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Editor’s Desk

May 2018 Vol. 23 No. 5
According to one rough estimate, there are over a hundred TV channels currently 

broadcasting in Pakistan. These mostly comprise news and current affairs channels 
but it is unfortunate that no Pakistani TV channel stands out as purely an entertainment 
outlet except Hum TV that focuses on drama and a couple of sports channels. For 
the most part, the concept of TV entertainment appears to be just news and current 
affairs.

It looks like the Pakistani nation is scared of entertaining itself. From the way it ap-
pears, everyone is keyed into news to know what the politicians, the judiciary or the 
bureaucrats are saying. Pakistan has become a nation that feeds on news of rape, 
murder, accidents, kidnapping and the rest of it – and enjoys the fare. Everyone watch-
es TV because reading is something that Pakistanis shy away from. Pakistan’s literacy 
level is pretty low but even those who can read prefer to watch TV rather than lose 
themselves in a book or newspaper. That is why the print medium in the country is 
down in the dumps while TV channels draw audiences in droves. TV programmes are 
the subject of conversation everywhere while there are very few people who quote from 
a book or article they may have read. As it is, people who write for the print media are 
unknown entities while those who appear on TV are celebrities.

In one recent example, there was a new TV channel that was ready to go on air but 
all that it was waiting for was a person to join it on the basis of his or her known face. 
Once that happened, the channel planned to go ahead and make waves by project-
ing the person as its flagship face. This is also what is happening on channels that are 
already on air. They are known not by their brand name as much as by the face that 
represents the channel and conducts the main programme. Someone the other day 
remarked that the main source of entertainment for Pakistanis is eating out, consider-
ing the crowds that one encounters at eateries of every class and description on every 
day of the week. However, the other most popular source of entertainment for the peo-
ple of Pakistan, especially in the cities, is watching TV news. People do not prefer to be 
entertained by entertainment but by news – fake or otherwise. TV news is presented 
to the accompaniment of sound effects that are so loud that they tend to smother the 
voice of the news presenter. The producer and his team also do tireless research on 
which film song (preferably Indian) will go with which news. All this is aimed at entertain-
ing the TV audience and as far as the news content is concerned, who cares!

Watching an anchor presenting his or her point of view at a high pitch is really sa-
voured. If an anchor laughs and makes fun of the person being interviewed in the stu-
dio or on a beeper, the pleasure of the audience is further enhanced. Some channels 
have beautiful female faces to do their anchoring and this too is enjoyed. The male 
audience admires the pretty face while the females envy the lady’s fashion sense and 
make-up style. There is also a lot of entertainment to be derived from the cat and dog 
fights that occur during panel discussions on news channels. The louder the noise 
level in such programmes, the higher the channel’s ratings. In fact, news producers 
at certain channels are even known to brief certain participants to raise their voices 
beyond acceptable levels so that an element of enjoyment is created for the watching 
public. In some instances, the anchors let the fight continue at the cost of rendering 
what is being said as inaudible because what comes across is just noise  and nothing 
can be made out of what each individual is saying. On other occasions, the anchor, 
who normally plays the role of a referee, announces the usual ‘short-break’ so that 
frayed tempers can be cooled down. Many times certain participants are known to 
have tugged away their collar mike and walked out of the fight because they could not 
take it anymore.  As far as the channel is concerned, all this is ‘entertainment’ and the 
rating agencies drive the channel many notches up because this kind of thing attracts 
more eyeballs. The outcome is more advertising and more earnings for the channel. If 
the audience is entertained in the bargain, so much the better.

But where is the real entertainment – the music, the comedy, the quiz shows and 
the rest? Some channels run comedy shows but these too are centered around cer-
tain personalities and if there is any comedy forthcoming, it is purely accidental. As for 
music, many channels take to broadcasting Indian songs but if Pakistan has any music 
talent, it is nowhere to be seen except in the Coke Studio season.

Where is the 
Entertainment?

Javed Ansari
Editor
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Readers’ Thoughts

Looking Up To Him
This is regarding the last cover story of Slogan on the multifaceted personality of Javed 

Jabbar, a man with a voracious appetite for reading and writing which eventually became 
the foundation of his interest in advertising and communications. From having interest in the 
mass media, international and national affairs, environment and voluntary development work 
to solving social and cultural issues, JJ has done a wide variety of work and has become the 
kind of person that everyone should look up to. In this regard, Slogan has made a great effort 
in emphasizing what Javed Jabbar represents.

Mohib Akhtar,
Karachi.

Leave The Shell
It’s high time that women realised 

what they are capable of. They have 
never had it easy and probably never 
will. In Pakistan’s male-centric society, 
women are taught a code of conduct 
from a very young age that trains them 
to be meek and to accept male domina-
tion. They must now come out of their 
shells. When it comes to acquiring 
higher positions in ad agencies, instead of feeling victimised they should look for inspiration 
in the success stories of other women in media as today it is more about innovation and 
skills rather than gender.

Fatima Ibrahim,
Karachi.

Online Impact
Digital marketing has turned out 

to be more than a trend. More peo-
ple are turning to the internet and 
many brands are vying for online 
presence. These brands encourage 
people to interact with them through 
engaging videos and contests that 
aim at enhancing the individual’s interest. It’s good to see many companies investing in 
research that is directed towards figuring out the various tools and dynamics of digital mar-
keting which can be further promoted to boost the e-commerce of Pakistan industry.

Arshad Yameen,

Islamabad.

Coffee Cafes
The article on ‘Growth of Coffee Culture’ 

by Amer Khawaja was a good effort. I agree 
that the tea and coffee industry is a produc-
tive sector. The reason behind this is the 
increasing competition between local and 
international brands and the way coffee and 
tea joints are gaining popularity in Pakistan’s 
upscale population. 

Tooba Siddiqui,
Islamabad.

Print Will Stay
Electronic media is expanding but print has more credibility. 

People still prefer newspapers to read about events in more 
detail. Immediate access to news is provided by the electronic 
and digital media which has pushed print media further into the 
background. Even then, I would prefer the daily paper rather 
than television or the internet.

Nabeel Khan,
Lahore.
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Who Said That!

The poor of this country will 
never get to decide their own 
fates. – Taj Haider,
Former Senator

People around me tell me I was 
meant for a certain role. 
– Maryam Nawaz,
 Politician

Anyone can hit a six but the 
challenge is in a century.
– Reham Khan,
Ex-wife of Imran Khan

Indian batsmen, including 
Virat Kohli, will find it difficult to 
score runs against Pakistan. 
– Wasim Akram,
Cricketer

If I tell you the amount of the 
biggest bribe I have ever paid, 
you will have a heart attack.
– Malik Riaz Hussain,
Builder

There is a thin line between 
sensuality and vulgarity and I 

don’t think I have breached it.
 – Humaima Malik,

Model 

I’m sometimes too blunt and often 
tell people what I feel. – Tapu Javeri, 
Photographer

Having a soft heart in a 
harsh world is a strength, 
not a weakness. 
– Sohail Ahmed, 
Comedian

I like acting… I’m 
happy doing that 
in any medium! 
– Mahira Khan, 
Actress

I would love to be a bit 
more calm. 
– Kamiar Rokni, 
Fashion Designer



Corporate Moves

All Pakistan Newspapers 
Society Elections Held

Pakistan print media representative 
body APNS has unanimously elected 

Hameed Haroon as President, Kazi Asad 
Abid as Senior Vice President, Mehtab 
Khan as Vice President, Sarmad Ali as 
Secretary General, Bilal Mehmood as 
Joint Secretary and Waseem Ahmed as 
Finance Secretary for 2018-19. 

The Annual General Council  held on 

March 31, 2018 under the Chairmanship 
of Sarmad Ali, President, unanimously 
approved the report of the Executive 
Committee for the preceding year  as well 
as the Annual Accounts of the Society for 
2017.

The General Council, attended by 
169 full members from across the 
country, formed an Election Commission 
headed by Syed Sajjad Bokhari. Nasir 
Daad Baloch and Javid Ahmed were its 
members. The Commission conducted 
the election of the Executive Committee 
for the year 2018-19. The following were 
elected unopposed:
Rawalpindi/Islamabad Dailies:  Ausaf, 
Islamabad and Sahafat, Islamabad. 
News and News Comments, Periodicals 
(Punjab / KPK):  Weekly Azm, Taaqat 
Group, Lahore.
News and News Comments, Periodical 
(Sindh / Balochistan): Fortnightly Ibrat 
Magazine, Hyderabad.
News and News Comments, Periodicals 
(General): Monthly Cricketer, Karachi.

The Election Commission conducted 
the election to the Executive Committee 
for the year 2018-19. Following were 
elected by secret ballot: 
Karachi Dailies: Aghaz, Business 
Recorder, Dawn, Deyanat, Express and 

Jasarat.
Lahore Dailies: Din, Dunya, Jang, Nawa-
i-Waqt, Pakistan and Tijarat.
Balochistan Dailies: Awam, Quetta and 
Mashriq, Quetta.
Punjab Dailies (excluding Lahore/Rwp/
Ibd.): Aftab, Multan,  Business Report, 
Faisalabad and Paigham, Faisalabad.
Khyber Pakhtoon Khwa Dailies: 

Mashriq and Wahdat.
Sindh (Excluding Karachi) Dailies: 
Kaleem, Sukkur and Kawish, Hyderabad.
Periodicals: Monthly Kiran Digest, 
Karachi, Monthly Naya Rukh, Karachi, 
Weekly Nikhar, Islamabad and Monthly 
Roohani Digest, Karachi.
General Seats (Regional Dailies): 
Sayadat, Bahawalpur and Tijarati Rahbar, 
Faisalabad
General Seats (Metropolitan Dailies): 
City 42, Lahore and Pakistan Observer, 
Islamabad.

The Executive Committee elected 
Fauzia Shaheen, Monthly Dastak, Karachi 
on women publishers seat. 

The General Council congratulated
Dr. Waqar Yousuf Azeemi on the 
achievement of his daughter Kanza 
Azeemi who has received the top 
award at Oxford University. She is the 
first Pakistani who have received the 
prestigious award. 

The newly elected Executive Committee 
appreciated the performance of the 
Election Commission for conducting 
transparent elections. The members gave 
a standing ovation to the Office Bearers 
for the year 2017-18 for their hard work 
in solving the problems faced by member 
publications.   

Arshad Saeed Husain has 
joined the Oxford University Press, Pakistan 
(OUP) as the new Managing Director. 
Arshad is a graduate of the London School 
of Economics and Political Science, with 

a specialisation 
in international 
trade and 
development. 
Prior to joining 
OUPP, he 
served as the 
CEO of Aman 
Health Care, as 
MD, at Abbott 
Laboratories 
Pakistan Limited 

and Syngenta Pakistan Limited. He was 
the President Director of PT Syngenta, 
Indonesia and President of the American 
Business Council in Pakistan. Husain was 
also a member of the Swiss Business 
Council and Chairman of Crop Life 
Pakistan.

Tasneem Sadaf has been 
appointed as the Chairperson of the 

Federation 
of Pakistan 
Chambers of 
Commerce 
and Industry 
(FPCCI) Standing 
Committee on 
LifeStyle for 
2018 to promote 
fashion designing 
in Pakistan.

Jawed Zia has joined Abbott India as 
the Vice President of the company. He is 
a graduate in Clinical Pharmacology from 

All India Institute 
of Medical 
Sciences, New 
Delhi and holds 
an MBA from 
Trinity College, 
Dublin. Zia 
joined Novartis 
in 1997 as a 
Senior Brand 
Manager and 
was appointed 

as the Country President, Novartis, for India 
in 2014. He has been associated with the 
global healthcare industry for nearly three 
decades.

Corporate Moves

8 SLOGAN May 2018



Grapevine

9SLOGAN May 2018

Rao, Noorjehan relationship
The famous – or infamous - policewalla Rao Anwar may 

have a claim to fame for many reasons. He is said to have 
been involved in many extra-judicial killings and is ‘protected’ 
by powerful people. Perhaps that is why he absconded from 
the law for many days and was only apprehended when he 
or his ‘protectors’ wanted this to happen.

But there is another claim to fame that Rao Anwar has. He 
is said to have been in the good books of none other than 
the late Melody Queen Noorjehan. Rao Anwar has a knack 
for building personal relationships with famous people. That’s 
how he got close to Madam Noorjehan and became her 
‘moonbola beta.’ Would the late celebrity be proud of her son 
today?

Opportunity Lost
Pakistan craves for foreign investment but when 

opportunity knocks the door, there is no one to answer. This 
happened recently when an American firm wanted to make 
a sizeable investment in 
the IT sector and was 
looking for countries 
where relevant 
manpower would be 
available at reasonable 
prices. When a 
Pakistani professional 
learned of this, he 
contacted the US firm 
and asked them if they 
could consider Pakistan as the country where they could 
invest. He was probably driven by nothing else but a spirit of 
patriotism.

