeida’s story was 
published against a backdrop of mounting border tensions between India and Pakistan 
following a claim by the Indian government of a cross-border “surgical strike” by them 
on September 18, 2016.

Subsequently, the standoff between the parallel power centres in Pakistan - the politi-
cal government and the military high command – came to a head over the release of the 
report of the probe into the story published in Dawn. While the Federal Information Min-
ister Pervez Rashid was removed from office soon after the Dawn story was published, 
recently the axe fell on the prime minister’s assistant on foreign affairs, Tariq Fatemi and 
principal information secretary Rao Tehseen. It was also made known that the APNS (All 
Pakistan Newspapers Society) had been tasked with the job of dealing with the Dawn 
editor Zafar Abbas and reporter Cyril Almeida. It was not quite understandable as to why 
the APNS, which is a body of newspaper and periodical owners, was asked to probe 
the workings of two professionals who are pure journalists and nothing else. None of 
them have any ownership rights in Dawn. If the purpose was to ‘discipline’ the two 
journalists, better options could have been the CPNE (Council of Pakistan Newspaper 
Editors) or the PFUJ (Pakistan Federal Union of Journalists) getting in touch with Zafar 
Abbas and Cyril Almeida.

It is regrettable that a story published in a daily newspaper has become so contro-
versial that it has created adversarial positions between the democratic government of 
Pakistan on the one hand and the army of the country on the other.  Pakistan is a demo-
cratic polity and freedom of speech is a basic right that every citizen or institution of the 
country can exercise with responsibility. But if at any point the user chooses to misuse 
the right, then it falls upon the government to question the concerned party about the 
misdemeanour.  At the same time, if freedom of expression is used in such a way that it 
impacts the nation in a negative manner and places the country’s armed forces in a bad 
light, then the person or institution not exercising good judgment must be taken to task 
and some kind of a norm must be established regarding the parameters that need to 
be followed. The original Dawn story removed the lid on a confidential meeting between 
senior military personnel and responsible government functionaries. It was a confidential 
meeting, nevertheless, and better counsels should have prevailed when the reporter 
filed the story and the editor took the decision to publish it.

Story of a Story
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Who Said That!

“We don’t have cell phones at the table 
when we are having a meal.” Bill Gates

“You might call me a ‘bimbo’, a 
‘naachne wali’, but I’m a terribly self-
assured woman.” Sonam Kapoor

“It’s a different world today. 
Speak your mind in the 

bathroom.” Shah Rukh Khan

“I think all women 
have those few 
special things that 
make them feel 
feminine.” Angelina 
Jolie

“If you are judging me 
based on my nationality, 

you are a racist.” 
Adnan Sami

“I wish all the women in 
the world give men as 
much happiness as 
Sunny Leone gives.” 
Ram Gopal Varma

“It’s not my fault that 
I have a pretty face.” 

Syra Shehroz
“I am not saying that the newer lot of 
actresses are no good. But my work with 
Nadia and Sania is something I can never 
forget.” Humayun Saeed  

“Theatre forces you to 
imagine. I can show you an 
entire war on theatre, with 
only music and sound.” 
Sania Saeed

“Life has got to be 
an adventure, or it’s 

nothing.” Caitlyn Jenner
“When you become a challenge 
for other TV channels, they close 
in to thwart your progress.” 
Sultana Siddiqui

“There are a lot of people going 
around and saying, ‘You know 
I’m being honest’ and actually, 
it’s just for selling books, or 
movies and ratings.’” Kajol

“Acting isn’t just about saying your 
lines right; it’s a test of patience.” 
Ahsan Khan
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Readers’ Thoughts

Literature Melas
This is about Slogan’s story on the recent wave of 

literature festivals. The articles were well-timed and ex-
posed the true intent of such events, which in the name 
of promoting literature end up being melas and variety 
shows full of fun and entertainment. In fact, there is noth-
ing literary about these literary festivals. Most keynote 
speakers and guests belong to the performing arts, while 
those with literary backgrounds are not even invited or 
discussed. Participation of a huge number of people is 
encouraging, but promotion of literature through these 
festivals remains a distant dream. 
Ahmed Ali Mirza, 

Islamabad. 

This is with reference to Hum TV’s ongoing 
drama serial ‘Woh Aik Pal.’ It appears now TV 
channels like to promote everything taboo in our 
culture. After discussing homosexuality, now al-
coholism is being featured in our TV serials, which 
is highly objectionable and quite a disappointing 
phenomenon. TV channels seem to be intention-
ally paying no heed to viewers’ complaints, as 
they are continually showing such programmes 
that feature cultural and social taboos. The trend 
is really disappointing and should be revisited. 
Saima Iftikhar,

Karachi. 

Thumbs Down 

No Ethics
This is with reference to the 

drama serial Sammi, featuring 
Adnan Siddiqui, Sania Saeed, 
Mawra Hocane and Saman An-
sari. Being shown on Hum TV, 
the play is another let down. It 
openly discusses highly contro-

versial subjects that are related 
to sexual relationships, miscar-
riages, fornication and birth of 
children conceived out of wed-
lock using the word ‘Harami.’ 
What is the entertainment it of-
fers and what is the awareness 
is created through these produc-
tions? I think TV channels have 
lost a sense of ethics and social 
and cultural limits. 
Naila Raza,

Hyderabad. 

Soldier’s Loss
Hailing from Lyari in Karachi, Liaquat 

Soldier was a renowned stage and televi-
sion comedy actor. He started his career 
at 16 and performed in various shows 
and comedy programes both on stage 
and television. He featured in more than 
300 plays and appeared with several 
known comedians such as Umer Sharif, 
Moin Akhtar, Shahzad Raza, Furqan 
Haider and Hanif Raja. Liaquat Soldier 
died of a heart attack in March 2011. He was a popular stage performer 
and will be always remembered for his Marwari accent and extempore 
comedy. 
Rashid Qureshi,

Karachi. 

Where is ‘Rawan Tabsira’?
‘Rawan Tabsira’ is the term mostly used on radio when live 

commentary of cricket matches is run. It seems Urdu commen-
tary has ended on television, as no foreign or local sports chan-
nel features Urdu commentary during cricket matches. This is 
not a good sign as Urdu happens to be our national language 
and is widely understood and followed in the country in com-

parison with English. 
Urdu commentary has 
a large audience and ef-
forts should be made to 
bring Urdu commentary 
back to TV. 
Aftab Alam,

Karachi.

Anchorperson Antics
In order to work as an anchorperson in TV talk shows, one 

needs certain qualities, experience and educational qualifica-
tions. However, in our TV scene, the criteria seem to be a bit 
different for the job. Whether male or female, the anchorperson 
needs to be garrulous, vociferous and have an even more rau-
cous voice during the heated exchange of words between the 
useless politicians and panelists. An ideal anchorperson must 
also be able to prolong a useless discussion for an hour and 
should be capable of producing the same performance show 
after show. 
Riaz Ali Khanzada,

Mardan. 
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T
he year is 1976. “What do you do?’ 
“I am a public relations executive.” 
“Oh ok so you give ads in papers.” 

Understandable – limited expo-
sure, no Internet, technology non-existent. 

The year is 2017. “What do you do?” “I 
run a public relations firm.”

“Oh so you do events like seminars, etc?” 
Not acceptable – unlimited exposure to 

the world, technology boom, plethora of so-
cial media channels.

Even after over 40 years, the discipline of 
public relations is still not fully understood 
and hence under-utilized in Pakistan. 

Public relations, unlike marketing, is a 
unique discipline where the comfort level 
with and the ability to adapt to change is a 
prerequisite for success. Unlike other facets 
of marketing where trends are slower, PR is 
dynamic. 

Rapid change is a constant in our industry. 
Part of this is due to the news cycle, which 

now moves at lightening speed. However, 
there are other dynamics at work as well 
that only accelerate the pace. For example, 
technology has created a major shift in our 
collective psyche - a leap towards a far more 
global environment. 

According to the late science-fiction au-
thor Isaac Asimov, “It is change, continu-
ing change, inevitable change, that is the 
dominant factor in society today.” Asimov 
perhaps best described what dominates so-
ciety and certainly communications today: 
continuous change. Within the communica-
tion landscape, social media, blogs, wikis, 
podcasts, social networking sites and the 
like have sparked profound changes in the 
media, publishing and marketing industries. 
Public relations, with its focus on building di-
alogue and relationships, can and must play 
a critical role in helping today’s organizations 
succeed in this new world of communica-
tion.

By Zainab Ansari
Managing Director and Chief Executive Officer, Xenith Public Relations, Karachi.

The Evolving Role of
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Why does this matter? For one thing, 
the emerging media will continue to define 
and shape our profession, our industries 
and our jobs. Also, these new media will 
impact how organizations and their brands 
ultimately communicate with their various 
audiences. The PR industry finds itself at a 
historic juncture. PR has always been about 
social influence i.e. relating to the public. 
Now that the rules of social influence are 
gaining precedence over other approaches, 
public relations looms larger than ever.

The first responsibility of any organization 
is brand equity and management. Be it a 
product or the company’s image displayed 
through its logo or advertising or public rela-
tions, every organization strives to achieve a 
corporate identity. In fact, corporate identity 
is the way a company develops, commu-
nicates and reinforces brand presence in 
the marketplace for all audience segments 
across all channels of communication.

As the awareness for discipline of pub-
lic relations is gradually increasing, mainly 
in the corporate sector, PR is now seen as 
more than publicity and more as a  critical 
link to creating relationships that build or re-
build trust.

