11.

(2" Group, 28™ Session)

NATIONAL ASSEMBLY SECRETARIAT

"QUESTIONS FOR ORAL ANSWERS AND THEIR REPLIES"

to be asked at a sitting of the National Assembly to be held on
Thursday, the 11" June, 2026

* Mr. Awais Haider Jakhar:

(Deferred during 21st Session)

Will the Minister for Information and Broadcasting be pleased to state the detail of
expenditure incurred by the present Government on advertisements on various TV Channels
and the reasons for such advertisements?

Minister for Information and Broadcasting (Mr. Attaullah Tarar): 1. All public sector
advertisements are released in accordance with the Federal Government Advertisement Policy 2021
(as amended in 2022), approved by the Federal Cabinet, and the Guidelines and Procedures 2024
issued there under (Annex-1Y). The policy is all-encompassing, covering all media, and is designed
to ensure transparent, judicious, and merit-based utilization of public resources for government
communication and media campaigns.

Government advertising is released to serve a defined public interest purpose. Advertisements are
released to inform citizens about government policies, programmes, and initiatives; to change
behavior in areas of public health and safety; to ensure operational effectiveness of government by
making citizens aware of available public services; and to project Pakistan's national narrative and
interests. Campaigns and outreach activities are planned and executed on the basis of reach,
audience, and measurable public benefit/dividend, not based on any media outlet's editorial stance,
political affiliation, or loyalty. The policy expressly requires that advertising decisions be driven by
value for public money and effective delivery of the public message.

During the requisite period, advertisements were released across print, electronic, and digital media
for the following sectors of public importance: economic reforms; foreign affairs; governance
reforms; performance and initiatives of Federal Government Ministries/ Divisions/ Departments/
Autonomous and Semiautonomous Bodies/ Entities etc.; socio-economic issues; youth
empowerment; Kashmir; National Action Plan; public safety and awareness; environment and
climate change; tourism; defence and security; digital safety and cyber security; Marka-e-Haq,
Youm-e-Tashakur, and the Pakistan-India Standoff.

. A significant portion of government advertising constitutes a civic and social obligation, in line with

Corporate Social Responsibility, to disseminate information on matters of direct public welfare,
including polio eradication, population planning, pollution control, public safety, and other subjects
of societal importance. These are not promotional campaigns; they are public service
communications that directly contribute to the health, safety, and well-being of citizens.

. Advertisement rates are determined by the Rate Fixation Committee (RFC) as approved by the

Federal Cabinet in 2022, based on verified viewership and circulation data. Allocation of TV spots
and print insertions is made in accordance with audience ratings and newspaper circulation figures,
ensuring that public funds are directed towards outlets with the greatest reach and impact. These
matters are regularly deliberated in consultation with the Pakistan Broadcasters Association (PBA)
and the All-Pakistan Newspapers Society (APNS), respectively, to ensure fairness and transparency.
Furthermore, the pending liabilities for Print, Electronic and Digital Media are cleared on a regular
basis so that salaries of employees and outstanding advertisement dues are cleared by respective
media houses.
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Federal Public Sector Advertisements are released / aired through TV Channels for public
awareness and outreach interventions in key sectors including, economy, Foreign affairs, Kashmir
Affairs, National Action Plan, commemoration of Days of National / International significance,
Public Safety and Youth Affairs / empowerment.

Moreover, the Government released advertisement as part of Corporate Social Responsibility to
disseminate social, environmental and ethical information related to Polio, Population control,
Pollution and other such social subjects as well as to highlight economic reforms and initiatives
undertaken by the Federal Government Ministries / Divisions / Departments / Organizations /
Autonomous and Semi-Autonomous bodies / Corporations / Nationalized Banks etc. during the
requisite period.

As per rating of TV Channels and circulation of Newspapers, the TV spots as well as Print
insertions are allocated accordingly. The Advertisement rates are fixed as per viewership by the
Rate Fixation Committee (RFC) as approved by the Federal Cabinet in 2022. Moreover, these
matters are discussed in detail with PBA and APNS respectively.

The details of the requisite expenditure are as under:-

. Name of sponsoring Amount in
S No# Period Ministries / Deptt etc. PKR.
01.07.2024 to
1. 31.03.2026 M/o I1&B 8,027,405,417/-
5 -do- Other Ministries / 1.258.891,922/-
Departments etc.

Furthermore, the pending liabilities for Print, Electronic and Digital Media are cleared on a regular
basis so that salaries of employees and outstanding advertisement dues are cleared by respective
media houses.

Media industry is currently facing crisis particularly sustaining print media industry. More financial
support is required by media houses to pay salaries to media workers. Therefore, regional media is
being supported across different mediums & platforms through advertisement campaigns with
targeted approach to reach out to people at grassroots level.

| Click here for Annexure |

(Annexures have been placed in the National Assembly Library)

*Mr. Ali Muhammad:

(Deferred during 21% Session)

Will the Minister for Information and Broadcasting be pleased to state:

the amount disbursed to various sections of the media separately for print, electronic and
social media during the last three financial years and the current financial year;

the detailed break-up of the amounts released to each media house, channel, publication,
platform, or influencer, including names and purposes of such disbursement;

whether any audit has been conducted regarding media-related disbursement; if so, the
findings of such audits;

what rational was adopted for the allocation and distribution of media funds;

what corrective or regulatory steps have been taken to ensure transparency, fairness and
accountability in media funding; and

the number of details of appointments made in each subsidiary or department under the
Ministry during the current tenure of the Government, including qualifications, designations
and modes of appointment?

Minister for Information and Broadcasting (Mr. Attaullah Tarar): (a) & (b) As per Rules of

Business 1973 (Annex-l),and the Guidelines and Procedures 2024 approved by Oversight and
Implementation Committee (OIC) of MOIB (Annex-1l), Ministry of 1&B and Press Information
Department has a constitutional and democratic obligation to keep citizens informed about the
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government’s performance, policies, programs, services, initiatives, decisions, and operational activities.
To fulfill this obligation, public sector communication and outreach interventions are disseminated through
Print, Electronic, and Digital mediums, with due consideration of their reach, audience, relevance, and
ability to effectively communicate the State’s message to the targeted segments of the society.

Allocations are not arbitrary; every disbursement is linked to a specific communication purpose,
such as public awareness drive, policy communication, foreign affairs developments, economic and
developments initiatives, crisis communication, and issues of national interest. Classified ads (procurement
notices, tenders, recruitments)are mandated by law for promoting transparency in PSDP and institutional
operational announcements. It is further submitted that for the purposes of such advertisements payments,
funds are directly allocated by Finance Division, Government of Pakistan to each Ministries / Divisions /
Departments / Organizations / Autonomous and Semi-autonomous bodies / Corporations / Nationalized
Banks etc. through Annual Budget grants or grants for the purpose of any specific advertisement campaign
as the case may be.

The amount disbursed by the Federal Government / Ministries / Divisions /Autonomous /Semi-
Autonomous Bodies / Statutory Bodies / Corporations / Authorities etc. during the last three and current
financial year against classified, display and digital content of public is as under:-

S.No.| F/Year Sponsor Mode/Medium |Amount in PKR
1 2022-2023 M/o| & B Print Media 492,761,125/-
Federal Government Ministries /
Divisions / Departments / Autonomous
2. -do- and Semi-Autonomous bodies / -do- 1,123,766,746/
Corporations / Authorities and
statutory bodies etc.

3. 2023-2024 M/o 1&B -do- 196,636,950/-
Federal Government Ministries /
Divisions / Departments / Autonomous
4. -do- and Semi-Autonomous bodies / -do- 939,634,894/
Corporations / Authorities and
statutory bodies etc.

5. 2024-2025 M/o I&B -do- 428,283,084/
Federal Government Ministries /
Divisions / Departments / Autonomous
6. -do- and Semi-Autonomous bodies / -do- 671,204,544/
Corporations / Authorities and
statutory bodies etc.

2025-26
(01-07-
2025 to

31.12.2025)

M/o 1&B -do- 364,609,757/

Federal Government Ministries /
Divisions / Departments / Autonomous
-do- and Semi-Autonomous bodies / -do- 298,573,784/
Corporations / Authorities and

statutory bodies etc.

8. 2022-2023 M/o I&B Electronic Media| 1,474,978,960/-
Federal Government Ministries /
Divisions / Departments / Autonomous
9. -do- and Semi-Autonomous bodies / -do- 373,948,771/-
Corporations / Authorities and
statutory bodies etc.
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10.

2023-2024

M/o 1&B

-do-

1,467,697,250/-

11.

-do-

Federal Government Ministries /
Divisions / Departments / Autonomous
and Semi-Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

459,605,741/-

12.

2024-2025

M/o 1&B

-do-

1,648,827,638/-

13.

-do-

Federal Government Ministries /
Divisions / Departments / Autonomous
and Semi-Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

241,622,583/-

14.

2025-2026

M/ol & B

-do-

1,289,951,000/-

15.

-do-

Federal Government Ministries /
Divisions / Departments / Autonomous
and Semi-Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

235,782,235/-

16.

2022-2023

M/o 1&B

Digital Media

840,021,833/

17.

-do-

Federal Government Ministries /
Divisions / Departments / Autonomous
and Semi-Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

24,743,753/-

18.

2023-2024

M/o 1&B

-do-

451,934,160/-

19.

-do-

Federal Government Ministries /
Divisions / Departments / Autonomous
and Semi-Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

64,854,066/-

20.

2024-2025

M/o 1&B

-do-

1,000,901,033/-

21.

-do-

Federal Government Ministries /
Divisions / Departments / Autonomous
and Semi-Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

264,404,835/-

22.

2025-26
(01- 07-
2025 to
31.12.2025)

M/o 1&B

-do-

324,271,338/

23.

-do-

Federal Government Ministries /
Divisions / Departments / Autonomous
and Semi-Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

146,946,652/-

(c) Total Medium-Wise break up of amount FY 2022-2023 to 31.12.2025

S.No Mode/ Medium Amount in PKR.
1. Print Media 4,515,470,884/-
2. Electronic Media 7,192,414,178/-
3. Digital Media 3,118,077,670/-




The requisite Audit Report for the Financial Year 2022-2023 contains only one audit para titled
“ParaNo.18.5.1 Use of Supplementary Grant within the Press Information Department (PID),
Islamabad - Rs. 1,790.045 million” which has been recommended by Public Accounts Committee to be
discussed again and decided at Departmental Accounts Committee level and referred the Para back to the
DAC for discussion and verification of record. (Annex-1lI).

Final Audit Report for the FY 2023-24 has not been received from Directorate of Federal Audit.
Audit is yet to be conducted for FY 2024-25 by AGP.

(d) 1. The allocation of advertisement funds is governed by prudent fiscal governance,
institutionalized and annual audit scrutiny, Parliamentary oversight, and citizens’ Right to
Information. Advertisements are released through Print, Electronic, and Digital media to
communicate Government policies, programs, and initiatives to targeted audience / citizens to
reap the benefits of interventions. Media rates differ across platforms, with print and electronic
having fixed but often higher costs but important for credibility and mass coverage, while digital
offers cost-effective, targeted, and measurable outreach. Classified print ads have increased due
to expanding PSPP and economic activities such as procurement, tenders, and hiring, and due to
the growing operations of Federal Public Universities and more than 400 Federal Government
Organizations. Allocations are balanced across print media (classified and display) to promote
credibility, electronic for mass out reach, and Digital for efficiency and maximum engagement
ensuring transparent and effective use of public funds aligned with institutional needs and
evolving media consumption.

2. Moreover, the Government released advertisement as part of Corporate Social Responsibility to
disseminate social, environmental and ethical information related to Polio, Population control,
Pollution and other such social subjects as well as to highlight economic reforms and initiatives
undertaken by the Federal Government Ministries / Divisions / Departments / Organizations /
Autonomous and Semi- autonomous bodies / Corporations / Nationalized Banks etc. during the
requisite period.

3. As per rating of TV Channels and circulation of Newspapers, the TV spots as well as Print
insertions are allocated accordingly. The Advertisement rates are fixed as per viewership by the
Rate Fixation Committee (RFC) as approved by the Federal Cabinet in 2022. Moreover, these
matters are discussed in detail with PBA and APNS respectively.

4. Furthermore, the pending liabilities for Print, Electronic and Digital Media are cleared on a
regular basis so that salaries of employees and outstanding advertisement dues are cleared by
respective media houses.

5. Media industry is currently facing crisis particularly sustaining print media industry. More
financial support is required by media houses to pay salaries to media workers. Therefore,
regional media is being supported across different mediums & platforms through advertisement
campaigns with targeted approach to reach out to people at grassroots level.

(e) All Federal Public Sector Advertisements are released through PID (Headquarters) and its Regional
Information Offices (RIOs) in line with the Federal Government Advertisement Policy 2021 (as amended
in 2022) approved by the Federal Cabinet and the Guidelines and Procedures 2024 approved by the
Oversight and Implementation Committee of MOIB. To ensure transparency, fairness, and accountability in
media funding, a three-stage system of pre-campaign planning, monitoring during execution, and post
campaign evaluation has been institutionalized, supported by independent third-party data from IPSOS and
the Institute of Regional Studies(ERS) for evidence-based allocations, with A/B testing applied for data-
driven content packaging and customized dissemination. This framework allows timely course corrections,
ensures cost-effective outreach, and maintains strict adherence to budgetary ceilings, while enabling PID to
function in an agile and responsive manner, adapting to evolving media trends without compromising fiscal
prudence, regulatory oversight and fiscal discipline.
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In addition, the Ministry of Finance allocates funds for Federal Public Sector advertisements
directly to sponsoring Ministries, Divisions, attached departments, authorities, autonomous and semi-
autonomous bodies, and statutory organizations, either through annual budget allocations or special grants.
Payments are then made directly by these sponsoring organizations to the respective publications, TV
channels, and digital media platforms, and are subject to in-house pre-and post- audit as well as annual
audit by the Auditor General of Pakistan.

(f) P.I.D
It is submitted that no regular recruitment has been carried out during the tenure of this
Government. However, thirty-two (32) individuals were appointed purely on temporary basis under
the Counter Violent Extremism (CVE) Project. These appointment were purely on contractual basis
and confer no right of regularization or continuation beyond the project period. The details of thirty-
two (32) individuals appointed under this project are enclosed herewith at Annex-1V.

« PBC:

Only five persons 2x Sales Assistant, Ix LDC, 2x Naib Qasid have been appointed in PBC during

the tenure of incumbent government on Prime Minister’s Assistance Package.

 APPC:

During the current tenure of the Government, no regular appointments have been made in the

Associated Press of Pakistan Corporation (APPC) without due process. However, 15 contractual

appointments were made against sanctioned posts within approved budgetary provisions. Following

are the details:

Total number of Contractual Appointments: 15

e 6XxSub-Editors/Reporters/Anchorpersons of Social Media (Grade-11l)

Qualifications:

1 x M.Phil. in History 1 x BS in Mass Communication

1 x Master in Education, Bachelor in Mass Communication

1 x Masters in English

1 x Bachelor of Science in Media Communication & Studies (Major Journalism)

1 x Master in Political Science.

» 4xSpecial Assistant (Grade-HI)

Qualification:

1 x BBA in Finance

1 x MBA in Finance

1 x BSc in Commerce

1 x MBA in Finance

e 2x Editorial Assistant (Grade-1V)

Qualification:

1 x Bachelor of Arts

1 x Associate Degree in Arts (2x Years)

e Ix Assistant Cameraman (Grade-1V)

Qualification:

1 x BS in International Relations

* Ix Computer Apprentice (Grade-VI) Qualification:

1 x Matric Tech

* Ix Junior Clerk (Grade-VI) Qualification:

1 x A Level and O Level (General Science) Equivalence Certificate from Inter Board Committee of

Chairman, Government of Pakistan.

e To ensure transparency, fairness, and accountability in appointments going forward, APPC has
reinforced strict compliance with prescribed recruitment rules, merit-based selection criteria, and
statutory procedures for all future appointments. Regular appointments, where required, shall be
made only through open advertisement, competitive process, and due approval of the competent
forums in accordance with applicable laws and regulations. Contractual appointments shall remain
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limited to exceptional operational necessities, strictly against sanctioned posts, within approved
budgetary allocations, and under delegated authority. These measures are aimed at promoting good
governance, operational continuity, and equitable employment practices in line with public sector
standards.

PCP:
Only four persons Ix APS, Ix Driver & 2x Naib Qasid have been appointed during the tenure of
incumbent government. All the appointments have been made according to the Press Council of
Pakistan Ordinance, 2002.
CBFC:
Four posts i.e. U.D.C, L.D.C, Dispatch Rider and Naib Qasid were filled during the tenure the
incumbent Government after advertisement in line with the rules.
|Click here for Annexure |
(Annexures have been placed in the National Assembly Library.)

* Dr. Shazia Sobia Aslam Soomro:

(Deferred during 24™ Session)

Will the Minister for Information and Broadcasting be pleased to state:

the total budget allocated to the Ministry during the last three Financial Years, alongwith
year-wise details of expenditure;

the details of Government advertising released through print, electronic, and digital media
during the said period; and

the steps taken by the Ministry to ensure transparency and merit in the distribution of
Government advertisements and to prevent misuse for political or non-official purposes?

Minister for Information and Broadcasting (Mr. Attaullah Tarar): (a), (b) & (c) 1. All public
sector advertisements are released in accordance with the Federal Government Advertisement
Policy 2021 (as amended in 2022), approved by the Federal Cabinet, and the Guidelines and
Procedures 2024 issued thereunder (Annex-A). The policy is all-encompassing, covering all media,
and is designed to ensure transparent, judicious, and merit- based utilization of public resources for
government communication and media campaigns.

Government advertising is released to serve a defined public interest purpose. Advertisements are
released to inform citizens about government policies, programmes, and initiatives; to change
behavior in areas of public health and safety; to ensure operational effectiveness of government by
making citizens aware of available public services; and to project Pakistan's national narrative and
interests. Campaigns and outreach activities are planned and executed on the basis of reach,
audience, and measurable public benefit/dividend, not based on any media outlet's editorial stance,
political affiliation, or loyalty. The policy expressly requires that advertising decisions be driven by
value for public money and effective delivery of the public message.

During the requisite period, advertisements were released across print electronic, and digital media
for the following sectors of public importance: economic reforms; foreign affairs; governance
reforms; performance and initiatives of Federal Government Ministries/ Divisions/ Departments/
Autonomous and Semi-autonomous Bodies/ Entities etc.; socio-economic issues; Yyouth
empowerment; Kashmir; National Action Plan; public safety and awareness; environment and
climate change; tourism; defence and security; digital safety and cyber security; Marka-e-Haq,
Youm-e-Tashakur, and the Pakistan-India Standoff.

A significant portion of government advertising constitutes a civic and social obligation, in line with
Corporate Social Responsibility, to disseminate information on matters of direct public welfare,
including polio eradication, population control , pollution, public safety, and other subjects of social
importance. These are not promotional campaigns; these are public service communications that
directly contribute to the health, safety, and well-being of citizens.
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5. Advertisement rates are determined by the Rate Fixation Committee (RFC) as approved by the

Federal Cabinet in 2022, based on verified viewership and circulation data. Allocation of TV spots
and print insertions is made in accordance with audience ratings and newspaper circulation figures,
ensuring that public funds are directed towards outlets with the greatest reach and impact. These
matters are regularly deliberated in consultation with the Pakistan Broadcasters Association (PBA)
and the All-Pakistan Newspapers Society (APNS), respectively, to ensure fairness and transparency.
Furthermore, the pending liabilities for Print, Electronic and Digital Media are cleared on a regular
basis so that salaries of employees and outstanding advertisement dues are cleared by respective
media houses.

Media industry is currently facing crisis particularly sustaining print media industry. More financial
support is required by media houses to pay salaries to media workers. Therefore, regional media is
being supported across different mediums & platforms through advertisement campaigns with
targeted approach to reach out to people at grassroots level.

The requisite details of total budget allocated to PID H/Qs, Islamabad during the last three Financial
Years along- with the details of expenditure are as under: -

STATEMENT SHOWING DETAILS OF TOTAL BUDGET ALONGWITH EXPENDITURE

FOR LAST THREE YEARS FOR PID)

Re Re

S. All | i
F.Y ocated Supplementary appropriate| appropriate Final Budget Expenditure
No Budget Grant grant
: () *)
1. 22-23 728,455,000/- | 2,950,000,000/-| 128,107,619/-| 146,373,422/-| 3,696,720,803/- | 3,790,113,170/-
2. 23-24 | 1,077,000,000/-| 1,691,060,000/-| 102,410,679/-| 184,393,704/-| 2,850,044,525/- | 2,921,813,091/-
3. 24-25 | 1,077,000,000/-| 3,920,822,000/-| 94,081,459/- | 319,669,732/-| 5,223,410,273/- | 5,247,216,268/-

The requisite details are tabulated as under:-

S. No. F/Year Sponsor Mode/Medium Amount in PKR

1. 2022-2023 M/ol & B Print Media 840,380,340/-

Federal Government Ministries /
Divisions / Departments /
2. -do- Autonomous and Semi- Autonomous -do- 1,846,668,145/-
bodies / Corporations / Authorities
and statutory bodies etc.

3. 2023-2024 M/o1 & B -do- 289,961,738/-

4, -do- Federal Government Ministries / -do- 1,813,004,376/-
Divisions / Departments /
Autonomous and Semi-Autonomous
bodies / Corporations/ Authorities
and statutory bodies etc.

5. 2024-2025 M/o 1&B -do- 1,310,053,107/-

6. -do- Federal Government Ministries / -do- 2,099,397,673/-
Divisions / Departments /
Autonomous and Semi-Autonomous
bodies / Corporations / Authorities
and statutory bodies etc.

7. 2022-2023 Mol & B Electronic Media 2,012,906,533/-
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8. -do- Federal Government Ministries / -do- 512,043,308/-
Divisions / Departments /
Autonomous and Semi-Autonomous
bodies / Corporations / Authorities
and statutory bodies etc.

9. 2023-2024 M/o 1&B -do- 2,422,922 514/-
10. -do- Federal Government Ministries / -do- 525,845,585/-
Divisions / Departments /
Autonomous and Semi-Autonomous
bodies / Corporations / Authorities
and statutory bodies etc.

11. 2024-2025 M/ol & B -do- 5,250,443,241/-
12. -do- Federal Government Ministries / -do- 870,670,026/-
Divisions / Departments /
Autonomous and Semi-Autonomous
bodies / Corporations / Authorities
and statutory bodies etc.

13. 2022-2023 M/ol & B Digital Media 840,021,833/-
14, -do- Federal Government Ministries / -do- 24,743,753/-
Divisions / Departments /
Autonomous and Semi-Autonomous
bodies / Corporations / Authorities
and statutory bodies etc.

15. 2023-2024 M/ol & B -do- 451,934,160/-
16. -do- Federal Government Ministries / -do- 64,854,066/-
Divisions / Departments /
Autonomous and Semi-Autonomous
bodies / Corporations / Authorities
and statutory bodies etc.

17. 2024-2025 M/ol & B -do- 1,000,901,033/-
18. -do- Federal Government Ministries / -do- 264,404,835/-
Divisions / Departments /
Autonomous and Semi-Autonomous
bodies / Corporations / Authorities
and statutory bodies etc.

| Click here for Annexure |
(Annexures have been placed in the National Assembly Library)

*Syeda Shehla Raza:
(Deferred during 24™ Session)
Will the Minister for Information and Broadcasting be pleased to state:
a) the total expenditure incurred on Government advertisements in print, electronic and digital
media during Financial Year 2024-25;
b) the name-wise list of media houses to which payments were made; and
c) the criteria adopted for the distribution of advertisements?

Minister for Information and Broadcasting (Mr. Attaullah Tarar): (a), (b) & (c)

1. All public sector advertisements are released in accordance with the Federal Government
Advertisement Policy 2021 (as amended in 2022), approved by the Federal Cabinet, and the
Guidelines and Procedures 2024 issued there under (Annex-1V). The policy is all-encompassing,
covering all media, and is designed to ensure transparent, judicious, and merit-based utilization of
public resources for government communication and media campaigns.
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Government advertising is released to serve a defined public interest purpose. Advertisements are
released to inform citizens about government policies, programmes, and initiatives; to change
behavior in areas of public health and safety; to ensure operational effectiveness of government by
making citizens aware of available public services; and to project Pakistan's national narrative and
interests. Campaigns and outreach activities are planned and executed on the basis of reach,
audience, and measurable public benefit/dividend, not based on any media outlet's editorial stance,
political affiliation, or loyalty. The policy expressly requires that advertising decisions be driven by
value for public money and effective delivery of the public message.

During the requisite period, advertisements were released across print, electronic, and digital media
for the following sectors of public importance: economic reforms; foreign affairs; governance
reforms; performance and initiatives of Federal Government Ministries/ Divisions/ Departments/
Autonomous and Semi-autonomous Bodies/ Entities etc.; socioeconomic issues; youth
empowerment; Kashmir; National Action Plan; public safety and awareness; environment and
climate change; tourism; defence and security; digital safety and cyber security; Marka-e-Haqg,
Youm-e-Tashakur, and the Pakistan-India Standoff.

. A significant portion of government advertising constitutes a civic and social obligation, in line with
Corporate Social Responsibility, to disseminate information on matters of direct public welfare,
including polio eradication, population planning, pollution control, public safety, and other subjects
of societal importance. These are not promotional campaigns; they are public service
communications that directly contribute to the health, safety, and well-being of citizens.

. Advertisement rates are determined by the Rate Fixation Committee (RFC) as approved by the
Federal Cabinet in 2022, based on verified viewership and circulation data. Allocation of TV spots
and print insertions is made in accordance with audience ratings and newspaper circulation figures,
ensuring that public funds are directed towards outlets with the greatest reach and impact. These
matters are regularly deliberated in consultation with the Pakistan Broadcasters Association (PBA)
and the All-Pakistan Newspapers Society (APNS), respectively, to ensure fairness and transparency.
Furthermore, the pending liabilities for Print, Electronic and Digital Media are cleared on a regular
basis so that salaries of employees and outstanding advertisement dues are cleared by respective
media houses.

Media industry is currently facing crisis particularly sustaining print media industry. More financial
support is required by media houses to pay salaries to media workers. Therefore, regional media is
being supported across different mediums & platforms through advertisement campaigns with
targeted approach to reach out to people at grassroots level.

The total expenditure incurred on Government advertisements in Print, Electronic and Digital
Media during the Financial Year 2024-2025 is as under:

S.No Sponsor Mode / Medium Amount in PKR.
1. M/ol&B Print Media 1,310,053,107/
2. -do- Electronic 5,250,443,241/-
3. -do- Digital / Social Media 1,000,901,033/

Federal Government Ministries /
Divisions / Departments / Autonomous
1. and Semi-Autonomous bodies / Print Media 2,099,397,673/
Corporations / Authorities and statutory
bodies etc.
2. -do- Electronic 870,670,026/-
3 -do- Digital / Social Media 264,404,835/-

Details are attached (Annex-I, 11 & I11).

[ Click here for Annexure |
(Annexures have been placed in the National Assembly Library.)
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115.  * Mr. Sohail Sultan:

(Deferred during 27™ Session)
Will the Minister for Defence be pleased to state:

a) whether flight operation in Saidu Sharif Airport has been stopped over long time;

b) when the Government is going to start flight operations in Saidu Sharif Airport;

c) being a touristic area, many visitors would like to come to Swat in summer by using flight
service;

d) why the Government is not interested in generating revenue for itself through flight
operations; and

e) whether there is developmental work in progress in Saidu Sharif Airport, if yes, the details of
the cost of the aforesaid Airport?

Minister for Defence (Khawaja Muhammad Asif): (a) There have been no scheduled flight
operations at Saidu Sharif Airport since 2021. It is, highlighted that subject to Availability of adequate
infrastructure, commencing or suspending flight operation on a particular route or an airport is an airline's
commercial decision based on various factors including passenger demand, load-factors based on its
aircraft 'fleet, compatibility of its aircraft with available airport infrastructure, geographical location,
operational costs and regulatory compliances. Therefore, it is the airlines prerogative to compete on
desirable routes while remaining within the policy framework as outlined in the National Aviation Policy
(NAP).

(b) As submitted above, flight operations on a particular route is the commercial decision of the airline
based inter alia on passenger demand and load factors. Recently, the matter of restoration of commercial
flights at Saidu Sharif Airport was taken up with domestic airlines for their inputs and comments. Private
airlines have expressed their inability to commence operation at Saidu Sharif Airport for the reasons of
commercial ion viability, incompatibility of available fleet with airport infrastructure and proximity with
Islamabad Airport complemented by good road infrastructure. PIA has informed that flight operation to
Saidu Sharif Airport was suspended due to continuous losses. PIA has also highlighted that Saidu Sharif
Airport is in proximity of Islamabad and Peshawar Airports, approachable in about 3 hours, and market
potential for domestic and international operation at Saidu Sharif Airport does not allow commercial flight
operation. As and when RPTs/airlines decide to operate flights to / from the Saidu Sharif Airport,
Government will also generate revenue in terms of Tax and other receivables.

(c) & (d) PCAA under the guidance of the Federal Government and Ministry of Defence is always
striving to provide a fostering environment for promotion of aviation activities in the country and
improvement nation-wide air connectivity. Currently, there is no bar from PCAA’s end on operations to/
from Saidu Sharif Airport. Any request for operations from said airport would be encouraged and would be
permitted subject to availability of the airport infrastructure.

(e) The Airport has been handed over to PAF by PAA. No development work is ongoing by PAA at
Saidu Airport.

123. * Syed Rafiullah:

(Deferred during 27™ Session)
Will the Minister for Information and Broadcasting be pleased to state:

a) whether any advertisements were released in connection with the Ramadan package, 2026
through electronic and print media;

b) if so, the details thereof, including the names of media outlets, duration of advertisements and
total expenditure incurred on such advertisements;

c) the criteria and policy followed for the allocation and disbursement of advertisement funds
among various media organizations;



d)
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f)
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whether the Government's austerity measures were taken into consideration while releasing
such advertisements;

if not, the reasons thereof;

whether the Government intends to ensure strict adherence to its advertisement policy and
austerity measures in future; and

if so, the steps being taken by the Government in this regard?

Minister for Information and Broadcasting (Mr. Attaullah Tarar): (a), (b) & (c) 1. All public

sector advertisements are released in accordance with the Federal Government Advertisement
Policy 2021 (as amended in 2022), approved by the Federal Cabinet, and the Guidelines and
Procedures 2024 issued thereunder (Annex-A). The policy is all-encompassing, covering all media,
and is designed to ensure transparent, judicious, and merit-based utilisation of public resources for
government communication and media campaigns.

Government advertising is released to serve a defined public interest purpose. Advertisements are
released to inform citizens about government policies, programmes, and initiatives; to change
behaviour in areas of public health and safety; to ensure operational effectiveness of government by
making citizens aware of available public services; and to project Pakistan's national narrative and
interests. Campaigns and outreach activities are planned and executed on the basis of reach,
audience, and measurable public benefit/dividend, not based on any media outlet's editorial stance,
political affiliation, or loyalty. The policy expressly requires that advertising decisions be driven by
value for public money and effective delivery of the public message.

During the requisite period, advertisements were released across print, electronic, and digital media
for the following sectors of public importance: economic reforms; foreign affairs; governance
reforms; performance and initiatives of Federal Government Ministries/ Divisions/ Departments/
Autonomous and Semi-autonomous Bodies/ Entities etc.; socioeconomic issues; youth
empowerment; Kashmir; National Action Plan; public safety and awareness; environment and
climate change; tourism; defence and security; digital safety and cyber security; Marka-e-Haq,
Youm-e-Tashakur, and the Pakistan-India Standoff.

A significant portion of government advertising constitutes a civic and social obligation, in line with
Corporate Social Responsibility, to disseminate information on matters of direct public welfare,
including polio eradication, population planning, pollution control, public safety, and other subjects
of societal importance. These are not promotional campaigns; they are public service
communications that directly contribute to the health, safety, and well-being of citizens.
Advertisement rates are determined by the Rate Fixation Committee (RFC) as approved by the
Federal Cabinet in 2022, based on verified viewership and circulation data. Allocation of TV spots
and print insertions is made in accordance with audience ratings and newspaper circulation figures,
ensuring that public funds are directed towards outlets with the greatest reach and impact. These
matters are regularly deliberated in consultation with the Pakistan Broadcasters Association (PBA)
and the All-Pakistan Newspapers Society (APNS), respectively, to ensure fairness and transparency.
Furthermore, the pending liabilities for Print, Electronic and Digital Media are cleared on a regular
basis so that salaries of employees and outstanding advertisement dues are cleared by respective
media houses.

Media industry is currently facing crisis particularly sustaining print media industry. More financial
support is required by media houses to pay salaries to media workers. Therefore, regional media is
being supported across different mediums & platforms through advertisement campaigns with
targeted approach to reach out to people at grassroots level.