The firm said, yes, they would be interested. So our 
friend, the Pakistani patriot, contacted relevant authorities 
in Pakistan and informed them of the God-sent investment 
opportunity. He also found some kind of sifarish to approach 
a federal minister in Islamabad. He even travelled all the way 
to Pakistan to further discuss the matter. When he met the 
minister, the latter said the opportunity was good but that 
the investors would have to go through the right ministry. 
Then started a long series of to-ing and fro-ing to various 
bureaucrats and their offices but the outcome was zero.

Meanwhile, the American investors, who were in a hurry, 
contacted the Indian government. The Indians leaped at the 
opportunity and an investment deal was sealed without any 
loss of time.

Cricketers’ Desire
It is learnt, on conditions of anonymity, that many Pakistani 

cricketers want to appear 
in advertising commercials 
along with their wives (not 
girlfriends).

What has led them to the 
desire is the appearance 
in two different advertising 
commercials of two cricket 
couples. Wasim Akram 
and his wife Shaniera are 
seen in a TVC featuring 

Gree products 
while Shoaib Malik 
and Sania Mirza are 
featured in the Asia 
ghee and oil ads. Since 
Sania Mirza is herself 
a top-seeded tennis 
player, popular tennis 
players may also be 

found to be nursing similar aspirations.

Australian Tailspin
And while on cricket, what have the Australians done to 

themselves? Wasn’t Australia one of those countries where a 
holier–than-thou spirit prevailed as far as their cricket was 
concerned? But as recent events reveal, they have been 
caught cheating in a Test match against South Africa – 
and it’s all there on video tape.

Australian captain Steve Smith confessed that he and 
a few other members of the national team had authorized 
the illegal practice of ball tampering during a Test. They 
had delegated the job to young Cameron Bancroft who 
was caught by television cameras using a piece of yellow 
tape to pick up grit from the ground before rubbing the ball 
with it, in an attempt to change its flight during bowling.

Steve Smith and David 
Warner (the other 
member of the 
team’s leadership) 
were banned from 
playing for Australia 
for 12 months while 
Cameron Bancroft 
got a 9 month ban. 
If the Pakistanis had 
been caught like 
this, they would have 
been prevented from 

playing cricket for the rest of their 
lives. 

9 Months

12 Months12 Months
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Empowered 
Leadership

By Javed Ansari

S
he is the only woman in South 
Asia to be the president of a 
television network. Sultana 
Siddiqui started her journey at 
PTV as a broadcaster and then 

as a producer. Today, she is President of the 
Hum Network – a group of private channels 
- and recipient of many national and inter-
national awards. Her television network was 
ranked among the top 25 companies of the 
Pakistan Stock Exchange in 2010.

 It’s been a long journey of some 40 years 
for Sultana Siddiqui. There were not many 
women working for Pakistan Television in the 
days when Sultana Siddiqui was there. She 
started producing plays in Sindhi in the be-
ginning. Probably that wasn’t enough for her 
so she branched out into producing Urdu 
plays to reach a wider audience. That fired 
her imagination further and she honed her 
directorial skills. PTV was the only TV chan-
nel until then, with a bit of NTM thrown in, 
in the nineties, so the opportunities were 
limited.

 Then came Gen. Musharraf’s media lib-
eration policy in the early part of the last 
decade and private TV channels became a 
reality. Sultana Siddiqui had left PTV by then 
and started doing her own serials. When the 
new TV channels arrived, they were obvious-
ly hungry for content. So Sultana Siddiqui 
fed them serials that were of a reasonably 
acceptable quality.

 When the opportunities for new channels 
opened, Sultana Siddiqui’s youngest son 
Duraid egged on his mother to start a TV 
channel of her own - and Hum TV was born. 
The good thing about this channel was that 
it did not follow the trodden TV News path 

and emerged, instead, as a Drama channel. 
There were no other channels then that spe-
cialized in broadcasting drama exclusively 
and this gave Hum that much-needed place 
to hang on to and make a niche for itself.

 That was how Sultana Siddiqui moved on 
in her professional career. From being just 
a drama producer at PTV she became the 
President of Hum Network. She achieved 
this because she recognized the opportuni-
ties available and also understood quite well 
that her success lay not in following the rut 
but in being different. In all this, credit must 
also be given to PTV for training her as a di-
rector and producer of TV plays. She learned 
all her skills there and then went on to apply 
her knowhow when she started producing 
and directing plays, first for her own produc-
tion house and later for the channel she es-
tablished.

What is also creditable is the fact that 
while there must have been many other PTV 
producers-directors (all men, by the way) 
who were either moonlighting for the private 
TV channels or had simply abandoned PTV 
to join the new channels, no one had the 
vision to start a TV channel of their own in 
the genre of drama – or in any other genre. 
Sultana Siddiqui is an exceptional person 
in this respect because she made a place 
for herself in a world that has always been 
dominated by men – not only in Pakistan – 
but around the world. What generates fur-
ther admiration for Sultana Siddiqui is the 
fact that she became successful in a country 
– where, traditionally speaking -  the place 
for women has always been that of a down-
trodden lot. The term ‘female diversity’ has 
only become fashionable in recent years – 
and all because of the self-serving motives 
of certain foreign interests.

PTV had been known for many years 
across the subcontinent and beyond for its 
extraordinary drama productions. But this 
was much before India opened up its TV 
sector and began utilizing the advantages 
of its huge and technically much advanced 
film industry. Once that happened, Pakistani 

Sultana Siddiqui

Arif Nizami
Editor, Pakistan Today

CEO, Channel 24

Sultana Siddiqui de-
serves kudos for suc-
ceeding as a media entre-
preneur in a man’s world. 
Starting as a producer at 
Pakistan Television, she is now President 
and owner of the vibrant and largely suc-
cessful Hum TV Network (HUMNL).

Her forty year journey has not been easy 
and without pitfalls. In fact it has been quite 
a struggle. She had to endeavour to es-
tablish a professionally-run entertainment 
channel and to make it a business success 
as well. The media industry is a difficult 
business to run. Here, to succeed in mak-
ing ends meet and have enough revenue to 
reinvest, is easier said than done.

Ms. Siddiqui is a brave woman. Apart 
from challenges relating to difficulties in es-
tablishing a successful business model, a 
few years back she had to fend off efforts 
for a hostile takeover of her business. Now, 
after surmounting these multifarious chal-
lenges successfully, the Hum stable has 
various TV channels. HUMNL is also in the 
process of launching a news channel soon.

We wish Ms. Siddiqui and her team all 
success in their ventures.
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drama took a nose dive while people across 
Pakistan and India simply went berserk over 
the Indian TV soaps that were not at all a re-
flection of the true India and only promoted 
an artificial lifestyle that did not exist in reality.

There were many other factors as well that 
contributed to the downfall of PTV’s superi-
ority in drama. It had stopped producing the 
kind of socially-oriented scripts it was known 
for and was not coming up with directors-
producers that it had done before. Further-
more, an air of bureaucratic inefficiency and 
corruption had set in the state channel, 
where the quality of a few was simply steam-
rolled under the weight of a growing number 
of employees who worked at PTV for mon-
etary benefit and not to produce good TV. 
And there was no Aslam Azhar at the helm 
of affairs.

 Sultana Siddiqui’s productions in the be-
ginning were almost as run-of-the-mill as the 
ones being churned out by other producers 
and production houses. But she apparently 
realized that there were opportunities that 
beckoned her to work more competently 
and produce good TV drama. That is how 
she got to create serials like Zindagi Gulzar 
Hai and many others. It was also good think-
ing on her part to not take the route that the 
Indian TV industry had taken in making for-
mula serials that ran day in and day out with 
no end in sight. This was something that 
ended up driving away both audiences and 
advertisers.

When Sultana Siddiqui set up Hum TV, 
she was advised to organize a hybrid kind of 
channel that had a bit of everything – drama, 
comedy and music. But she had seen the 
fate of music and comedy channels abroad 
so she went only for drama. She also saw 
potential in the fact that Indian soaps were 
very popular in Pakistan and the advertis-
ers supported this trend because they could 

reach more eyeballs.
 Hum’s music channel, Oye did not last 

very long due to lack of sponsors. The Net-
work redesigned the channel and re-named 
it as Fashion 360, projecting lifestyle and 
fashion, but that too didn’t work. Then they 
created HUM Sitaray and combined drama 
with lifestyle and fashion. Again, this has 
also not been a sensational success and it 
seems a lot more needs to be done to give 
it wow. The group even ventured into radio 
but this also boomeranged when they real-
ized radio wasn’t their cup of tea. Some time 
back, Hum produced its own film, Bin Roye, 
which was claimed to be a big success but 
one does not hear much of it anymore. The 
network even distributed the film all by itself. 
It is now distributing films for other produc-
tions in collaboration with Eveready Pictures. 
As to making more films, nothing much is 
heard.

 It was not all plain sailing for Sultana Sid-
diqui through her career. There were skep-
tics who questioned her very decision to 
start a drama TV channel because, in their 
opinion, this was a man’s job.  The chan-
nel had funding problems in its early months 
but Sultana Siddiqui kept going and then the 
tide turned. Hum also launched Masala - a 
24-hour food channel. Such channels are 
not the rage anymore but Masala survives.  
The network is currently in the process of 
starting a News channel but considering 
the fact that the market for News channels 
is quite overcrowded, Hum’s news presen-
tation would have to be quite innovative in 
order to succeed. What is worth considering 
in this respect is the fact that the news is the 
same all over and you cannot fictionalize it 
or dramatize it, so where the innovation will 
come from is a big question.

Drama has always been Hum’s specialty. 
They are the ones who introduced Mahira 

Khan, Fawad Khan, Sanam Saeed, Ku-
bra Khan and Hareem Farooq. In her days 
at PTV, Sultana Siddiqui also introduced 
Sakina Sammoo, Mahnoor Baloch and 
Abida Parveen. Dealing with social issues 
and portraying them without crossing the 
red line has been a basic pursuit at Hum. 

Productions in that category  include Udaari 
(on child abuse), Rehaai (on child marriage), 
Kankar (on domestic abuse)  and Sammi (on 
the practice of using women to compensate 
for crimes committed by men). It is interest-
ing to note, however, that despite tackling 
off-beat issues, sensationalism has never 
had a place at Hum.

Cover Story

Mujahid Barelvi
Senior Anchor 

Dawn News

Sultana Siddiqui started her career four 
decades ago at PTV. She 
has earned herself a ma-
jor position in the eenter-
tainment industry. Hum 
TV proved to be a turning 
point in her career be-
cause working at at PTV 
for her was an entirely different ball game. In 
the past decade, many media houses have 
arisen and diminished but the Hum TV net-
work is still standing as a top media house. 
The credit goes to Sultana Siddiqui due to 
her independent struggle in the predomi-
nantly male-dominated Pakistani media.

The writer is a veteran 

journalist and editor of 

Slogan magazine.

Bin Roye
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A Person of 
Substance
A Person of 
Substance

By Ather Viqar Azim

T
o write an article on someone you have closely known for over 40 years as a col-
league as well as a friend could be both easy and difficult. It is easy because you 
know so much about the person and difficult because to encapsulate her many 
achievements and milestones in an article would be no mean feat, particularity if 
the person happens to be Sultana Siddiqui.

Sultana Siddiqui started her career with PTV Karachi in 1974, as a producer. It was a year 
after I joined as Producer Current Affairs. From the onset, her commitment to excellence
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and work ethics was evident. It was un-
der the patronage of stalwarts like Iqbal 
Jaffer, Abdul Karim Baloch and Mazhar 
Siddiqui (her brother and mentor) that 
she flourished. The first big milestone in 
her career which received national recog-
nition and made her a serious contender 
was the tremendously popular Sindhi 
play “Marvi”. Its popularity was such that 
it was later re-made in Urdu.

Without resting on her laurels that she 
received for “Marvi,” Sultana started fo-
cusing on her real passion which was 
music and went on to produce and direct 
a host of music shows, each of which 
had her signature style. It was an achieve-
ment that she managed to execute a lot 
of these shows outdoors with very limited 
resources.

No other producer worth his or her salt 
can claim to have introduced and/or en-
couraged so many new singers through 
music programmes as did Sultana. One 
can cite here the examples of singers like 
Abida Parveen, Tina Sani, Ali Haider and 
so many others who later made it big in 
their respective careers.

In more than 40 years of our associa-
tion I found Sultana indefatigable in her 
resolve to be the best she could be in her 
professional and personal life.

After establishing a very successful pri-
vate production house and delivering high 
quality work, Sultana’s biggest achieve-
ment was yet to be realized. This came 
about in 2005 with the launch of Paki-
stan’s first purely entertainment channel, 
HUM TV. The channel captured the imagi-
nation of TV audiences in the country to 
such an extent that it redefined the per-
ception of drama serials.

