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Dear Sonerians,

Welcome to Roshni Newsletter Volume 1 for 
2017. After a successful year of brand 
recognition in 2016, we stayed determined 
and energized than ever before to make a 
mark in the market for our financial services 
and win the hearts of our customers in 2017. 
And we have been duly rewarded for it! I’m 
proud to say that Soneri Bank’s biggest 
achievement in the marketing realm has been 
winning the first ever PAS Award – the 
country’s most prestigious marketing 
effectiveness and advertising awards, held 
earlier this year. Congratulations for winning 
the Best in Print category award. 

The PAS win came at a time when the Bank 
was enjoying on-going celebrations on 
completion of its 25-year journey. As part of 
commemorating this milestone, a multi-media 
campaign was run on all major TV channels, 
supported by Print and Radio. This was one 
of the Bank’s major campaigns and ran 
throughout the airing of PSL, Pakistan’s 
biggest cricketing event in 2017. Soneri Bank 
earned the logo patent rights of Quetta 
Gladiators and supported the franchise on its 
digital platform throughout the tournament. 

Media investment of about PKR 376 million 
was recorded in the banking category on TV, 
Radio & Print in the time period of January to 
June 2017. Soneri Bank stood at 4th position 
in the banking category with a media 
investment of PKR 37 million (TV + Radio + 
Print). Healthy ROI was noted against the TV 
investment (Share of Spend 10% and Share 
of Voice 11%).

In terms of media investment, Soneri Bank’s 
medium wise position on TV was 5th and 3rd 
in both Print and Radio.

Along with celebrations, entertainment has 
also been a highlight for us this year. Soneri 
Bank promoted the country’s most 
anticipated movie of the year ‘Chalay Thay 
Saath’ and extended its support on its social 
media platforms with meet and greet live 
streaming sessions with the cast as well as 
daily posts to create hype around the film.

Bank’s HR department successfully 
conducted the Annual Conference titled 
SIRCLE – Becoming One, with participation of 
approx. 300 of the Bank’s top management 
and executives. The day-long event 
comprised of 5 teams presenting ideas for the 
Bank to bring about positive and purposeful 
change in the way, we do business.

Employee engagement activities initiated last 
year continued to run in the first half of the 
year. “Foreign Lao, Foreign Jao” concluded 

EDITOR’S NOTE
on a high note, mobilizing US Dollar accounts 
with incentives for top contributors and return 
tickets for winners. The Soneri Bank’s 
Consumer and Retail Banking Group (CRBG) 
launched Deposit Mobilization Campaign for 
internal staff called “The Game Changer” to 
prepare employees for performing beyond 
budgets with a conviction to improve Bank’s 
market standings. 

The first half of this year also saw the Bank 
participating in three major events supporting 
women empowerment. These included the 
International Women Leaders’ Summit, WIBCON 
2017 and Dawood Ladies Funds Awards.
In addition, Soneri Bank’s CSR activities also 
supported well-being and sustenance of two 
villages in interior districts of Sindh. With the 
spirit of inclusion, the Bank helped sponsor 
‘Baithaks’ with NOWPDP for inclusion of the 
differently abled. Support was also given to Pink 
Ribbon towards the development of Breast 
Cancer Awareness in the country.

With regards to digital matters, Soneri Bank 
participated in PAS Dig-it 2017, where speakers 
from around the world discussed the 
possibilities of Big Data. For the first time, the 
Bank also participated in the Annual e-Banking 
Conference and set up its kiosk to display 
Soneri Mobile App and range of financial 
products. 

We, at Soneri Bank have set ourselves on a 
promising path of success, sailing forward with 
commitment and dedication to out do our best. 
Let us continue to shine and move towards 
more glorious milestones this year. 
Wishing everyone a Roshan Reading!

Roshan Har Qadam!

Fariya Zaeem
Head of Marketing

Soneri Roshni 
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ABOUT
THE COVER
Soneri Roshni 2017 Volume 1
The cover design celebrates our first 
win at Pakistan Advertisers Society 
(PAS) Awards. 

Soneri Bank won the PAS Platform 
Award for the Best in Print category 
for a commemorative advert made for 
Independence Day. Soneri Bank 
added a unique dimension by 
integrating technology to make the 
first ever interactive print advert by a 
bank in Pakistan. A QR code was 
embedded which transported readers 
to the iconic radio broadcast 
transmission of independence on the 
midnight of 13th and 14th August, 1947.
 
Please go to page 20 for details of 
the event.

SUB-EDITOR’S NOTE

MARKETING TEAM - SONERI BANK
Editor:  Fariya Zaeem (Head of Marketing)
Sub-Editor: Sabina A. Bhagat (Marketing Manager)
Printing: Anwar Hussain (Marketing Services Manager)
 Abid Saleem (Digital Marketing Officer)

Anwar Hussain
Marketing Services Manager

Abid Saleem
Digital Marketing Officer

This year, we have received much more entries 
for the Roshni Newsletter Contest. Thank you 
everyone for your valuable contribution. The 
best ones have been published and we look 
forward to more entries in future as well.
 
We have included international researches by 
McKinsey & Company, Scaling a Transformative 
Culture through Digital Factory and When the 
Customer Experience Starts at Home, as these 
articles will help the readers to understand 
international business practices.
 
This year we have used QR codes in video 
coverage of different events, continuing our 
efforts to integrate digital technology in the 
newsletter. Employee engagement drives such 
as Foreign Lao, Foreign Jao and S1 Campaigns 
have received encouraging response from 
employees and we look forward to more 
enthusiasm from the Soneri Team.
 
Apart from the articles, I would recommend all 
my fellow Sonerians to read the special interview 

of Asadul Haq, director of Soneri Bank’s 25-year 
Corporate TVC and the movie coverage of 
Chalay Thay Sath.   

Thank you all for your selfless devotion towards 
the Bank. Lastly, congratulations to the entire 
Soneri Team for winning the PAS Award!

Happy Reading!
 
Sabina A. Bhagat
Marketing Manager

Awais Iqbal Dhakan Executive Creative Director 
Bilal Alvi Associate Creative Director
Fatima Nasir Content Manager
Nimra Saeed Account Manager
Saad Shamim Art Director
Abdul Qayum Graphic Designer

CREATIVE TEAM - ADCOM LEO BURNETT
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Every voyage is unique with its 
many challenges and victories. 
On 25th year of banking 
excellence, Soneri Bank sets its 
sail forward on an illuminating 
journey to provide impeccable 
banking services via an 
expansive network of over 
285 branches nationwide.

Roshan Har Qadam!



BEYOND
SAILING
Soneri Bank’s 25-Year Celebrations
 
In 2013, Soneri Bank established its brand positioning of “Roshan 
Har Qadam” via a successful corporate campaign based on the 
corporate identity of the Sun that universally shines on everyone. 
The rays of the Sun were beautifully captured with artistic visuals 
that carried thematic aspects supported by tactical aspects of 
Soneri business.

The above communication has been in the media for the last four 
years and it was imperative to change the face of the 
communication strategy for further recall and engagement with 
the Bank. The Silver Jubilee marks 25-years journey of the bank 
which is the best way forward to bring the Bank’s heritage into 
presence and how the Sun the corporate identity plays an 
emblem of hope in the many challenges the Bank has faced.

A logo identity was created to highlight the 25-year milestone. 
This logomark accompanied all further communication and 
inspired a special print advert with a ship sailing into the horizon 
depicting Bank’s journey of excellence.

The print advert entails the journey of Soneri Bank which had 
many challenges and victories. A journey of resilience and 
achievements. Today, the Bank is an established entity with firm 
footing nationwide.

Soneri Roshni 
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In order to further evolve the Corporate 
Strategy forward and sustain the visibility 
aspect of the Bank, the 25-year journey of 
excellence was developed as the Bank’s 
major marketing communication 
campaign for 2017, bringing the logomark 
to life and depicting the Bank’s resilient 
journey through challenging waters in a 
dramatic nautical sequel. 

The story effectively captured the brand 
symbolism of the all-encompassing Sun 
while staying true to the essence of the 
Bank’s promise of Roshan Har Qadam.

With the advent of this year’s PSL that 
won the Bank monumental success in 
February in leveraging the brand’s 
presence and attaining media mileage, 
the Bank targeted the launch in the 
Cricket season which resulted in earning 
Bank incremental eyeballs in terms   
of viewership.

Scan the QR code to view 
the video of Soneri Bank’s 

Corporate 2017 TVC.

Soneri Roshni 
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Bank on the light that guides your Journey
Every voyage is unique with its many challenges and victories. On 25th year of 
banking excellence, Soneri Bank sets its sail forward on an illuminating journey to 
provide impeccable banking services via an expansive network of over 285 
branches nationwide.

Roshan Har Qadam!

285 300

Bank on the light that guides your Journey
Every voyage is unique with its many challenges and victories. On 25th year of 
banking excellence, Soneri Bank sets its sail forward on an illuminating journey to 
provide impeccable banking services via an expansive network of over 285 
branches nationwide.

Roshan Har Qadam!

285 300



In Soneri Bank's new commercial, Pakistan's 
ace director Asadul Haq has not only 
challenged the local techniques and skills of 
the ad making business but has in-fact 
pushed the envelope to produce a piece of 
visual excellence that is no less than a thrilling 
movie trailer; the expressions, visualization 
and camera techniques narrate a different 
rather state-of-the-art, unique form of 
storytelling that is designed to leave a lasting 
impact amongst the audience.

Known for his edgy and experimental style of 
filmmaking that keeps evolving with time, with 
this particular project Asadul Haq was keen 
on introducing the Pakistani audience to a 
new form of storytelling. In his own words, 
"The brief from Soneri Bank and Adcom was 
concise. They wanted to depict the bank's 
strength and resilience." Beyond the brief, 
Haq was given full liberty to visualize the 
concept in his own style; an opportunity that a 
director of Haq's calibre would always enjoy 
the most. "We then decided to pay homage to 
the perseverance of man in the toughest 
conditions, respect and bond between three 
generations of craftsmen and our very own 
waters and traditional sailboats," Haq said.

One would expect a tough time shooting on 
the coastal landscape of Karachi but when 
Haq along with his team of production experts 
ventured out on this journey with Soneri Bank, 
the weather was a different story.

The hero in the commercial is indeed the 
traditional sailboat that Haq was keen on 
making part of this adventure. "Our decision 
to go with a traditional sailboat meant that this 
aged vessel, carrying deep and numerous 

stories of its own, was able to play the role 
with much elegance," he said.

Haq made a conscious effort to keep every 
element associated with the ad true to the 
bank's core values so that every customer 
associated with Soneri Bank could easily 
relate to. "Instead of shooting in Thailand, 
Turkey or Greece, I decided to shoot in 
Karachi," he further added. "I thought a 
foreign looking sailboat with a surreal looking 
ocean might alienate the bank's prime 
customer. He might love the feel but might not 
associate with the message." Keeping this 
thought in mind, Haq started hunting for old 
sailboats that to his dismay are soon 
disappearing with only three available to use 
while rest have been converted to diesel 
chumming fumes.

The commercial was shot close to Cape 
Monz near Soneri Beach for two consecutive 
days. "At times we were asked to return, as 
we were getting into deep water shipping 
lanes and we could have capsized there due 
to high-winds," Haq further added. "The light 
house in the end sequence is one of the only 
two we have in Pakistan and what a sight it 
was seeing it at sunrise, you actually felt like 
you were home for the first time."

In his own words, Haq describes the new 
Soneri Bank commercial as a story of respect, 
humility and determination - the values most 
effectively learned on a sailor's journey home.

Article Source: 
http://dailytimes.com.pk/life-and-style/08-Mar-17/asadul-
haq-sails-through-a-new-and-a-rather-challenging-wave-
of-adventure

Asadul Haq sails
through a new and
a rather challenging
wave of adventure
The new Soneri Bank Corporate TVC directed by 
Pakistan's top director Asadul Haq has set a new 
benchmark in the local ad making business in terms 
of visual display and camera angles/techniques

Soneri Roshni 
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Bank on the Sun that enlightens your Journey
Every voyage is unique with its many challenges and victories. On 25th year of 
banking excellence, Soneri Bank sets its sail forward on an illuminating journey to 
provide impeccable banking services via an expansive network of over 285 
branches nationwide.

Roshan Har Qadam!

285 300



Stills from Behind-The-Scenes of the corporate campaign.

MEDIA REACH
• Campaign ran from 9th February till 5th March
• Launched across leading TV, Radio, Print 

and digital mediums

On Radio – leading stations 
with nationwide coverage were 
chosen.  Radio budget split 
according to channel: 

CITY FM 89 - 16%, SAMAA FM 107.4 - 16%, 
RADIO 1 FM 91 - 26%, MAST 103 FM - 32% 
and FM 101 - 18%.

On TV – Geo News, ARY 
News, PTV News, News One, 
Aaj TV, 92 News, Channel 24 
and Business Plus were 
advertised on, by sponsoring 

the major news and current affairs 
programmes and talk shows.

PSL season 2 was 
sponsored on PTV Sports – 
which ran from 8th February 
till 5th May with a mix of 
Corporate and Ikhtiyar TVCs.
84% of media spend was 

invested in Sports genre in TV budget split. 
Major investment was placed behind PSL 
(sports genre) by Soneri Bank. The total 
reach from PSL season 2 was 70% of the 
target audience @1+ with a CPRP of 
28,000/- one of the most efficient in 
the category.On print- leading 

newspapers like Dawn, 
Jang, The News, Business 
Recorder, Express Tribune, 
Dunya, The Nation, 

Express, Daily Times, Nawa-i-Waqt, Mashriq 
etc. were picked for all front page insertions. 
Print medium split: Urdu 47% and 
English 53%.

Soneri Roshni 
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• Sizmek is a globally recognized platform for digital media trafficking & delivery, which provides 
services like ad-serving and independent reporting for campaign delivery on local websites.

• Sizmek’s measurement logic and metrics are accepted and accredited by International Advertising 
Bureau (IAB) and Media Rating Council (MRC), some of these metrics are not even provided accurately 
by giants like Google.

• Sizmek also hosts a Showcase Gallery which features various highly engaging and creative rich media 
advert executions in digital across the world.

You can preview the featured ad here: 
http://showcase.sizmek.com/demo/soneri-bank-silver-jubilee-videowall

Sizmek Showcase Link: http://showcase.sizmek.com/

285 300

THE FIRST FINANCIAL INSTITUTION OF PAKISTAN
 RECOGNIZED ON AN INTERNATIONAL DIGITAL PLATFORM “SIZMEK”

This campaign enabled Soneri Bank to 
position itself as a strong player in today’s 
digital space by reaching a large number of 
audience through local publishers, Google 
display network and YouTube.

Total Audience = 2,433,000+ people
Total Impressions = 9.37 million
Unique Fans Acquired = 1000+ people
Total Ad Clicks = 35,000+ clicks

DIGITAL ENGAGEMENT
ON SIZMEK

Soneri Roshni 
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Main branches were branded with 25-year corporate campaign visuals.

Celebrating the milestone of completing a 
successful journey of 25-years, we shared 
Soneri Bank’s success story through the 
social media platforms. The corporate TVC 
that we shared on our Facebook page 
garnered following video statistics:

Quality content and creativity effectively 
allured the audience and elevated the 
talkability to a whole new level.

Total Reach = 618,649+ people
Reactions = 17,000+
Comments = 100
Shares = 695
Video Views = 186,000

ENGAGING WITH
CUSTOMERS
ON FACEBOOK

Soneri Roshni 
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SONERI WINS ITS FIRST PAS
The Pakistan Advertisers Society (PAS) 
Awards are held annually to award the best 
performing brands in different categories for 
excellence in communication and creativity. 