In compliance with the directions of the Hon’ble Prime Minister vide Minutes of the meeting
No.I2(1)/DS(EA-11)/2026-P-002, dated 06.02.2026, PID executed full-spectrum media awareness
interventions regarding Prime Minister’s Ramzan Relief Package 2026 (Annex-A). The campaign
was strategically executed using a region-based targeting approach to ensure effective outreach in



9.

-:13:-

the selected priority areas. This targeted strategy enhanced message penetration and improved
overall campaign efficiency.
The details are as under:-

Sr. No. Medium Amount in PKR
1. Print Media 113,885,380/-
2 Electronic Media 322,315,570/-

Details are attached (Annex-1&I1)

10. The withdrawal percent from Digital wallets was 89% under PMRRP-2026 and it was achieved due

to continuous and sustained awareness, engagement and targeted outreach through effective
advertisements across all media.

(d) The austerity measures were not in place when PMRRP-2026 was rolled out.

(e) Not Applicable

() Not Applicable

(9) Not Applicable

128.

f)
9)

Click here for Annexure
(Annexures have been placed in the National Assembly Library.)

* Syed Rafiullah:

(Deferred during 27™ Session)

Will the Minister for Interior and Narcotics Control be pleased to state:

whether the authorities concerned have taken the notice of the frequent traffic jams on
Islamabad roads, particularly during peak hours and in low-profile or less-monitored areas;
whether real-time monitoring systems are in place to manage traffic congestion and ensure
timely interventions, and if so, the details thereof;

the existence and implementation of standing instructions to traffic officer to clear
bottlenecks;

whether the absence or non-availability of senior management at critical points during traffic
surges contributes to poor administration;

the impact of closure of certain routes or points, resulting in additional burden on limited
entry/exit points;

the corrective, time-bound measures being taken to improve traffic flow; and

whether any international traffic management standards or best practices are being adopted
to optimize road usage and ensure smooth and safe movement of vehicles?

Minister for Interior and Narcotics Control (Senator Syed Mohsin Raza Naqvi): (a) Islamabad

Traffic Police (ITP) has taken cognizance of traffic flow patterns across the Capital and is proactively
managing traffic through structured deployment, real-time monitoring, and adaptive traffic management
strategies. Special operational arrangements are implemented during peak hours (0700-0900,1230-1430
and 1600-1900 hours) to regulate traffic demand and ensure smooth flow across major corridors.

It is pertinent to mention that no persistent congestion has been observed on Islamabad roads.

However, temporary and situational traffic build-up may occur under specific conditions, including
WIP/security movements (resulting in brief stoppages approximately 15-20 minutes), ongoing urban
infrastructure development projects on key arteries and increased vehicular density due to inter-city inflow
from adjoining areas such as Rawalpindi and surrounding districts. These factors are transient in nature and
do not reflect structural deficiencies in traffic management.


Basit
Click here for Annexure
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To effectively manage all forms of traffic congestion, Islamabad Traffic Police (ITP) has further
strengthened its operational capacity through enhanced deployment and the establishment of a dedicated
"Smart Traffic Response Unit" (STRU), aimed at ensuring uninterrupted traffic flow. This unit comprises
five (20) vehicles and four (04) motorcycles, supported by real-time monitoring through Safe City
surveillance systems, erabling swift identification and clearance of congestion points.

Fifteen (15) Eclectic vehicles have been incorporated into the ITP fleet and strategically deployed at
major intersections and critical crossings across the Capital. These vehicles facilitate rapid response to
traffic incidents, congestion build-up and emergencies, thereby significantly improving on-ground nobility
management and operational efficiency.

Furthermore, the Traffic movement is digitally monitored through safe city cameras, and necessary
directions are passed to the field units in case of any congestion observed through surveillance eco-system
Special Drone Teams are also deputed during rush hours on the major avenues including. Islamabad
Expressway and Srinagar Highway for real time monitoring.

Such situation are effectively managed through adaptive deployment of traffic personnel, real-time
diversion planning and immediate response mechanisms, ensuring quick restoration of normal flow. This
approach is consistent with international best practices in urban traffic management, where temporary
disputes arising from security requirements, infrastructure works, and peak demand fluctuations are
addressed through, dynamic traffic control, corridor management and demand- responsive deployment
systems.

(b) A comprehensive real-time monitoring system is operational comprising Safe City surveillance
cameras, live digital traffic flow monitoring tools (such as Goggle Map) and centralized control room
coordination. Traffic conditions are continuously observed through an integrated platform and Special
Drone Teams during rush hours on the major avenues enabling immediate Identification of congestion
points and prompt issuance of instruction to field officers for swift clearance.

This system facilitates rapid incident detection, allowing early identification of accidents,
breakdowns or congestion build-up; supports dynamic traffic clearance through real-time deployment and
diversion management and ensure continuous monitoring of congestion hotspots, enabling.j3rgactive
intervention rather than reactive response. The integrated use of surveillance cameras and digital traffic
analytics enhances situational awareness and operational efficiency across the Capital.

Furthermore, the system is aligned with international best practices in urban traffic management,
comparable to Urban Traffic Control System (UTCS) implemented, globally. It incorporates elements of
Intelligent Transport Systems (ITS), particularly the integration of camera-based monitoring with real-time
digital data analytics, as practiced in advanced European traffic management models. This enables
informed decision-making, optimized resource deployment, and improved traffic flow management in line
with global standards.

(c) Standing instructions are in place for the immediate clearance of traffic bottlenecks and a structured
Traffic Congestion Response Mechanism is operational across the Capital. This includes the establishment
of a dedicated "Rush Hour Management Unit", proactive deployment of additional manpower at identified
congestion zones and continuous physical monitoring by supervisory officers at critical points. These
measures ensure that traffic conditions are managed both proactively and responsively, particularly during
peak hours.

The system is designed to ensure immediate clearance of bottlenecks, preventive positioning of
traffic staff at congestions/locations and continuous supervision to maintain uninterrupted flow during peak
hours. Field officers remain in constant coordination with the control room, enabling swift response and
real-time adjustments in deployment and traffic diversion where required.

This operational framework is aligned with International Incident Management practices, similar to
"Incident Management Systems' (IMS) where dedicated response units are deployed for rapid clearance
of traffic disruptions. The use of structured response teams and targeted deployment strategies ensures
efficient restoration of traffic flow and reflects adherence to globally recognized management standards.
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(d) Senior Management maintains continuous situational awareness of traffic conditions through an
integrated monitoring framework comprising Safe City live feeds, digital traffic flow analytics, direct field
reporting mechanisms and Special Drone Teams. These tools enable real-time visibility of traffic
conditions across the Capital, allowing supervisory officer to remain actively engaged and responsive to
emerging situations. Furthermore the senior officers are present themselves in the field during peak hours
and closely monitor the traffic operations. This continuous oversight ensures strategic decision making,
resources real-time Intervention at critical congestion points and allows reallocation of resources based on
traffic demand and operational requirements. .Supervisory officers are not only monitoring remotely but
also conduct field supervision whore necessary to ensure effective traffic regulation and prompt resolution
of bottlenecks.

The overall approach reflects a command- and-control model, which Is consistent with
Internationally adopted traffic policing and management frameworks.

(e) Development Projects In Rawalpindi including the Kacheri Chowk remodeling did have an Impact
on the traffic flow on major avenues Including Expressway Murree Road and 9th Avenue. However, the
Impact was taken care of by deploying Additional Resources and digital monitoring.

Temporary congestion arises due to security arrangements, particularly the establishment of
checkpoints (NAKAS), which are essential for ensuring public safety and preventing untoward Incidents.
Such measure can momentarily Increase traffic pressure at key entry and exit points. However, these
situations are actively and efficiently managed by Islamabad Traffic Police.

To mitigate any Impact, traffic personnel are proactively deployed at sensitive locations, especially
at major entry/exit points, to regulate traffic flow In real time. The movement of vehicles Is managed
through a combination of manual control on ground and digital coordination via Safe City monitoring
systems, ensuring smooth passage wherever possible. Continuous monitoring and on-ground supervision
enable active traffic management, minimizing delays and preventing prolonged congestion. Islamabad
Traffic Police ensures that security imperatives are met without significantly compromising traffic
mobility.

() A comprehensive and multi-dimensional set of corrective and time bound measures has been
Implemented by Islamabad Traffic Police (ITP) to improve traffic flow, combining traffic engineering,
enforcement and management interventions in line with modern urban traffic control practices.

The integrated Traffic Solution (ITS) will empower signals to intelligently detect congestion levels
in real time and automatically | adjust their operation to optimize traffic flow, reduce delays, and enhance
overall road efficiency.

The E-Challan pilot project has been implemented on the Express Highway, where the system is
capable of detecting 17 categories of traffic violations. Under the Safe City expansion project, 594 cameras
will be installed at 127 locations, which will assist in identifying stolen and cloned vehicles. Furthermore,
this system will be integrated with the Excise Departments of Islamabad, Punjab, and Sindh to ensure
seamless coordination and enforcement.

At the strategic level, it is pertinent to highlight that a significant volume of inter-provincial traffic,
particularly heavy vehicles, passes through major arteries such as IJP Road, Srinagar Highway and
Islamabad Expressway, contributing to congestion due to the absence of an alternative bypass system. In
this context, the construction of the Islamabad Ring Road from Margalla Hills to Rawat Is a critical
requirement to divert through-traffic away from the city. Similarly, the development of service roads along
Islamabad Expressway is essential to accommodate slow-moving traffic and reduce pressure on main
carriageways.

The lack of maintenance of service roads by the CPA is contributing to increased traffic congestion,
which can be significantly reduced if these f roads are properly maintained.
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(g) Islamabad Traffic Police has adopted key elements of international traffic management practices
through a structured and technology-driven approach. This Includes the implementation of "Intelligent
Transport Systems (ITS) components, such as real-time monitoring through Safe City surveillance
cameras and integration of digital traffic analytics tools enabling continuous assessment of traffic
conditions and informed decision-making.

In terms of demand management, ITP employs structured peak-hour deployment strategies and
corridor-based traffic control, ensuring Optimal utilization of available road capacity during high-demand
periods. For incident management, dedicated rapid response units are operational for immediate clearance
of congestion and disruptions, supported by a real-time dispatch system through centralized monitoring.

Furthermore, strong emphasis is placed on enforcement and compliance, including lane discipline
enforcement and systematic traffic regulation through planned and structured deployment of personal
across key locations.

Looking ahead ITP is also considering further alignment with advanced international practices,
including the introduction of adaptive traffic signal system, Al-based congestion prediction models, and
integrated urban mobility platforms aimed at enhancing efficiency, optimizing road usage, and ensuring
safe and smooth movement of traffic in the Capital.

Islamabad, SAEED AHMAD MAITLA
the 10" June, 2026 Acting Secretary



(2" Group, 28™ Session)
NATIONAL ASSEMBLY SECRETARIAT

"UN-STARRED QUESTIONS AND THEIR REPLIES"
For Thursday, the 11" June, 2026
8. Mr. Sher Afzal Khan:
(Deferred during 24™ Session)
Will the Minister for Defence be pleased to state the details of the vacant/un-constructed plots
on the side of the Mall Road of Rawalpindi Cantt, size and names of the owners, maximum
time period for constructions and the action taken on non-construction?

Minister for Defence (Khawaja Muhammad Asif):

Plot | Survey | Size/Area | Name of owner leases Time period Present States
No. No. constructions and
the action taken on
non-construction.
92 | 394 5301.115 | M/s Rawal Center(Pvt) | As per section 183 | At present case for transfer of
Ltd through of Cantt Act 1924 | shares of present directors of
a. Nawaz Ahmed | (Amended 2023). | M/s Rawal center (pvt) Ltd in
Minhas (10%share). | One year time is | the lease hold rights of said
b. Muhammad available for | property in favor of
Sikandar Minhas | €rection/ re- | a. Muhammad Suleman
0 erection of a Khan (0.0000017% share),
C. ﬁgé;ﬁg' Nadir building and as per | b. Mohabbat Khan
section 183-A of (29.9999985 share).

Minhas (70%share) the Act ibid two | c

extensions of the
said period are
allowed.

Zahir Khan (70% share)
on the basis of From-9
and Form-3 issued by
SECp is under process

Vacant Plot regarding Question No. 8 (Annex-B)
It is reported that there is no vacant plot on the both sides of the Mall road from TM Chowk to MH
Chowk under the management of Rawalpindi Cantt Board.
(Annex, has been placed in the National Assembly Library)
[ Click here for Annexure |
20. Mr. Sher Afzal Khan:
(Deferred during 25™ Session)
Will the Minister for Defence be pleased to state the details of the properties constructed on
one kanal and more on lease/rent in Peshawar and Abbottabad by the Cantonment Boards,
alongwith size of the plot, lease/rent amount, date of allotments, name of the allottee and the
detail of any increase made during the last five years?

Minister for Defence (Khawaja Muhammad Asif):

Sr. Name of Date of Area of Svy No/ Location Lease Increase
No allotment allotment Plot Rent made during
last 5 years
1 Zaib-un-Nisa | 16-12-1999 | 1.8 Kanal Svyno. 177/3/1 Part | Rs. 2543/- Nil
& others (9927.89sft) Karim Pura
Abbottabad
2 Nusrat Salah- | 17-10-1998 | 3.69 kanal Svy No. 221/13 main | Rs. 8953/- Nil
ud-din & (920145.50S Bazar Abbottabad
others ft)
3 M/s Pakistan 17-05-1967 | 2.20 Kanal Svy No. 2023 (part) Rs. 2000/- Nil
National Qil (12000sft) The Mall mansehra
Limited Road Abbottabad
4 M/s Saeed 12-06-1979 | 1.45 Kanal Svy No. 203/1 The Rs. 871/- Nil
Akhtar & (7920 sft) Mall (Mansehra Road
others Abbottabad)

(Annex, has been placed in the National Assembly Library) [Click here for Annexurd
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23. Ms. Shahida Rehmani:

(Deferred during 25™ Session)
Will the Minister for Interior and Narcotics Control be pleased to state:

a) the number of Passport Offices established in the new or suburban areas of the Karachi
during the last five years;

b) the number of those offices which have been setup keeping in view of population density
and geographical necessity; and

c) whether any feasibility study has been conducted for the establishment of a Passport Office in
Gulshan-e-Maymar; if not, the reasons thereof?

Minister for Interior and Narcotics Control (Senator Syed Mohsin Raza Naqvi): (a) The
Directorate General Immigration & Passport has established no new Passport Offices in the suburban areas
of Karachi during last five years.

Following Regional Passport Offices and two passport counters in NADRA Mega Centers at
Nazimabad and Siemens Chowrangi, working on 24/7 basis to provide adequate facilities to the passport
seekers during last five years:

i. Regional Passport Office, Awami Markaz, Saddar Karachi (24/7 basis).

ii. Regional Passport Office, Karachi-Il, Saddar Karachi.

iii. Regional Passport Office, Karachi-Il1, Saddar Karachi.

iv. Regional Passport Office, Karachi-IV, Saddar Karachi.

v. Regional Passport Office. Malir, Karachi.

vi. Executive Passport Office, Clifton, Karachi.

(b) In view of population density and geographical necessity, it has been observed that four offices
presently operating in Saddar Karachi are proposed to be devolved to their respective districts. In this
regard, letters has been addressed to the Deputy Commissioners of all districts with the request to identify
and provide suitable premises for the relocation of these offices within their respective Regions/ Districts.

This measure is intended to facilitate the resident of these areas and improve the accessibility of
departmental services to the general public.

Furthermore, the department has already taken a decision to establish two additional offices at
Super Highway and DHA Karachi The process for establishment of these offices is currently underway.

(c) Gulshan-e-Maymar is situated in the sub tehsil of Gulshan-e-lgbal District Karachi East The
population of said area is less than one Million, whereas, the criteria for establishment of new Regional
Passport Office as per Rule 4 (3) of Passport Rules, 2021.

Hence, no such proposal is under consideration for establishment of passport office at Gulshan-e-
Maymar Karachi.

(d) In this regard, it is submitted that the criteria for establishment of new Regional Passport Office as
per Rule 4 (3) of Passport Rules, 2021, states that:

“(3) Subject to sub-rules (1) and (2), passport offices shall be established in all districts

of Pakistan and ail subdivisions having population of one million or above."

However, the jurisdiction policy has been waived off enabling the passport seekers to process their
passport application from any passport offices across Pakistan. Moreover, the Department has also
launched an inland online web portal, for passport renewal facility since July 2023 which is also available
on 24/7 basis all over the country.

In addition to above, the Department is going to launch a Digital Mobile Application which will
further facilitate the general public to apply passport from their home and offices at their convenience.
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34.  Mr. Muhammad Moin Aamer Pirzada:
will the Minister for Interior and Narcotics Control be pleased to state:
a) the speed breakers Cat Eyes have been installed for Private Schools in Blue Area, G-6 and
I&T Center; and
b) whether there are Cat Eyes in front of Sukh Chain and reasons for not constructing in Blue
Area and G 6 I&T Center?

Minister for Interior and Narcotics Control (Senator Syed Mohsin Raza Naqvi): (a) It is
submitted that no speed breakers or cat eyes have been installed in front of private schools located in Blue
Area G-6 and I&T Center.

(b) The speed breakers and cat eyes installed in front of Sukh Chain were verified with the concerned
approving authority, which confirmed that no formal approval had been granted for this installation.
Accordingly, the concerned team has been deputed and the unapproved installations shall be removed.

38. Ms. Naeema Kishwar Khan:
Will the Minister for Defence be pleased to state:

a) whether it is a fact that no playground or park is available in Friends Colony, Officer Colony
Lane No. 1 to 7, Ameer Hamza Colony, Bhatta Chowk Road, Misrial Road Rawalpindi and a
huge adjacent area under Cantonment Board Rawalpindi, despite the availability of land for
the construction of a playground/park, causing difficulties for the residents due to the lack of
playground and public park;

b) whether it is also a fact that drug addictive persons sit in the mentioned areas in evening;

c) if part (a) is in affirmative, so when a playground and a public park will be made;

d) if part (b) is in affirmative, so what action has been taken so far; if not, the reasons thereof;
and

e) the time by which a strict action will be made against drug addicts in the mentioned areas?

Minister for Defence (Khawaja Muhammad Asif): (a) The area pointed out by the honorable
member does not have Park or playground facilities. These localities were originally part of the village
Dhoke Gujjran and are situated on privately owned land which was sold in small portions by local resident
over time. Due to unplanned population growth and the absence of approved town planning. The area
developed into congested residential settlements without reserved public spaces at present. There is no
unutilized CB land available for the development of parks or Playgrounds. RCB is maintaining 8 X Parks
which are available reside available for all Rawalpindi Cantt resident.

(b) This matter not pertain to RCB the Anti-Narcotics Department is responsible for dealing with drug
addicts and drug-related issues.

(c) It has already been explained in the reply to question No.1 that no land is currently available for the
development of a park However, a Playground / Public park can be developed subject to the availability of
suitable land and funds in the future.

(d) Does not pertain to RCB

(e) Does not pertain to RCB

Islamabad, SAEED AHMAD MAITLA
the 10" June, 2026 Acting Secretary
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GOVERNMENT OF PAKISTAN
MINISTRY OF INFORMATION AND BROADCASTING

*hFhhkik

STARRED NATIONAL ASSEMBLY QUESTION NO. 11, 27™ SESSION OF NATIONAL ASSEMBLY

ASKED BY MR. AWAIS HAIDER JAKHAR, MNA

QUESTION BY
MR. AWAIS HAIDER JAKHAR, MNA

REPLY BY
MINISTRY OF INFORMATION AND BROADCASTING

| Will the Minister for Information and
Broadcasting be pleased to state:

“The details of expenditure incurred by the
present Government on advertisements on
various 1TV Channels and the reasons for such
advertisements?”

All public sector advertisements are released in accordance with the Federal
Government Advertisement Policy 2021 (as amended in 2022), approved by the
Federal Cabinet, and the Guidelines and Procedures 2024 issued there under
(Annex-IV). The policy is all-encompassing, covering all media, and is designed to
ensure transparent, judicious, and merit-based utilization of public resources for
government communication and media campaigns.

2. Government advertising is released to serve a defined public interest purpose.
Advertisements are released to inform citizens about government policies,
programmes, and initiatives; to change behavior in areas of public health and safety;
to ensure operational effectiveness of government by making citizens aware of
available public services; and to project Pakistan's national narrative and interests.
Campaigns and outreach activities are planned and executed on the basis of reach,
audience, and measurable public benefit/dividend, not based on any media outlet's
editorial stance, political affiliation, or loyalty. The policy expressly requires that
advertising decisions be driven by value for public money and effective delivery of

the public message.

3. During the requisite period, advertisements were released across print,
electronic, and digital media for the following sectors of public importance:
economic reforms; foreign affairs; governance reforms; performance and initiatives
of Federal Government Ministries/ Divisions/ Departments/ Autonomous and Semi-
autonomous Bodies/ Entities etc.; socio-economic issues; youth empowerment;
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Kashmir; National Action Plan; public safety and awareness; environment and
climate change; tourism; defence and security; digital safety and cyber security;
Marka-e-Haq, Youm-e-Tashakur, and the Pakistan-India Standoff.

4. A significant portion of government advertising constitutes a civic and social
obligation, in line with Corporate Social Responsibility, to disseminate information
on matters of direct public welfare, including polio eradication, population planning,
pollution control, public safety, and other subjects of societal importance. These are
not promotional campaigns; they are public service communications that directly
contribute to the health, safety, and well-being of citizens.

5. Advertisement rates are determined by the Rate Fixation Committee (RFC) as
approved by the Federal Cabinet in 2022, based on verified viewership and
circulation data. Allocation of TV spots and print insertions is made in accordance
with audience ratings and newspaper circulation figures, ensuring that public funds
are directed towards outlets with the greatest reach and impact. These matters are
regularly deliberated in consultation with the Pakistan Broadcasters Association
(PBA) and the All-Pakistan Newspapers Society (APNS), respectively, to ensure
fairness and transparency.

6. Furthermore, the pending liabilities for Print, Electronic and Digital Media are
cleared on a regular basis so that salaries of employees and outstanding
advertisement dues are cleared by respective media houses.

7.  Federal Public Sector Advertisements are released / aired through TV Channels
for public awareness and outreach interventions in key sectors including, economy,
Foreign affairs, Kashmir Affairs, National Action Plan, commemoration of Days of
National / International significance, Public Safety and Youth Affairs /
empowerment.

8. Moreover, the Government released advertisement as part of Corporate Social
Responsibility to disseminate social, environmental and ethical information related
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to Polio, Population control, Pollution and other such social subjects as well as to
highlight economic reforms and initiatives undertaken by the Federal Government
Ministries / Divisions / Departments / Organizations / Autonomous and Semi-
autonomous bodies / Corporations / Nationalized Banks etc. during the requisite
period.

9. As per rating of TV Channels and circulation of Newspapers, the TV spots as
well as Print insertions are allocated accordingly. The Advertisement rates are fixed
as per viewership by the Rate Fixation Committee (RFC) as approved by the
Federal Cabinet in 2022. Moreover, these matters are discussed in detail with PBA
and APNS respectively.

e The details of the requisite expenditure are as under:-

’ Name of sponsoring -
S# Period Ministries / Deptt, etc. Amount in PKR.
01.07.2024 to
1. 31.03.2026 M/o 1&B 8,027,405,417/-
Other Ministries /
2, -do- Departments etc. 1,258,891,922/-

10. Furthermore, the pending liabilities for Print, Electronic and Digital Media
are cleared on a regular basis so that salaries of employees and outstanding
advertisement dues are cleared by respective media houses.

1L Media industry is currently facing crisis particularly sustaining print media
industry. More financial support is required by media houses to pay salaries to media
workers. Therefore, regional media is being supported across different mediums &
platforms through advertisement campaigns with targeted approach to reach out to
people at grassroots level.

p S
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GOVERNMENT OF PAKISTAN ( i hy"¥>

CABINET SECRETARIAT
s CABINET DIVISION
kR
.No.F.17102021/COORD-RA-IV , Islamabad, the 28® November, 2022
From: AMNA FAROOQ,
Section Officer (RA-IV)
To: 1)  The Managing Dircctor,
Public Procurement Regulatory Authority (PPRA),
Islamabad,
2)  The Chairman,
Oil & Gas Regulatory Authority (OGRA),
Islamabad.
3) The Chairman,
Pakistan Telecommunication Authority (PTA),
Islamabad. :
4) The Chairman, .
National Electric Power Regulatory Authority (NEPRA),
Islamabad.
5)  The Chairman,
Naya Pakistan Housing & Development Authority (NAPHDA),
Islamabad,
6) The Executive Director,
Frequency Allocation Board, (FAB),
Islamabad.
7)  The Chairman,
Special Technology Zones Authority (STZA),
Islamabad ;
Subject:-  APPROVAL OF THE ADVERTISEMENT POLICY 2021 AS
AMENDED IN YEAR 2022

Please find enclose herewith a copy of this Division’s U.Q. No.4-1/2020-Misc

(Cocrd) dated 25 November, 2022 along ‘with a self-explanatory copy of Ministry of

Information & Broadcasting O.M. No.15(31)/2018-P-1, dated 16" November, 2022 on the
above subject for information and compliance in letter and spirit.

v
- PR YT
Encl: As above \

Cc.C!

11,

(AMNA FAROOQ)
- cntion guttoriy
Copy alongwith enclosures forwarded to: Palisten Telecommunication puemnly
Chairman AT \
Section Officer (RA-I) DG Coord \ F L A\ J
Section Officer (RA-II)

iii.

Activi 8y ]) I LPQ>____

Section Officer (RA-ILI)

| T — TR
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Most Immediate
By Special Messenger

GOVERNMENT OF PAKISTAN
CABINET SECRETARIAT -
L% o CABINET DIVISION

ok oh ek

Subject: APPROVAL OF THE ADVERTISEMENT POLICY 2021 AS AMENDED
IN YEAR 2022

Please find enclosed herewith a sclf-explanatory O.M. issued by Ministry of

information & Broadcasting bearing No. 15(31)/2018-P-1 dated 16" November 2022 for

"=

ﬂ
=
(Nida Rehman)

Section Officer (Coord)
PH: 051-9202666

information and compliance in letter and spirit.

1. Joint Secretary (Org) - For PCP/S&F/PTDC/NAP/APO/SST

2. Joint Secretary (RA) ' For PTA/FAB/OGRA/NEPRA/PPRA/NAPHDA/STZ A
3. Secretary (NTISB) For Department of Communications Security

4. S O(Admn-lI) For Islamabad Club

5. Section Officer (G-1/ G-1I) For Cabinet Division (mai

Cabinet Division’s U.O. No, 4-1/2020-Misc (Coord), dated 25" November 2022
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_ GOVERNMENT QF FAKISTAN
" MINISTRY OF INFORMATION AND BROADCASTING
ISLAMABAD

whhdh g

Ne. 15(31)/2018-P-1 ot
. “ i

‘siamabad, the 6™ Novenber, 2022

OFFICE MEMORANDUM

Suhject:  APPROVAL OF THE ADVE,

RTISEMENT POLIC'Y 2021 AS AMENDED IN
YEAR 2022

The undersigned is dirested 1o enclose herewitl

vthe "Advertisement Palicy 2021 as wiended
in year 2022", duly approved by the Federal Cabinet, for i

aformation and compliance, please.

Encl: As ahove

7 ‘s
(Zahidullah Khan)
Deputy Director (P-1)
Ph: 9103558
])istrilmtiuu:

a)  All Secretarics of the Ministries/D
Policy to departments, organizati
administrative control). ;

L) Accountant General of Pakistan Revenuc (AGPR), Iskumabad.

¢) Director General/Principal information Officer (P1O), PID. Islamabad,

d) Divector General, Directorate of Electronic Media and Publication (DEMP), Islamabad
e) Director General, Cyber Wing, M/o 1&B, Istfamubad.

ivisions (with the re.uest to circulate the Advertisemen!
ons, autonomous/semi-autonomous bodies, under their

Copv for information to:

Seeretary to the President, President’s Secretariat (Public), Islamabad.

* Sccretary to the Prime Minister, Prime Minister’s Office, Islamabad.
* Sceretary, Cabinet Division, Islamabad.

Director to Minister Office, M/o 1&B, Islamabad.

Director to Sccretary Office, M/o 1& B, Islamubad.
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GOVERNMENT OF PAKISTAN

\l MINISTRY OF INFORMATION & BROADCASTING

ADVERTISEMENT POLICY 2021

(AS AMENDED IN YEAR 2022)
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L. Introduction:

Advertisements, commercials or messages on Print, '1'V/ Radio/Cinema, Digital or other
platforms, form an important tool for dissemination of information and creation of awareness
among the citizens on government policies, programs and initiatives. The government. theretore,

needs to utilize effectively the entire range of media to create inforined opinions on various policics

and progriaims being pursued for the welfare of the citizens.

With the ever evolving and advancing new media, there is a dire need to ensure that
advertising or communications across the required mediums are streamlined so that its message

reaches the maximum number of people and also elicits response. Therefore, communication

strategics should achieve value for public money and efficiency in the delivery of message and

encourage media pluralism.

According 10 Rule of Business, 1973, Schedule — 11 Entry 16, Ministry of Information and
Broadeasting is a tocal Ministry of the Government of Pakistan, inandated with its projection and
dissemination of information, It is incumbent to streamline the release of public scctor

advertisements and formulate an advertisement policy to benefit from emerging media tools for an

eflective and targeted dissemination of public messages.

I'he policy turther intends to enhance transparency and inclusivity besides curtailing the
discretionary powers in disbursement of public sector advertisemients 10 make it more ¢licctive
and far-reaching, ensuring added value for public money.

2. Mandate:

As per Rules of Business, 1973, Schedule = 1 Entry 16 Moll3 is mandated 10,

6. (i) Palicy regarding government advertisement; control of advertisement and placement,

P'romotion and projection of Government policies through digital media®.

___Page-2-0f3



3 Objectives

Ta provide a broader framework for public sector advertisements and communications, and

i '
i

to inform and inculcate awareness among the masses on issues of pubfiic importance and

achievements of the government of the day.

The advertisement policy 2021 (As Amended 2022) aims to establish the requisite
structures. procedures, systems and guidelines to make the policy dynamic and progressive, 1o

cater to the rapidly changing naticnal and global media ecosystem in order to project and promote

the narrative of the state.
4. Scope:

The policy entitles release of Federul Government advertisements to only those
publications, TV channels, radio channels. cinemas, cable operators, outdoor and digital media
platforms which are registered/enlisted with the MolB and adhere to Article 19 of the Constitution

of Islamic Republic of Pakistan, 1973, as well as media code of ethics, in voguc.

The Policy cntails all torms ol publicity i.c. campaigning, advocacy, outreaching,
awareness, couniering misinformation and disinformation, narrative building, public service
messaging, marketing, promotion, projection and event management on issues of public and

nattonal mportance and security, cte., inland and abroad, if so recuired.

.

Guidelines of Advertisement Policy 2021 (As amended in 2022):

a) The Advertisement Policy is all-encompassing; covering all forms of media including
print. electronic. digital, cinema, outdoor. and any other medium Tor transparent. judicious and
merit-based utilization of Government resources for public scctor advertisement and media

Campiigns,

e e NURR S 20T D,




b) Transparency is the hallmark of this policy—I{rom issuance of advertisements 10 various

miedia outlets o the payment of dues. The release of advertisements through a transparent

mechanism would guarantee value for national exchequer:

.
s ,

c) All the relevant stakeholders including various media associations were consulted during

the formulation of this policy;

d) I he Planing Commission shall earmark 0.3% 10 2.3% ol wotal budget outlay ol any 'St

project. depending upon the conditions mentioned in the Schedtule, for running effective publicity

and myss awareness campaigns:

A

c'l) All public sector advertisements shall be released through PIHD:

—

) MolB may conduct 3" parly need assessment before laurching any media campaign, on

need basis:

) P11 shall apply 253% quota. in addition to all advertisement releases emanating from Jederal

agoverniment ministries/ divisions/ attached  departments/. autonomous and  semi-autonomous/
corporations authorities and statutory bodies cte. towards supporting regional, language wnd

=]
evolving media,

h) P1D shall determine and apply 23% quata on the basis of cost (Tor display advertisciients

to publications. 1TV channels, I'M stations) or number of stations (for classified advertisements o

publications).

b

PID shall appoint advertising agencies on the pancl and with consultation ol ministrees
divisions/ attached departuments/ autonomous and semi-autonomous/ corporations/ authorities und

stitutory bodies ele,

1)

In order to seek diverse. innovative, -broad-based and va ue added media solutions by

providing elfective, fair playing lield and promote competitiveness for the federal

———— ___Page-4-ofs
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government/national campaigns, the advertising agencies enlisted with PID shall deem 10 be
B enipancled agencics of Moli3.

