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ot so long ago when we
N did not have a single
round the clock televi
sionchannel, when the words such
ascable, satellite, and Internet were
un-heard of, when there was no
village located in Gulberg, where
1) of female models in
advertisements and ice-creams ad-
vertisements were even banned,
and at that time the advertising
industry had yet to grow and nur-
ture itself into an gstgyy_slggdpne. 3
In those days ﬂlp;i_:pmg;an -.entr?}
reneur thought,that he himself
Ead lhecmative‘ ents to make his
own advertisements and promo-
tional schemes while others inter-
fered withthe work of the advertis-
ing agency too often, and the latter
practice does exist in one form or
the other even today. Since then
advertising, as we know it in Paki-
stan, has come a long way. New'
ideas, new concepts, new advertis-
ing agencies coming up, both the
consumers and the advertisers get-
ting well aware of the market, their
competitors and their needs and
wants. With over a fifty interna-
tional and local television channels
and tworadio FM channels widely
being watched and heard of in the
entire nation, with the printing of
several publications in both the
English and Urdu languages, with

which suffice in one’s memory m
this regard are Vital Signs who
were the first pop band being offi-
cially sponsored by an International
Brand in Pakistan, and the other is
most obviously of Imran Khan. In
those days lmran was seen teach-
ing his skills to the younger lot,
while the logo and the background
music (lyrics) were both in the
English Language, probably this
was done so astodeliver theimage
Imran had at that time or simply
just to catch the attention of the
viewer. As time flew by, Wasim
Akram and Wagar Younis entered
the scene, gradually the advertise-
ments became better and better and
till recently the one’s featuring
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ing more than 70% of the market
share. All this was achieved through
effecting advertising and choosing
the right media mix over the years.

The Reds (Coca Cola) have re-
taliated in a big way, as they no-
ticed that Pakistan was a potential
big market where they were lag-
ging behind their toughest com-
petitor in many ways. The Reds
used similaradvertising campaigns
asthey sponsored the most popular
sufi rock group, ‘Junoon’, con-
vinced several members of the Pa-
kistani Cricket teams in doing ad-
vertisements for them dnd so on
and so forth. The amusing thing is
that while some the cricket players
featured in the advertisements are

ies showing teenagers enjoying the
particular moment and the soft
drinksas well. Theideawasaserved
as a major stepping stone in in-
creasing their brand recall, while
others such as Nestle, Pizza Hut,
Paktel, Lipton etc did the same.
The end result is that there is that
the Liberty Round aboutin Lahore
isbeing known as the Round About
of Billboards these days, but the
billboards, which are mostly no-
ticed, are the MHB’s while rarely
anyone pays attention to the smaller
size hoardings. This has introduced
anew chapterinthe field of adver-
tising, m Pakistan at least from.a
financial point of view, where the
multinationals would go to any

length financially
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able improve-
ment in the ad-
vertising cam-
paignsof all sorts
of goods and
services such as

J

nationally we
have the logo of
‘The Joy of Cola’, which has a
completely different advertising

a consumers whois spend thrift- -eampaign featuring Britney Spears.
and has the got the purchasing The difference in the two adver-

power, advertising, as we know it
has turned into a whole new ball

game.

The winds of change began to
blow in the late 1980’s and early
1990’s when Irfan Mustafa (CEO
of PCI Pakistan Inc.) and advertis-
ing guru Tahir A. Khan (CEO of
Interflow and a group of othercom-
panies) came up with a new strat-
egy forthe promotion of Pepsi(The
Blues). The strategy was tocapital-
ise on the emotional bond that the
Pakistanis had for cricket while at
the same time popular music groups
would be promoted to target the
young Pepsi drinkers who were
mostly leenagers. The two names

tisements is the improvement in
graphics, camera techniques, mu-
sic and the overall concept and
impact that the advertisement has
on the consumer. And above all the
acting skills of our cricket team
members have improvedtoalarge
extent as well. Over the years The
Blues have developed such astrong
association with cricket, that when-
everone hears the word cricket the
soft drink comes to your mind si-
multaneously or vice versa. They
have gradually increased their mind
share, which resulted in strong
brand equity and increased their
market share to an extent that they
became the market leaders in the

