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Television has become the dominant element of the media spread in Pakistan over the 
past 2 decades, ever since military ruler Gen. Musharraf launched his liberalization policy 
and issued TV and radio broadcast licences and print media declarations right and left. 
No one expected a military man to pursue a liberal media policy but it goes to the credit 
of the general that, unlike both military and civilian rulers before him, he thought noth-
ing of the liberties he was giving. On the one hand, this was something the media never 
expected and they were a little surprised and non-plussed as the senior ones among 
them had grown under the draconian PPO and the RPPO and could not conceive of a 
no-holds-barred media environment. On the other hand, there were murmurs from within 
the government itself that too much freedom was being given to the media all at once. It 
is also a fact that it was this same freedom that struck back at General Musharraf when 
his bad days came and the very media persons who had benefitted from his liberalization 
policy reacted negatively and criticized him in every way they could. They thought of him 
as a dictator and usurper (as if he was the first one that Pakistan had ever experienced) 
and supported the imposition on him of Article 6 of the Constitution of Pakistan concerning 
the fact that he declared a state of emergency on November 3, 2007 and the Constitution 
was suspended.

Ever since television in Pakistan was liberalized and the monopoly of Pakistan Television 
ended, many private television channels have opened since it became easy for people to 
obtain TV broadcast licences and there were also no restrictions against cross-licencing. 
This meant that those who were already in the print publication business, such as 
newspapers, could also obtain TV and radio broadcast licences. In pursuing his media 
liberalization policy, Pervez Musharraf’s vision was to improve Pakistan’s image around the 
world and he wanted to achieve this by proceeding on all fronts simultaneously. It was his 
primary objective to defeat terrorism and extremism. At the same time, it was his purpose 
to further the image of a culturally rich, inviting and economically vibrant Pakistan. It was to 
this end that he wanted Pakistani media to gear up and sell Pakistan’s image as a modern 
and progressive nation.

It is unfortunate that while everyone jumped on the bandwagon and became TV broad-
casters to the detriment of all other media (primarily print and radio), all that they could 
come with was predominantly news channels. There are over a hundred TV channels op-
erating in Pakistan today but very few of these can be described as wholly entertainment 
channels. The mainstay of all these channels is news. You follow one TV news channel 
and you are informed of all that is happening. You switch to another channel and it has the 
same news and this keeps repeating as you move though all the channels. Some of these 
channels have obtained licences to exclusively broadcast news but not all of them. And, 
as was the original objective in the liberalization of TV channels, it was to build Pakistan’s 
image as a culturally rich and vibrant nation. That has not happened and all that these 
channels cover are protests and negative news in a very exaggerated manner while pan-
dering to the whims of political and religious parties and thus attempting to create panic 
in society. These channels also fan sectarianism and intolerance through their analyses 
and tickers and thus work against the national interest. Their anchors and presenters think 
nothing of using derogatory language against institutions and personalities and some even 
go to the length of broadcasting unsubstantiated allegations against politicians and others.

Where is the positive image of Pakistan in all this? If you are abroad and subscribe to a 
Pakistani channel, all that you get to see or hear are negative stories. This has a cumula-
tive effect of creating an image of Pakistan as an extremist and crime-prone country where 
nothing is good. This creates despondency among Pakistanis living abroad and many 
of them who come visiting Pakistan are always looking over their shoulder. While news 
cannot and should not be censored, there should be some checks that ensure that the TV 
channels create the right balance between the bad and the good. The number of news 
channels should also be limited while other channels should only be permitted licences 
if they demonstrate that they are promoting Pakistan’s culture by way of music, art, cus-
toms, the national heritage and sports. The channels broadcasting drama should also be 
encouraged to not follow formulas being pursued by other nations in the region and should 
depict Pakistan’s own, indigenous ethos, the way Pakistan Television did in its early days.

The Role of Television

Javed Ansari
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Ruling the biscuit Industry

Throughout my childhood, I was very fond of Gluco and Rio biscuits. I was just addicted 
to these as they tasted delicious. The quality of the products is still intact and that is the 

reason behind the success of EBM. All credit goes to Khawar Butt Sahab, the heart and 
soul of EBM. With his hard work and true determination, he has no doubt earned a lot of 
respect. The interesting articles written by some leading personalities are a living proof of 
the fact.

Muhammad Ali Khan,
Karachi.

A visionary Man

This is about the last cover story of Slogan on the versatile personality of ‘Khawar Butt’, 
Chairman of English Biscuits Manufacturers (EBM). KMB is a man who believes more in 

action than just saying it. From being a first-class cricketer to becoming the force which has 
propelled EBM as the fastest growing food business in Pakistan, Khawar Butt has come a 
long way. He makes sure that his work motivates people to opt for their dreams rather than 
doing a regular job. His vision for the future has always been very clear for a visionary never 
fails to achieve what he wants.

Mohib Akhtar,
Karachi

New Arrivals

This is with regard to the launch of the 
new clothing brand ‘Afsaneh Motifs’. 

Wearing the same type of clothes had 
become quite boring, so I was looking for 
some new arrivals when I saw information 
about this new brand called Afsaneh Motifs. 
I loved the designs and patterns of the 

clothes as it was different from others; the 
Mughal bootis and Kashmiri paisleys greatly 
enhancing the collection. The ready-to-wear 
stuff is also exclusive with ranges of colour 
palettes which definitely make it worth a try. 

Lubna Sohail,
Islamabad.

Safety First

In Pakistan, thousands of lives are lost 
every year due to road accidents. The 

major causes of the increasing number of 
road accidents are ignorance of traffic rules 
and a blind eye to road signs. The use of 
mobile phones while driv-
ing is another menace. 
Added to this is use 
of drugs and wrong 
parking. Some 
80% of the citizens 
don’t follow basic 
safety precautions 
like wearing helmets 
and seat belts and this 
leads to fatal accidents. 
People need to have safety as 
the first thing on their minds when driving a 
vehicle. They should follow the rules since 
they are for their own safety.

Fatima Shabbir,
Islamabad.

Not So Cool
This is related to the article by Faizan Usmani on 

‘The Blessings of Load-shedding’. Though written 
in a humorous style, the article exposes the harsh 
reality of our society as we get used to everything 
eventually. But not everyone is bothered by load-
shedding anymore, thanks to generators and UPSs. 
We can now survive hours of power blackouts with 
the help of these gadgets. But what about the people 
who cannot afford these luxuries and unfortunately constitute the larger part of our popula-
tion. It’s time that we really start evaluating our priorities or else, soon we will be swamped 
with ‘cool’ load shedding gadgets.

Novaira Khan,
Karachi.

Readers’ Thoughts



Who Said That!

Treat Them with Love

The number of stray animals in Karachi 
is increasing rapidly. A large number 

of people love pets but when it comes to 
adopting them they would go to proper 
animal shops rather than keeping a stray 
animal as a pet. It is more painful to see 

children teasing these poor things on 
the streets, making their lives even more 
pathetic. The animal shelter home should 
give shelter to such animals and treat them 
with proper care and medication. Children 
should also be taught that animals are their 
friends and just like everyone else they also 
don’t like to be beaten up for no reason. 

Shahrukh Jamil,
Lahore.

Selling Faces?

Regarding the article by Zainab Manzoor 
on ‘Using the Endorsement Vehicle’, 

I agree with her that consumers nowdays 
are more adept at evaluating brands. They 
know which product would best suit their 
skin and which product they should not 
use at all. The attention of the consumers 
towards TV commercials is a totally differ-
ent thing. Yes, they would love to see their 
favourite stars in the brand promotion but 
when it comes to choosing the product, 
they make a wise decision. Advertisers and 
marketers should come up with new tactics 
as selling faces of these famous stars does 
not help the process in the long run.

Tooba Siddiqui,
Lahore.

I am expressive but secretive 
about my emotions. 
– Alia Bhatt, Actor

If any other girl had been in my place, she 
would’ve wanted to enjoy the stardom 
that she’s achieved after years of hard-

work, but I got married. 
– Reema Khan, Actor

Success is a lousy teacher. It seduces 
smart people into thinking they can’t lose. 
- Bill Gates, Founder of Windows

I am voice of the poor and reflection of people’s 
power. - Sheikh Rasheed, Federal Minister

It is very difficult to make a good living if one 
writes poetry, however good, and does nothing 
else. – Amjad Islam Amjad, Writer and Poet

The tragedy now is that we don’t have strong content. 
- Haseena Moin, TV Playwriter

We will introduce accountability and transparency in PCB, and 
to that end, I will present myself for accountability first. 
– Ehsan Mani, Chairman PCB

We must realise that if we want to 
make cinema substantial in this 
country then we need to take it a 
little more seriously and responsibly. 
– Asim Raza, Film Director

So glad to see a young dynamic 
face in the cabinet. 
- Cricketer Wasim Akram on
 Zulfi Bukhari, Federal Advisor

7SLOGAN November 2018



8 SLOGAN November 2018

Corporate Moves

Farhia Jabbar has been made Chief Operating Officer at Shamrock 
Communications (Pvt.) Ltd. Prior to this, she was Account Director at 
Xenith Public Relations and at CMC - The Perception Management 
Company. Farhia is a thorough professional with a drive to learn and 
progress. She holds an MBA from the Institute of Business Administration 
and a Bachelor’s degree from St. Joseph’s College for Women.

Ola Kaellenius has been named as the 
next CEO of Daimler. This the first time that 
Daimler will be headed by a non-German 
CEO. Having done finance and accounting 
from the University of St. Gallen in Switzerland 
and international management from the 
Stockholm School of Economics, Kaellenius 
has introduced Silicon Valley management 
techniques at Daimler. He developed a 
track record in performance cars, heading 
operations at McLaren Automotive and then 
running Mercedes’s performance division 
AMG from 2010 to 2013.

Tara Nolan has been hired by 
Merkley+Partners as its new Director of 
Business Development. Nolan joins the 
agency after a freelancing stint, following 
two years as director, global brand and 
business development for MullenLowe. 
Before joining MullenLowe, she spent three 
years with PHD, most recently as director, 
marketing and communications.

Dwij Seth has been appointed as President of 
CyberMedia Services and will head its Digital Marketing 
Business. Dwij brings 13 years of rich experience in 
sales, business development and strategy across 
education, BFSI, Internet and technology sectors. 
Dwij has a successful track record in building high-
performance teams.

Sumer Friedrichs joins Omnicom’s We Are Unlimited 
as Chief Production Officer. She was SVP, director of 
integrated production at GTB, where she led global 
campaigns for Ford and helped spearhead the internal 
studio The Park. Previously, she spent seven years 
at Campbell-Ewald working on clients like Chevrolet, 
Farmers Insurance and the U.S. Navy and four years 
at ESPN. She worked in commercial production for 
Bandito Brothers and holds a Bachelor’s degree from 
Michigan State University.

Jordan Chouteau has joined Forsman & Bodenfors 
as Group Creative Director. She previously served 
as a Creative Director and copywriter for top brands 
including Google, Kraft, Virgin Mobile, Adidas, Sony, 
etc. She was the driving force at Mother behind award-
winning campaigns for KY, Sour Patch Kids, Burger 
King, and Virgin Mobile. Earlier, she was a copywriter 
at 180LA, where she led campaigns for a multitude of 
legacy brands.

Sridhar Ramaswamy, one of Google’s top ad 
executives, has joined VC outfit Greylock Partners. 
At Google, Ramaswamy was responsible for serving 
digital ads for users in programmatic, video, shopping 
and search. Ramaswamy helped guide Google through 
several self-regulatory efforts. He holds a Ph.D in 
Computer Science from Brown University.



Grapevine

No to Indian 

Films

Mehwish Hayat says 
she is not inter-

ested in doing roles in 
Indian films though 
she has a lot of of-
fers. What boosts 
Mehwish Hayat’s 
confidence is she 
thinks Pakistani 
films are doing 
equally well, 
thank you. She 
rates Pakistan 
films at the 
international 
level and sees 
the Pakistani 
industry really 
going far. Per-
haps all she is 
thinking about 

is the present crop of good actors and directors. Is she also 
thinking about more cinema screens, more story writers and 
more technicians? 