This year’s PAS Annual Award Ceremony 
was held at Expo Centre on 15th April 2017. 
Soneri Bank won the platform award for 
Best in Print category after competing with 
Pakistan’s top banks and nominations of 
other category brands such as
Jazz and Lux. 

The award went to Soneri Bank’s 
Independence Day advertisement, conceived 
and designed by Adcom Leo Burnett. 

Soneri Bank Wins the Platform Award - Best in Print 

The advert was embedded with a QR code 
which when scanned, directed readers to 
the actual Independence Day radio 
broadcast by Mustafa Hamdani on Radio 
Pakistan on the midnight of 13th and 14th 
August, 1947. 

This award represents Soneri Bank’s 
breakthrough communication and its 
unconventional marketing approach.

Picture below:
From Left to Right: Sabina Bhagat, Marketing Manger Soneri Bank, 
Fariya Zaeem, Head of Marketing Soneri Bank, Awais Dhakkan, ECD 
Adcom Leo Burnett, Muzaffar Manghi, GM Adcom Leo Burnett 
receiving the Award on behalf of Bank and Agency respectively.

Awais Dhakkan, ECD Adcom Leo Burnett, Sabina Bhagat, Marketing Manager Soneri Bank, 
Fariya Zaeem, Head of Marketing Soneri Bank, Imran Syed, CEO Adcom Leo Burnett.

Soneri Roshni 
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24/7 Phone Banking: 021-111-SONERI (766374)
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ABOUT PAS
Pakistan Advertisers Society (PAS) was 
chartered in 1996 and is a nationally 
recognized body that celebrates advertising 
and is representative of 80% of the 
ad-spend of Pakistan.
 
PAS aims to ‘empower its members’ in 
dealing with the government, advertising 
agencies, media and other organizations 
integral to the advertising industry.
It believes in promoting the spirit of 
mutual-support for mutual-benefit among
its members.
 
It aspires that advertising is efficient and 
effective for the advertiser; rewarding for the 

media, agencies and associate suppliers 
and true, honest and equitable to the 
consumer.
 
PAS Awards are an annual competition that 
celebrate ‘ideas that work’. It recognizes the 
most effective marketing and advertising 
communications and is the only award 
programme of such credibility and scale in 
the country.
 
The Jury panel comprises of handpicked 
industry stalwarts from Pakistan and around 
the world. These include experts and 
specialists in the field of marketing, 
advertising, media and academia.

Pakistan’s most prestigious marketing and advertising award.
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Recognition of Good to Great and Pride of 
Performance Winners (Relationship Managers & 
Business Development Officers)

Ajmal Aftab Khan                                  
Muhammad Musheer Humayun Khan                     
Burhan Ahmed                                      
Ramesh Kumar Wadhwani                             
Muhammad Iqbal                                    
Sumbal Ashfaq                                     
Hina Kanwal                                       
Muhammad Waqas Aslam                              
Shumaila Fazal                                    
Muhammad Ahmad
Muhib Ullah                                       
Faheem Hussain                                    
Zeeshan Mukhtiar                                  
Muhammad Asif
Hafiz Junaid
Awais Ali Bhatti
Muhammad Zubair Saqib
Ali Hassan
Malik Khalid Nawaz
Rehan Babar
Muhammad Qaiser Khan
Abuzar Khan
Babar Sheikh
Aftab Ahmed Qureshi
Paras Hussain
Javaid Hussain
Fayyaz
Adeel Ahmed
Mahrukh Memon
Syed Shahnawaz Ali
Samina Bashir
Akmal Ali
Awais Iqbal
Hira Farooq
Maryam Firdous
Aftab Ahmed Qureshi
Qazi Ehtisham Ali
Fayyaz
Shahzaib Iqbal
Haresh Kumar
Vijay Kumar

Zeeshan Ali Abbas
Mansoor Khan
Junaid Imran

Recognition of Top Performers of Corporate and 
Investment Banking Group

Hafsa Asghar
Versha Mahesh
Ayesha Razzaq

Recognition of Top Branch Service Officers

Sadiq Majeed

Recognition of Top Scoring Phone Banking Officer

ANNUAL CONFERENCE 2017  
SIRCLE – BECOMING ONE
The Bank’s most exciting event of the year, the 
Annual Conference 2017 was held on 9th 
February at The Defence Authority Creek 
Club. The conference revolved around the 
Bank’s theme for the year “Sircle.” 

The aim was to develop a winning strategy for 
the Bank based on five agenda items, which 
were divided amongst teams for deliberation, 
development of a strategy and presentation. 

Participants arrived in black Soneri T-shirts, 
each sporting a colored ribbon of the team 
they represented. Upon registration, tea and 
refreshments were served to warm up 
everyone before the start of the event.

The conference began with a welcome note 

by Ms. Saman Abbasi, Head of Learning, who 
emphasized the purpose of the gathering and 
the outcomes to be achieved by the end of 
the conference. 

Mr. Mohammad Aftab Manzoor warmly 
welcomed the attendees and set the tone for 
the events to come and his expectations from 
the conference.   

Ms. Rubina Jamal, the facilitator for the event 
started the conference with an exciting activity 
called the “Networking Buzz” where 
participants buzzed around getting answers to 
complete an interesting questionnaire while 
getting to know each other better. A small 
prize of assorted chocolates was given to the 
winner of the activity. The Yellow Team 

championed by Mr. Shahid Abdullah and 
Mr. Mubarik Ali, made the first presentation to 
address the agenda: “Diving Deep… Increase 
CA Proportion to 40%”, where a number of 
strategic initiatives were suggested and 
appreciated by the participants. 

Their presentation was followed by tea giving 
further opportunity to network.

Team Blue then spoke on “Capitalizing on Our 
Trade Niche… Up Market Share to 5%.” The 
presenters kept the participants engaged 
throughout the presentation with a Q&A 
session. The team presentation was 
concluded by the team champions Mr. Amin 
A. Feerasta and Mr. Ali Hassan Shah.
 

Between this and the next session, 
Ms. Rubina conducted a teamwork activity to 
engage the participants.

“Exploring Avenues… Increasing Fee Income 
Equivalent to Peers” was presented in a 
unique way through a talk show, keeping the 
audience enthralled. The team champion 
Mr. Iqbal Zaidi introduced the team, after 
which Zahid Hussain and Mahin Anwar took 
over. The hosts of the talk show were Mr. Syed 
Asim Ali (who was also the champion Team 
Purple) and Mr. Tariq Yar Khan. 

Mr. Mohammad Aftab Manzoor, President and CEO Soneri Bank,
sharing his opening remarks at the Annual Conference.

Soneri Roshni 
2017  |   Volume 126 Soneri Roshni 

2017  |   Volume 1 27



Recognition of Pride of Performance and 
Good to Great Winners 
(Branch Managers and Team Leaders)

Syed Saleem Shahid
Muhammad Imran
Karim Hashwani
Iqbal Musarrat Siddiqui
Muhammad Nawaz
Shah Muhammad
Ehsan Bari
Zahid Bashir
Muhammad Shiraz
Javed Iqbal
Shafqat Ali Abbasi
Ali Dad Chaudhry
Majid Hussain Junejo
Tariq Aziz
Zafar Iqbal
Raza Muhammad Khan
Amjad Mahmood Qazi
Muhammad Ahmed
Syeda Ailiya Imran
Syed Muhammad Kazim Shah Gillani
Kashif Ali Naveed
Jawad Younas Awan
Arifullah Khan
Tanveer Akhtar
Mumtaz Hussain Sial
Muhammad Shiraz
Mirza Ghufran Baig
Asif Iqbal
Akhtar Ali Khawaja
Aasma Mushtaq
Sahir Afif Khan

Recognition of Liaisons

Muhammad Ali
Hena Kamal
Arif Hanif
Syeda Mariam Mastoor
Zahid Hussain
Mahin Anwar
Syed Ammar Hassan
Salima
Sajjad Haider
Farheen Abdul Aziz

Recognition of Good to Great and Pride of 
Performance Winners 
(Regional Heads & General Managers)

Muhammad Ijaz Suhail
Muhammad Ajmal Haidri
Sajjad Butt
Zeeshan Mustafa
Sameeullah Siddiqui
Imran Nasir
Muhammad Khawar Ali Shah
Gul Hussnain

Abdul Aleem Qureshi
Anjum Hai

Gul Hussnain
Muhammad Ijaz Suhail
Khaleeq Ur Rehman
Fariya Zaeem
Muhammad Tahir 
Hussain Shah
Hyder Rahi
Ausaf Muzamil Khan
Tariq Iqbal Siddiqui
Zain Ul Abydeen 
Khandwani
Muhammad Aman 
Yaqoob
Asif Iqbal
Muhammad Arif Zia
Faisal Qamar
Syed Jehangir Ahmed

Muhammad Ali
Hena Kamal

Green
team

Making Sales or
Making Customers…
Up Service Level to 90%

Shahid M. Abdullah
Mubarik Ali

Muhammad Azizullah Abid
Sajjad Arshad Butt
Javed Younus
Aamir Hameed
Akbar Raza
Tabassum Iqbal Chaudhry
Khurrum Salman Ali
Shahid Mobin Siddiqui
Faisal Baig
Aasma Mushtaq
Aadil Bin Akmal
Ahmed Khan Malik
Muhammad Asif
Sohail Mussarrat Siddiqui

Arif Hanif
Syeda Mariam Mastoor

Yellow
team

Diving Deep… 
Increase CA
Proportion to 40%

Iqbal Zaidi
Syed Asim Ali

Muhammad Khawar Ali Shah
Syed Zia Amjad Hussain
Muhammad Azam
Muhammad Imran Khan
Anjum Ghafoor
Tariq Yar Khan
Amjad Yaqoob Kayani
Sameeullah Siddiqui
Anwaar Ahmed
Yasir Sharif Siddiqui
Junaid Qamar
Zahid Farooq Iqbal
Abdul Aziz
Hyder Ali
Shahzad Taswir

Zahid Hussain
Mahin Anwar

Purple
team

Exploring Avenues…
Increasing Fee Income
Equivalent to Peers

Muhammad Qaisar
Ahmed Saqib Asad

Javed Husain Siddiqi
Mian Asif Iqbal
Faisal Iftikhar Ahmed Khan
Zafar Iqbal
Muhammad Muzammil
Zeeshan Mustafa
Tashfeen Mehmood
Muhammad Atif Shaikh
Mansoor Khan
Muhammad Arif Usman
Marzeya Fatima Shakir
Muhammad Aftab Alam Malik
Muhammad Fahad

Syed Ammar Hassan
Salima Noorallah Lalani

Red
team

Getting Creative…
Introduce 3
New Products

Amin A. Feerasta
Ali Hassan Shah

Jawed Munshi
Farhan Hassan
Muhammad Shahzad Latif
Salman Arshad
Rizwan Zafar
Sajid Aziz
Imran Nasir
Ahsan Bashir
Asim Ali Mughal
Nadeem Aslam
Syed Shehzad Ali Shah
Zubin Rustom Irani
Mehwish Gul
Muhammad Wajid Farooqui
Mir Tehmeed

Sajjad Haider
Farheen Abdul Aziz

Blue
team

Capitalizing on Our
Trade Niche…
Up Market Share to 5%

Participants

Liaisons

CHAMPIONS
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Aside from the presentations, the audience 
enjoyed watching Khawar Ali Shah’s antics as 
a digital banker. 

After a thoroughly interesting presentation, 
Ms. Rubina conducted yet another activity in 
which the audience was tested on their 
observation powers by pairing teams of two. 
The winner of the activity was gifted a 
small prize.

After a strenuous few hours of discussions, 
the participants were ready for a scrumptious 
lunch and afternoon break. They then 
gathered in the open lawn for a group 
photograph followed by an outdoor activity, in 
which each team stretched to form the longest 
queue. Team Purple won this challenge 
and a prize.

After rest and relaxation, the audience was 
geared to start “Getting Creative… Introduce 3 

New Products.” Team Red championed by 
Mr. Muhammad Qaiser and Mr. Saqib Asad 
through a series of skits introduced new 
products. Some excellent suggestions were 
made by the team.

In line with the theme of this presentation, 
Ms. Rubina then conducted an activity which 
got everyone thinking out of the box. Teams 
were asked to come up with ideas to release a 
duck that refused to come out of a bathroom. 
Participants hustled and bustled around 
gathering ideas from all their team members. 
Many creative and wild ideas were discussed 
and ultimately the Green and Blue teams won 
the challenge for thinking out of the box.

Mr. Aleem Qureshi and Ms. Anjum Hai 
championing the Green Team made the final 
presentation of the day “Making Sales or 
Making Customers… Up Service Level to 
90%.” Again through engaging parodies 

Soneri Roshni 
2017  |   Volume 130 Soneri Roshni 

2017  |   Volume 1 31



performed by their team members, the 
audience remained captivated.
 
A conclusive session was then conducted by 
Ms. Anita Lalani where she presented key 
themes for all the presentations in a 
summarized form for implementation at a later 
stage. This was followed by the last energizer 
of the day where the participants created a 
huge web by throwing colorful wool across the 
room. A beautiful, colorful web was created 
symbolizing the theme of the Conference 
“Sircle – becoming one.”

Mr. Amin A. Feerasta, Executive Director, then 
addressed the conference on behalf of the 
Chairman whereupon he congratulated 
everyone on the Bank’s 25-years anniversary. 
Further, he congratulated the HR team on 
putting up a grand show and keeping the 
whole audience engaged throughout the day. 
He emphasized on creative thinking and 
focusing on accomplishing the 
Bank’s targets. 

Mr. Mohammad Aftab Manzoor, President & 
CEO in his closing address appreciated the 
efforts put in by each team for a successful 
event. He was pleased with the ideas 

delivered during the presentations and looked 
forward to their implementation in the 
coming year.

An award distribution ceremony was held in 
which certificates were distributed to 
achievers of Pride of Performance and Good 
to Great campaigns. Top Performers of 
Corporate and Investment Banking Group, 
Top Branch Service Officers and Top Scoring 
Phone Banking Officers were also awarded 
achievement certificates. Liaison Officers from 
each team were awarded certificates for their 
contribution to the Bank’s Annual 
Conference 2017. 

The conference concluded with a dinner for all 
the teams and management.

Soneri Roshni 
2017  |   Volume 132 Soneri Roshni 

2017  |   Volume 1 33



ENGAGING FOR 
E-BANKING TRENDS
Soneri Bank’s inaugural participation in 
e-Banking Conference and Exhibition

The banking landscape is experiencing 
major transformation and innovations. 
Banks are eager to invest and face the 
changes caused by the new technologies. 
Sensing the need to address digital matters 
faced by the banking industry, Pakistan 
e-Banking Conference was initiated. 
The brainchild of TOTAL Communications, 
the Conference’s sole objective is to bridge 
the gap between IT and Financial Sector of 
Pakistan. This is the most established and 
popular Annual e-Banking event in Pakistan 
since 2003.
On 19th April, 2017, TOTAL Communications 
in collaboration with Pakistan Software 
Houses Association (PASHA) organized the 
15th e-Banking Conference and Exhibition 
at Karachi’s Movenpick Hotel.
Soneri Bank participated in the event for the 
first time, a big step in engaging itself with 
the digital frontrunners. The Bank 
showcased its products and services and 
promoted the Soneri Mobile Application via 
a digital kiosk. 
The President and Chief Executive Officer of 
Soneri Bank, Mr. Mohammad Aftab 
Manzoor was one of the key speakers for 
the event. He emphasized that ‘bankers 
need to understand the need of the 

customers and use technology accordingly.’
Meanwhile, Mr. Ahmed Saqib, CIO Soneri 
Bank was a panellist in the discussion 
session, ‘Changing landscapes of Banking- 
Predictions 2018.’ He moderated the panel 
discussion on ‘Third Party Service 
Management for Operational Efficiency in 
Financial Institutions.’
 