K)

All the federal government minisiries/ divisiony/ atiached departments/ autonomous and

seri-aulonomous/ corporations/ authorities and statutory bodies ete. shall be liable to clear all the

outstinding dues/payments against the released and published/aired advertiscment/s within 90

— e e e

days, failing which PID may suspend the release/s of the non-compliant sponsoring public sector

organizations/entitics.

1) AGPR shall not process any advertisement claims without the awthorization/verification by
the PID.
mp

Auditor General of Pukistan shall declore any  payment’s against the adyvertisenients
claims/bills by the autonomous and semi-autonomous/ carporations/ authorities and statutory
hodies ete. as unlawlul and liable to recovery which are not authorized/veritied by PID,

0. Oversight & Implementation Committee (OIC):

The Oversight & fmplementation Committee shall oversee all aspecis of gavernment
advertisement and communication. The OIC shall have the authority to review any publicity

campaign/advertisement which lucks objectivity or is inconsistent with the policics of the

wovernment

Compesition of the Committee shall be as follows:

L. Secretary, 1&B Division

Chairperson
it. Principal Information Officer (I'10) Member
ifi. Director General, 1P Wing Member
iv. Director General, DEMP Member

.#mﬁ.—“ﬂ%ﬂm‘ -




v. Dircctor General, Cyber Wing Member

vi. Rep of Digital Communication Wing Member

vil.  Director --(Advt) PID (Secretary to the Committee)

viil. - Aay co-opted Member with the pennission of the Secretary, inlonnation.
6.1 The OIC shall be authorized to approve the rules/procedures/SOPs not contrary to this policy for

all Federal Government media advertisements, and amend them, as and when required.

7. Grievance Redressal Cemmittee

In order to address the grievances emanating from the decision/s of the OIC, the following

Committee shall be constituted:

i. Minister for 1&B

ii. Additional Secretary Mol
itl. DG EP Wing

iv. DG PBC

\ DDG (HP) 'ID
8. Advertisement Rate Fixation Committee:
The Committee shall devise eriteria to determine and review the advertisement rates [or

clectronie. outdoor, digital, cinema or any other mediz platform and would meet on need basis or

at least biannually, to review the criteria or rates, if required.
The Committee shall comprisc the following members:

i, Federal Minister for Information and Broadcasting (Chair)
ii.  Secretary, Information and Broadcasting

iii.  Principal Information Officer

Page -6 -of 9



iv.  Director General, DEMP
V. Director General, IP Wing
vi.  Director General, Cyber Wing

vil.  Any other co-opted member

9. Digital Media Advertisements

The approved policy guidelines shall be applicable on all ministries/ divisions/ attached

departiments/ autonomous and semi-autonomous/ corporations/ authorities/ and statutory bodies

cte. for release/placement of their digital advertisements through the respective empaneled

advertising agency/ies alter obtaining mandatory approval of PID.

Cyber Wing of MolB shall register, maintain and update the list of news websites. web

portals, social/digital media platforms and inlluencers, and shall also verify the claims according

to the notificd rules/procedures/SOPs,

|

Content Committee

An in=house Content Conenitiee Lot the display, electronic, outdoor, cinematic and digitul

advertisement shall be notified by the MulB for approving/selecting the creative solutions

for the campaigns executed by the MolB3.

SRR B Rt R bEREES
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SCHEDULED
GOVERNMENT OF PAKISTAN

MINISTRY OF PLANNING, DEVELOPMENT & SPECIAL INITIATIVES

Subject: - GUIDELINES FOR ALLOCATING A PERCENTAGE OF TOTAL BUDGET

OQUTLAY IN PSDP ROR RUNNING AN EFFECTIVE MEDIA CAMPAIGN

FOR PSDP PROJECTS

The following guidelines have been prepured by Ministiry of Planning.
Development & Special Initiatives in consultation with Ministry of Information and Broadcasting,
in pursuance of the decision of the Federal Cabinet in its meeting held on 7' July 2021, with regard

1o the Advertisement Policy 2021. The guidelines shall apply to the funding for advertisements for

development projects out of PSDP allocation only.

4

Provision for advertisement and publicity shall be allowed as a part of the cost of

the projeet based on following conditions:
i. A project shall be declared a yualified project for adverlisement & publicity by

the CDWP based upon nature of work, geographical coverage, cost of the

project and other criteria as deemed appropriate by the CDWP,

. The CDWP shall consider every project for declaration as a qualilied projec

for advertisement and publicity when received for approval.

iit.  Once a-project is declared as qualified project lor advertisement a;nd publicity

0.5% 1o 2.3% of the cost of the pruject shall be earmarked for Advertisement

and Publicity in PC-I of the project depending upon the conditions mentioned

above.

Page-8-0f9
- P




iv.  Provision for advertisement shall be made in the 1* year i.c. year of launching
' the pfoject and in the last year i.e. year of completion
v.  Ministry of lnt‘ornimion & Broadcasting may determine the mechunism o
' L utilization of funds for ad;cnisement & publicity.
Vi,

Project authorities will utilize funds for projset needs relating to ndvertiscinent

as per instructions issucd by the Ministry of Information & Broadcasting.

The Executive Committee of the National Economic Council (ECNEC) considered

the subject guidelines submitted by Planning,; Development and Special Initiative Division and

approved the same with the following directions:

b) The funds for advertisement should be utilized/restrigted to the extent of the specific

projeet for which those are approved in the PC-1;

¢) The tunds for advertisement in the PC-1 should not exceed the limit of 2.5% of the cost

of the project, depending upon the size of the project,”

. .. -2
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Lo AOV200 8 -l - Jslamnbad the, 1 Novembier, 2024

OFFICE MEMORANDUNM
1
|

Subjecti  GUINELINES AND PROCEDURES 2024 OF ADVE

RTISEMENT POLICY 2021
AS AMENDED IN 2022

The undersigned s directed 10 enclose herewith the Guidelin's and Procedures 2024.0F

Advertisement Poliey 2021 (os mmended in 2022) as opproved by the Oversight & [mplementation
Commitiee (QI1C) in terms of pars 6.1 of the policy. |
5

For information and compliance, please,

LCnels As obove g/g /4
l--'l}l o’
: (Arshad Khun) //

Deputy Dircctor (1°-1)
Ph: 2103558
Dishributing

A Al Seeretanes of the Ministiies/Divisions (with the request 10 ¢irculate the Guidelines and
Procedures 2024 o Addvertisement Polley2021 (as amenced in 2022) 10 awsched
depariments’/Antonomous and Semi-uutonomous Corporations/ Authonties and stuiuiory
bodies,

b)

Accountant General of Pakistan Revenue (AGI'R), Islamabad.
¢) Director Genernl /Principle Informatiun Officer (P1O), PID, Islamabad.
J)

Director General, Directonie ol Elecironic Medin and Publication (DEMPY, Islamabad.
) Dircetor Generol, CDC, M/o 1&1B Istamubad.

oy Tor information lu:

Director 1o Minister Olice, Miv L&, Istamabad

»

Director to Sceretary OlMiee, Mo L&D, Tstamalbud

CamScanner
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1. ADVERTISING AGENCIES

; 7 8

1.1

1.1.3

g 5

Procedure for Empanelment:

The Press Information Department (PID) shall concur the placement of a panel of minimum
three and maximum of six advertising agencies at the disposal of each Federal Government
Ministry/ Division/ attached department/ Autonomous and Semi-autonomous, Corporation/
Authority and statutory body through a transparent competitive process from only amongst its
enlisted advertising agencies, for a period of two years. However, on request of the concerned
Federal Government Ministry/ Division/ attached department/ Autonomous and
Semi-Autonomous Corporation/ Authority and statutory body etc. PID may allow
increase/decrease in the number of advertising agencies on panel of Ministries/Department in
view of the quantum of work / business.

All Federal Government Ministries/ Divisions/attached departments/ Autonomous and
Semi-Autonomous Corporations/ Authorities and statutory bodies etc. shall only utilize the
services of such empaneled advertising agencies, concurred by PID at their disposal.

All the Federal Government Ministries/ Divisions/attached departments/ Autonomous and
Semi-autonomous Corporations/ Authorities and statutory bodies etc. shall send a written
request addressed to the Principal Information Officer, PID, Islamabad along with a brief of the
nature and scope of the ministry/division/department etc. with name / designation of the focal
person nominated for the empanelment process.

The concerned Federal Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-autonomous Corporations/ Authorities and statutory bodies etc. shall publish an
Expression of Interest (EOI) for the empanelment amongst the enlisted advertising agencies
with PID mentioning their requirements.

The secretarial support for the process of empanelment of advertising agencies shall be the
responsibility of the concerned Federal Government Ministries/ Divisions/attached
departments/ Autonomous and Semi-autonomous Corporations/ Authorities and statutory
bodies etc.

The Federal Government Ministries/ Divisions/attached departments/ Autonomous and
Semi-autonomous Corporations/ Authorities and statutory bodies etc. shall convene a meeting
of the short-listing committee for scrutinizing and shortlisting of the interested advertising
agencies on the basis of submitted profiles. The short-listing committee and criteria to short-list
the advertising agencies is required to be developed in consultation with PID keeping in view
the specialized requirements of the concerned ministry/division/department etc.

Subsequent upon shortlisting of the advertising agencies, a three member Selection
Committee of the following composition shall be constituted and notified by the concerned
Ministry/division/department etc:

Not below BS-19 or equivalent who shall also represent the

Convener concerned Federal Government Ministry/ Division/attached

department/ Autonomous and Semi-autonomous Corporation/
Authority and statutory bodies in the selection committee.

Member One representative of PID (Not below BS-17)

Member

One External Media Expert from amongst the existing pool shall be
nominated by PID.




1.1.8

1.1.10

111

j i i 7

1.1.13

The concerned Federal Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-Autonomous Corporations/ Authorities and statutory bodies etc shall provide
minutes of the Selection Committee’s meeting along with original marking sheets duly signed
by all the three members for obtaining final concurrence of PID.

In order to ensure timely completion of the selection process, the Federal Government
Ministries/  Divisions/attached departments/ Autonomous and Semi-Autonomous
Corporations/ Authorities and statutory bodies etc shall initiate the process of empanelment of
advertising agencies at least 03 months prior to expiry of the term of empaneled advertising
agencies.

Extension to the already empaneled advertising agencies for a period of not exceeding 03
months shall be allowed by the PID on written request by the Head of the concerned ministry/
division/ department etc. with proper justification and surety to complete the regular
empanelment process within the extended time period.

Federal Government Ministry/ Division/ attached department/ Autonomous and
Semi-Autonomous Corporation/ Authority and statutory body shall ensure equitable
distribution of business among the empaneled advertising agencies.

In case of an emergency where no advertising agency is empaneled, Federal Government
Ministries/  Divisions/attached departments/ Autonomous and Semi-autonomous
Corporations/Authorities and statutory bodies shall contact PID with a brief to invite enlisted
agencies for creative submissions. Agencies will share designs within the specified time and
format. A three-member Selection Committee, including a PID representative, will select the
artwork. This process applies only to the specific campaign. Entities must assure PID that they
will promptly appoint advertising agencies to their panel for future needs.

In case of classified advertisement where there is no empaneled advertising agencies, Client
Release Order (CRO) may be sent directly to Press Information Department (PID) without
naming any advertising agency until the empanelment process has been completed at the
earliest while PID may release the same through any advertising agency enlisted with PID
ensuring equitable distribution of government advertising business.

1.2 Enlisting & Delisting

1.2.1

1.2:2

1.2.3

124

The Press Information Department or its Regional Information Offices (RIOs) subject to final
concurrence from PID H/Qrs, Islamabad shall enlist, suspend, blacklist or delist any advertising
agency on its pool.

Written application addressed to the Principal Information Officer/DG PID, Islamabad or
Director Generals/ Heads of PID Regional Offices shall be submitted as per requirements for
enlistment.

Any advertising agency applying for enlistment with PID must have at least 03 years of active
professional experience within Pakistan.

If any foreign Advertising Agency intends to get enlisted with PID, it must either get itself
registered with the relevant authorities or must enter into a joint venture with a local advertising
agency which fulfils the criteria elaborated in these SOPs along with completing all codal
formalities required under law of the land.




Requirements for Enlistment

1.2.5 The applicant advertising agency must register accordingly with the Securities & Exchange
Commission of Pakistan (SECP) for at least 3 years under the Companies Act 2017.

1.2.6 The advertising agency shall fulfill and submit the following for enlistment with PID

vi.

Detailed Profile including scope (Print, Electronic, Digital, Outdoor, Cinematic or
Foreign Media)

* indicates mandatory submissions

a.
b.

C.

d.

e.

List of past clients and testimonials™
Comprehensive reports of past public-sector campaigns, if any;

Minimum 03 References/Recommendations from private/public
sector clients”;

NTN Number®;
SECP Registration certificate®;

Financial Documents including;

a.

Disclosures

C

Balance sheets and duly audited accounts by authorized certified
Accountant for past three years®,

Liquidity Certificate demonstrating capability to run campaigns of
any scale (especially for digital campaigns)*

Non-collusion certificate/affidavit™;

The agency must submit an affidavit on Stamp Paper affirming that
it has never been blacklisted by any Federal or Provincial
Ministry/Division/Department/ Organization etc.*;

Any conflict of interests;

Value Added Services, if any

Infrastructure

a.

Copy of lease agreement/ proof of address of office in Islamabad
and/or provincial capitals®;

Detailed organizational structure including specialized/qualified and
experienced professionals that can cater to any mediums handled
by applicant agency (Electronic, Print, Digital, Outdoor, Cinema,
Foreign)*

For Digital enlistment the agency must submit documents outlined in the checklist
at Annex-I. All other requirements and codal formalities for enlistment of advertising
agencies shall also apply.




y &y

1.2.81

1.2.9

1.2.10

1.2.11

1.2.12

1.2.8

1.2.14

The submission of application to the PID for enlistment by any advertising agency shall not
confer any right for enlistment. The PID shall have the authority to accept or reject any
application for enlistment without assigning any reasons.

The enlisted advertising agency must adhere to the policies, rules, regulations, SOPs,
guidelines and the law in vogue, in letter and spirit. In case of non-adherence or any violation,
PID shall have the authority to suspend, blacklist or delist any enlisted advertising agency at
any point in time.

An advertising agency already enlisted or applying for enlistment must not resort to pressure
and coercive tactics influencing government officers/officials. Any advertising agency found to
engage in such practices shall be liable to punitive action which may include suspension,
blacklisting or delisting.

Any advertising agency found to be engaged in fraudulent practices or exhibiting
unprofessionalism either through its work or the conduct of its employees with Press
Information Department (PID) or upon the complaint received from the federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall render the agency to punitive action
which may include suspension, blacklisting, delisting from the PID pool or removal from the
panel of the complainant Ministry/ Division/ Department etc. EDG/PIO shall approve the
aforementioned punitive action against such agency. The agency penalized in such instance
shall have the right to appeal against the action taken by PID to the Secretary MolB who may
decide such appeal either by himself/herself or any committee constituted by him/her for such
matters.

The advertising agency must ensure that the approved campaigns/ advertisement released by
the sponsoring Federal Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-Autonomous Corporations/ Authorities and statutory bodies etc are executed in
accordance with the specifications/ requirements given in the Client Release Order (CRO). In
case of non-compliance, errors and omissions in the content/ matter/ design of the released
advertisement to the desired medium/s, the onus rests with the advertising agency, and is liable
to punitive action,

The advertising agencies must submit an Integrity Bond affirming that no illegal/ unfair means
are used for securing the campaign(s)/business.

The quality and error-free translation in the target language is the responsibility of the
concerned advertising agency.

No advance payment, irrespective of the budget of the campaign, shall be made by the Federal
Government for the execution of digital or outdoor campaign by ministries/divisions/attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc.







2. RELEASE OF ADVERTISEMENTS

2.1,

242

2.1.3

214

217

PRINT MEDIA

All display/classified advertisements emanating from the public sector organizations shall be
released only to the newspapers/publications borne on Central Media List (CML) by the Press
Information  Department  (PID) upon the request of federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc.

No public sector advertisement shall be released without obtaining a specific PID Tracking
Number. No claims or invoices shall be considered eligible for payment that do not bear PID
Tracking Number.

The PID Tracking Number shall be allocated by the Press Information Department HQ and its
Regional Office(s) depending on the location of the sponsoring department/organization where
the advertisement is emanating from.

Classified Advertisements include public notifications of routine character, consisting of plain
text and logo such as Situation Vacant, Tender Notices and Public Notices etc whereas, the
Display Advertisement includes advertisements to publicize special initiatives and programs
consisting of design elements aimed at maximizing the impact of the message such as
launching/inauguration announcements, public outreach and awareness campaigns, sectoral
achievements and admission notices etc. However, PID shall be the final authority in the
categorization of an advertisement into classified or display.

The regional quota 25 % shall be decided by PID, in addition to all advertisements releases
emanating from federal government ministries/divisions/attached departments/autonomous
and semi-autonomous corporations/authorities and statutory bodies etc. towards supporting
regional media, languages and evolving media.

In case of classified advertisements, PID shall exercise 25% regional quota over and above of
the total number of stations of the newspapers requested by the sponsoring federal
government ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. and in case of display advertisements for
publications, the 25% quota will be made over and above of the total cost of the advertisement
released.

For release of advertisement, the advertisement-sponsoring federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall submit a written request addressed to
the Director (Advertisements), Press Information Department along with final/approved
advertisement, both, duly signed and stamped by an officer not below BS-17 or equivalent. The
said written request by the sponsor shall be referred to as Client Release Order (CRO).
(Annex-II1)




21.8

2.1.9

2.1.10

2111

2.1.12

2113

2.1.14

2.1.15

2.1.16

201

Any instructions other than already specified in CRO limiting PID in performance of its mandate
shall not be considered.

All advertisements to be published in newspapers/publication etc. must preferably reach PID at
least 03 days prior to its desired publication date.

All  federal government ministries/divisions/attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. shall ensure that the
request of advertisement is submitted to PID keeping the substantial availability of time in cases
where there are specific deadlines. In case of unavailability of sufficient time and subsequent
failure of publication of such advertisements, the responsibility shall rest with the sponsoring
federal government ministries/divisions/attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies etc.

In case of display advertisements, when the sponsoring federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. intend to release a campaign or a special
supplement, the sponsor may suggest its publications preferences. However, the final authority
to decide the publications for the display campaigns shall rest with the PID within the allocated
budget ceiling provided by the sponsor.

In case of classified advertisements, the sponsoring federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall indicate budget allocation, language,
region, periodicity of the publication and number of insertions without naming any newspaper
in their client Release Order.

The prime responsibility of the content/matter of the advertisement rests with the Federal
Government Ministries/ Divisions/attached departments/ Autonomous and Semi-Autonomous
Corporations/ Authorities and statutory bodies etc which is issuing the Client Release Order.

It shall be binding on all national and regional publications to ensure that the advertisement
released is printed in the respective language(s) of the publication unless otherwise required by
the sponsoring organization.

PID may decline any request for release of advertisement on the basis of content, matter,
deficiency or design contrary to the guidelines/ instructions issued from time to time.

All foreign print media advertisements of Federal Government ministries/divisions/attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc. shall be released after obtaining NOC from External Publicity Wing, Ministry of
Information & Broadcasting. The sponsoring Ministry/ Division must ensure that the
advertisement is released after obtaining the quotations from all the empanelled agencies and
preference shall be given to value for money. In case, where there is no empaneled agency(s) or
the empanelled agencies regret to release international advertisement due to any reason, the
matter shall be referred to PID.

PID shall hold the competition for selecting advertising agencies to execute foreign print media
advertisement among the enlisted advertising agencies.




2.1.18

2.1.19

2.1.20

2.4.23

2,122

All  Federal Government ministries/divisions/attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies etc shall clear their
advertisement dues within three months (90-days) of publishing/airing. In case of default, PID
may suspend/stop the release of advertisements of the concerned client department until
clearance of outstanding dues.

The advertisement must not be demanded by any publication as a matter of right. Any
newspaper/publication canvassing for advertisement, pressurizing or coercing government
officers officers/officials of PID or the sponsoring ministries/divisions/attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc. shall be liable to punitive action including suspension by Principal Information
Officer (PIO) for three months or removal from Central Media List (CML) etc. by the Ministry.

All publications shall communicate to Director (Advertisements), PID the name, address and
picture of the marketing representative along with the appointment date and expiry date. PID
will not consider any unauthorized individual or an individual representing more than one media
house(s). Any fraudulent activity, misbehavior, or any other complaint against the marketing
representative shall render the publication liable to punitive action (including suspension
/removal from CML).

Classified Advertisement for Federal Government entities having advertising agencies on Panel:
Client Release Order (CRO) shall be addressed to the Director (Advertisement), Press
Information Department (PID), Benevolent Fund Building, Zero Point Islamabad, with a copy to
one of the empaneled advertising agencies. The Agency shall design the classified/display
(print, electronic, digital, cinematic & outdoor) advertisement and provide all necessary support
services. PID shall amend/approve the media plan and upload the same on its official website.
The concerned advertising agency shall strictly follow and execute the approved media plan as
per the client department’s requirements. The sponsoring departments must ensure judicious
distribution of advertisements distribution among appointed/ empaneled advertising agencies.

Classified Advertisement for Federal Government entities having no advertising agencies on
Panel: Client Release Order (CRO) shall be sent directly to Director (Advertisement), Press
Information Department, Benevolent Fund Building, Islamabad, and the advertisement shall be
released through an advertising agency enlisted with PID.

2.2 ELECTRONIC MEDIA

2.2.1

222

All public sector advertisements/campaigns to electronic media (TV/Radio) shall be released
through advertising agencies only to channels borne on Electronic Media List (EML) after
obtaining a specific PID tracking Number (EMN). Any claims or invoices without PID Electronic
Media Number (EMN) shall not be entertained/ processed for payment.

In case of electronic media campaigns, PID shall make 25% additions of the regional/ evolving
TV/ Radio Channels over and above the total cost of the campaign towards reaching out and
enabling the masses through regional media/ languages and evolving media to maximize the
number of beneficiaries of the announcements,
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2.2.3

2.2.4

22.5

2.2.6

227

2.2.8

229

2.2.10

221

For release of electronic advertisement through PID, the Federal Government Ministries/
Divisions/attached departments/ Autonomous and Semi-autonomous
Corporations/Authorities and statutory bodies shall submit a written request addressed to the
Director (Advertisements), Press Information Department alongwith final/approved campaign,
both, duly signed and stamped by an officer not below the grade of BS-17. The said written
request by the sponsor shall be called the Client Release Order (CRO) before the start of the
campaign (Annex lll). The approved TV/Radio commercial/advertisement may be emailed or
provided on USB to PID along with the CRO.

The sponsoring ministries / divisions/ attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. may suggest / its
TV/Radio channels preferences. However, the final authority to finalize the channels / radio
spots and time slot for the electronic media campaigns shall rest with the PID.

All  sponsoring ministries / divisions/ attached departments /autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. shall ensure timely
submission of advertisement’s request to PID. In cases where there are specific deadlines such
as admission notices/ public notices and other important announcements, the advertisement
must reach PID at least two days prior to the schedule of airing. In case of unavailability of
substantial amount of time and failure of airing of such advertisements, the onus of
responsibility shall rest with the sponsoring ministries / divisions/ attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc.

PID shall forward the approved/ final media plan upon release to the Directorate of Electronic
Media and Publications (DEMP), MolB for real-time tracking/ monitoring.

The advertising agency shall submit the claim bill to PID within 15 days after airing of the
campaign.

PID may decline any request for release of advertisement on the basis of content, matter,
deficiency or design contrary to the guidelines/ instructions issued from time to time.

All foreign electronic media advertisements of Federal Government ministries-
/divisions/attached departments/ autonomous and semi-autonomous corporations/authorities
and statutory bodies etc. shall be released after obtaining NOC from External Publicity Wing,
Ministry of Information & Broadcasting. The sponsoring Ministry/ Division must ensure that the
advertisement is released after obtaining the quotations from all the empanelled agencies and
preference shall be given to value for money. In case, where there is no empaneled agency(s) or
the empanelled agencies regret to release international advertisement due to any reason, the
matter shall be referred to PID.

PID shall hold the competition for selecting advertising agencies to execute foreign electronic
media advertisement among the enlisted advertising agencies.

The advertisement must not be demanded by any channel as a matter of right. Any channel
pressurizing or coercing the officers/ officials of PID or the sponsoring ministries/ divisions/
attached departments/autonomous and semi-autonomous corporations/authorities and
statutory bodies etc. shall be liable to punitive action including suspension by Principal
Information Officer (PIO) for three months or removal from Electronic Media List (EML) etc. by
the Ministry.
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2.2.12 All channels shall communicate to Director (Advertisements), PID the name, address and
picture of the marketing representative along with the appointment date and expiry date. PID
will not consider any unauthorized individual or an individual representing more than one media
house(s). Any fraudulent activity, misbehavior, or any other complaint against the marketing
representative shall render the channel liable to punitive action.

2.2.13 The rates for electronic media advertisement shall be applicable as prescribed by the
Advertisement Rate Fixation Committee from time to time.

2.2.14 It shall be binding on all national and regional channel(s) to ensure that the advertisement
released is aired in the respective language(s) of the channel unless otherwise required.

2.2.15 Voiceover/dubbing in the respective languages/mediums shall be the responsibility of the
concerned advertising agency.

2.3 DIGITAL/SOCIAL MEDIA

Digital advertising is a dynamic and rapidly evolving field, necessitating continuous updates to policies
and verification processes. This section outlines the standard operating procedures (SOPs) for digital
advertising, ensuring alignment with technological advancements and market trends. While these SOPs
cover many aspects of digital advertising, it is acknowledged that unforeseen and technical issues, such
as disruptions in internet service or platform-specific challenges, may arise. In such instances,
stakeholders are advised to direct their concerns to the Grievance Redressal Committee of M/o
Information & Broadcasting for appropriate resolution.

2.3.1 Press Information Department will circulate the digital campaign requirements for the Ministry
of Information and Broadcasting to all eligible enlisted agencies while other Federal ministries/
divisions/ attached departments/autonomous and semi-autonomous corporations/authorities
and statutory bodies etc. shall circulate digital campaign requirements to their eligible
empaneled advertising agencies. In case none of the empaneled agencies is capable of
executing the campaign, the same will be circulated among eligible enlisted agencies by PID,
after obtaining NOC from the empaneled agencies of the sponsoring department.

2.3.2 A Content Committee, as notified by Sponsoring ministries/ divisions/ attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc, shall conduct evaluation and selection of digital media strategy including
content/artwork and digital media campaign plans.

2.3.3 Every Digital campaign will be initiated after issuance of unique ID (Campaign Number) by Press
Information Department.

2.3.4 Subsequent to evaluation and selection by Content Committee, the approved and signed digital
media plan shall be shared with PID and Centre for Digital Communication (erstwhile Cyber
Wing) prior to execution of the campaign. The digital media campaign shall comprise of a
robust digital strategy & execution plan which include:
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2.3.5

2.3.6

237

I Name of Social media platforms targeted along with budgetary allocation and key
metrics (booked/committed impressions, views, clicks, number of unique accounts to
be used) along with specific geo-fencing specifications;

ii. Duration of the campaign with component specific time-frame for achievement of

impressions;

iii. Google Campaigns (Display or Search) budget, placement strategy and targeting
strategy;

iv., In case of international publishers/platforms, selection of platforms and geo-targeting
details must be mentioned;

V. Digital Publishers and number of impressions promised;

vi. Details of influencers used for PR, content creation, seeding and trending

(channel/platforms, booked impressions/views, duration of trend) must be mentioned:;
vii. Value Added Services and FOC;

viii. Name of sponsoring ministry / division/ attached department /autonomous and
semi-autonomous corporation/authority and statutory body etc.;

iX. Clear strategy must be provided for any other innovative digital placement.

Sponsoring Federal Government Divisions/ Departments/ Ministries/ Authorities/ Autonomous/
Semi-Autonomous / Corporations etc. will provide Client Release Order (CRO) to the Press
Information Department, specifying the name of the agency, duly signed and stamped (by
agency and sponsoring department) digital media plan & allocated budget to execute
campaign.

PID may form a close social media communication group (preferably Whatsapp) for alignment,
monitoring, execution, and subsequent verification. Stakeholders from CDC, sponsoring
ministries / divisions/ attached departments /autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. must be added for co-ordination. Executing
advertising agency must share periodic pulse reports to allow for real-time monitoring and
verification, as frequently as desired by any stakeholder.

In case of any restriction/limitation by any digital platform or digital publisher during release or
approval of the campaign content, the advertising agency representative must immediately
inform the designated focal person for re-allocation of the budget for smooth execution. Any
reallocation must be approved before execution and usage on an alternate platform. The same
must be communicated to all stakeholders present on the communication group for effective
monitoring and evaluation.

2.3.8 The advertisement must not be demanded by any agency or digital publisher or live-streaming

platform owner(s) or social media handler(s) or influencer(s) as a matter of right. Any digital
platform or agency pressurizing or coercing the officers/ officials of PID or the sponsoring
ministries/  divisions/ attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall be liable to punitive action including
suspension by Principal Information Officer (P10) for three months or removal from Digital Media
List (DML) etc. by the Ministry.
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2.3.9

2.3.10

2.3.11

2.3.12

2.3.13

The rates for digital media advertisement shall be based upon real-time platform-specific
market rates by social media platforms corresponding to local currency and as determined by
the Advertisement Rate Fixation Committee of M/o Information & Broadcasting.

The bills/ invoices for digital advertisements shall be processed by PID after technical
verification (i.e. committed impressions as mentioned in signed and approved media plan) by
the Centre for Digital Communication (erstwhile Cyber Wing).

Submission of campaign execution report shall have a covering checklist which is duly verified
and stamped by executing advertising agency, PID, and CDC (Attached at Annex-1ll).

All payments will be made in Pak Rupees as committed in digital media strategy and all financial
responsibility will be borne by the advertising agency in case of fluctuation in foreign currencies.

As per Advertisement Policy 2021 (as amended 2022), CDC (erstwhile Cyber Wing) is tasked
with registering, maintaining, and updating the list of news websites, web portals, social/digital
media platforms, influencers. PID may give preference to CDC's registered digital publishers/
portals/ social/digital media platforms, and influencers for disbursement of advertisement, if
need arises.

Digital Publishers

2.3.14

Local Digital Publishers must meet the following eligibility criteria to be ensured by the
advertising agency:

Publisher must be accessible in Pakistan without necessitating usage of VPN or private
networks
ii. Minimum monthly traffic of 200,000 originating from within Pakistan

. The website/portal/publisher must be integrated with Google Analytics for assessment
of traffic/pageviews/users

iv, Active on at least three social media platforms

2.3.15 Local Digital Publishers shall be categorized on the following scale subject to approval by
Advertisement Rate Fixation Committee:

Tier Monthly Traffic Rate

A 5M+ TBD by Advertisement Rate Fixation Committee
B 1,250,000-5,000,000 TBD by Advertisement Rate Fixation Committee
C 750,000-1,250,000 TBD by Advertisement Rate Fixation Committee
D 500,000-750,000 TBD by Advertisement Rate Fixation Committee
E 200,000-500,000 TBD by Advertisement Rate Fixation Committee
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2.3.16

2.3.17

2.3.18

2.3.19

2.3.20

2.3.21

Any Local Digital Publisher found to have manipulated Google Analytics ranking, web traffic
statistics, serving reports and/or used unfair means to inflate numbers like usage of bots etc.
shall be blacklisted.

Digital Publishers may include other prominent websites, ecommerce platforms, forums, blogs,
entertainment platforms etc.

In the case of digital publishers, Google-aligned third-party verification services may be utilized
to verify achieved number of impressions against promised number of impressions by the
advertising agency.

The distribution of advertisement shall be further based on audience and regional
specification/reach of the News Websites, publishers, and/or portals.

Advertising agency may use local/international advertisement network for video and banner
advertisement distribution.

Scanned/PDF (only e-paper) versions of newspapers and e-paper websites are not considered
digital publishers.

Influencers

2.3.22

Influencers shall be categorized on the following scale subject to approval by Advertisement
Rate Fixation Committee:

Tier Follower Rate

Mega 1.0M and above TBD by Advertisement Rate Fixation Committee

Macro 500K to 999K TBD by Advertisement Rate Fixation Committee

General 100K to 499K TBD by Advertisement Rate Fixation Committee

Micro Above 50K TBD by Advertisement Rate Fixation Committee
2.3.23 Any Influencer found to have manipulated ranking, web traffic statistics, and/or used unfair

means to inflate numbers like usage of bots etc. shall be blacklisted.