 

He Would Marry More

PTI’s Shaukat Yousufzai wants to see Pakistani men hav-
ing more than one wife. He says marrying more women 

would be a big help to the country since the female popula-
tion is growing. In a TV show, Yousufzai said he would like 
to get married for the third time. To the question as to how 
many children he already has, Yousufzai said he had 12 kids. 
Perhaps that is one reason why the country’s population is 
growing.

Another Nobel

Another woman has won the Nobel Peace Prize.  It is 
Iraq’s Nadia Murad this time, a human rights activist and 

survivor of sexual slavery by the Islamic State in Iraq. She got 
the prize with Denis 
Mukwege, a gynecol-
ogist treating victims 
of sexual violence 
in the Democratic 
Republic of Congo. 
It is said that both 
the laureates made 
a crucial contribution 
to focus attention on, 
and combating, sexual 
war crimes.

bridging The Gap
 

Will Sanam Saeed agree to an Indian 
film project? Yes, she says, if the story 

appealed to her and bridged the void that 
continues to widen between Pakistan and 
India. But Sanam is so well-established in 

Pakistani film and TV roles that she has 
no real inclination to work in India. 

She is a multi-faceted performer, 
having been a model, video 
jockey, theatre artiste, stand-up 
comedian and singer as well as 
a TV and film actress. She says 
doing strong, female-oriented 
roles attracts her the most.

Communal Harmony

A  Muslim girl was in love with a Hindu boy in Bihar, India 
and wanted to get married to him. The families of both 

did not agree so the girl eloped with the boy. The girl’s fam-
ily went looking for 
her. Some weeks 
later, they found her 
living with the guy 
in another village in 
the state. She was 
brought out and a 
panchayat (council 
of village elders) 
was involved. As 
per their verdict, 
the girl was tied to 
a tree and severely 
beaten for hours. That’s so much for communal harmony 
in India.
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By Imran Aslam

I 
was 17 when I first saw Shoaib Hashmi. 
I was hooked. Here was a teacher who 
was an anarchist, completely irreverent, 
who treated us little insects as if we were 

suddenly qualified to go to adults-only films. 
He had a sense of tradition and a rooted-
ness that was enviable, a forever-nomad, like 
myself. Shoaib Sb. was an iconoclast. I saw 
many idols tremble when he fixed them with 
his withering look. And when he decided to 
speak, the idols would crumble. This man 
taught me economics. In his book this meant 
knowing the value of things. Not the prices. 
This was a lesson I never forgot. 

I think Shoaib Sb. liked me. He would 
chuckle at a remark I made and would feign 
anger at my sudden appearances and indif-
ference at my disappearances. If he ever 
thought that I was overacting on stage or 
going beyond his directorial structures, I was 
admonished, shamed and, worse, ignored. 
But he would smile at my antics when he 
thought I wasn’t looking. I existed like a 
sunbeam in his shaft of light. When he moved 
away, I existed. But in oblivion.

We first bonded when he directed me in 
Darkroom, a play by Sarmad Sehbai. Shoaib 
Sb. decided to dress all the actors in black, 
removed all props and made us all feel like 
the negative prints hung up in a dark room. 
Waiting to form. The way he rehearsed the 
play, sculpted emotion and cajoled our talents 
out, this remains etched in my mind. It was 
just yesterday. It was only 1970. Usman 
Peerzada and I could still recite the lines from 
the play and on nights, when the spirits are 
high, we still do. Each inflection, each nuance 
given to us by the master himself. And when 
we perform there is always a presence in the 
room besides the two of us. We are still trying 
to impress Shoaib Sb.

I was not in Pakistan when Shoaib Sb. 
took the country by storm with Sach Gup and 
Taal Matol. I was studying at his alma mater 
- London School of Economics (LSE). I was 
envious of Salman Shahid, Arshad Mahmud, 
Veeda Salahuddin, Hasnat Ahmed, Naveed 
Shehzad, Nayyara Noor and Salima Hashmi. 
How could they tell stories about Gaindas 
without me? But the humour was infectious. 
It was sophisticated and cerebral - no affecta-

tions. It made us see elements of ourselves in 
tiny, fragmented and distorted mirrors. Shoaib 
Sb. was giving us a voice. We still cherish 
that voice. And its echoes. Every play I have 
done has a distinct Hashmi resonance. I 
plead guilty. With pride.

Many years later he directed me in a play 
called Chor Ke Sau Din, produced by Rahat 
Kazmi’s wonderful Theatrewaley. I was paired 
with the nation’s sweetheart Shahnaz Sheikh. 
I was editor of The Star in those days and 
was having running battles with General Zia. 
The dictator was upset about something that 
appeared in the paper and summoned me to 
Islamabad. It was a choice between earning 
the wrath of the dictator or the disappoint-
ment of my director. I chose not to go. I wrote 
to General Zia that I was ill and could not 
travel. I thought I had made the great escape. 
But fate was tempted. The newspapers had 
pictures of me performing as Pilpili Sahib! The 
dictator saw the photographs of me in great 
health wooing Shahnaz. He was not amused. 
I like to believe that Shoaib Sb. was chuffed.

I am still waiting in the wings. Waiting for 
my cue. Hoping to earn a nod of approval 
from the maestro. Waiting to take a bow. 
Drenched in applause that is essentially for 
you. But there is silence. A terrible, heartless 
silence. It permeates my being. Our collective 
consciences.

Perhaps one day we will bunk classes. You 
will guide us through the alleyways of time in 
some other walled city, discussing the poetry 
of Ustad Daman, sharing an anecdote about 
Faiz, explaining how a Yasir was born in a 
Hashemite family, discovering yet another san-
dal ka sherbat and arguing about where we 
can find the best Takka Teen on Abbott Road.

Shoaib Hashmi is a straight-forward man. 
He asks all the right questions of society. His 
answers are meant to push us out of our 
comfort zone and confront reality. But there 
is no bitterness in his humour. He is too big 
a person to succumb to cynicism. There is 
a sach in every one of his gups. Or is it the 
other way around?

Imran Aslam is a veteran 
journalist and President of the 
Geo and Jang Group. 
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By Salman Shahid 

Shoaib Sahib has all the intellectual traits in 
his personality. He treats every situation in 

an exquisite manner and leaves behind a lasting 
impression on people as his understanding 
of the circumstances is very much clear than 
others. Anyone who has had a chance to be 
associated with him will vouch for his magnetic 
personality as he is a very warm-hearted and 
down-to-earth person as well.

Shoaib Sahib is a multi-tasking person. He 
can be described as a teacher, a pure Lahori 
or even a towering icon. I have been really fond 
of him. He is a true human being and you will 
always find him with a smiling face as he be-
lieves in being happy and making others happy 
as well.

After his Masters from the Government Col-
lege and an M.Sc from the London School of 
Economics, besides teaching, he came into 
theatre and also did a few short courses at the 
Royal Academy of Dramatic Arts in London. 

He married Salima Hashmi, the older of the 
two daughters of Faiz Ahmed Faiz. She is a 
painter and art teacher and has also served 
as the Principal of the National College of Arts 
(NCA) and Dean of the School of Visual Arts 
at the Beaconhouse National University. The 
two have been prominent in the social and 
cultural life of Lahore for many years. They are 
known as the Hashmis. The Hashmis have now 
increased in numbers and are making a great 
contribution to the cultural scene. Son Yasir 
and daughter Mira, just like their father, have 
adopted the teaching profession but that’s not 
all that they do. They also love the theatre and 
have occasionally appeared on television as 
well.

‘Pappi’ is the name given to Shoaib Sahib by 
wife Salima. After all, why should she call him 
by his own name as that’s what wives are for, 
making their husbands alter their personality, 
for the good of course. Many of my classmates 
often inquire, “How is Pappi?”. A number of his 
friends too, now living in different parts of the 
world, call him by the same name, followed by 
their children who call him Pappi-cha (chacha 

A Landmark on the
Artistic Map



or uncle, I assume). But he is very kind to all 
and cherishes them for showing so much 
love and care.

I once saw Shoaib Sahib looking at his 
daughter Mira from behind his spectacles. 
I had no idea what he was thinking. The 
next thing I witnessed was that he called 
her over and when she sat beside him, he 
hugged her and gave her a kiss, showing 
how proud he was to be the father of such 
a talented and incredible daughter. Well, 
the scene also sums up as to why he was 
called Pappi in the first place.

Sir ji, another name given to him by his 
fans who adore him for his work, is not the 
sort of person who is very fond of the lime-
light. He believes that too much apprecia-
tion sometimes is a sign of feeble-headed-
ness and so it should not be encouraged. 
Also, it sometimes comes between him and 

his work. People might think as to why it is 
so but it is not his style to make too much 
of anything.

The Hashmis got great attention with the 
children’s show ‘Akkar Bakkar’. I remember 
once when Shoaib Sahib was a teacher 
at the Government College and I was his 
student. He invited me over to his house 

and I was really thrilled. A few years later, 
he invited me again along with some other 
people. At that time we came to know that 
why we were there - to team up for his next 
show ‘Sach Gup’.  We had no idea as to 
what we were supposed to do but Shoaib 
Sahib had a script and a role for all the peo-
ple. We recorded a few initial episodes and, 
by the end of the year, we were famous 
household characters. Naveed Shahzad is 
still known as the ‘pocketa pocketa’ girl and 
I have always been a ‘gainda’. We soon 
began to be invited to various functions 
and whenever Shoaib Sahib would come to 
know of such a thing, he would just smile 
and then carry on with his work.

Shoaib Sahib is the man behind the 
iconic characters played by Farooq Qaiser, 
Arshad Mamud, Naveed Shahzad, Nayyara 
Noor, Abbas Shafi, Hasnat Ahmed and 
me, of course. ‘Balila’ was another serial 
that he made and it introduced Shahnaz 
Sheikh. Sadly, the serial soon went off air. 
Irfan Khoosat is also one of those who got 
into the limelight with Shoaib Sahib’s ‘Taal 
Matol’.

He has contributed a lot more than many 
others, though no offence to anyone, as ev-
ery individual has excelled in their respective 
disciplines. His contributions to the local 
cinema have also been incredible. He has 
directed a number of European plays along 
with producing The Swan and Arsenic 
and Old Lace for the Government College 
Dramatics Club. He did not pursue acting 
on television but one must not forget the 
tremendous manner in which he hosted the 
marathon 1970 Election telecast. This was 
the election that eventually brought Zulfikar 
Ali Bhutto to office.

Shoaib Sahib is a man who always 
believes in producing the best in everything 
and his intelligence, talent and brilliance 
have helped him to do so. His personality 
is so vast that when you mention one of 
his qualities, another automatically springs 
to mind. He is a kind of a landmark on the 
artistic map of the country. And yes, you 
can also call him Shoaib Sahib, as I have 
done through most of this article.
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Salman Shahid is an 
acclaimed actor who has 
worked for theatre and 
television since the early 
1970s.

Qamar Zaidi
CEO, Dynamic Logistics International

From what I know, 
Shoaib Hashmi and Paki-
stan Television go togeth-
er. We don’t see much of 
him on TV anymore but 
I guess that is because 
he has become old and 
I also understand that he has not been well 
in recent times. I personally think Shoaib 
Hashmi’s was the golden era of PTV. It has 
been a wholly dedicated relationship. I was 
a mere student when I saw him first in a TV 
programme - and he really enchanted me 
with his humour. His main genre has been 
humour and satire and though there was a 
surfeit of Pakistani films in the 70s, Shoaib 
Hashmi’s humour on TV was always what 
one looked forward to.

Shoaib Hashmi conducting PTV’s Election’70 marathon

A scene from Sach Gup
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Of Soda and Spice
By Mira Hashmi

I have to be honest, when I was asked to 
write this piece about my father, I was 

more than a little stumped, one can say 
apprehensive, even. Coming from a family 
whose members don’t shy away from being 
verbose on subjects that are of even the 
remotest interest to us – even if “some” of 
us have come to this rather late in life – this 
feeling was unusual, if not entirely unex-
pected. 