The biggest change, however, may be in 
how people now get their information.

To build on the opportunities that today’s 

hyper-connected social consumer as well 
as new distribution platforms offer, agen-
cies and brands need to move away from 
thinking about branded content and em-
brace true storytelling.

The difference? Stories rely on the in-
tended audience to develop their own im-
agery and detail to complete and, most 
importantly, to co-create, whereas content 
does not. Content is primarily created in the 
internal mind of the content originator, with 
no heed to the mind or to the context of the 
audience.

This, as a result, changes how journal-
ists do their job. They are now expected 
to not just report the news but to package 
it in a way that encourages social shares. 
There’s a growing art and science in how to 
tell stories in a way that elevates the audi-
ence’s own image and this, various studies 
have shown, can introduce readers to new 
sources of information that they become 
loyal to.

There is little hesitation in knowing we op-
erate in a cultural and technological world 
where consumers know everything about a 
brand, from who owns it to where and how 
products are manufactured and sold. As a 
result of this, companies are now evaluated 
by much more than their products. We are 
in a world where a brand’s values and the 

emotions they evoke are narrative material.
How to pitch your story?
The pitch is the art of describing the very 

core of a story and it drives right to the 
heart of why the story would be of interest 
or importance to the audience. 

Just as a pitch – whether delivered via 
email or phone — is designed to attract the 
attention of a journalist; that same pitch can 
also be used to attract your brand’s pub-
lics. 

Even if pitching traditional media and 
connected bloggers isn’t part of the remit 
of the particular project, ultimately the suc-
cess of the message hinges on the pitch. 

Like all management functions, PR re-
quires extensive planning, research, mo-
tivation and creative strategy to produce 
positive and quantifiable results. With the 
sort of sophistication that has entered into 
our corporate conduct due to increased 
global exposure, public relations is expect-
ed to become an active ingredient in most 
companies’ policy documents.

An enhanced involvement of PR will also 
be required by organizations and individu-
als trying to live up to the modern concept 
of social and economic responsibilities, 
thereby, hopefully, eliminating the present 
level of apathy towards this important man-
agement discipline.   

9SLOGAN May 2017
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A
dvertising and Public Relations or 
as it is now called, communica-
tions, are two entirely separate fields 
which, however, overlap each other 

or, shall we say, are supportive of each other 
in certain countries such as Pakistan. How-
ever, the idea that PR can be an alternate to 
advertising or vice versa is rather farfetched 
and impracticable. There are fundamental 
differences not only in the technique but also 
in the culture and mindset in both fields. The 
general impression is that advertising is more 
creative than PR.  Such a concept is gener-
ated by the glamorous world of advertising 
where the advertising manager surrounded 
by iconic figures from the fashion industry is 
perceived as creating a masterpiece which will 
captivate his or her target audience resulting 
in considerable addition to the bottom line of 
the company. Sometimes it does happen like 
the old slogan “Put a tiger in your tank” but 
sometimes they are not so creative but still 
find the same level of publicity and space. 

Fundamentally, the advertising manager 

can come up with crap but as he is paying 
for its placement it will still be published in the 
same size and the same place as desired. 
Not so with PR professionals who every day 
of their lives are vying for space with hundreds 
of others and their only coinage is creativity. 
Also, there is a huge difference between the 
audiences of the two professionals. The ad-
vertising manager is dealing with the market-
ing manager at a publication or news channel 
who might not be very bright and whose only 
aim would be to sell space or time, irrespec-
tive of what the customer wishes to air or 
publish. 

The PR professional has a much tougher 
task. When he walks into a newsroom or 
picks up the phone to convince someone to 
print his or her press release, there are ques-
tions and judgments from the best of the 
best. Imagine walking into a newsroom with a 
press release and trying to convince icons of 
the journalistic community to give you a few 
inches of space.

 If you are not creative in PR you will be 

an instant failure but it really does not mat-
ter in advertising and, looking at some of the 
advertising being produced currently, I have 
reached the conclusion that creativity does 
not really matter anymore in advertising. You 
know what the fundamental difference be-
tween PR and advertising is. It is outcome 

P
ublic Relations, where cover-up and 
damage control happen to be the 
key targets, the job is often tricky, tor-
turous and thankless. It takes some 

song and dance to make it work.  Like the 
advertising professionals who must call their 
product ‘the best’, the PR man does the same 
with the product he deals with: the image of his 
organisation. Portraying half-truths as full truth 
every now and then is not all that easy simply 
because the boss wants the job done and that 
too to his satisfaction. Any press conference 
addressed by him or any statement issued by 
him should always be a front page story 

From public sector to private sector and 
from for-profit to non-profit organizations, it’s 
the image and reputation that determine ulti-
mate success. PR failures can seriously un-
dermine the effectiveness of management and 

compromise company credibility. There are 
incidents where the management had to shut 
down shop or withdraw certain products sim-
ply because of PR failures. Therefore, the PR 
man is the most sought-after and most mis-
understood person in the organization.  Unlike 
other departments, his successes and failures 
depend not on his personal skill of report or 
press release writing. To the contrary, his suc-
cess depends on his relationship with media 
men whose tantrums require very special han-
dling.  This reminds one of Malcolm X who 
once said, “The media is the most powerful 
entity on earth. They have the power to make 
the innocent guilty and to make the guilty inno-
cent and that is power, because they control 
the minds of the masses.”

The PR Head is the man who crafts com-
munications policies and oversees the devel-

opment of all statements and news releases 
for the company. Often, he is called upon to 
polish mundane information into platinum data 

Can advertising run PR?

PR in a New Key

By Zia ul Islam Zuberi
Former Director Communications and Government Affairs, Siemens Pakistan

By Amer Khawaja
Former Head of Public Relations, Civil Aviation Authority
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that gives the company more 
credit than would ordinarily be due for routine 
accomplishments. Call it half-truths, if you will. 
With his expertise, a PR person builds a strong 
rapport with the media. In fact, the entire life of 
a good PR Head revolves around media.

The PR man sails pretty smoothly if he has 
a boss who understands the media. But if, by 
any chance, he gets an unreasonable boss 
who considers newspapers to be subsidiaries 
of his organization and reporters to be his paid 
employees, it’s a PR nightmare because the 
boss believes that all his press statements and 
photographs merit the front page in all leading 
newspapers. On the other hand, those pub-
lishing adverse news about him or his orga-
nization must be reprimanded and forced to 
print an unconditional apology.

Such a difficult relationship with the boss 
causes work-related stress, making life miser-
able for the person who is entrusted with the 
task of building the image of the organization. 
Sometimes, this foolish attitude becomes 
counter-productive and results in a massive 
adverse campaign in the media, culminating in 
the removal of the boss. 

Though such a breed of bosses is today a 

rarity as everyone 
now is quite aware of the power 

of media and its independence, I was rather 
unfortunate to work under one such boss dur-
ing my fairly long career as Public Relations 
Head at the Civil Aviation Authority (CAA). And 
what a nightmare I had.  I remember the day 
when I was summoned by The boss, though 
an otherwise polished and competent chief, 
for a full-scale and rather celebrated dressing 
down. He was annoyed to see the allegations 
leveled against him by a third-tier Urdu news-
paper. 

The interesting part of the episode is that 
he asked me to book a quarter-page adver-
tisement on the front pages of Dawn and 
Jang. He wanted the advertisement to carry 
all the details about that ‘nasty’ editor, label-
ing him as a blackmailer, a cheater and a fraud 
whose only aim was to extract money from the 
bosses of reputable organizations. He was, of 
course, unmindful of the amazement on my 
face. It was naturally an absurdity. And then 
came the last straw on the proverbial camel’s 
back. “Don’t forget to put his ugly photo in the 
advertisement.” The result was obvious when 
I expressed  my inability to obey the order. Re-
sult: I was posted out. 

But things have changed. Even those who 

hire PR professionals are fully aware of the 
limitations of the PR people. They now under-
stand that if they want to get due coverage 
in the press, they must come out with some-
thing newsworthy and innovative enough to 
get front-page treatment.  Thus a number of 
large organizations hire full-fledged PR agen-
cies so that research-based material can be 
sent to the press. They now understand that 
PR persons have to build meaningful relation-
ships with both print and electronic media and 
for that they require a person with not only a 
degree in Mass Communications but also a 
person who is presentable enough and has 
sufficient communication skills so that he or 
she can communicate effectively with the me-
dia and other stakeholders. 

The 21st century challenges have made the 
task of PR somewhat difficult and now it is not 
a one-man job. It requires an experienced PR 
firm to handle a company’s or organization’s 
image-building. According to CyberAlert.com, 
“Nearly 30 per cent of company crises spread 
internationally within an hour and over two-
thirds of crises gain international reach within 
24 hours.” Most experts in crisis management 
agree that it isn’t a matter of how a company 
or organization will experience a crisis, but 
how it will avert it.  

and output. In PR you are evaluated on the 
outcome Such as change of attitude, change 
in perception, heightened image or retrieval 
of lost image through proper crisis communi-
cation. In advertising it is output. How many 
reached frequency of exposure, etc. This is 
why advertising companies dealing in PR 
rely heavily on ad value equivalency metrics. 
Globally this is not accepted in PR anymore. 
This is clearly stated in the latest version of 
the Barcelona Principles. 