2.4 OUTDOOR

2.4.1

2.4.2

24.3

All the advertising agencies enlisted with Press Information Department (PID) will be eligible for
executing outdoor campaigns for the Federal Government.

All  sponsoring ministries / divisions/ attached departments /autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. shall circulate their
outdoor campaign requirements to all empaneled advertising agencies.

Every Outdoor campaign will be initiated after issuance of unique ID (Campaign Number) by
Press Information Department. All the Federal Government Divisions/ Departments/ Ministries/
Authorities/ Autonomous/ Semi-Autonomous / Corporations etc require this unique ID to list
their campaign for adequate verification from PID.
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2.4.5

2.4.6

In case of when no advertising agency is empaneled, all Federal Government Ministries/
Divisions/attached departments/ Autonomous and Semi-autonomous Corporations/
Authorities and statutory bodies etc. shall send a written request addressed to the Principal
Information Officer/EDG PID, Islamabad along with a brief of the nature and scope of the
ministry/division/department etc. with name / designation of the focal person nominated for the
empanelment process.

Rates for outdoor advertisement shall be decided by the Advertisement Rate Fixation
Committee.

The agency(s) will share the outdoor placement plan with PID prior to execution of the
campaign including :

i Number and locations of static Billboards;

ii. Number and locations Digital Bill boards;

ii.  Number and locations of Streamers;

iv.  Comprehensive details of Event/Venue Branding Plan;

V. Press Information Department will provide Release Order (RO) to the enlisted
agency specifying the name of the cities & allocated budget to execute Outdoor
campaign in any specific area/s or across the country;

vi.  Undertaking affidavit stating that the outdoor advertisement campaign shall be
executed as per approved plan and in case of identification of fraudulent activity,
executing advertising agency shall be held responsible, face barrement from
further campaigns, and liable to legal action.

2.5 CINEMA

2.5.1

2.5.2

2.5.3

254

2.5.5

PID shall finalize the media plan keeping in view the budget provision, target audience and
maximum impact,

PID shall approve the publicity campaigns including number of spots, time slot, and
consideration for regional language films.

PID shall be authorized to include, remove or hold in abeyance any advertisement released to
any cinema in the publicity plan.

All Federal Government Bodies/ Clients / Departments/ Organizations shall ensure availability
of adequate funds prior to release of any cinema campaign on the prescribed pattern.

Advertisement Rate Fixation Committee shall approve the rates for Cinema commercials on
recommendation of OIC.
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3 BILLING/ INVOICING AND

PAYMENT PROCEDURE:
3.1 GENERAL PRINCIPLES

3.1.1

3.1.7

The bills / invoices submitted on account of display or classified advertisements published shall
be duly verified by the PID and after due verification will be forwarded to the sponsoring
ministry/department etc, for payment/issuance of sanction.

All newspapers/ publications/ channels/ media houses/ broadcasters/ etc. must open their
vendor numbers accounts with the respective AGPR Offices/ sub-offices and provide the same
to the PID.

Invoices for the classified advertisement, display Advertisement and Electronic Media
Campaign, the invoices will be submitted to PID by the advertising agencies. The sponsoring
Ministries/departments/ organizations/autonomous bodies etc. will make 85% payment
directly to the newspapers/channels etc and 15% will be paid to advertising agency in terms of
its commission, separately under intimation to the Press Information Department, Islamabad.
All letters and cheques issued must be sent to the PID for record and onward handing over to
the newspapers/channels etc.

Payments for all mediums of advertisements shall be made within 90 days of the date of
publishing/airing.

PID may suspend Ministries /departments /organizations/ autonomous bodies etc. who default
in payment of advertisement bills on time.

Ministries/departments/ organizations /autonomous bodies etc, whose bills are not audited by
AGPR, shall share copies of cheques issued in the name of newspapers / publications/
channels etc, and agency to PID, so that proper record can be maintained.

Ministries/departments/organizations/autonomous bodies etc, whose bills are audited by
AGPR must issue sanction letters to PID within 07 days after receipt of PID verified bill of

advertisement.

All ministries/divisions/departments/autonomous bodies/semi-autonomous bodies etc. in light
of Advertisement Policy, 2021 (Amended in 2022), duly verified by the Federal Cabinet, are
bound to route all advertisements and subsequent bills through the PID. Accordingly, the
AGPR shall not accept any bill/invoice that has not been verified by the PID.

3.2 PRINT ADVERTISEMENT

3.2.1

In case of Print media advertisements three sets of the following documents are required to be
submitted in original:

i. Invoices as per the approved advertisement rates;
ii. Client Release Order (CRO) along with Media Plan;
ii.  Departmental Release Order (DRO) issued by PID;

iv. ~ Complete newspapers/ publications wherein the advertisement is published;
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3.3 ELECTRONIC ADVERTISEMENT

3.3.1.1 In case of electronic media advertisements, invoice as per approved media plan and spot

verification report from DEMP for subject campaign to be submitted.

3.3.1.2 Once the electronic campaign has been verified, the bill shall be processed by PID as per the

due procedure.

3.4 DIGITAL ADVERTISEMENT

3.41

3.4.2

3.4.3

3.4.4

3.4.5

In case of Digital Media campaign, payments are made in advance to the digital platforms,
publishers, influencers etc. by the advertising agency. Subsequently, bills are presented by the
advertising agency after completion of the campaign for reimbursement. Hence in case of
digital media, all the payments may be made 100% to advertising agencies (inclusive of service
charges equivalent to 15% of media buying cost) after successfully fulfilling all codal formalities
and any pre-requisite verifications by the Centre for Digital Communications (erstwhile Cyber
Wing).

In case of Digital media advertisements, executing advertising agency must submit four sets of
the following documents in original to PID: -

i. Duly verified Invoice;

ii. Client Release Order along with Media Plan indicating targeted milestone,
period/duration and name of campaigns;

ii. Comprehensive Digital Media Campaign Execution Report highlighting documentary
proof (Screenshots/Reports/Printouts/ of social media platforms, and websites where
the advertisement was run).

PID shall submit the Digital Media Campaign Execution Report to CDC for technical verification
and subsequent provisioning of Digital Campaign Verification Report. In case of incomplete
Digital Media Campaign Execution Report, the case may be returned to PID for re-submission
along with the missing details. Lastly, in case advertising agencies are still unable to provide the
requisite data/papers/documents etc, CDC may perform proportionate deductions during
verification.

The digital media campaign execution report shall include a covering checklist (specimen
attached at Annex-lll) which shall be duly signed and stamped by Advertising Agency.
Subsequently, it will be duly signed and stamped by PID and CDC (erstwhile Cyber Wing).

CDC shall furnish a response to the submission of Digital Media Campaign Execution Report
within 05 working days. Subsequent to receiving Digital Campaign Verification Certificate from
CDC, PID shall transmit the bills onward to the sponsoring ministry/department etc., for
payment/issuance of sanction.
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3.5 OUTDOOR ADVERTISEMENT

3.5.1

3.5.2 Once the outdoor campaign has been verified, the bill shall be processed by PID as per the due
procedure.

Upon successful execution, the advertising agency shall provide (three sets) detailed

documentary proof along with invoices for the purpose of verification including:

A Third-party (a company/agency registered with SECP) will provide
Verification/Confirmation Report regarding the execution of outdoor placements in
accordance with approval from Press Information Department.

Authorization letter from the concerned district
administration/municipality/cantonment board mentioning the locations and total
number of static/digital billboards/streamers etc along with respective receipts of
fees and taxes deposited.

Outdoor media campaign execution report including individual photographs of
billboards/digital billboards/ streamers with associated EXIF metadata specifying
location, and time.

In the case of digital billboards, real-time geo-tagged and time-stamped videos of
digital billboards may be shared through close-communication group (preferably
WhatsApp) showing individuals services for each component of the outdoor plan.

3.6 CINEMA ADVERTISEMENT

3.6.1

3.6.2

The Federal and Provincial Central Board of Film Censors shall verify the screened cinema
commercials.

Once the cinema campaign has been verified, the bill shall be processed by PID as per the due
procedure,
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Enlistment Checklist for Digital Advertising Agencies
*indicates mandatory submissions

Annex |

Sr. Requirement Submission | Remarks

1. | List of Enterprise subscription for relevant online monitoring
tools (e.g. Synthesio, Talkwalker Hootsuite, Meltwater, etc.)*

2. Comprehensive reports of past public-sector digital
campaigns, if any

3. List of at least 10 clients, project scope with evidence of service
provision (contracts, ROs, POs) and 03
references/recommendations along with their contact details

4, NTN Number, Copy of Active Taxpayer status on ATL (FBR), and
Excise & Taxation (Professional Tax Certificate for current FY)*

5. SECP Registration certificate*

6. Social Media Presence Report including list of all social media
links and official website*

7. Capability of the advertising agencies to produce detailed
impact Assessment, sentiment analysis, and data-driven
decision making (tools and pre-requisite HR)*

8. | Any Internationally recognized certification or awards

9, Copy of lease agreement/ Proof of address of office in
Islamabad and/or provincial capitals®

10. | Detailed organizational structure including specialized/qualified
and experienced professionals that can cater to digital media
handled by applicant agency *

11. | Affidavit on Stamp Paper affirming that it has never been
blacklisted by any Federal or Provincial
Ministry/Division/Department/ Organization etc.*

12. | Non-collusion certificate/affidavit*

13. | Any other conflict of interests*

14. | Liquidity Certificate demonstrating capability to run campaigns
of any scale (especially for digital campaigns)*

15. | Balance sheets and duly audited accounts by authorized

certified Accountant for past three years*
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GOVERNMENT OF PAKISTAN

MINISTRY OF INFORMATION AND BROADCASTING

ddkckdkokdkk

STARRED NATIONAL ASSEMBLY QUESTION NO. 14, 27™ SESSION OF NATIONAL ASSEMBLY

ASKED BY MR. ALI MUHAMMAD, MNA

UESTION ASKED BY

MR. ALI MUHAMMAD, MNA

REPLY BY
MINISTRY OF INFORMATION AND BROADCASTING

Will the Minister for Information and
\Broadcasting be pleased to state:

a. The amouant disbursed to various sections of
the media separately for print, electronic and
social media during the last three financial
years and the current financial year;

b. The detailed breakup of amounts released to
each media house, channels, publication,
platform or influencer, including names and
purposes of such disbursement

As per Rules of Business 1973 (Annex-I),and the Guidelines and Procedures 2024 approved by
Oversight and Implementation Committee (OIC) of MOIB (Annex-II), Ministry of 1&B and Press Information
Department has a constitutional and democratic obligation to keep citizens informed about the government’s
performance, policies, programs, services, initiatives, decisions, and operational activities. To fulfill this
obligation, public sector communication and outreach interventions are disseminated through Print,
Electronic, and Digital mediums, with due consideration of their reach, audience, relevance, and ability to
effectively communicate the State’s message to the targeted segments of the society.

Allocations are not arbitrary; every disbursement is linked to a specific communication purpose, such

as public awareness drive, policy communication, foreign affairs developments, economic and developments
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initiatives, crisis communication, and issues of national interest. Classified ads (procurement notices, tenders,

recruitments)are mandated by law for promoting transparency in PSDP and institutional operational

announcements. It is further submitted that for the purposes of such advertisements payments, funds are

directly allocated by Finance Division, Government of Pakistan to each Ministries / Divisions / Departments

/ Organizations / Autonomous and Semi autonomous bodies / Corporations / Nationalized Banks etc. through

Annual Budget grants or grants for the purpose of any specific advertisement campaign as the case may be.

The amount disbursed by the Federal Government / Ministries / Divisions /Autonomous /Semi-

Autonomous Bodies / Statutory Bodies / Corporations / Authorities etc. during the last three and current

financial year against classified, display and digital content of public is as under:-

L | 2022-2023

M/o 1&B

Print Media

492,761,125/

Federal Government Ministries
/ Divisions / Departments /
Autonomous and Semi-
Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

1,123,766,746/-

3. 2023-2024

M/o 1&B

-do-

196,636,950/-

Federal Government Ministries
/ Divisions / Departments /
Autonomous and Semi-
Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

939,634,894/-

3 2024-2025

M/o 1&B

428,283,084/-

Page20f10



s

Federal Government Ministries
/ Divisions / Departments /
Autonomous and Semi-
Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

671,204,544/-

2025-26 (01-
07-2025 to
31.12.2025)

M/o I1&B

-do-

364,609,757/-

-do-

Federal Government Ministries
/ Divisions / Departments /
Autonomous and Semi-
Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

298,573,784/-

2022-2023

M/o 1&B

Electronic Media

1,474,978,960/-

-do-

Federal Government Ministries
/ Divisions / Departments /
Autonomous and Semi-
Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

373,948,771/-

2023-2024

M/o 1&B

1,467,697,250/-

-do-

Federal Government Ministries
/ Divisions / Departments /
Autonomous and Semi-
Autonomous bodies /
Corporations / Authorities and
statutory bodies etc.

-do-

459,605,741/-

2024-2025

M/o 1&B

-do-

1.648.827.638/- |

13.

-do-

Federal Government Ministries
/ Divisions / Departments /
Autonomous and Semi-
Autonomous bodies /

-do-

241,622,583/-
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to be conducted for FY 2024-25 by AGP. o

d . What rational was adopted for the allocation The allocation of advertisement funds is governed by prudent fiscal governance, institutionalized and
&distributions of media funds; and annual audit scrutiny, Parliamentary oversight, and citizens’ Right to Information. Advertisements are released
through Print, Electronic, and Digital media to communicate Government policies, programs, and initiatives to
targeted audience / citizens to reap the benefits of interventions. Media rates differ across platforms, with print
and electronic having fixed but often higher costs but important for credibility and mass coverage, while digital
offers cost-effective, targeted, and measurable outreach. Classified print ads have increased due to expanding
PSPP and economic activities such as procurement, tenders, and hiring, and due to the growing operations of
Federal Public Universities and more than 400 Federal Government Organizations. Allocations are balanced
across print media (classified and display) to promote credibility, electronic for mass out reach, and Digital for
efficiency and maximum engagement ensuring transparent and effective use of public funds aligned with

institutional needs and evolving media consumption.

2. Moreover, the Government released advertisement as part of Corporate Social Responsibility to disseminate
social, environmental and ethical information related to Polio, Population control, Pollution and other such social
subjects as well as to highlight economic reforms and initiatives undertaken by the Federal Government
Ministries / Divisions / Departments / Organizations / Autonomous and Semi- autonomous bodies / Corporations

Nationalized Banks etc. during the requisite period.

3. As per rating of TV Channels and circulation of Newspapers, the TV spots as well as Print insertions are

allocated accordingly. The Advertisement rates are fixed as per viewership by the Rate Fixation Committee

Page60f10




e. What corrective or regulatory steps have been
taken to ensure (ransparency, fairness and
accountability in media funding?

All Federal Public Sector Advertisements are released through PID (Headquarters) and its Regional
Information Offices (RIOs) in line with the Federal Government Advertisement Policy 2021 (as amended
in 2022) approved by the Federal Cabinet and the Guidelines and Procedures 2024 approved by the
Oversight and Implementation Committee of MOIB. To ensure transparency, fairness, and accountability
in media funding, a three-stage system of pre-campaign planning, monitoring during execution, and post-
campaign evaluation has been institutionalized, supported by independent third-party data from IPSOS and
the Institute of Regional Studies(IRS) for evidence-based allocations, with A/B testing applied for data-
driven content packaging and customized dissemination. This framework allows timely course corrections,
ensures cost-effective outreach, and maintains strict adherence to budgetary ceilings, while enabling PID to
function in an agile and responsive manner, adapting to evolving media trends without compromising fiscal
prudence, regulatory oversight and fiscal discipline.

In addition, the Ministry of Finance allocates funds for Federal Public Sector advertisements directly to
sponsoring Ministries, Divisions, attached departments, authorities, autonomous and semi-autonomous
bodies, and statutory organizations, either through annual budget allocations or special grants. Payments
are then made directly by these sponsoring organizations to the respective publications, TV channels, and
digital media platforms, and are subject to in-house pre-and post- audit as well as annual audit by the Auditor

General of Pakistan.

J- The number of details of appointments made in
each subsidiary or department under the Ministry
during the current tenure of the government,
including qualifications, designations and modes
of appointment;

P.LLD

It is submitted that no regular recruitment has been carried out during the tenure of this Government.
However, thirty-two (32) individuals were appointed purely on temporary basis under the Counter Violent
Extremism (CVE) Project. These appointment were purely on contractual basis and confer no right of
regularization or continuation beyond the project period. The details of thirty-two (32) individuals appointed

under this project are enclosed herewith at Annex-1V
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PBC:
. Only five persons 2x Sales Assistant, 1x LDC, 2x Naib Qasid have been appointed in PBC during
the tenure of incumbent government on Prime Minister’s Assistance Package.

APPC:

° During the current tenure of the Government, no regular appointments have been made in the
Associated Press of Pakistan Corporation (APPC) without due process. However, 15 contractual
appointments were made against sanctioned posts within approved budgetary provisions. Following are the
details:

. Total number of Contractual Appointments: 15

® 6xSub-Editors/Reporters/Anchorpersons of Social Media (Grade-III),
Qualifications:

1 x M.Phil. in History

1 x BS in Mass Communication

1 x Master in Education, Bachelor in Mass Communication

1 x Masters in English

| x Bachelor of Science in Media Communication & Studies (Major Journalism)
1 x Master in Political Science.

° 4xSpecial Assistant (Grade-III)
Qualification:

1 x BBA in Finance

1 x MBA in Finance

1 x BSc in Commerce

1 x MBA in Finance

s 2x Editorial Assistant (Grade-IV) Qualification:
1 x Bachelor of Arts
1 x Associate Degree in Arts (2x Years)

. Ix Assistant Cameraman (Grade-1V),
Qualification:
1 x BS in International Relations
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. 1x Computer Apprentice (Grade-VI) Qualification:
1 x Matric Tech

e 1x Junior Clerk (Grade-VI) Qualification:

1 x A Level and O Level (General Science) Equivalence Certificate from Inter Board Committee of
Chairman, Government of Pakistan.

. To ensure transparency, fairness, and accountability in appointments going forward, APPC has
reinforced strict compliance with prescribed recruitment rules, merit-based selection criteria, and statutory
procedures for all future appointments. Regular appointments, where required, shall be made only through
open advertisement, competitive process, and due approval of the competent forums in accordance with
applicable laws and regulations. Contractual appointments shall remain limited to exceptional operational
necessities, strictly against sanctioned posts, within approved budgetary allocations, and under delegated
authority. These measures are aimed at promoting good governance, operational continuity, and equitable
employment practices in line with public sector standards.

PCP:

. Only four persons 1x APS, 1x Driver & 2x Naib Qasid have been appointed during the tenure of
incumbent government. All the appointments have been made according to the Press Council of Pakistan
Ordinance, 2002.

CBFC:

Four posts i.e. U.D.C, L.D.C, Dispatch Rider and Naib Qasid were filled during the tenure the incumbent

Government after advertisement in line with the rules.
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(As Amended up to 11" May, 2026)

CABINET SECRETARIAT
(Cabinet Division)
Islamabad

[Ministerial-1 Section]




2

17.
18.

9.

220.

Any other industrial enterprises assigned to the Division.

Omitted vide SRO 964(1)/2025 dated 2" June, 2025

Administrative functions in respect of the Pakistan General Cosmetics Act,
2023 (XLIII of 2023).

Small and Medium Enterprises Development Authority (SMEDA).

16. Information and Broadcasting Division

1.

10.
I3
12,
13.

14.
15.

16.
1.

18.

Policy relating to internal publicity on national matters including the
administration of the provisions of the Post Office, Act, 1898, and section 5
(1) (b) of the Telegraph Act, 1885, in so far as they relate to the Press.

Broadcasting including television.

Production of films on behalf of Government, its agencies, Government
controlled Corporations, €tc.

Press relations, including delegations of journalists and other information media.
Provision of facilities for the development of newspapers industry.

(1) Policy regarding government advertisement; control of advertisement
and placement;
(i)  Audit of circulation of newspapers.

Administration of the Newsprint Control Ordinance, 1971.
National Anthem

Liaison and coordination with agencies and media on matters concerning
Government policies and activities.

Administration of the Information Group.
External Publicity.

Pakistan National Centres.

(1) Administration of-

(a) Pakistan Broadcasting Corporation Act, 1973;

(b) Asspciated Press of Pakistan (Taking Over) Ordinance, 1961; and
(c)  Pakistan Electronic Media Regulatory Authority.

(i)  Matters relating to-

(a) The'Pakistan Television Corporation; and

(b) Oml‘tted vide SRO NO.48 (1)/2016 dated 26.1.2016.

(c)  Shalimar Recording and Broadcasting Company.
Training facilities for Radio and Television personnel.

Spcc@al Selection Board for selection of Press Officers for posting in Pakistan
Missions abroad.

Omitted vide SRO1088 (1)/2011, dated 09.12.2011.
Establishment of tourists centers abroad.

Administration of the Newspapers Employees (Conditions of Service)

7 7
!Lr;s;r;edd vide SRO 1434 (1)/2024 dated 11
vide SRO 1986 (1)/2024 dated 05

-09-2024
12-2024

32
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19.

20.

21.
22.

Act, 1973(LVIII of 1973).

(i) Omitted vide SRO 939(1)/2019 dated 19-08-2019.
(ii) Omitted vide SRO 939(1)/2019 dated 19-08-2019.

Omitted vide SRO 939(1)/2019 dated 19-08-2019.

Omitted vide SRO No.48 (1)/2016 dated 26.1.2016.
Omitted vide SRO 40(1)/2019 dated 11-01-2019.

23 to 30 Omitted vide SRO No.48 (1)/2016 dated 26.1.2016.

31.
32.

33.

134,

5.

Promotion and projection of Government policies through digital media.

Press Council of Pakistan.

National Press Trust.
Administrative functions in respect of the following laws, namely:—

(a) The Protection of Journalists and Media Professionals Act, 2021 (XXIII
0of 2021) ; and

(b) The Access to the Media (Deaf) Persons Act, 2022 (XL of 2022).

Pakistan Information Commission.

17.  Information Technology and Telecommunication Division

1.

7.

9.

Preparation of an overall integrated plan as well as formulation of policy for
the development and improvement of Information Technology and
Telecommunications, including related infrastructure, in Pakistan.

Co-ordination with the Provincial Governments, autonomous bodies, private
sector, international organizations and foreign countries in respect of
information technology and telecommunications.

Human resource development in the field of information technology and
telecommunications.

Promotion of information technology applications.

Providing guidelines for the standardization of software for use within the
Government.

Planning, policy making and legislation covering all aspects of
telecommunications excluding radio and television and issuance of policy
directives.

Matters relating to National Information Technology Board, Pakistan Software
Export Board and the Electronic Government Directorate.

All matters relating to National Telecommunication Corporation (NTC),
Telecommunications Foundation (TF), Special Communications Organization
(SCO) [*] and Electronic Certification Accreditation Council.

Omitted vide SRO 83(I)/2025 dated 4™ February, 2025

! Inserted vide SRO 1434 (1)/2024 dated 11-09-2024

2 Added vide SRO 687(1)/2026 dated 24-04-2026

3 Substituted vide SRO 1434 (1)/2024 dated 11-09-2024
* Omitted vide SRO 1986 (1)/2024 dated 05-12-2024
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= T Ra A0 12018 P Islamabad the, 1 Novcmh_cr. 2024

s - OFFICE MEMORANDUM
Subject:  GUIDELINES AND PROCEDURES 2024 OF ADVERTISEMENT POLICY 2021
(AS AMENDED IN 2022)

The undersigned is dirceted 1o enclose herewith the Guidelines and Procedures 2024 ol

Advertisement Policy 2021 (as amended in 2022) as approved by the Oversight & Implementation

Committee (OIC) in terms of para 6.1 of the policy.

FFor information and compliance, please.

el A above g C

(Arshad Khan) /
Deputy Director (P-1) !

Ph: 9103558
Distribution
) All Secrelaries of they Mirisiries/Divisions (with the request to circulate the Guidelines and
Procedures 2024 - of Advertisement Policy2021 (as amenced in 2022) 1w anachal
departments/Auntonomous and Semi-autonomous Corporations/ Authorties and siutuiory
bodies. '

b) Accountant General of Pakistan Revenue (AGI'R), Islamabad.

c) Director General /Principle Information Officer (P10}, PID, Islurobad.

J) Director General, Directorate of Electronic Media and Publication (DEMP). Islamabad.
@) Director General. CDC, M/o 1&B Islamabad.

oy for information |ll

«  Director to Minister Otlice. M/fo L&, [siamabad

v Director to Seeretary Oftice, Mo L&D, Istamabadd
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Procedures

PRESS INFORMATION DEPARTMENT
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GOVERNMENT OF PAKISTAN

B
B (@B @

,__..,.......-




TABLE OF CONTENTS

1. Advertising Agencies | 02
1.1 Procedure for Empanelment 03
1.2 Enlisting & Delisting 04
2. Release of Advertisements 07
2.1 Print 2 08
2.2 Electronic : 10
2.3 Digital = 12
2.4 OQutdoor R |
2.5 Cinema 16
3. Billing/ Invoicing and Payment Procedure ER | )
3.1 General Principles __ " 18
3.2 Print Advertisement . . 18
3.3 Electronic Advertisement _ o 19
3.4 Digital Advertisement 19
3.5 Outdoor Advertisement kxd 20

3.6 Cinema Advertisement 20







e

Tk

1.1.6

Convener

Procedure for Empanelmént:

The Press Information Department (PID) shall concur the placement of a panel of minimum
three and maximum of six advertising agencies at the disposz| of each Federal Government
Ministry/ Division/ attached department/ Autonomous and Semi-autonomous, Corporation/
Authority and statutory body through a transparent competitive process from only amongst its
enlisted advertising agencies, for a period of two years. However, on request of the concerned
Federal Government Ministry/ Division/ attached department/ Autonomous and

Semi-Autonomous Corporation/ Authority and statutory body etc. PID may allow

increase/decrease in the number of advertising agencies on panel of Ministries/Department in
view of the quantum of work / business.

All Federal Government Ministries/ Divisions/attached departments/ Autonomous and
Semi-Autonomous Corporations/ Authorities and statutory bodies etc. shall only utilize the
services of such empaneled advertising agencies, concurred by PID at their disposal.

All the Federal Government Ministries/ Divisions/attached derartments/ Autonomous and
Semi-autonomous Corporaticns/ Authorities and statutory bodies etc. shall send a written
request addressed to the Principal Information Officer, PID, Islamabad along with a brief of the
nature and scope of the ministry/division/department etc. with name / designation of the focal
person nominated for the empanelment process.

The concerned Federal Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-autonomous Corporations/ Authorities and statutory bodies etc. shall publish an

Expression of Interest (EOI) for the empanelment amongst the enlisted advertising agencies
with PID mentioning their requirements.

The secretarial support for the process of empanelment of adi ertising agencies shall be the
responsibility of the concerned Federal Government Ministries/ Divisions/attached

departments/ Autonomous and Semi-autonomous Corporations/ Authorities and statutory
bodies etc. '

The Federal Government Ministries/ Divisions/attached departments/ Autonomous and
Semi-autonomous Corporations/ Authorities and statutory bodies etc. shall convene a meeting
of the short-listing committee for scrutinizing and shortlisting of the interested advertising
agencies on the basis of submitted profiles. The short-listing committee and criteria to short-list
the advertising agencies is required to be developed in consulta.ion with PID keeping in view
the specialized requirements of the concerned ministry/division/department etc.

Subsequent upon shortlisting of the advertising agencies, a three member Selection
Committee of the following composition shall be constituted 2nd notified by the concerned
Ministry/division/department etc:

Not below BS-19 or equivalent who shall also represent the
concerned Federal Government Ministry/ Division/attached
department/ Autonomous and Semi-autonomous Corporation/
Authority and statutory bodies in the selection committee.

Member One representative of PID (Not below BS-'7)

Member One External Media Expert from amongst the existing peol shall be

nominated by PID.

...
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1.1.8

1110

12311

1.1.42

1.1.13

The concerned Federal Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-Autonomous Corporations/ Authorities and statutory bodies etc shall provide
minutes of the Selection Committee’s meeting along with original marking sheets duly signed
by all the three members for obtaining final concurrence of PID.

In order to ensure timely completion of the selection process, the Federal Government
Ministries/  Divisions/attached departments/ Autonomous and  Semi-Autonomous
Corporations/ Authorities and statutory bodies etc shall initiate the process of empanelment of

advertising agencies at least 03 months prior to expiry of the t:rm of empaneled advertising
agencies.

Extension to the already empaneled advertising agencies for a period of not exceeding 03
months shall be allowed by the PID on written request by the Head of the concernad ministry/
division/ department etc. with proper justification and surety to complete the reqular
empanelment process within the extended time period.

Federal Government Ministry/ Division/ attached department/ Autonomous and
Semi-Autonomous Corporation/ Authority and statutory body shall ensure equitable
distribution of business among the empaneled advertising agencies.

In case of an emergency where no advertising agency is empaneled, Federal Government
Ministries/  Divisions/attached  departments/ Autonomous and Semi-autonomous
Corporations/Authorities and statutory bodies shall contact PI) with a brief to invite enlisted
agencies for creative submissions. Agencies will share designs within the specified time and
format. A three-member Selection Committee, including a PID representative, will select the
artwork. This process applies only to the specific campaign. Entities must assure PID that they
will promptly appoint advertising agencies to their panel for future needs.

In case of classified advertisement where there is no empaneled advertising agencies, Client
Release Order (CRO) may be sent directly to Press Information Department (PID) without
naming any advertising agency until the empanelment process has been completed at the
earliest while PID may release the same through any advertiring agency enlisted with PID
ensuring equitable distribution of government advertising business.

1.2 Enlisting & Delisting

1.2.1

1.2.2

1.2.3

1.2.4

The Press Information Department or its Regional Information Offices (RIOs) subject to final

concurrence from PID H/Qrs, Islamabad shall enlist, suspend, blacklist or delist any advertising
agency on its pool.

Written application addressed to the Principal Iiformation Officer/DG PID, Islamabad or

Director Generals/ Heads of PID Regional Offices shall be submitted as per requirements for
enlistment.

Any advertising agency applying for enlistment with PID must have at least 03 years of active
professional experience within Pakistan.

If any foreign Advertising Agency intends to get enlisted with PID, it must either get itself
registered with the relevant authorities or must enter into a joint venture with a local advertising

agency which fulfils the criteria elaborated in these SOPs along with completing all codal
formalities required under law of the land.




- Requirements for Enlistment
1.2.5

The applicant advertising agency must register accordingly with the Securities & Exchange

Commission of Pakistan (SECP) for at least 3 years under the Ccmpanies Act 2017

1.2.6 The advertising agency shall fulfill and submit the following for enlistment with PID

iii.

vi.

Detailed Profile including scope (Print, Electronic, Digital, Outdoor, Cinematic or
Foreign Media)

* indicates mandatory submissions

d.

a.

List of past clients and testimonials®
Comprehensive reports of past publi--sector campaigns, if any;

Minimum 03 References/Recommendations from private/public
sector clients™;

NTN Number*;

SECP Registration certificate™;

Financial Documents including;

a.

Disclosures

c

Balance sheets and duly audited accounts by authorized certified
Accountant for past three years*;

Liquidity Certificate demonstrating capability to run campaigns of
any scale (especially for digital camg =igns)*

Non-collusion certificate/affidavit*;

The agency must submit an affidavit cn Stamp Paper affirming that
it has never been blacklisted by any Federal or Provincial
Ministry/Division/Department/ Organization etc.”;

Any conflict of interests;

Value Added Services, if any

Infrastructure

a.

Copy of lease agreement/ proof of address of office in Islamabad
and/or provincial capitals™;

Detailed organizational structure including specialized/qualified and
experienced professionals that can cater to any mediums handled

by applicant agency (Electronic, Print, Digital, Qutdoor, Cinema,
Foreign)*

For Digital enlistment the agency must submit documents outlined in the checklist

at Annex-1. All other requirements and codal formalities for enlistment of advertising
agencies shall also apply.
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1.2.81

1.2.9

1.2.10

1.2.11

1.2.12

1.2.13

1.2.14

The submission of application to the PID for enlistment by any advertising agency shall not
confer any right for enlistment. The PID shall have the authority to accept or reject any
application for enlistment without assigning any reasons.

The enlisted advertising agency must adhere to the policies, rules, regulations, SOPs,
guidelines and the law in vogue, in letter and spirit. In case of non-adherence or any vialation,

PID shall have the authority to suspend, blacklist or delist any enlisted advertising agency at
any point in time.

An advertising agency already enlisted or applying for enlistment must not resort to pressure
and coercive tactics influencing government officers/officials. Any advertising agency found to

engage in such practices shall be liable to punitive action which may include suspension,
blacklisting or delisting.