You see, although we can hold forth 
freely on anything under the sun, talk-
ing about each other in any kind of deep, 
meaningful way falls squarely in an unfamil-
iar, uncomfortable territory. We can poke 
fun at each other till the cows come home, 
but we don’t ‘do emo.’ So I sat thinking for 
a while whether I could muster the courage 
to break with familial tradition and write 

something treacly, introspective, and (par-
don me while I cringe with my whole being) 
‘from the heart.’ And the answer is: no. 
Not that I think there’s anything wrong with 
gushing about the love of one’s life (for that 
is the position that my father occupies for 
me, and, I strongly suspect, for many other 
people). But waxing eloquent with unend-
ing superlatives, to me feels inadequate, 
boring and, frankly, to borrow from Charles 
Chaplin, futile and feeble. So, instead, here 
is my attempt to speak about my father and 
our friendship, by recounting a few of the 
tales of our mutual love for food, specifically 
the food cultures peppered throughout La-
hore, the city of his birthand the city that for 
him is that old flame whose charm remains 
forever seductive, no matter the ravages 
of time and overindulgence in cosmetic 
surgery. 

All the little episodes of Abu gradually co-
opting me into his food escapades during 
my childhood were of course rooted in the 
experiences of his own youth, mapped out 
geographically in the areas in and around 
Lahore’s Old City – androon shehr. So it 
was, for instance, that every year on Bas-
ant day, after the sun had set, on hours of 
kite flying on a rooftop in Bhaati Darwaaza 

(courtesy of Abu’s devoted ex-pupil, the 
late Manan Gill), with mounds of roasted 
peanuts, qeemay walay naan and sang-
taras consumed by all present, we would 
stroll down and through the bazaar towards 
where our car was parked, but with one last 
all-important stop on the way: a cold, fizzy 
‘ttha ttha ki awaaz wala’ soda. Served in an 
impossibly tall glass, the main challenge of 
the soda, as Abu explained and demon-
strated, was to not let the drink flow out of 
the glass as it fizzed ferociously after being 
instigated by a generous dollop of kala 
namak that would be dumped into it just 
before one took the first swig. If the soda 
did overflow and spill onto the ground, you 
would be branded a lowly amateur. Need-
less to say, Abu was always a consummate 
professional.

Our other great haunt was not that far 
away from this spot. Every now and then, 
we would pile into our white Toyota Starlet 
and take a drive down one of the most 
amazing places in the world: Abbott Road. 
With cinemas dotting both sides of the 
street, the sight of humungous hand-paint-
ed film hoardings could hardly be ignored 
and their eye-popping colours and lurid 
content was wildly fascinating to me. As 
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Mira Hashmi

Shoaib Hashmi in his young days



we would make our way towards Lakshmi 
Chowk, there would be much banter from 
Abu about the Punjabi film actors depicted 
on the hoardings and their five-foot tall 
flared nostrils and oversized thighs encased 
sausage-like in sequined knickerbockers. 

At the end of the road we would arrive 
at our destination: Shahi Murgh Chholay. 
Being a long-time patron, Abu would be 
ushered into a private cubicle along with 
his party of famished hangers-on, as the 
glorious aroma of chick-peas cooked in 
a vat with desi ghee and the all-important 
mystery spice mix, drove us batty. No one 
kept count as plate after steel plate would 
be delivered to our table, the contents 
disappearing within minutes, mopped up 

with fresh tandoori rotis that, similarly, flew 
in one after the other, with no one bothering 
to keep track of the amount of carbs con-
sumed. At the end of the meal, Abu would, 
of course, light up a cigarette, and declare 
with deeply felt satisfaction our collective 
opinion about the food we had demolished: 
“Bahishti meva!”

Near the upper end of Mall Road, just 
before you hit Lahore Museum, the old 
Tollinton Market used to house a number 
of businesses curiously lobbed together, 
from an optometrist to a newsagent, as 
well as the notorious poultry abattoir that 
ensured that the innards of the market 
smelled much like the innards of its noisy, 
ill-fated chickens. Luckily, that fragrance 
never encroached into the Market’s pre-
miere gastronomical attraction: the Capri 
Restaurant. The customers who frequent 
today’s la-di-da establishments on M. M. 
Alam Road would probably turn up their 
noses at the cuisine and environ on offer at 
Capri, and I can only turn up my own nose 
at them in return. 

In sharp contrast to the gauche, nouveau 
riche trendiness of Lahore’s ‘new’ food 
street (“gag“), Capri was quietly, cosily old 
world, with simple wood-panelled interiors, 
communal booth seating decked out in 
plain forest green upholstery and waiters 
in khaki livery, most of whom seemed as if 
they had been employed there forever. 

As was the case with just about all the 
old eateries in this part of town, Abu’s was 
a familiar and genuinely welcome face. He 
would be greeted with a grin and exhor-
tations of “Aao, aao Hashmi saab, tussi 
uttay aao” as he was led up to the mez-
zanine, with me and my brother in tow. We 
wouldn’t bother with perusing the menu, 
just as the waiters didn’t have to wait to be 
told our order; it was a standing agree-
ment: Capri’s special Chicken Ala King for 
Abu and me, with strawberry ice-cream 

to follow, and beef burger with chips (we 
still called them that in those days) for my 
brother, followed by a huge tutti frutti des-
sert, a concoction consisting of a glassful 
of various flavours of ice-cream, nuts, fruits, 
and gelatinous toppings in neon colours. 

Abu would always be very democratic 
about dividing up the four fried pieces of 
toast that came with our dish, that were, 
so to speak, the piece(s) de resistance of 
the meal, which consisted of steamed rice, 
topped by shredded chicken in a white 
sauce with crumbled bits of hard-boiled 
eggs mixed in. It may not sound like much, 
but that dish was like a sensational little 
mouth party. At the first bite, we would both 
shake our heads in disbelief – “how, HOW 
do they do it??”    

There were many other favourites – the 
dahi bhallay with almonds from Shahalmi 
Bazaar, the thanda doodh from Mozang, 
the pateesa from Amritsari on Beadon 
Road, Rangeela Burger on Mall Road, 
Bhaadi Pehelwan’s halwa poori from Royal 
Park – some of which are still there, many 
are gone, left behind by a city that itself has 
changed so much. Without Basant, trips to 
the soda wala ceased. When Tollinton was 
‘gentrified,’ all the tenants seemed to disap-
pear without a trace, taking their poultry 
and the recipe for Chicken A la King with 
them. Nostalgia is a powerful thing and fills 
one’s heart with a painful longing for some-
thing that is long gone, but whenever I find 
myself indulging in it, I thank Abu for giving 
me the material for this memoryscape, for 
making me a partner in his culinary adven-
tures and for instilling in me a love for what 
is forever ‘his’ Lahore. 

Irfan Mustafa
Founder and CEO of The Food

Lab DMCC.

Knowing Shoaib Hash-
mi is like attending an in-
stitution. His personality 
is so wide-ranging that 
there is a new experi-
ence, a new learning sit-
ting around every corner. 
How can you describe the man? He is ev-
erything  -  a good teacher to start with, a 
good television personality and, above all, 
a great human being. Shoaib Hashmi gave 
to television in Pakistan, right from its ear-
liest days back in 1964, a dimension that 
combined an educated approach that was 
evident both in his presentation style and in 
his humorous productions like Akkar Bak-
kar, Sach Gup and Taal Matol. These were 
tempered with his typical Lahori humour. 
After all, who can forget such lines as “Mer-
ay Daddy Baray Hashyar Hain,” or ‘Pock-
eta, Pocketa,” for which Naveed Shahzad 
became so famous. Then, there was “Iss 
kahani mein do gainday (rhinoceros) hotay 
hain’ which is to this day the hallmark of ac-
tor Salman Shahid.

That is the reason that Shoaib has meant 
a lot of different things to different people. 
His students at the Government College, 
Lahore revered him for his command over 
the subjects he taught them while his col-
leagues at the Lahore Centre of PTV saw 
a different aspect of Shoaib Hashmi, a 
creative person who would keep coming 
up with new ideas that brought tons of en-
tertainment to the millions of TV viewers all 
over Pakistan. My admiration for the man 
never ceases.
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Mira Hashmi is the daughter of 
Shoaib and Salima Hashmi. She 
is an Assistant Professor in Film 
Studies at the Lahore School 
of Economics and has a BFA 
from the Concordia University, 
Canada. 

Mira with her father
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By Arshad Mahmud

Someone I don’t remember now, once 
asked me that why do you call Shoaib 

Hashmi your Guru? I said because he is the 
one. My field being music, he promptly fol-
lowed up with two questions in one breath; 
“Did you learn music from him and does 
he know music?” My reply was absolutely 
truthful, “He knows music but not as much 
as I do”. Why do you then call him your 
Guru?

My answer to the question was that 
music is something which you learn and 
you have to learn it supported by the pas-
sion which you possess to learn. When 
one is learning music from one’s teachers, 
who were good at teaching, they make you 
learn all the aspects of music which were 
known to everyone. The cache of musical 
knowledge which you acquired from your 
teachers over the years on its own was a 
monumental task; however, in my view, if 
you were unable to use this knowledge in 
creative endeavours or your application 
of the knowledge you possessed lacked 

creativity, then it was not desirable. This 
was where I believe Hashmi Sahib played 
a significant role in my development as 
a composer and hence was, lovingly my 
Guru. He put me on the path and pushed 
me to tread creative quests in my field, that 
was music.

In 1968 when I was in Government Col-
lege, Lahore (GC) I was able to play the 
guitar and would bring it to the college of 
and on. When we were free from classes I 
would sing for my classfellows. I was surely 
not that bad and my friends encouraged 
me as well. Most of the times I would sing 
film songs which were popular in those 
days. Hashmi Sahib would pass by smiling 
or, sometimes, he would stop and listen to 
the songs I was singing.

This kept on happening for almost 4 
years. I distinctly remember it was Decem-
ber of 1971 when Hashmi Sahib interrupted 
one of my performances and said in Punja-
bi, “Oye tun sari zindagi aye hi karda rahen 
gay ya kadi koi kum da kum we karen ga?” 
It meant that would you continue to do this 

second hand stuff or do something worth-
while in your life? I promptly asked him that 
what would be worthwhile to do. He said; 
“Come to my home.”

I was already overawed by his personal-
ity. His disarming demeanour had made 
him popular among the student body of the 
college. Over and above that he was indeed 
the most handsome teacher in the college 
at that time. I had a scooter and I landed at 
his residence with my guitar that very day in 

the evening. This was the commencement 
of my career as a music composer. I was 
22 years old and started making music for 
a children’s programme, “Akkar Bakkar”.

This was the beginning of a long associa-
tion with Guru (Shoaib Hashmi) and he 
made me in charge of the musical side of 
the programmes he created subsequently, 
such as “Sach Gup”, “Taal Matol,” etc.  I 
remember our friend Farrukh Bashir, a 
producer at the Lahore Centre of Pakistan 

Why I call him Guru

Yasmeen Muzaffar
Author and Educationist

Shoaib Hashmi was 
my favourite TV person-
ality in the years when 
television had made its 
advent in Pakistan. The 
kind of stuff that Shoaib 
saheb would produce 
gave us a lot of hope 
that, after radio, we had discovered a new 
medium that was not just sound but also 
offered living pictures. TV was a novel ex-

perience in those days for every Pakistani 
who could afford a TV set. It was black and 
white and the programmes were shown 
only for a few hours in the evening but it 
didn’t matter because the quality was so 
good and there was something for every 
age group. I was a high school girl then 
and Shoaib sahib’s humour would always 
have us in stitches. Now, as I have been 
living in Kuwait for the last 40 years, I get 
to see some Pakistani TV channels but no-
where is the homour that Shoaib Hashmi 
gave us.
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Television, I am sure, mockingly referring to 
me in front of common friends and in my 
absence, as “Hashmian da R. D. Burman” 
I honestly was perplexed by this comment 
but took it as a compliment. I till date hold 
the Hashmi clan in the highest regards.