What are the Barcelona Principles? They 
are a set of seven principles that provide the 
first overarching framework for effective pub-
lic relations and communication measure-
ment. The principles were originally adopted 
by about 200 delegates from over 30 coun-
tries at the 2nd Annual European Summit on 
Measurement in Barcelona, Spain in 2010, 
convened by the International Association for 
Measurement and Evaluation of Communica-
tion (AMEC). The principles were developed 

with, and supported by AMEC, the Global Al-
liance, and the Institute for Public Relations, 
the International Communications Consul-
tancy Organization, the Public Relations Con-
sultants Association and the Public Relations 
Society of America. Principle No 5 states, 

“Advertising Value 
Equivalents (AVEs) do 
not measure the value 
of PR and do not in-
form future activity; 
they measure the cost 
of media space or 
time and are reject-
ed as a concept to 
value communica-
tion, media content, 
earned media, pub-
lic relations, etc.”

You see, it is much tougher now to prac-
tice professional PR and the standards are 
constantly rising. I do not see advertising 
companies, which in most cases are doing a 
part-time PR assignment, doing justice to this 
profession and its requirements. In Pakistan, 
the ideal model would be a professional PR 
company that also handles advertising for its 
clients. If the PR agency has creative people 
who follow the universal methodology of 
RACE (Research, Analysis, Communication 
and Evaluation) and also have some advertis-
ing clout, it could be a winning combination. 
A professional advertising company doing PR 
on the side? Well, they are just not made for 
such an assignment intellectually. It will be 
hard for them to get out of the mindset of 
paying for space and get into the real world of 
winning space with creative ideas.  
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NeWs Buzz

Sachin Tendulkar, former Indian 
cricketer and captain, widely re-
garded as one of the greatest bats-

men of all time, starts his new innings with 
the launching of his debut album titled 
Cricket Wali Beat. The track also features 
Sonu Nigam, who has collaborated with 
Sachin on this album. The words go like, 
“Gend aayi, bala ghuma, mara chaka, Sa-
chin, Sachin… nacho nacho sab cricket 
wali beat pe…”

Commenting on Sachin’s new album 
Sonu said. “I was very surprised to see 

the way he was pitching right. That’s why 
I believe that when God blesses someone 
with genius; it spills in other faculties too. 
He is a very good singer. We did not use 
pitch corrector on his voice as he was 
singing in the right sur (tone) and (despite 
being) the shy person that he is, he got 
extremely comfortable the moment I kind 
of increased the masti (fun) quotient while 
we were shooting the video. It was won-
derful and I am very happy that people 
love the song.” 

Tendulkar: new innings

Star of the hit drama serial ‘Mann Mayal’, Maya Ali is all set to 
make her local film debut in ‘Teefa in Trouble’. She recently post-
ed a small video of her script and wrote, “Believe the hype fans 

because it’s official! I’ve signed my first film. And opposite my favourite 
Ali Zafar, directed by the awesome Ahsan Rahim! Wow!! Teefa, you are 
in trouble!” 

Maya also posted a picture of Ali Zafar with a heartfelt note. She 
wrote, “Koi dil ka itna bhi acha na ho… I haven’t seen such a genuine 
and hard working person like him… What a positive soul with great 
energy… I have learnt alot of good things in our first spell of “Teefa In 
Trouble” but I still have a lot to learn from you Ali Zafar… May ALLAH 
bless you all the happiness of this world, Ameen… Aik to yeh smile aur 
woh bhi itni cute… “  

First UBL 
Digital Branch

UBL has launched Pakistan’s first Digi-
tal Branch. Located at the Institute of 

Business Administration, City Campus, the 
branch provide services like account open-
ing, cash deposits and withdrawals, Inter 
Bank Fund Transfers, instant debit card is-
suance and replacement card requests.

The branch was inaugurated by Wajahat 
Husain, President & CEO UBL and. Syed 
Irfan Ali, Executive Director, State Bank of 
Pakistan. 

Maya makes film debut
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NeWs Buzz

Pakistan captain Misbah-ul-Haq and his com-
patriot Younis Khan have been named as 
two of Wisden’s Five Cricketers of the Year. 

Both were honoured in the context of their perfor-
mances during Pakistan’s 2-2 Test series draw in 
England — a result that saw Pakistan, under Mis-
bah’s captaincy, briefly rise to number one in the 
world Test rankings. “Misbah-ul-Haq was central 
to one of the most riveting series in England for 
years,” wrote Wisden editor Lawrence Booth. “His 
century in the First Test at Lord’s set a benchmark 
for his team-mates, while his celebratory press-
ups became one of the motifs of the year.

Turning to Younis, he added: “With the pressure 
on, Younis Khan delivered. His classy 218 in the 
final Test of the summer, at The Oval, helped Paki-
stan square the series after successive defeats 
had left them in danger of squandering their win 
at Lord’s.

While the Leading Cricketer of the Year award 
is a relatively new concept by the standards of 
Wisden — a British-based publication which has 
appeared every year since 1864, with not even the 
First and Second World Wars halting its print run 
— the Five Cricketers of the Year is a tradition that 
dates back 128 years. The usual criteria for inclu-
sion in that award, which can only be won once in 
a player’s career, is the impact a player had on the 
preceding English season.By the way, Yunis has 
completed 10,000 runs in the first innings of the 
first test in the West Indies  

Misbah and Younis: 
Wisden honours

Rani Mukerji Back 

Indian actress star Rani Mukerji has returned 
to face the cameras for her comeback film 
Hichki. The announcement was made via 

a video posted on the social media plat-
forms of production banner Yash Raj Films. 
Rani, who sports long hair with waves, is 
seen with her back to the camera, while 
she writes: “Shoot starts today.”

After her power-packed performance as 
a policewoman in Mardaani, Rani took time 
off for motherhood when she had daughter 
Adira with husband and film producer Aditya 
Chopra.

Coming out under the Yash Raj Films 
banner, Hichki is being directed by Sid-
dharth P Malhotra and will be pro-
duced by Maneesh Sharma.

The film will feature Rani in a 
positive and inspiring story about 
a woman who turns her big-
gest weakness into her biggest 
strength. In an earlier statement, 
Rani had stated that she was 
on the lookout for a script that 
would challenge and excite her. 
The fact that Hichki came with 
a positive premise, urged the 
Ghulam star to take it up. 

Mikaal 
Divorces Sara

Hit serial Sange Mar Mar star Mikaal 
Zulfiqar recently announced that he 
and his wife, Sara Bhatti, have parted 

ways. In a recent Facebook post, Mikaal an-
nounced that he and Sara decided to officially 
end their marriage “after a long separation 

and despite efforts from 
both ends. The couple 
had been married for 6 
years and have 2 beauti-
ful daughters. According 
to Mikaal, the decision has 
been taken with mutual 

consent. 
Mikaal is known for 

performances in TV 
plays like Sang-e-Mar-
mar, Maan and San-
gat. He stepped into 

TV productionlast year with 
PTV’s Tum Meray Kya Ho. 
He has acted in Indian 
film Baby, U R My Jaan 
and Shoot on Sight and 
his latest Pakistani film 
Ae Dil Meray Chal Re 
is expected to release 
next year .
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Sahir Lodhi’s recently released  debut film  
Raasta received a lukewarm response 

from the public. It’s probably the only film in 
the history of Pakistani cinema where there is 
narration after every fifteen minutes. And the 
narration is by none other than Sahir Lodhi. 
So, Raasta is a movie with 80-90 per cent of 
Sahir Lodhi’s screen presence, and if he isn’t 
there we can hear his voice narrating events 
and incidents.

According to a local film critic the plot of 
Raasta is not original. In fact, it is a poor rep-
lica of the 70s and 80s Indian films. A few 
scenes from Amitabh Bachchan’s Deewar 
from 1975, Sunny Deol’s Arjun from 1985 
and Jackie Shroff’s Gardish from 1993 along 
with a mix up with Shakti (1982) and you 
get Raasta. Cinematography and settings of 
several songs are also inspired Indian film. Dil 
Faqeer song is inspired by Suraj Hua Mad-

dham (Kabhi Khushie Kabhi Ghum) and Teri 
Ore (Singh Is King). Mathira looks vulgar is 
“Yaar Sajjan Main Launra Channiya”.

The Marketing Associa-
tion of Pakistan (MAP) 

Awards of Excellence for 
2016 were presented 
on the occasion of MAP 
Awards of Excellence Cer-
emony and Annual Dinner 
on April 21, 2017. Awards 
of Excellence were pre-
sented Mr. Irfan Mustafa 
– KFC and Mr. Atif Bajwa, 
President & CEO, Bank Al-
falah Limited. The Lifetime 
Achievement Award was 
presented to Mr. Bashir 
Jan Muhammad, Chairman, Westbury Group 
of Companies. Four mementos were also 
presented to the retiring council members of 
MAP. The recipients were Mr. Riazuddin, Insti-

tutional Member, Mr. Seemin Shafi, Member, 
Mr. Shahid Imam, Member and Mr. Sohail 
Aziz, Member. The Governor Sindh, Mr. Mu-
hammad Zubair was the Chief Guest.

Sahir’s Raasta Released

MAP Awards of 
Excellence Presented

NeWs Buzz

Fawad Khan 
Out
Indian Cinema Fawad Khan has report-

edly been cut out from upcoming se-
quel of Indian film Dhadkan. Khan was 
approached for the role of Dev which 
was played by Suniel Shetty. The actor 
has been replaced by Indian model Ro-
hit. Khan made his debut in India with 
Shashanka Ghosh’s comedy-drama film 
Khoobsurat opposite Sonam Kapoor In 
2014. 