Any advertising agency found to be engaged in fraudulent practices or exhibiting
unprofessionalism either through its work or the conduct of ‘its employees with Press
Information Department (PID) or upon the complaint received from the federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall render the agency to punitive action
which may include suspension, blacklisting, delisting from the PID pool or removal from the
panel of the complainant Ministry/ Division/ Department etc. EDG/PIO shall approve the
aforementioned punitive action against such agency. The agency penalized in such instance
shall have the right to appeal against the action taken by PID to the Secretary MolB who may

decide such appeal either by himself/herself or any committee constituted by him/her for such
matters.

The advertising agency must ensure that the approved campaigns/ advertisement released by
the sponsoring Federal Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-Autonomous Corporations/ Authorities and statutory bodies etc are executed in
accordance with the specifications/ requirements given in the Client Release Order (CRO). In
case of non-compliance, errors and omissions in the content/ riatter/ design of the released

advertisement to the desired medium/s, the onus rests with the advertising agency, and is liabile
to punitive action.

The advertising agencies must submit an Integrity Bond affirming that no illegal/ unfair means
are used for securing the campaign(s)/business.

The quality and error-free translation in the target language is the responsibility of the
concerned advertising agency.

No advance payment, irrespective of the budget of the campaigr, shall be made by the Federal
Government for the execution of digital or outdoor campaign b/ ministries/divisions/attached

departments/autonomous and semi-autonomous. corporationis/authorities and statutory
bodies etc.







2.1. PRINT MEDIA

2143

2.1.2

2.1.4

216

20

All display/classified advertisements emanating from the public sector organizations shall be
released only to the newspapers/publications borne on Central Media List (CML) by the Press
Information ~ Department (PID) upon the request of federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc.

No public sector advertisement shall be released without obtaining a specific PID Tracking

Number. No claims or invoices shall be considered eligible for payment that do not bear PID
Tracking Number.

The PID Tracking Number shall be allocated by the Press Information Department HQ and its

Regional Office(s) depending on the location of the sponsoring department/organization where
the advertisement is emanating from.

Classified Advertisements include public notifications of routine character, consisting of plain
text and logo such as Situation Vacant, Tender Notices and Pu'.lic Notices etc whereas, the
Display Advertisement includes advertisements to publicize special initiatives and pregrams
consisting of design elements aimed at maximizing the impact of the message such as
launching/inauguration announcements, public outreach and awareness campaigns, sectorai
achievements and admission notices etc. However, PID shall be the final authority in the
categorization of an advertisement into classified or display.

The regional quota 25 % shall be decided by PID, in addition to all advertisements releases
emanating from federal government ministries/divisions/attached departments/autonomous
and semi-autonomous corporations/authorities and statutory bedies etc. towards supporting
regional media, languages and evolving media.

In case of classified advertisements, PID shall exercise 25% regional quota over and above of
the total number of stations of the newspapers requested by the sponsoring federal
government ministries/divisions/attached departments/autonoinous and semi-autonomous
corporations/authorities and statutory bodies etc. and in case of display advertisements for

publications, the 25% quota will be made over and above of the total cost of the advertisement
released. '

For release of advertisement, the advertisement-sponsoring federal government

ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall submit a written request addressed to
the Director (Advertisements), Press Information Department along with final/approved
advertisement, both, duly signed and stamped by an officer not b alow BS-17 or equivalent. The

said written request by the sponsor shall be referred to as Client Release Order (CRO).
(Annex-11) .




2.1.9

2170

2.1.1

2.1.12

2.1.13

2114

2.1.15

2.1.16

2.1.17

Any instructions other than already specified in CRO limiting PID in performance of its mandate
shall not be considered.

All advertisements to be published in newspapers/publication etc. must preferably reach PID at
least 03 days prior to its desired publication date.

All  federal government ministries/divisions/attached departments/autonomous  and
semi-autonomous corporations/authorities and statutory bodies etc. shall ensure that the
request of advertisement is submitted to PID keeping the substantial availability of time in cases
where there are specific deadlines. In case of unavailability of ¢ ifficient time and subsequent
failure of publication of such advertisements, the responsibility shall rest with the sponsoring
federal government ministries/divisions/attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies =tc.

In case of display: advertisements, when the sponsoring federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. intend to release a campaign or a special
supplement, the sponsor may suggest its publications preferences. However, the final authority

to decide the publications for the display campaigns shall rest witn the PID within the allocated
budget ceiling provided by the sponsor.

In case of classified advertisements, the sponsoring federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall indicate budget allocation, language,

region, periodicity of the publication and number of insertions without naming any newspaper
in their client Release Order.

The prime responsibility of the ‘content/matter of the advertisement rests with the Federal
Government Ministries/ Divisions/attached departments/ Autonomous and Semi-Autonomous
Corporations/ Authorities and statutory bodies etc which is issuing the Client Release Order.

It shall be binding on all national and regional publications to ensure that the advertisement

released is printed in the respective language(s) of the publication unless otherwise required by
the sponsoring organization.

PID may decline any request for release of advertisement on the basis of contént‘ matter,
deficiency or design contrary to the guidelines/ instructions issuzd from time to time.

All foreign print media advertisements of Federal Government ministries/divisions/attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc. shall be released after obtaining NOC from External Publicity Wing, Ministry of
Information & Broadcasting. The sponsoring Ministry/ Division must ensure that the
advertisement is released after obtaining the quotations from all ‘he empanelled agencies and
preference shall be given to value for money. In case, where there is no empaneled agency(s) or

the empanelled agencies regret to release international advertisement due to any reason, the
matter shall be referred to PID.

PID shall hold the competition for selecting advertising agencies to execute foreign print media
advertisement among the enlisted advertising agencies.




2:1.18

2.1.19

2.1.20

0

2:1.22

All  Federal Government ministries/divisicns/attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies etc shall clear their
advertisement dues within three months (S0-days) of publishing/airing. In case of default, PID

may suspend/stop the release of advertisements of the concurned client department until
clearance of outstanding dues.

The advertisement must not be demanded by any publication as a matter of right. Any
newspaper/publication canvassing for advertisement, pressurizing or coercing government
officers officers/officials of PID or the sponsoring ministries/divisions/attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc. shall be liable to punitive action including suspension by Principal Information
Officer (PlO) for three months or removal from Central Media List (CML) etc. by the Ministry.

All publications shall communicate to Director (Advertisements!, PID the name, address and
picture of the marketing representative along with the appointmerit date and expiry date. PID
will not consider any unauthorized individual or an individual representing more than one media
house(s). Any fraudulent activity, misbehavior, or any other complaint against the marketing

representative shall render the publication liable to punitive action (including suspension
/removal from CML).

Classified Advertisement for Federal Government entities having advertising agencies on Panel:
Client Release Order (CRO) shall be addressed to the Director (Advertisement), Press
Information Department (PID), Benevolent Fund Building, Zero Point Islamabad, with a copy to
one of the empaneled advertising agencies. The Agency shall design the classified/display
(print, electronic, digital, cinematic & outdoor) advertisement and provide all necessary support
services. PID shall amend/approve the media plan and upload the same on its official website.
The concerned advertising agency shall strictly follow and execiiie the approved media plan as
per the client department’s requirements. The sponsoring departments must ensure judicious
distribution of advertisements distribution among appointed/ empaneled advertising agencies.

Classified Advertisement for Federal Government entities having no advertising agencies on
Panel: Client Release Order (CRO) shall be sent directly to Director (Advertisement), Press

Information Department, Benevolent Fund Building, Islamabad, and the advertlsement shall be
released through an advertising agency enlisted with PID.

2.2 ELECTRONIC MEDIA

224

222

All public sector advertisements/campaigns to electronic media (TV/Radio) shall be released
through advertising agencies only to channels borne on Electronic Media List (EML) after
obtaining a specific PID tracking Number (EMN). Any claims or invoices without PID Electronic
Media Number (EMN) shall not be entertained/ processed for payment.

In case of electronic media campaigns, PID shall make 25% additions of the regional/ evolving
TV/ Radio Channels over and above the total cost of the campzign towards reaching out and

enabling the masses through regional media/ languages and evolving media to maximize the
number of beneficiaries of the announcements.




2.2.3

2.2.4

2.2.5

2.2.6

2.2.¢

228

229

2.2.10

2.2:1

For release of electronic advertisement through PID, the Federal Government Ministries/
Divisions/attached departments/ Autonomous and Semi-autonomous
Corporations/Authorities and statutory bodies shall submit a written request addressed to the
Director (Advertisements), Press Information Department alongwith final/approved campaign,
both, duly signed and stamped by an officer not below the grad'e of BS-17. The said written
request by the sponsor shall be called the Client Release Order (CRQ) before the start of the

campaign (Annex lll). The approved TV/Radio commercial/advertisement may be emailed or
provided on USB to PID along with the CRO.

The sponsoring ministries / divisions/ attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. may suggest / its
TV/Radio channels preferences. However, the final authority to finalize the channels / radio
spots and time slot for the electronic media campaigns shall rest with the PID.

All sponsoring ministries / divisions/ attached departments /autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. shall ensure timely
submission of advertisement’s request to PID. In cases where there are specific deadlines such
as admission notices/ public notices and other important announcements, the advertisement
must reach PID at least two days prior to the schedule of airinj. In case of unavailability of
substantial amount of time and failure of airing of such advertisements, the onus of
responsibility shall rest with the sponsoring ministries / divisions/ attached

departments/autonomous and semi-autonomous corporatio.is/authorities and statutory
bodies etc.

PID shall forward the approved/ final media plan upon release to the Directorate of Electronic
Media and Publications (DEMP), MolB for real-time tracking/ monitoring.

The advertising agency shall submit the claim bill to PID within 15 days after airing of the
campaign.

PID may decline any request for release of advertisement on the basis of content, matter,
deficiency or design contrary to the guidelines/ instructions issuc.d from time to time.

All  foreign electronic media advertisements of Federal Government ministries-
/divisions/attached departments/ autonomous and semi-autonoinous corporations/authorities
and statutory bodies etc. shall be released after obtaining NOC from External Publicity Wing,
Ministry of Information & Broadcasting. The sponsoring Ministry/ Division must ensure that the
advertisement is released after obtaining the quotations from all the empanelled agencies and
preference shall be given to value for money. In case, where there is no empaneled agency(s) or

the empanelled agencies regret to release international advertisement due to any reason, the
matter shall be referred to PID.

PID shall hold the competition for selecting advertising agencie:s to execute foreign electronic
media advertisement among the enlisted advertising agencies.

The advertisement must not be demanded by any channel as i matter of right. Any channel
pressurizing or coercing the officers/ officials of PID or the sponsoring ministries/ divisions/
attached departments/autonomous and semi-autonomous corporations/authorities and
statutory bodies etc. shall be liable to punitive action including suspension by Principal

Information Officer (P10) for three months or removal from Electronic Media List (EML) etc. by
the Ministry.




2.2.12 All channels shall communicate to Director (Advertisements), PID the name, address and
picture of the marketing representative along with the appointment date and expiry date. PID
will not consider any unauthorized individual or an individual representing more than one media
house(s). Any fraudulent activity, misbehavior, or any other cor.iplaint against the marketing
representative shall render the channel liable to punitive action.

2.2.13 The rates for electronic media advertisement shall be applicable as prescribed by the
Advertisement Rate Fixation Committee from time to time.

2.2.14 1t shall be binding on all national and regional channel(s) to ersure that the advertisement
released is aired in the respective language(s) of the channel unless otherwise required.

2.2.15 Voiceover/dubbing in the respective languages/mediums shall be the responsibility of the
concerned advertising agency.

2.3 DIGITAL/SOCIAL MEDIA

Digital advertising is a dynamic and rapidly evolving field, necessitating continuous updates to policies
and verification processes. This section outlines the standard operating procedures (SOPs) for digital
advertising, ensuring alignment.with technological advancements and market trends. While these SOPs
cover many aspects of digital advertising, it is acknowledged that unforescen and technical issues, such
as disruptions in internet service or platform-specific challenges, 'ray arise. In such instances,
stakeholders are advised to direct their concerns to the Grievance Redressal Committee of M/o
Information & Broadcasting for appropriate resolution.

2.3.1  Press Information Department will circulate the digital campaigr requirements for the Ministry
of Information and Broadcasting to all eligible enlisted agencies while other Federal ministries/
divisions/ attached departments/autonomous and semi-autonomous corporations/authorities
and statutory bodies etc. shall circulate digital campaign requirements to their eligible
empaneled advertising agencies. In case none of the empaneled agencies is capable of
executing the campaign, the same will be circulated among eligible enlisted agencies by PID,
after obtaining NOC from the empaneled agencies of the sponsoiing department.

232 A Content Committee, as notified by Sponsoring ministries/ divisions/ attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc, shall conduct evaluation and selection of digiial media strategy including
content/artwork and digital media campaign plans.

2.3.3 Every Digital campaign will be initiated after issuance of unique ID (Campaign Number) by Press
Information Department.

2.3.4 Subsequent to evaluation and selection by Content Qommittee, the approved and signed digital
media plan shall be shared with PID and Centre for Digital Communication (erstwhile Cyber

Wing) prior to execution of the campaign. The digital media campaign shall comprise of a
robust digital strategy & execution plan which include:




2.3.5

23.6

2.3.8

Name of Social media platforms targeted along with budgetary allocation and key
metrics (booked/committed impressions, views, clicks, number of unique accounts to
be used) along with specific geo-fencing specifications;

Duration of the campaign with component specific time-frame for achievement of

impressions; |

iii. Google Campaigns (Display or Search) budget, placement strategy and targeting
strategy; _

iv. In case of international publishers/platforms, selection of platforms and geo-targeting
details must be mentioned;

V. Digital Publishers and number of impressions promised;

vi. Details of influencers used for PR, content creatsn, seeding and trending

(channel/platforms, booked impressions/views, duration of trend) must be mentioned:
vii. Value Added Services and FOC;

viii. Name. of sponsoring ministry / division/ attached cgpartment /autonomous and
semi-autonomous corporation/authority and statutory body etc.;

i%: Clear strategy must be provided for any other innovative digital placement.

Sponsoring Federal Government Divisions/ Departments/ Ministries/ Authorities/ Autonomous/
Semi-Autonomous / Corporations etc. will provide Client Release Order (CRO) to the Press
Information Department, specifying the name of the agency, duly signed and stamped (by

agency and sponsoring department) digital media plan & allocated budget to execute
campaign.

PID may form a close social media communication group (preferably Whatsapp) for alignment,
monitoring, execution, and subsequent verification. Stakeholders from CDC, sponsoring
ministries / divisions/ attached departments /autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. must be added for co-ordination. Executing
advertising agency must share periodic pulse reports to allow for real-time monitoring and
verification, as frequently as desired by any stakeholder.

In case of any restriction/limitation by any digital platform or digital publisher during release or
approval of the campaign content, the advertising agency reprasentative must immediately
inform the designated focal person for re-allocation of the budget for smooth execution. Any
reallocation must be approved before execution and usage on an alternate platform. The same
must be communicated to all stakeholders present on the cominunication group for effective
monitoring and evaluation.

The advertisernent must not be demanded by any agency or digital publisher or live-streaming
platform owner(s) or social media handler(s) or influencer(s) as a matter of right. Any digital
platform or agency pressurizing or coercing the officers/ officials of PID or the sponsoring
ministries/  divisions/ attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall be liable to punitive action including

suspension by Principal Information Officer (P10O) for three months or removal from Digital Media
List (DML) etc. by the Ministry.




2.3.9 The rates for digital media advertisement shall be based upon real-time platform-specific
market rates by social media platforms corresponding to local currency and as determined by
the Advertisement Rate Fixation Committee of M/o Information & Broadcasting.

2.3.10 The bills/ invoices for digital advertisements shall be processed by PID after technical
verification (i.e. committed impressions as mentioned in signed and approved media plan) by
the Centre for Digital Communication (erstwhile Cyber Wing).

2.3.11 Submission of campaign execution report shall have a covering checklist which is duly verified
and stamped by executing advertising agency, PID, and CDC (A'tached at Annex-lll).

2.3.12 All payments will be made in Pak Rupees as committed in digital media strategy and all financial
responsibility will be borne by the advertising agency in case of fluctuation in foreign currencies.

2.3.13 As per Advertisement Policy 2021 (as amended 2022), CDC (erstwhile Cyber Wing) is tasked
with registering, maintaining, and updating the list of news websites, web portals, social/digital
media platforms, influencers. PID may give preference to CDC's registered digital publishers/

portals/ social/digital media platforms, and influencers for disbursement of advertisement, if
need arises.

Digital Publishers

2.3.14 Local Digital Publishers must meet the following eligibility criteria to be ensured by the
advertising agency:

i Publisher must be accessible in Pakistan without necessitating usage of VPN or private
networks

ii. Minimum monthly traffic of 200,000 originating from within Pakistan

ii. The website/portal/publisher must be integrated with Google Analytics for assessment
of traffic/pageviews/users

iv. Active on at least three social media platforms

2.3.15 Local Digital Publishers shall be categorized on the following scale subject to approval by
Advertisement Rate Fixation Committee:

Tier Monthly Traffic Rate

A 5M+ TBD by Advertisement Rate Fixation Committes

B 1,250,000-5,000,000 TBD by Advertisement Rate Fixation Committes
“.C ?50,00_[.);.1_,250,000 | TBE_)“by Advertisement I;{;ite_F|;at!o}1 E}Em_lztee

D | 500,000-750,000 " | TBD by Advertisament Rate Fixation Gommittee

IE_—_—20F(;,‘(_)50-500,000 | TBD by Advertisemen. Rate FixationhCommitt;e;




2.3.16

2.3.17

2.3.18

2.3.19

2.3.20

2.3.21

Any Local Digital Publisher found to have manipulated Google +nalytics ranking, web traffic

statistics, serving reports and/or used unfair means to inflate numbers like usage of bots etc.
shall be blacklisted.

Digital Publishers may include other prominent websites, ecomnizrce platforms, forums, blogs,
entertainment platforms etc.

In the case of digital publishers, Google-aligned third-party verification services may be utilized

to verify achieved number of impressions against promised number of impressions by the
advertising agency.

The distribution of advertisement shall be further based on audience and regional
specification/reach of the News Websites, publishers, and/or portals.

Advertising agency may use local/international advertisement network for video and banner
advertisement distribution.

Scanned/PDF (only e-paper) versions of newspapers and e-paper websites are not considered
digital publishers.

Influencers

2.3.22 Influencers shall be categorized on the following scale subject to approval by Advertisement
Rate Fixation Committee:
Tier Follower Rate
Mega 1.0M and above TBD by Advertisement Rate Fixation Committee
Macro 500K to 999K TBD by Advertisement Rate Fixation Committee
General 100K to 499K TBD by Advertisement Rate Fixation Committee
Micro Above 50K TBD by Advertisement Rate Fixation Committee
2.3.23 Any Influencer found to have manipulated ranking, web traffic statistics, and/or used unfair

means to inflate numbers like usage of bots etc. shall be blacklisted.

2.4 OUTDOOR

2.41

2.4.2

243

All the advertising agencies enlisted with Press Information Department (PID) will be eligible for
executing outdoor campaigns for the Federal Government.

All  sponsoring ministries / divisions/ attached departments /autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. shall circulate their
outdoor campaign requirements to all empaneled advertising agencies.

Every Outdoor campaign will be initiated after issuance of unique ID (Campaign Number) by
Press Information Department. All the Federal Government Divisions/ Departments/ Ministries/
Authorities/ Autonomous/ Semi-Autonomous / Corporations et: require this unique ID to list
their campaign for adequate verification from PID.




2.4.4

245

2.4.6

In case of when no advertising agency is empaneled, all Federal Government Ministries/
Divisions/attached departments/ Autonomous and Semi-autonomous Corporations/
Authorities and statutory bodies etc. shall send a written request addressed to the Principal
Information Officer/EDG PID, Islamabad along with a brief of the nature and scope of the

ministry/division/department etc. with name / designation of the f¢ cal person nominated for the
empanelment process.

Rates for outdoor advertisement shall be decided by the Advertisement Rate Fixation
Committee.

The agency(s) will share the outdoor placement plan with PID prior to execution of the
campaign including :

i Number and locations of static Billboards;

ii. Number and locations Digital Bill boards;

iii. Number and locations of Streamers;

iv.  Comprehensive details of Event/Venue Branding Plan;

V. Press Information Department will provide Release Order (RO) to the enlisted
agency specifying the name of the cities & allocated budget to execute Outdoor
campaign in any specific area/s or across the country;

vi.  Undertaking affidavit stating that the outdoor advertisement campaign shall be
executed as per approved plan and in case of identification of fraudulent activity,
executing advertising agency shall be held responsible, face barrement from
further campaigns, and liable to legal action.

2.5 CINEMA

2.5.1

2.5.2

2.5.3

2.54.

255

PID shall finalize the media plan keeping in view the budget provision, target audience and
maximum impact.

PID shall approve the publicity campaigns including number of spots, time slot, and
consideration for regional language films.

PID shall be authorized to include, remove or hold in abeyance any advertisement released to
any cinema in the publicity plan.

All Federal Government Bodies/ Clients / Departments/ Organizations shall ensure availability
of adequate funds prior to release of any cinema campaign on the prescribed pattern.

Advertisement Rate Fixation Committee shall approve the rates for Cinema commercials on
recommendation of OIC.
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3.1.2

3.1.7

3.1.8

NV Q)

3.1 GENERAL PRINCIPLES

3.1.1

The bills / invoices submitted on account of display or classified advertisements published shall
be duly verified by the PID and after due verification will be forwarded to the sponsoring
ministry/department etc, for payment/issuance of sanction.

All newspapers/ pubiicatidns! channels/ medizi houses/ broad:asters/ etc. must open their

vendor numbers accounts with the respective AGPR Offices/ sub-offices and provide the same
to the PID.

Invoices for the classified advertisement, display Advertisement and Electronic Media
Campaign, the invoices will be submitted to PID by the advertising agencies. The sponsoring
Ministries/departments/ organizations/autonomous bodies etc. will make 85% payment
directly to the newspapers/channels etc and 15% will be paid to advertising agency in terms of
its commission, separately under intimation to the Press Information Department, Islamabad.

All letters and cheques issued must be sent to the PID for record and onward handing over to
the newspapers/channels etc.

Payments for all mediums of advertisements shall be made w'thin 90 days of the date of
publishing/airing.

PID may suspend Ministries /departments /organizations/ autonomous bodies etc. who default
in payment of advertisement bills on time.

Ministries/departments/ organizations /autonomous bodies etc, whose bills are not audited by
AGPR, shall share copies of cheques issued in the name of newspapers / publications/
channels etc, and agency to PID, so that proper record can be maintained.

Ministries/departments/organizations/autonomous bodies etc. whose bills are audited by

AGPR must issue sanction letters to PID within 07 days after receipt of PID verified bill of
advertisement.

All ministries/divisions/departments/autonomous bodies/semi-autonomous bodies etc. in light
of Advertisement Policy, 2021 (Amended in 2022), duly verifieu by the Federal Cabinet, are
bound to route all advertisements and subsequent bills through the PID. Accordingly, the
AGPR shall not accept any bill/invoice that has not been verified by the PID.

3.2 PRINT ADVERTISEMENT

3.2.1

In case of Print media advertisements three sets of the following documents are required to be
submitted in original:

I Invoices as per the approved advertisement rates;
ii. Client Release Order (CRO) along with Media Plan;
iii.  Departmental Release Order (DRO) issued by PID;

iv.  Complete newspapers/ publications wherein the advertisement is published;




3.3 ELECTRONIC ADVERTISEMENT

3.3.1.1 In case of electronic media advertisements, invoice as per approved media plan and spot

verification report from DEMP for subject campaign to be submitted.

3.8.1.2 Once the electronic campaign has been verified, the bill shall be processed by PID as per the

due procedure.

3.4 DIGITAL ADVERTISEMENT

3.4.1

3.4.2

3.4.4

3.4.5

In case of Digital Media campaign, payments are made in advance to the digital platforms,
publishers, influencers etc. by the advertising agency. Subsequeiitly, bills are presented by the
advertising agency after completion of the campaign for reimbursement. Hence in case of
digital media, all the payments may be made 100% to advertising agencies (inclusive of service
charges equivalent to 15% of media buying cost) after successfully fulfilling all codal formalities

and any pre-requisite verifications by the Centre for Digital Communications (erstwhile Cyber
Wing).

In case of Digital media advertisements, executing advertising agency must submit four sets of
the following documents in original to PID: -

i. Duly verified Invoice;

ii. Client Release Order along with Media Plan indicating targeted milestone,
period/duration and name of campaigns;

iii. Comprehensive Digital Media Campaign Execution Report highlighting documentary

proof (Screenshots/Reports/Printouts/ of social media platforms, and websites where
the advertisement was run).

PID shall submit the Digital Media Campaign Execution Report tc CDC for technical verification
and subsequent provisioning of Digital Campaign Verification Fizport. In case of incomplete
Digital Media Campaign Execution Report, the case may be returned to PID for re-submission
along with the missing details. Lastly, in case advertising agencies are still unable to provide the

requisite data/papers/documents etc, CDC may perform proportionate deductions during
verification.

The digital media campaign execution report shall include a covering checklist (specimen
attached at Annex-lll) which shall be duly signed and stamped by Advertising Agency.
Subsequently, it will be duly signed and stamped by PID and CDC (erstwhile Cyber Wing).

CDC shall furnish a response to the submission of Digital Media Campaign Execution Report
within 05 working days. Subsequent to receiving Digital Campaign Verification Certificate from
CDC, PID shall transmit the bills onward to the sponsoring ninistry/department etc., for
payment/issuance of sanction.




3.5 OUTDOOR ADVERTISEMENT

3.5.1

3.5.2

Upon successful execution, the advettising agency shall provide (three sets) detailed

documentary proof along with invoices for the purpose of verification including:

Once the outdoor campaign has been verified, the bill shall be processed by PID as per the due

A Third-party (a company/agency registered with SECP) will provide
Verification/Confirmation Report regarding the execution of outdoor placements in
accordance with approval from Press Information Department.

Authorization letter from the concerned district
administration/municipality/cantonment board mentioning the locations and total

number of static/digital billboards/streamers etc along with respective receipts of
fees and taxes deposited.

Outdoor media campaign execution report including incividual photographs of
billboards/digital billboards/ streamers with associated EAIF metadata specifying
location, and time.

In the case of digital billboards, real-time geo-tagged and urae-stamped videos of
digital billboards may be shared through close-communication group (preferably
WhatsApp) showing individuals services for each component of the outdoor plan.

procedure,

3.6 CINEMA ADVERTISEMENT

3.6.1

3.6.2

The Federal and Provincial Central Board of Film Censors shall verify the screened cinema

commercials.

Once the cinema campaign has been verified, the bill shall be processed by PID as per the due
procedure.



Enlistment Checklist for Digital Advertising Agencies
*indicates mandatory submissions

Annex |

certified Accountant for past three years®

Sr. Requirement Submission | Remarks

; B List of Enterprise subscription for relevant online monitoring
tools (e.g. Synthesio, Talkwalker Hootsuite, Meltwater, etc.)”

2. | Comprehensive reports of past public-sector digital
campaigns, if any

3. | Listof atleast 10 clients, project scope with evidence of service
provision (contracts, ROs, POs) and 03
references/recommendations along with their contact details

4. NTN Number, Copy of Active Taxpayer status on ATL (FBR), and
Excise & Taxation (Professional Tax Certificate for current FY)* |

5. SECP Registration certificate®

6. | Social Media Presence Report including list of all social media

' links and official website*

7 4 Capability of the advertising agencies to produce detailed [
impact Assessment, sentiment analysis, and data-driven i
decision making (tools and pre-requisite HR)*

| 8. Any Internationally recognized certification or awards

9. Copy of lease agreement/ Proof of address of office in =
Islamabad and/or provincial capitals®

10. | Detailed organizational structure including specialized/qualified
and experienced professionals that can cater to digital media
handled by applicant agency * '

11. | Affidavit on Stamp Paper affirming that it has never been
blacklisted by any - Federal or Provincial
Ministry/Division/Department/ Organization etc.*

12. | Non-collusion certificate/affidavit*

13. | Any other conflict of interests* .

14. | Liquidity Certificate demonstrating capability to.run campaigns |
of any scale (especially for digital campaigns)*

15. | Balance sheets and duly audited accounts by authorized
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NATIONAL ASSEMBLY SECRETARIA ¢

WINUTES OF THE MEETING OF THE PUBLIC ACCOUNTS COMMITTEE (PAC)
- m315‘ meeting of the Public Accounts Committee (PAC) pertaining to the Ministry of

ation and Broadcasting under the Chairmanship of Mr. Junaid Akbar, MNA was held
e 290 gyl

| 1e uly, 2025.31 11:00 am in Commitlee Room No.2, 1% Floor, Parliament iHouse,
@i vabad. List of participants is placed at Annexure-A.

The proceedings commenced with recitation from the Holy Quran.

MINISTRY OF INFORMATION AND BROADCASTING
APPROPRIATION ACCOUNTS (CIVIL) VOL-I (2022-23)

3 ) GRANT NO.54- INFORMATION AND BROADCASTING DIVISION
(EXCESS AMOUNT OF RS. 158,459,085)
i) GRA

NT NO.55- MISCELLANEQUS EXPENDITURE OF INFORMATION AND
BROADCASTING DIVISION

(LAPSED AMOUNT OF RS. 25,926,732)

i)  GRANT NO.110- DEVELOPMENT EXPENDITURE OF INFORMATION AND
BROADCASTING DIVISION

(EXCESS AMOUNT OF RS. 368,943)
P, (; RECOMMENDATION / DIRECTIVE

The Committee recommended to seille the above
g2 on mendation of DAC.

three Grants on the

_MINISTRY OF INFORMATION AND BROADCASTING ]
A JLIT REPORT ON THE ACCOUNTS OF FEDERAL GOVERNMENT (CIVIL)
FOR THE YEAR 2023-24
Bl 7 St e g
. PIDISLAMABAD
i PARA NO. 18.5.1 (PAGE NO. 236-237)

USE OF SUPPLEMENTARY GRANT WITHIN THE PRESS INFORMATION
DEPARTMENT. (PID), ISLAMABAD - RS. 1,780.045 MILLION

g

The Economic Coordination Committee (ECC) of the Cabinet considered the
e ary dated 21.11.2022, submilted by the Ministry of Information and Broadcasting
rzg ring allocation of budget to launch a‘comprehensive media awareness campaign on
(> 21 ment's flood related initiatives, programs and projects, and approved Rs. §0.000
r- Il »n under head of account A03919 Payment to others for services rendered and funds to
the ur 2 of Rs. 2.000 billien in favor of the Ministry of Information and Broadcasting through
3 5 gf lementary Grant for the Financial year 2022-23. The Press Information Department
JFI0 - ceived a Supplementary Grant of Rs. 1,950,000,000 under Head of account A03807-
A¢'y irlising and Publicity for campaign on Government's flood related initiatives.  Audit
yus =~/ d that out of Rs. 1,950.000 million, only Rs. 159.955 million was ulilized for the
iri2 e 3 media campaign and the remaining amount of Rs. 1,790.045 million was spent on
-3 2¢ fied expenditures in violation of the ECC and Cabinet decision. Audit was of the view
(hit a3 of the Supplementary Grant indicates significant irregularities as Rs. 1,790.045

rmillik n vas diverted from the intended media campaign, constituting a breach of financial
'EGL ALNS,

# udit recommended that the responsibility may be fixed for the irregularity.
2,4C 3_ ecommendations (21.07.2025):
The Audit apprised the DAC that the Press Information Department (PID) received
4 51 nzementary Granl of Rs. 1,950,000,000 under the Head of Account AQ3907 -
¢ ve 'tie ng and Publicity for the campaign on Government's flood related initiatives. Audit

- page 1 of 6




observed that oul of Rs. 1,950.000 million, only Rs. 159.955 -mmio; V:I?:r u:;:zer:nfm::ntil:-
intended media campaign on Government's flood related activities. FUrthef, g

amount of Rs. 1,790.045 million was spenl on unspecified expenditures in violation of the
ECC and Cabinet decision.

The PID management stated that, as per Summary for the Economlc; Co{qrr‘;igitilor:
Committee (ECC), they had demanded Rs. 5.000 billion as Suppllemeﬂtagwemm;at
Supplementary Grant to launch Publicity/Awareness campaign on differen s rlC
initiatives/achievements in the print, electronic and digital media. In response, e c
approved an allocation of funds to the tune of Rs. 2.000 billion in favor of the Mmllstry of
Information and Broadcasting through Supplementary Grant for the FY 2022-23, to launch
comprehensive Media Awareness Campaign on Gove(nments Flood related Initiatives,
Programmes and Projects. The Audit Para was extensively discussed by the E_)AC. The
Depariment took the stance that the amount in addition to the flood related initiatives, was
also meant for others programs and projects. However, Audit stated that the amouu_'it was
only meant for flood related initiatives, programs and projects The Audit asked t.o provide the
implementation report submitted by the Ministry to the Cabinet w.r.t. the allocation.