From 1972 to 1976 I was composing 
songs and music for his programmes, 
which meant that I was making on aver-
age of 2 to three new songs every week. 
This was a great opportunity for a 22 year 
old to develop his skills to compose. He 
would also criticise my efforts and would 
say Arshad Mahmud, this will not work. I 
would keep on making different tunes till 
he was satisfied. The result of this exercise 
was that I was composing for him and him 
alone and did not bother about the public 
feedback. As time passed, his criticism of 

my compositions progressively reduced. 
My approach to develop a composition of 
music had started to take a certain shape 
which, I guess, eventually became my style. 
Therefore, if my music is not good then I 
am a bad composer but if it is good, then 
the credit goes to him. And that is why I 
take him as my Guru.

This has been a regular practice for me 
that whenever I make a new tune, I always 
go to him and sing it out to him for his nod 
even today.

Shoaib Hashmi has an acute sense of 
aesthetics and he quickly puts his finger on 
what would work and shake his head that 
it would not work from the point of view of 
an artistic venture; may it be script, music, 
poetry or a painting.

In my heart and mind he is the most reli-
able teacher who is always there for you.

By Farhat Ali

The name of Shoaib Hashmi straight 
away takes our generation to the 

memories of the 60s when TV in Pakistan 
was beginning to make its mark. It capti-

vated the viewers all evening and the TV 
serials of that time still resound in our heads 
viz: Khuda-ki-Basti, Alif-Noon and more of 
those remarkable TV shows. 

It were black and white screens but the 
strength of the serials was the strong story, 
the commitment of the artistes and a fairly 
high level of intellect, both in humour and 
plays. Today, we have digitalized and have 
high resolution screens but none of that.  

It was at that time that the pair Shoaib 
and Salima aired the TV serial ‘Sach Gup’ 
which brought humour to our homes. 

The serial truly depicted the intellectual  
brilliance of the pair which, at that time, 
was a rare combination. I still recall with joy 
those moments of entertainment. 

It was in the fateful year of 2002 that I 
got to personally know Shoaib and Salima 
Hashmi. 

Shoaib Bhai performed the nikkah of my 
daughter Samer with Adeel, son of Humair 
and Monezza Hashmi on 28 December 
2002 at my house in Lahore. 

He brilliantly conducted the task of a 

maulvi, the nikkah registrar and offered 
an inspiring dua for the couple and the 
family.  Perhaps many are not aware of this 
versatility of Shoaib Hashmi and his amaz-
ing capacity to blend his teaching career at 
Government College Lahore, his brilliance 

of intellect and humour in the print and 
electronic media - all in one person. 

The presence of Shoaib Bhai blended 
this solemn occasion of nikkah with his 
characteristic humour and intellect and 
presented us with a memorable afternoon. I 
am sure many like me must have experi-
enced a similar distinction. 

He is now confronting the aftermath of a 
stroke with bravery and grace.  It remains a 
pleasure to be greeted by him at his house 
in Model Town, Lahore with a smile and 
body language depicting happiness and 
reconciliation with fate and destiny. His 
inner strength and will to be at his best as 
he overrides his health limitations - which is 
characteristic of all great personalities and 
Shoaib Hashmi has the distinction of rank-
ing well in this fraternity.

Versatile
Shoaib Hashmi

Farhat Ali has served as Presi-
dent and CEO of ABB Private 
Limited. He was also President 
of the Overseas Investors 
Chamber of Commerce and 
Industry.  

Scene from a TV play
Shoaib Hashmi performing Nikkah of Adeel Hashmi
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Meeting Shoaib Hashmi

By Javed Ansari

I last met Shoaib Hashmi one evening 
in 2011 in Karachi in a parking lot near 

Arshad Mahmud’s office and sound studio 
in DHA. This is from where Arshad used 
to publish the now defunct magazine 
called World Music. Shoaib Saheb and 

Arshad Mahmud were going towards their 
car while I was going upstairs as I was 
the editor of World Music. I was sort of 
taken aback on seeing Hashmi sahib. He 
had become quite old and frail, his hair 
had turned absolutely white and so had 
his signature moustaches. We stopped, 
exchanged niceties and moved on.

Perhaps being surprised to see Shoaib 
Hashmi having aged so much was not 
fair on my part (though I am sure I did not 

show it) but a whole era had passed 
since I had seen him on Pakistan 

Television doing programmes in 
the 60s and 70s.

My earliest memory of the 
man goes back to 1965 

when I was a student 
at the F.C. College in 

Lahore. The transmis-
sions of Pakistan 
Television had begun 
in 1964 and Lahore 

had been chosen as 
Pakistan’s first city to initi-
ate TV broadcasts. Shoaib 
Hashmi used to appear 
on Lahore TV in those 
days. My memory of him 
is that of a host in a quiz 

programme. I still remember 
the very competent manner 

in which he used to conduct the 

show and the popularity that he enjoyed, 
particularly in the young audience. I also 
remember that he would make fun every 
time a quiz participant happened to be 
from the F.C. College.

In those days, Tariq Aziz used to read 
the news in Urdu on TV and a very young 
Qavi Khan would appear in drama roles.

When I found out that Shoaib Hashmi 
was teaching at the Government College, 
I was a little envious that why someone 
from the teaching faculty at the F.C. Col-

Salima Hashmi in her young days

Riaz Ahmed Mansuri
Editor & Publisher, Women’s Own and 

Former Editor, TV Times

If there is one person 
who can be wholly identi-
fied with Pakistani televi-
sion, it is Shoaib Hashmi. 
However, the interesting 
part is that Shoaib Hash-
mi has originally been 
a teacher and his subject was something 
as serious as economics. He learned and 
honed it at the London School of Econom-
ics but it must have been the creative per-
son lurking in him somewhere that led him 
to attend a dramatics course while he was 
in London. Shoaib Sahib has never flaunted 
his education though and that is why, per-
haps that he is more known as the man be-
hind PTV’s comedy shows in its early days. 
The legacy he has given to PTV has been 
unequalled so far.
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lege couldn’t be asked by Lahore Televi-
sion to conduct a similar show? As it is, 
there was always a kind of rivalry between 
the Government College and F.C. College 
and while both were 
quality institutions of 
learning and places 
of high standing and 
also as old (both were 
founded in 1864), the 
Government College 
was always treated as 
a superior institution.

I had first met 
Shoaib Saheb in per-
son in 1975, again in 
Lahore. I was working 
then as the magazine 
editor of the newspa-
per, The Sun, which was 
published from Karachi. As I was visiting 
both Lahore and Islamabad, I was asked 
by my editor to interview Shoaib Hashmi 
who lived in Lahore and was doing a com-
edy show at Lahore TV. In Lahore, I called 
up Shoaib Saheb and asked him if I could 
take his interview. He was most gracious 
and invited me to come over that evening 
to his house in Model Town.

While I was interviewing him and his 
wife Salima Hashmi, the famous poet Faiz 
Ahmed Faiz came over and I had the rare 
opportunity of being introduced to him 

as well.  Faiz Saheb was 
Salima Hashmi’s father. 
We were sitting in Shoaib 
Hashmi’s drawing room 
where the poet came and 
sat down on a floor cush-
ion. He then shared with 
us some bits of his latest 
poetry though I don’t recall 
the couplets now.

Since the interview re-
mained incomplete, Shoaib 
Hashmi invited me the next 
day to come again before 
lunch so that he could take 

me to the Lahore TV studio 
where he was recording Akkar Bakkar and 
would answer my questions on the way.

We travelled from Model Town to the 
Lahore TV studios in Shoaib Hashmi’s 
Volkswagen while he answered my ques-
tions. During the ride, he also continued to 
jot down his script for the day’s recording 
with one hand while he handled the steer-
ing wheel with the other.

Once we arrived at the studios, he 
handed over his jottings to the producer 
saying that that was the script for the day. 
As the interview proceeded, the producer 
would come in-between and ask Shoaib 
Saheb about the parts of the script he 
didn’t understand, to which Shoaib Saheb 
would respond either by explaining what 
he had written or changing it altogether.

In my interaction with him, I found 
Shoaib Hashmi to be quite a humorous 
person, perhaps a little more than the im-
pression he had made on me in his earlier 
TV appearances. However, all this humour 
and his own brand of between-the-lines 
satire was quite controlled and sophisticat-
ed and nowhere near the typically earthy 
Lahori humour that I had been exposed to 
in my college days. I had trouble under-
standing the Punjabi language on many 
occasions and never knew at which point 
to laugh!
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By Qasim Jafri

I first saw Shoaib sahib in my adolescent 
days in the seventies on black and white 

TV in his newly launched comedy Sach 
Gup. This highly original program with 
humour and satire attracted fans across the 
board.  In a short time he became a celeb-
rity while teaching at the iconic Government 
College, Lahore.

My first introduction to him, person to 
person, was in the eighties when I took the 
liberty of commenting on his columns in 
The News. While he would write on all and 
sundry topics, he would frequently write 
about poetry as well and that is when I took 
up cudgels with him. It was always delight-
ful and good-hearted fun. He tolerated me 
as an audacious youngster but never shied 
away from taking potshots at me.

Over time, I became closer to him, almost 
part of his inner circle. We would have a lot 

of social, musical and cultural evenings at 
home and one would always request Pappi 
Hashmi sb. to introduce the artiste or the 
event and he would always do so with his 
typical light sarcasm and humour.

I was never his student at college but 
learned a lot from him via social interac-
tions.

Many moons later, he became unwell and 
lost his speech but his physical health never 

seemed better - perhaps due to absten-
tion from smoking and other more exotic 
consumption.

I have never missed his birthday. When 
I call on him and in the course of our one-
sided conversations, I occasionally recite 
random Urdu and Farsi poetry. I am always 
rewarded by him with a big, silent smile and 
a twinkle in his eyes, to the chagrin of some 
friends who call on him more frequently but 
feel that they are never rewarded similarly.

But I do so dearly miss his affectionate 
mock scoldings and barbs. Those who 
know him might be able to relate to the 
above lines but to those who have not met 
him, I can safely say, “Afsos tum ko Meer se 
sohbat nahin rahi”.

Pappi Hashmi

Qasim Jafri is a distinguished 
hotelier and art collector and a 
known name in the hospitality 
industry.

Young Shoaib Hashmi

A Shoaib Hashmi TV play
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Rahat Fateh Ali Khan and Momina Mustehsan’s Coke Studio Season nine rendition of Afreen Afreen has set a new milestone 
after crossing 200 million views on YouTube.

The song originally sung by Nusrat Fateh Ali Khan becomes the first Pakistani song to have garnered the highest views, breaking 
all previous records of local compositions.

‘Afreen Afreen’ Record 

Whistleblower System at Engro Hocane or 
Hussain? 

Iranian Film Screened

An independent whitleblower system has been established at 
Engro Corporation and has been endorsed by its chairman, 

Hussain Dawood.
Established under Engro’s SpeakOut, the company expects 

that through the system employees, suppliers and contractors 
will abide by Engro’s standards of business conduct and speak 
out about any concerns that they may have regarding business 
ethics, safety, environmental performance, harassment and other 
employment-related matters.

The system encourages open and candid communication and employees can raise 
their concerns with line managers, use independent ‘speakout’ hotlines or email to the 
concerned responsible senior executives to voice their concerns. Engro says it will make 
every effort to maintain confidentiality and protect employees from any form of retaliation or 
victimization.

A question popped up in the mind of a 
follower of Mawra Hocane as to how 

has she spelled her name on her Law de-
gree – Hussain or Hocane? Mawra recently 
passed her law exams in Islamic Law and is 
now a lawyer as well as an actor.

The Mandwa Film Club screened the 
award winning Iranian film ‘The Father’ 

(Pidar) directed by Majid Majidi at the 
Pakistan National Institute for Folk and Tra-
ditional Heritage (Lok Virsa) media center in 
Islamabad. 