Ms. Fariya Zaeem, Marketing Head Soneri 
Bank, emphasized the need to rebuild the 
Bank’s framework for the technology-driven 
young generation, our valuable brand equity 
which is already exposed to various digital 
stages. She added that the company’s 
objective should be to support innovation 
along developmental lines and that 
technological transformation should be a part 
of the Bank’s business strategy.
 
TOTAL Communications has been active in 
bringing together various stakeholders, 
professionals, international experts and the 
industry together by organizing various 
events related to banking industry supported 
by State Bank of Pakistan and Ministry of 
IT Pakistan.
 
Soneri Bank is certainly adapting to the 
marketing-related changes taking place in
the digitized world and enhancing the
customers’ experience.

From Left to Right: Abid Saleem, Digital Marketing Officer Soneri Bank, Sabina Bhagat, Marketing Manager Soneri Bank, 
Mohammad Aftab Manzoor, President and CEO Soneri Bank, Fariya Zaeem, Head of Marketing Soneri Bank and Mehwish Gul, Manager Products Soneri Bank.
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Mohammad Aftab Manzoor, President and CEO Soneri Bank, 
giving a speech at the event.

Mohammad Aftab Manzoor, President and CEO Soneri Bank 
receiving a token of appreciation.



From Left to Right: Ahmed Anwaar, Head of e-Banking and Operations Soneri Bank, Fariya Zaeem, Head of Marketing Soneri Bank, 
Faisal Rahim, Chief Executive TOTAL Communications, Ahmed Saqib Asad, Chief Information Officer Soneri Bank, 

Faisal Qamar, Head of ADC Soneri Bank & Abid Saleem, Digital Marketing Officer Soneri Bank.
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TAKING NOTES
FROM THE DIGITAL SPECIALISTS 
Discussing “BIG DATA - How big is it?” at PAS Dig-it 2017

Dig-it is a digital marketing and advertising 
conference, organized by Pakistan 
Advertisers Society annually. It offers all of 
the elements to achieve digital marketing 
success. Attendees are offered inspiration 
through keynotes, expert panels, solutions 
providers and their tools for digital 
marketing - all in a dynamic, 
community-based setting. This is one 
platform where conventional thought is 
challenged and new ways of thinking 
emerge. With plenty of networking 
opportunities, it is the perfect place to build 
a professional network, find business 
partners, generate new ideas and learn.

The Dig-it 2017, took place on 14th April, at 
Movenpick Hotel, Karachi. The conference’s 
objectives were to highlight the potential of 
‘Big Data’ and technology-assisted creativity 

which allows marketers to execute successful 
omni-channel campaigns. Soneri Bank’s 
marketing team attended the event which 
was planned into three separate sessions. 

In the words of Omar Abedin, CEO Starcom, 
‘Companies have to take digital seriously – 
because it is 2017.’ Indeed, not taking it 
seriously isn’t an option anymore.

The first session of the conference 
highlighted the opportunities and possibilities 
of Big Data. Key speakers for the session 
included Asad-ur-Rehman, Global Media 
Director, MEA, Unilever; Shahbaz Zobairi, 
Creative Director, MullenLowe, Dubai; Adnan 
Shahid, Chief Commercial Officer, PTCL; and 
Raza Matin, Marketing and Business 
Consultant, Google Pakistan.

From Left to Right: Mehwish Gul, Manager Products Soneri Bank,
Sabina Bhagat, Marketing Manager Soneri Bank,

and Fariya Zaeem, Head of Marketing, Soneri Bank, present at the DIG-IT 2017.

From Left to Right: Shahbaz Zuberi, Creative Director, MullenLowe Dubai; Adnan Shahid, Chief Commercial Officer, PTCL;
Raza Matin, Marketing and Business Consultant, Google Pakistan.Soneri Roshni 
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The second session focused on data-driven 
marketing. Babar Bhatti discussed how 
well-designed digital and data management 
strategies can transform businesses. In the 
presentation, Mr. Bhatti explained the digital 
analytics cycle, giving the audience an 
in-depth understanding of how to setup the 
right analytical metrics for data collection in 
order to create successful digital campaigns. 
This session was especially beneficial for 
Soneri Bank’s year-round digital initiatives.

The final session concentrated on 
data-driven business models. Rob Thurner, 
Lead Training Consultant at Google, talked 
about targeting and re-targeting content 
throughout the content consumption cycle 
and the ‘Test, Learn and Adapt’ model.

Next up was Michael Leander, an 
international marketing speaker, trainer and 

consultant. He talked about the changing 
behaviour of Pakistan’s consumers. His 
presentation highlighted the use of 
automation to improve the consumer journey 
while staying mindful of AIEDA, the updated 
version of the AIDA cycle. Michael 
emphasized that consumer engagement is 
key to any successful campaign.

The final session also involved a panel 
discussion with Nadine Malik, MD, Jovago 
Asia; Imran Moinuddin, Founder & CEO, 
NexDegree; and Osama Qassim, CEO, QnE. 

Overall, the conference was a well-attended 
event, benefitting the participating 
professionals from media, various digital 
agencies, FMCGs, ad agencies and 
software houses.
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KEEPING 
PAKISTANI 
CINEMA 
ROLLING
Soneri Bank promotes Chalay 
Thay Saath

Soneri Bank collaborated with Hot Water 
Bottle Films for one of the most awaited 
feature films Chalay Thay Saath. The Urdu 
film is directed by Umer Adil and produced 
by Beenish Umer. 

The film premiered on 21st April in Karachi 
and was attended by the CEO, Executive 
Director, Head of ADC and the marketing 
team. Soneri Bank exhibited its support by 
endorsing the film both on ground and on 
social media. Chalay Thay Saath promises 
a different approach to film-making, 
showcasing the beauty of the region and 
presenting the country in a positive light. 
Through this initiative, the Bank hopes to 
be part of a cinematic movement that can 
help improve the perception of the country 
globally, keeping up with its brand promise 
of Roshan Har Qadam. 

The cast of the film include Pakistani stars 
Syra Shehroz, Behroze Sabzwari, Mansha 
Pasha, Zhalay Sarhadi and Shamim Halai 
along with emerging acting talents Osama 
Tahir and Faris Khalid. International actor, 
Kent S. Leung played the protagonist’s 
love interest in the film.

Chalay Thay Saath is certainly a leap for 
Pakistan’s film industry having Kent S. 
Leung acting alongside his Pakistani 
counterparts. 

The movie aims to touch the hearts of the 
people and lend support to the Pakistani 
film industry.
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A NEW DIRECTION OF
CINEMATIC WONDER
Plot Overview

The film is a light-hearted drama that takes 
viewers to the scenic northern areas on a 
trip organized by the female protagonist’s 
friends, marking her return to her 
mountainous homeland. However, just as 
they are about to set off, their tour guide 
informs them that they need to pick up one 
last passenger, who turns out to be a 
Chinese tourist. 

This is the first time that any cinematic film 
from Pakistan has depicted the bond of 
friendship between China and Pakistan. It is 

a good step in realizing CPEC’s One Belt, 
One Road mantra in true spirit. The film also 
gives viewers a visual treat with beautiful 
shots of the Attabad region and the scenic 
Gojal Lake that was formed there after a 
massive landslide in 2010, showing the 
persistence of nature in withstanding 
such phenomenon.

Soneri Bank’s partnership with “Chalay Thay 
Saath,” a leap for our film industry, was a 
unique initiative that enabled the Bank to 
diversify its content and connect well with 
the audience with the ongoing trends. 
The digital campaign was video-based as 
per the social media trends to derive 
maximum attention and obtain massive 
engagement on our Facebook page. 
Soneri Bank hosted a live streaming of Q&A 
session with the film stars.  
We received a total of 2,509,161 
impressions on Facebook out of which our 

content reached an aggregate 1,218,188 
people across Pakistan. 
A total 570,577 actions were generated 
by 413,952 users, with over 553,194 
video views, 370+ comments and 
700+ shares. 
Through this campaign we were able to 
acquire 2,800+ new fans on our 
Facebook.  
The content for the campaign enabled us to 
create enormous awareness around the 
natural beauty of the northern region of 
Pakistan, where Soneri Bank holds a 
strong presence. 

CHALAY THAY SAATH PROMOTED
ON SONERI BANK’S SOCIAL PLATFORM
Facebook Promotion Statistics
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Producer Beenish Umer, Director Umer Adil, Head of Marketing Fariya Zaeem, Marketing Manager Sabina Bhagat, 
Digital Marketing Officer Abid Saleem with cast of Chalay Thay Saath.



PROMOTING CINEMA 
AND CORDIAL TIES
Soneri Bank makes an appearance in Chalay Thay Saath

2017’s most anticipated movie Chalay Thay 
Saath held its teaser launch on March 8, for 
which Soneri Bank actively conducted a 
digital marketing campaign. The film directed 
by Umer Adil is based on real life events and 
casts local as well as international actors.

The movie showcases Soneri Bank’s CPEC 
branch and promotes Soneri Mobile Banking 
App in accordance with its CPEC 
collaboration ‘Ek Dosti ki Taraf Sunehra Qadam.’ 

Ms. Fariya Zaeem, Head of Marketing of 
Soneri Bank said: “With our vision to help 
the society grow, we hope to leverage this 
fusion positively and not only portray the 
enchanting northern side of Pakistan but 
also build good relationships on China 
Pakistan Economic Corridor (CPEC).”

The movie was launched nationwide on 21st 
April, and has received widespread ovation 
from critics and movie goers alike.

WOMEN
EMPOWERMENT
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GLORY TO THE GLADIATORS!
Pakistan is a cricket-loving nation.
The passion for cricket in the country 
resulted in it conceiving its own professional 
T20 cricket league: The Pakistan Super 
League (PSL). With the support of the 
Pakistan Cricket Board, the league in its 
inaugural year was sponsored by private 
entities, including Soneri Bank. 

The tournament received widespread 
ovation by cricket enthusiasts, especially 
from Pakistanis who for years have hoped 
for the revival of sporting events in 
the country. 

Soneri Bank was also a prominent sponsor 
of one of the five franchise teams, the 
Quetta Gladiators in 2016. The team proved 
to be one of the strongest and most resilient 
sides in the tournament, reaching the finals 
where they were fleeted from the 
tournament cup by Islamabad United. In its 
second year, the PSL matches took place in 
UAE with the final held in Lahore at  
Gaddafi Stadium.

This year Soneri Bank again supported the 
Quetta Gladiators, and acquired the logo 
patent rights for the team. Soneri Bank 
promoted the Quetta Gladiators with special 
airport signage with images of top Gladiators 
shown ready to “Conquer the Pitch.” 

The team received the Bank’s support on its 
social media platforms where tournament 
updates were regularly posted. 

Soneri Bank sponsored logo patent rights of Quetta Gladiators
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REVIVING THE SPIRIT OF
CRICKET IN PAKISTAN
Soneri Bank sponsors Cricket Junoonis for the PSL tour

Soneri Bank signed a contract to become 
the official tour sponsor of the Cricket 
Junoonis - Pakistan’s official Cricket fan 
club. The Cricket Junoonis is a lively 
initiative by the Sports Xp. Their main goal is 
to provide a platform for all cricket 
supporters to come together and share their 
love and spirit for the game. The 
sponsorship is an integrated, subsidized 
and exciting group travel plan for all 
Pakistani cricket enthusiasts.

The Marketing team accompanied the tour 
group to see the matches live. Cricket 
Junoonis wore Soneri Bank T-shirts while 
attending the PSL matches, receiving good 
media coverage.

The marketing team had the privilege of 
meeting former Pakistan team spinner 
turned commentator Wasim Akram. The 
team had a remarkable experience at the 
Dubai and Sharjah stadium, witnessing the 
passion of the crowd and Pakistanis living 
abroad, cheering on their favourite players 
in the field.

Interviews of Soneri Bank’s marketing team 
were shared on Cricket Junoonis’ official 
Facebook page. The post attracted over 
124,000 viewers.

SONERI BANK BRINGS
THE PSL ACTION ONLINE

In Pakistan Super League edition 2017, 
Soneri Bank partnered with Cricket 
Junoonis to share the love for cricket with 
the fans active on its social media 
platforms. Soneri Bank smartly leveraged on 
the talk-ability of the event and sponsored 
one of the favorite franchises,
the Quetta Gladiators.
 
Tournament updates were shared on the 
Bank’s social media platforms, highlighting 
Quetta Gladiators’ performance. Moreover 
throughout the Pakistan Super League, a 
“Predict and Win” competition was initiated 
for the fans to participate and get a chance 
to win exciting branded merchandise.
 

The Bank was able to capitalize on the 
growth of fan following and excitement 
around the tournament as the Quetta 
Gladiators emerged to the finals.
 
With such appealing content, Bank’s social 
media experienced massive organic 
engagement on posts. The top performing 
post reached an audience of over 18,850, 
garnering 550+ reactions, 185+ shares 
and 600+ comments.

Engaging with Cricket fans on social and digital platforms
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Ms. Fariya Zaeem, Head of Marketing Soneri 
Bank was present at the occasion and felt 
“a universal diverse energy in the paintings 
displayed at the PNCA, in synergy with 
Soneri’s corporate brand philosophy of the 
Sun that shines on everyone.”

For Arjumand Painting Award 2017, four cash 
prizes were presented with the support of 
collaborating partners. 137 artists submitted 
entries from all over Pakistan and out of 
these, 76 paintings were selected for 
exhibition. Judges Mansoor Rahi, Durriya 
Kazi, RM Naeem and Sana Arjumand 
selected top 4 paintings which were awarded 
based on concept, creativity, execution 
and composition.

Irfan Gul Dahri won the Soneri Bank First 
Prize presented by Chief Guest Senator 
Sherry Rehman, an ardent art lover and art 
collector. Besides artists, art lovers, 
diplomats, bureaucrats and distinguished 
citizens also attended the event.

Jamal Shah presenting token of appreciation to Durriya Kazi, Jury panellist.

Dr. Arjumand Faisel, sharing his thoughts
before the prize distribution. Winners and Judges with Chief Guests

Scan the QR code to view 
event highlights
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SUPPORTING EMERGING
TALENT OF PAKISTAN
Soneri Bank supports endeavours to 
promote arts and culture on a national level. 
The Bank acknowledges the efforts of 
Gallery6, Pakistan’s largest private art 
gallery which conceived the idea of the 
prestigious Arjumand Painting Award. Along 
with the support of Mr. Jamal Shah, Director 
General PNCA, the Award stands to revive 
and maintain interest in the classical art of 
painting and to promote young local talent.

Soneri Bank participated at the Arjumand 
Painting Award Ceremony 2017 held at 
PNCA Islamabad as well as sponsored the 

first prize. The Award is the first ever Art 
Award by any private gallery in Pakistan at 
the national level for artists 25 - 40 years of age.

Instituted in 2015 by Gallery 6 Islamabad, the 
key purpose of the Award is to emphasize the 
importance of classical painting among new, 
emerging and recently established artists. At 
the same time it has filled the void for 
appreciation and recognition of emerging 
outstanding painters.
 