Sultana Siddiqui was successful in es-
tablishing a high profile TV channel. She 
became the first lady in Asia to become 
the founder and President of a satellite TV 
channel, an achivement she still enjoys. 
On the back of the success of HUM TV, 
she went on to introduce Masala, a 24 

hour food channel and HUM Sitaarey. 
Apart from these TV channels,, several 
publications were initiated under her guid-
ance. This is how the HUM Network took 
shape and enjoys, at present, the status 
of being the most popular and premium 
channel not only locally but internationally 
as well.

In recognition of her dedicated and 
outstanding services in the field of art 
(TV production) she has been conferred 
with numerous national and international 
awards, the most prestigious being the 
“Pride of Performance”.

Besides being a friend in the true sense 
of the word, what strikes me most about 
Sultana is her remarkable ebullient spirit 
and her very positive and youthful ap-
proach. She is always open to new ideas 
and is willing to experiment.

It is commendable that along with all 
her professional achievements and re-
sponsibilities, Sultana did not neglect her 
primary responsibility of being a mother 
and being a single parent as well. She 
managed to raise her three wonderful 
sons, provided them with the best edu-
cation and gave them the best possible 
chance to excel in their chosen fields. I 
am proud to say that all three grabbed 
the opportunity with both hands and are 
extremely successful in their lives.

Her leadership style is soft and all-
encompassing. This allows her creativity 
to excel. The relationship that she builds 
with her team is not that of an employer 
but of a family member. She exuberates 
energy and shares it with all those who 
work or spend time with her.

Whilst a person with this kind of suc-
cess would be resting on their laurels, 
Sultana is always gearing up to face the 
biggest challenge of her life with the im-
pending launch of HUM News. This is a 
mission she has undertaken along with 
her son, co-founder and CEO HUM Net-
work, Duraid Qureshi. A task I am positive 
she will do justice to.

Cover Story

The writer is a well-known TV 

producer. He was recognized at 

PTV for his current affairs pro-

grammes and sports productions.

Arshad Mahmud
Music Composer

She did so much more than what we ex-
pected of her.

I have lots of respect and 
regard for Sultana Siddiqui’s 
unflagging capacity to work 
and also keep her friends 
and family happy. It’s an art. 
I first met her at PTV Kara-
chi Studios and did my first music programme 
from Karachi produced by her. There were four 
songs in it sung by Sajjad Ali, Lubna Nadeem 
and Humaira Channa. All the four songs were 
written by Anwar Maqsood. In fact Anwar 
introduced me to her. With her usual smile, 
she said she loved to introduce new people, 
(which she does even now). I replied hurriedly 
that I am not a newcomer and I have com-
posed for various programmes in Lahore such 
as Tal Matol and Such Gup mostly sung by 
Nayyara Noor. She said she didn’t know. She 
was right because my Guru Shoaib Hashmi 
believed that the long credit lists were never 
watched so all the credits were cut and some 
skit were added. 

A special Eid programme, produced by 
Sultana, became the basis of a friendship 
which lasts even today. The longest running 
programme of my career was a children’s pro-
gramme ‘Rung Barang’; it lasted four years. I 
am quite sure that this must also be the lon-
gest running programme of Sultana’s career 
also or at least in those days when the best 
programmes lasted three months usually. An-
other thing that I admire most about her is 
that she is constantly on the move, trying new 
things. When I met her last, she was most cer-
tainly not producing any drama programmes. 
Onher path to fame she developed the skill 
of a storyteller as well. She is now running a 
network of several dedicated and exclusive 
channels - Hum, Masala, and Hum Sitaray, as 
President. A news channel is coming soon. 
I must mention also that besides making a 
name for herself in the creative world, she has 
raised three lovely sons who are doing so well 
in their respective fields; she has fulfilled the 
responsibility of motherhood as well.

Marvi
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Working with a 
Star-maker

Cover Story

Anwar Maqsood
TV Host and Writer

Sultana Siddiqui 
should have been a 
man. Or is she a man in 
women’s clothing? She 
has gone where few men 
have gone before and no 
woman has gone – at 
least in Asia. She leads 
the Hum Network. Sultana always seems 
ready to go even further. Many aspirants 
to the job of producer at PTV back in the 
70s perhaps don’t recall her with any pleas-
antness because she was so good.  But 
they also must be happy – at least some 
of them – that she eventually launched her 
own drama channel. Her outstanding work 
in her PTV days was Marvi but the name of 
the producer was not so apparent because 
she must have been hiding in the shadows 
in those days. Sultana Siddiqui bade fare-
well to PTV and started her own production 
house because she wouldn’t have survived 
under Gen. Zia. Had she been a drama pro-
ducer then, all the female characters in her 
plays would have to wear the dupatta!

By Tina Sani

Sultana and I go back to 1980, the 
year I made my debut on Pakistan 
Television Karachi as a singer.  I was 

a complete novice and didn’t think that my 
first performance would amount to anything.  
The producer of that show was Ishrat An-
sari, the only person I knew at PTV, but soon 
thereafter he was transferred to Islamabad, 
leaving me knowing no one there.  But the 
popularity of that show bounced me into 
overnight fame and before I knew it, I was 
getting a stream of calls and offers from PTV, 
especially to sing for various producers. That 
truly scared me, mainly because it was so 
unexpected.

I don’t remember how we first met, but 
I do remember that Sultana and I bonded 
instantly.  She was warmhearted, under-
standing and very, very protective, especially 
towards us young women coming to work 
at PTV.  I could come back late from a re-
cording but if it was Sultana’s program, my 
family wouldn’t question twice. They knew 
we were safe and in good hands. Many a 
times, Sultana would even escort us back to 
our homes.  She absolutely understood that 
if young women were to be encouraged on 
television, they would have to be understood 
and assisted.

This was a time when not too many girls 
from non-professional backgrounds were 
coming, especially into the music industry. 
I give Sultana major credit for encouraging 
me to stay on and work more, hence I am 
still around. She understood that I felt out of 
place sometimes and she would make sure 
to stand by me.  We’d often laugh at her pro-
tectiveness towards us, but honestly, I don’t 
think I would have stuck around this long if 
it hadn’t been Sultana’s assuring presence.  
Not that PTV studios was a draconian place, 
it was just that I was a complete stranger to 
showbiz and its workings and it was Sultana 
who gave me the confidence to walk on.

Her friendly demeanour towards everyone 
made her an absolute favourite for anyone 
who came into contact with her, but her ster-
ling quality as a producer was her desire to 
give a break to new talent.  She wouldn’t shy 
away if she spotted talent.  Many established 
singers, producers and writers will vouch for 
this. The famous Abida Perveen too was one 
of her prodigies on television. 

She pushed us to explore ourselves and in-
sisted that I try my hand at hosting programs 
as well, which I did. When I was  reminiscing 
with actor Sameena Peerzada, she told me 
that her debut as a host on PTV was also on 
the insistence of Sultana Siddiqui.  She truly is 
a star maker and continues to be so!

The writer is a renowned 

singer, well-known for her 

masterful renditions of the 

poetry of Faiz Ahmed Faiz.
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Sultana Siddiqui
By Shanaz Ramzi

I 
first met Sultana Siddiqui – she is known 
as Sultana Apa by people around her – 
in 2004, when I was assigned a profile 
piece on her for Star Weekend, the eve-
ning newspaper that was a part of Herald 

Publications or the Dawn group. At that time, 
she was very successfully running her own 
production house, then called Moomal Pro-
ductions. It is MD Productions now. After the 
interview was published, she called to thank 
me and invited me to become a member of 
MWPJO (Media, Women Professionals, Jour-
nalists Organization), of which she was the 
president. I accepted and was immediately 
given the assignment to take out a newsletter. 
Since I was travelling in the northern areas at 
that time, I remained in touch with her from 
there to take interviews on the phone and 
make sure that work would not be delayed. 
On my return, she informed me that she was 
planning on launching a channel the next year 
and wanted me to head its PR department. 
The job was available right away.

I was shocked, to say the least. I was 
sure she was making a wrong call as I had 
no experience of PR and tried to explain as 
much to her, but she would not take no for 
an answer. She just smiled confidently and 
said, “Do this for yourself! You will not regret 
it. I know potential when I see it!” Seeing that 
I had no choice, I decided that I would give it 
a try for three months and then leave, hoping 
that by that time she too would have realized 
her mistake. 

In the eleven years that I remained with her 

I realized that there were many such highly 
unlikely appointments that she would make, 
giving random people portfolios they had no 
experience of and invariably prove her intuition 
right. She has been heard saying numerous 
times, “Mein heera parakh leti hoon!” (I rec-
ognize a diamond when I see one). Arrogant 
as that statement may sound, she makes the 
claim just as a matter of factly rather than as 
a boast.

Sultana Siddiqui’s vision and her vast expe-
rience from PTV made her lock in the head of 
a department at HUM TV three months prior 
to the channel’s launch. This does not hap-
pen at most TV channels even after decades 
of existence. 

Every publication covered HUM as it was 
the only TV channel regularly feeding them in-
formation. Each would appreciate the move 
by Sultana Siddiqui to have a PR department 
that would keep updating them with the latest 
developments. Not taking anything away from 
the quality of HUM’s programming, I think this 
is the singular reason why HUM Network’s 
fame spread so rapidly in such a short time. 
This is typical of Sultana Siddiqui vision – in-
vest wisely and in time and reap dividends.

In spite of the fact that she is the president 
of her network, she is always involved in the 
nitty-gritty workings of all the departments. 
No matter how small a matter. This can also 
be described as another reason for Hum Net-
work’s success. Unlike other ‘seths’ running 
channels, she is a professional to the core. 
She knows her work and can add value to  
everything – from  casting, sets, locations, 
production aesthetics, design of publications 

or just plain daily management. It is 
no surprise that over the years I have 
learnt a lot from her too – from know-
ing what PR is all about to maintain-
ing files, conducting press confer-
ences and dealing with colleagues.

Another commendable trait Sulta-
na Siddiqui has is her friendly and re-
laxed demeanour towards everyone, 

regardless of what position they hold in the 
company. Her incorrigible sense of humour 
and ability to laugh at herself is so unexpected 
and refreshing that many who don’t know her 
are taken completely by surprise. She treated 
me in particular, as a friend rather than as an 
employee and would say as much. In fact, 
one day she rebuked me, “I always say you 
are my friend, but you never say it, perhaps 
because you don’t feel that way!” I laughed 
but didn’t have the courage to tell her that I 
felt very close to her but thought it would be 
presumptuous to call her my friend as, after 
all, she was my boss!

At one point, the Cupola Group wanted to 
publish a biography of Sultana Siddiqui. After 

Admirable
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S. M. Shahid
Director, Oscar Advertising

I do not remember 
when I saw her or met 
her first. I was familiar 
with the name since it 
appeared on PTV during 
the good old days. Years 
later I met her at the 
house of her school friend Anees Haroon.  
Then I met her at HUM TV and at her house 
in Bath Island. She was gracious enough 
to invite me when Ustad Rais Khan or the 
famous Indian broadcaster Ameen Seyani 
were the chief guests.  I always found her 
a very pleasant human being and warm 
host.  

When I was assisting Anees Haroon in 
the preparation of her autobiography, “Kub 
Mahke Gi Fasl-e-Gul” I came to know that 
Anees’s classmate Sultana Siddiqui was 
the naughtiest girl in school in Hyderabad, 
Sindh. It is generally observed that the. Sul-
tana has proved that a streak of naughti-
ness in the early years turns into a serious 
and focused trait in adult life and can take a 
person to new heights. She has become a 
role model for other naughty girls.

Zindagi Gulzar Hai
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it was written and shown to her, she called 
me and expressed her dissatisfaction with 
the manuscript. 

She said, “You know me so well – who 
could do a better job than you at writing it? I 
can’t open up with a stranger like I can with 
you, so you do it!” 

I landed up having innumerable break-
fast meetings with her at her place before 
leaving for work to record her interviews, as 
there would be no time during the day to 
take on this extra mission. I have some great 
memories of those times spent together, 
learning about her life story and her achieve-
ments. She would talk about being a bully at 
school. She told me that her marriage didn’t 
work out and she faced the challenges of 
being a single parent as she had to bring up 
three boys. She talked about her closeness 
to her family and then her first job which was 
at PTV. She had to face quite a few chal-
lenges there as a sindhi woman producer 
who was trying to make her name in main-
stream TV. 

Sultana Siddiqui won an award in every 
genre of programming that she tried her 
hand at, from music to children’s program-
ming, Sindhi plays and eventually Urdu 
plays. 

Ms. Siddiqui left PTV at the peak of her 
career just before completing 25 years 
there. Then she launched her own produc-
tion house. This was the time when many 
people were producing plays privately and 
selling them to PTV. They probably didn’t 
have the courage to do so openly. But then, 
that’s Sultana Siddiqui for you – everything 
she does, she does with flourish and style.