Pakistan National Council of Arts Film 

Club Coordinator Aijaz Gul said that Iranian 
cinema has been an enthralling and appeal-
ing cinema industry in the world and has 
gained special status in the world cinema 
industry with its unique and innovative film 
directing techniques.

According to Aijaz Gul, Majid Majidi is a 
professional director and 
Iranian cinema is very close 
to reality.

‘Pidar’ released in 1996 
revolves around the relation-
ship between a fourteen 
years old boy and his step-
father. It has won a number 
of awards at film festivals in 
Iran and internationally.
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New ABC Secretariat

Expothon Presentation

The new ABC secretariat was inaugurat-
ed by JoAnne Wagner, the US Consul 

General in Karachi. ABC was represented 
by Jamal Mir, President and Executive 
Committee members. Jamal Mir reiterated 
the critical role American companies play 
in promoting business, creation of job op-
portunities and contribution of taxes to the 
government.

The US Consul General remarked, “Over 
the years the business to business ties 
between the people of the United States 
and Pakistan have helped reconfirm, renew 

and resurrect the US Pakistan relationship”. 
She added that she was very grateful to 
everyone for being a leader in those efforts. 
She stressed that concrete steps could 
help make the US-Pakistan relationship 
even more positive.

The American Business Council has 
been serving in Pakistan since 1984 and is 
recognized as the single largest chamber in 
Pakistan. ABC functions as the Chamber of 
Commerce of American businesses in the 
country and is one of the largest investor 
groups in Pakistan – currently consisting 

of 64 members, most of them listed as 
Fortune 500 companies.

ABC members have cumulative revenues 
of over US$ 4.0 billion and contribute a 
sizable amount to the national exchequer 
every year as direct and indirect taxes. ABC 
is affiliated with the Federation of Pakistan 
Chambers of Commerce & Industry (FPCCI) 
and is a member of the U.S. Chamber of 
Commerce (USCC), Washington D.C., and 
Asia-Pacific Council of American Chambers 
of Commerce (APCAC).

At a training workshop organized by 
TCS, Pakistan should create trade 

alliances with other micro power nations to 
avoid any economic crises in future.

Naseem Javed, Chairman Expothon 
Worldwide, gave a special presentation to 
senior executives at a training workshop 
in how to create ‘supremacy of innova-
tive excellence and business leadership 
performance via a high speed mass market 
penetration strategy implementation mod-
ules and year round deployments. He said 
the worst enemy of the economy was not 
corruption or bad politicians but incompe-
tency.

The Expothon Worldwide is a Cana-
dian organization that has developed the 
Expothon strategy global program, which 
is populated by 100-plus global experts on 
innovative excellence. They are ready to 
transform up to 100-1000 enterprises to 
become global-age savvy.

Commenting on Pakistan’s economic 

challenges, he said that mobilization of 
public enterprises on a mass scale could 
only make a major impact in the region, 
suggesting to the government that micro 
power nations are the future and Pakistan 
instead of engaging in conflicts should cre-
ate trade alliances with other 100 nations to 

avoid economic crises in future.
Naseem said that countries could not 

find economic solutions through traditional 
learning but vision was the ultimate driving 
force behind any organization to effect 
turnaround from loss-making entities to 
profitable enterprises.

News Buzz

(From L to R): Jamil Dehalvi, Khalid Awan, Syed Jawaid Iqbal, Mumtaz Maker and Naseem Javed
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Aishwarya Speaks 

Hadiqa’s Message 

25% Less

Fakhr-e-Alam’s 
Solo 

Aishwarya Rai broke her silence when 
the #MeToo campaign gained mo-

mentum in India with actors, directors, 
producers and others opening up about 
their experiences of sexual harassment and 
physical abuse.

Sharing her thoughts on #MeToo,  Aish-
warya said, “I have always spoken out. I 
spoke in the past, I am speaking now, and I 
will continue to speak.” She is among those 

few woman who have publicly spoken 
about their abusive relationship. She has 
accused Salman Khan of cheating and 
misbehaving with her. She credited social 
media for enabling women to voice their 
stories.

Other Indian well-knowns who have 
spoken out include Sonam Kapoor, Swara 
Bhaskar, Twinkle Khanna and Priyanka 
Chopra.  

Hadiqa Kiani adopted a child after the 2005 earthquake. 
She asks her followers to respect single parents and their 

parenting capabilities and not force them into relationships they 
are not interested in.“Something I see in my inbox a lot that I’m 
sure many women experience in our society as well,” Hadiqa 
said about the messages she receives from men wanting to 
marry her. 

Three years ago, Fakhr-e-Alam had an-
nounced his love for flying. After a lot 

of hard work and fortitude, the 42-year-old 

says he is now one step closer to achiev-
ing his dream and is embarking on a world 
tour and calls it Mission Parwaaz. He will be 
flying in a Pilatus PC 12NG on the flight. The 
plane is parked at Clear Waters in Florida.

Fakhr-e-Alam spent most of his child-
hood dreaming to be an air force pilot and 
realised his childhood dream when in 2015 
he got his private pilot’s license. He then 
announced that he will try to circumnavigate 
the globe in a single engine aircraft. Three 
years later he is finally getting there. 

President Donald Trump has said he liked Taylor Swift’s 
music “about 25 percent less” after her endorsement of 

the Democrats in theTennessee’s Senate race. 
The singer backed Phil Bredesen for the upper house in her 

home state, and unleashed a fierce attack on his opponent, 
Republican Marsha Blackburn, who currently serves in the 
House. The President was asked for his reaction to the snub. 

“Let’s say that I like Taylor’s music about 25 percent less 
now, okay?” Trump quipped. 
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Rung Do From PTCL, 
WWF-Pakistan

Chanel for Men

PTCL is collaborating with WWF-Pakistan in a tree plantation ground effort at Miani 
Hor, Lasbela District in Balochistan. They signed an agreement for planting 200,000 

mangrove seeds in Balochistan, as part of the conservation organization’s nationwide tree 
plantation campaign.

Between 2000 and 2010, Pakistan lost an average of approximately 43,000 hectares 
of forests (equivalent to half the size of Islamabad) every year. With only 2% forest cover 
remaining, the country’s deforestation rate is the highest in Asia and is well below the 
recommended cover of 25%. To mitigate the adverse impacts of climate change, regulate 
water cycles and increase the green cover across the country, WWF-Pakistan has pledged 
to plant a total of 1.4 million trees by August 2019 through active participation of different 
stakeholders, local communities and passionate individuals along with corporate organiza-
tions such as PTCL. 

Chanel has launched its first 
makeup line for men, Boy De 

Chanel, comprising an eyebrow 
pencil, a foundation and a matt lip 
balm. The collection made its first 
appearance in South Korea before 
being rolled out globally.

Korean actor Lee Dong-wook 
has been chosen as the face of 
the campaign. The collection cur-
rently includes four shades of brow 
pencil, including grey and four of 
the foundation, but it is unclear 
whether the shade range will 
expand to suit its global customer 
base when it rolls out internation-
ally.

Chanel isn’t the first luxury fash-
ion house to launch make-up for 
men. Tom Ford has a concealer, 
two brow definers and a lip balm in 

its men’s beauty offering, as well as a bronzing gel that 
is just as beloved among women of the Vogue beauty 
team as the men. 

First 
Female Car 
Mechanic
Uzma Nawaz is the first female car 

mechanic in Pakistan. The 24-year-
old spent years overcoming entrenched 
gender stereo-
types and financial 
hurdles en route to 
earning a mechani-
cal engineering 
degree and getting 
a job with an auto 
repairs garage in 
Multan.

She comes from 
Dunyapur in Punjab. Uzma relied on schol-
arships and often skipped meals while 
pursuing her degree.

Just a year into the job and she has 
been promoted to general repairs. She 
moves with the ease of a seasoned pro 
around the dealership’s garage, remov-
ing tyres from raised vehicles, inspecting 
engines and handling a variety of tools.

Her drive and expertise has impressed 
colleagues and she has made a big dif-
ference in a male-dominated environment 
which includes her own family. 
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No Pushovers 
Indian actress Shilpa Shetty has alleged that she 

faced an unpleasant experience for being “brown” 
at the Sydney airport over her cabin luggage. 

The incident occurred when she took a Qantas 
Airways flight from Sydney to Melbourne. A 
female employee said Shilpa’s luggage was ‘over-
sized’ at the check-in counter and sent her to 

another counter dealing with “Oversized luggage.” 
Shilpa was sent running from one counter to another 

while the time for the flight’s departure ran out.
Shilpa was not flattered because she says people’s tone must not 

change with reference to colour. 

Indian actor Ayushmann Khurrana has 
come up with a rendition of a tune by 

legendary Pakistani singer Reshma. He has 
done a cover of the famous ‘Kithay Nain 

Na Jodeen’ originally sung by Reshma, 
for his film ‘Badhaai Ho’. Talking about it, 
Ayushmann said, “I have sung this song to 
soothe a broken heart.” 

While Mansha Bomb 
was recently in the 

news for allegations of land 
grabbing, many people 
thought there was a con-
nection between him and 
actress Mansha Pasha. The 
actress clarified there 
was no such thing. 

Khurrana Pays Tribute 

Which 
Mansha?

Frieha 
Mugged 
PR and fashion person Frieha 

Altaf was robbed in Karachi at 
gunpoint while returning home from 
a fashion event. She was driving on 
Khayaban-e-Muhafiz when three 
boys stopped her and snatched 
cell phones, jewellery, cash, credit 
cards and handbags.

News Buzz
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Netflix is reported to be looking for 
original content from Pakistan. It’s also 

about time that Pakistani TV content and 
films made use of the space provided by 
modern-day visual media since mainstream 
TV channels seem to be fixated on only 
domestic strife storylines.

Apparently, filmmaker Jami is in talks 

with Netflix about a web series venture. 
He has not given any details of what the 
project is all about but has confirmed that 
he is working on something with producer 
Faisal Rafi for Netflix. Whatever Jami makes 
will definitely be good. It is hoped that his 
offering will blaze a new trail in terms of 
storytelling too.  

Netflix Interested Love Web

News Buzz

Nestlé Towards Water Efficiency

As part of their Caring for Water Initia-
tive, Nestlé Pakistan in collaboration 

with University of Veterinary and Animal 
Sciences (UVAS) offer a Agricultural Water 
Efficiency Project at UVAS Ravi Campus, 
Pattoki. The initiative will save 14.87 mil-
lion liters of water annually and is aimed at 
strengthening Nestlé’s vision of improving 
agricultural yield in Pakistan.

One of the major threats Pakistan faces 
today is water scarcity, with current per 
capita annual water availability 1,017 cubic 
meters. The agriculture sector remains one 
of the largest and most inefficient users of 
water. To increase overall efficiency of wa-
ter use by this sector, Nestlé Pakistan has 
established a site that demonstrates best 
practices which enhance crop production 
with minimum use of water.

Freda Duplin, CEO, Nestlé Pakistan, 
said, “Water is a resource which is fast 

depleting. Nestlé is devoted to working to-
wards helping address the issue adopting 
collective action, as is envisioned in our 
Caring for Water initiative. Our collabora-
tion with UVAS is another step towards 
that. Agricultural Water Efficiency Project 
will encourage the preservation of water 

resources in the long term. By the end of 
2019, we want to help save 400 million 
litres of water in agriculture with the help of 
our partners, Punjab Agriculture Depart-
ment, Pakistan Agriculture Research 
Council and now UVAS.” 

After flying in the skies in Parwaaz 
Hai Junoon, Hania Aamir has been 

shooting for the serial Kainaat.

It is a love story that revolves around 
two nawab families. It explores romantic 
love as well as family bonds - love be-
tween friends, siblings, parents and their 
children and grandparents and grandchil-
dren. It’s a portrayal of how one type of 
love differs from another, how everybody’s 
standards of love are different. In between 
this chaotic web, Daneen tries to live by 
her own rules.