Naqsh Raj receiving third prizeJaved Iqbal Mughal receiving merit prize Amna Manzur receiving second prize

From left to right: Dr. Arjumand Faisel - Curator, Gallery 6, Mr. Irfan Gul Dahri - 1st Prize Winner, 
Senator Sherry Rehman and Ms. Fariya Zaeem - Head of Marketing, Soneri Bank.



The Village Adoption project is designed to 
build the lives and resilience of the vulnerable 
communities in the drought-prone areas of 
Chachro, Nagarparkar and Tharparkar, by 
focusing on installing deep dug wells and 
initiating village development supporting 
activities that would contribute to the general 
improvement of the people residing in the 
proposed villages. 
 
The “Adopt A Village” project comprises of 
installation of deep dug wells, kitchen 
gardening trainings, fodder tree plantations, 
ber grafting, goat distribution and solar panels 
for households.

Soneri Bank sponsored the well-being of the 
populace of two villages. One is located 70 
km east of Islamkot off track in a remote rural 
village called Mithriyo Rojh, Mithu Meghwar 
Paro, Union Council Tagusar, Taluka 
Nagarparkar, District Tharparkar.  The village 
comprises of 35 households with a population 
of approximately 245 people including men, 
women and children and a veterinarian 
population of approximately 550 including 
goats, camels, donkeys and sheep. 

To bring the villagers water and sustain their 
livelihood and livestock, a well was proposed 
for which construction started in September 
2015 and was completed by the end of 
November 2015. Livestock is the main source 
of income and food for the villagers. Goats 
were distributed to 35 women for milk 
production and kidding.

Trainings were conducted by Hisaar 
Foundation on Kitchen Gardening for the 
village community at Village Mithriyo Rojh, 
Mithu Meghwar Paro, Taluka Nagarparkar 
District Tharparkar. 

The training was aimed at strengthening the 
capacities of community members about 
nurturing traditional skills and knowledge, as 
well as developing new abilities, that will 
enable one to turn this understanding into a 
living reality. The main objective was to 
enhance the capacity with entrepreneur skills 
and learn about kitchen gardening. 

BRINGING HOPE TO THE
UNDERPRIVILEGED
Soneri Bank continues its support for two projects of Adopt A Village

Besides these activities, ber grafting was 
proposed to fight drought and provide 
villagers with food. 

Two houses were identified for pilot 
installation of solar panels and now provide 
power for 3 lightbulbs, a fan and a mobile 
phone charger, considerably improving the 
standard of living for the residents.  

The other village called Rohaj Halepoto is 
located approximately 36 km north of 
Nagarparkar off track in a remote rural area of 
Union Council Tagusar, Taluka Nagarparkar, 
District Tharparkar.  The village comprises of 
approximately 157 households with a 
population of approximately 1100 people 
including men, women and children and a 
veterinarian population of approximately 1500 
including goats, camels, donkeys and sheep. 
The village has a poor and diverse community 
comprising of Meghwar, Bheel, Kohli and 
Halepota. 
A proposed deep dug well for the village 
began construction in October 2016 and 
completed early this year in March. Two 
three-day trainings were conducted by Hisaar 
Foundation on Kitchen Gardening for the 
village community. The villagers were also 
given livestock, educated on tree fodder 
plantation and ber grafting.

Taking part in the Adopt a Village initiative 
shows Soneri Bank’s adherence to its values 
of emphatic service to all beings equally. 
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Pakistan has the highest rate of Breast 
Cancer in all of Asia. Pink Ribbon is the first 
institution to launch Breast Cancer awareness 
program in the country. It faced many 
obstacles in the process to overcome the 
taboo status of initiating conversation about 
the disease. With the rise in mortality rate of 
Breast Cancer patients, Soneri Bank 
previously held awareness sessions for its 
female employees.

The Bank is keen to support the movement on 
a bigger scale and joined hands with Pink 
Ribbon to further their cause in society.

The Bank extended its financial support in 
realizing the vision of Pink Ribbon in 
minimizing the fatal impact of the disease in 
the country. Pink Ribbon is dedicated to build 
the country’s first Breast Cancer hospital with 
advanced diagnostic and treatment facility, 
training institute, counseling services, research 
center and quality assurance certification.

BATTLING
BREAST CANCER
INCIDENCE IN
PAKISTAN
Soneri Bank supports Pink Ribbon
to reduce impact of Breast Cancer



diverse viewpoints of local public, including 
senior and junior citizens alike, on disability 
and persons with disabilities and provided 
guidance on appropriate disability etiquette.

It also allowed cross-interaction of the public 
and persons with disabilities and their 
guardians who registered on NOWPDP’s 
e-portal for vocational training and 
employment opportunities. Students and 
teachers were also engaged in Baithaks 
conducted at SZABIST, Clifton and 
Markaz-e-Umeed School, Karimabad.

Overall, Baithak sessions have helped 
developed ties with local in-charges and 
senior members of various town areas, who 
pledged their support in upcoming Baithaks. 
In the future, NOWPDP aims to reach bigger 
milestones with Soneri Bank’s continuous support.

Soneri Bank collaborated with NOWPDP to 
spread awareness amongst the general public 
about disability through 25 Baithaks in 
Karachi. ‘Baithak’ is the name given to 
impromptu interactive public awareness 
sessions that make use of creative 
ice-breakers and inspirational stories of 
persons with disabilities to dispel attitudinal 
barriers pertaining to disability. 

A Disability Inclusion initiative founded in 
2008, NOWPDP aims to create equal 
educational and employment opportunities for 

ENABLING THE
DIFFERENTLY ABLED
Soneri Bank supports NOWPDP with Baithak Program

persons with disabilities. One of the 
organizational objectives is to raise awareness 
about persons with disabilities (PWDs), which 
is how the idea of Baithak was conceived.

Led by NOWPDP’s team members with 
disabilities and conducted in various localities 
of Karachi, 25 Baithaks were carried out 
throughout the city in Jamshed Town, Lyari, 
Saddar, Orangi, SITE, New Karachi and North 
Karachi from November 2016 till January 2017.

In three months, the informal sessions elicited 
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PROMOTING
EDUCATION FOR ALL
The Citizen’s Foundation (TCF) is a reputable 
non-profit organization that strives for quality 
education for the less privileged. The TCF 
school model was developed under the 
careful supervision of teachers and academic 
specialists who alongside imparting 
education, also train students in vocational 
skills and offer career counselling, lessons in 
civic responsibility and mentorship sessions. 
TCF is widely praised for having a strong 
volunteer base of citizens who participate in 
the career counselling and mentorship 
sessions twice a year.
 
Soneri Bank supports the endeavours of the 
organization by funding its mission and 

matching TCF’s commitment to education 
with its own continuous interest and 
passion. With the financial support of the 
Bank, TCF has been able to increase its 
number of established school units, enrolled 
more students to campuses, improved 
alumni opportunities for tertiary education, 
increased the incoming batch of adult 
literacy programme beneficiaries and 
provided clean drinking water to more than 
20,000 people a day.
 
Soneri Bank will continue to help TCF foster 
healthy minds and make education the 
greatest asset.

Soneri Bank supports TCF’s endeavours for an educated Pakistan

EMPLOYEE
LEARNING &
DEVELOPMENT
SONERI OUTBREAK AT JABRI
Soneri Bank continuously strives to come 
up with initiatives to improve staff 
engagement at all levels. The Branch 
frontline - Sales or Operations, has a key 
role to play in the Bank’s growth, profitability 
and establishment of a positive image of the 
bank. They are the Brand Ambassadors of 
Soneri Bank. Being the face of the Bank for 
the outside world, it is imperative that the 
frontline along with other departments work 
hand in hand to achieve the Bank’s 
common goals and objectives. It is 
extremely important to work as “One Team” 
instead of working in silos to achieve  
Bank’s objectives.
Keeping this in view, HR Learning & 
Development arranged an outbreak session 
in the north of the country for Senior 
Managers in Retail along with Head Office 
and Department Heads who play a key role 
in achieving the Bank’s overall objectives. 
The main agenda of the outbreak was to 
bring them together, start thinking out of the 
box to achieve their goals and get to know 
each other at a personal level and build 

longlasting relationships that can help them 
in driving results at work. 
The theme of the outbreak session was 
“Sircle – Becoming One” and the entire 
session lived up to the theme. The 
participants had to live in tents for two nights 
in the north of Pakistan while bearing the 
freezing cold of January. 
During the two-day workshop, participants 
not only shared the tents but also interacted 
on a personal level, sharing moments and 
stories along with delivering some strategic 
presentations. They put efforts in strategic 
thinking while playing some outrageous games.
The outbreak also proved to be a test of 
endurance, patience and physical fitness of 
the participants where they had to perform 
strenuous activities throughout the day. The 
friendships and relationships built during 
those two days can still be seen in all 
subsequent events that the Bank has 
witnessed hence making this session a 
success story. 
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ISLAMIC BANKING CERTIFICATION 
FOR CONVERSION BRANCHES:
This year also marks conversion of some of 
our conventional branches to Islamic 
Banking hence bringing up the need for 
capability enhancement of existing staff in 
terms of knowledge of Islamic Banking 
Principles, Products and Services. The 
Islamic Banking team in collaboration with 
HR Learning & Development rolled out a 
comprehensive 5-day Islamic Banking 
Certification Program in Lahore where the 
staff of conversion branches was trained on 
the subject-matter. Similar certifications will 
soon be rolled out in North and South soon.

TRAINING OF TRAINERS – KARACHI:
HR Learning & Development relies mostly 
on internal line trainers for facilitation of 

Trainee Officer batches and other learning 
initiatives rolled out for staff. In order to 
strengthen the line trainer pool and make 
learning interventions more effective, HR 
arranged a “Train the Trainer” program in 
Karachi to develop a faculty who could 
up-skill resources internally. Head of Branch 
Operations Mr. Tariq Yar Khan was also 
present on the final day to observe the 
presentations and present the mementoes 
and certificates to the successful 
participants. The participants engaged in 
some fun activities despite being stressed 
out for their final presentations.

TRAINEE OFFICER BATCH 54:
The year’s first batch of 30 Trainee Officers 
has already been deployed in various Karachi 
branches. Currently they are undergoing 
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rigorous training to enable them to perform 
their duties efficiently. The batches were 
brought in through recruitment drives 
conducted by the HR department in 
renowned HEC recognized universities 
across the country. The trainees not only 
received classroom training from 
subject-matter experts but also sent to 
various branches to get hands on experience 
of what was being discussed in the 
classroom. This will mark the passing out of 
54th batch of Trainee Officers.

PRIZE DISTRIBUTION TO THE 
WINNERS OF ONLINE 
ASSESSMENTS:
HR Learning & Development has been rolling 
out online assessments for Credits, Trade 
and Anti-Money Laundering every year. This 

year we introduced a prize for the top three 
scorers of each assessment as a reward for 
the efforts of our staff. Heartiest 
congratulations to the winning staff!!

SESSIONS ON “HIGH RISK AREAS IN 
BRANCH OPERATIONS”:
The RHBO Central, Mr. Javed Younus has 
always been a great support and an amazing 
line trainer who is always willing to conduct 
sessions for the Bank. Early this year, Mr. 
Younus conducted sessions on “High Risk 
Areas in Branch Operations” for frontline 
Operations team in Lahore, Multan and 
Faisalabad. These sessions were very 
informative and extremely useful for the 
Operations staff.
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Recognition of Support Staff

Branch

Chandar Dev

Muzammil

Muhammad Naveed Aslam

Saleem

Faryal Usmani

Muhammad Waheed Bhatti

Syed Hassan Raza Naqvi

Shafiq Ur Rehman

Shagufta Soomro

Muhammad Aijaz

Karachi Stock Exchange Branch

Jodia Bazar Branch Karachi

Defence Phase-II Extn. Branch Karachi

AKU Branch Karachi

Block-7, Gulshan-e-Iqbal Branch Karachi

Shireen Jinnah Colony Karachi

Islamic Banking - Al-Tijarah Branch Karachi

Jodia Bazar Branch Karachi

Gole Market Branch Karachi

AKU Branch Karachi

Branch Manager Certification Workshop

Branch

Sohail Mussarrat Siddiqui

Syed Saeed Alam

Muhammad Naeem

Karim Hashwani

Syed Saleem Shahid

Rahim Merchant

Syed Hasan Mahmood Naqvi

Sahabzada Syed Hafiz Junaid

Syed Naveed Abbas

Aamir Anwer

Asif Haroon

Salman Lalani

Muhammad Mehdi Aziz

Shafqat Ali Abbasi

Abdul Waheed Mallah

Muhammad Asif

Jodia Bazar Branch Karachi

Gulbahar Branch Karachi

SITE Branch Karachi

Napier Road Branch Karachi

Gulshan-e-Iqbal Branch Karachi

Garden Branch Karachi

Haidery Branch Karachi

MA Jinnah Road Branch Karachi

North Karachi Industrial Area

AKU Branch Karachi

Defence Phase-II Extn. Branch Karachi

Timber Market Branch Karachi

North Karachi Branch Karachi

Shahrah-e-Faisal Branch Karachi

Karachi Stock Exchange Branch

New Challi Branch Karachi

Trade Assessment

Name

Name

Branch

Muhammad Mohsin Khan Jodia Bazar Branch Karachi

Recognition of Sales Staff

Branch

Fayyaz

Abid Emmanuel

Paras Hussain

Rabia Sagheer

Junaid Shamshad

Faheem Hussain

Burhan Ahmed

New M. A. Jinnah Road Branch Karachi

Korangi Branch Karachi

Korangi Township No 3 Branch Karachi

MA Jinnah Road Branch Karachi

North Karachi Industrial Area Branch 

New Sabzi Mandi Branch Karachi

Islamic Bank Cloth Market Branch Karachi

Name

NameTOWNHALL MEETING
‘AN ENGAGEMENT SESSION BY HR’
Two exciting townhall meetings were held in 
Karachi at the Pearl Continental Hotel, on 
26th and 27th January, 2017. Both townhalls 
gave employees the opportunity to informally 
interact not only with each other but also with 
Mancom members.
  
The sessions were attended by the senior 
management which included President & 
CEO - Mr. Mohammad Aftab Manzoor,  
Executive Director – Mr. Amin A. Feerasta, 
Head of Commercial & Retail Banking – Mr. 
Abdul Aleem Qureshi, Head of Treasury & FI 
– Mr. Shahid M. Abdullah, Country Credit 
Head – Mr. Mubarik Ali, Chief Financial 
Officer – Ms. Anjum Hai, Chief Compliance 
Officer – Mr. Iqbal Zaidi, Head of Audit – Mr. 
Syed Asim Ali, Chief Information Officer – 
Mr. Ahmed Saqib Asad, Head of Corporate 
and Investment Banking – Mr. Muhammad 
Qaisar and Head of Human Resources – 
Ms. Anita Lalani.

Tea and refreshments were served at the 
start of the event, which gave participants 

the chance to engage with one another. Upon 
the arrival of the management, the session 
then commenced with opening remarks and 
energizer activities to break the ice and start 
off the session on an informal note.

Mr. Abdul Aleem Qureshi addressed the 
audience by emphasizing on positive attitude 
which was essential for success. He 
mentioned that one should not be 
complacent and should continuously strive 
for self-improvement with utmost zeal. At the 
second townhall meeting Mr. Aleem spoke 
about South I achievements and areas of 
improvement. He highlighted the importance 
of improving the Bank’s CA deposit in 
comparison to peer banks. 

Mr. Amin A. Feerasta, spoke about the Bank’s 
strategy and where each of the employees 
should think out of the box. He too spoke 
about South I and appreciated their 
contribution in Auto Sales and Bancassurance, 
however he emphasized on the need for cross 
selling and increase in CA deposit.