The PAO informed that the summary for Supplementary Grant was moved which was

not limited to advertisement of flood related campaign but for the advertisement of other
Government Programs / Projects and the said

record can be verified from the Audit.

195 ECTIVE
The PAC observed thatihese issues should have beendiscussed and decided atDAC
S S Y . : Ry = b R AN R R
level and re fE red the Para back to,DAC for discussion a_nd;;f\,"’gr,fﬁ% \1lon;oﬂt_aco§cgi-]§
CEN A A s A e bR e AT m;?;w-.sn:—-.--- AT L

S. PARA NO. 18.5.2 (PAGE NO. 237-238)

LOSS DUE TO DELAY IN THE GRANT OF VARIOUS LICENSES TO PROVISIONAL
SUCCESSFUL BIDDERS - RS. 1,393.575 MILLION

The management of the PEMRA awarded provisional Licenses to 17 successful
bidders (15 licenses to the provisional successful bidders on 03.05.2019 and 02 licenses to
the provisional successful bidders on 11.10.2018) amounting to Rs!/1,639,500,000 and 15%
earnest money of the total bid price amounting to Rs. 245,925,000 was retained by PEMRA
from these 17 successful bidders. Audit observed that:
i. Those 17 selected bidders were not granted licenses despite lapse of more than 44
months (three years and eight months) in violation of Section 22 of the PEMRA
Ordinance, 2002, as amended by the PEMRA Amendment Act, 2007, Rule 09(5) of
the PEMRA Rules, 2009 and Item No. 5 of the Minutes of the 155" Authority meeting
held on 28.02.2020.
The public exchequer was deprived of the remaining 85% of Applicable License Fee

(ALF) revenue amounting to Rs. 1,393,575,000 due to non-clearance of securily from
the Ministry of Interior.

Audit was of the view that the non-granting of licenses caused a loss to the public
exchequer and was a serious lapse on the part of the Ministry of Interior, as grant of the
license could not be pended for an indefinite period of time.

\\
Audit recommends that the responsibility may be fixed for the non-granting of licenses, N
as per the PEMRA Ordinance, Rules and Minutes of the Authority meeting.

/
=

The Audit apprised the DAC that the management had recovered an amount of Rs. ,
9.625 million from the 12 licensees on account of license fees. The same was deposited
o : Bank Account No. 1850508546, mainlained by the PEMRA, whereas, il was
g lh? i deposited in the Government freasury, as the Finance Division had clartfied
iﬁqu”er:j Ilc;r:GNo 4.42.1 of the Explanatory Memorandum of the Federal Receipts thal the
rough’ i A
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GOVERNMENT OF PAKISTAN
PRESS INFORMATION DEPARTMENT

e ke vk ok

F.No 7 (9)/2019-A Islamabad: Februaryoel, 2026

Subject: NATIONAL ASSEMBELY ROTA-DAY QUESTIONS.

It refers to National Assembly Rota Day Question No. 14,
sub-question (c), asked by Mr. Muhammad Ali, regarding details of appointments
made in each subordinate department of the Ministry of Information & Broadcasting

during the current tenure of the Government.

2 In this regard, it is submitted that no regular recruitment has been
carried out during the tenure of this Government.

3. However, thirty-two (32) individuals v:cre appointed purely on a
temporary basis under the Counter Violent I:ireirism (CVE) Project. These
appointment were purely on contractual basis '._md confer no right of regularization or
continuation beyond the project period. The details of thirty-two (32) individuals

appointed under this project are enclosed herewith.

4, This issues with the approval of the Competent Authority.

.~ (Kinza Ashraf)

Deputy Director (Admin)




GOVERNMENT OF PAKISTAN
MINISTRY OF INFORMATION AND BROADCASTING

o o e o ke ke

STARRED NATIONAL ASSEMBLY QUESTION NO. 39, 27™ SESSION OF NATIONAL ASSEMBLY

ASKED BY DR. SHAZIA SOBIA ASLAM SOOMRO, MNA

QUESTION BY

DR. SHAZIA SOBIA
ASLAM SOOMRO, MNA

REPLY BY
MINISTRY OF INFORMATION AND BROADCASTING

Will the Minister for
Information and
Broadcasting be
pleased to state:

a) The total budget
allocated to the
Ministry  during

the last three
Financial Years,
along-with  year
wise details of
expenditure;

b) The details of
Government
advertising
released  through

print, electronic and

All public sector advertisements are released in accordance with the Federal Government Advertisement Policy 2021
(as amended in 2022), approved by the Federal Cabinet, and the Guidelines and Procedures 2024 issued thereunder
(Annex-A). The policy is all-encompassing, covering all media, and is designed to ensure transparent, judicious, and merit-

based utilization of public resources for government communication and media campaigns.

2. Government advertising is released to serve a defined public interest purpose. Advertisements are released to inform
citizens about government policies, programmes, and initiatives; to change behavior in areas of public health and safety; to
ensure operational effectiveness of government by making citizens aware of available public services; and to project Pakistan's
national narrative and interests. Campaigns and outreach activities are planned and executed on the basis of reach, audience,
and measurable public benefit/dividend, not based on any media outlet's editorial stance, political affiliation, or loyalty. The
policy expressly requires that advertising decisions be driven by value for public money and effective delivery of the public

message.

3. During the requisite period, advertisements were released across print, electronic, and digital media for the following

sectors of public importance: economic reforms; foreign affairs; governance reforms; performance and initiatives of Federal
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digital media during
the said period; and

c¢) The steps taken by
the Ministry to ensure
transparency and merit
in the distribution of
Government

advertisements and to

preven!  misuse  for
political  or  non-
political purposes?

Government Ministries/ Divisions/ Departments/ Autonomous and Semi-autonomous Bodies/ Entities etc.: socio-economic
issues; youth empowerment; Kashmir; National Action Plan; public safety and awareness; environment and climate change;
tourism; defence and security; digital safety and cyber security; Marka-e-Haq, Youm-e-Tashakur, and the Pakistan-India
Standoff.

4. A significant portion of government advertising constitutes a civic and social obligation, in line with Corporate Social
Responsibility, to disseminate information on matters of direct public welfare, including polio eradication, population control
, pollution, public safety, and other subjects of social importance. These are not promotional campaigns; these are public

service communications that directly contribute to the health, safety, and well-being of citizens.

5. Advertisement rates are determined by the Rate Fixation Committee (RFC) as approved by the Federal Cabinet in 2022,
based on verified viewership and circulation data. Allocation of TV spots and print insertions is made in accordance with
audience ratings and newspaper circulation figures, ensuring that public funds are directed towards outlets with the greatest
reach and impact. These matters are regularly deliberated in consultation with the Pakistan Broadcasters Association (PBA)

and the All-Pakistan Newspapers Society (APNS), respectively, to ensure fairness and transparency.

6.  Furthermore, the pending liabilities for Print, Electronic and Digital Media are cleared on a regular basis so that salaries

of employees and outstanding advertisement dues are cleared by respective media houses.

7. Media industry is currently facing crisis particularly sustaining print media industry. More financial support is
required by media houses to pay salaries to media workers. Therefore, regional media is being supported across
different mediums & platforms through advertisement campaigns with targeted approach to reach out to people at

grassroots level.
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8.  The requisite details of total budget allocated to PID H/Qs, Islamabad during the last three Financial Years along-

with the details of expenditure are as under: -

STATEMENT SHOWING DETAILS OF TOTAL BUDGET ALONGWITH EXPENDITURE FOR LAST THREE
YEARS FOR PID
8. F.Y Allocated Supplementary il e Final Budget Expenditure
Budget Grant mﬁﬁno_w:mﬁo m_uﬁamw:mﬁ grant
No. (- (+

1. [22-23 | 728,455,000/~ | 2,950,000,000/- | 128,107,619/~ | 146,373.422/- | 3,696,720,803/- | 3,790,113,170/-

2. |23-24 | 1,077,000,000/- | 1,691,060,000/- | 102,410,679/ | 184,393.704/- | 2,850,044,525/- | 2,921,813,091/-

3 24-25 | 1,077,000,000/- | 3,920,822,000/- | 94,081,459/- | 319,669.732/- | 5,223,410,273/- | 5,247,216,268/-

The requisite details are tabulated as under:-

2022-2023 M/o I&B Priit Media " 840.380.340/-

Federal Government Ministries /
Divisions / Departments /
% -do- Autonomous and Semi- -do- 1,846,668,145/-

Autonomous bodies / Corporations
/ Authorities and statutory bodies

e,

3. 2023-2024 M/o 1&B -do- 289,961,738/-
Federal Government Ministries / -do-

4. -do- Divisions / Departments / 1,813,004,376/-

Autonomous and Semi-
Autonomous bodies / Corporations
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/ Authorities and statutory bodies
etc.

2024-2025

M/o 1&B

-do-

1,310,053,107/-

-do-

Federal Government Ministries /
Divisions / Departments /
Autonomous and Semi-
Autonomous bodies / Corporations
/ Authorities and statutory bodies
etc.

-do-

2,099,397,673/-

2022-2023

M/o [&B

Electronic Media

2,012,906,533/-

-do-

Federal Government Ministries /
Divisions / Departments /
Autonomous and Semi-
Autonomous bodies / Corporations
/ Authorities and statutory bodies
etc.

-do-

512,043,308/-

2023-2024

M/o 1&B

-do-

2,422,922 514/-

10.

Federal Government Ministries /
Divisions / Departments /
Autonomous and Semi-
Autonomous bodies / Corporations
/ Authorities and statutory bodies
etc.

-do-

525,845,585/-

11.

2024-2025

M/o 1&B

do-

5,250,443,241/-

12.

-do-

Federal Government Ministries /
Divisions / Departments /
Autonomous and Semi-
Autonomous bodies / Corporations
/ Authorities and statutory bodies
etc.

-do-

870,670,026/-
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13.

2022-2023

M/o [&B

Digital Media

840,021,833/-

14.

-do-

Federal Government Ministries /
Divisions / Departments /
Autonomous and Semi-
Autonomous bodies / Corporations
/ Authorities and statutory bodies
etc.

-do-

24,743,753/-

15.

2023-2024

M/o 1&B

451,934,160/~

16.

-do-

Federal Government Ministries /
Divisions / Departments /
Autonomous and Semi-
Autonomous bodies / Corporations
/ Authorities and statutory bodies
etc.

-da-

64,854,066/-

17.

2024-2025

M/o 1&B

-da-

1,000,901,033/-

18.

-do-

Federal Government Ministries /
Divisions / Departments /
Autonomous and Semi-
Autonomous bodies / Corporations
/ Authorities and statutory bodies
etc.

-da-

264,404,835/-

<>

Page 5 of 5




GOVE, " MENT OF PAKISTAN
CAB [NET SECRETARIAT
A C,ABINET DIVISION

Fhene

No.F.1/10/2021/COORD-RA-IV | |

W

Islamabad, the 28%"November, 2022

From: AMNA FAROOQOQ,
Section Officer (RA-IV)

To: 1) The Managing Director,
Public Provrement Regulatory Authority (PPRA),
Islamabad.

2)  The Chairnan,

Oil & Gas egulatory Authority (OGRA),
Islamabad.

3)  The Chairman,

Pakistan 1xlecommunication Authority (PTA),
Islamabad.

4) The Chairman,

National Eiestric Power Regulatory Authority (NEPRA),
Islamabad,

5)  The Chairraan,

Naya Pakis.an Housing & Development Authority (NAPHDA),
Islamabad,

6)  The Executive Director,

Frequency Allocation Board, (FAB),
Islamabad,

7y The Chairman,
Special Technology Zones Authority (STZA),
Islamabad

Subject:-

AMENDED IN YEAR 2022

Please find enclose herewith a copy of this Division’s U.O. No.4-1/2020-Misc
(Ceord) dated 25" November, 2022 along with a self-explanatory copy of Ministry of
Information & Broadcastinﬁ; O.M. No.15(31)/2018-P-1, dated 16% November, 2022 on the

above subject for information and compliance in letter and spirit.

Al vy
ST
Encl: As above \

" (AMNA FAROOQ)

-
o istar nmunication Authority
Copy alongwith enclosures forwarded to: Pakistan Telecor ; z

Chairmen {1 o \
i.  Section Officer (RA-I) DG Coord U T :
.  Section Qificar (RA-ID)  Action: 3y 1‘} T UE) 3 "i
i,  Section Officer (RA-TII) Fafor diat 1€y T 3\;:‘-@?{7} iff}’i {‘F ,:
| Dity Ho ] 3¢ 48 = '_j, i f,}}
: i
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Most Immediate
il By Special Messenger

GOVERNMENT OF PAKISTAN
CABINET SECRETARIAT L
. CABINET DIVISION

-k

Subject:  APPROVAI _OF THE ADVERTISEMENT POLICY 2021 AS AMENDED
IN YEAR 2022

Please find enclosed herewith a self-explanatory O.M. issued by Ministry of
Information & Broadcasting bearing No. 15(31)/2018-P-I dated 16™ November 2022 for
information and compliance wi letter and spirit.
"M,
=)
(Nida Rehman)

Section Officer (Coord)
PH: 051-9202666

1. Joint Secretary (Org) For PCP/S&F/PTDC/NAP/APO/SST

2. Joint Secretary (RA) For PTA/FAB/OGRA/NEPRA/PPRA/NAPHDA/STZA
3. Secretary (NTISB) For Department of Communications Security

4, S O (Admn-II) For Islamabad Club

5.

Section Officer (G-1/G-.[) For Cabinet Division (main)
Cabinet Division’s U.0. Mo. 4-1/2020-Misc (Coord), dated 25™ November 2022




VIO I LIVELIVIDLAFL A b 1.

GOVERNMENT OF PAKISTAN
MINISTRY OF INFORMATION AND BROADCASTING
ISLAMABAD

L2 ] :' 2
No. 15(31)/2018-P-1 iw Islamabad, the 16™ November, 2022
kY

' OFFICE MEMORANDUM

Subjeet: APPROVAL QF THE, ANYERTISEMENT POLICY 2021 AS AMENDED IN
YEAR 2022

The undersignes is directed to enclose herewith the “"Advertisement Policy 2021 as anwended
in year 20227, duly approvea by the Federal Cabinet, for information and compliance, please.

icnelr As above

f?" ‘2
(Zahidullah Khan)
Deputy Director (P-1)
Ph: 9103558

Distribution:

a) AlL Secretaries of the Ministries/Divisions (with the request to circulate the Advertisement
Policy to departments, organizations, autonomous/semi-autonomous bodies. under their
administrative control). .

b) Accountant General of Pakistan Revenuc (AGPR), Iskunabad.

c) Director General/Principal Information Officer (P1O), PID. Islamabad.

d)

Dircctor General, Directorate of Electronic Media and Publication (DEMP), Islamabad.
¢) Director General, Cyber Wing, M/o 1&B, Islkumubaud.

Copy for information to:

Secretary te the President, President’s Secretariat (Public), Islamabad.

Sceretary to the Prime Minister, Prime Minister's Office, Islamabad.
« Sceretary, Cabinet Division, Islamabad.

Director to Minister Office, M/o 1&B, Islamabad.
= Director to Secretary Qffice, M/o 1&B, Islamubad

\
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COVRRNMENP OF PAKISTAN

MINISTRY OF INFORMATION & BROADCASTING

———

ADVERTISEMENT POLICY 2021

(AS AMENDED IN YEAR 2022)

ooooooo




i Introduction:

Advertisements, commercials or messages on Print, ‘I'V/ Radio/Cinema, Digital or other
platforms, form an important tool for dissemination of information and creation of awareness
anong the citizens on government policies, programs snd initiatives, The povernment. therelore.

needs to utilize effectively tl.e entire range of media to create informed opinions on various policies

and progriuns being pursued for the welfare of the citizens.

With the ever evolving and advancing new media, there is a dire need to ensure that
advertising or communicatious across the required mediums are streamlined so that its message

reaches the maximum numazer of people and also elicits response. Therefore, communication

strategies should achieve value for public money and efficiency in the delivery of message and

encourage media pluralism.,

Accarding 1o Rule of Business, 1973, Schedule - 11 Entry 16, Ministry of Information and
Broudeasting is a tocal Minstry of the Government of Pakistan, inandated with its projection and
dissemination of information, It is incumbent to streamline the release of public sector

advertisements and formulate an advertisement policy to benelfit from emerging media tools for an

elfective und targeted dissemination of public messages.

The policy further intends to enhance transparency and inclusivity besides curtailing the
disceetionary powers in disbursement of public sector adventisements w0 make it more effective
andd Gae-reaching, ensuring added value for public money.

2 Muandate:

As per Rules of Business, 1973, Schedule - 11 Entry 16 Moll3 is mandated 10,

6. (1) Pulicy regarding government advertisenient; control ef advertisement and placement;

il Pramotion and' projection of Goverminent policies throvgh digital media®.

|
|




. Objectives
ik To provide a broader {ramework for public sector adverlisements and communications, and

£
'

W inform and inculcate awareness among the masses on issues of pubiic importance and

achievements of the government of the day.

The advertisement policy 2021 (As Amended 2022) aims to establish the requisite
structures, procedures, systeris and guidelines 1o make the policy dynamic and progressive, 10

cater 10 the rapidly changing national and global media ecosystem in order to project and promote

the narrative of the state.

4. Scope:

The policy cntitles release of Federnl Government advertisements to only those

publications, TV channels, radio channels. cinemas, cable operators. outdoor and digital media
i platforms which are registered/enlisted with the MolB and adhere to Article 19 of the Constitution

of Islamic Republic of Pakistan, 1973, as well as media code of ethics, in voguc.

The Policy entails all torms ol publicity i.c. campaigning, advocacy, outreaching,
I

awareness, countering misinformation and disinformation, narrative building, public service
messaging, marketing, pronotion, projection and event management on issues of public and

,_ national importance and security, ete.. inland and abroad, if so recuired.

3 Guidelines of Advertisement Policy 2021 (As amended in 2022):

- » . A ‘ ‘g . d v, . |
1) 'he Advenisemen' Policy is all-encompassing; covering all forms ol media including
; print, electronic. digital, cinema. outdoor. and iny other medium Tor transparent. judicious and ”
merit-based utilization of Government resources for public scetor advertisement and media

COMpPiLns:

|
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i)

b) Transparency is the hallmark of this policy—I{rom issuance of advertisements 10 various

niedia outlets o the payment of dues. The relcase of advertisements through a transparent

mechanisin would guarantee value tor national exchequer;
¢) All the relevant stakel olders including various media associations were consulted during
the formulation of this polic y;

d) he Planning Commission shall earmark 0.3% to 2.5% ol total budget outlay of any PS04

project. depending upon the conditions mentioned in the Schedule, for running effective publicity

and MAss awareness campaigrs,

) Al publie seetor adrrentisements shall be released through PID:

0 MolB may conduet 3™ party need assessment before laur:ching any media campaign, on

need hasis:

4]

P1D shall apply 253% quota. in addition to all advertisement releases emanating from lederal
covermiment ministries/ divisions/ attached departments/ autonomous and  semi-autonomous/ T

corporations’ awthorities and statutory bodies ete. towards supporting regional, lunguage and

evalving media,

h) P10 shall determine and apply 23% quota on the basis ol cost (for display advertisenients

to publications. TV channels, 1'M stations) or number of stations (lor classilied advertisements (o

publications).

1) PIb shall appuint acvertising agencies on the panel and vith consultation of ministries

divisions! attached departinents/ autonomous and semi-autonomous/ corporations/ authoritics and

statutory bodics ele.

In order 1o scek diverse. innovative, -broad-based and va ue added media solutions by

providing ellective,  tair playing lield and promote competitiveness for the federal

; . - Page-4-0f9 \
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govermment/nationzl campaigns, the advertising agencies enlisted with PID shall deem to be

.~ eoipancled agencics of Mol B.
K) All the federal goveriment ministries/ divisions/ attached de

= -

partments/ autonomous and
semi-autonomous/ corporationss authorities and statutary bodies etc. shall be liable to clear all the
outstunding dues/payments against the releused and published/aired advertisement/s within 90

———

days, failing which PID may suspend the release/s of the non-compliant sponsoring public sector
B
—w

orzanizativns/enuitics.,

1) AGPR shall not proces:. any advertisement claims without the authorizatio/verification by
the PID.
) Auditor General of Pukistan shall declare any payinent’s against the advertisements

claims/bills by the autonomous and semi-autonomous/ corporatiens/ authorities and statutory

hodies ete. as unlawful and lialie to recovery which are not authorized/verificd by PID.

.

6. Oversight & Impiementation Committee (OIC):

The Oversight & Implementation Committee: shall oversee all aspects of government
advertissment and communication. The OIC shall have the authority to review any publicily

campaign‘advertisement which lacks objectivity or is inconsistent with the policies of the

€0 venumnment,

Composition ol the Committee shall be as follows:

i Secretary, 1&B Division (hairperson
ii. Principal Infe rmation Officer (’10) iMember
iii.  Director Ceneral, 1P Wing NMember
v, Director Gcnera!, DEMP Member

i—._—____._.— Page-5-0f 9
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V. Dircetor General, Cyber Wing Member

vi. Rep of Digital Communication Wing Member

vii. Director —(-Advt) PID

']

-opled Member with !he permission of the Secretary,

(Secretary to the Commitiee)

vill. Any co Inlormation.

6.1 The OIC shall be authorized 10 approve the rulesr‘prowdurcs{SOPs hot contrary to this policy for

all Federal Government media advertisements, and amend them, as and when required,

7. Grievance Redressal Committee

In order to address the grievances emanating from the decision/s of the OIC, the following

Conunittee shall be constituted:

i, Minister for 1&DB

il. Additienal Secretary MolB3
iil. DG 5P Wing

i. DG PBC

v DDGC (HP) PID
S. Advertisement Rate Fixation Committec:

The Commuttee shall devise criteria to determine and review the adveriisement rates tor

cleetronie. outdoor. digital, ciaema or any other media platform and would meet on need basis or

at least biunnually, 10 review he criteria or rates, if required.
The Committee sha | comprise the following members:

i I-'cdcml Minister for Information and Broadcusting (Chair)
i Secrelary, Information and Broadeasting

iii.  Principal Information Officer

Page-6-0f9 N
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. Director General, DEMP
V. Director General, IP Wing
vi.  Director General, Cyber Wing

vii.  Any other co-opted member

9. Digital Media Advertisements

The approved policy giidelines shall be applicable on all ministries/ divisions/ attached

departments/ autonomous ard semi-autonomous/ corporations/ authorities/ and statutory bodics

ete. for release/placement of their digital advertisements through the respective empaneled

advertising agency/ies alter qbtaining mandatory approval of PID.

Cyber Wing of Mo!B shall register, maintain and update the list of news websites. web

portals, social/digital media platforms and inlluencers, and shall also verify the claims according

to the notified rules/procedure s/SOPs.

10.  Content Committec

A in=howse Contert Connattee to the displuy, ¢lectronic, ouidoor, cinematic and digital
advertisement shall be notificd by the MoiB for approving/selccting the creative solutions

for the campaigns executed by the Moll3.

ERERPESFERR R RS S TR RS
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‘ SCHEDULED
GOVERNMENT OF PAKISTAN

MINISTRY OF PLANNING, DEVELOPMENT & SPECIAL INITIATIVES

Subject:  GUIDELINES FOR ALLOCATING A PERCENTAGE OF TOTAL BUDGET

QUTLAY IN PSDP ROR RUNNING AN EFFECTIVE MEDIA CAMPAIGN r
FOR PSDP PROJECTS

| . The following guidelines have been prepared by Ministry of Planning.
Development & Special Initiatives in consultation with Ministry of Information and Broadcasting,

| in pursuance of the decision of the Federal Cabinet in its meeting held on 7™ July 2021, with regard

to the Advertisement Policy 2021, The guidelines shall apply to the funding for advertisements for

development projects cut of PSDP allocation only.

2,

Provision for advertisement and publicity shall be allowed as a part of the cost of

\ the project based on following conditions:

i. A project shall be declared a gualified project for advertisement & publicity by

the CDWP based upon nature of work, geographical coverage, cost of the

e e

project ard other eriteria as deemed appropriate by the CDWP,

The CD}){;‘ shall consider every project for declaration as a qualilied praject
for advertisement and publicity when received for approval.

Once aroject is declared as qualified project lor advertisement ﬁnd publicity
0.5% 10 2.3% of the cost of the project shall be earmarked for Advertisement

and Publicity in PC-1 of the project depending upon the conditions mentioned

. ' above.
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iv.  Provision for advertisement shall be made in the 1* year i.c. year of launching
* . . . .
the project and in the last year i.e. year of completion
v.  Ministry of Intormation & Broadcasting may determine the mechuanism lor
4 .~
utilization of funds for advertisement & publicity.
Vi,

Project au horities will utilize funds for project needs relating to advertiscinent

as per instructions issued by the Ministry of Information & Broadcasting.

A
.

The Executive Committee of the National Economic Council (ECNEC) considered

the subjeet guidelines submitted by Planning, Development and Special [nitiative Division and

approved the same with the [bllowing directions:

b) The funds for advertisement should be utilized/restricted to the extent of the specific

project lor which those are approved in the PC-1;

¢) The funds for adve-tisement in the PC-1 should not exceed the limit of 2.5% of the cost

of the project, depending upon the size of the project.”
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S A TY2018 P Islamabad the, 1 November, 2024

OFFICE MEMORANDUM

subjeets  GUIDELINES AND PROCEDURES 2024 OF ADVERTISEMENT POLICY 2021
(AS AMENDED IN 2022)

The undersigned is directed to enclose herewith the Guidelines and Procedures 2024 of
Advertisement Policy 2021 (as amended in 2022) as approved by the Oversight & Implementation

Commitee (OIC) in terms ol para 6.1 of the policy.

For information and compliance, please,

__ ' | , |
Envic Ax by | Wg C/a}/
| y )

(Arshad Khan) /’r/
Dupuly Director (P-1) 7/

Ph: 9103558

¥
Distribution

) All Sewretanies of the Miristries/Divisions (with the request to circulate the Guidelines and
Procedures 2024 of Advertisement Policy2021 (as amended in 2022) 1o auached
departments’/Antonomous and Semi-autonomous Corporations/ Authonties and stuitory
badies,

b) Accountant General of Pakistan Revenue (AGI'R), Islamabad,

) Director General /Principle Information Officer (P10). PID, Islnviabad.

d) Director General, Directorate ol Electronic Media and Publication (DEMP). Islamubad.

o) Director General. CDC. M/o 1&B [slamabad.

Copy for information lo:
< Duector to Minister Oftice, M/o 1&1, Islamabad

+ Director o Secretury Oftice, Mo L&D, Isiamabad
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1.1.3

1.1.4

Convener

1. ADVERTISING AGENCIES +

%

L 5% %

- Procedure for Empanelment:

The Press Information Department (PID) shall concur the placei ient of a panel of minimum
three and maximum of six advertising agencies at the disposal of each Federal Government
Ministry/ Division/ attached department/ Autonomous and Semi-autonomous, Corporation/
Authority and statutory body through a transparent competitive f rocess from only amongst its
enlisted advertising agencies, for a period of two years. Howevei, on request of the concerned
Federal Government Ministry/ Division/ attached department/ Autonomous and
Semi-Autonomous Corporation/ Authority and statutory body etc. PID may allow
increase/decrease in the number of advertising agencies on panel of Ministries/Department in
view of the quantum of work / business.

All Federal Government Ministries/ Divisions/attached departments/ Autonomous and
Semi-Autonomous Corporations/ Authorities and statutory bodies etc. shall only utilize the
services of such empaneled advertising agencies, concurred by FID at their disposal.

All the Federal Gavernment Ministries/ Divisions/attached departments/ Autonormous and
Semi-autonomous Corporations/ Authorities and statutory bodies etc. shall send a written
request addressed to the Principal Information Officer, PID, Islamabad along with a brief of the
nature and scope of the ministry/division/department etc. with name / designation of the focal
person nominated for the empanelment process.

The concerned Federal Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-autonomous Corporations/ Authorities and statutory bodies etc. shall publish an
Expression of Interest (EQOI) for the empanelment amongst the enlisted advertising agencies
with PID mentioning their requirements.

The secretarial support for the process of empanelment of advertising agencies shall be the
responsibility of the concerned Federal Government Ministries/ Divisions/attached

departments/ Autonomous and Semi-autonomous Corporations/ Authorities and statutory
bodies etc.

The Federal Government Ministries/ Divisions/attached departments/ Autonomous and
Semi-autonomoeus Corporations/ Authorities and statutory bodies etc. shall convene a meeting
of the short-listing committee for scrutinizing and shortlisting of the interested advertising
agencies on the basis of submitted profiles. The short-listing committee and criteria to short-list
the advertising agencies is required tc be developed in consultation with PID keeping in view
the specialized requirernents of the concerned ministry/division/department etc.

Subsequent upon shortlisting of the advertising agencies, a three member Selection

Committee of the following composition shall be constituted and notified by the concerned
Ministry/division/department etc:

Not below BS-19 or equivalent who shall also represent the
concerned Federal Government Ministry/ Division/attached
department/ Autonomous and Semi-autonomous Corporation/
Authority and statutory bodies in the selection committee.

Member One representative of PID (Not below BS-17)

Member One External Media Expert from amongst the existing pool shall be
nominated by PID.
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The concerned Federal Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-Autonomous Corporations/ Authorities and statutory bodies etc shall provide
minutes of the Selection Committee’s meeting along with original marking sheets duly signed
by all the three members for obtaining final concurrence of PID.

In order to ensure timely completion of the selection process, the Federal Government
Ministries/  Divisions/attached  departments/ Autonomous and Semi-Autonomous
Corporations/ Authorities and statutory bodies etc shall initiate the process of empanelment of

advertising agencies at least 03 months prior to expiry of the term of empaneled advertising
agencies.

Extension to the already empaneled advertising agencies for i period of not exceeding 03
months shall be allowed by the PID on written request by the Head of the concerned ministry/
division/ department etc. with proper justification and surety to complete the regular
empanelment process within the extended time period.

Federal Government Ministry/ Division/ attached department/ Autonomous and
Semi-Autonomous Corporation/ Authority and statutory body shall ensure equitable
distribution of business among the empaneled advertising agencies.

In case of an emergency where no advertising agency is empaneled, Federal Government
Ministries/  Divisions/attached departments/ Autonomou.; and Semi-autonomous
Corporations/Authorities and statutory bodies shall contact PID with a brief to invite enlisted
agencies for creative submissions. Agencies will share designs within the specified time and
format. A three-member Selection Committee, including a PID .epresentative, will select the
artwork. This process applies only to the specific campaign. Entities must assure PID that they
will promptly appoint advertising agencies to their panel for future needs.

In case of classified advertisement where there is no empaneled advertising agencies, Client
Release Order (CRO) may be sent directly to Press Information Department (PID) without
naming any advertising agency until the empanelment process has been completed at the
earliest while PID may release the same through any advertising agency enlisted with PID
ensuring equitable distribution of government advertising business.

1.2 Enlisting & Delisting

1.2.1

1.2.2

1.2.3

The Press Information Department or its Regional Information Otfices (RIOs) subject to final
concurrence from PID H/Qrs, Islamabad shall enlist, suspend, blacklist or delist any advertising
agency on its pool.

Written application addressed to the Principal Information Officer/DG PID, Islamabad or
Director Generals/ Heads of PID Regional Offices shall be subir itted as per requirements for
enlistment.

Any advertising agency applying for enlistment with PID must have at least 03 years of active
professional experience within Pakistan.

If any foreign Advertising Agency intends to get enlisted with PID, it must either get itself
registered with the relevant authorities or must enter into a joint venture with a local advertising

agency which fulfils the criteria elaborated in these SOPs along with completing all codal
formalities required under law of the land.




Requirements for Enlistment

1.2.5 The applicant advertising agency must register accordingly wiin the Securities & Exchange
Commission of Pakistan (SECP) for at least 3 years under the Companies Act 2017,

1.2.6 The advertising agency shall fulfill and submit the following for enlistment with PID

iii.

Vi

Detailed Profile including scope (Print, Electronic, Digital, Qutdoor, Cinematic or
Foreign Media)

" indicates mandatory submissions

a.
b.

C.

d.

e.

List of past clients and testimonials®
Comprehensive reports of past public-sector campaigns, if any;

Minimum 03 References/Recommenrdations from private/public
sector clients™;

NTN Number®;
SECP Registration certificate”;

Financial Documents including;

a.