Kainaat also has Irfan Khoosat, Simi 
Raheel, Raju Jamil and Usman Mukhtar.
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Fashion designer Ali Xeeshan has come 
up with a new concept. Since people 

are overly indulging in social media these 
days and worry more about likes and com-
ments instead of real life connections, he 
has asked people to get back to reality. 
His film Ijaazat is a fashion short story that 
focuses on social media depression that 
many people face today.

He says people these days are complete-
ly lost in their digital world when there is 
so much going on and people tend to lose 

track of reality. He says they seek approval 
from social media platforms and get a cer-
tain satisfaction from the number of ‘likes’ 
or ‘comments’ they believe they earn and has urged people to get back into reality.

On the other hand, the Indian actress 
Deepika Padukone has said in a video 
message that in 2014, she was diag-
nosed with clinical depression and that 
this is like any other illness that requires 
intervention. She has urged those suffer-
ing from depression to contact her on the 
hashtag #NotAshamed. 

Xeeshan on Depression 

Parchi Not First
Actress Hareem Farooq 

has corrected Information 
Minister Fawad Chaudhry that 
Parwaaz Hai Junoon was the first 
Pakistani film to be screened in 
Saudi Arabia and not Parchi. She 
has said that Parchi was actu-
ally the first Pakistani film to be 
commercially released in Saudia 

Arabia.
Parwaaz Hai Junoon, is 
a tribute to the Pakistan 

Air Force. It has Hamza 
Ali Abbasi, Hania 

Aamir, Ahad Raza 
Mir, Shaz Khan, Kubra Khan, Syed Shafaat Ali, Adnan Jaffer, 

Sikander Vincent, Rachel Viccaji, Mustafa Changezi and 
Sabeena Syed. 

Ban On Gutka 
The Sindh government has imposed a 

complete ban on the production, sale 
and use of gutka in Thatta district. The 

ban has been imposed on factory owners, 
wholesalers, retailers and users of gutka 
within the jurisdiction of district Thatta 
with immediate effect. The SHOs of the 
concerned police stations are authorized to 
register complaints under Section 188 PPC 
in writing against the violation of Section 
144 Cr. PC. 

Parwaaz Hai Junoon
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Adnan Upset 

Shaan’s Tweet

Actor Siddiqui says he has been upset 
to know about cases relating to sexual 

abuse, harassment, abduction and street 
crime.

He has urged women to speak up on 
harassment and has said that progress also 
meant working towards making the world 
free of sexual abuse and harassment. He 
added that by keeping quiet the women 
only encouraged the culprit. 

Actor Shaan Shahid is known for not 
beating about the bush. He doesn’t like 

to mince words, which, most of the times, 
is a praiseworthy trait to have in a person. 
However, his tweet that only taxpayers 

should be allowed to vote (in general elec-
tions) is a bit of an illogical argument. He 
must be aware of the meagre number of 
tax filers in the country. He must also be 
aware of the indirect taxes that people pay 
in Pakistan.

Shaan is one of the country’s leading film 
actors. People listen to him when he speaks 
so he should consider his words before 
uttering them. 

Cher had a stately air as she re-
ceived a steady line of journalists 

in a West Hollywood hotel room with 
the studied equanimity of Catherine the 
Great addressing her subjects at the 
Winter Palace. If Madonna is the Queen 
of Pop then Cher is surely the Empress 
of Entertainment. The 72-year-old icon 
shows no signs of abdicating anytime 
soon. 

A post-war baby boomer of Arme-
nian, European and Cherokee heritage, 
the performer was born Cherilyn Sarki-
sian in southern California. To a certain 
generation she will always be an icon 
of the Sixties counterculture and the 
unique contralto voice who, along with 
late former husband Sonny Bono, gave 
the world “I Got You Babe.” “Believe” 
brought Cher to a new generation of 
fans in 1998, with its innovative deploy-
ment of the robotic, digitally-enhanced 
“vocoder” vocal for which she is now 
famous. 

Cher Rules

Sacred Games features Nawazuddin 
Siddiqui and Radhika Apte, who are 

reuniting for a love story. The two have been 
roped in Raat Akeli Hai, which is directed 
by Honey Trehan who was earlier a casting 
director. 

The love story is set in the heartland of 
India. Honey was on the lookout for his 

leading lady for a while now and Radhika 
fit the part to the T. Radhika and Honey 
have known each other for many years, 
while Nawaz and Radhika get along well, 
too. She loved the script and instantly gave 
her nod. The duo has previously worked 
together in Badlapur and Manjhi - The 
Mountain Man. 

The Duo Returns



How do you view the business education 
sector in Pakistan? 
 I view it with a mixture of pride and 
concern.  Pride because Pakistan now 
possesses a decent number of good 
quality business education institutions and 
concern because there has also come into 
existence a large number of institutions that 
provide low quality education.  This condi-
tion is not confined to business education 
alone.  It afflicts all areas of higher educa-

tion in Pakistan, including law, engineering, 
medicine, social sciences and humanities. It 
also afflicts primary and secondary educa-
tion, of course, as is well-known and widely 
lamented. 

What is its future potential? 
A survey commissioned by the HEC a 

few years ago showed that Pakistani em-
ployers rated business and IT education as 
the top two areas from which they preferred 
to hire.  Based on this, it would appear 
that the potential for business education 
remains quite good in Pakistan.  This is also 
consistent with global trends where the 
demand for business education gradu-
ates is rising in many developing countries 
although it has flattened out or is falling in 
some developed countries. 

We conduct surveys among our graduat-
ing BBA and MBA batches every year.  We 
find that 80% of our students are able to 
find jobs within three months of graduation.  
We also find that average salary offers have 
been rising in nominal terms over the last 
five years though they can be affected by 
general market conditions from year to year.  
These survey-based findings also support 
the perception that considerable potential 
exists for good quality business graduates 

in Pakistan. 

The IBA is not just a business school 
anymore and has branched out into so 
many other areas? What was the need? 

We believe that a good undergraduate 
education in any field requires grounding in 
a core subject area as well as exposure to 
other fields.  Many good universities around 
the world follow this principle and require 
students to become well-rounded instead 

of narrowly specialized in their undergradu-
ate years.  Our newer departments, such as 
Social Sciences and Economics, meet two 
needs: they provide the elective courses 
that help our business majors become well-
rounded and they provide an avenue for 
academic fulfillment for those who wish to 
major in these areas. 

We were told by corporate interlocu-
tors in the past that our students were 
very good in business subjects but lacked 
awareness of the broader context of busi-
ness operations, whether that was interest 
in global affairs or knowledge of economic 
policy or a sensitivity to social concerns.  
We set about fixing this by introducing a va-
riety of electives that our business students 
must take outside their core field. We also 
introduced a requirement that all students 
must engage in one social internship (for six 
to eight weeks) during their undergraduate 
years.  These steps have been positively 
received by corporate and other employers 
of our students.  

Pakistan also lacks good training in social 
sciences and economics at the under-
graduate level. We have introduced new 
programs in these areas to meet this basic 
academic need.  It happens also to be a 
market need.  Our initial graduates from 

these programs have done well in the job 
market as well as in progressing to higher 
degrees internationally.  

We have also branched out into profes-
sional development education provided 
through, for example, the Centre for Execu-
tive Education (CEE), the Centre for Excel-
lence in Islamic Finance (CEIF) and the 
Aman Centre for Entrepreneurial Develop-
ment (Aman CED). 

What is the vision of the IBA? 
Our mission is to: (a) deliver high quality 

education to students selected on merit 
irrespective of ethnicity, gender, religion or 
financial means; (b) provide a teaching and 
learning environment that encourages criti-
cal thinking, ethical conduct and effective 
decision-making and (c) undertake original 
research that enriches teaching and ben-
efits business, government and civil society. 

This formulation of our vision and mission 
requires us to focus on some fundamen-
tals.  First, we look for quality students 
and ensure that we get them through 
an admissions process characterized by 
adherence to strict standards of merit.  We 
have no quotas.  We also ensure that we 
get students from all strata of society by 
offering financial assistance to those who 
need it.  Currently, we are providing financial 
assistance to 957 students (about one 
third of our fulltime enrolment) through an 
outlay of Rs. 272 million. Second, we look 
for quality faculty and ensure that we get 
them through a recruitment process that 
privileges qualifications from well-known in-
ternational universities and a compensation 
package that is very competitive.  Over the 
last ten years, our fulltime faculty strength 
has more than doubled. So has the propor-

Dr. Farrukh Iqbal, Dean and Director, IBA, talks to Slogan in this exclusive interview.

Dialogue

‘Considerable Potential Exists 
for Good Quality Business 

Graduates.’
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tion of Ph.D qualified faculty.
We also emphasize research orientation 

among our faculty.  This is a big challenge 
for the business faculty who have tradition-
ally been selected and promoted on the 
basis of their teaching skills and industry 
knowledge.  However, the entire profession 
is moving in a research-active direction and 
we are meeting this challenge.  In recent 
years, the research output of our faculty has 
been rising, though from a low base. The 
incentive to do research is provided through 
HEC guidelines which link promotions to 
meeting certain levels of research output.  
We follow these guidelines at the IBA and 
have also made research productivity a part 
of the annual faculty appraisal process.

Do you feel Pakistan needs more quality 
teaching institutions in all fields? 

The average quality of teaching in higher 
education institutions can definitely be 
much improved.  There are many reasons 
why most public and private sector higher 
education institutions are characterized 
by low-quality teaching. Among the more 
important of these are the following: (a) 
public sector institutions have limited funds 
to attract and retain top quality teachers 
and researchers who find a more attractive 

market overseas in the Gulf and elsewhere; 
(b) such institutions have governance pro-
cedures that make it difficult to fire faculty 
for poor performance or incentivize them for 
good teaching performance; and (c) except 
for a few well-known examples, private 
sector higher education institutions have 
emphasized quantity over quality in their 
decisions relating to enrolment, teaching 
load and faculty research.

Should the HEC be reorganized? Is it 
all right for higher education to have 
become a provincial subject under the 
18th Amendment?

Both federal and national organizations 
have a useful role to play in the governance 
of higher education.  The federal body can 

provide quality standards and a credible 
quality assurance process for the entire 
country.  The provincial bodies can play a 
more responsive role in financing. 

Are our institutions of higher learning 
producing better quality students now 
than they did in the early decades? 

Empirical evidence from around the 
globe suggests that most value is added in 
primary and secondary schooling and thus 
at a stage before students enter colleges 
and universities. I believe that our schools 
are producing better quality students than 
before but at a very slow pace and with 
huge variations across districts and prov-
inces.  This pattern is then carried over into 
our higher education institutions. 

Within the above pattern, however, is 
one very positive recent development.  An 
analysis carried out by Reuters/Thompson 
a few years ago showed that the rate of 
growth of highly-cited research papers 
published in international quality journals 
had been faster in Pakistan than in such 
countries as Brazil, China, India and Russia.   

What more do we need to do to reach 
a reputable international standard in 
education? 

We need broad and deep reforms in the 
system of primary and secondary school-
ing.  The typical government school and the 
typical government education bureaucracy 
is not well placed to deliver high quality 
education.  While teaching and research 
and academic governance are important, 
the most critical determinant of the quality 
of higher education is the quality of incom-
ing students.  This is directly related to the 
quality of education provided by our primary 
and secondary schools.

Dialogue
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About Dr. Farrukh Iqbal
He has been the Dean and Director of the Institute of Business Administration in Karachi 

as of August 2016. Prior to that, he was at the World Bank.
His areas of interest and expertise span a wide range of sectors. He has published five 

books and numerous academic articles and conference papers. He was also the World 
Bank’s Country Director for the Gulf Cooperation Council countries during 2010-2013, 
based in Riyadh.