The President and CEO, Mr. Mohammad 
Aftab Manzoor advised the participants to 
make use of the platform provided to them in 
the townhall and get to know each other. He 
urged everyone to come up with innovative 
ideas and suggestions to improve the Bank’s 
business. Being on the ground they are the 
best source of coming up with novel ideas. 
He stressed upon Service Quality being the 
only differentiating factor in a plethora of 
vanilla products.  

An award ceremony was held in which 
recognition certificates were given to sales 
and support staff, for their valuable 
contributions to the business. Following this, 
Branch Managers who were part of the BM 
Certification Program were also awarded with 
certificates upon successfully completing the 
program. A trade assessment was carried 
out in which the top performer from South I 
was awarded with a cell phone and a 
certificate of achievement. The 52nd Trainee 
Officers batch were also called upon stage 
and awarded with certificates for their six 

weeks of hard work, the top three trainee 
officers were awarded with prizes and 
certificates of achievement.

Last but not the least, an interactive Q&A 
session was conducted at both townhalls, 
where the attendees raised their concerns 
and interacted with the senior management. 
Areas of discussion included the Bank’s 
strategy for 2017 and for the next four years, 
career progression, new initiatives for 
consumer finance products and process for 
internal recruitment and promotions. The 
sessions concluded with group photographs 
and dinner. 

Both Townhall Meetings were appreciated by 
all of the participants who looked forward to 
more such engaging sessions in the 
upcoming months. 
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52nd Trainee Officers Batch

Name

Musharraf Waseem

Syed Najaf Ali Rizvi

Farhina Kanwal Wasiq

Mirza Wali Shah

Esar Muhammad Khan

Farhan Shaukat Ali

Syed Muhammad Hussnain Zaidi

Syed Shafahat Shah

Syeda Faiza Gillani

Shahbaz Hayder

Muhammad Basit Israr

Syed Muhammad Haider Raza Zaidi

Syed Shah Tabarak Hussain Zaidi

Shenaz Akhter

Syed Zeeshan Hassan

Shaikh Muhammad Haseeb

Ammad Frank Almas

Kamran Ali Khan

Shuja Hussain Khan

Hafiz Muhammad Faizan Shah

Muhammad Riaz

Areeba Babar

Mehmood Alam

Huda Ghulam Nabi

Ghazanfar Nazir Wali

Top Trainee Officers:

Rank Name

Second Runner Up

Runner Up

First

Shahbaz Hayder

Kamran Ali Khan

Hafiz Muhammad Faizan Shah



SONERI ONE
In the spirit of One Bank, One Team, Soneri 
Bank launched a three month internal 
engagement campaign titled Soneri One 
(S1). It aimed to reinforce work ownership 
and job satisfaction among employees. The 
campaign was designed to incorporate 
quantitative and qualitative indicators to 
evaluate branch performers, with rewards 
promised for the coveted ‘Model Branch’ title.
 
Branches were divided into six teams based 
on deposit size and out of each, one model 
branch was rewarded. The campaign 
promised prizes and recognition for all the 
employees of the winning model branches. 

Weekly and quarterly winners were 
recognized and rewarded periodically.
S1 emailers were floated to launch the 
campaign, encouraging employee 
participation. The campaign was open to all 
Soneri Bank employees and many branches 
eagerly participated for the top cash prizes. 
After a successful run, the campaign came 
to an end on 31st March, 2017.
 
Soneri Bank congratulates the winners of 
Soneri One campaign. The champions of 
Model Branches are listed.

A branch-wide race of excellence

S1 Campaign Champions
Team Branch Group
Bugatti FB Area Branch South I
Lamborghini Cavalry Ground Branch Central I
Ferrari Azmat Road Branch Central II
Maserati IB - Chillas Branch North
Aston Martin Fazalgarh Sanawan Branch Central II
Porsche Jalal Pur Bhattian Branch Central II

branch c0mpetiti0n

Campaign Run-Time 15th December 2016 till 31st March 2017
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BECOMING 
THE GAME CHANGER
Soneri Bank’s Consumer and Retail Banking 
Group (CRBG) launched Deposit Mobilization 
Campaign for internal staff called “The Game 
Changer” early in January 2017. The aim of the 
campaign is to prepare employees for performing 
beyond budgets with a conviction to improve 
Bank’s market standings.
 
Mr. Arif Hanif, Manager Business Planning CRB, 
spoke about the campaign and said: “We expect 
that everyone will contribute their maximum 
share towards making this a success.
The campaign will not only attract top performers 

to win exciting rewards, but will also help post an 
excellent average growth during first half of the year.” 

Apart from incentives for top performers, the 
campaign ensures to instill ownership, 
cohesiveness and communal spirit in staff. The 
Game Changer’s weekly prize winners received 
prizes from Group Head CRBG, GM Central-I and 
GM North. 

Campaign will run till July 2017.

CRBG runs Deposit Mobilization Campaign 
for first half of 2017

Khawar Ali Shah GM Central I and Abdul Aleem Qureshi, Head of CRGB, 
present weekly prize to Soneri Bank employee.
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foreignjao

FOREIGN LAO, 
FOREIGN JAO
Last year, Soneri Bank initiated Foreign Lao, 
Foreign Jao; an incentive based referral 
campaign to promote and mobilize Bank’s 
US Dollar accounts. The campaign was 
open to all Soneri Bank employees with the 
exception of Group Heads, GMs and RHs. 

Based on areas, bank branches were 
divided into five teams. Staff contribution 
was highlighted and recognized through 
emailers, certificates and prizes on a weekly 
and quarterly basis. The top three campaign 

Sonerians win a chance to fly around the world

winners won return tickets to
San Francisco, Chicago and Washington, 
D.C. Top monthly contributors won iPads 
for their achievements. 

Congratulations to all the winners
of the campaign.

Govinda Ghansham Das, grand prize winner for January 2017.

Asif Lakhany, grand prize winner for February 2017. Farman Iqbal Khan, grand prize winner for March 2017.

Name

Muhammad Yousuf Imran   
Asif Haroon Lakhani  
Govinda Ghansham Das    
Shafqat Ali Abbasi      
Inayat Sayani   
Javeria Tahir    
Saba Manzoor Hussain       
Faridoon Shah          
Muhammad Asif          
South II
Mirza Ghufran Baig              
Nazia Nadeem   
Neelofar Balouch
Central I
Ali Dad Chaudhry      
Chaudhry Atif Ahmad        
Malik Zafar Iqbal      
Muhammad Salman Saeed        
Central II
Salman Hassan          
North
Farman Iqbal Khan
Ahmar Aftab        

Designation

Area Manager
Area Manager

Counter Service Officer
Area Manager
Trade Officer

Branch Manager
Counter Service Officer

Branch Operations Manager
Relationship Manager

Branch Manager
Branch Manager

Counter Service Officer

Branch Manager
Branch Manager
Branch Manager

Relationship Manager

Branch Manager

Branch Manager
Branch Operations Manager

Campaign Top Contributors Board
Place of Posting

SOUTH I
Clifton Branch, Karachi

Defence Phase-II Extn. Branch, Karachi
Clifton Branch Karachi

Shahrah-e-Faisal Branch, Karachi
Clifton Branch, Karachi

Zamzama Branch, Karachi
Main Branch, Karachi

Garden Branch, Karachi 
Garden Branch, Karachi 

Auto Bhan Road Branch
Latifabad Branch, Hyderabad

FJR Branch, Hyderabad

Cavalry Ground Branch, Lahore
Shahdra Branch, Lahore

Shah Alam Market, Lahore
IB-Temple Road Branch, Lahore

Main Branch, Faisalabad

Chowk Yadgar Branch, Peshawar
Main Branch, Rawalpindi 

USD Contribution

156,866
153,795
139,085
83,636
74,490
43,545
34,899
27,107
25,458

 68,173 
 42,209 
 27,704 

63,620
60,790
40,583
27,818

 30,312 

 166,020 
 131,016 

Prize

2nd
3rd

1st
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Soneri Bank offers Bancassurance policies to 
its customers in order for them to secure their 
savings in case of fatality or any other 
unforeseen circumstances that inhibit the 
customer from earning a livelihood for his/her 
family. Bancassurance is not only an 
investment plan sold to customers, it 
transforms lives and helps bring peace. Soneri 
Bank offers Bancassurance products that 
provide protection and financial assurance in the 
most difficult times of loss of a loved one’s life.

When a customer passes away, it creates a 
great deal of stress for those who are left 
behind i.e. families and dependents. It is an 
emotional time that can seem overwhelming. 
The money from a bancassurance policy can 
make that difficult time a little less stressful, 
helping to ease the financial burden of the 
family and other expenses.

BANCASSURANCE
It also pays benefits to customers in the 
unfortunate events of accident and illness.
Death Claims of Rs. 29 million were paid to 
the beneficiaries of 40 customers of Soneri 
Bank who had availed bancassurance policy 
and unfortunately passed away in 2016. The 
families of these customers, who were left in 
big emotional and financial turmoil, received 
the financial protection promised by the 
bancassurance policy.
 
It is very humbling and heartwarming to see 
the response of the beneficiaries when they 
receive the claims amounts. The retail staff is 
encouraged to rightly advise families of 
valuable customers to manage their finances 
when faced with these unfortunate 
challenges. If the customer has got an unmet 
need for insurance, the sales team can aptly 
address it.

Qualifiers for three or more  
Bancassurance conventions
Shields were awarded to Bancassurance 
Champions for winning international 
conventions more than thrice by achieving 
their half-yearly targets.

Bancassurance Star Performers
Bancassurance Star Performer shields were 
awarded to Qualifiers of all eight overseas 
conventions held to acknowledge their most 
valued contributions to the business.

From Left to Right, Mr. Ali Imran, Mr. Asif Haroon Lakhani, Mr. M. Yousuf Imran, Mr. Jawed Munshi, Mr. Afzal ul Hassan 
Shah, Mr. Kumail Mushtaq Zaidi, Mr. Aamir Anwer, Mr.  Altaf Khan, Mr. Shafqat Ali Abbasi, Mr. Iqbal Villani,   

 Mr. M. Mehdi Aziz, Mr. Rahim S. Merchant, Mr. S. Hasan Mahmood Naqvi 

From Left to Right; Mr. Ali Imran (Jubilee Life), Mr. Jawed 
Munshi (GM, South –I), Mr. Afzal ul Hassan Shah (Head of 
Bancassurance) presenting the shield, Mr. Rahim S. 
Merchant (AM, Garden Branch, Karachi), Mr. Shafqat Ali 
Abbasi (AM, Shahrah-e-Faisal Branch, Karachi) and Mr. S. 
Ammar Hasan.

South-I Group

Aamir Anwar
(Area Manager)

Shafqat Ali Abbasi 
(Area Manager)

Kumail Ali Zaidi 
(Area Manager)

Rahim Merchant
(Area Manager)

Hina Kazmi
(Area Manager)

Asif Haroon Lakhani
(Area Manager)

Muhammad Yousuf Imran 
(Area Manager)

Altaf Khan
(Branch Manager)

Shagufta Somroo
Operations Manager

Amin Allana 
(Executive Officer)

Kashif Abbas Jaffery
(CSM)

Iqbal Villani
(Branch Manager)

Syed Hasan Naqvi
(Area Manager)

Syed Kashif Raza
(Branch Manager)

Muhammad Mehdi Aziz
(Branch Manager)
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Soneri Bank held the Bancassurance 
convention for H1-2016 in Azerbaijan from 
17th to 24th August, 2016. The group of 
convention qualifiers comprised of 59 
employees of the Bank, who travelled to Baku 
in two groups; Group A travelled from 17th to 
21st of August 2016 while Group travelled at a 
later date. Bancassurance department took 
care of all the travel expenses including air 
tickets, hotel stay, transportation, meals and 
visa incurred by them during this trip.

For the Bancassurance contest for March 
2016 to August 2016, 11 winners from North 
Region travelled to Thailand to attend the 
Bancassurance convention in the first week of 
December 2016.

South-I Group

Jawed Munshi
(General Manager)

Farhan Hassan
(Regional Head)

Convention Qualifiers

Aamir Ali Khan
(Area Manager)

Shah Muhammad Sanjrani 
(Area Manager)

Asif Ali
(Branch Manager)

Nadeem Abro
(Branch Manager)

Shahid Chachar
(Branch Manager)

Yasir Maqbool
(Branch Manager)

Central-I Group

Tariq Hussain Awan
(Branch Manager)

Ch. Abdul Aziz
(Area Manager)

Mansoor Abbas Kazmi
(Area Manager)

Adnan Zafar
(Area Manager)

Mubashar Ali
(Branch Manager)

Shumaila Fazal
(RM)

North Group

BAKU Convention, H1 – 2016

Thailand Convention, H1 – 2016

Mr. Amjad Hassan Qureshi 
(Branch Manager)

Mr. Arshad Hanif
(Branch Manager)

Mr. Asif Ahmed
(Branch Manager)

Mr. Imran Nasir
(Regional Head)

Mr. Fakhar Zaman Khan
(Regional Head)

Mr. Mian Asif Iqbal
(GM - North)

Central-II Group

Mr. Amjad Mehdi
(Branch Manager)

Mr. Shahid Mian
(Branch Manager)

Sheikh Arslan 
(Branch Manager)

Malik Tariq Aziz
(Branch Manager)

Rao Arif Islam
(Area Manager)

Mr. Nasir Ali
(Branch Manager)

Mr. Adil Amjad Latif
(Branch Manager)

Mr. M. Nadeem Mirza
(Branch Manager)

Mr. Nawaz Khan Chugtai
(Area Manager)

Mr. M. Junaid Noor
(Area Manager)

South-II

Salman Askari
(Relationship Manager)

Ravi Shanker
(Branch Manager)

Ravi Shanker
(Branch Manager)

Aamir Ali Khan 
(Area Manager)

Central-I Group

Chaudhry Atif Ahmad
(Branch Manager)

Romana  Nasir
(Area Manager)

M. Imran Ahmed 
(Branch Manager)

Salman Askari
(RM)
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Soneri Mustaqeem, the Islamic window of 
Soneri Bank offers a broad range of 100% 
Shariah Compliant deposit and financing 
products to its customers. The promotion and 
marketing of various products and services 
under the Islamic Banking umbrella was 
expended through Print, Radio and Social 
Media presence.







Scan the QR codes to view the videos on the subject of Islamic banking.

It solely takes the first step in the right direction for an enlightened pathway 
towards Rah-e-Mustaqeem. Soneri Mustaqeem Islamic Banking provides 

Shariah Compliant services for its valuable customers. Watch the video and 
inbox us your stories using #RaheMustaqeem #SoneriMustaqeem.

To know more about Islamic Banking Services, please call 
021-111-766-374.

The total traction and engagement
on the page were

Reach
34,702

Impressions
5,958

Engagement
181,594

Scan the QR code to view the 
Rah-e-Mustaqeem digital video content 

Episode 2 Episode 3 Episode 4 Episode 5 Episode 6 Episode 7







EMPLOYEE
CONTRIBUTIONS
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Today the banking landscape is undergoing a 
phenomenal transformation with emerging 
technologies in the financial sector. Banks are 
keen on exploring and investing in new 
technologies to face the changing dynamics of 
the market today. We are at an early stage of 
evaluating our strategy and potential partnership. 
Our focus is on Customer Empowerment, to 
provide convenience, minimizing cost and give 
control of financial matters.