Disclosures

Cc

Balance sheets and duly audited accounts by authorized certified
Accountant for past three years™;

Liquidity Certificate demonstrating ¢ pability to run campaigns of
any scale (especially for digital campaigns)*

Non-collusion certificate/affidavit™;

The agency must submit an affidavit on Stamp Paper affirming that
it has never been blacklisted by any Federal or Provincial
Ministry/Division/Department/ Organization etc.”;

Any conflict of interests;

Value Added Services, if any

Infrastructure

a.

Copy of lease agreement/ proof of address of office in Islamabad
and/or provincial capitals®;

Detailed organizational structure including specialized/qualified and
experienced professionals that can ceter to any mediums handled

by applicant agency (Electronic, Print,.Digital, Outdoor, Cinema,
Foreign)*

For Digital enlistment the agency must submit documents outlined in the checklist
at Annex-I. All other requirements and codal formalitie s for enlistment of advertising
agencies shall also apply.
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1.2.9
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1.2.11

1.2.12

1.2.13

1.2.14

The submission of application to the PID for enlistment by any advertising agency shall not
confer any right for enlistment. The PID shall have the authority to accept or reject any
application for enlistment without assigning any reascns.

The enlisted advertising agency must adhere to the policies, rules, regulations, SOPs,
guidelines and the law in vogue, in letter and spirit. In case of non-adherence or any violation,
PID shall have the authority to suspend, blacklist or delist any enlisted advertising agency at
any point in time.

An advertising agency already enlisted or applying for enlistment must not resort to pressure
and coercive tactics influencing government officers/officials. Anv advertising agency found to

engage in such practices shall be liable to punitive action which may include suspension,
blacklisting or delisting.

Any advertising agency found to be engaged in fraudulent practices or exhibiting
unprofessionalism either through its work or the conduct of its employees with Press
Information Department (PID) or upon the complaint received from the federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall render the agency to punitive action
which may include suspension, blacklisting, delisting from the PID pool or removal from the
panel of the complainant Ministry/ Division/ Department etc EDG/PIO shall approve the
aforementioned punitive action against such agency. The agency penalized in such instance
shall have the right to appeal against the action taken by PID to the Secretary MolB who may

decide such appeal either by himself/herself or any committee constituted by him/her for such
matters.

The advertising agency must ensure that the approved campaigne/ advertisement released by
the sponsoring Federal Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-Autonomous Corporations/ Authorities and statutory bodies etc are executed in
accordance with the specifications/ requirements given in the Client Release Order (CRO). In
case of non-compliance, errors and omissions in the content/ matter/ design of the released
advertisement to the desired medium/s, the onus rests with the advertising agency, and is liable
to punitive action.

The advertising agencies must submit an Integrity Bond affirming that no illegal/ unfair means
are used for securing the campaign(s)/business.

The quality and error-free translation in the target language is the responsibility of the
concerned advertising agency.

No advance payment, irrespective of the budget of the campaign, shall be made by the Federal
Government for the execution of digital or outdoor campaign by ministries/divisions/attached

departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc.
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2. RELEASE OF ADVERTISEMENTS

2.
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PRINT MEDIA

All display/classified advertisements emanating from the public sector organizations shall be
released only to the newspapers/publications borne on Central Media List (CML) by the Press
Information  Department (PID) upon the request of federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc.

No public sector advertisement shall be released without obtaining a specific PID Tracking

Number. No claims or invoices shall be considered eligible for payment that do not bear PID
Tracking Number.

The PID Tracking Number shall be allocated by the Press Information Department HQ and its
Regional Office(s) depending on the location of the sponsoring department/organization where
the advertisement is emanating from.

Classified Advertisements include public notifications of routine character, consisting of plain
text and logo such as Situation Vacant, Tender Notices and Puliic Notices etc whereas, the
Display Advertisement includes advertisements to publicize special initiatives and programs
consisting of design elements aimed at maximizing the impact of the message such as
launching/inauguration announcements, public cutreach and awareness campaigns, sectoral
achievements and admission notices etc. However, PID shall be the final authority in the
categorization of an advertisement into classified or display.

The regional quota 25 % shall be decided by PID, in addition to all advertisements releases
emanating from federal government ministries/divisions/attached departments/autonomous
and semi-autonomous corporations/authorities and statutory bocies etc. towards supporting
regional media, languages and evolving media.

In case of classified advertisements, PID shall exercise 25% regional quota over and above of
the total number of stations of the newspapers requestec by the sponsoring federal
government ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. and in case of display advertisements for

publications, the 25% quota will be made over and above of the total cost of the advertisement
released.

For release of advertisement, the advertisement-sponscring federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall submit a written request addressed to
the Director (Advertisements), Press Information Departmen! along with final/approved
advertisement, both, duly signed and stamped by an officer not brlcw BS-17 or equivalent. The

said written request by the sponsor shall be referred to as Client Release Order (CRO).
(Annex-1l)
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2.1.12

2.1.13

2.1.14

2.1.15

2.1.16
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Any instructions other than already specified in CRO limiting PID in performance of its mandate
shall not be considered. |

All advertisements to be published in newspapers/publication etc. must preferably reach PID at
least 03 days prior to its desired publication date.

All  federal government ministries/divisions/attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. shall ensure that the
request of advertisement is submitted to PID keeping the substantial availability of time in cases
where there are specific deadlines. In case of unavailability of sufficient time and subsequent
failure of publication of such advertisements, the responsibility shall rest with the sponsoring
federal government ministries/divisions/attached departments/autonomous and
semi-autonomous corparations/authorities and statutory bodies etc.

In case of display advertisements, when the sponsoring federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. intend to release a campaign or a special
supplement, the sponsor may suggest its publications preferences. However, the final authority
ta decide the publications for the display campaigns shall rest with the PID within the allocated
budget ceiling provided by the sponsor.

In case of classified advertisements, the sponscoring federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall indicate budget allocation, language,

region, periodicity of the publication and number of insertions without naming any newspaper
in their client Release Order.

The prime responsibility of the content/matter of the advertisement rests with the Federal
Government Ministries/ Divisions/attached departments/ Autonomous and Semi-Autonomous
Corporations/ Authorities and statutory bodies etc which is issuing the Client Release Order.

It shall be binding on all national and regional publications to ersure that the advertisement

released is printed in the respective language(s) of the publication unless otherwise required by
the sponsoring organization.

PID may decline any request for release of advertisement on the basis of content, matter,
deficiency or design contrary to the guidelines/ instructions issued from time to time.

All foreign print media advertisements of Federal Government ministries/divisions/attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc. shall be released after obtaining NOC from Externa! Publicity Wing, Ministry of
Information & Broadcasting. The sponsoring Ministry/ Division must ensure that the
advertisement is released after obtaining the quotations from all the empanelled agencies and
preference shall be given to value for money. In case, where there is no empaneled agency(s) or

the empanelled agencies regret to release international advertisement due to any reason, the
matter shall be referred to PID.

PID shall hold the competition for selecting advertising agencies to execute foreign print media
advertisement among the enlisted advertising agencies.
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2.1.20

2.1.21

2.1.22

All Federal Government ministries/divisions/attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies etc shall clear their
advertisement dues within three months (90-days) of publishinc/airing. In case of default, PID
may suspend/stop the release of advertisements of the concarned client department until
clearance of outstanding dues.

The advertisement must not be demanded by any publicatich as a matter of right. Any
newspaper/publication canvassing for advertisement, pressurizing or coercing government
officers officers/officials of PID or the sponsoring ministries/divisions/attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc. shall be liable to punitive action including suspension by Principal Information
Officer (PlO) for three months or removal from Central Media List (CML) etc. by the Ministry.

All publications shall communicate to Director (Advertisements), PID the name, address and
picture of the marketing representative along with the appointment date and expiry date. PID
will not consider any unauthorized individual or an individual representing more than one media
house(s). Any fraudulent activity, misbehavior, or any other coiniplaint against the marketing
representative shall render the publication liable to punitive action (including suspension
/removal from CML).

Classified Advertisement for Federal Government entities having advertising agencies on Panel:
Client Release Order (CRO) shall be addressed to the Director (Advertisement), Press
Information Department (PID), Benevolent Fund Building, Zero Point Islamabad, with a copy to
one of the empaneled advertising agencies. The Agency shall design the classified/display
(print, electronic, digital, cinematic & outdoor) advertisement and nrovide all necessary support
services. PID shall amend/approve the media plan and upload th:: same on its official website.
The concerned advertising agency shall strictly follow and execui~ the approved media plan as
per the client department’s reguirements. The sponsoring departments must ensure judicious
distribution of advertisements distribution among appointed/ emnaneled advertising agencies.

Classified Advertisement for Federal Government entities having no advertising agencies on
Panel: Client Release Order (CRO) shall be sent directly to Director (Advertisement), Press

Information Department, Benevolent Fund Building, Islamabad, and the advertisement shall be
released through an advertising agency enlisted with PID.

2.2 ELECTRONIC MEDIA

2.2.1
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All public sector advertisements/campaigns to electronic media (TV/Radio) shall be released
through advertising agencies only to channels borne on Electronic Media List (EML) after
obtaining a specific PID tracking Number (EMN). Any claims or invoices without PID Electronic
Media Number (EMN) shall not be entertained/ processed for payment.

In case of electronic media campaigns, PID shall make 25% addiiions of the regional/ evolving
TV/ Radio Channels over and above the total cost of the campaign towards reaching out and

enabling the masses through regional media/ languages and evolving media to maximize the
number of beneficiaries of the announcements.
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2.2.10

2.2.11

For release of electronic advertisement through PID, the Federal Government Ministries/
Divisions/attached departments/ Autonomous and Semi-autonomous
Corporations/Authorities and statutory bodies shall submit a written request addressed to the
Director (Advertisements), Press Information Department alongwith final/approved campaign,
both, duly signed and stamped by an officer not below the grade of BS-17. The said written
request by the sponsor shall be called the Client Release Order (CRO) before the start of the
campaign (Annex lll). The approved TV/Radic commercial/advertisement may be emailed or
provided on USB to PID along with the CRO.

The sponsoring ministries / divisions/ attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. may suggest / its
TV/Radio channels preferences. However, the final authority to finalize the channels / radio
spots and time slot for the electronic media campaigns shall rest with the PID.

All  sponsoring ministries / divisions/ attached departments /autocnomous and
semi-autonomous corporations/authorities and statutory bodies etc. shall ensure timely
submission of advertisement’s request to PID. In cases where ther= are specific deadlines such
as admission notices/ public notices and other important announcements, the advertisement
must reach PID at least two days prior to the schedule of airing. In case of unavailability of
substantial amount of time and failure of airing of such advertisements, the onus of
responsibility shall rest with the sponsoring ministriezs / divisions/ attached
departments/autonomous and semi-autonomous corpeorations/authorities and statutory
bodies etc.

PID shall forward the approved/ final media plan upon release to the Directorate of Electronic
Media and Publications (DEMP), MolB for real-time tracking/ monitoring.

The advertising agency shall submit the claim bill to PID within 15 days after airing of the
campaign.

PID may decline any request for release of advertisement on the basis of content, matter,
deficiency or design contrary to the guidelines/ instructions issued ‘rom time to time.

All  foreign electronic media advertisements of Federal Government ministries-
/divisions/attached departments/ autonomous and semi-autonorious corporations/authorities
and statutory bodies etc. shall be released after obtaining NOC from External Publicity Wing,
Ministry of Information & Broadcasting. The sponsoring Ministry/ Civision must ensure that the
advertisement is released after obtaining the quotations from all the empanelled agencies and
preference shall be given to value for money. In case, where there is no empaneled agency(s) or
the empanelled agencies regret to release international advertisement due to any reason, the
matter shall be referred to PID.

PID shall hold the competition for selecting advertising agencies to execute foreign electronic
media advertisement among the enlisted advertising agencies.

The advertisement must not be demanded by any channel as a matter of right. Any channel
pressurizing or coercing the officers/ officials of PID or the sponsoring ministries/ divisions/
attached departments/autonomous and semi-autonomous corporations/authorities and
statutory bodies etc. shall be liable to punitive action including suspension by Principal

Information Officer (P1O) for three months or removal from Electronic Media List (EML) etc. by
the Ministry.
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2.2.13

2.2.14

2.2.15

All channels shall communicate to Director (Advertisements), PID the name, address and
picture of the marketing representative along with the appointment date and expiry date. PID
will not consider any unauthorized individual or an individual reprasenting more than one media
house(s). Any fraudulent activity, misbehavior, or any other complaint against the marketing
representative shall render the channel liable to punitive action.

The rates for electronic media advertisement shall be applicable as prescribed by the
Advertisement Rate Fixation Committee from time to time.

It shall be binding on all national and regional channel(s) to ensure that the advertisement
released is aired in the respective language(s) of the channel unless otherwise required.

Voiceover/dubbing in the respective languages/mediums shall be the responsibility of the
concerned advertising agency.

2.3 DIGITAL/SOCIAL MEDIA

Digital advertising is a dynamic and rapidly evolving field, necessitating continuous updates to policies
and verification processes. This section outlines the standard operating procedures (SOPs) for digital
advertising, ensuring alignment with technological advancements and market trends. While these SOPs
cover many aspects of digital advertising, it is acknowledged that unforese~n and technical issues, such
as disruptions in internet service or platform-specific challenges, may arise. In such instances,
stakeholders are advised to direct their concerns to the Grievance Redressal Committee of M/o
Information & Broadcasting for appropriate resolution.

2.3.1

2.3.2

2.3.3

2.3.4

Press Information Department will circulate the digital campaign requirements for the Ministry
of Information and Broadcasting to all eligible enlisted agencies while other Federal ministries/
divisions/ attached departments/autonomous and semi-autonomous corporations/authorities
and statutory bodies etc. shall circulate digital campaign recuirements to their eligible
empaneled advertising agencies. In case none of the empaneled agencies is capable of
executing the campaign, the same will be circulated among eligible enlisted agencies by PID,
after obtaining NOC from the empaneled agencies of the sponsoring department.

A  Content Committee, as notified by Sponsoring ministries/ divisions/ attached
departments/autonomous and semi-autonomous corporatio .s/authorities and statutory
bodies etc, shall conduct evaluation and selection of digital media strategy including
content/artwork and digital media campaign plans.

Every Digital campaign will be initiated after issuance of unique 1D {Campaign Number) by Press
Information Department.

Subsequent to evaluation and selection by Content Committee, the approved and signed digital
media plan shall be shared with PID and Centre for Digital Communication (erstwhile Cyber
Wing) prior to execution of the campaign. The digital media campaign shall comprise of a
robust digital strategy & execution plan which include:




i. Name of Social media platforms targeted along with budgetary allocation and key
metrics (booked/committed impressions, views, clicks, number of unique accounts to
be used) along with specific geo-fencing specifications;

ii. Duration of the campaign with component specific time-frame for achievement of
impressions;

iii. Google Campaigns (Display or Search) budget, placenent strategy and targeting

strategy;

iv. In case of international publishers/platforms, selection ot platforms and geo-targeting
details must be mentioned,

V. Digital Publishers and number of impressions promised;

Vi Details of influencers used for PR, content creation, seeding and trending

(channel/platforms, booked impressions/views, duration of trend) must be mentioned,
vii. Value Added Services and FOC;

viii. Name of sponsoring ministry / division/ attached department /autonomous and
semi-autonomous corporation/authority and statutory body etc.;

iX. Clear strategy must be provided for any other innovative digital placement.

Sponsoring Federal Government Divisions/ Departments/ Ministries/ Authorities/ Autonomous/
Semi-Autonomous / Corporations etc. will provide Client Release Order (CRO) to the Press
Information Department, specifying the name of the agency, duly signed and stamped (by

agency and sponsoring department) digital media plan & allocated budget to execute
campaign.

PID may form a close social media communication group (preferebly Whatsapp) for alignment,
monitoring, execution, and subsequent verification. Stakehoiders from CDC, sponsoring
ministries / divisions/ attached departments /autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. must be added for co-ordination. Executing
advertising agency must share periodic pulse reports to allow for real-time monitoring and
verification, as frequently as desired by any stakeholder.

In case of any restriction/limitation by any digital platform or digital publisher during release or
approval of the campaign content, the advertising agency representative must immediately
inform the designated focal person for re-allocation of the budget for smooth execution. Any
reallocation must be approved before execution and usage on an alternate platform. The same

must be communicated to all stakeholders present on the comrrunication group for effective
monitoring and evaluation.

2.3.8 The advertisement must not be demanded by any agency or digital publisher or live-streaming
platform owner(s) or social media handler(s) or influencer(s) as a matter of right. Any digital
platform or agency pressurizing or coercing the officers/ officials of PID or the sponsoring
ministries/  divisions/  attached departments/autonomous and  semi-autonomous
corporations/authorities and statutory bodies etc. shall be liable to punitive action including

suspension by Principal Information Officer (P10) for three months or removal from Digital Media
List (DML) etc. by the Ministry.
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2.3.10

2.3.1

The rates for digital media advertisement shall be based upon real-time platform-specific
market rates by social media platforms corresponding to local ct'rrency and as determined by
the Advertisement Rate Fixation Committee of M/o Information & Broadcasting.

The bills/ invoices for digital advertisements shall be processed by PID after technical
verification (i.e. committed impressions as mentioned in signed and approved media plan) by
the Centre for Digital Communication (erstwhile Cyber Wing).

Submission of campaign execution report shall have a covering ch.ecklist which is duly verified
and stamped by executing advertising agency, PID, and CDC (Attached at Annex-Il).

All payments will be made in Pak Rupees as committed in digital media strategy and all financial
responsibility will be borne by the advertising agency in case of ‘uctuation in foreign currencies.

As per Advertisement Policy 2021 (as amended 2022), CDC (erstwhile Cyber Wing) is tasked
with registering, maintaining, and updating the list of news websites, web portals, social/digital
media platforms, influencers. PID may give preference to CDC's registered digital publishers/

portals/ social/digital media platforms, and influencers for disbursement of advertisement, if
need arises.

Digital Publishers

2.3.14 Local Digital Publishers must meet the following eligibility c-teria to be ensured by the
advertising agency:
Publisher must be accessible in Pakistan without necessitating usage of VPN or private
networks
ii. Minimum monthly traffic of 200,000 originating from within Pakistan
iil. The website/portal/publisher must be integrated with Google Analytics for assessment
of traffic/pageviews/users
iv. Active on at least three social media platforms
2.3.15 Local Digital Publishers shall be categorized on the following scale subject to approval by
Advertiserment Rate Fixation Committee:
Tier Monthly Traffic i Rate
A 5M+ | TBD by Advertlsement Rate Fixation Committee
B 1,250,000-5,000,000 TBD by Advert:sement Rate Fixation Committee
C ?50 000-1,250,000 TBD by Advertisement Rate Fixation Comml'rtee
D 500 UOO 750, OOD TBD by Advertlsement Rate leatlon Commattee
E 200, 000 500,000 TBD by Advertisement Rate leatlon Commlttee




2.3.16

2.3.17

2.3.18

23.18

2.3.20

2.3.21

Any Local Digital Publisher found to have manipulated Google Analytics ranking, web traffic
statistics, serving reports and/or used unfair means to inflate numbers like usage of bots etc.
shall be blacklisted.

Digital Publishers may include other prominent websites, ecommeice platforms, forums, blogs,
entertainment platforms etc.

In the case of digital publishers, Google-aligned third-party verification services may be utilized
to verify achieved number of impressions against promised number of impressions by the
advertising agency.

The distribution of advertisement shall be further based on audience and regional
specification/reach of the News Websites, publishers, and/or portals.

Advertising agency may use local/international advertisement network for video and banner
advertisement distribution.

Scanned/PDF (only e-paper) versions of newspapers and e-paper websites are not considered
digital publishers.

Influencers

23.22

Influencers shall be categorized on the following scale subject to approval by Advertisement
Rate Fixation Committee:

Tier Follower Rate
Mega 1.0M and above TBD by Advertisement Rate Fixation Commitiee
Z Ma;c;:_fo—m“ 14 Hé—DOK to 992K ' TBD by Advertisement _R;‘;e Fixation Cor;:_r-n?t-tee
&neral__ 1ODK to 490}( TBD by Advertisement Rate Fixation Committee
‘Micro | Above50K | TBD by Advertisement Rate Fixation Committee
2.3.23 Any Influencer found to have manipulated ranking, web traffic statistics, and/or used unfair

means to inflate numbers like usage of bots etc. shall be blacklisted.

2.4 OUTDOOR
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2.4.2

2.4.3

All the advertising agencies enlisted with Press Information Department (PID) will be eligible for
executing outdoor campaigns for the Federal Government.

All  sponsoring ministries / divisions/ attached departments /autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. shall circulate their
outdoor campaign requirements to all empaneled advertising agencies.

Every Outdoor campaign will be initiated after issuance of uniquz ID (Campaign Number) by
Press Information Department. All the Federal Government Divisic ns/ Departments/ Ministries/
Authorities/ Autonomous/ Semi-Autonomous / Corporations etc require this unique 1D to list
their campaign for adequate verification from PID.
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In case of when no advertising agency is empaneled, all Federal Government Ministries/
Divisions/attached départments/ Autonomous and Semi-autonomous Corporations/
Authorities and statutory bodies etc. shall send a written request addressed to the Principal
Information Officer/EDG PID, Islamabad along with a brief of the nature and scope of the
ministry/division/department etc. with name / designation of the focal person nominated for the
empanelment process.

Rates for outdoor advertisement shall be decided by the Advertisement Rate Fixation
Committee.

The agency(s) will share the outdoor placement plan with PID prior to execution of the
campaign including :

i Number and locations of static Billboards;

ii. Number and locations Digital Bill boards;

iil. Number and locations of Streamers;

iv. ~ Comprehensive details of Event/Venue Branding Plan;

V. Press Information Department will provide Release Order (RO) to the enlisted

agency specifying the name of the cities & allocated budg::t to execute Outdoor
campaign in any specific area/s or across the country;

vi.  Undertaking affidavit stating that the outdoor advertisement campaign shall be
executed as per approved plan and in case of identification of fraudulent activity,
executing advertising agency shall be held responsible, face barrement from
further campaigns, and liable to legal action.

2.5 CINEMA

2.5.1

PID shall finalize the media plan keeping in view the budget provision, target audience and
maximum impact.

PID shall approve the publicity campaigns including number of spots, time slot, and
consideration for regional language films.

PID shall be authorized to include, remove or hold in abeyance any advertisement released to
any cinema in the publicity plan.

All Federal Government Bodies/ Clients / Departments/ Organizations shall ensure availability
of adequate funds prior to release of any cinema campaign on the prescribed pattern.

Advertisement Rate Fixation Committee shall approve the rates for Cinema commercials on
recommendation of OIC.







3.1 GENERAL PR INCIPLE! 3

3:1:1

3.1.2

3.1.4

3.1.5

3.1.6

3.1.7

3.1.8

The bills / invoices submitted on account of display or classified advertisements published shall
be duly verified by the PID and after due verification will be forwarded to the sponsoring
ministry/department etc, for payment/issuance of sanction.

All newspapers/ publications/ channels/ media houses/ broadcasters/ etc. must open their

vendor numbers accounts with the respective AGPR Offices/ sub-»ffices and provide the same
to the PID.

Invoices for the classified advertisement, display Advertisement and Electronic Media
Campaign, the invoices will be submitted to PID by the advertising agencies. The sponsoring
Ministries/departments/ organizations/autonomous bodies etc. will make 85% payment
directly to the newspapers/channels etc and 15% will be paid to advertising agency in terms of
its commission, separately under intimation to the Press Information Department, Islamabad.
All letters and cheques issued must be sent to the PID for record and onward handing over to
the newspapers/channels etc.

Payments for all mediums of advertisements shall be made w thin 90 days of the date of
publishing/airing.

PID may suspend Ministries /departments /organizations/ autonomous baodies etc. who default
in payment of advertisement bills on time.

Ministries/departments/ organizations /autonomous bodies etc, whose bills are not audited by
AGPR, shall share copies of cheques issued in the name of newspapers / publications/
channels etc, and agency to PID, so that proper record can be maintained.

Ministries/departments/organizations/autonomous bodies etc, whose bills are audited by
AGPR must issue sanction letters to PID within 07 days after receipt of PID verified bill of
advertisement.

All ministries/divisions/departments/autonomous bodies/semi-aLtonomous bodies etc. in light
of Advertisement Policy, 2021 (Amended in 2022), duly verified by the Federal Cabinet, are
bound to route all advertisements and subsequent bills through the PID. Accordingly, the
AGPR shall not accept any bill/invoice that has not been verified by the PID.

3.2 PRINT ADVERTISEMENT

3.2.1

In case of Print media advertisements three sets of the following documents are required to be
submitted in original:

i Invoices as per the approved advertisement rates;
i. Client Release Order (CRQO) along with Media Plan;
iii. Departmental Release Order (DRO) issued by PID;

iv. Complete newspapers/ publications wherein the advertisement is published;




3.3 ELECTRONIC ADVERTISEMENT

3.3.1.1 In case of electronic media advertisements, invoice as per appsoved media plan and spot

verification report from DEMP for subject campaign to be submitted.

3.3.1.2 Once the electronic campaign has been verified, the bill shall be processed by PID as per the

due procedure.

3.4 DIGITAL ADVERTISEMENT

3.41

3.4.2

3.4.3

3.4.4

3.4.5

In case of Digital Media campaign, payments are made in advance to the digital platforms,
publishers, influencers etc. by the advertising agency. Subseguently, bills are presented by the
advertising agency after completion of the campaign for reimbursement. Hence in case of
digital media, all the payments may be made 100% to advertising agencies (inclusive of service
charges equivalent to 15% of media buying cost) after successfully fulfilling all codal formalities

and any pre-requisite verifications by the Centre for Digital Communications (erstwhile Cyber
Wing).

In case of Digital media advertisements, executing advertising agency must submit four sets of
the following documents in original to PID: -

i Duly verified Invoice;

ii. Client Release Order along with Media Plan indicating targeted milestone,
period/duration and name of campaigns;

iii.  Comprehensive Digital Media Campaign Execution Report highlighting documentary
proof (Screenshots/Reports/Printouts/ of social media platforms, and websites where
the advertisement was run).

PID shall submit the Digital Media Campaign Execution Report to CDC for technical verification
and subsequent provisioning of Digital Campaign Verification Report. In case of incomplete
Digital Media Campaign Execution Report, the case may be returiied to PID for re-submission
along with the missing details. Lastly, in case advertising agencies are still unable to provide the

requisite data/papers/documents etc, CDC may perform proportionate deductions during
verification.

The digital media campaign execution report shall include a covering checklist (specimen
attached at Annex-lll) which shall be duly signed and stamped by Advertising Agency.
Subsequently, it will be duly signed and stamped by PID and CDC (erstwhile Cyber Wing).

CDC shall furnish a response to the submission of Digital Media Campaign Execution Report
within 05 working days. Subseqguent to receiving Digital Campaign Verification Certificate from

CDC, PID shall transmit the bills onward to the sponsoring riristry/department etc., for
payment/issuance of sanction.




3.5 OUTDOOR ADVERTISEMENT

Upon successful execution, the advertising agency shall provide (three sets) detailed

documentary proof along with invoices for the purpose of verification including:

iii.

3.5.2 Once the outdoor campaign has been verified, the bill shall be processed by PID as per the due
procedure.

A Third-party (a company/agency registered with SECP) will provide
Verification/Confirmation Report regarding the execution of sutdoor placements in
accordance with approval from Press Information Department.

Authorization letter from the concerned district
administration/municipality/cantonment board mentioning the locations and total

number of static/digital billboards/streamers etc along with respective receipts of
fees and taxes deposited.

Outdoor media campaign execution report including individual photographs of

billboards/digital billboards/ streamers with associated EXIF metadata specifying
location, and time.

In the case of digital billboards, real-time geo-tagged and time-stamped videos of
digital billboards may be shared through close-communication group (preferably
WhatsApp) showing individuais services for each component of the outdoor plan.

3.6 CINEMA ADVERTISEMENT

3.6.1

The Federal and Provincial Central Board of Film Censors shall verify the screened cinema

commercials.

3.6.2

Once the cinema campaign has been verified, the bill shall be processed by PID as per the due
procedure.
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GOVERNMENT OF PAKISTAN

PRESS INFORMATION DEPARTMENT

o 3k ok ok %

Statement showing names of publications through which the advertisements were publlshed

from 01-07-2024 to 30-06-2025.

S# Name of Publications
1. March
2. 6 A.M,
3. 92-News
4, Aafan
5 Aaina
6. Aaj
7. Aaj Subh
8. Aajiyan
9. Ab Tak
10. Adalat
11. adan
12. Adl
13. Aeen
14, Aflaak
15. Aftab
16. Aftab (Q)
17. Aghaz
18. Agla qadam
19. Agro World
20. Ahang
21, Ahem Khabar
22. Ailan
23, Aina Ingilab
24, Aina-e-Jehan
25. Aitadal
26. Akhbar
27. Akhbar-e-Awam
28. Akhbar-e-Haq
29. Akhbar-e-Khyber
30. Akhbar-e-Millat
31. Akhbar-e-Millat (S)
32. Aks-e-Mehran
33, Aks-e-sindh
34. Aksriyat
35, Al-Akhbar
36. Alamdar
37. Alaga
38. Al-Fajar




39. Al-Haaq

40. Al-Jalal

41, Al-Jamiat-e-Sarhad
42, Al-Jazeera

43, Al-Manzoor

44, Amn

45, Anjam

46. Anjam (K)

47. Apna Arooj

48. Apna Forum

49, Apni Awaz

50. Appeal

51. Ageedat

52. Asas

53. Asia Today

54, Asian Sun

55. Askar International
56. Asr-e-Nau

57. Atimad News

58. Attemad

59. Ausaf

60. Autan

61. Authority

62. Awal Akhir

63. Awam

64. Awam Internatinal
65. Awami Awaz

66. Awami Dastak

67. Awami Forum

68. Awami Hakoomat
69. Awami Jaiza

70. Awami Lalkaar

71. Awami Mahaz

72. Awami Mission
73. Awami Sindh

74. Awam-un-Nas

5. Awaz International
76. Awaz Times

72, Awaz-e-Islamabad
78. Awaz-e-khybar

79. Awaz-e-nasle-e-nau
80. Awaz-e-Qalam

81. Awaz-e-Riasat

82. Awaz-e-Sadigabad




83. Awaz-e-Shehr
84. Aye Din

85. Azad (Q)

86. Azad Awam

87. Azadi

88. Azadi (Q)

89. Azan

90. Azkar

91. Azmat

92. Baakhabar

93. Badalta Jahan
94, Bad-e-Shamal
95, Baghi

96. Baidar

97. Baitab

98. Bakhar News

99. Balochistan Express
100. Balochistan Lines
101. Balochistan News
102. Balochistan Observer
103. Balochistan Times
104. Bang-e-Sahar
105. Barabar

106. Barkha

107. Barsat

108. Barwaqt Khabar
109. Basharat

110. Bayan

111. Baz Purs

112. Bazyab

113. BBC Headlines
114, Beatab

115. Belous

116. Beopar

117. Best Business
118. Betab

119. Bhakkar Times
120. Bhasha News
121. Bhittai Channel
122. Bhulekha

123. Bolan

124. | Bolta Pakistan
125, Budget

126. Business News




127.

Business Recorder

128. Business Report
129. Business Times
130. Capital Mail
131. Capital Post
132. Capital Report
133, Capital Times
134, Capital Today
135. Capital World (Weekly)
136. Centerline

137. Century Express
138. Chan Been

139. Chand

140. Chenab News
141. Chenab Times
142, Chinar Times
143, Chinnar times
144. Chinning

145. Cholistan Times
146. City 42

147. City News

148. City Paper

149. Command

150. Commercial News
151. Country News
152. Crime

153. Current Report
154. Daily Times
155. Dak

156. Dar Hageeqat
157. Dar-ul-Khabar
158. Dateline

159. Dawar

160. Dawn

161. Dehat

162. Deyanat

163. Dharti

164. Difa

165. District News
166. Domel

167. Doraha

168. Dunya

169. Dunya Numa
170. Eagle




214,

Gul Zameen Gawadar

215. Guldasta Bahar
216. Gulf News

2172, Guncha

218. Gwadar Business
219, Gwadar Times
220. Haak

221. Haal

2722. Hairrat (M)

223. Halchal

224. - | Haqoog-ul-Awam
225. Har Lamha

226. Harb-e-baka
227. Harf-e-Akhir
228. Harf-e-Laazam
229, Hari

230. Hasb-e-Zauq
231. Hashtnagar Times
232. Hayat

233. Hewad

234, Hilal-e-Pakistan
235. Hill Times

236. Himalaya

237. Himalya Today
238. Himmat

239. Hope of Jammu Kashmir
240. Hot Line

241. Hum Awam

242, Hum gawah

243, Ibrat

244, Ikhtiyar Int

245, Imkaan

246. Imroze

247. Imroze (Q)

248. Independent (Q)
249. Independent Sunday Plus
250. Indus Post

251. Inkeshaf

252. Intekhab

253. Intibah

254, Iqtida

255, Islah

256. Islamabad Post
257. Istehkam




258. Ittehad

259. Ittehad (D)

260. Ittifag-e-Rai
261. Izafa

262. Jaago Awam
263. Jag News

264. Jago

265. Jaloos

266. Jammu & Kashmir
267. Jammu and Kashmir Times
268. Janbaz

269. Janch

270. Jang

271. Janisar-e-Pakistan
272. Jannat Nazeer
273. Jasarat

274, Jazba

275. Jazbo

276. Jeejal

277. Jehad

278. Jehan

279. Jehan Numa
280. Jehan Pakistan
281. Jehan-e-Imroze
282. Jhanda

283. Jhoke

284, Jiddat

285, Jiddat (P)

286. Jinnah

287. Johar

288. Jurat

289. Jurat (K)

290. Jurat International
291. K-2

292. kabous

293. Kainat

294. Kainat (B)

295. Kaleem

296. Karachi 21

297. Karachi Times
298. Karnama

299. Kashmir Express
300. Kashmir Link
301. Kashmir Post




302.