Saving Veena’s 
Marriage 

Veena Malik has reportedly ended her 
three-year-old marriage with Asad 
Bashir Khan Khattak after the court 

in Lahore accepted Veena’s ‘khula’ (divorce) 
application and ruled in her favour after non-
pursuance of the case by Khattak. Accord-
ing to a court official, the 33-year-old actor 
had filed a plea seeking divorce in the Lahore 
family court in of Janu-
ary as the couple had 
developed differences 
and could not live to-
gether. The local cler-
ics Maulana Tariq Ja-
mil and Mufti Naeem 
were said to be trying 
to patch up Veena and 
Asad. Mufti Naeem 
gave Veena Malik and 
husband Asad Khat-
tak three months to reconsider their divorce 
plans.

Meanwhile Veena Malik is all set to make 
a comeback to showbiz. She took to social 
media to unveil her plans to return to the en-
tertainment industry through singing. Donning 
two very contradicting looks from her upcom-
ing songs, the Bigg Boss star has finally re-
leased a teaser of one of her songs. Veena 
reportedly wanted to join showbiz but Khattak 
had been insisting she look after their two chil-
dren, Abram (2) and Amal (1).

Group photo taken at the MAP Awards Distribution Ceremony.
Sitting right to left: Justice (R) Athar Saeed, Ejaz Wasay, Riaz Ahmed 
Mansuri, Ali Hassan, Syed Jawaid Iqbal, Salahuddin and Junaid. Standing 
right to left: Shahzad Mahmood, Ali Habib, Irfan Mustafa, Imran Ahmed and 
Zulfiqar Ramzi.

MAP Awards 
of Excellence 
Ceremony and 
Annual Dinner held 
on April 21, 2017.

Governor Sindh, Mr. 
Muhammad Zubair 
presenting MAP 
Awards of Excellence 
(r to l) Mr. Irfan 
Mustafa, Mr. Atif Bajwa 
and Mr. Bashir Jan 
Muhammad.
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NeWs Buzz

Bhatt’s AttemptsFariha Pervez 
Quits

Urwa in Sequel

Upset after her divorce from Nouman 
Javaid, singer Fariha Pervaiz has quit 
the entertainment industry though 

she says she made the decision owing to 
personal reasons. Family sources revealed 
that Fariha has started working as a prop-
erty dealer and her plaza is under construc-
tion at Bahria Town Plaza in Lahore. She 
has said she will never step into the show-
biz industry again and has left for the United 
States. Fariha Pervez shot to fame with her 
hit song “Dil Hua Bo Kata.

There’s going to be a sequel of Nabeel 
Qureshi and Fiza Ali Meerza’s 2014 hit 
comedy Na Maloom Afrad and Urwa 

Hocane is feauring in it.
The Na Maloom Afraad sequel is the fourth 

film Urwa has signed recently.
She is also appearing in Humayun Saeed‘s 

Punjab Nahi Jaungi, Jhol and Rangreza. Says 
Urwa, “It does get tiring sometimes. You love 
your job, every new day brings with it a lot of 
excitement and hence energy.”

Mahesh Bhatt is said to be making efforts to bring Pakistani actors and singres back 
to India. He apparently approached Ali Zafar and offered him a song on the theme 
of cross-border peace. Ali is said to have responded ‘enthusiastically.’ After him, 

Mahesh talked to Shafqat Amanat Ali, and he too agreed.
A Dehli-based actor Imran Zahid, who is also a part of the project, later said; “Every Paki-

stani artiste Bhatt saab has approached has responded enthusiastically.” Shafqat Amanat Ali’s 
manager said he doesn’t want any money for this song. “We are also working on getting Rahat 
Fateh Ali Khan and Atif Aslam on board.”

Talking about the unofficial ban on Pakistani actors in India, Imran said, “We are going 
to use the voices of the Pakistani artistes for a play called Milne Do which will be staged in 
Delhi on June 8 and Mumbai on June 23. The Indian government has clarified that it has not 
banned Pakistani performers. When the government has taken a clear stand on the issue, 
what chance do the protesters stand?” 

Kareena Kapoor has re-
vealed that she was 
told by some people 

not to marry Saif Ali Khan.
The actress has always 

been vocal about her per-
sonal life. Kareena says she 
was asked not to move in with 
Saif and was subsequently ad-
vised not to marry him. But she 
followed her heart.

Kareena reportedly said, “Saif 
and I have been together for nearly 
a decade, so this was a natural 
progression in our life. Years 
ago, when I had started living-in 
with Saif, I was warned not to do it. 
Then I was told not to get mar-
ried, but I didn’t budge from 
my decision. I have always been 
open about my personal life, my relation- ships 
and also openly talked about movies. I have nothing 
to hide.”

Wrong
Advice
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Babar Ayaz, CEO, The Mediators, talks to Slogan’s Hafiz Inam 
in this exclusive interview.

What is the status of the PR industry in 
Pakistan?

I think it is growing. And may be at a 
faster rate than the GDP growth rate. When 
I started, there were no PR companies in 
the country. Mine was the first. Then, af-
ter a few years, Syed Jawaid Iqbal’s CMC 
started and then Xenith and APR came. For 
a long time there were four big names in 
the industry. But now I see there are many 
companies that have been started by young 
people and they have diversified. Some of 
them are briefcase companies. But there is 
business that is why these people are do-
ing it. Earlier, there was little consciousness 
about the importance of PR. Now all major 
companies have their own PR consulting 
companies and have strong internal com-
munications departments. I think the indus-
try has grown quite a bit. 

What are the functions of a PR agency?

The major function of a PR company is to 
help the client to communicate with its stake-
holders and help them build their image as a 
responsible company. At the same time PR 
takes away some space from advertising. 

Obviously advertising is a bigger industry but 
PR is like a third person endorsement. There 
are a number of areas in which PR can work. 
These days, digital PR is very common. Is-
sue management is quite a specialized job 
because I do not think most of the new com-
panies can do it in a professional manner. 
There is financial PR which very few people 
understand. And brand PR is there. All these 
revolve around media relations and internal 
communication. It is not only just building an 
image but communicating and delivering the 
right message to the relevant stakeholders 
and draw a strategy for the client to meet 
their business and basically marketing ob-
jectives. The PR policy has to be integrated 
and you cannot run it in separate silos. 

Have certain clients come out of the 
mindset that PR and advertising over-
lap each other? If they have a good PR 
agency, they can ask them to perform PR 
duties as well to support their brands?

I think there is confusion at times. The 
advertising people want to keep the whole 
pie to themselves. They say they can get a 
press release printed or interview done for 

the press by using the clout of advertising 
but that is not PR. Whenever they are in 
complicated positions because clients re-
alize that these people cannot serve. Then 
they come to us because there are very few 
people who know what crisis management 
is all about. We are the only ones who train 
people in crisis management skills. Clients 
realize that advertising companies cannot do 
it. Sometimes even advertising companies 
refer work to us. 

How are multinationals waking up to the 
importance of PR in the promotion of 
their brands or even in corporate promo-
tion?

I think most multinationals use PR one way 
or the other. We are doing it for Unilever. If 
there is more corporate sector-related, sen-
sitive work where confidentiality is involved, 
they come to us. For heavy duty celebrity-re-
lated work, they go to somebody else. This 
kind of glitzy work is also done by many PR 
companies.  Many clients are now aware of 
the importance of PR. Look at all the banks. 
They either have their own PR department 
or they use agencies from outside. Similarly, 

insurance companies have strong PR de-
partments. 

Some people are of the opinion that PR 
only comes in handy when there is some 
kind of crisis confronting them. Is that 
true?

If you already have a bad image or no 
image, some people want to lie low. If you 
have not invested in building the positive 
image of the company then at the time of 
a crisis everybody would be after you. If 
you have done the job, people will see you 
from the perspective that this company is, 
for instance, good in CSR. You can call an 
economic reporter covering everything that 
comes under his beat. This is not as easy as 

political reporting where people are dying to 
get their statements out. Here you need to 
project the facts and also know that busi-
ness. 

We were the first ones who started train-
ing journalists about various businesses, tell-
ing them how things happen and their stan-
dard of reporting improved. 

There used to be a company called UTP, 
then it became BP and now it is UEP. The 
president of UTP was John E. Kennedy. He 
complained to me about the rubbish the 
newspapers were printing. I said they did 
not understand the process of oil exploration 
so we held a one day seminar. Then people 
started understanding. Otherwise there was 
a general myth that Pakistan has a lot of oil 
and the multinationals did not want to take 

it out. The myth exploded because people 
understood the difference. When a crisis oc-
curs and people understand you, react in a 
better way. You have to be very active, rather 
pro-active.

Many clients expect the PR agency to 
have a magic wand and simply control 
the media. How realistic is that?

I do not believe in controlling the media. 
I am a journalist and I do not believe in this 
nonsense. I have never promised anything 
when clients have asked if I could have a 
news stopped.  I just said sorry, I am not in 
that business. I would say that I could get 
a version in but I would not have any news 
stopped because I believe in the freedom of 

‘Many clients are now aware 
of the importance of PR.’
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the press. We should understand that PR is 
not killing the news. It is just getting the right 
perception through and creating the right 
atmosphere. I always say that we are there 
to help and facilitate better communication 
between the stakeholders and our clients.

How important are media relations for 
any PR agency?

It is very important to have the right con-
tacts and people should trust you. If I take a 
news release to the DAWN editor, he should 
trust me. If you have good relations with the 
journalists you can always guide and help 
them to do the story. The only bribe you can 
give to journalists is exclusive stories. When 
they get their byline printed they are very 
happy. When you ring up a journalist and say 
why don’t you do a story on this or this, this 
should be an exclusive thing. That is where 
my journalism part is helpful. 