After Hum TV was launched and she 
opened her own production house, she be-
came overly preoccupied as she had taken 
on the additional challenge of producing a 
play in addition to running the channel. She 
had not been in TV production for more than 
a decade but she did it in her signature style, 
despite all the hurdles.

Sultana Siddiqui can be described as af-
fectionate, visionary, bold, perfection-seek-
ing, professional and funny. She is always 
hands-on, regardless of her age and desig-
nation and that’s probably the secret of her 
success. 

The writer is a seasoned 

journalist and now pursues 

a successful career in public 

relations.

Riaz Ahmed Mansuri
Publisher, Women’s Own, Smash, 

Cricketer and former TV Times

What an admirable woman! Sultana 
Siddiqui has struggled 
against odds and has 
succeeded in a world 
where very few women 
entrepreneurs sprung 
up. This is true not only 
for Pakistan but for TV 
channels around the world. All credit to 
Sultana Siddiqui who has continued to be 

one of Asia’s prominent and female chan-
nel owners for many years – and has made 
a thumping success of it.

No doubt there were many obstacles in 
Sultana Siddiqui’s path when she started 
out at PTV back in the 70s. I still deeply 
value and reminisce the times Sultana took 
the bull by the horns and made sure that 
her plays were watched by a big audience 
because she was giving them quality enter-
tainment and changing the mindsets of the 
Pakistani society. She is an unstoppable 
force to reckon with.



Sridevi’s daughter Janhvi Kapoor has confirmed that Madhuri Dixit will play the 
role initially offered to her mother in a Abhishek Varman film.

Sridevi was supposed to work with Sanjay Dutt, Alia Bhatt, Varun Dhawan and 
Aditya Roy Kapur in the film. Sanjay Dutt and Sridevi were playing parents to a 
young couple, rumoured to be Varun Dhawan and Alia Bhatt.

Madhuri in
Sri Devi’s Role

Rani Mukerji’s Hichki
Actor Rani Mukerji is happy that the 

audience accepted her film Hichki and 
did not let her marital status come in the 
way. The 40-year-old actor said the film’s 
success is a clear indicator that it does 
not matter if the actor is married or “is a 
mother”. This is her first film after the birth of 
her now two-year-old daughter, Adira. 

The film features Rani as a teacher. The 
film is directed by  Siddharth P. Malhotra 
and backed by Maneesh Sharma and 
producer Aditya Chopra (Rani’s husband). 
When asked what her future plans are, Rani said she would focus on doing more films.  

UBL and its technology partner Teradata 
recently celebrated the successful 

rollout of customer profitability analytics 

through implementation of the Enterprise 
Data Warehouse. With this project, UBL will 

be able to gauge performance of individual 
customers for loans and trade facilities 
and to reprice and enhance limits where 
required. The Bank has plans to expand 
the existing analytic platform to incorporate 
new avenues and further empower its busi-
ness users.

Says Sima Kamil, President & CEO UBL, 
“We believe that robust customer analytics 
will give UBL a competitive edge by driving 
pricing decisions and by identifying areas of 
growth and savings within our businesses. 
We would like to acknowledge the efforts of 
Teradata for making this possible and look 
forward to our continued partnership.”  

Pakistani women need to push legisla-
tors to pass laws that protect the 

rights of women, says Pakistani actor 
Ushna Shah. She says they need to ensure 
that the rights are supported by law, cus-
tom, belief, culture and behaviour. 

She adds that publicly popular people 
have a greater social responsibility than 
others because the public look up to and 
listen to these people. 

 About having worked on stage, in televi-
sion and in films, Ushna says her favourite 
was the theatre as she grew up on the 
pantomime. She says 
she used to watch 
her mother Ismat 
Tahira and stepsister 
Irsa Ghazal act and 
her brother Shah 
Sharabeel direct the-
atre. She also did a 
lot of work in school 
and in community 
theatre as a child. 
That experience 
helped her develop 
acting skills.  

Ushna Shah
for Women’s 
Rights

UBL, Teradata Collaborate

News Buzz

Power Couple 
Break
Pop star Zayn 

Malik and 
model Gigi Hadid 
have broken up but 
it seems that Zayn 
is not yet over the 
breakup.

The former singer, 
immediately after 
the two parted ways, got a large tattoo of 
a black and white rose on the back of his 
neck, something that reminds him of Gigi. 
He also has his former girlfriend’s big eyes 
inscribed on his chest.

The model doesn’t appear to be both-
ered about colouring her body with any-
thing that will remind her of him. Both have 
tweeted of being in a friendly relationship.  
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Murtaza Promotes
Belgium-Pakistan Relations 

as Honorary Consul

Shreya Thanks 
Farhan

Farhan’s original 
track Tu Thori 

Dair was featured in 
the Arjun Kapoor and 
Shraddha Kapoor-
starrer Half Girlfriend. 
The song was sung as 
a duet for the film by 
Shreya Ghoshal and 
Farhan Saeed.

When Shreya won the award for Best 
Female Vocalist for the same song at the 
Radio Mirchi Music Awards, she didn’t 
forget to thank Farhan.

Hashoo Group CEO & Deputy Chairman 
Murtaza Hashwani has been sworn in 

as the Honorary Consul for the Kingdom of 
Belgium.

Initially operating as a trading enter-
prise, Hashoo Group has now emerged as 

Pakistan’s premium conglomerate with a 
diversified international business portfolio 
that encompasses hospitality, oil and gas 
exploration and production, ceramics, 
pharmaceuticals, travel and tourism and 
commodity trading. Their pursuit of excel-
lence and strong social responsibility are at 
the core of their philosophy.

Murtaza follows in the footsteps of his fa-
ther, Sadruddin Hash-
wani, the Chairman of 
Hashoo Group, who 
served as Honorary 
Consul of Belgium for 
almost thirty years and 
is recognised for pro-
moting good relations 
between Belgium and 
Pakistan. In April 2014, 
Sadruddin Hashwani 
was appointed as 
Knight-Commander by 

His Majesty King Philippe to reward him for 
his exceptional services to the Kingdom of 
Belgium.

Moammar Rana’s Azaadi
The coming film Azaadi tells the story of a man who sacrifices it all for the freedom of Kashmir and how his vision is carried 

forward by the young people he inspires.
Moammar Rana is the hero with Sonya Hussyn as a journalist named Zara. Azaadi will mark the directorial debut of Imran Ma-

lik, the son of producer/director Pervez Malik. Imran has also written the story while his brother Irfan Malik has produced the film. 
The film has elements of patriotism, a very powerful love story and some action scenes.

The film is being shot by Australian cinematographer Ben Jasper who also shot Hrithik Roshan’s Bang Bang and features a 
soundtrack with music by Sahir Ali Bagga and songs by Rahat Fateh Ali Khan, Quratulain Baloch and Shafqat Amanat Ali Khan.  

News Buzz

Murtaza Hashwani

Sadruddin Hashwani
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Selfies 
Banned on 
Red Carpet 
at Cannes 
The Cannes film festival management 

has banned selfies from being taken 
on the red carpet, claiming they caused 
“unwanted disorder” before premieres.

It was not clear whether the ban also ap-
plied to the cast and crew of the films being 
shown. Hollywood stars have also been 
known to take selfies of themselves on the 
Cannes red carpet.

News Buzz

V J-turned-actress Hina Altaf 
has become the center of 

attention on the internet. She 
had become the sweetheart of 

audiences after her appearance 
in the hit serial Udaari, in which 

she played the role of a rape 
victim. 

As soon as she posted the 
pictures of her first photo shoot 

on her Instagram account, 
her followers started sharing 

her pictures in different social 
media platforms and giving 

their negative comments. It’s 
reported she did not care 
much about the response 
and even kept sharing her 

daily gym routine.  

Hina Altaf is Bold 

Maleeha Lodhi, Pakistan Ambassador 
to the United Nations, hosted a lun-

cheon with Pakistan’s official delegation at 
the UN Commission on Status of Women 
(CSW) at her residence in New York.

The occasion 
was an event where 
the team presented 
a lot of ideas on 
women empower-
ment in Pakistan. 

Guests included Dr Shezra Mansab, MNA, 
Waqar Ahmad, Head of Corporate Nestlé 
Pakistan, Neelam Toru, Chairperson, CSW 
Khyber Pakhtunkhwa and Fouzia Viqar, 
Chairperson CSW Punjab.  

Maliha Lodhi and Nestlé 
Pakistan



Asim Raza Rewind

Datsun Re-launch

Asim Raza is set on another film and this time too he’s looking at Mahira Khan and 
Sheheryar Munawar for a new film called Paray Hat Luv.

It is a romantic comedy set in Pakistan and Europe. It is an unlikely romance between a 
young free-willed, commitment phobic man and a beautiful, strong-willed woman as they 
happen to meet and fall in love over a series of unplanned encounters. The story plays on 
the underlying fear of today’s generation on committing to anything in life.

The cast includes Nadeem Baig, Hina Dilpazeer, Ahmed Ali Butt, Zara Noor Abbass and 
Rachel Viccaji.  

Kohinoor TV has hired transgender 
Marvia Malik as a newscaster and the 

response over the internet is just amazing!    
This removes all stigmas against trans-

genders and creates a gesture of support 
for them. Marvia Malik made her first on-air 
appearance on March 23, 2018. 

The initiative was appreciated by re-
nowned journalists and TV personalities 
who applauded the move as a progres-
sive step towards transgender rights in 
Pakistan.

Marvia said she wanted to promote 
equality for transgender people. She is a 
journalism graduate and has also worked 
as a model.   

Ghandhara Nissan will soon be re-launching Datsun 
cars in Pakistan. They will start with Datsun GO, which 

is often regarded as the best small budget Nissan car. It 
has the latest features and comes at an affordable price. In 
addition to Datsun, France’s Renault and South Korea’s Kia 
and Hyundai are launching their cars in Pakistan.  

All Rolled Into One
Gloss’ is a bi-monthly magazine all rolled into one – fashion, celebrity, 

showbiz, travel, cookery – and a lot more. It is appropriately called 
‘Gloss’ because it is really glossy and expensive. The size is larger than A-4 
but smaller than A-3, though the logic behind that is for anyone to guess. 
Perhaps it makes the magazine stand out. Priced at Rs. 700, it’s not the 
kind of magazine that people would spend their money on. But you will see 
it at beauty salons and spas, even at those restaurants where they pretend 
to welcome people who carry their laptops around (to play Solitare). Any 

eatery’s sole hidden purpose is to sell their coffee and snacks.
Published from Karachi, Gloss has good content and good production and printing 

values. Let’s hope the publisher’s and editor’s interest is also good  - and doesn’t fade out 
sooner than later.  

Hello 
Marvia!
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Afridi Happilac 
Ambassador

Emirates was the ‘Airline of the Year’ at 
the 2018 Air Transport Awards. The 

airline has launched remarkable product 
enhancements on its Boeing 777 and 
A380 aircraft. It has unveiled its enhanced 
A380 Onboard Lounge as well as new 
high-tech touches. On the ground, the 
airline expanded its lounge network and 
today operates 41 dedicated Emirates 
Lounges globally. Improving the on-ground 
customer experience further, Emirates 
and its partners announced the ‘Together’ 
initiative for smoother passenger flows 
through key touch-points at Dubai Interna-
tional Airport.  

Shahid Afridi will be the brand ambassador 
of Happilac Paints. Happilac Paints has a 

considerable market share in its category and 
is popular in Tajikistan and Qatar. Afridi will 
certainly make friends in these markets.  

Waseem and 
Shaniera Agree 
on Gree
Gree has appointed Waseem Akram and 

Shaniera as its brand ambassadors. 
These products are known for “energy sav-
ing” qualities – something that Pakistanis 
are set to need in growing volumes.  

News Buzz

Mr. Lampros Demertzis, Managing Editor of Air Transport 
News with Thierry Antinori, Executive Vice President and 

Chief Commercial Officer of Emirates at the 2018 Air 
Transport Awards.

PTCL Fastest Growing Brand

PTCL has been declared as the fastest growing brand in Pakistan with a brand value 
of USD 119 million (more than 12.5 billion rupees). This was announced by Brand 

Finance in Barcelona at the Mobile World Congress 2018. Brand Finance is the world’s 
leading independent brand valuation and strategy consultancy headquartered in London. 
In 2017, Brand Finance measured the Etisalat brands portfolio where PTCL’s brand value 
stood at USD 86 million. With a 37.5% increase in value in the span of just one year, the 
PTCL brand has become the fastest growing brand in Pakistan. It has also become the 
second telecom brand in Pakistan to be valued at over $100M, improving its ranking by 21 
points to be placed at 214 in Brand Finance’s Telecoms 300 2018 league table.  