This embrace is not just with technology, it’s 
about mindsets, culture, habits, ways of working 
and new ideas of leaderships and customer 
engagement. 

“We are focused on customers and serving 
them as best we can. If that means that we 
have to disrupt the way we operate, so be it. 
Disruptive ideas lead to progress.” Head of IT 
at an Asian Pacific Bank.

The Big Data revolution happening has found a 
resonance in the banking sector, considering the 
legacy data that we have in store. This valuable 
data has managed our regulatory requirements 
of AML/CFT, FACTA, Basle & CRS (Common 
Reporting Standards). It has strengthened the 
regulation, supervision and practices of banks 
worldwide with the purpose of enhancing 
financial stability. With the recent Compliance of 
CRS, the industry has to step up to face the 
implementation challenges for enhanced 
information reporting.

Banks internationally are harnessing the power of 
data in order to derive utility across various 
spheres, ranging from sentiment analysis, 

product cross selling, regulatory compliances, 
management, reputational risk management, 
financial crime management. At the domestic 
front, banks in Pakistan are catching up with their 
international counterparts.

We need to realize technology as an ‘enabler’ 
and not the solution. Business needs to integrate 
to innovate and design new products and adapt 
older ones to be customer centric in already 
existing architecture.

Legacy systems need to be updated to be able 
to adapt to the digital scenario and innovate. 
30% of large financial institutions are investing in 
Artificial Intelligence. Bankers or wealth 
managers will be replaced with digital managers 
as financial consultants based on a combination 
of Artificial Intelligence, transaction and 
contextual data. Branches will be replaced with 
digital mobile money services as effective 
gateway to financial inclusions. Frustration and 
cost will decrease as new business models and 
emerging technologies are being adopted to 
streamline onboarding processes, operations 
and customer communication. 

We need to rebuild our banking framework for 
the tech-savvy younger generation already 
exposed to innovation on various 
digital platforms.

We need to cater fast to the paradigm-shift 
question ourselves to how we can become 
better innovators in this digital vortex?

THE DIGITAL VORTEX

Fariya Zaeem
Head of Marketing

CON
TRI

BUT
ION

Azizullah Abid
GM South II - Hyderabad 
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CUSTOMER 
SERVICE 
IMPROVING TIPS

• Each and every branch staff must offer customer 
refreshments like tea and water 

• Just offering a cup of tea or glass of water is the 
biggest opportunity for developing business 

• Fulfillment of staff requirement in branches is 
necessary tool for developing business, by this 
way we can minimize the reputational loss/risk 

• Junior staff (NCS and tea boy) must be educated 
about customer service benefits through training 
and seminars 

• Minor customer/walk-in customer can prove to 
be bona fide customers through good 
customer service  

• Product knowledge is also a very useful tool for 
developing business and customer service 

• If BM and BOM advise the concerned staff 
strictly about customer service, it may improve 
business and customer service

• Honesty, loyalty, hard work and passion is a 
must for all frontline executives 

• Appreciating top 5 employees for customer 
service excellence on a monthly basis may 
improve business leads and fulfill the 
Bank’s mission 

• Utility bills collecting officer should also be 
appreciated, as they can be an example for 
customer service with great passion 

• Annual top performer should be interviewed and 
his interview published in print and electronic 
media with the name of bank, it will motivate all 
the bankers 

• Appreciation of staff efficiencies should be 
announce by mail keeping all bank staff in loop

• Every customer wants a protocol, in this regard 
security staff, NCS, tea boy and other branch 
staff can be very useful for customer service  

• We should treat our customer like a boss, in critical 
situation we should not quarrel and debate, we 
should manage with common sense 

• Customer is our biggest asset, we should love, 
help, care and solve problem and we should 
become financial advisor in true spirit  

It was while completing education when we 
would hear people, mostly our seniors talking 
about motivation and job satisfaction. Most of us 
would wonder why it is given so much 
importance that our Management and 
Organizational Behavior and Organizational 
Development course books have a number of 
pages explaining the same. Later in professional 
life there were practical examples of people 
stressing a lot on work environment, salaries, 
brand names, career growth and most of all 
colleagues and bosses.

Most of these are not in anybody’s control yet 
each and every one of us can contribute towards 
making these factors approachable and easy. 
For instance work environment can be made 
pleasant and likeable by making it clean and well 
lit and by taking ownership of our domains. 
Salaries can be compatible if performance is well 
and role is taken sincerely. Sincerity, productivity 
and loyalty towards work lead to career growth. 

All these factors lead to employee loyalty and 
retention. Yet all these factors will not matter if 
hard work, efforts, productivity and potential 
goes unnoticed. Here comes the role of a 
supervisor who is laden with the responsibility of 
appreciation and engagement of staff working 
under his/her domain. A supervisor’s indifferent 
approach leads to employee unrest and 
demotivation, hence switching of jobs. 

The role of people in management positions 
comes into play here. They make or break an 
employee’s career. A productive employee may 
be seen switching jobs and when asked would 
have no appropriate reason to justify. These are 
the ones who do not actually leave organizations, 
rather they leave bosses. And these are the ones 
who exist in abundance.

Ahmad Nawaz
Soneri Bank CSO
PECO Road Branch Lahore

Mehwish Gul
Manager Products

WHY PEOPLE 
SWITCH JOBS

Foreign Lao, Foreign Jao – A Tribute
Aleem Sahib ne kaha ke foreign currency account ko karna hai promote

Bohot soch-o-vichar k baad ye campaign hui phir launch

Pooray bank ne kiya khoob josh o kharosh k saath contribute
Inaam ke muntazir bhi jo thay yeh sab loag

Kasrat se aya USD deposit aur khulay NTBs un ginat
Phir aya 31st March jab campaign ne hona tha khtam shud

Results aaye more than what was expected
Motive behind the campaign ho gaya accomplished

Mehwish Gul
Manager Products

The beauty as seen in something is not 
intrinsic in that particular person or thing, but 
is determined by the person who views it. 
Beauty may be found in a lily or a gold fish, 
but to you I may not be right, which is 
absolutely understandable. What matters is 
that you like it and take pleasure in it and if you 
see it as something you like then it is beautiful. 
The question now remains how long will this 
beauty remain in the eyes of the beholder?

BEAUTY LIES IN THE
EYES OF THE BEHOLDER

Natalia Fonseca
HR Generalist 
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Last week, I along with some colleagues from 
the Bank visited Neelum Valley to witness the 
Valley which is named Heaven on Earth and to 
get to know the culture of indigenous people 
living in the valley. We started our journey from 
Lahore and had our first stopover at 
Muzaffarabad, which is the central city of AJK. 
We carried on our journey along the mighty 
Neelum River.

After hours of travelling, we reached Dhani 
Waterfall where we stayed for a bit to 
experience chilly water streams trickling down 
from glaciers.

We continued our journey in Neelum Valley 
and reached Kutton, a beautiful town where 
we visited a splendid waterfall.

From Kutton, we reached Karen, from we 
moved upwards to Upper Neelum, a beautiful 
scenic place which gives amazing views of 
the Neelum Valley.

From here, our next destination was Sharda, a 
town further away from the main valley. 

Sharda was a beautiful place and river 
Neelum, the Kashmir mountains and clouds 
moving in front of us made the scene 
unforgettable. From here onwards, our next 
destination was Kel via jeep track. The 
glaciers and mountains on our way made this 
journey even more thrilling.

We reached Kel and onward we had to use 
chair lift to cross the river. It was a 
breathtaking experience to sit in the lift and 
cross the river above hundreds of feet 
hanging in the air. 

Once we crossed the river, a slippery uphill 
steep mountain hiking track of over an hour 
for reaching up the hill was waiting for us. We 
had to do it because there was no other way 
to reach the top of the mountain.

After this challenging hike, we reached up the 
mountain at Arang Kel village and the views 
were just spectacular and worth all the effort.

We roamed the picturesque village and stayed 
for a night there. The views on next morning 
were even more stunning.

After an exciting, fun filled and informative 
journey, we started our journey back to 
Lahore. Neelum Valley is one of the most 
beautiful places on the planet and we 
recommend everyone should visit the valley at 
least once in their lifetime. 

These are some of the clicks from our way 
back home. 

NEELUM VALLEY 
TRAVELOGUE
Sonerian takes a trip to Neelum Valley
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This approach enables large organizations to 
incubate a new digital culture and operating 
model while allowing the broader business to 
touch and feel the change and see the power 
of a new way of working. The process of 
introducing a new way of working and actively 
integrating new products into the existing 
business—which in turn requires people to 
adopt new ways of working to work with the 
new product—is a conscious effort to shift the 
culture of the entire organization.

When executed well, the digital factory 
provides a blueprint for the future of work that 
energizes the business and excites 
employees. It creates a vortex for innovation 
and creativity that attracts the best talent from 
inside and outside the organization. And it 
delivers results. The best digital factories can 
put a new product or customer experience 
into production in as little as 10 weeks. The 
innovation can then be introduced and scaled 
up across the business in 8 to 12 months.

Companies adopting this approach need to 
put in place both a culture that embodies the 
new way of working and the management 
practices to support it.

A new culture

Act like venture capitalists. Taking a venture 
capitalist’s approach to the digital factory 
means fast decision making driven by clear 
objectives and criteria. If the business case for 
funding each journey takes months to 
approve, the digital factory isn’t going to work. 
Initial funding for a product (a customer 
journey or process, for example) should be 
based on a good idea and a basic case—not 
endless rounds of analysis. But then the 
project team needs to show progress at 
agreed-on milestones in order to get 
further funding.

The head of the digital factory and the 
business owner jointly track projects based on 
set KPIs, working with the team to evaluate 
and adjust the programme in line with real 
results. If the programme makes it through the 
process, it’s transitioned to the business, and 
factory leaders redirect funding to new 
products. If, on the other hand, the new 
journey or process can’t achieve its goals by a 

given milestone, then the leadership team 
kills it.

At one leading North American financial 
institution, initial funding goes toward a 
“scoping sprint”—a one-week process to 
define KPIs and business objectives and build 
the case for investing in a journey. If funding is 
approved, a Minimum Viable Product (MVP) 
must be built within four months. If that 
proves successful, the business for which the 
product is being developed provides 
further funding.

Get creative to attract top talent. Digital 
factories require skills that are in high demand 
and often in short supply at large established 
businesses, such as customer-experience 
design, mobile-app design, 
agile-development coaching, analytics 
capabilities, and more. And technical 
capabilities are not the only requirement; 
digital factories also need to foster a shift in 
mind-set toward a more experimental and 
collaborative way of working.

Attracting people with these attributes can be 
difficult. You may have to overpay to create 
initial critical mass. You will have to build a 
consistent value proposition and show new 
hires that they will work in a creative, 
fast-paced entrepreneurial environment that’s 
very different from that of legacy IT. Some 
companies recruit influential “anchor hires” 
whose standing in the digital community will 
convince others that working in a bank, say, 
can be cool. Investing in internal talent is also 
important, of course. Rotating employees to 
work with talent in the digital factory and 
appointing senior people to lead training 
programmes will go a long way toward raising 
capabilities. But it will require companies to 
invest in training their employees in these 
areas and will need to be supplemented with 
external talent.

To address this issue, one international 
financial institution set up a hiring “war room.” 
Realizing that it needed to attract new talent, it 
adopted unconventional approaches: 
recruiting under the digital factory’s brand 
instead of its own; hosting events in the 
technology community; using new hires’ 
networks to find other talent; and using 
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Building a digital culture might be the most 
difficult issue companies face. Using a “digital 
factory” is one way to get there.

In many large companies, using digitization to 
improve how things get done—whether it’s a 
customer experience or an internal-facing 
process—has boosted revenue, increased 
customer loyalty, and removed big chunks of 
internal costs. The best companies, however, 
do more than just improve these journeys, 
they systematically reinvent them.

As many are experiencing, going beyond one 
or two pilot projects requires a concerted 
effort to scale a new way of working. One 
approach that consistently works is to 
establish what we call a digital factory.

Like its bricks-and-mortar counterpart, a 
digital factory brings together the skills, 
processes, and inputs required to produce 
high-quality outputs. These outputs are 
generally journeys, a series of interactions to 
complete a task. They might include a new 
way to help customers resolve service issues 
or a new process for applying for a mortgage. 
The factory models a new way of working to 
develop new products, which are then 
introduced and integrated into the broader 
business. It uses advanced methodologies 
such as design thinking, zero-based process 
re-engineering, and agile software 
development.

The way the factory works is defined by a set 
of standard operating guidelines and 
methodologies that lay out the required 
deliverables, governance steps, and working 
processes—such as which decisions can be 
made by factory leaders and which require 
escalation. The goal is a balance between the 
structured predictability required to transform a 
large organization and the flexibility and agility 
required for a rapidly changing digital world.

SCALING A 
TRANSFORMATIVE 
CULTURE THROUGH 
A DIGITAL FACTORY
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LinkedIn to locate the right kind of talent. In 
addition, the institution tracked the talent 
funnel for each critical role to understand how 
many people were being identified, 
interviewed, and offered a position, and how 
many of them accepted. It identified 
low-performing areas of the talent funnel and 
constantly reworked practices to improve its 
hiring performance.

Build ‘squads’ of working teams. Success 
in a digital factory relies on the ability to staff a 
small group of people (generally 8 to 12) with 
the right set of complementary skills to work 
on a given project. Sometimes called squads, 
these teams often include user-experience 
designers, developers, IT architects, and 
“scrum masters” who manage the team. 
Depending on the project, such teams can be 
supplemented with other specialists such as 
analytics experts, lawyers, and compliance 
experts. Whatever the composition of the 
team, it needs to have clear lines of 
communication with other groups throughout 
the organization and speedy processes to 
access them. For example, buying a vendor’s 
product often requires a procurement review 
and legal approval, which can sometimes take 
a long time to resolve and slow a team’s 
progress. The core squad members belong to 
the digital factory but work with the business 
owners for the duration of the project. They 
should also connect frequently with other 
squads working on related projects to 
coordinate and account for the necessary 
handoffs.

Model collaboration in your workspace. 
The space a business devotes to a digital 
factory matters. The company must create an 
environment that signals that the work done 
there will break new ground. Such a focus can 
be crucial in attracting talent. Above all, the 
space must foster collaboration among team 
members by providing spaces where people 
can gather to have the spontaneous 
cross-disciplinary conversations that foster 
creativity. That means couches and coffee 
areas that create a start-up or garage-style 
experience. You can’t tell people they are 
going to reinvent your organization if they 
work in a place that shouts “business 
as usual.”

key journeys will depend largely on how much 
it is willing to spend. Investment levels below 
a certain threshold won’t allow a business to 
capture the full value of the digital factory at a 
speed that matches changing markets. What 
that threshold is depends on numerous 
factors, but whatever the case, we have found 
that digital leaders make significant 
investments in digital. One bank going through 
a digital transformation is investing between 1 
and 3 percent of its annual revenue.

Determining how much to invest in a digital 
factory depends on a company’s aspiration 
and its level of technological maturity. A 
diagnostic to evaluate what’s in place and 
what’s needed is a good first step.

Develop a change-management plan to 
incorporate the new product into the 
business. One of the trickiest phases of a 
transformation is the process of integrating a 
newly developed product into the business. 
No matter how good a new solution is, people 
need to want to use it, as well as know-how. 
In effect, this becomes a 
change-management challenge.

To tackle it, businesses leaders and the IT 
organization need to be involved from the very 
beginning. IT must know what’s coming down 
the digital-factory line so it can set up and 
configure systems to support the new 
journeys and processes. The most successful 
transfer process begins with launching and 
testing an MVP (Minimum Viable Product) to 
collect feedback from business owners and 
demonstrate impact. The gradual deployment 
of the product requires clear and continual 
communications as well as a detailed training 
plan to make sure all those involved know 
what’s expected of them. 