Is PR an unnecessary evil or can it be 
used productively?

It is not evil. You can use it both positively 
and negatively. It all depends how you use 
PR and for what purpose you use the vari-
ous tools. Strategy is important. But a press 
conference, digital media or a seminar are 
tools and are a part of the tactics. There is 
also a problem in Pakistan that people con-
fuse tactics with strategy.

Is PR education currently being given at 
our business schools enough and equips 
people for market needs?

Honestly speaking I do not think so. Re-
cently the IBA has set up a shool of Ex-
cellence in Journalism. It is being run by a 
journalist and they are doing some courses. 
As far as the mass communication depart-
ments are concerned, I have seen very few 
good people coming out of them either as 
journalists or PR professionals. If you want 
to be a journalist, you should have com-
mand over at least one language. Most 
people who come from these departments 
cannot write a press release either in English 
or Urdu. They cannot even translate. How 

can you then expect them to communicate 
properly, meet the client, write minutes of 
meetings, etc?

Should advertising budgets be bifurcated 
to accommodate PR?

Yes they should have a budget for PR and 
some companies do have such budgets. 
It is essential for companies to have media 
monitoring and see what is happening in 
their line of business. That is not just collect-
ing press clippings from various newspapers 
but also analyzing them. 

About Babr Ayaz
Babar Ayaz is a senior journalist and 
founding chairman of Mediators, the 
first PR consultancy in Pakistan. He is 
former chairman of the International 
Public Relations Association, Pakistan 
Chapter. His journalism career spans 
over 40 years, during which he 
worked with The Sun, Pakistan Press 
International, Business Recorder and 
Dawn. He was editor of Pakistan 
Business Update, the first private 
television news program in Pakistan 
dealing specifically with economic 
development. He has authored a 
book “What’s Wrong with Pakistan?” 
which was nominated for two awards 
at the 5th Karachi Literature Festival 
in 2014.
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Public Relations was ranked at the sixth 
position in the list of most stressful jobs in 

2016 as compiled by job search site Career-
Cast. The website evaluated 200 professions 
to come up with a list of the 10 most stressful 
occupations, based on factors such as trav-
el, deadlines, working under public scrutiny, 
physical demands, environmental conditions, 
hazards, risks to one’s life, and interaction 
with the public at large.

The jobs at the top of the list largely invite 
personal danger such as enlisted military 
personnel, firefighter and airline pilot – and 
surpass any of the other occupations on the 
list in terms of stress. While the rest of the 
occupations in the list do not face the kind of 
physical demands and personal danger, they 
do operate under challenging deadlines and 
are constantly under pressure to meet job-
specific needs in high-stress situations such 
as PR professional, senior corporate execu-
tive and broadcaster.

Talking about different aspects of market-

ing and communication in Pakistan, Syed 
Fakhar Ahmed, Chief Marketing and Com-
munication, K-Electric, has this to say:

Reputation management in the digital 
age:

Reputation management is the practice of 
shaping public perception by sharing infor-
mation about an entity. The concept holds 
tremendous importance when it comes to 
business, whether local or international. In the 
internet age, news spreads so fast through 
different digital media that one needs to be 
ultra-responsive – after all, it only takes a mo-
ment for consumers to form their own per-
ception, whether negative or positive, about 
the entity in question.

This perception is highly dependent on the 
extent to which the practices of a company 
are ethical and providing value for money. 
Companies are constantly under the threat of 
bad public perception, more so if their CSR 
policies are questionable or non-existent.  it 
only takes one bad tweet or Facebook post 
to set off an avalanche of bad publicity! Con-
sumer perception is therefore even more criti-
cal now and can make or break a company, 
thus increasing the importance of having a 
handle on digital media.

Digitalization is the ‘one second’ manage-
ment of a situation because it takes less than 
a second for it to go viral. Here’s a sample 
scenario: imagine that someone with a social 
presence, not necessary a large one, is hav-
ing issues with power at his/her end. All it will 

take is for this person to go online and 
make a negative post/video 

about it and through viral 
sharing, it will soon ap-
pear like an entire region 
is facing catastrophic 
problems.

Consumer engage-
ment on social 
media:

Managing a crisis 
like this is critical 

and sometimes 
even provides us 

the opportuni-
ty to share 

our narrative on the issue. In this scenario 
for instance, with people talking about your 
company negatively, why not turn it on its 
head and make it a positive experience for all 
by providing a vocal and rapid response and 
feedback about the problem, while adopting 
a soothing and humble tone. 

KE established its presence on social me-
dia around 5 years ago. Its Social Care model 
is backed by a dedicated team that works 
round the clock including public holidays to 
manage online queries and ensure immedi-
ate response. Moreover, KE maintains a very 
high response rate and despite the volume 
of traffic, its page holds ‘very responsive’ 
status by Facebook. In 2015, KE became 
the first ever utility in Pakistan to integrate its 
digital platforms with SAP, thereby enriching 
the company’s wide range of customer care 
touch points.

Another important aspect is that the com-
munication team should also be provided 
with regular training on crisis management. 
Digitalization is a new addition to the PR cycle 
and not something that companies have ex-
perienced previously.

Required aptitude:
Reputation management does not happen 

in a day, and one must be skilled in multiple 
business environments to be able to do that. 
It might take 10 to 12 years for a professional 
to be able to get ready to do that as you must 
know the essence of the whole business and 
understand its full extent.

Truth versus reality:
In Pakistan, people are more prone to lis-

tening to news rather than entertainment, 
which makes reputation management crucial 
in developing countries. People in such coun-
tries have recently become exposed to digital 
media and thus, are more prone to take it at 
face value and form strong opinions based 
on whatever news they see online. In a lot of 
cases, based on cultural norms, such opin-
ions may end up being considered the truth 
even over reality. Faced with a challenge as 
strong as that, Pakistani companies need to 
embrace and adopt reputation management 
in their business practices at the earliest. 

Viewpoint

Syed Fakhar Ahmed
Chief Marketing and Communication Officer, K-Electric, talks about 

Reputation 
Management
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The 16th Lux Style Awards (LSA) event for 2017 was recently held 
at the Expo Centre in Karachi. It was a star-studded evening held 

with all the glitz and glamour.
Followed by a customary red carpet of the crème de la crème of 

Pakistan showbiz, the evening started with an interactive session 
with high-tea, bringing all the nominees, performers and organis-

ers of the event together even before its official opening. The 
red carpet session was divided into two categories – Silver 

and Gold. The Silver was reserved for general visitors while 
the Gold session catered to celebrities and showbiz per-
sonalities. Turkish actor Halit Ergenç, who played the role 
of Sultan in a Turkish drama series ‘Mera Sultan’, was also 
seen at the ceremony.
The ceremony kicked off with Atif Aslam’s singing the na-

tional anthem. His heart-touching performance was followed by 
some music and dance performances by Mahira Khan with Osman 
Khalid Butt, Reema with Mawra Hocane and Ali Zafar with Maya Ali.

The 16th LSA introduced a new segment enabling the country’s 
emerging and well-established fashion designers to showcase their 
most stylish creations. Before the award ceremony kicked off, Maya 
Ali and Mawra Hocane were introduced as the ‘New Lux Girls,’ who 
graced the stage with their enchanting dance movements.

Fahad Mustafa won the ‘Best Actor Award’ for the film ‘Actor 
in Law’, which also achieved the ‘Best Film Award’ of the year. 
Mahira Khan won the ‘Best Female Actress Award’ for ‘Ho 
Mann Jahaan,’ while Sheheryar Munawar and Sanam Saeed 
received the awards in the ‘Best Supporting Role’ category 
for ‘Ho Mann Jahaan’ and ‘Dobara Phir Se’. For ‘Ho Mann 
Jahaan,’ Nabeel Qureshi also won the ‘Best Film Director 
Award.’

Atif Aslam bagged the award of being the ‘Best Male 
Singer’ for his song ‘Dil Dancer Ho Giya’ in ‘Actor in 
Law,’ while Aima Baig got the ‘Best Female Singer 
Award’ for her song ‘Kala Baaz Dil’ in the film ‘Lahore 
Se Aagey.’

Many other awards were given to leading artistes 
and performers in such different categories as 
Fashion, Television and Music.

Awards

Star-studded Lux Style 
Awards 2017

Star-studded Lux Style 
Awards 2017
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Events

Atiqa Odho Cosmetics 
Celebrate Women’s Day

At a fun-filled and lively event Atiqa Odho introduced her range of Atiqa Odho Cosmetics to the 
local beauty and makeup market. Held at the Mona J Salon, the Atiqa Odho Cosmetics Live 

makeup demo was well-attended.
Atiqa Odho on the ethos of her brand. She also shed light on the fact that Atiqa Odho Cosmet-

ics have been specifically designed for the Asian skin tone, which is why all the shades, whether 
those of lipsticks, eye shadows, face powders or blush-on, complement the Pakistani 
woman of every age.

At the demo, stylist Mona J showed the audience how to use Atiqa Odho 
Cosmetics to create a soft yet vibrant day look and how it can be easily transi-
tioned into a dark and sultry night look. 

The Atiqa Odho Cosmetics Meet up and Live makeup demo was orga-
nized in the spirit of Women’s Day festivities.

In line with Odho’s belief that makeup is a form of self-expression, the 
guests were presented with Atiqa Odho Cosmetics giveaways. 