Emirates Airline of the Year 

Get Well Soon 
Irrfan
Knowing about actor Irrfan Khan’s illness 

has depressed his friends and admirers.
The actor has said on social media that he 

is suffering from a medical condition known 
as neuroendocrine tumour.  



Slug

One day in New York’s Manhattan, right in Times Square, where there is so 
much activity going on, Pakistanis were pleasantly surprised to see the 

popular Pakistani brand Rooh Afza and the Pakistan flag displayed on the Nasdaq 
screen. The date was March 23 – the day the country celebrates Pakistan Day. 
People on the streets were asked to try the red syrup free of charge – and their 
reactions were very positive – despite the fact that Roof Afza is rather too sweet for 
American tastes.

It is good that while Rooha Afza is one of the most known Pakistani brands, it is now 
stepping out of the country and attracting a following in foreign markets despite the 
fact that this concentrated squash is non-alcoholic. The Rooh Afza recipe combines 
several ingredients popularly believed to be cooling agents such as rose. The drink is 
commonly associated with the month of Ramadan. 

It was in 2015 that fashion designer Nomi Ansari 
won the PIA competition for new crew uniforms 

while a new scarf designed by Sania Maskatiya was 
selected for stewardesses. Somehow, the new uni-
forms never took off. Now PIA is 
going for a livery change despite 
the fact that the Pakistan flag on 
the aircraft tail was more rep-
resentative of the country. 
The new livery has the 
markhor, Pakistan’s 
national animal, on 
the tail. The PIA name 
appears on the fuselage 
in English and Urdu. The 
very existence of PIA is in 
the doldrums but it likes 
to go for expensive livery 
changes every few years!  

Anushka Sharma has won the Dada-
saheb Phalke Foundation Award for 

her efforts as a producer. She was behind 
such films as NH10, Phillauri and Pari.  
The award is not the same as the Indian 
government’s Dadasaheb Phalke Award 
which is very prestigious and the country’s 
highest cinematic honour.  

The four-day Pakistan International Film 
Festival (PIFF) brought many interna-

tional film-makers, actors and artistes to Ka-
rachi to celebrate cinema, interact with the 
local entertainment industry and exchange 
stories and ideas.

Indian actor Vinay Pathak, who played 
Bharat Bhushan in Bheja Fry, was also 
there. He was mesmerized by the kind of 
response and hospitality he got.

Anushka Wins

Mesmerized

Hysab Kytab Tab
Hysab Kytab is a new mobile phone 

application from Jaffer Business 
Systems. It is Pakistan’s first budgeting app 
and a one-stop solution for all money mat-
ters. Veqar ul Islam, CEO, JBS, presented 
the application at the second Digital and 
Mobile Payments Summit that was held in 
Karachi.

News Buzz

Livery Change
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Red at Times Square

Vinay Pathak, Nandita Das and S.S. Rajamouli at PIFF
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Procter & Gamble (P&G) collaborated 
with Metro Cash & Carry and Hope to 

provide clean drinking water to Pakistani 
communities in need.

P&G aims to provide 11 million liters of 
clean drinking water to Pakistani com-
munities, reaching an estimated 50,000 
people. P&G ran its clean water program 
at all Metro stores in Pakistan from March 
17 to April 30, 2018. During this period, 
on every purchase of an Ariel, Safeguard, 

Pantene, Head & Shoulders, Pampers 
and Always product at a Metro store, P&G 
donated the equivalent of 1 day of clean 
drinking water to the Children’s Safe Drink-
ing Water Fund.

The partnership stems from P&G’s com-
mitment to the provision of clean drinking 
water for communities in need which is in 
line with the United Nations Sustainable 
Development Goal # 6 – to ensure access 
to water and sanitation for all. 

P&G, Metro and Hope 
Promote Safe Drinking 
Water for Children

Filmfare Middle East Re-launched
The Danube Group re-launched ‘Filmfare 

Middle East’ in Dubai recently. The glit-
tering event featured Indian and Pakistani 
showbiz people like Deepika Padukone, 
Karan Johar, Fawad Khan, 

Mehwish Hayat, Manish Malhotra, Jackie 
Shroff, Dia Mirza and the crème de la crème 
of Dubai.

Singers Armaan Malik, Aman Malik, Usha 
Uthup and Bappi Lahiri raised the tempo 
of the evening by hitting on the high notes 

as they performed live. A tribute to the 

veteran actor Sri Devi was a highlight of the 
evening.

Deepika Padu-
kone unveiled 
the cover of the 
magazine. She is 
also featured on 
the cover. Mehwish 
Hayat was honoured 
with the Pakistani 
Icon plaque while 
Fawad Khan received 
the Best Cinematic 
Icon award.

Said Mehwish Hayat, “I would love my In-
dian friends to come visit us in my homeland 
and see the love people have for them.”

Rizwan Sajan, founder and chairman of 
the Danube Group, commented, “Filmfare 
Middle East is a cult brand and it was my 
dream to revive this brand.” The Danube 
Group provides more than 25,000 products 
in stock and in-house value added services 
at its showrooms across the Middle East.  

Musical 
Memories
The National Epilepsy Centre arranged a 

musical night at the Indus Valley School 
of Art and Architecture (IVS) to raise funds 
for their cause. It paid tributes to the golden 
era of Pakistan’s film music.

 A live 15-piece orchestra performance 
transported everyone into the past. Among 
the singers were Salman Alvi, Waseem 
Baig, Karam Abbas, Rosemary, Ashfaq 
Hussain and Wahab Khan.

 Professor Emeritus, department of neu-
rology and former director JPMC, Professor 
Hasan Aziz gave an introduction to NEC 
and the wonderful work it has been doing 
over the past 12 years. A documentary was 
shown to highlight the work followed by a 
vote of thanks by Dr Zarine Mogal.

The National Epilepsy Centre is an NGO 
that provides holistic management to epi-
lepsy patients, especially those from the low 
socio-economic strata. 



How would you describe the advertising industry 
in Pakistan?

It has grown by leaps and bounds and is much 
more challenging than it was in the 90s. With special-
ized services such as media buying, social media 
services, outdoor services and brand activation, etc. 
things have come a long way and it is becoming 
tougher for an advertising agency to sustain itself 
in the market if it does not offer a complete service 
package and satisfies its clients. On the other hand, 
clients have also become more active which drives 
the agencies to come up with the best creative ideas 
and solutions.

What inspired you to pursue a career in advertis-
ing?

My love for TV and the colourful and musical ad-
vertisements drew me towards this field.  I also used 
to follow the ads in the newspapers and in my MBA 
studies too, I chose marketing as a major. In addition 
to this, my thesis topic in the finals was ‘Advertis-

Dialogue

‘We need 
to focus on 

content.’

‘We need 
to focus on 

content.’
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Aqeel Jafri,
Managing Director, 
Pirana Advertising,

talks to Slogan.
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Dialogue

ing Industry in Pakistan’. I was required to 
meet and interview various agency owners 
and see how they handled their clients, 
produced campaigns from scratch and 
what were the ethics of the field. It was 
during this time that I met people like Javed 
Jabbar, Tahir A. Khan, S.H. Hashmi and 
Akbar Ali and realized that this is what I 
wanted to do. 

How challenging is your position at 
Pirana?

Being the MD of the company brings a 
lot of responsibilities and challenges and I 
am working out ways and means to take 
the company further. My main focus is on 
business growth and development and to 
look after the best interests of our existing 
clients to ensure they get the best service 
and are satisfied with our efforts.

I am looking forward to transforming the 
agency’s new and existing brands with 
creative excellence and innovative busi-
ness solutions that take them to heights 
of success and set them apart from their 
competitors. I believe that an agency’s 
growth and success depends on building 
its clients’ business and developing brands 
and I plan to utilize the leadership team’s 
global brand expertise and network agency 
experience to ensure the best outcomes.

Tell us about some of your achieve-
ments.

It’s been a long and eventful journey 
since I started my career in the mid-90s 
at Interflow. I was a core member of the 
team when the Pepsi 300 ml bottle was 
launched in Karachi in 1996 after the cola 
war between Pepsi and Coke. I was also a 
senior brand manager at Cupola Pakistan 
Ltd. and had a key role in the launching of 
international franchises in Pakistan like TGI 
Friday, Pizza Express, Thomas Cook, Alpha 
Graphics and Color 4 Kids.

In 2000, when the John Player Gold Leaf 
Voyage of Discovery Boat came to Paki-
stan, I was leading the team that organized 
the mega event at PAF Korangi Creek with 
massive media coverage in Pakistan and 

Dubai.
Again, in 2000, when the English Cricket 

Team visited Pakistan after a long gap of 
13 years for three Test matches and three 
ODIs, I was responsible for managing inter-
national media and journalists throughout 
the event.

Does advertising also play the role of a 
social service platform?

Certainly. It has a very big impact on 
the general consumers. Marketing and 
advertising play a prominent role in shaping 
our society and the way we seek, think, 
understand and act. Whatever we portray 
through our ads and communicate to the 
people, they remember it and are influ-
enced by it in the long run, so it is up to us 
as to how well we use this medium.

Advertising plays the role of a social 
service platform if it is used for delivering 
positive messages and depicting an inclu-
sive picture of society. With ads we paint 
a picture of a society which shapes how 
we view ourselves and what many people 
aspire to. 

What is your opinion about the new tal-
ent that is coming to the ad industry?

I think the new generation is very tal-
ented and is in a much better position to 
handle marketing and advertising as they 
have access to the international market 
and the social media platforms that bring 
them very close to the consumers. They 

understand what the consumers like, what 
they are looking for and are in a better po-
sition to devise campaigns that work well. 

Please highlight some of the dominant 
problems of the Pakistani ad industry?

The problems that our ad industry faces 
these days is lack of resources as well as 
reluctance of the clients in giving complete 
control to the agency and trusting it with 
something that has not been tried yet. 
We also face production limitations due to 
which we have to travel abroad to shoot 
commercial, which is troublesome, expen-
sive and time-consuming.

Is there a need for professional advertis-
ing institutions in Pakistan?

I think yes, we need a platform where 
the younger generation can learn more 
about advertising and marketing and put 
their skills and aptitude to good use. There 
should be a place where they can meet the 
more experienced people in the field, learn 
the basics and understand the challenges 
of what goes on to make their job a suc-
cess.

Don’t you think Pakistani advertising 
has to develop a lot?

I remember that when I was young and 
used to watch channels of other countries, 
I would feel that there was a lot of differ-
ence and we did not have the resources or 
the technology to compete with them but 
our content was far superior. These days, 
we have better resources and technology 
but we need to focus on content that really 
draws consumers and helps them become 
loyal customers.

What are your future plans for Pirana?
My first goal is to make Pirana one of the 

top ad agencies in Pakistan. I am also aim-
ing to get the top brands on our portfolio.

I aim to build long-term and more mean-
ingful relationships with clients and help 
them reach out to their consumers with an 
innovative, creative and strategic thought 
process.

About Aqeel Jafri
Aqeel Jafri is the Managing Director 

of the Pirana Group. Prior to this, he 
was a General Manager at The Brand 
Partnership. He started his career 
from Interflow Communications and 
has worked with Cupola Pakistan 
Ltd., Prestige Communications, 
Maxim Advertising and Jang Group.

Aqeel Jafri has been associated 
with media for the past 23 years and 
has served the three core areas of 
communications - media, advertising 
and brand.

Advertising plays the role of a social service platform if it 
is used for delivering positive messages and depicting an 
inclusive picture of society.
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David Ogilvy
Founder, Ogilvy & Mather

Never write an advertisement 
you wouldn’t want your family 
to read. You wouldn’t tell lies 
to your own wife. Don’t tell 
them to mine.

Never write an advertisement 
you wouldn’t want your family 
to read. You wouldn’t tell lies 
to your own wife. Don’t tell 
them to mine.T
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Guess Who?Guess Who?

Your correct guess will win you a 
year’s FREE Subscription to Slogan 
Magazine. The first 10 respondents 
will qualify for the prize.

Your reply must reach us by May 
15, 2018.

The person is

Your Name:

Address:

Telephone / Cell No.: Email:

Send your reply along with this coupon or e-mail the asnwer and your details to us at: guesswho@slogan.com.pk

Reference. May 2018

Slogan Address: 20-C, Lane 12, Off Khayaban-e-Ittehad, Phase II Extension, DHA, Karachi - 75500, Pakistan.

Who is she?
She is one of the top actresses in 
Pakistan and is mostly known for her 
latest film that proved to be a high 
-grossing release.

Coming from a show business family, she 
has appeared in a number of serials and 
has done commercials for major brands. 
She is also a model, singer and activist. 

This actress was among the top ten 
‘Sexiest Asian Women in the World’ in 
2008 and was also called her country’s 
Princess by Eastern Eye Magazine.