Dr. Iqbal has a BA from the Harvard University and a Ph.D in Economics from the Yale 
University.
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Gaming events in Pakistan have always 
been restricted to colleges and uni-

versities, but Mountain Dew has decided 
to take the gems out of their dens and 
provide them with an opportunity to gain 
global recognition with its enthralling launch 

of Gamers Arena. This 
will serve as the only 
official gaming platform in 
Pakistan, along with an 
official three months CS 
and Dota championship 
with Rs 1 million as prize 

money.
Mountain Dew has always come up with 

exciting events for adventure seekers. This 
year, in collaboration with the International 
gaming giant ESL, Mountain Dew has 
introduced a 

nationwide Counter-
Strike and Dota tour-
nament for the first 
time in Pakistan. 32 
teams from all over 
Pakistan will partici-
pate and fight against 

each other in 
the Mountain 
Dew Gamers 
Arena. 

Gamers 

Arena is a perfect chance for passion-
ate gaming enthusiasts to showcase their 
skills and represent Pakistan globally. The 
challenge will help Pakistani gamers to 
gain confidence to compete in international 
championships.  

Alkaram is one of the most af-
fordable fashion brands in the 

industry that has been consistent 
in its creativity in all the fashionable 
apparel it produces. From fashion 
fabrics for men, women and kids 
to home textiles and homeware 
needs, Alkaram studio offers a 
complete creative concept where 
customers can realize their dreams 

and aspirations. Due to the 
increasing demand of the consum-
ers, Alkaram recently launched its 
5th AK studio store at MM Alam 
Road in Lahore.

For the past 30 years, the brand 
has produced colourful designs 
and trendy cuts with the aim to 
dress people of every age and size 
in the most elegant way possibl. 

The brand is demanded by aes-
thetically-inclined women who can 
bring their style language to life 
with fashion fabrics, ready-to-wear 
lines and stunning accessories.

The new AK studio outlet on 
MM Alam Road opened with a 
flat 20% off sale as a token of 
appreciation for the people of 
Lahore.

Alkaram Launch

Launches
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The Wedding Atelier in Karachi brought 
the entire wedding industry together. 

The two-day event offered a luxury wedding 
guide to all brides and grooms-to-be. It was 
an opportunity for them to meet industry 
insiders and get first-hand knowledge.

Organized by Sara Chapra of Carbon 
Events, the wedding expo featured 25 
categories, including beauty, jewellery de-
sign, invitation cards, decor, bridal apparel, 
interior designing, photography and much 
more.

There were 116 vendors such as 
Natasha’s Salon, Private Collection, The 

Karachi Candle Company, Kiran Fine 
Jewellery, RAKA Events, AarijHashimi, Esfir 
Jewels, Ammara Flowers, Yum by Amna 
and La di Da Makeup up, etc. Design-

ers displayed their garments at the event 
such as Sana Safinaz, Sania Maskatiya, 
Tena Durrani, Nida Azwer, Zara Shahjahan, 
Deepak Perwani, Zainab Chottani, Republic 
Womenswear and Talha Batla.  

The Wedding Atelier

Event
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By Hadiqa Iqbal

‘Nala Ba’, a Bengali word which 
means ‘come tomorrow’, was 

a rescue tool that was found to be 
written on the walls of Bangalore in the 
90s. In those days, a witch would prey 
on men after dark, knocking on doors 
at night to lure them out of their homes. 
She would call out their names in order 
to persuade the men to turn around 
towards her; any man who heeded her 
request was found dead within a day. 
The storyline of ‘Stree’ is also based 
on this true story of Bangalore. The 
makers of the film have adapted the 
Bangalore legend in a slightly different 
manner as a marketing stunt.

The Indian film industry is full of ac-
tion, thrill, humour and love story films, 
but a mixture of horror and comedy are 
rarely seen. Stree is such a combina-
tion. Directed by Amar Kaushik, the film 
is about the town of Chanderi which 
was haunted by the angry spirit of a 
girl killed in the town when she was 
about to enter true love. The girl’s spirit 
was named as Stree by the residents 
of Chanderi and was always sighted 
on the first four nights of the annual 
pooja of Navratri. The Stree used to 
stalk men who wander alone at night. 
She just called the person’s name from 
behind; the victim became her target 
when he turned around.

Famous for his natural acting, 
Pankaj Tripathi as Rudra helps the 
men in town by advising them to wear 
women’s clothes in order to save their 
lives from Stree. “O Stree, Kal Aana” is 
written on the walls and doors of their 
houses which saves the men for one 
night and Stree arrives the next day for 
the hunt.

The film originally begins with Rudra 
narrating the story of the witch con-
necting the film to the dark reality of 
Bangalore streets where the witch was 
once found to be a beautiful courtesan 
desired by every man.  He continues 

reading the book of 
village lore that is hid-
den inside a copy of 
the Kama Sutra in the 
local library and adds 
that she finally found the 
one who loved her, not 
for her looks but her soul. 
Though this is not clear, 
the film deduces that the 
residents of the town did not let the 
couple stay alive on the marriage night 
and something happened that led the 
girl to turn into a witch.

The focus of this horror comedy 
is the lovelorn tailor Vikki, played by 
Rajkumar Rao, who is in love with an 
unnamed girl played by the talented 
actress Shraddha Kapoor. Aparshakti 
Khurana and Abhishek Banerjee are 
Vikki’s two friends Bittu and Jaana. 
These two suspect that Vikki’s love is a 
witch which may or may not be Stree 
as she also visits the town annually on 
the days of the festival, never enters a 
temple, does not have a mobile phone, 
asks Vikki to fetch the tail of a lizard 
(mostly collected for evil deeds) and 
disappears while taking a selfie.

The potentially hilarious setup and 
the cast make the film interesting. 
Rajkummar Rao is likeable as always. 
His portrayal of friendship, lisping loser 
and even his body language around 
the machine tailoring blouses for men 
is very entertaining. There are moments 
where he really shines, like contorting 

his face in a 
desperate imi-
tation of Shah 
Rukh Khan 
because he’s 
been asked 
to look at a 
ghost with 
love. He is 

humorous through-
out. The scene where Rao, Tripathi, 
Khurana and Shraddha are figuring out 
Stree is also full of laughter.

Shraddha Kapoor with her charm 
has acted marvellously and retains 
the suspense and interest of viewers 
throughout. Khurana is someone who 
sells readymade clothes and believes 
in filling fifty bucks worth of petrol in his 
bike while much of the show is stolen 
by Banerjee, an actor who acquires 
unpredictable energy after getting 
released from Street’s trap.

The film overall has a good concept 
but the second half drags a little. The 
story ends when there is a face-off 
between the two spirits and Vikki finally 
cuts Stree’s plait of hair. Stree, though 
being an evil power, is revenging 
men for the injustice done to her but 
Shraddha’s chase for Stree’s pow-
ers for which she was struggling for 3 
years comes as a surprise and rather 
a ridiculous one. The film ends with 
a messy climax with a human being 
struggling for evil powers and Stree 
preaching feminism all along. 

Stree - Story of a Haunting Spirit
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According to Omar Farooqui, every-
thing today is outdated and the world 

needs to come out of this. The purpose 
behind his company Coded Minds is to 
change the education system since 90% 
of the subjects children are taught in 
schools are useless. Everything is about 
memorizing and taking exams.

Omar says that at his company they 
hire young adults, not older than 25, who 
serve as guides. Most children grow up 
with iPads, so they know the technology. 
The courses they are offered are based 
on the zero theory, that is no theory at all. 
The courses are based on coding, robot-
ics, engineering, mathematics and arts 
but everything is done through technolo-
gy. Coding and robotics teach kids critical 
and logical thinking. In each course they 
work in a group to make real-life projects.

There are no campuses because it’s 
a technology platform and schools and 
companies are the partners. The compa-
ny provides the content and though a lot 
of parents get upset that their kids spend 
time on computers but Coded Minds tells 

them to ‘make’ games first and then they 
can play their own game.

Omar Farooqui believes this does not 
kill aesthetic qualities in children because 
making a game calls for creativity. In fact, 
memorizing things for the sake of good 
grades kills creativity. He says if today’s 
kids don’t do this then after 20 years they 
will have no jobs and automation will take 
over, such as Artificial Intelligence, etc. He 
says it is better to teach all this at school 
so that the kids are ready for tomorrow.

To him culture is important but not from 
the schooling perspective. In his view, 
kids need not memorize everything. He 
says history is very important but it should 
be a part of free knowledge. Kids don’t 
need to be tested for it and they should 
enjoy going to school.

“If I have been taught 16th century Ger-

man, what am I going to do with it? Let’s 
teach something relevant now. Imagine 
teaching a child how to program a robot. 
In future this would be better rather than 
the child not knowing anything.”

Stephan Hawking said that Artificial 
Intelligence can be good and bad as well. 
In Omar Farooqui’s opinion, the scary part 
is this that Artificial Intelligence evolves 
itself, so it is not possible to stop it. If you 
fight something from which you will not 
win, then it’s a useless fight. A teacher 
does not know what every individual in 
the class is thinking or feeling but a robot 
has a facial detector. It is able to see what 
a child feels and can give homework ac-
cordingly.

Omar Farooqui believes it is not pos-
sible for a single human being to know 
what 50 students are feeling but a robot 
can scan 50 students at the same time. 

He says if you have educational stan-
dards set by Artificial Intelligence then this 
will work much better since robots don’t 
get older or get tired.

Will this amount to a loss in human 
feelings? Farooqui says this will not hap-
pen and that is why he says new content 
needs to be developed for the future. The 
human aspect will not suffer because 
robots will never ever have creativity from 
the emotional perspective.

When asked if a robot rebellion that 
Issac Asimov has talked of could happen, 
Farooqui says this could become true. He 
feels that by 2045, robots could overtake 
humans, which means, the world will 
change if humans do not make good use 
of the evolution of Artificial Intelligence.

As for Autistic children, Coded Minds 
is just finalizing a partnership with special 
schools and technology to help them.  
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By Mamoon Ali Khan

I have a simple question for you. Is it the drink 
or the marketing that tastes good?
“A rose by any other name would smell as 

sweet”, said William Shakespeare. In market-
ing, this statement can be proven wrong again 
and again. There is one factor that differenti-
ates marketing from art and that is the “mar-
ketplace”. Marketing starts with an unfulfilled 
need in the market and in figuring out how to 
plug it. Art, on the other hand, is the idea and 
how to sell it comes later. Art can make better 
stuff but sometimes there is no market for it. 
Marketing can make more money even if the 
product is trash. So think again. Is it the drink 
or the marketing that tastes good?

If you live in a major city and you watch tele-
vision, go out on the roads or surf the internet. 
You watch more than hundred ads a day. It’s 
a huge chunk of information to retain but a lot 
of it stays in your subconscious and reflects 
when you see the stimulus. If an advertise-
ment is good enough to catch your attention, 
your body responds to it, your pupils dilate, 
you become more alert and that is when you 
have been trapped and the cost per person of 
that ad spent on you is recovered.  Looking at 
billboards is supposed to feel like love at first 
sight, but it’s not. It’s just marketing and with-
out that you won’t even know who you are. 

Do Coke and Pepsi taste the same? Dif-
ferent researchers at different points in time 
have conducted blind taste tests of the drinks. 
People can’t differentiate between both the 
drinks when it comes to taste. They can only 
differentiate on the basis of the recent adver-
tisement they have seen of either brand, the 
colour they have recently seen or the subliminal 
message that was stored in the subconscious 
mind and pops up when a proper stimulus is 
used.

Persona creation is the basic principal of 
marketing. You make a product and you 
decide how you want it to be perceived by 
the target market. Every marketing campaign 
is developed accordingly to carry forward 
that persona. “Redbull gives you wings” sold 
hundreds and thousands of cans on just one 
tagline and a very basic TV commercial. But 
did it actually give wings? No! it didn’t. It just 
gave you the sense of confidence that you can 
do it if you drink Redbull. It’s just another en-
ergy drink but what differentiates it from others 
is its brand persona.