Events

Beauty Strokes

Iraqi Ambassador Welcomed

Axact Holds 
Team Meet 
2017
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Beenish Parvez recently held a one-day 
makeup class for beginners at the Hak-

ka Chine in Dolmen Mall. She did different 
makeup looks on four models and gave a 
detailed step by step demonstration of the 
techniques and products used in the pro-
cess. She also shared some of her funny 
makeup mishaps. Students were given cer-
tificates at the end of the session. 

The Karachi Council on Foreign Relations (KCFR) held an interactive session on “Iraq-
Pakistan Relations” with Dr. Ali Yassin Mohammad Karim, Ambassador of Iraq. Ahsan 

Mukhtar Zubairi, Secretary General of KCFR, welcomed the ambassador. 

Axact IT Company and its subsidiary 
Bol Media Group held a Team Meet for 

2017.
The event was an annual corporate func-

tion of the Company, which celebrated its 
achievements over the year and gave rec-
ognition awards and certificates to the top 
performers.

The event started with recitation of the 
Holy Quran and the national anthem fol-
lowed by an overview of the Company’s per-
formance in 2016.

After this, an award distribution was 
held and a speech was given by by Shoaib 
Ahmed Sheikh, CEO and Chairman, Axact 
Inc. and Bol Network.

The ceremony concluded with a musical 
performance by Atif Aslam.  
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Launch

PTCL and Iflix Announce 
Collaboration

Pakistan Telecommunication Company 
Limited (PTCL), the country’s leading 

ICT services provider, announced its collab-
oration with Iflix, the Malaysian subscription 
video-on-demand service which is based 
in Kuala Lumpur, Malaysia, at a function on 
Saturday, April 8, at Marriott Hotel, Karachi.

The announcement was made at a joint 
press conference. As a part of the collabo-
ration, PTCL is offering to the subscribers 
of PTCL Smart TV and subscribers using 
4-Mbps and above, a 12-month complimen-
tary subscription of Iflix. This is south-east 
Asia’s fastest growing internet TV service.

Through the collaboration with Iflix, PTCL 
will provide high quality digital entertainment 
to its subscribers through its high-speed, 
low latency DSL service which is available 
in more than 2,000 cities and towns across 
Pakistan at attractive data rates.

 Iflix offers premium TV content across a 
range of genres through a portfolio that in-
cludes Hollywood, Indian, regional and local 
programs. The renowned streaming service 
has content partnerships with major names 
such as Warner Bros, Metro-Goldwyn-May-

er (MGM), Fox Studios, Paramount Pictures, 
Walt Disney, and Primeworks.

Following announcement of the PTCL-Iflix 
partnership, a highly entertaining show was 
also presented featuring live performances 
by Stereo Nation, the All Girls Band, Shaheer 
Khan, Khumariyaan and others.

The show also brought celebrities like 
Junaid Khan, Momal Sheikh and Anoushey 
Ashraf to the stage.

Photo taken on announcement of collaboration agreement between PTCL and Iflix. 
Adnan Shahid, Chief Commercial Officer, PTCL, is seen second from left.
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By Hafiz Inam

How many of us have experienced spiri-
tual uplift by giving charity to the needy? 

I assume everyone enjoys satisfaction by 
doing so, especially to those who we think 
are in dire need of our support. Even if I use 

the word ‘euphoria’ to describe feelings of 
some of us after doing charity work, it would 
not be an exaggeration.

But what if we are coerced to indulge in 
charitable work we want to refrain from? 
Take the example of animal hides which 
were once given under duress on Eid-ul-
Adha, especially in Karachi, to political or 
religious militant organisations which were 
operating under the garb of charity. What 
would be our feelings on such occasions? 
We would feel as if our right of voluntary dis-
tribution to whomever we wanted was being 
taken away. Or presumably we would feel 
like having run into extortionists who wanted 
us to pay them protection money. 

As roads of the metropolis are in a sorry 
state, traffic jams and snarls have become 
a matter of routine. Commuters who are 
already irritated due to the traffic conges-

tion face another problem when they stop 
at traffic signals. A girl or a boy wearing 
shabby clothes, brandishing a wiper rushes 
towards your car with the aim of cleaning the 
windscreen. But before you realize what he 
intends doing, the young person with intimi-
dating self-confidence has already started 

wiping the windscreen without even seeking 
your permission to do it.

It does not matter whether your car screen 
needs such cleaning because the teenager 
does not bother about such trivial details. 
As soon as his hands start moving on the 
screen, they do not stop. Once the “clean-
ing” of the already clean windscreen is done, 
the service-giver comes to the driver’s side, 
knocks on the window and asks for money 
for the service provided.

Here comes the tricky part. If you refuse 
to pay for the service you did not ask in the 
first place, you feel a pinch of guilt as you are 
depriving him of his “hard-earned” money. If 
you pay, almost like being compelled to pay 
almost on gunpoint. It is like – to do or not 
to do.

This is why this sort of thing can be terned 
as ‘forced charity’. Unless you don’t want 
to attract the attention of other commuters 
who would be staring at you constantly dur-
ing the whole drama, you are obliged to pay. 
This is a compulsion by every means. No one 
has a right to provide you any service unless 
commissioned to do so. And if someone 
does not abide by this, I reckon this is an act 
of forced charity. It must be dealt with ac-
cordingly because such form of service falls 
within the ambit of beggary. It is dishearten-
ing to see young boys and girls who do not 
make money through conventional beggary, 
indulge or are forced to indulge in the service 
service whether you need it or not.

The practice of providing unsolicited ser-
vices should be discouraged not only be-
cause it is a coercion but also because it 
creates doubts about other such teenagers 
who are genuinely earning money by clean-
ing car screen. This should not be the reason 
to rebuke those who are really labouring.

It would also not be advisable to hurl 

abuses at those who force you to give them 
charity. People should discourage them po-
litely.

Forced CharityForced Charity

Focus
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Maya Drops the Tag
By Hafiz Inam

With a boom in private productions, emergence of several TV channels and an 
increasing number of actors and actresses entering the world of entertain-
ment, it has become quite challenging for an actress to stand out and make 

her work known. This holds true especially in the presence of big-timers like Sanam 
Saeed, Ayesha Khan and many more. But the VJ-turned-actress Maya Ali has defied 
this and has made her mark on the entertainment industry within a short span. The 
26-year old female has appeared in lead roles opposite Usman Khalid Butt, Hamza Ali 
Abbasi, Ahsan Khan and Imran Abbas. She has been captivating her viewers with her 
sound acting skills since her debut in Durr-e-Shehwar, a play broadcast on HUM TV. 
Recently she got the opportunity to scoop up the Lux Style Award (LSA) when she won 
the Best TV Actress Award for her role in Mann Mayal.  

Maya Ali was born on July 27, 1989 in Lahore. After completing her Masters in Mass 
Communications from the Punjab University she intended to become a journalist. In-
stead she joined the world of entertainment by fluke when an acclaimed director Hais-
sam Hussain spotted her and offered her a role in Durr-e-Shahwar which proved a 
stepping stone for her. Critics and fans praised her side role of “Mahnoor” in the serial. 
Then came her next serial Aik Nayee Cinderella in which she got the leading role against 
Usman Khalid Butt. Her performance got her praise from all corners as viewers went 
gaga over her performance in the play. This made both Maya and Usman household 
names and the couple won the Best On-Screen Couple Award at the 4th Hum Awards 
in 2016. Their chemistry clearly reflects in the three successful projects they have fea-
tured in: Aik Nayee Cinderella, Aunn Zara and Diyar-e-Dil. Usman Butt is all praise for 
his partner: “Working with her is easy and challenging because she is a formidable 
co-star. She forces you to up your game and match her pace.”

Maya revealed an interesting secret in her interview with HSY that was 
shown on HUM SITARAY. She said she gave her first audition at PTV and 
was rejected. But she never gave up on her ambition and came back 
strong. This is evident from her illustrious acting career.

There are many big hits to Maya’s credit such as Zid, Shanaakht, 
Laadon Main Pali, Mera Naam Yousuf Hai, Sanam, etc. But her de-
piction of Mannu (a free-spirited girl who had guts to express herself) 
in Mann Mayal was at the top. Although in the initial episodes of the 
serial, it seemed as if Salahuddin (Hamza Abbasi) with his dominating 
role would overshadow Maya’s performance but the apprehensions 
proved futile. Maya took up the role in Mann Mayal as a challenge. In 
her words: “This (Mannu) was the most challenging role for me.” After 
watching the serial one agrees with her as the character of Mannu 
was not only demanding but also twisting. She played the role with so 
much ease and aptness that even the LSA Jury had no hesitation in 
naming her the best TV actress of 2016.

After having conquered the small screen, Maya is all geared up for 
her film debut. She has got the lead role against Ali Zafar in Ahsan Ra-
him’s directorial debut, Teefa in Trouble. This has made her the talk of 
the town because she beat several contemporaries in the race. 

Maya is critical of portraying women as helpless and vulnerable be-
ings in plays. However, she has stereotyped herself as an emotionally and 
socially deprived woman in plenty of productions. The viewers liked her role 
of a typical damsel-in-distress which she has done many times. And when 
she tried to bring something new she got no admiration. “I remember getting 
no feedback at all for Sanam when my character was not crying. There were 
no ratings at all,” she disclosed in her interview to HSY. But she believes the 
time has come to get rid of her old tag.    