30 SLOGAN May 2018

The correct answer for the 
April ‘Guess Who’ was

Ranveer Singh.
The following people sent correct answers 
and will receive FREE copies of Slogan 
for one year: Mohib Akhtar (Karachi), 
Syeda Izma (Karachi), Rehan Siddiqui 
(Islamabad), Salma Iftikhar (Islamabad), 
Anila Rehman (Lahore), Umair Haseeb 
(Lahore), Muhammad Nawaz (Faisalabad), 
Khateeb Akhtar (Rawalpindi), Ushna Rizvi 
(Hyderabad) and Lateef Aslam (Peshawar).



31SLOGAN May 2018

Business Ideas

By Faizan Usmani 

‘The greatest thing since sliced bread’ is 
one of the most popular catchphrases 

from the 1940s onwards. As the phrase 
truly suggests, sliced bread was really a 
major hit among consumers when it arrived 
in the late 1930s because the bread, a ba-
sic household staple, earlier used to be sold 
as a single loaf and people had to manually 
cut it into slices before consuming. Thanks 
to the bread-slicing machine invented by 
Otto Rohwedder in 1928, the introduction 
of neatly-cut, equally-sized, ready-sliced 
bread appeared to be a much-needed con-
venience, especially to housewives. 

However, except for some changes 
brought in terms of packaging, almost 90 
years have passed since the introduction 
of sliced bread, but it has yet to go through 
any considerable change in its design 
and can be taken as another victim of the 
‘complacency of standardisation,’ which 
severely hinders a product’s potential to 
move beyond a predefined range. 

The fact is that there could be many 
wonderful things that could emerge, offering 
more convenience and value-addition since 
the launch of sliced bread. Many types of 
bread are consumed across the world, but 
the word ‘bread’ mostly refers to ‘sliced 
bread’. In Pakistani culture, bread is known 
as a ‘double roti’. The word ‘double’ prob-
ably denotes the fact that the bread is often 
consumed after putting two slices together. 
A good example could be the sandwich. 

Following the traditional single-layered 
roti, double-roti is a popular breakfast item. 
However, despite being a commonplace 
edible item, sliced bread is generally per-
ceived to be a light, breakfast food that may 
also be served with evening tea. To cap it 
all, as per general perception, if someone is 
eating double rote for lunch or dinner, then 
he must be sick and has been advised by 
the doctor to avoid taking normal roti. Or, 
may be, it’s a decrepit old man with decay-
ing teeth, dunking bread slices in tea to 
physically survive, come what may. 

The overall image of the double roti is 

still confined to the sandwich trap and has 
not found its way into any main cuisine, of 
course other than being the basic ingredi-
ent in ‘Double Ka Meetha,’ a dessert from 
Hyderabad, India. Meethay Takray based 
on double roti, is also a popular dessert in 
the Indian sub-continent. In the West, the 
housewife has given sliced bread the name 
of ‘French Toast’ by spraying some sugar 
on the bread slices and frying it in butter.

 But it is true that sliced bread has never 
been projected as a main course meal item 
that could replace roti, the most favourite 
form of bread in Pakistan. What is needed 
is a mega shift in the way sliced bread is 
produced across the world. 

To start with, the word ‘double roti’ needs 
to be challenged. Why cannot there be a 
single roti which in equal size to a conven-
tional roti? If bread offered in slices is bigger 
than the normal size, there will be no need 
to put slices together. 

A normal slice tends to break into two 
when folded while most people like to fold a 
slice when eating it. The tendency of bread 
to fall apart could mean that the bread 
can be divided into further slice. A piece of 
bread containing ‘perforated slices’ could 
help people break and eat the bread in a 
more convenient way. Similarly, a neatly 
breakable slice, divided into four equal 
portions would make it easier to eat it with 
a fork and knife. When a perforated slice is 
toasted, it will be easier to break the toast 
with a gentle push with less crumbs falling 
on the table. 

The concept of perforated bread 

slices necessitate bringing in basic design 
changes in the making of sandwich bread. 
Since most people tend to cut the crust off 
the bread when making sandwiches, the 
proposed slices, perforated at the corners 
instead of the centre, will make sandwich 
making easier and less time-consuming. 

In addition, some sticky (but edible) sub-
stance could be applied to both the top and 
side edges (crust) of a bread slice to help it 
stick together with other slices and stay in 
shape when folded. 

Stuck in a standardisation rut, bread 
manufacturers need to break the standard 
by introducing a loaf containing an added 
number of slices than usually offered in a 
normal loaf. The concept of a thin ‘Smart 
Slice’ can be fruitfully exploited by bread 
manufacturers in a number of ways. A loaf 
consisting of thicker slices than the stan-
dard ones could also be a new experience 
for consumers. 

From introducing medically-fortified bread 
to address malnutrition among children, 
pregnant and lactating women to offer-
ing additionally-softened, energy-enriched 
bread to cater to the elderly and ill people, 
bread manufacturers need to use some 
boldness to stand out from the rest. 

Whether it is multi-flavoured bread, a loaf 
containing already-buttered or multi-shaped 
slices (e.g. circular, rectangular, triangular), 
or a whole-grain bread for children offered 
with slices embossed or printed with alpha-
bets, numbers, cartoon images, etc., the 
power of new ideas can turn a lacklustre 
double roti into a triple delight.

Double Roti, Multiple Ideas
Stuck in a standardisation rut, bread manufacturers need to break the mould 

by introducing innovative bread formulations based on new ideas.
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What Drives
Advertising?
It was nothing short of a pleasant surprise 

when the Dawn Supplement celebrating 
70 years of advertising in Pakistan landed 
on one’s front door one fine morning. The 
Supplement, heavy as it were (92 pages), 
traced the march of advertising in the 
country over seven decades. It paid tributes 
to the many stalwarts that enabled the 
sector to weather the challenges of the 
initial years and then carried the country’s 
advertising and marketing forward through 
the many intricacies and mazes created by 
the advent of the digital media and the new 
technologies that continue to make inroads 
into the field.

Dawn has done a great service to Paki-
stan’s advertising by publishing the supple-
ment. It can only be hoped that like the only 
Advertising Congress that has been held so 
far in Pakistan, the only AdAsia event that 
the country has hosted or the only cricket 
World Cup that it has won, the supplement 
will not prove to be a mere 
onetime effort and more such 
supplements will appear in 
the future.

Dawn deserves all credit 
for encapsulating so much 
information in 92 pages. This 
was despite the fact that 
commercial exigencies always 
drive a newspaper’s decision 
to initiate the compilation of 
a supplement on any subject 
and Dawn is no exception.

The supplement has come 
certainly out as a definitive 
work on Pakistan’s advertising 
sector but it has left out a few 
notable mentions. There was 
a gentleman called Muham-
mad Ishaq who needed to 
be specially mentioned. He could translate 
the client’s brief with great ease and won 
many campaigns single-handedly for the 
agencies he worked for in the 50s and 
60s. Some other mentions could be: Aziz 
A. Khan, an advertising stalwart from the 
early days of the country’s advertising, who 
set up Manhattan Advertising along with 

his brother Bashir Khan. He was 
also the first Pakistani to launch an 
ad agency outside Pakistan; Sakhi 
Sarwar Sultan, who earlier worked 
at PIA as head of PR and then went 
on to open his own ad agency called 
Ravi Delmon; Sultan Hassan (Monis), 
who started from the ministry of infor-
mation and worked his way  forward 
as a PR person at the Cotton Export 
Corporation, KESC and PIA. His last 
assignment, before his death, was at 
CMC. Other mentions could be Ziaul 
Islam Zuberi, who worked for Siemens 
Pakistan for many years and was one of the 
few PR professionals who attended IPRA 
conferences regularly and Rais Khan, who 
served at MNJ and Spectrum and then 
shifted to Lahore to open his own agency 
called TriMedia but he died early. Anwar 
Mooraj too could be mentioned. He worked 
as a General Manager in charge of advertis-

ing at PIA and was one of the few people in 
Pakistan who was equally adept in newspa-
per and magazine journalism, in producing 
advertising copy and in writing PR content. 
The other person who has similar skills is 
Javed Ansari who is still active and is edit-
ing two monthly magazines besides being 
the head of content and creative at CMC.

There could have been special mention of 
AdAsia 89 in the supplement. The Pakistan 
delegation went to Seoul, South Korea and 
Pakistan was chosen over Australia for the 
1989 event. It was the outstanding leader-
ship of Javed Jabbar with great support 
from Hameed Haroon, S.H. Hashmi and 
others that won the day.

There is so much information in the 
supplement that it could 
serve as useful source ma-
terial for anyone who wants 
to be adequately informed 
about the trends and de-
velopments in the field over 
the past 70 years. Perhaps 
it would be a good idea 
if the contents could be 
reproduced in A-4 size and 
sent to the country’s lead-
ing business schools, such 
the IBA, LUMS, etc.

There is uncanny 
similarity between the 
supplement and Aurora 
magazine. Perhaps this is 
because the supplement 
content has been prepared 
in collaboration with the 

editorial team of Aurora headed by Mariam 
Ali Beg, who is also the editor of Aurora. 
The supplement designers are Xpert 
Services and they have applied the same 
graphic techniques that they use in Aurora. 
Therefore the advertising superman landing 
into the midst of Pakistani advertising is 
inevitable, a la Aurora. 

Javed Jabbar Hameed Haroon S.H. Hashmi

Sultan Hasan (Monis) Raees A. Khan Anwer Mooraj

Celebrating 70
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PAS Presents Glittering 
Awards Gala
The Pakistan Advertisers Society 

awards for 2018 were presented at a 
glittering gala ceremony held at the Kara-
chi Expo Centre on April 14.

These awards have come to be recog-
nized as a prestigious event for Pakistan’s 
advertising and marketing sector. They 
are supposed to honour every year new 
ideas, strategy and creativity but the fo-
cus at the awards event this year seemed 
to be more on the skits, performances 
and music rather than recognition of the 
creativity that the PAS Awards are sup-
posed to be all about.

Presented by Engro Corporation as 
the title sponsor in association with Leo 
Television Network, the Awards received 
more than 324 entries from agencies and 
brands.

Among the winners were Ogilvy and 
Mather Pakistan for Engro Fertilizers, 
Mindshare and Symmetry Digital for 
Lipton, IAL Saatchi and Saatchi for Toyota 
Fortuner, Manhattan Communications for 
McDonald’s, Adcom Zenith Optimedia for 
Strepsils, Ogilvy and Mather for Bonanza 
Satrangi, J.Walter Thompson for HBL and 
Orientm McCann for Suzuki.

Many prominent personalities were 
seen at the gala. These included Nav-
eed Asghar, CMO HBL, Mohammad 
Abid Sheikh, CEO, Leo Television, Syed 
Mazahir Hussain, Director Marketing, 
AAJ NEWS, Ali Asghar Jamali, CEO, 
Indus Motors, Mirza Uzair Baig, Director 
Marketing, Dunya TV, Javed Ahmed and 
Mujahid Hamid. Among the presenters 
who could be recognized were Mussarat 
Misbah, Ronak Lakhani, Sheema Kirmani, 
Tooba Siddiqui, Mansha Pasha, Myra 
Khan, Angeline Malik, Komal Rizvi, Nimra 
Khan, Ghana Ali, Huma, Amir Adnan, Ali 
Kazmi, Maria Wasti and Sohai Ali Abro.

The hosts of the evening, Shafaat Ali 
and Veena Malik, were interesting acts 
by themselves and offered quite a bit of 

entertainment. It was good to see Javed 
Jabbar on stage, talking about how he 
created the legendary Pied Piper theme 
for English Biscuits and the gems of 
invaluable advice that he shared with the 
young advertising and marketing pro-
fessionals. Farooq Qaiser was a great 
throwback to the old days of TV while the 

Red Carpet was nothing but an exercise 
in building various brands.

Other partners for the PAS Awards 
2018 included Lipton, Toyota Fortuner, 
Coca Cola, Nestle Fruita Vitals, Jubilee 
Life Insurance, Dunya TV, Aaj TV, Bonanza 
Satrangi, Youtube, Jang Media Group, 
Physiogel GSK and Bestsongs pk and 
Omore while Goosebumpz and their tech-
nical knowhow proved to be a great asset 
in making the show a memorable event.

The event winded on and on and the 
award-giving was regularly interspersed 
with song and dance. This meant that the 
official dinner was the very last item on 
the agenda. It was quite late by the time 
the guests got to eat and many had even 
left by then.
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PFDC Sunsilk
Fashion Week

The fashion industry in Pakistan is blooming, 
introducing some new designers and many 

previous ones with a variety of trends. The Pakistan 
Fashion Design Council, the PFDC, brings two 
fashion weeks each year, one for bridals and the 
other for Spring/Summer. The 11th edition of PFDC 

Sunsilk Fashion Week took place in Lahore and 
sets trends in ready to wear. The collections 

enthralled with their innovation and aesthetics 
as this year the designers have focused more 
on wearability with new concepts, fresh cuts 
and different inspirations.