Product relatability is another concept of 
marketing. You analyze love, longing and 
desire as a tool to sell a product and you bring 
these into your creative ad campaigns. It’s just 
a brain stimulation to make your purchasing 
decision faster. How to trigger purchase deci-
sions is what researchers have been working 
on an ongoing basis. People don’t buy Coke 
because it tastes different. They buy it because 
they relate to its persona of sharing and caring. 
People tend to incline towards emotions and 
Coke in its advertisements makes sure to 
prominently showcase values such as love, 
affection and sharing.

For consumers, perception is reality. A 
juice will always taste the same (if the same 
ingredients and concentration are used), be 
it homemade or packaged by the top brand. 
What is different is the experience of watching 
a popular Indian actress drinking it in the man-
ner that would trigger your desire. Soft drinks 
are harmful for health which everyone knows 
but be honest here and say how you feel when 
you hear the “psssssssstttttt” sound of Coke 
being poured into the glass full of ice. Isn’t it 
amazing? Don’t you want a glass of Coke right 
away touching your lips and sending it down 
your throat? You do, even if it is simple black 
carbonated water with excessive amount of 

sugar in it. You can’t tell the difference if it’s 
Coke or Pepsi. Your brain only knows the 
associations and recalls the prominent brand 
only.

People don’t buy drinks for the taste. They 
buy it for their young and image conscious 
consumer behaviour. A man on the street also 
sells cola which is prepared right in front of you.  
But we don’t buy it because it’s not just the 
taste or the color that you like. It’s the market-
ing behind the product that you like and desire.

Heineken in an alcoholic beverage brand 
and is famous worldwide. It’s just another beer 
made by the fermentation process. But in 
Heineken’s advertisements they make it look 
like it is the ultimate thing that anyone would 
desire and that holding a bottle of Heineken 
means having a dream come true. A man 
going to the bar everyday and doing different 
jobs so that he can make himself look present-
able and worthy enough to hold that bottle. 
Such marketing gimmicks are used so that 
reality can be twisted a little and minds can be 
penetrated to awaken the desire that has not 
been tapped yet.

The name of the drink has a lot to do with its 
selling in the market. A drink without a strong 
name that catches attention is just a simple 
regular drink that no one cares about. After the 
name comes its creative part and interest-
ing advertising that would simply amaze the 
viewer. In the end, if there is still some room 
left, comes the taste which is just a bonus. It’s 
not the drink that you buy, it’s the image you 
buy. People don’t really care about now. They 
would just want something behind the new 
label. If you open a new shop today to serve 
drinks, calling flavors differently and serving 
in a different way than usual , your sales will 
increase because taste doesn’t matter. What 
matters is the experience. It’s all about brand-
ing and without that, it’s just a syrup.

Is it the drink or the 
marketing that tastes good?
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Does Sex Sell?
Taking a dive into the murky waters of sex appeal in advertising.

By Kiran Farooq

I still remember sitting in my advertising 
class, between two male friends and learn-

ing various tactics of the advertising world. I 
was busy taking notes as our teacher played 
the ad of an international ice cream brand. 
The explicit sound effects caught my atten-
tion. The erotic background audio made 
me look around as to what was happening 
as my friends shifted uncomfortably in their 
seats. The campaign was brilliant. It depicted 
how an ice cream can evoke all five senses 
in a person. That’s how exhilarating having 
an ice cream can be, the ad seemed to say. 
That was my first encounter with sex appeal 
in advertising. Back then we were all new to 
it, therefore, while sitting in a mixed group, 
we all felt a little uncomfortable but the lec-
ture also gave us more room to discuss why 
and how sex can help the selling function. 

In advertising, the phrase ‘Sex Sells’ is 
commonly used and believed upon. But 
is that really true? Can we manipulate the 
consumer’s buying behaviour through sexual 
imagery? Are people aware of the subliminal 
messages and triggers used to attract them 
to various products? And, most importantly, 
do they respond to these triggers while mak-
ing their buying decisions? The answer is 
Yes and No. Diving into the murky waters of 
sex appeal in advertising - let’s see how. 

Use of sex appeal in advertising dates 
back to the 1870s when sexuality and nudity 
was fairly common. Fast forward to the 
present, the images are somewhat different 
and perhaps more explicit, but the role this 
particular tactic plays in marketing communi-
cations still remains confusing for advertising 
professionals.
What Works?

Sex appeal in advertising can no doubt 
grab attention. Used wisely, it can imbue a 
sense of youth, desirability, vitality, sensual-
ity and indulgence, all directed towards the 
brand being promoted. A number of luxury 

brands as well as indulgence foods such as 
chocolate and ice cream have been typically 
using it to sell their products. Car advertise-
ments, alcohol, perfume and fashion brands 
have developed strong links with sex in their 
advertisements. Haagen Dazs, the luxury ice 
cream brand, made its name with provoca-
tive marketing in the 1990s. 

Sex appeal also portrays a direct or indi-
rect impact of the product on the opposite 
sex to grab the consumer’s attention. It also 
helps brands develop a personality of their 
own over the years. When people  associate 
with these brand personalities, they make 
their choices. For instance, the Lynx brand 
in the UK, known as Axe in the local market, 
is known for conveying sexual imagery and 
has developed a fun, playful and sexy brand 
personality. Buyers who want to have such 
personal traits look for Axe on supermarket 
shelves. 
What Doesn’t Work?

There is a thin line between provocative 
and appalling and, more often than not, 
the brand seems to be crossing that line. 
Consumers react to sexual imagery the 
same way they respond to humour, at both 
the individual and personal level. The reac-
tion may be strong but it cannot always be 
positive. As a result, a campaign that can 
peek into one consumer’s interest positively 
can make others feel offended and uncom-
fortable. There has to be a legitimate link 
between the product and sexual imagery, 
otherwise it’s just a shot in the dark that one 
is likely to miss it.  
Cultural Sensitivity 

Recently, a friend of mine enlightened me. 
Saying ‘You’re beautiful’ to a Japanese girl is 
considered too direct. Therefore, one should 
start with ‘cute’ and then evolve to ‘beauti-
ful’. Rules of communication are different 
in every country and culture, and the same 
should be considered in marketing commu-
nication as well. Before running a sexually-
driven ad campaign, cultural differences 

should be considered, unless someone is in 
for bad publicity and a serious backlash. 

An ad which is taken as offensive can be 
banned from the air, or worse, it can leave 
an inadvertent negative sentiment in anyone 
who comes across it, including the brand’s 
users. For example, the international fast 
food chain Hardees is infamous for its use of 
explicit sexual innuendos all over the world 
and Pakistan was no different for them. Their 
print ads, directed at the Pakistani audi-
ence have stirred a lot of controversy in the 
last few years. The ‘Fresh Buns’ campaign 
launched in 2015, right after the month of 
Ramadan, went viral over the internet as 
a number of people were appalled and 
critical about the subliminal messages of 
the ad and about its timing. Hardees was 
never too subtle with the level of suggestive 
messages in their campaign, and they went 
so overboard that it only appeared as if the 
copywriter was too high on ‘Fifty Shades 
of Grey’. While some took it lightly, most 
viewers were disappointed because of the 
cultural insensitivity. 
Sex Appeal – Yay or Nay? 

Sex appeal is not a fad and has sustained 
over the years. However, brands that have 
maintained a strong relevance are more suc-
cessful. For example, the stretch fabric Lycra 
is known all over Europe as “adding comfort 
to clothes” for its use in innerwear. Therefore, 
fittingly their advertisements portray beautiful 
women being comfortable in various states 
of undress. Brands should also know when 
to drop sexual appeal and move towards 
something more meaningful, just as Haagen 
Dazs in 2017 decided to drop sex from its 
ads to appeal to the clean-living “millennials”. 

In conclusion, if done smartly sex appeal 
can serve its purpose. Yes, there will always 
be suggestive messages, images and innu-
endo, but as explored in the foregoing, social 
sharing, political messages and meaningful 
advertising will always be more powerful 
than lewd stuff.

Advertising



38 SLOGAN November 2018

Will Artificial Intelligence 
Take Over?

By Zainab Manzoor

It seems impossible for a computer to 
imitate complex creativity which human 

beings use in writing. However, there is 
nothing which can’t be done with the tech-
nology. So many people in this world are 
worrying that robots will take over human 
jobs, once artificial intelligence is fully devel-
oped. No one has put ‘author’ at the top of 
the list. No occupation is safe now. Authors 
beware, because the Japanese artificial 
intelligence novel has passed the first round 
of screening for a national prize. The novel 
whose title is ‘The Day a Computer Writes 
a Novel’ or ‘Konpyuta ga shosetsu wo kahu 
hi’ in Japanese, was one of 11 AI-authored 
submissions to the third-annual Hoshi 
Shinchi Literary Awards. The robot-written 
novel hasn’t won the competition’s final 
prize, but who knows up to what extent it 
will improve in its next attempt.

A few excerpts from the novel:
“I writhed with joy, which I experienced 

for the first time, and kept writing with 
excitement”.

“The day a computer wrote a novel, the 
computer placing priority on the pursuit of 
its own joy, stopped working for humans”.

The team that created this artificial 
intelligence was led by Hitoshi Matsubara, 
a professor at Future University, Hako-
dat. His team acts as a guide for artificial 
intelligence, deciding things like the plot 
and gender of the characters. They help 
to select the prepared sentences, which 
artificial intelligence then uses to autono-
mously ‘write’ the book. At present, robots 
need to be supervised by traditional editors 

but in future this will change. Journobots 
are challenging the role of the traditional 
journalist today.

Science fiction writer and award judge 
Satoshi Hase said at a press conference, “I 
was surprised at the work because it was 
a well-structured novel. But there are still 
some problems (to overcome) to win the 
prize, such as character descriptions.” 

The Japanese newspaper Yomiuri 
Shimbun reported that so far, artificial intel-
ligence programs were being used to solve 
problems, such as Go and Shogi. In the 
future, artificial intelligence’s potential will 
resemble human creativity.

People believe that robots can’t connect 
to readers on an emotional level. However, 
in reality artificial intelligence is capable 
of communicating emotions. In 2011, an 
undergrad at Duke University successfully 
created an artificial intelligence robot writer 
who was able to write poetry.

While humans may not be able to master 
the classic Shakespearean sonnet, scien-
tists have been working on AI that can. A 
deep learning artificial intelligence bot cre-
ated by researchers at IBM Research at the 
University of Melbourne and the University 
of Toronto has been trained on 2,600 real 
sonnets, according to Digital Trends. It re-
flects the rhyming pattern and pentameter 
of the poetic format used by the bard.

In January, Chinese robot journalist 
Xiao Nan published its first public article. 
The 300 character piece was debuted in 
Southern Metropolis Daily and covered the 
Spring Festival travel rush. The robot Xiao 
Nan was developed by an R&D team at 
Peking University. According to Professor 

Wan Xiaojun, the bot can also write short 
stories and longer reports. The 300 charac-
ter article was created in just one second, 
which has obvious positive implications 
when publishing breaking news and time-
sensitive stories. Like other robot journal-
ists, Xiao Nan uses advanced data analysis 
to formulate reports.

One of the earliest examples of data-
fuelled robot journalism is Quakebot, which 
helped the Los Angeles Times to publish 
an article about the 2014 earthquake. How-
ever, in 2015 the bot reported a California 
earthquake with a magnitude of 5.1, based 
on data from an earthquake that actu-
ally happened in Alaska. During the Rio 
Olympics, a journobot called Xiaomingbot, 
published a total of 450 stories in 15 days, 
each ranging from 100 to 800 words. The 
bot created the pieces for Chinese news 
app and co-creator Toutiao just two min-
utes after the different events had ended. 
The actual language used by the bot was 
robotic but the sheer speed and volume 
made the platform particularly impres-
sive. Xiaomingbot is another example of 
robot journalists reporting on sport, which 
is a useful application for algorithms as it 
involves a lot of information and numbers 
that need condensing into coherent sum-
maries.

American author Chris Brogan says, “AI 
may develop greater capacity for creativ-
ity in coming years; it will most likely stay 
collaborative, such as with predictive typing 
on smart phones. While computers may be 
able to make their own art in the future, for 
the time being they are stuck working as 
our aides.” 

Future
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