Having been around for merely four years, Maya has proven herself a 
valuable addition to the drama industry in Pakistan. Her mesmerizing 
beauty, innocent looks and natural dialogue delivery depict her acting 
talent. Ali Zafar has rightly said about her, “I find Maya a very talented 
and a very hard working actress. She is beautiful and I believe her 
potential as an actor has not yet been explored fully.” 
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Ji

Geo’s latest serial Khan, a political 
drama revolves round Noman Aijaz 

and Shaista Lodhi.  Written by Syed Atif 
Ali and directed by Ali Faizan, the play 
highlights the element of heinous crime 
in domestic politics to the extent that the 
central character not only murders his ri-
val Jamil (Aijaz Aslam) but brutally kills his 
brother-in-law and son-in-law. In his main 
mission to gather unparalleled power by 
collecting top-secrets of government offi-
cials and cutting the throats of opponents, 
he emerges as an underworld don who is 
even feared by his own sister (Saba Per-
vez) and wife (Atiqa Odho). But then he is 
altogether a different person when he is 
with his retarded son whom he really loves 
and shares his secrets with. Another sig-
nificant character is that of his daughter 
who is an investigative journalist.

Those who have seen India’s Raajneeti 
may find some similarities in the basic plot 
of Khan. The character of Indu, played 
by Katrina Kaif is quite similar to that of 

Sarwat played by 
Shaista Lodhi.  It 
is encouraging 
to note that she 
has very profes-
sionally copied 
the movements, 
style and dia-
logue of Katrina 
Kaif which helped 
her in presenting 
herself as a pow-

erful  figure. Viewers were happy 
to see morning show host Shaista 
branch out into drama and present 
a new side to her that they had not 
seen — undoubtedly a very fine ad-
dition to our TV serials. In this par-
ticular serial she is definitely giving a 
very tough time to stalwarts like Saba 
Pervez and Atiqa Odho.

In the politically-driven play, the 
character of Khan is multidimensional. 
His association with his accomplices 
in crime, his attitude towards his rivals in 
politics, his understanding with his wife, 
his relationship with his sister, his con-
nection with his daughter and, above all, 
his unique bond with his retarded son are 
totally in contrast. Despite the marked 
difference between the behavioural pat-
terns of each character, Noman Aijaz has 
been able to do justice to each dimension. 
Despite being ruthless, he is submissive 
whenever he meets with his love Sarwat 
(Shaista Lodhi). The way he conducts him-
self as a dejected lover wins the hearts of 
viewers. The aspect of ferocious political-
rivalry and internal governmental affairs 
in the backdrop of a passionate, heart-
breaking love story makes it a fiercely un-
conventional, substance-oriented piece of 
entertainment.

The story line revolving around Khan fol-
lows the prime example of a high-ranking 
ruthless ‘gangster’ who has a kind heart 
when he shows his deep commitment to 
his family. In fact, the narrative takes an 

interesting turn where Khan’s romantic 
inclinations from his past re-surfaces and 
his desire to reunite with Sarwat takes the 
plot towards an intriguing diversion point 
as delicate encounters influence the deci-
sions of both Khan and Sarwat.

Another interesting character is that of 
Khan’s daughter Neelam whose husband 
was murdered by her father. Neelum ap-
pears to be somewhat dejected after the 
death of her husband and finds solace in 
talking to her class fellow Sohail during her 
Iddat period which defines her pain and 
agony. Her Phuppo (Saba Pervez) asks her 
to avoid talking to Sohail as Khan would 
not like it and might create problems for 
him. Such scenes in fact very appropri-
ately portray the real Khan. The role of his 
youngest daughter as a journalist who is 
always after some big story is well-crafted.

The serial is a good addition to Pakistani 
TV plays as it provides the opportunityfor 
people like Aijaz Aslam, Atiqa Odho, Saba 
Pervez, Shaista Lodhi and Noman Aijaz to 
shine through.

The Ruthless Khan

Shaista Lodhi

Atiqa Odho and  Noman AijazT
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By Khawaja Amer

Urdu 1 is back with a bit depressing but 
surely an extraordinary and quite an 

absorbing drama serial called Titli. The sto-
ryline is definitely a welcome effort keeping 
in view our entertainment landscape which 
is flooded with clichéd, run-of-the-mill seri-
als. Encouragingly enough, this play high-
lights a rather less talked about issue of 
married life. The theme of the play revolves 
around a beautiful middle-class girl. She 
finds it difficult to get along with a dark-
skinned but pretty rich husband. It is right 
on the dot become wealth gets preference 
over beauty.

This serial has definitely provided the 
lead characters with breakthrough roles 
and probably for the first time in her career, 
ravishing Hania Amir is playing the role of an 
anti-heroine while the Ali Abbasi has been 
assigned to appear as the rejected meek 
husband. Despite being negative in nature, 
the roles provide ample space for both to 
come out with their best.  With immense 
opportunity to show their professional skills 
as the lead, Ali Abbasi is winning sympa-
thies of viewers while Hania Amir is being 
subjected to curses. Obviously both pro-
vide exceptionally fine  performances.

 Tired of seeing the same faces on your 
television screens? Titli brings the very tal-

ented Ali Abbas and Hania Amir to share 
screen space for the first time. Directed 
by Ahmad Bhatti and written by Seema 
Aijaz, the serial revolves round the tale of 
a fair but self-obsessed girl (Hania Amir) 
who has high hopes from life. She goes all-
out for a flawless life and wants to marry a 
wealthy and beautiful prince, second 
to none.  Her dreams look pretty ex-
citing but when fate comes out with 
something else for her, she becomes 
a rebel. She proves to be a horrible 
wife and daughter-in-law as she talks in 
an awfully discourteous manner to her 
husband and in-laws despite the fact 

that they love her a lot.
 Depicting an entirely opposite 

character than her usual ‘sweet and 
bubbly’ avatar, Hania as Naila leaves 
the viewers in a state of shock. But the 
fact remains that the hate the viewers 
have developed for her can be termed 
as her success. With this serial she has 
started scaling the ladders of triumph 
at a pretty fast pace. The portrayal of a 
damsel who wants to get everything she 
wants in life including a handsome and 
rich man, ends up getting hooked to an 
ugly person. This is a lesson that no one 
can write-off what is written in their des-
tiny and the best thing is to accept the 
reality of life and live happily.

Through Naila’s fate in the drama, the 
makers come out with a very important 
lesson for the girls of today’s genera-
tion. Titli justifies how the practical world 
holds so much more than the ‘fairy 
tale’ endings they have dreamt of since 

childhood. How internal beauty is 
much more valuable than outer beauty and 
how greed and materialism always bring 
misfortune and misery for all. With such an 
interesting plot, an attractive lead pair and 
a captivating storyline, Titli looks like a re-
freshing dose of entertainment.

The serial can be termed as a whiff of 
fresh air as viewers are definitely sick of the 
repetitive plots and monotonous ‘saas vs 
bahu’ conflicts. Luckily enough, Titli prom-
ises all of it - drama, love, rage, romance, 
revenge and a lesson for all!

The heavyweights like Abid Ali, Naeem 
Tahir. Seemi Pasha and others have defi-
nitely given a big boost to the serial. Vet-
eran Abid Ali in the role of Ali Abbas’s father 
and Naeem Tahir as Hania Amir’s father of-
fer fine performances.

Titli – flitting between 
good performances
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By Mahrukh Farooq

It’s what everybody seems to be talk-
ing about, with many people further un-

derscoring the new trend by using catch-
phrases such as going nude, no layers, less 
is more, etc. In a world where there is so 
much emphasis on the need to look good, 
such talk seems almost counter-intuitive; 
how can one aim to look good while doing 
nothing at all?

It just so happens that the trend for ‘no 
makeup’ is just one of the many current 
styles that involve ‘going back to one’s 
roots’. It is only that this particular trend is 
based on the growing significance of show-
ing off one’s natural beauty while shedding 
artificiality. In addition, more and more peo-
ple are beginning to realize the harmful ef-
fects of excessive makeup on their skin and 
are, hence, attempting to move towards a 
routine that is a lot more skin-friendly.

That said, how does one even begin to 
practice a no makeup look? Fortunately, 
with a little practice (and a considerable 
amount of restraint), you too can sport the 
fresh-faced, au natural look you so desire. 
All you have to do is follow these simple 
steps:

Step 1: Apply BB Cream
One of the major reasons why BB 

creams have become so popular is 
that they encompass the best of 
both worlds; they moisturize 
the face while simultane-
ously adding colour. You 
can use your fingertips 
to blend the cream on 
to various sections 
of your face, namely 
the T-zone. This in-
cludes areas below 
the eye, the bridge 
of your nose, 
cheekbones, chin 
and right above 
the brow bone. 

Step 2: Con-
ceal

Use a light conceal-
er to hide any blem-
ishes on your face. The 
benefit of a concealer is 
that it blends easily with 
the base you may have 
used without looking like 
an additional layer. It is im-
portant to remember, how-
ever, not to use too much 
as the main objective is to 
let your natural glow shine 
through, not to cover it up. 

Step 3: Go for a Natural 
Flush

Powdered blushes are so last year. 
Now, cream blushes are the way to go. 
These are perfect for creating a natural 
‘flushed’ appearance without the caked 
look that powdered blushes 
normally give.  Just 

When Less 
Is More

Sport a completely natural and fresh look by getting in on the latest no-makeup trend!
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dab a bit on the apple of your cheeks and 
blend upwards.