" == —softdrinkindustry in Pakistan hav-

endorsing the drink with their
names, they are wearing the blues
logo (as the blues have sponsored
the entire cricket team) throughout
the day while playing cricket
matches. This does leave a con-
sumer perplexed and the endorse-
ment may lose its value to a certain
extent, though whether the cam-
paign turns out to be a successora
failure, that only time will tell. On
the other hands The Reds targeted
the youthdirectly by showing them
invarious colorful waysin various
advertisements in both the print
and television media. (Godzilla,
may not be one of the top grocers at
the Box Office, but the Reds cer-
tainly learnt one very important
lesson that, ‘Size Does Matter’.
The result were the Mega Huge
Billboards (MHIB’s) putupinstra-
tegic locations in the important cit-
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in the case of fast
moving consumer goods
(FMCG’s), textile goods, indus-
trial goods and various other kinds
of goods and services. Moreover
advertising has become a planned
affair, as the major advertisement
campaigns are being planned over
anumber of years through the help
of achain of advertisements. Asin
the case of Nestle’s pure life, when
it was first launched the stress was
partially on the product category,
which is mineral water and par-
tially on the brand name, ‘pure
life’.

Over the years companies in Pa-
kistan have also learnt the impor-
tance of establishing Brand names,
because at the end of the day it's
the brand equity that matters. Build-
ing a Brand name and an image
associated with thename isn’teasy
and more than often is an arduous

of marketig the prodaucts

task. Asin the cases of detergents,
especially the top three detergent
manufacturing firms in Pakistan,
who are trying to establish their
differentbrand names by position-
ing themdifferently. A survey done
by the scribe and a group of stu-
dents at the Lahore School of Eco-
nomics revealed that less than 20
per cent of the people knew which
company produces the respective
brand which they use, while in
most cases they are brand loyal.
Not many people know that both
Wheel and Surf are. produced by
Lever, while only a few know that

Colgate Palmolive, profucesthree| |

brands namely as Brite, Bonus and
Express Power. Nevertheless it is
imperative for any company that
there is no difference between the
identity and the image of the prod-
uct. Because if a difference exists
than the consumers do not per-
ceive the product, as thecompany
wants them to, and thus a ré-posi-
tioning strategy of the product will
be made. As in the case of RIN
(now VIM) which was lauriched
as detergent bar but was used as for
washing utensilsetc, and after some
time it was launched as agdish wash-
ing bar. While in some cases even
if your positioning strategy is a bit
doubtful, the product is still a.big
success. As in the case of Ariel,
which is sold at a premium so it
caters the upper class, the emo-
tional appeal is used was for all
segments while the Ariel market-
ing team wants to target Khula
Surf (unbranded detergent) as well.
So it seems that the product has
been mass marketed but with such
ahigh price only time will tell that
whether the lower segment contin-
ues its repeat purchase or not. But
at the moment the brand is doing
pretty well and according to P&G
it’s the market leader while Lever
has adifferent story totell. Product
repositioning is notonly done when
a product is wrongly positioned
initially, it can also be repositioned
according to the various stage of
the product or industrial life cycle
e.g. if the product is in a declining

stage, as in the ¢ uashes
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That is the prime reason we see
that Jam-e-Sheereen has come up
withanew advertisementin which
itistargeting the youth, while Rooh-
Afza has done the same by show-

{ ing @n ddvertisementon the satel-
lite channels where gitls are play-
 ing beach volley ball, iow doesn’t
that ring a bell, but I am sure struc-
tural changes are required if the

' same advertisement has to be
shown on PTV.

| The competition among the top

¢ | advertising agencies is getting
tougher and tougher by the passing
of every moment.

The customers have become
much more demanding, the con-
sumers are becorfiing educated (as
in the case-of their buylﬁ?hahts)
while the media mix is becoming
more difficult to make with the
large number or channel and pub-
lications that consumers have an
option of viewing or reading. Pick-
ing the right satellite channel and
the selecting the right timerequires
alot more than a simple hunch that
| which programme do consumers

watch most.

In recent times Kon Banega
Crore Patti (KBC) is one of the
most watched programmes by our

| consumers and therefore a large
number of Pakistani advertise-
mentsarebeingairedduring KBC's
commercial breaks.