Measure the change. If an organization is to 
systematically change its way of working and 
keep track of what’s happening, its 
management systems will need to evolve, 
starting with KPIs. Non-traditional metrics 
focused on digital adoption—such as new 
customer registrations on digital channels or 
digital-engagement levels for a particular 
product or service line—are often more useful 
than traditional metrics like return on 
investment in tracking the progress of a digital 
transformation.

The best companies are using their 
management systems to create user-friendly 
dashboards and reports to measure progress, 
often in real time. Whatever the metrics may 
be, leaders need to agree on them early so as 
to manage the development of new journeys 
and quickly identify areas requiring 
management decisions.

Find leaders with the right combination of 
skills. The executives who run the digital 
factory must be seen as credible by other 
organization leaders. They must have in-depth 
knowledge of the business, its products and 
processes, and the systems that support 
them. Some digital factories have two leaders, 
one who deeply understands the business 
and another who knows about its 
technologies and the inner workings of its 
information systems. These leaders must also 
have strong support from above—the CEO, 
CFO, CIO, COO, and business-unit heads. 
These executives must be prepared to move 
mountains for the leaders of the digital factory 
and to resolve challenges along the way.

These dimensions are key to understanding 
what a digital culture should looks like in 
action, and how to cultivate it so that it takes 
root in the wider organization beyond the 
digital factory. How well a business 
implements these dimensions can make the 
difference between basic improvements and 
true reinvention.

One leading European bank devoted a full 
floor of its new office building to its digital 
factory and invested in creating a 
collaborative environment. Architects 
eliminated cabinets between work tables, 
adding movable panels that act as dividers 
between different teams and make it easy to 
introduce and access visual aids such as 
flowcharts and storyboards. They also created 
informal areas with couches, ping-pong 
tables, and eating spaces, all laid out to make 
it easy for people to relax, catch up with each 
other, and exchange information. The bank 
credits this approach with helping to build and 
reinforce a new culture of continuous active 
collaboration.

Management practices

A culture can not be established and thrive on 
its own. Specific management practices need 
to be instituted to support them. Here are the 
ones we’ve seen to be most effective:

Build with clear purpose. Enterprises are 
made up of multiple functions. When a 
company embarks on transforming its internal 
processes and customer journeys, it first 
needs to decide whether its primary goal is to 
reduce costs, increase revenue, drive 
customer satisfaction to beat the competition, 
or something else. By alligning on the target, 
management can prioritize the work that gets 
done. Any large company will have many 
digital-transformation projects on its to-do list, 
so it’s vital for top managers to agree on what 
comes first. Without that allignment, the 
journey becomes unmanageable.

A team at one leading European bank 
developed a set of initial priorities and 
repeatedly iterated them with top 
management. At the end of the process, 
management agreed to a roadmap of 40 core 
customer journeys that were prioritized in line 
with their potential impact both on the bank’s 
business (such as P&L) and on its digital 
capabilities (such as automation). Flexibility 
was built into the process itself as well. The 
roadmap is refreshed every six months to 
account for changes in business priorities.

Invest enough for impact. The speed at 
which a company can digitize and scale its 
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To serve end customers better, begin with 
your employees. Charity, the saying goes, 
begins at home. So does a superior 
customer experience.

Companies are coming to recognize the 
benefits of customer-centric strategies: higher 
revenues, lower costs, and stronger employee 
and customer loyalty. In the effort to transform 
customer journeys and refine direct 
interactions with clients, however, many 
companies overlook the need to engage the 
whole organization, including its support 
functions, in a customer-centric 
transformation.

Turning the support functions (such as 
information technology, finance, human 
resources, purchasing, and real estate) into 
excellent customer-service operations is a 
powerful lever to sustain and expand a full 
customer-centric transformation. It helps to 
create a new service culture that deepens 
customer-centric efforts in all layers of the 
organization. It promotes a longer-term impact 
and the full engagement of the staff by 
applying the principles of customer excellence 
to employees’ journeys. At leading 
customer-centric companies, creating great 
customer experiences begins with a common 
vision and requires an engaged and energized 
workforce that can translate individual 
experiences into satisfying end-to-end 
customer journeys. The logic of extending 

that commitment inside, to support staff, 
is powerful.

In our experience, successful large 
organizations think more and more about 
end-to-end transformations that focus on 
internal customers—their employees—as well 
as external ones, to gain a durable 

WHEN THE 
CUSTOMER
EXPERIENCE 
STARTS AT HOME

competitive edge. Such efforts can take two 
or three years to execute fully for all internal 
customer journeys. And rather than being a 
kind of employee-satisfaction exercise, 
typically conducted by the HR department, an 
effort to bring support staff into a true culture 
of customer service requires clear and 
ambitious objectives, earmarked resources, 
and involved sponsorship from 
C-suite leaders.

These efforts can run in parallel with externally 
facing customer-experience programs, each 
complementing and reinforcing the other. This 
exercise delivers results. Redesigning 
customer journeys raises 
customer-satisfaction scores by 15 to 20 
points, reduces costs to serve by 15 to 20 
percent, and boosts employee engagement 
by 20 percent.

This article focuses on assessing the benefits 
of engaging support functions in 
customer-centric transformations and defines 
the methodology and principles for leading 
such programs successfully.

Why transforming internal 
services matters
A superior customer-experience strategy goes 
well beyond making products and services as 
good as they can be. It weaves a seamless 
web of “customer first” activity that extends 
from the vision of boardroom executives to 
the individual actions of frontline workers in 
day-to-day exchanges with customers. The 
closer a company can align its commitment to 
customer-centricity with the interests of its 
employees, the closer it will get to achieve its 
customer-strategy goals.

Some companies, like banks, face security 
and regulatory constraints that make it hard to 
deliver internal services in a smooth and quick 
way—for instance, tight criteria for storing and 
sharing data limit the access of employees to 
multiple sources of information across 
locations. Worried about noncompliance, 
some companies place extreme limits on 
themselves, hurting their efforts to work 
efficiently, smoothly, and quickly. One bank, 
for example, stored all its data at the highest 
level of confidentiality, restricting its 
employees’ access to useful non-confidential 
information.

At other companies, siloed organizational 
functions address individual touchpoints in a 
customer’s journey but leave no one 
responsible for the end-to-end experience.
Other companies which emphasize their 
external image and customer-experience 
efforts to the detriment of internal services, 
treat support functions not as core drivers of 
corporate health but as targets for cost cutting.

When companies fail to enhance their internal 
services, they disconnect the customer 
experience that their employees encounter at 
work from the one they aspire to create for 
their frontline people in dealing with 
customers. Françoise Mercadal-Delasalles, 
Group Head of Corporate Resources and 
Innovation at the French bank Société 
Générale, says “that if you want your 
front-end employees to be very good at the 
relationship with their clients, then the core of 
the company, including the support functions in 
particular, has to be very good with the front.” 

In short, the internal-customer experience 
often lags behind the external one as a 
top-management priority. The implications for 
good customer service are many.

• First, in our experience, the quality of 
internal services ultimately has a direct 
impact on the experience of external 
customers. At one international airline, the 
IT department failed to synchronize its 
front-office tools with a new IT 
infrastructure. Without correct information 
on flights and bookings, employees 
couldn’t serve their customers, and that led 
to massive delays and flight cancellations

• Second, in a competitive market for 
talented people, offering employees a 
seamless experience at work can be part of 
a company’s value proposition to attract 
and retain talented people. Moreover, 
encouraging a customer-first culture in 
support functions tends to inspire 
back-office employees with a heightened 
sense of ownership, which boosts their 
retention rates, just as it does in 
transformations of externally facing 
customer teams
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• Third, transforming the experience will 
probably not only increase the satisfaction 
of employees but also help to cut costs by 
increasing productivity, eliminating 
inefficiencies in processes, and reducing 

 absences. For instance, digitizing manual 
processes increases efficiency in a 
significant way and reduces wasted time 
for employees. In our experience, such 
successful transformations can cut the total 
cost of the journeys by 25 percent within two 
or three years. These savings can be 
reinvested in growth efforts and other projects

Measuring and understanding 
internal-customer satisfaction
First and foremost, companies must 
understand their employees’ level and drivers 
of satisfaction with the working environment 
and services. We find that the best approach 
is a structured one that truly reveals the 
sources of satisfaction and the way to 
improve them. Too many companies do not 
measure employee satisfaction or the support 
functions’ performance effectively and so fail to 
understand the needs of the employees using 
these internal services. The result is a 
diminished opportunity to take corrective action.

HR department sometimes handles the 
employee satisfaction. Often, HR sends out 
employee-satisfaction surveys with disparate, 
generic questions that don’t address the 
forces that drive satisfaction or 
dis-satisfaction and are disconnected from 
the daily experience of work. That 
survey-intense approach doesn’t help 
companies to understand the root causes of 
employee satisfaction and isn’t always 
followed by the appropriate corrective action. 
Employees are left frustrated.

A European bank, for example, discovered 
that its employees were dis-satisfied with their 
technology and tools. To bridge the gap, it 
offered them tablets. Most of these devices 
ended up ignored in drawers because they 
were hard to use and full of technical glitches. 
The bank thus added costs without making its 
employees more satisfied. In the end, it 
generated additional frustration.

In many cases, companies choose to address 
their employees’ satisfaction and 
dis-satisfaction in the wrong way. Like many 
diagnoses of external-customer experiences, 
the experience efforts often focus on 
touchpoints—the individual interactions 
support staffers have with their 
colleagues—rather than on end-to-end 
customer journeys. That exposes a company 
to the possibility of failing to understand and 
improve its users’ satisfaction because it can’t 
see blind spots and misses important 
cross-functional issues.

Defining and measuring 
internal satisfaction
Measuring the satisfaction of employees with 
internal services ought to involve a 
user-centric methodology. In most cases, 
these efforts focus on a set of 10 to 20 
journeys that are relevant because of their 
frequency, importance, or cost. Defining the 
journeys of employees and preparing to 
survey them should follow a two-step 
approach.
 
First, define a list of journeys to explore, 
filtered by the criteria above. In most cases, 
only ten journeys account for about 80 
percent of customer-satisfaction results. 
These journeys are cross-functional by nature. 
It is therefore important that key people 
responsible for all departments that deliver 
services to employees gather to define the 
journeys and embrace the customer 
perspective. Avoid trying to define journeys 
within organizational silos.

Next, to ensure that the list is complete and 
representative, test it with employees who use 
these internal services. To survey employees 
about the fine-grained elements of journeys, it 
is important to surface the details. Above all, 
this effort aims to understand the elements 
that drive satisfaction or dissatisfaction with 
the journeys and in this way to identify and 
establish priorities for transforming them. To 
do so, the detailing exercise should break 
down the steps employees go through during 
these journeys, with input from those who 
operate them and those who use them. Live 
observation of the journeys should be part of 
the effort.

Analyzing the ratings and feedback gathered 
through the survey will help companies to 
understand:

• what really influences employees’ 
satisfaction with internal services

• the level of satisfaction with each of the 
journeys

• what drives satisfaction or dis-satisfaction 
with each journey

These findings will determine the priority areas 
for an effort to transform the internal-customer 
experience. They will also help companies to 
avoid complex efforts that won’t be rewarded.

A European insurance company, for example, 
took more than a year to develop a 
comprehensive employee portal that 
aggregated all links to internal requests and 
information about support functions. The IT 
team led the effort but didn’t analyze the 
needs of internal customers, test features with 
the user base, or provide training on how to 
use them. After releasing the portal, 
employees were not using it at all, because it 
was complex and required several passwords 
for access. After a structured 
internal-customer-centric transformation, the 
company refocused its efforts on improving 
journeys that mattered more to employees. As 
a result, their satisfaction with internal services 
increased significantly.

What do employees want?
Over the course of conducting several 
internal-customer-experience surveys at large 
companies, we have drawn some conclusions 
about the major areas of dis-satisfaction. 
Among them:

• the availability and clarity of information

• the overall time needed to complete tasks 
required by support functions

• the effort required to go through processes 
involving support functions

Our research has also helped us compile data 
on categories of employee needs and sources 
of satisfaction and to develop a hierarchy of 
what employees want from customer-centric 
organizations. The more advanced a company 
is in its customer-centric thinking, the more 

likely it is that the determinants of employee 
satisfaction will evolve from basic courtesy by 
the staff to the availability and timely delivery 
of information and, finally, seamless 
experience resolving problems and issues on 
the first swipe.

Key success factors for 
conducting an 
internal-customer-centric 
transformation
As with any customer-centric transformation, 
an internal-user-centric one requires 
organizations to put in place design and 
governance prerequisites:

One is establishing the right overall 
architecture—setting a clear and aspiring 
vision, including a change story; drawing up a 
governance blueprint; drafting an initiative 
road map; and aligning the organization on 
metrics and objectives. In addition, to change 
mind-sets and behavior and to ensure that the 
whole organization works to give internal 
customers an outstanding experience, the 
company must develop and implement 
purpose-driven change-management 
principles defining a new way to work.

Another prerequisite is setting up 
cross-functional transformation teams 
representing all functions and departments 
involved in internal-customer journeys. To be 
autonomous and to test all relevant ideas in a 
risk-free environment, the teams must run the 
transformation by defining their own rules and 
scoping out activities they could not 
undertake if operating in a regular day-to-day 
environment.

Besides the traditional key success factors 
encountered in customer-centric 
transformations generally, our experience 
running internal-customer-centric 
transformations has highlighted factors 
specific to them:

• Managing a cultural transition to refocus 
support functions on the customer

• Building strong links between the support 
units and the business to ensure alignment 
of interests and close collaboration

• Giving support units direct contact with 
internal and external customer feedback 
relevant to their actions
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Sometimes you are put in to an interim role as  
a test: Do you have what it take to succeed in 
the job? Don’t let this pressure undermine 
you. Instead of focusing on the stakes, focus 
on what you can learn. Approach the 
assignment as a joint problem-solving 
exercise, between you, your boss and others 
in the organization, with the goal of figuring 
out how to get the best person into that role. 
Try to keep your ego out of it, and be open to 
feedback. Demonstrate a commitment to 
professional development and continual 
improvement. If the organization offers you to 
a leadership development programme, a 
management course or an opportunity to 
work with a mentor, take it. Showing that you 
are willing to learn will make it much more 
likely that you land the permanent job.

(Adapted from How to Turn an Interim Role into a Permanent Job, 
by Ben Dattner)

Help your team be more 
strategic
Being a strategic leader starts with asking 
your team the right questions about their 
work, your company and the big picture. Here 
are five questions to pose to team members 
on a regular basis:

- What are you doing today? This will bring 
to light any significant work that you are not 
aware is being done or that’s taking much 
more time than it should.

- Why are you doing the work you are doing? 
This allows you to gain clarity on what’s 
important and why it’s important from your 
team’s perspective.

- How does what we are doing today allign 
with the bigger picture? If your team is 
working on something that doesn’t allign 
with the broader goals of the organization, 
challenge the value of doing that work.

- What does success look like for our team? 
This allows you to home in on what’s really 
driving your team’s success.

- What else could we do to achieve more, 
better, faster? If you have done the work to 
answer the preceding questions, you are 
well-positioned to be strategic in answering 
this one.