Step 4: Highlight your Eyebrows
When doing our makeup, we tend to fo-

cus more on our eyes. However, our eye-
brows deserve just as much attention, if not 
more. By highlighting our brows, we end up 
adding definition to our eyes, thus creat-
ing a more polished look. Use an eyebrow 
gel and an eyebrow brush to fill in the gaps 
between your brows. Alternatively, you may 
use a medium/dark brown eye shadow to 

do the same but be sure to not use too 
much of it. 

Step 5: Apply a Neutral Eye Shadow
Since the overall look is meant to look 

neutral, it only makes sense for the eyes 
to follow suit. The key is to not choose a 
colour that may take focus away from your 

eyes. By applying a neutral eye shadow, 
you will be able to highlight them without 
making them stand out too much. Just dab 
a bit over the crease of your eye and then 
blend. 

Step 6: Apply Mascara:
There’s nothing like a little bit of mascara 

to really help define your eyes. Your eyes 
will look sharp and not too dramatic. An-
other way to add definition to your lashes 
is by using a lash curler. This gives an out-
ward turn to your lashes which helps ac-

centuate your eyes further. Remember to 
use mascara that isn’t clumpy and is strong 
enough to withstand the elements and last 
you throughout the day.

Step 7: Lip Colour
Finish off your look with a moisturizing 

lip balm or lipstick. It should be a colour 
that matches your skin tone and gives you 
a warm look. As a final touch, you can let 
your hair down to give an added element 
of freshness. 

And there you have it! The perfect guide 
towards achieving your much desired no-
makeup look. With the spring season al-
ready here, this is just the right type of look 
to carry everywhere, whether it is work, a 
lunch date with friends or even a formal 
day event. Through this look, people will 
be able to appreciate your natural glow and 
wish they had a way of showing it off them-
selves!



Grapevine

‘Khaana With Parosi’ 
Pakistan-China relations will get a 

real fillip from the new TV commercial 
of Shaan. The commercial features 
a Chinese housewife who comes to 
live in Pakistan with her husband and 
learns how to cook Pakistani dishes 
with the help of Shaan masalas. 

When she shares her cooking with 
her Pakistani friends, they are thrilled 
to find out that her dishes are deli-
cious and they treat her like a part of 
the family. The commercial is a real salute to the manner in which 
the Chinese who are coming to live in Pakistan are adapting to the 
local culture and cuisine.

Atif Leaves Stage 
Atif Aslam was all set to perform 

at a concert in Karachi. Every-
one was eager to see him create 
magic on stage, but the concert 
came to a sudden halt when 
Aslam decided to walk out, 
midway in his performance. 
He previously stopped a 
concert midway to rescue 
a girl from being harassed. 
This time, there was chaos 
at the concert, provok-
ing Aslam to walk off-stage, 
leaving the crowd utterly dis-
appointed. People were throw-

ing bottles at him and a fight broke out between the security and 
sound guys which made the singer 
quite upset.

Reham opens up 
Over a year after her divorce with the 

Pakistan Tehreek-e-Insaf chief Imran 
Khan, Reham Khan once again opened 
up about her divorce. Since announc-
ing their split on October 30 last year, 
Imran and Reham have been forced to 

make several clarifi-
cations as many 
reports regard-
ing their divorce 
have circulated 
in the media. Everything from poisoning at-
tempts to domestic violence (Imran being the 
alleged victim), family feuds and even the un-

fair treatment of Imran’s dogs (yes, dogs), 
has been reported.

Jolie to tie knot 
again?

The world might not be over the 
Brangelina split, but seems Ange-
lina Jolie is all set for new begin-
nings!

If the rumours are correct, a 
source close to Angie has revealed 
that she has moved on from her 

split with Brad and will soon be marrying a 
British entrepreneur.

 
Is Parineeti dating Charit? 

Rumours are rife that love may have 
come knocking on Ms. Chopra’s door. According to a report the 
actress is smitten with assis-
tant director Charit Desai, who 
works with Karan Johar’s pro-
duction house. The duo report-
edly met during a concert tour 
that spanned across the US last 
year – while Parineeti was a part 
of the tour, Charit was making the 
behind-the-scenes video. Appar-
ently, the two hit it off instantly and 

have been good friends 
since then. So are they just friends or is there more to it? 

That’s something only Pari can tell.

The nepotism debate 
During her appearance on Karan Johar’s popular 

chat show, Kangana Renaut called the filmmaker “a 
flag-bearer of nepotism and movie mafia.” Karan 

promptly retaliated by saying that he has promot-
ed many a talent who were outsiders and that 
Kangana always plays 
the “victim card.” This 
led to a war of words 

and many actors stand 
divided on the issue. 

Ali Zafar’s transformation 
He has done it again for his Pakistani 

debut film Teefa In Trouble. He has bulked 
up to look like a true medieval action hero. 
It took Ali three to four months of rigor-
ous training to achieve the physical trans-
formation. He mixed martial arts training 
with modern-day gym techniques and 
most importantly, diet and dedication and 
a change in lifestyle. Ali plays the titular 
Teefa in the romantic action-comedy film 
against debutant Maya Ali as Anya. 

Was Star Wars a joke? 
Mark Hamill, the 65-year-old actor, who starred as Jedi Knight 

Luke Skywalker in the three original sci-fi films, says fans made fun 
of the project when “A New Hope” hit screens back in 1977.

 “At the end of the trailer it said: ‘A billion light years in the mak-
ing. And it’s coming to your galaxy this summer.’ Somebody in the 
balcony yelled out: ‘Yeah and it’s coming to the Late Show two 
weeks after that.’ ”

 The actor, who was at the screening with his now late co-star 
Carrie Fisher, who played Princess Leia, says they both giggled 
with the crowd but adds that they were horrified. Hamill returned to 
the ‘Star Wars’ franchise for the “The Force Awakens.” 
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NEW APPOINTMENTS

Client   Advertising Agency                                       

Sindh Coal Authority Connect Marketing
  (for Display / Awareness Campaign)
National Education Foundation Message Communications  
Shifa Builders & Developers Oktopus360 Media  
 (for Fatima Tower )
Heaven Marketing Revolution Media  
Lucky Landmark Spectrum Communications 

CHANGE OF AGENCY

Client New Agency Outgoing Agency

NRSP Microfinance Bank No new agency appointed  G.H. Thaver

Bahria College No new agency appointed Hawk Advertising

APPOINTMENT OF MBH

Client MBH(s) Creative Agency(s)

Hemani Herbal Group M Pakistan Red Communications 
 for Hemani Slim Plus Tea, for Hemani Slim Plus Tea 
 Hemani Hair Oil-Amla,  Hemani Hair Oil-Amla,  
 Hemani Coconut Hair Oil, Hemani Coconut Hair Oil, 
 Cosmetic Face Wash and Scrub,  Cosmetic Face Wash 
 Hemani Kalonji Oil  Hemani Kalonji Oil 
 Hemani Quick Fit & Heal Care Hemani Quick Fit & Heal Care 
 and Hemani Herbal Shampoo and Hemani Herbal Shampoo

Pak Telecom  Group M Pakistan     
Mobile Ltd. (Ufone)

ADDITIONAL APPOINTMENT

Client Name  Product/Area/ Agency

English Biscuits Manufacturers Prestige Communications: for Sooper, Rio,  
 Sandwich, Marvell and Smile.   
 Lowe & Rauf: for Peanut Peek, Peanut Pista,  
 Butter Puff, Zeera Gold and Peek Freens  
 Cheers. JWT Asiatic: for Gluco, Party, Whole  
 Wheat Slices, Marie, Saltish and Ringo.

JW-Enviro Pakistan Golden Thoughts: for Easy Home 
 Oktopus360 Media: for Enviro AC.

National Vocational and Technical Channel 7 Communications: for Admission  
Training Commission  Notices under Prime Minister’s Youth Skill  
 Development Program (Batch-02).

 Orient Communication: for Classified  
 Advertisements and E.O.I. advertisements  
 which include tender notices, job vacancies,  
 office notices and show cause notice.

 M Communication: for Admission Notices.  
 under Prime Minister’s Youth Skill   
 Development Program (Batch - 01). 
 ( M/s. Kenad cleared )

Source: All Pakistan Newspapers Society (APNS)

Corporate Moves

Sarmad Ali has become President, 
APNS.

Jameel Ahmad has been appointed 
Deputy Governor, SBP.

Rifat Alam has become CEO, Din News.

Ata Ul Haq Qasmi has been reappointed 
MD, PTV.

Saquib H. Shirazi has been appointed 
Chief Executive, Atlas Honda.

Raza Ahmed Rumi has joined Daily 
Times as Editor.

Ali Khan has been appointed CEO, Engro 
Foods.

Abdul Razak Dawood has been 
appointed Chairman, Descon Oxychem.

Yameen Kerai has been appointed 
Director, Board of Directors, NIB Bank.

Shahab Qader has been appointed Chief 
Executive, Engro Powergen.

Nadeem Khalid has been reappointed 
CEO, Frontier Ceramics.

Abdul Sattar Khatri has been appointed 
Chief Executive, Ittehad Chemicals.

Hirotoshi Ugajin has been appointed 
Director, Kohinoor Energy.

Lt Gen Muhammad Ahsan Mahmood 
has been appointed CEO, Fauji Cement.

Ardy Firouzabadi has joined Interflow 
Communications as Resident Director.

Sohail Kassamali has been appointed 
Company Secretary, Engro Foods.

Amjad Aziz Malik has become President, 
Pakistan Sports Writers Federation 
(PSWF).

Farhan Khan has become COO, Starcom 
Pakistan.

Salman Haider has joined Neo News.

Noor Ul Huda Shah has joined Bol 
Network.