The evening luxury prêt solo show by 
Nida Azwer and a group show displaying 
pieces by Shirin Hassan, Shiza Hassan 
and Saira Shakira were the highlight 
of the event while a huge number of 

other line-ups at the PSFW included 
Sania Maskatiya, Misha Lakhani, 

Fahad Hussayn, Arjumand Bano, 
Reama Malik (GOLD), Saira 
Rizwan, Mona Imran and 

Zonia Anwaar. Rici Melion 
and Rouge showcased the 

menswear while young 
designers Hira Ali and 

Hussain Rehar made 

their debuts. The PEL Craft / Design show was a new addition to the 
showcase with Textile brands showing Image, So Kamal, Rang Rasiya 
and Khas. The PSFW concluded with HSY’s grand show while Nabila 
and her talented team spun their magic backstage along with the show 
being directed by Sadia Siddiqui of Mustang Productions.

Even though some heavyweight designers like Elan, Generation, Ali 
Xeeshan, Nomi Ansari, Sana Safinaz, Khaadi, Sara Shahid (Sublime), 
Karma by Maheen Kardar and Mughal were off the schedule, the event 
successfully created quality fashion with the return of the 90s pack with 
modern updates and the belted tunic revamped with a half-belt, giving 
it an air of ease.
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Glitzy PIFF Awards
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At the Pakistan International Film 
Festival awards held at Frere Hall, 

Karachi, the documentary feature Parween 
Rehman - The Rebel Optimist directed by 
Mahera Omer was a prominent winner. 
Veil Done from India won the award in the 
best documentary (short) category. For 
the best short film, Aghai Nazem 
from Iran won an award. The best 
feature film was Lala Begum which 
was directed by Mehreen Jabbar. 
The best editor was Mitesh Soni in 
Jannan, while the best cinematog-
raphy award went to Rana Kamran 
for Na Maloom Afraad 2.

Hania Amir won the best female 
debut award for Janaan and the 
best male debut was made by Ali 
Rehman Khan, also in Janaan. 
Nadeem Baig was the best direc-
tor for Punjab Nahi Jaungi while Ali 
Zafar was honoured with a special 
award for peace. The best film award 
went to Punjab Nahi Jaungi. In the 
category of best music, Sahir Ali 
Bagga won the award for Arth -The 
Destination. Mehwish Hayat was the 
best female actor in Actor in Law 
while the best male actor winner was 
Fahad Mustafa, again in Actor in 
Law.



Launch

Take the First Step

Coffee Wagera

First Step Shoes and Bags has launched its outlet on Tariq Road offering good quality 
and reasonable prices. First Step already has outlets at Atrium Mall, Dolmen Mall, 

Millenium Mall, Zamzama, Hyderi and Liaquatabad.

Here comes another coffee house called ‘Coffee Wagera’ 
in Karachi DHA’s Badar Commercial. It promises to be 

different from the others. 
The place serves coffee along with fresh juices and home-

made snacks. The shop encourages young working people 
to come over and work there. They give away a part of the 
profit from every sale to Pakistan’s Special Olympics.
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Launch

Elegant 
Elaheh
The label Sable is back with its S/S 

Lawn 2018 collection called Elaheh. 
The collection offers ten different de-
signs in vibrant and muted tones. Cybil 
Chaudhry is the face of Elaheh Lawn. The 
designs comprise striking abstracts and 
beautiful florals. The selection of fabrics in 
the three-piece outfits is really alluring.

Zarmina Zahid, the creative director at 
Sable, says, “We are delighted to bring to 
our customers beautifully elegant designs. 
Elaheh has intricate embroidery with zero 
patchworks accompanied by Chantilly 
Lace and pure chiffon dupattas. We are 
sure that we are offering an elegant quality 
product.”
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Keeping the Heritage Alive

‘Harmony’ is a collection of some 
thirty three poems written by 

Zeenat Iqbal Hakimjee.
Zeenat says in 

the preface that 
she was in perfect 
harmony with 
nature when she 
wrote the poems. 
She describes 
autumn as a 
season with falling 
leaves and bare 
trees, considered 
by most as gloomy. She says, oddly 
enough, it inspired her to put pen to 
paper in writing the poems.

She writes poetry in the traditional 
style because it is obvious from her writ-
ings that she believes in the conventional 
and the classical. She is no modern poet 
who simply airs her thoughts and has 
no care for the musicality of poetry. This 
is clear from the manner in which she 
constructs rhyme in each poem.

The poems have a voice but the 
points of view vary. Though the writer’s 

descriptions are interesting but some-
times the rhyming comes across as 
forced and affected. Her ignorance of 
stylistic issues is either deliberate or she 
is not aware that there could be more 
artfulness and creativity in the way she 
writes. This is the reason why there is 
an absence of pattern in her poetry 
and the readability and persuasiveness 
is somewhat weak while some poems 
are strikingly beautiful and created with 
feeling.

What Zeenat Iqbal needs to create is 
a distinct vision of the poems she writes 
and to make sure through her structure 
that this vision is conveyed emphati-
cally to the readers. Her language is, 
nevertheless, simple and the words 
she chooses to express her thoughts 
are easy to understand. The reader 
enjoys each poem and her message is 
communicated effectively. There could 
have been use of imagery and figura-
tive language in some instances but it 
does not seem that the poet has use for 
metaphors in an effective manner.

Some of the poems are written in the 

narrative style while 
others are in the 
first person  and 
depict the poet’s 
own personal-
ity. However, this 
approach does not 
remain consistent. 
The structure of 
the poems is also 
not consistent 
and though there 
is rhyme in all 
the poems but 
the meter varies. 
The poems are 
not in blank verse 
but all of them are 
not sonnets either. The structure is not 
masterfully maintained and it seems the 
poet is not sure about following a distinct 
pattern. 

Despite these weaknesses, the po-
ems are well-written – a difficult proposi-
tion in these days of instant and racy 
prose when poetry is simply considered 
old-fashioned.

Sona Foods has recently launched 
a new product range called ‘Khatir 

Tawaza’ which consists of frozen food 
products. They use the best quality 
ingredients to make their products. They 
also employ food technologists with 
well-established backgrounds in the 
food industry. Haris Qasim, an experi-
enced food technologist has helped the 
company in developing the Quality Lab 
where these products are tested and 
has assisted them in getting ISO 22000 
certification.

The range of Khatir Tawaza comprises 
the most crispy Whole Wheat Paratha 
which is a delicious flat bread made from 
whole wheat flour. Besides whole wheat 
parathas, the range includes home-
style parathas, plain parathas, family 

plain parathas, aloo parathas and chai 
parathas. These parathas have a mes-
merizing aroma when cooked on stove 
and acquire a perfectly crispy brown 
texture being exceptionally palatable and 
desirable. In order to prepare one’s finest 
meal combinations, these parathas may 
be served preferably with tea, butter or 
other traditional savoury dishes.

The samosa menu is also worth a try. 
Khatir Tawaza’s special cocktail samosas 
are a spicy mix of potato, green peas, 
black pepper, pickle masala, spices and 
salt. Once deep fried in oil, these crispy 

and spicy golden brown samosas are 
a mouth watering snack. The Khatir 
Tawaza range also offers vegetable 
samosa, chatpata aloo samosa, Punjabi 
samosa and chicken samosa. They have 
also introduced their own Samosa Patti, 
bread wraps for the samosa.

Asians probably have a large sweet 
tooth and gajar ka halwa is surely the 
most loved. The gajar ka halwa becomes 
irresistible when served hot and its 
aroma makes everyone crave for more. 
Other delights from Khatir Tawaza are 
spring roll, Lahori chole, special sona pa-
kora, traditional sheermal and Peshawari 
naan. These delights can be enjoyed 
as appetisers before meals or with soft 
drinks while sheermal and Peshawari 
naan tastes best when served with tea. 
The whole new range of Khatir Twaza 
products fulfils every tastebud.
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Statements of Feeling
Harmony

Khatir Tawaza

Zeenat Iqbal Hakimjee

Reviews

38 SLOGAN May 2018



39SLOGAN May 2018 39SLOGAN May 2018

FI
LM

By Kiran Farooq

It is seldom that Indian cinema steps 
out of the mediocre - stories revolving 

around a boy, a girl and a villain ready 
to tear apart their dreams. Sonu Ke 
Titu Ki Sweety is one such film with all 
elements – there is a boy, a girl, a villain 
and an overprotective friend. Unpredict-
able throughout, the film’s real love story 
is the friendship (platonic) between its 
two male characters who are insepa-
rable.

The film is directed by Luv Ranjan 
who is known for his choice of youthful 
romcoms. Moreover, he is also comfort-
able working with more or less the same 
cast in all his films. Pyaar Ka Punch-
nama 1 and 2 have already been loved 
by the public. 

The cast Ranjan chooses does 
not belong to the category of Indian 
cinema’s big shots but put them all 
together and they deliver their best.  
His films usually revolve around young 
men being exploited at the hands of 
manipulative girlfriends and the ‘bros 
before anything’ phenomenon. The film 
SKTKS falls under the same category 
but with a more playful twist. Through-
out the film, the audience is on their 
toes as it is not a battle of the sexes but 
indeed a battle of friendship versus love, 
best friend versus girlfriend or, in other 
words, bromance versus romance. In 
one’s opinion, all the boys out there will 
perhaps be able to relate to it and the 
girls will have a good laugh too.

SKTKS starts with Sonu (Kartik 
Aaryan) in the middle of resolving an is-

sue at a wedding that he has organized, 
being an event planner. In the middle 
of dealing with the angry father of the 
bride, he keeps receiving Titu’s (Sunny 
Singh Nijjar) calls. Sonu is aware that 
the cause of Titu’s distress is his current 
girlfriend Peehu who is no good for him. 
Like a true best friend, Sonu goes off 
to end this scenario once and for all. 
Recalling a number of incidents where 
Titu was played at the hands of Peehu, 
Sonu makes him realize how she is not 
good for him. In the end, it comes down 
to the choice between Peehu and Sonu 
and Titu always chooses Sonu. This 
fact is inherently established in the first 
ten minutes of the film and the audience 
becomes aware of the level of trust and 
friendship between those two guys.

For the first time in Luv Ranjan’s 
film, people have seen a depiction 
of one big happy family where each 
member is way beyond the typical 
‘sanskari pariwar’. The cast that he 
chooses is unique and we get to see 
Alok Nath, yes the famous Ramkishen 
Jee in the popular film Hum Sath 
Sath Hain, in a not so ‘sanskari’ role 
of Ghasita Ram who happens to be 
Titu’s grandfather. Ghasita Ram is a 
renowned ‘halwai’ whose sweets and 
confectionary shop is famous all over 
Delhi. The family is rich, as we see 
Ghasita Ram driving around in a Fer-
rari and Titu is heir to all of it. 

Sonu doesn’t have a family of his own 
so he has been living with Titu and the 
family accepts him as their own. Mind 
you, no traces of melodrama here.

After going through a number of 

painful breakups, Titu decides to go 
for an arranged marriage, which Sonu 
is opposing from the very beginning. 
Enter Sweety who is as sweet as her 
name. She is the ideal ‘sanskari bahu’ 
who is smart, kind and lovable towards 
everyone. Titu instantly falls in love with 
her, whereas Sonu is not convinced 
that a girl can be that good. In various 
instances, he tries to test Sweety but 
she always proves him wrong and Titu 
falls for her even more. Eventually, Sonu 
gives in and decides to be happy with 
Titu’s decision and the engagement 
between the two lovebirds takes place. 
All is well until right after the engage-
ment Sweety reveals to Sonu how her 
intentions are to kick him off Titu’s life 
very soon. Surprise, our heroine is also 
the villain here as she herself states this 
in one of the scenes which is indeed 
everyone’s favourite, ‘Mae heroine nahi, 
main villain hoon!’, with the ‘Khalnayak’ 
song playing in the background.

Every member of the cast has done 
brilliantly and the metaphorical repre-
sentation of friendship is in a class of 
its own. Every song is perfectly timed 
and the proceedings move without 
any dragged drama or irrelevance. 
Throughout the film, there is a tug of 
war between Sonu and Sweety. There 
is no clue as to who will win in the end 
and that’s what keeps the audience 
glued to the screens. In the end, it’s 
all about what Shahrukh Khan said 
in 1998 in the famous romcom Kuch 
Kuch Hota Hai ‘Pyaar dosti hai’ and 
Luv Ranjan has proved it with a twist 
in 2018. 