 (Adapted from Being a Strategic Leader is About Asking the 
Right Questions, by Lisa Lai)

Give criticism that your 
employees can act on
Constructive criticism can improve 
performance and enhance trust with your 
employees, but only if they perceive it as 
helpful and relevant. To build your employees’ 
confidence and communicate respect for their 

opinions, ask them to come up with their own 
solutions, and link the criticism to something 
that is important to them. For example, 
consider someone who cares about being 
respected by peers but is habitually 10 
minutes late to meetings. You could simply 
reprimand them, either nicely (“Please make 
more of an effort to be on time”) or sharply 
(“Do we need to get you a new watch?”). But 
it would be much more effective to link the 
problem to what they care about (“How do 
you think coming in affects your reputation 
with your colleagues?”) and ask them for a 
solution (“What could you do to help yourself 
be on time?”).

(Adapted from How to Deliver Criticism So Employees Pay 
Attention, by Deborah Bright)

If you want to be more 
mindful, practice
Most of us struggle to find the time to do any 
sort of mindfulness exercise. Get over the 
hurdle by running an experiment. Commit to 
practicing 10 minutes of mindfulness training 
each day for four weeks. You can listen to a 
guided meditation or use an app to help you. 
During the four weeks, try to maintain your 
focus on a single task at a time and notice 
when you find your mind drifting – a notice 
when you brain wishes to multi-task. When 
this happens, mentally shut down all the 
superfluous tasks entering your thoughts, 
while maintaining focus on the task at hand. 
Multi-tasking keeps your mind full, busy and 
under pressure – the opposite of what 
you want.

(Adapted from Spending 10 minutes a Day on Mindfulness Subtly 
Changes the Way You React to Everything, by Rasmus Hougaard, 
Jacqueline Carter and Glitte Dybkjaer)

Cool down before 
addressing a conflict
It’s tough to be rational when you are upset or 
angry. If you are having a conflict with a 
colleague and feel worked up, you are unlikely 
to make good decisions about what to say or 
do. Rather than jumping into the discussion 
right away, buy yourself some time. Explain to 
your colleague that need to think through the 
issue before coming back to it. If things are 
really heated, you can simply walk away. 
Leave the room, go to the bathroom or take a 
walk outside to give yourself chance to make 
a thoughtful choice about how to proceed, 
you can return to the discussion.

(Adapted from the HBR Guide to Dealing with Conflict,   
by Amy Gallo)

HOW TO FOCUS ON LEARNING
DURING AN INTERIM ROLE
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Overview of activities 
Soneri Bank during the period of 4 months 
(January – April) has been able to capitalize well on 
the opportunities available to strengthen the 
brand’s position in the digital space. Soneri Bank’s 
digital platforms have promoted a diversified range 
of content, displaying different initiatives to 
leverage upon the on-going trends in order to 
actively contribute to the digital space and uplift 
development in bank’s financial services and vision. 

Bank’s digital platforms play an integral role in 
strengthening digital channels of communication 
with customers, while also helping our users stay 
up-to-date with continuous enhancement of our 
banking processes with the evolution of banking 
technology and services. With continuous digital 
executions Soneri Bank has expanded its presence 
on the social networking platforms and has 
obtained significant attention of numerous unique 
active social media users.

With the advent of digital technologies and 
commonplace usage of online channels, our 
customers increasingly prefer to connect with us 
through digital mediums, including our website and 
social media platforms. A large range of customer 
engagement and even website trafficking now 
strengthens the brands position in the digital space 
as compared to the industry. 

This has certainly acted as one of the key medium 
to add value to Soneri Bank’s marketing. With 
campaigns executed in this time frame the brand 
has uplifted its persona as a customer-centric 
proactive brand.  Its initiatives to partner along with 
the trending Pakistani entertainment, has also 
enabled the brand to position itself as a 
well-connected social/digital player in the industry. 
Soneri Bank aims to continue leveraging upon the 
digital advancement in order to stay well connected 
with the audience and on-going social trends.
During this time period Soneri bank executed 
multiple campaigns such as Soneri Ikhtiar Account, 
Corporate TVC, Pakistan Super League 
(Partnership with Quetta Gladiators and Cricket 
Junoonis), Pakistan Day & Partnership with Chalay 
Thay Saath, a film that has revived the culture of 
Pakistan. In addition to this, we promoted the 
consumer banking and educated the audience on 
how banking with Soneri Bank can benefit them. 
With this we routed the audience to our website  
kept the platform engaged and useful to the user. 
Engagement Rates was enhanced from 10%, a 
benchmark for the banking industry. Our 
executions during this time period introduced some 

MAKING WAVES 
ON SOCIAL MEDIA

of the latest trending social media/digital mediums 
such as digital-only videos, Facebook live video 
sessions and video montage to engage audience. 

Such initiatives have proved to derive more 
audience attention towards our content and have 
significantly increased the level of overall 
engagement. This has also strengthened Soneri 
Bank’s social platforms within the industry.

Facebook Engagement
The content shared on the Facebook page aimed 
at garnering engagement while keeping our social 
media audience up to date with all product 
promotions, engagement activities and campaigns 
as well as social updates from Soneri’s 
sponsorship activities. The Facebook page also 
served as a platform for current and potential 
customers for inquires and conflict resolution, 
enabling an effective two-way communication with 
the fans. With our content we were able to redirect 
the audience to our website in order to enlighten 
them with detailed information about our offerings. 
A total of 236,861 unique users engaged with our 
content during the period of 4 months. All this 
engagement contributed to creating multiple 
stories around the social space.

DIGITAL
MATTERS
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In January, a dedicated campaign was 
executed on the social media platforms to 
promote Soneri Visa Debit Card. With the 
provision of amazing facilities of Soneri Visa 
Debit Card, the communication was 
established to engage the audience, enlighten 

SONERI VISA 
DEBIT CARD

them about the product and intrigue them to 
choose the card to uplift their living standards 
and let their dreams come true. The content 
performed extremely well, with the top post 
reaching over 43,500 people, while garnering 
7,300+ likes, 56 shares and 20+ comments.
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Embracing on the unique features of Soneri 
Ikhtiar Account a campaign was carried 
forward on the social media platforms 
simultaneous to the TVC and other digital 
media executions. The core objective of the 
campaign was to promote the product and 
gather maximum number of eyeballs to 
increase the number of website visits and 
gauge possible conversions.

The campaign message was delivered 
effectively to the target audience through 
extended media executions. 

SONERI
IKHTIAR ACCOUNT

Large number of audience was routed to the 
website where they could learn more about 
the features and facilities of the product. 
Moreover the audience had the option to 
apply online through the “contact us” option that 
serves direct convenience to the audience.  
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STRENGTH IN NUMBERS 
Soneri Bank Announces 
2016 Year End Results

Soneri Bank announces 
First Quarter 2017 Results

Karachi: 20th February 2017: The Board of 
Directors of Soneri Bank Limited met in 
Lahore under the Chairmanship of Mr. 
Alauddin Feerasta, on 15th February 2017 to 
review the performance of the Bank and 
approved the financial statements for the 
year ended 31st December 2016. Chairman 
while addressing the meeting highlighted that 
2016 was the year where bank completed its 
25-years of operation and is standing tall and 
on course to meet its strategic objectives. 
For 2016, Bank has posted profit before tax 
of Rs. 3,077.34 million and profit after tax of 
Rs. 1,878.84 million for the year ended 31st 
December 2016. This translates into earnings 
per share of Rs. 1.7042 (31st December 
2015: Rs. 2.0071). The reduction in earnings 
is mainly a factor of industry predicament 
due to lower interest rates versus 2015. This 
pressure was offset by lower provision due to 
higher recovery of non-performing loans. The 
Board of Directors has also announced cash 
dividend for the year ended 31st December 
2016 @ 12.5% i.e. Rs. 1.25 per share.

The Bank has shown re-enforcement in all 
core areas of the Bank’s operations. 
Deposits grew by 13.83% over 2015 and net 
advances recorded a growth of 11.88% over 
2015. Bank’s net assets (including surplus) 
amounted to Rs. 18.29 billion as at   
31st December 2016.

Bank adequately meets the SBP Basel III 
requirements and is well positioned to meet 
its growth plans. The Bank continues to 
follow a prudent policy for making provisions 
for the infected loan portfolio in line with 
regulatory requirements and is confident that 
actions taken in 2016 would further help in 
controlling future infections and securing 
upcoming recoveries.

Soneri Bank has a unique market position in 
trade-finance and transactions banking 
services and boasts a loyal and satisfied 
client-base in all its 288 branches all over the 
country. The Bank is committed to meet the 
increasing expectations of its customers and 
continue to provide them par-excellence 
services, for which the bank has been 
investing prudently in information technology, 
human resources, marketing and 
infrastructure.

Karachi: 17th April 2017: The Board of 
Directors of Soneri Bank Limited in its 155th 
meeting held on 17th April 2017, approved 
the Bank’s first quarterly un-audited financial 
statements. Bank posted a profit before tax 
of Rs. 916.33 million and profit after tax of 
Rs. 595.62 million for the first quarter ended 
31st March 2017. These amounts are higher 
than the corresponding period last year by 
11.43 percent and 10.46 percent 
respectively. These are attributable to higher 
revenue along with managed expenses.

During the period deposits grew by 3.03 
percent closing at Rs. 216.28 billion 
(December 2016: Rs. 209.93 billion). Net 
advances grew by 5.82% to Rs.132.60 billion 
(December 2016: Rs. 125.31 billion).The 
Bank’s net assets (including surplus) 
amounts to Rs. 17.21 billion as at   
31st March 2017.

The Bank continues to follow a prudent 
policy of making provisions against infected 
loan portfolio in line with regulatory 
requirements.

Soneri Bank has a unique market position in 
trade-finance and transactions banking 
services and boasts a loyal and satisfied 
client-base in all its 282 branches all over the 
country. The Bank is committed to meet the 
increasing expectations of its customers and 
continue to provide them par-excellence 
services, for which the bank has been 
investing prudently in information technology, 
human resources, marketing and 
infrastructure.
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BECOMING THE INTERNATIONAL 
ATM ACQUIRER OF JCB CARD
Karachi: 8th March 2017: Soneri Bank, one 
of the fastest growing banks in Pakistan, 
operates with over 285 branches nationwide 
with the mission to provide innovative and 
efficient financial solutions to its customers. 
The bank has recently started accepting 
international JCB cards on its ATMs across 
Pakistan with JCB; a major global payment 
brand and a leading payment card issuer and 
acquirer in Japan. Its acceptance network 
includes about 32 million merchants and 
over a million cash advance locations. JCB 
cards are now issued in 23 countries and 
territories, with more than 100 million card 
members.

On this occasion Mr. Amin A. Feerasta – 
COO Soneri Bank, stated, “Partnering with 
JCB as an ATM acquirer, Soneri Bank 
endorsed its commitment once again to 

Soneri Bank partners with JCB

provide the best means of banking at the 
technology forefront to the local as well as 
international cardholders. We see this 
strategic alliance as a doorway to more 
avenues in future.”

Mr. Yuichiro Kadowaki, Head of Sales and 
Marketing, CIS, MEA & South America of 
JCB International stated, “The acceptance of 
JCB Cards on Soneri Bank ATMs will be a 
great opportunity for servicing JCB card 
members coming to Pakistan. In JCB’s 
global expansion strategy, we view Pakistan 
to be a market with much potential because 
of its growing economy and the growth of 
the card payment market.”

The ceremony was attended by the senior 
management officials from both sides.

Front Row (Left to Right): Mr. Abdul Aleem Qureshi, Head of CRBG Soneri Bank,
Mr. Amin A. Feerasta, Chief Operating Officer Soneri Bank, Mr. Yuichiro Kadowaki, Head of Sales and Marketing, CIS, MEA & South America JCB, 

Ms. Mutsumi Kaneko, CIS, MEA & South America.

Back Row (Left to Right): Mr. Faisal Qamar, Head of ADC Soneri Bank, Mr. Syed Faizan Rizvi, Country Representative JCB Pakistan, 
Mr. Obaid Bawany, General Manager, Head of MEASA Region, JCB.
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A PROMISE OF 
CONTINUOUS SUCCESS
Shareholders of Soneri Bank Limited 
approved 2016 annual accounts

Karachi: 29th March 2017: The annual 
financial statements of Soneri Bank Limited 
for the year ended 31st December 2016 were 
approved by the shareholders of the Bank in 
its 25th AGM held on Tuesday, 28th March 
2017. The meeting was chaired by Mr. 
Alauddin Feerasta, Chairman of the Bank.

Bank declared Rs. 1.88 billion after tax profit 
for the year ended 31st December 2016. The 
Shareholders also approved a cash dividend 
of Rs. 1.25 per share, which was 
recommended by the Board of Directors in 
their meeting held on 15th February 2017.

Chairman while addressing the meeting 
highlighted that 2016 was the year where 
bank completed its 25-years of operation 
and is standing tall and on course to meet its 
strategic objectives.

The Chairman further briefed the 
shareholders that the Bank has shown 
growth & reinforcement in all core areas of 
the Bank’s operations. Deposits grew by 
13.83% over 2015 and net advances 
recorded a growth of 11.88% over 2015. 
Bank’s net assets (including surplus) 
amounted to Rs. 18.29 billion as of 
31st December 2016.

Presenting the results he said that key 
reasons for successful performance in 2016 
were the increased focus on core area of 
activity, advances, deposits and trade which 
allowed the Bank to overcome challenges 
due to thinning margins / spreads in 
the industry.

Left to Right: Mr. Muhammad Altaf Butt- Company Secretary, Ms. Anjum Hai-Chief Financial Officer, Mr. Amar Zafar Khan-Director, Mr. Alauddin Feerasta-Chairman, 
Mr. Mohammad Aftab Manzoor-President & CEO, Mr. Nooruddin Feerasta-Director, Mr. Noman Abbas Seikh-Engagement Partner, A.F Ferguson & Co.
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EXPANDING REMITTANCE 
SERVICES IN PAKISTAN
Soneri Bank Partners with Small World 
Financial Services

Karachi: 10th March 2017: Soneri Bank Limited 
has partnered with Small World Financial 
Services, a global leader in international 
transfer and payment services, under the 
umbrella of Soneri Mehnat Wasool Remittance, 
to provide money transfer services.

This new collaboration allows Pakistani 
expatriates from all over the world to send 
money to their families and friends through 
more than 190 countries worldwide, offering 
an integrated, omni-channel experience with 
a global payout network of over 250,000 
locations, the third largest in the world. 
Customers can also pick-up cash in less 
than 10 minutes through Soneri Mehnat 
Wasool Remittance without the need for a 
bank account. The amount remitted from 
abroad is paid in Pakistani Rupee (PKR) and 
can be collected at more than 285 Soneri 
Bank branches in 130 cities across Pakistan.

Soneri Bank’s SEVP and Group Head, 
Shahid Abdullah, said, “We believe that 
partnering with Small World Financial 
Services will play a pivotal role in boosting 
remittance inflows to Pakistan globally. It will 
also help to build up foreign reserves. We 
believe this collaboration has benefits for 
both institutions and is aligned with Soneri 
Bank’s vision, ‘to better serve customers, to 
help them and the society grow’ and our 
mission ‘to provide innovative and efficient 
financial solutions to our customers’.”

Mr. Nick Day, CEO SWFS, said, “Pakistani 
workers sent remittances abroad over $19.9 
billion in 2015-16 to support their families 
and friends, and to invest back into their 
home country. This partnership between 
Small World FS and Soneri Bank will help the 
community get their funds to their countries 
faster and at much lower cost than with 
existing services.
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The sun will continue 
to rise and set, 

but the journey forward 
must be guided 

by the light within us.
Roshan Har Qadam