One does wonder that advertis-
ing such advertisements on satel-
lite may be very costly, butasource
told the scribe that Satellite Chan-
nels change frequency of the satel-
lite during the commercial breaks

| sothatthe Pakistani advertisements

1 are only shown in Pakistan and
cost a little less than they would
cost being aired on the satellite
otherwise.

Nevertheless if Ding Dong bub-
ble gums advertisements are be-
ing aired on the satellite, one

* shouldn’t worry as the company
|is earning roughly around the
Rs 70 million mark. That clearly
| shows what effective advertising
and brand awareness can make
evenasimple product ahighly prof-
itable one.

Advertising agencies have had
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ys advertisement, which spura
chainof negative reactions among
the consumer.

This mainly happened for two
reasons, firstly the advertisement
touches a taboo topic and the
typical consumer finds it diffi-
cult to' digest such'an ddvertise-
ment rathep thamdeeing'a cigd-
fette adveértisement on aregllar
basis.

Secondly, the concept of the ad-
vertisement was a bit flawed keep-
ing in the mind the Pakistani cul-
ture, as it became a soUTce of em-
barrassment for college going fe-
males when their male counter-
parts teased them about it. Zara
Sheikh is one of the most talked
about babes of tinsel town these
daysand sheis popularly knownas
the Jazz Girl.

ButherJazz Girl advertisements,
specially the hoardings, received
severe forms of criticism, I used
the word severe as the hoarding
was burned in Karachi andremoved
fromafew places in Lahore. What
I found intriguing was actually the
slogan, ‘Are you getting it’, which
would make one raise their eye-
brows as they would see the pic-
ture of the actress with abare shoul-
der while readmm slogan at the
same time.

Likewise the advertisement of
Habib Oil Mills showing a mother
and daughter kissing each other
was abhorred by the consumers on
a large scale and was quickly
changed with a more appropriate
one.

‘What may sound as a failure can
actually turn out to be big success
for such advertising agencies, as
the hue and cry increases the brand
recall and top of mind awareness of
such brands.

Allin all advertising in Pakistan
has changed tremendously; theen-
tire setuphasbecome highly pro-
fessional and competitive.
‘Branding’ is the key to suc-
cess as one of my professors
once told me that, ‘it is not
the name of the game but it is
the game of the name’. Various
companies are busy establishing
brand names on basis of differen-
tiation according to the four P’s of
marketing, which are product,

their fair share of the problems in | price, place and promotion.

As in the case of packagmg Wi
see toothpastes now available i1
collapsible tubes, squashes avail
able in plastic bottles etc, while it
cases of promotions we have
wide range of companies giving

several consumer and trade pro-

motions but these promotion;
m‘:mmg biggerand bettér a:
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Pepsi some tenitaek ilodecet
the consumer promotion callec
‘apnamusic khud banou’, whichi
actually launched in Americaa yea
agounder the slogan called ‘make
your own music’.

While 100 Diamond rings were
being given to the lucky winners of
a draw_of people who bought a
particular soyabean oil. The prod-
ucts are being differentiated from
each other on every possible way
while shelf space is becoming an-
otherimportant area for which good
amounts of money may be paid for
in the times to come.

Some analysts believe that con-
sumers are being turned into zom-
bies and being forced tobuy things,
which they have, no need in the
first place..

While others believe that adver-
tising makes the consumer aware
of the choices he has in the modem
day world and give him/her the
right to choose the best from the
rest. Advertising, which may look
avery simple subjectto an average
consumer is rather a very compli-
cated and extensive subjectinreal-
ity.

It is a science in a way as you
have different models and theo-
ries to know how a consumer
will respond and react to vari-
ous advertisements, does the
consumer favour an advertise-
ment which has more pictures
in it (a visualiser) or they like
to read more details in text
form or the product/service (a
verbaliser).

Though advertising is an art that
it is upto the advertiser to come up
with an advertisement, which
meets the need of both his cus-
tomers and his target consum-
ers and in the end, creates high
brand recall. In a nut shell its upto
the artist, who can make a beauti-
ful idea look ugly and make an
average theme look like a master-
piece.
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