Bromance Versus Romance 

Sonu Ke Titu Ki Sweety

Reviews
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Industry

The Soda Ash Business
through the Decades

The successful commissioning and commencement of operations of the 75 KTPA expansion 
serves as Phase One of a planned total expansion of 150 KTPA

Founded 74 years ago, ICI Pakistan 
Limited has a rich history that predates 

the formation of Pakistan itself. The origins of 
the Company’s soda ash plant date back to 
1929 when R. A. Banks – an engineer from 
Alkali Division, UK – visited India to inves-
tigate the possibility of producing alkali in 
India. His analysis was favourable, indicating 
that a plant with a nameplate capacity of 
18,000 tons per annum (TPA) or 18 kilotons 
per annum (KTPA) could in fact be set up in 
the area. Thus, in 1944, the first unit of the 
Soda Ash plant came online. The rest, as 
they say, is history.

Since its inception, the Soda Ash Busi-
ness of ICI Pakistan Limited has consistently 
endeavoured to build on its successes and 
expand the scale and scope of its opera-
tions. As a result, over the years, the Busi-
ness has evolved into an icon of Pakistani 
industry. The Company’s keen focus on sus-
tainable growth, as embodied by its brand 
promise, Cultivating Growth, is also reflected 
in the investment made in the Khewra com-
munity over the decades, with long-running 
healthcare and education programmes thriv-
ing alongside newer initiatives. 

The Soda Ash Business has remained a 
supplier of choice, consistently producing 
quality soda ash, an integral raw material 
for various industries. The wide range of ap-
plications of soda ash includes the making of 
glass, detergents and paper. The food-grade 
variant of soda ash, sodium bicarbonate 
(popularly known as baking soda) is used for 
cooking and baking, as well as finding indus-
trial use in tanneries, textile production and 
water purification. The importance of soda 

ash is in the production of vital necessities, 
and therefore it is important in everyday life 
and this cannot be understated.

In addition to being the largest soda ash 
producer in the national market, the Soda 
Ash Business has also made significant 
inroads into exports, particularly in Afghani-
stan and India. Along with its growing reach 
and scope, one of the most critical factors in 
the Business’s success is its consistency; for 
the Soda Ash Business, a key component 
of delivering enduring value to customers 
is keeping a steady supply of this vital raw 
material available to customers, enabling 
them to run their own businesses smoothly, 
without hindrance or delay.

The Business continues to go from 
strength to strength. In 2015, the Board of 
Directors of the Company granted their ap-
proval for a two-phase capacity expansion 
project at the soda ash plant at an invest-
ment of USD 90 million. On the completion 
of phase one of this project, ICI Pakistan 
Limited has successfully expanded its 
capacity by 75 KTPA, more than the previ-
ous nameplate capacity of 350 KTPA. Prior 
to this, the last expansion, undertaken in 
2007, increased the plant’s nameplate 
capacity by 50 KTPA. 

Following this latest expansion, the soda 
ash plant is now a 425,000-ton (or 425 
KTPA) site and plans to increase the 
nameplate capacity to 500 KTPA 
within the next few years. 

The capacity enhancement will yield im-
proved productivity and efficiency rates, and 
speaks volumes about the Company’s desire 
to make Pakistan self-reliant vis-à-vis its 
requirement for soda ash. It also reflects the 
Company’s goal to strengthen its status as 
a regional player by exporting soda ash, and 
reserving valuable revenue for the national 
exchequer. It is through this relentless pursuit 
of modernisation, innovation and expansion 
that ICI Pakistan Limited enjoys the status of 
the largest soda ash player in the market. 

The Company’s intent to remain a partner 
of choice is evident in the path it is paving 
for the future, aspiring to continue being 
a meaningful part of customers’ lives and 
constantly striving to create value for its 
stakeholders.
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By Faizan Usmani 

Other than modernism and technologi-
cal advancement, what characterises 

the new age is its urgency to make things 
happen in an instant. Savouring a sip of 
instant coffee in a hurry to gorging rapidly-
cooked fast food items on the run, the 
21st-century man is known by his in-
nate exigency to carry through everyday 
proceedings in a flash and has a matchless 
ability to bring those things to fruition in-
stantaneously which otherwise 
take a while to happen. 

Behind such an instant lifestyle ruled by 
rapid communication means and fast-
moving transportation, however, there lies 
a rampant dichotomy that makes such 
instantaneous happenings another weird 
spectacle that today’s world is strangely 
obsessed about. On one hand, every next 
person is pressed for time and is always 
looking for ready-made, shortcut ways to 
conform to the rat race without fail. On the 

other hand, what lies ahead is a footloose 
and fancy-free lifestyle heavily surrounded 
by compatible gadgets and accommodat-
ing objects that, by design, work on the 
same wavelength and merely add to the 
procrastination of a seemingly active and 
agile person. 

Beyond the needless hype created for 
instant messaging, for instance, one finds 
heaps of messages that lie festering and 
unanswered for long in one’s electronic 
mailbox that is loftily supported by so-
called artificial intelligence, but it is not wise 

enough to prioritise the most 
urgent messages, burying 

Joys of an Instant Life
Today’s footloose and fancy-free life is ruled by compatible 

gadgets and accommodating objects, adding to the 
procrastination of a seemingly active and agile person.

Humour
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The Soda Ash Business
through the Decades

The successful commissioning and commencement of operations of the 75 KTPA expansion 
serves as Phase One of a planned total expansion of 150 KTPA

Founded 74 years ago, ICI Pakistan 
Limited has a rich history that predates 

the formation of Pakistan itself. The origins of 
the Company’s soda ash plant date back to 
1929 when R. A. Banks – an engineer from 
Alkali Division, UK – visited India to inves-
tigate the possibility of producing alkali in 
India. His analysis was favourable, indicating 
that a plant with a nameplate capacity of 
18,000 tons per annum (TPA) or 18 kilotons 
per annum (KTPA) could in fact be set up in 
the area. Thus, in 1944, the first unit of the 
Soda Ash plant came online. The rest, as 
they say, is history.

Since its inception, the Soda Ash Busi-
ness of ICI Pakistan Limited has consistently 
endeavoured to build on its successes and 
expand the scale and scope of its opera-
tions. As a result, over the years, the Busi-
ness has evolved into an icon of Pakistani 
industry. The Company’s keen focus on sus-
tainable growth, as embodied by its brand 
promise, Cultivating Growth, is also reflected 
in the investment made in the Khewra com-
munity over the decades, with long-running 
healthcare and education programmes thriv-
ing alongside newer initiatives. 

The Soda Ash Business has remained a 
supplier of choice, consistently producing 
quality soda ash, an integral raw material 
for various industries. The wide range of ap-
plications of soda ash includes the making of 
glass, detergents and paper. The food-grade 
variant of soda ash, sodium bicarbonate 
(popularly known as baking soda) is used for 
cooking and baking, as well as finding indus-
trial use in tanneries, textile production and 
water purification. The importance of soda 

ash is in the production of vital necessities, 
and therefore it is important in everyday life 
and this cannot be understated.

In addition to being the largest soda ash 
producer in the national market, the Soda 
Ash Business has also made significant 
inroads into exports, particularly in Afghani-
stan and India. Along with its growing reach 
and scope, one of the most critical factors in 
the Business’s success is its consistency; for 
the Soda Ash Business, a key component 
of delivering enduring value to customers 
is keeping a steady supply of this vital raw 
material available to customers, enabling 
them to run their own businesses smoothly, 
without hindrance or delay.

The Business continues to go from 
strength to strength. In 2015, the Board of 
Directors of the Company granted their ap-
proval for a two-phase capacity expansion 
project at the soda ash plant at an invest-
ment of USD 90 million. On the completion 
of phase one of this project, ICI Pakistan 
Limited has successfully expanded its 
capacity by 75 KTPA, more than the previ-
ous nameplate capacity of 350 KTPA. Prior 
to this, the last expansion, undertaken in 
2007, increased the plant’s nameplate 
capacity by 50 KTPA. 

Following this latest expansion, the soda 
ash plant is now a 425,000-ton (or 425 
KTPA) site and plans to increase the 
nameplate capacity to 500 KTPA 
within the next few years. 

The capacity enhancement will yield im-
proved productivity and efficiency rates, and 
speaks volumes about the Company’s desire 
to make Pakistan self-reliant vis-à-vis its 
requirement for soda ash. It also reflects the 
Company’s goal to strengthen its status as 
a regional player by exporting soda ash, and 
reserving valuable revenue for the national 
exchequer. It is through this relentless pursuit 
of modernisation, innovation and expansion 
that ICI Pakistan Limited enjoys the status of 
the largest soda ash player in the market. 

The Company’s intent to remain a partner 
of choice is evident in the path it is paving 
for the future, aspiring to continue being 
a meaningful part of customers’ lives and 
constantly striving to create value for its 
stakeholders.
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them in the communication graveyard 
known as the junk folder. 

A million kudos to such rapid-fire 
communication channels as WhatsApp, 
Facebook, Twitter and the rest of their ilk, 
messages are successfully delivered within 
a fraction of a second not to be thoroughly 
read, but to be scrolled up and down for a 
mere couple of seconds. More’s the pity, 
the rise of instant communication technolo-
gies has not led humanity to resolve its 
centuries-old disputes or settle its short-
term conflicts of a petty nature either. 

In contrast, round-the-clock access to 
digital communication platforms is resulting 
in an ‘Over Communication Crisis,’ where 

everyone is consistently talking to each 
other without any reason and that too in the 
company of hundreds of other like-minded, 
good-for-nothing people who are always in 
a hurry to execute the most crucial things 
on the spur of the moment, but happily 
devote most of their available time and 
left-over energy to comment, like and share 
such meaningless posts that further supple-
ment the intellectual bankruptcy of today’s  
already mentally-busted and cognitively-
programmed generation. 

Having been relegated from the pre-
eminent status of human being to a mere 
‘user’ connected to the online world, the 
digitally-cosmopolitan citizens of the global 
village believe in virtual closeness than 
physical intimacy, express their sentiments 

through built-in emoticons and clickable 
smiley faces than celebrating the memo-
rable occasions with physical participation 
involving both body and soul and tend to 
be far more active in the online space than 
living in the real world. 

The plight of such fast-moving virtual 
species can be seen the way they cook 
and serve their food, which is either ordered 
online or is otherwise cooked at lightning 
speed, using a host of instant, split-second 
recipes and preparation methods that ex-
pose human clumsiness in its entirety and 
speak volumes of a person’s impetuosity to 
devour anything palatable and that too like 
a wild carnivore savagely feeding on carrion 

as if there will be no tomorrow. 
One wonders why there is always an 

emergency-like situation in doing such day-
to-day tasks as cleaning, washing, cooking, 
eating, bathing, etc. Honestly speaking, 
the secret to the success of ready-to-cook 
recipes lies in the ineptitude of modern 
housewives who are not even capable of 
seasoning an omelette according to Hoyle 
and are always looking for a shortcut to get 
rid of labour-intensive kitchen tasks at the 
push of a button. 

Sitting on the receiving hand, unfortu-
nately there are mostly children who take 
more than an hour to finish off such rapidly-
cooked food items prepared by their hasty 
mothers who have other fish to fry that is 
more important than wasting their precious 

time in daily house chores and more crucial 
than taking care of their families. Thanks to 
the internet revolution, the average human 
attention span has decreased from 12 
seconds to eight seconds while the urgency 
to get through the whole encyclopaedia in 
a 140-letter tweet will soon result in more 
devastating news a fast-paced, darting 
world rightly deserves. 

To the modern soul, split-second enjoy-
ment acquired through a madly-composed 
mash-up video is more valuable than 
nightlong peace of mind secured through 
indulging in slow-paced meditation. Those 
apathetic individuals who find it difficult 
to move an inch mostly rely on an instant 
weight-reducing formula to start getting in 

shape or otherwise count on proven, rapid 
weight-gaining tactics to get ripped six-
pack abs at full tilt. The same goes for born 
lazybones who relish in ordering fast food 
with a 15-minute delivery guarantee and 
there is also no dearth of those ‘fast and 
furious’ creatures who want to reach their 
destination before the traffic signal flashes 
green. 

Other than her gender, a newborn’s name 
is also decided before her arrival while the 
introduction of the shortest and the most 
entertaining, cheerleader-tinged Twenty20 
cricket has surpassed a 5-day long Test 
cricket. Expressing one’s deep love in 
shorthand (e.g. i ♥ u) to blowing a kiss 
through symbols ( ), one just needs a 
keyboard to get one’s sweetheart under 
one’s thumb and to have the entire world at 
one’s fingertips. 

Welcome to the new world where such 
a proverb as ‘marry in haste, repent at 
leisure’ has lost its literary value or advisory 
significance, because the new, tech-savvy 
generation does marry in haste, but when it 
comes to repent, it just switches to another 
short-term relationship to have more fun in 
such a short span of life.  

To the modern soul, split-second 
enjoyment acquired through a 
madly-composed mash-up video is 
more valuable than nightlong peace 
of mind secured through indulging in  
slow-paced meditation.
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