Kashmir Times

303. Kashmir Tribune
304. kasoti

305. Kawish

306. Khabar Char
307. Khabar Wala
308. Khabardar
309. Khabargheer
310. Khabrain

311. Khabroona
312. Khaleej

313. Khamosh

314. Khat

315. Khitab

316. Khursheed-e-Jehan
317. Koh-e-Suleman
318. Koil

319. Koshish

320. Kotlian

321, Kozak

322. Kozak News
323. Labour News
324. Lashkar

325. Lashkar (Q)
326. Lead Pakistan
327. Leader

328. Lehr-e-Sahil
329. Log

330. Lokai

331. Loke

332, Mahasib

333. Maidan

334, Makran Times
335. Maloom

336. Manaqib

337. Manind-e-Aaina
338. Manshoor
339, Markaz

340. Masawat

341. Mashriq

342, Mashriq (Q)
343. Mashrig(L)
344, Media Bulletin
345, Media Pakistan




346. Meezan

347. Meezan-e-Adel
348. Mehran

349, Mehrdar

350. Metro Times
351. Metro Watch
352. Mianwali Express
353, Millan

354, Millat

355. Millat (G)

356. Minority Times
357. Minute Mirror
358. Mirrar

359, Mister

360. Mithan

361. Moasar

362. Mohim

363. Mojiza

364. Moomal

365. Mountain Pass
366. Muashrat

367. Muhim

368. Multan Post
369. Mumtaz

370. Musalman

371. Musawar Int
372. Musawat

373. Muslim World Int
374, Naguzeer

375. Nai Baat

376. Nai Roshani
377. Nai Subh

378. Naggara

379. Nara-e-Haq

380. National Courier
381. National Herald Tribune
382. Nau Missal

383. Nau Sijj

384. Nawa-e-Awam
385. Nawa-e-Azad
386. Nawa-e-Bhakkar
387. Nawa-e-Des
388. Nawa-e-Dir

389. Nawa-e-Hazara







390.

Nawa-e-Islamabad

391. Nawa-e-Pak
392. Nawa-e-Pakistan
393. Nawa-e-Shamal
394, Nawa-e-Sharar
395. Nawa-e-Sindh
396. Nawa-e-Thal
397. Nawa-e-Waqt
398. Nawa-e-Watan
399. Nawa-e-Watan (l)
400. Naway Zawand
401. Naya Daur

402. Naya Kal

403. Naya Ujala

404. Nazim News
405, Nazm-o-Nasq
406. Neel Fairy

407. News Affairs
408. News Coverage
4089. News Larak
410. News Mart
411. News Valley
412, Nida-e-Awam
413. Nida-e-Islah
414, Nida-e-Khalqg
415. Nida-e-Watan
416. Nijat

417. Nikhar

418, Notable

419. Note

420. Nudrat

421. Omega

422. Qur Star

423, Qutcome

424, Pahanji Akhbar
425. Paigham

426. Paighamat

427, Pak

428. Pak Banker
429, Pak Sindh

430. Pak Soch

431. Pakhtoon Post
432, Pakhtunkhawa News
433. Pakhtunkhwa Bulletin
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434,

Pakistan (M)

435. | Pakistan (Niazi)
436. Pakistan (Shami)
437. Pakistan Bulletin
438. Pakistan Express
439, Pakistan File
440. Pakistan Observer
441. Pakistan Point
442, Pakistan Today
443, Pakistani

444, Pal Pal News
445. Panah

446. Parcham

447, Parlau

448, Parliament Times
449, Parwan

450. Parwaz

451. Parwaz (F)

452, Pasban

453, Pas-e-Parda

454, Pashtoon Millat
455. Payam-e-Khyber
456. Payyam-e-Wagqt
457. Pearl

458, Pearl view

459, Police Times
460. Poonch Time
461. Post International (1)
462, Press Conference
463. Print Line

464. Promotion

465, Public

466. Public (Q)

467. Public Eye

468. Public View

469. Qadamat

470. Qalam-e-Sindh
471. Qaum

472. Qaum International
473, Qaumi Akhbar
474, Qaumi Awaz
475. | Qaumi Awaz (Hyd)
476. Qavi Akhbar

477. Quaid
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478.

Quaid-e-Hazara

479, Qudrat

480. Quetta

481. Quetta Express
482, Quetta Voice
483, Quwat (L)

484, Raat

485, Rafagat

486. Razdar

487. Reformer

488. Regional Times
489, Rehbar

490. Rehber (B)

491. Relation Times
492, Report

493, Riasat

494, Roo Baroo (N)
495, Roopamari
496. Rozan

497. Rule

498, Saadat

499, Saad-e-Baab
500. Saanwal

501. Sab Rang

502. Saba

503. Sabooh

504. Saboot

505. Sach (P)

506. Sachal Times
507. Sachan

508. Sada-e-Baad
509. Sada-e-Chanar
510. Sada-e-Gilgit
511. Sada-e-Himmalya
512. Sada-e-Lawaghar
513. Sada-e-Olas
514. Sada-e-Pakistan
515. Sada-e-Potohar
516. Sada-e-Sach
517. Sada-e-Sindh
518. Sada-e-Waqt International
519. Sada-e-Watan
520. Sadagat International
521. Sadd (S)
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522.

Sadd-e-Baab

523. Sadiqabad News
524, Sadiq-ul-Akhbar
525. Safeer

526. Safeer-e-Punjab
527. Sahafat (Q)
528. Sahil

529. Saif-ul-Akhbar
530. Salam

531. Salam Gilgit Baltistan
532. Salar

533. Saltanat

534. Sama

535, Samaj

536. Sang-e-Meel
537. Sangram

538. Sarang

539. Sarasari

540, Sargaram

541. Sarhad

542. Sarhad News
543, Sarkar

544, Sarmaya

545, Sarwan

546. Sarzameen
547. Sath Salamat
548. Sawal

549. Sayadat

550. Sehar (L)

551. Shaheed

552. Shal

553. Shamal

554, Shehar Nama
555. Shehr-e-Quiad
556. Shelter

557. Shujat

558. Shumal (K)
559. Sindh

560. Sindh Affairs
561. Sindh Amar
562. Sindh Dharti
563. Sindh Express
564. Sindh Line
565. Sindh Namo
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566. Sindh Post

567. Sindh Salamat
568. Sindh Sujag

569. Sindh Times

570. Sindh yar

571. | Sindhyar

572. Siyaq

573. Siyasat (M)

574. Siyasi Khabar
575. Sobh

576. Soon Times

577. Soorat-e-Hal

578. South Watch

579. Speed News

580. Spinzer

581. Spokesman

582. State View

583. Statesman

584, Sub News

585. Sub Rang

586. Subh

587. Subh-e-Nau

588. Subh-e-Nau (Mzd)
589. Sukar

590. Sun News

591, Supreme

592. Surkhab

593. Sutlej

594, Tabeer

595. Talafi

596. Talar

597. Talatum News
598. Talib

599. Talwar

600. Tameer-e-Balochistan
601. Tameer-e-Sindh
602. Tameer-e-Watan (l)
603. Tameer-e-Watan (Q)
604. Tanveer

605. Taqabul

606. Taqat

607. Tagat Balochistan News
608. Taraqqi

609. | Tarjuman (G)
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610.

Tarjuman-e-Millat

611. Taseer

612. Taza Khabar

613. Tehzeeb

614, The Age

615. The Business

616. The Climax

617. The Destination

618. The Finance

619. The Kotlians

620. The Mail (S)

621. The Mirror (Q)

622, The Nation

623. The News

624. The Occasion

625. The Patriot

626. The Province

627. The Regional Times of
Sindh

628. The Statesman

629. Tibat Times

630. Tijarat

631. Tijarati Rehber

632. Today Muslim (P)

633. Today Pakistan

634. Tulou

635. Ulko

636. Ummat

637. Undalas Times

638. Universal Recorder

639. Ustaman

640. Veer Times

641, Voice of city

642, Voice of Islamabad

643. Waadi

644, Waas

645. Wafa

646. Wafa-e-Sindh

647. Wahdat

648. Waka

649. Wakalat Nama

650. Wagqga-e-Nigar

651. Wagif

652. Waqt
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653. Wagqt (P)
654. Wagqt (Q)

655. Watan
656, Wateen
657. Wifaq

658. Wisdom

659. | Work News
660. World Matter
661. World Tribune
662. Yadgar

663. Yarn

664. Zamana

665. Zamanat

666. Zarb-e-Ahan
667. Zaur Awar
668. Zeba-e-Pakistan
669. Ziarat Views
670. Zurb-e-Qadir

Checked by
Touseef Ahmed Janjua
AD(Advt)




Government of Pakistan

Press Information Department

<<>>
The Name of TV channels to which the
payment were made.

S.No. TV Channels
1 Geo News
2 PTV News
3 Express News
4 Dunyna News
5 Samma News
6 Hum News
7 ARY News
8 Channel-24
9 Dawn News
10 Bol News
11 Aaj News
12 ATV News
13 Aik News
14 Ab Tak TV
15 ABN
16 Public News
17 GNN
18 92 News
19 Neo News
20 Suno TV
21 News One
22 Capital TV
23 Khyber News
24 Sindh TV
25 GTV
26 Discover Pakistan
27 KTN News
28 Times News
29 Mashriq TV
30 Kohenoor TV
31 Hum Pashto 1
32 Such TV
33 Roze News
34 Channel 5
35 Lahore News

(AN -1L )
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36 K-2
37 K-21
38 Venus TV
39 Star Asia
40 Metro One
41 7 News
42 Vsh TV
43 Dharti TV
44 Waseb TV
45 City 42
46 Aan TV
47 Green Pakistan
48 Geo Tez
49 Geo Super Sport
50 Bol Entertainment
51 Express Entertainment
52 Lahore Rang
53 See TV
54 Aur Life
55 PTV Home
56 8 XM
57 Awaz
58 Man TV
59 TV One
60 AVT Khyber
61 Geo Kahani
62 NTN
63 Sab TV
64 Hum Entertainment
65 Talon TV
Total
Prepared by Check by

(Lsaa-u r-Rehma
AlO(Advt.)

Touseef Ahmed Janjua
AD(Advt.)




Detail of Dlgltal Media Information Commumcatmn & Public Awareness Outreacl_:]

Initiatives for Financial Year (2024-25) from

1* July, 2024 to 30" June 2025

(eI

il

b Nu Campaign 1|llc~a Durations Platforms Impressions
RS i e e e B Yo‘u:[‘ubc 26“‘1_ T
ks Budget Reforms Phase-1 05.07.2024 to Publishers I5SM
13.07.2024 Meta 44M
. . 11.07.2024 to Mcla 13M
2. | PM Electricity Relicf
| SRR 17.07.2024 YouTube 16M
RPN o TT723.07.2024 10 ~ YouTube | M
3 ? , - Yhase-
: Budget Reforms Phase-I1 26.07.2024 Meta 24M
Meta 6M
i Snack video 6M
4. | YoumE Istchsal (Sth Aug) | (o 00 5004 & Tiktok 200Videos
) 06.08.2024 YouTube 9.8M
' YouTube 14M
B 14th August Azadi Uest 2024 11.08.2024 to Meta 24M
14.08.2024 Tiktok 10M
Meta 6M
Tiktok 2.5M
Sl e 13.08.2024 to YouTube 6M
18. 08 2024 Publl!_\!'l_!_.._l‘b B ™
Mcta M
s 3iM
| You'lube M
| Defence Day,2024 (Gth Sept) | 06.09.2024 1o kikiok 5M
| Magazines
[ 08.09.2024 i 2M
1 Publishers
e . —————— | AT T L R S — - b — -Mcta I ,.] GM_
[ PM Visit to UNGA 79 24.09.2024 to Tiktok oM
8. 27.09.2024 Snack Video 4aM
YouTube oM
Publishers 4M
RTINS | [ = )
Meta
9.10.2024 1o 'l‘ik(:ok 2M
9. 12.10.2024 Snack video 3M
e Saudi Deleoati _". ; 4
Visit of Saudi Delegation Digital Publishers M
You.l" ube 25M
Publishers Y
14.10.2024 8] Magaz_ines 20M
10. | SCO Summit 2024 16.10.2024 Influencers 50;\4
Publishers sM
GDN M
Road shows




16.05.2025

Mcta 10M
11 | PTV Revamping & Re- 30.10.2024 to Tik tok 8M
" | launch 14.11.2024 Snack video 10M
YouTube 20M
N Meta 70M
17.01.2025 to Tik tok 50M
12. | Cyber Security 30.01.2025 You tube 30M
Snack Video SM
UGC 3M
- - Meta 70M
Tik tok 70M
26.01.2025 to You Tube 40M
3. Common Wealth Asia Youth (2.02.2023 Ins.St:a::s::{(i?:sta ?x
Summit (CAYA)
mags) IM
Explainer videos
05.02.2025 to Meta 15M
Kashmir Solidarity Day (5th | 05022023 oy 0
4. Feb,2025) You Tube 15M
! Snack video 10M
UuGC IM
" 15. | National Action Plan | 25.04.2025 to | Myco,
18.05.2025 Tamasha,
Begin.watch & 1800M
Daraz
16. | Pakistan India Standoff
Phase-1 01.05.2025 to Meta I5M
07.05.2025 Youtube 15M
17 | Pakistan India Standoff
Phase-Il 11.05.2025 to Youtube
50M




“wetail of Digital Media Information, Communication & Public Awareness Qutreach

 Initiatives By The Federal Government Departments for Financial Year (2024-25)

from 1* July, 2024 to 30" June 2025

Sr.
No. Titles Client Durations Platforms
T o 09.08.2024 Facebook
Independance _ . .
- 15.08.2024
CDA Plots 28.09.2024 Facebook
2 Auction CDA i ln§ta_
= 03.10.2024 Twitter
Advance Tax For 120.09.2024 Facebook
3 September FBR to You tube
Quarter 25.09.2024 TikTok
o | 20.09.2024 Instagram
. to You tube
Filling of Income | > | 30.09.2024 TikTok
4. | Tax Return 2024 Facebook
Intagram (Micro
.t Influencers)
Auction of 05.11.2024 | Facebook/Instagram
5. Commercial FGEHA to Twitter X
plots 12.11.2024
- 1. Facebook
Auction of Hotel 12.12.2024
plots
16.12.2024
o FacebookInatagram
POS Prize — 26.10.2024 You tube
7 Scheme to TikTok
04.11.2024
Balloting of Plots 21.12.2024 Facebook
8. . CDA to Instagram
of Sector C-14
30.12.2024
e Facebook
: Dig'{tal Nation —— 17.02.2025 Instagram
. Pakistan 2025 to TikTok
23.03.2025 Linkedin




Snack Video
Insta Mags
UGC
Articles
Game 13.03.2025 Linkedin
10.  Developers PSEB to Facebook
Conference, 2025 27.03.2025
Facebook/Instagram
TikTok
PMYP Digital , You tube
11. Youth IHub s 24.03.2025 Insta Mags
to UGC
23.04.2025 | Myco/Tamasha
Facebook
DFDI You Tube
Information SRS TikTok
12.1 Technology . N Insta Mags
(Event) 01.05.2025 uGe
Myco/Tamasha
1 Begin.watch&Daraz
Social Media 21.04.2025 Linkedin
Campaign For s Meta
13. DFDI Forum PRER 2 TikTok
2025 26.05.2025
PSEB | 26.04.2025 " You Tube
Digital Media to Facebook
Campaign For 02.05.2025 TikTok
14.,  DFDI Forum Instagram
2025 Twitter
Linkedin
o ) Online Publications
Tech Crunch 28.10.2024 Facebook
15.| Disrupt-2024- PSEB to Linkedin
USA 30.10.2024
Fraud Awareness . 23042025 s Meta .
16. Chligaign BISI to Digital Publishers
24.05.2025
S nll Rk 25.04.2025 You Tube
17. Campaign BISP to TikTok
24.05.2025

]




[ 07.02.2025 Facebook
18 to Linkedin
1 Leap Riyadh PSIE3 13.02.2025
N 02.06.2025 Facebook
19 London TCCh. to Linkedin
' Weck PISB 16.06.2025
.. | _ . -
Raast (P2M) Publishers
Phase-4 12'0:;2025 TikTok
20.| (EidulFitr - Mar Facebook/Instagram
.04.2025 .
2025). SBP e You Tube
| Raast (P2M) . You Tube
.05.202
Phase-5 & 0?020 ? Facebook/Instagram
21 (EidulAzha - TikTok
May 2025) SBP 05.06.2025
01.06.2025 Meta
2 - You Tube
‘| Recertification 15.06.2025 TikTok
2025 BISP o Digital Publishers
PAK USA Tech 12.06.2025 Facebook
23. Investinent to Linkedin
Conference 2025 PSERB 25.06.2025







.

GOVERNMENT OF PAKISTAN
MINISTRY OF INFORMAYTON AND BROADCASTING
sre

N ASANZ018 Py Islamabad the, 1** November, 2024

OFTFICE MEMORANDUM l

IV

Subject:

GUIDELINES AND PROCEDURES 2024 OF ADVERTISEMENT POLICY 2021
(AS AMENDED IN 2022)

Fhe undersigned is directed 1o enclose herewith the Guidelines and Procedures 2024 of
Advertisement Policy 2021 (as amended in 2022) as approved by the Oversight & Implementation
Committee (OIC) in terms of para 6.1 of the policy.

2, For information aivl compliance, please,

/ 7

(Arshad Khan) /
Deputy Director (P-1) ¢
Ph: 103358

el As above o

Distribution

aj All Secretaries of the Ministries/Divisions (with the request to circulate the Guidelines and
‘rocedures 2024 of Advertisement Policy2021 (as amended in 2022) 1 aitached
departments/Autonomcus and Semi-autonomous Corporations/ Authorities and  stutitary
hodies,

b) Accountant General of Pakistan Revenue (AGI’R), Islamabad.
¢} Director General /Principle Information Officer (P10), PID, Islamabad.
J) Director General, Directorate ol Electronic Media and Publication (DENMP), [slamubad.

vl Director General. CL_)(‘. M/o 1&B Islamabad.

Copy lor information to:

e Director 1o Minister Ortice, M/o 1&B, [slamabad

+  Director o Secretary Gllice, M/o 1&B, Islamabad
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1.1. Procedure for Empanelment:

The Press Informatioin Department (PID) shall concur the placement of a panel of minimum
three and maximum of six advertising agencies at the disposal of each Federal Government
Ministry/ Division/ attached department/ Autonomous and Sermi-autonomous, Corporation/
Authority and statutcry body through a transparent competitive process from only amongst iis
enlisted advertising agencies, for a period of two years. However, on request of the concerned
Federal Governmetii Ministry/ Division/ attached department/ Autonomous and
Semi-Autonomous Corporation/ Authority and statutory body ‘etc. PID may allow
increase/decrease in *he number of advertising agencies on panel of Ministries/Department in
view of the quantum ¢ work / business,

1.1.2 Aill Federal Governrment Ministries/ Divisions/attached departments/ Autonomous and

Semi-Autonomous Corporations/ Authorities and statutory bodies etc. shall only utilize the
services of such emipaneled advertising agencies, concurred by PID at their disposal.

All the Federal Gove:nment Ministries/ Divisions/attached departments/ Autonomous and
Semi-autonomous Corporations/ Authorities and statutory bodies etc. shall send a written
request addressed to the Principal Information Officer, PID, Islamabad along with a brief of the

nature and scope of t.1e ministry/division/department etc. with name / designation of the focal
person nominated for the empanelment process.

The concerned Federal Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-autonomous Corporations/ Authorities and statutory bodies etc. shall publish an

Expression of Interest (EQI) for the empanelment amongst the enlisted advertising agencies
with PID mentioning th.air requirements.

The secretarial support for the process of empanelment of advertising agencies shall be the
responsibility of the concerned Federal Government Ministries/ Divisions/attached

departments/ Autonormous and Semi-autonomous Corporations/ Authorities and statutory
bodies etc.

The Federal Government Ministries/ Divisions/attached departments/ Auionomous and
Semi-autonomous Ceorporations/ Authorities and statutory bodies etc. shall convene a meeting
of the short-listing committee for scrutinizing and shortlisting of the interested advertising
agencies on the basis of submitted profiles. The short-listing committee and criteria to shori-lisi
the advertising agencies is required to be developed in consultation with PID keeping in view
the specialized requirements of the concerned miinistry/division/department etc.

Subsequent upon shiortlisting of the advertising agencies, a three member Selcction

Committee of the following compasition shall be constituted and notified by the concerned
Ministry/division/department etc:

Not below BS-19 or equivalent who shall also represent the
Convener concerned Federal Government Ministry/ Division/attached
department/ Autonomous and Semi-autoqomous Corporation/
’ Authority and statutory bodies in the selection committee.
Member

\: One representative of PID (Not below BS-17)

: L2, el S S
Member Ine External Media Expert from amongst the existing pool shall be

|
'| nominated by PID.
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The concerned Federa! Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-Autonomou:. Corporations/ Authorities and statutory bodies etc shall provide

minutes of the Selection Committee’s meeting along with original marking sheets duly signed
by all the three members for obtaining final concurrence of PID.

in order to ensure :imely completion of the selection process, the Federal Government
Ministries/  Divisior »/attached  departments/ Autonomous and Semi-Autonomous
Corporations/ Authorities and statutory bodies etc shall initiate the process of empanelment of

advertising agencies at least 03 months prior to expiry of the term of empaneled advertising
agencies. :

Extension to the alreanly empaneled advertising agencies for a period of not exceeding 03
menths shall be allowed by the PID on written request by the Head of the concerned ministry/
division/ department etc. with proper justification and surety to complete the reguiar
empanelment process within the extended time period.

Federal Governmerd Ministry/ Division/ attached department/ Autonomous
Semi-Autonomous Corporation/ Authority and statutory body shall

distribution of business among the empaneled advertising agencies.

and
ensure equilable

in case of an emernency where no advertising agency is empaneled, Federal Governmenl
Ministries/  Divisions, attached  departments/ Autonomous and Semi-autonomous
Corporations/Authorities and statutory bodies shall contact PID with a brief to invite enlisted
agencies for creative ¢ ibmissions. Agencies will share designs within the specified time and
format. A three-membt:» Selection Committee, including a PID representative, will select the
artwork. This process applies only to the specific campaign. Entities must assure PID that they
will promptly appoint advertising agencies to their panel for future needs.

In case of classified advertisement where there is no empaneled advertising agencies, Client
Release Order (CRO' may be sent directly to Press Information Department (PID) without
naming any advertisinrg agency until the empanelment process has been completed at the

earliest while PID may release the same through any adverticing agency enlisted with PiD
ensuring equitable distribution of government advertising business.

2 Enlisting & Delisting

A

2

4

The Press Information Department or its Regional Information Offices (RIOs) subject to final

concurrence from PID H/Qrs, Islamabad shall enlist, suspend, blacklist or delist any advertising
agency on its pool.

Written application addressed to the Principal Information Officer/DG PID, Islamabad i

Director Generals/ F2.ds of PID Regional Offices shall be submitted as per requirements foi
enlistment.

Any advertising agency applying for enlistment with PID must have at least 03 years of active
professional experience within Pakistan.

If any foreign Advertising Agency intends to get enlisted with PID, it must either get itse!f
registered with the relavant authorities or must enter into a joint venture with a local advertising

agency which fulfils the criteria elaborated in these SOPs along with completing ali codal
formalities required u-der law of the land.

EIS



Requirements for Enlistment

128

he applicant advert.sing agency must register accordingly with the Securities & Exchange
Commission of Pakistan (SECP) for at least 3 years under the Companies Act 2017.

0o

The advertising agency shall fulfill and submit the following for enlistment with PID

Detailed Profile including scope (Print, Electronic, Digital, Outdoor, Cinematic or
Foreign Media)

* indicates mandatory submissions

a. List of past clients and testimonials*

b. Comprehensive reports of past public-sector campaigns, if any;

C. Minimum 03 References/Recommendations from private/public
sector clients*;

d. NTN Number®;

e, SECP Registration certificate™;

Financial Documents including;

a. Balance sheets and duly audited accounts by authorized certified
Accountant for past three years”;

Liquidity Certificate demonstrating capability to run campaigns of
any scale (especially for digital campaigns)”
iii. Disclosures

a Non-collusion certificate/affidavit*;

b The agency must submit an affidavit on Stamp Paper affirming that
it has never been blacklisted by any Federal or Provincial
Ministry/Division/Department/ Organization etc.”;

c Any conflict of interests;

iv., Value Added Services, if any
V. Infrastructure

a. Copy of lease agreement/ proof of address of office in lslamabad
and/or provincial capitals®;

b.

Detailed organizational structure including specialized/qualified and
experienced professionals that can cater to any mediums handled

by applicant agency (Electronic, Print, Digital, Outdoor, Cinema,
Foreign)”

For Digital enlistment the agency must submit documents outlined in the checklist

at Annex-1. /.| other requirements and codal formalities for enlistment of advertising
agencies shail also apply.

N



1.2.11

The submission of ‘application to the PID for enlistment by any advertising agency shall not

confer any right for erlistment. The PID shall have the authority to accept or reject any
application for enlistiment without assigning any reasons.

The enlisted advertising agency must adhere to the policies, rules, regulations, SOPs,
quidelines and the law in vogue, in letter and spirit. In case of non-adherence or any violation,

1D shall have the authority to suspend, blacklist or delist any enlisted advertising agency at
any point in time.

An advertising agency already enlisted or applying for enlistment must not resort to pressure
and coercive tactics influencing government officers/officials. Any advertising agency found to

engage in such pracitines shall be liable to punitive action which may include suspension,
blacklisting or delisting.

Any advertising agency found to be engaged in fraudulent practices or exhibiting
unprofessionalism eith:r through its work or the conduct of its employees with Press
Information Department (PID) or upon the complaint received from the federal government
ministries/divisions/atiached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall render the agency to punitive action
which may include suzpension, blacklisting, delisting from the PID pool or removal from the
panel of the complaizant Ministry/ Division/ Department etc. EDG/PIO shall approve the
aforementioned punitive action against such agency. The agency penalized in such instance
shall have the right to appeal against the action taken by PID to the Secretary MolB who may

decide such appeal-either by himself/herself or any commitiee constituted by him/her for such
matters.

The advertising agency must ensure that the approved campaigns/ advertisement released by
the sponsoring Federal Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-Autonomous Corporations/ Authorities and statutory bodies etc are execuled in
accordance with the snecifications/ requirements given in the Client Release Order (CRO). in
case of non-compliarce, errors and omissions in the content/ matter/ design of the released

advertisement te the desired medium/s, the onus rests with the advertising agency, and is liable
to punitive action.

The advertising agencics must submit an Integrity Bond aftirming that no illegal/ unfair means
are used for securing the campaign(s)/business.

The quality and error-‘ree translation in the target language is the responsibility of the
concerned advertising agenacy.

No advance payment, ‘rrespective of the budget of the campaign, shall be made by the FFederal

Government for the execution of digital or outdoor campaign by ministries/divisions/attached

departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc.
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2. RELEASE OF AD

"o

o

PRINT MEDIA

All display/classified udvertisements emanating from the public sector organizations shall be
released only to the newspapers/publications borne on Central Media List (CML) by the Press
Information  Department (PID) upon the request of federal
ininistries/divisions/att:.ched departmentis/autonomous and
corporations/authorities and statutory bodies etc.

government
semi-autonomous

No public sector advertisement shall be released without obtaining a specific PID Tracking

Nurnber. No claims o invoices shall be considered eligible for payrnent that do not bear PID
Tracking Number.

he PiD Tracking Number shall be allocated by the Press Information Department HQ and ite

Reglonal Office(s) depending on the location of the sponsoring department/organization where
the advertisement is emanating from.

Classified Advertisemunts include public notifications of routine character, consisting of plain
text and logo such as Situation Vacant, Tender Notices and Public Notices etc whereas, the
Display Advertisement includes advertisements to publicize special initiatives and prugra:m
consisting of design elements aimed at maximizing the impact of the message such as

launching/inauguratiol announcements, public outreach and awareness campaigns, sector {.al
achievements and admission notices etc. However, PID shall be the final authority in the
categorization of an advertisement into classified or display.

The regional quota 25 % shall be decided by PID, in addition to all advertisements releases

emanating from federal government ministries/divisions/attached departments/autonomous

and semi-autonomous corporations/authorities and statutory bodies etc. towards supporting
regional media, languz.ges and evolving media.

In case of classified advertisernents, PID shall exercise 25% regional quota over and zbove of
the total number of stations of the newspapers requested by the sponsoring federal
government ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/autherities and statutory bodies etc. and in case of display advertisements for

publicaticns, the 25% aguota wiil be made over and above of the tolal cost of the advertiserment
released.

For release of aacvertisement,

the advertisement-sponsoring federal government
ministries/divisions/attached

departments/autonomous and semi-autonomous
corporations/authoritie s and statutory bodies etc. shall submit a written request addressed

the Director (Advertisements), Press Information Department along with final/approved
advertisement, both, duly signed and stamped by an officer not below BS-17 or equivalent. The

said written request by the sponsor shall be referred to as Client Release Order (CRO)
{Annex-ll)
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Any instructions othei than already specified in CRO limiting PID in performance of its mandate
shall not be considerec.

All advertisements to be published in newspapers/publication etc. must preferably reach PID at
least 03 days prior to its desired publication date.

Al federal goverrinent ministries/divisions/attached  departments/autonomous — and

semi-autonomous curporations/authorities and statutory bodies etc. shall ensure that the
request of advertisement is submitted to PID keeping the substantial availability of time in cases
where there are specific deadlines. In case of unavailability of sufficient time and subsequent
failure of publication of such advertisements, the responsibility shall rest with the sponsoring

federal government ministries/divisions/attached departments/autonomous and
semi~autonomous corporations/authorities and statutory bodies etc.

In case of displey advertisements, when the

sponsoring federal government
ministries/divisions/atiached

departments/autonomous and semi-autonomous
corporations/authorit'es and statutory bodies etc. intend to release a campaign or a special
supplement, the sponsor may suggest its publications preferences. However, the final authority

io decide the publications for the dispiay campaigns shall rest with the PID within the allocated
budget ceiling proviced by the sponsor.

in  case of classified advertisements, the

sponsoring  federal  government
ministries/divisions/attached

departments/autonomous and semi-autonomous
corporations/authorities: and statutory bodies etc. shall indicate budget allocation, language,

region, periadicity of the publication and number of insertions without naming any newspaper
in their client Release Order.

The prime responsibility of the content/matter of the advertisement rests with the Federal
Government Ministriez/ Divisions/attached departments/ Autonomous and Semi-Autonomous
Corporations/ Authori ies and statutory bodies etc which is issuing the Client Release Order.

It shall be binding on all national and regional publications to ensure that the advertisement

released is printed in the respective language(s) of the publication unless otherwise required by
the sponsaoring organiz tion.

PID may decline any request for release of advertisernent on the basis of content, matier,
deficiency or design contrary to the guidelines/ instructions issued from time to time.

All foreign print mediu advertisements of Federal Government ministries/divisions/attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc. shall be 'eleased after obtaining NOC from External Publicity Wing, Ministry of
Information & Broadcasting. The sponsoring Ministry/ Division must ensure that the
advertisement is released after obtaining the quotations from all the empanelied agencies and
preference shall be given to value for maney. In case, where there is no empaneled agency(s) o

the empanelled agencies regret to release international advertisement due to any reason, the
matter shall be referred to PID.

2.1.17 PiD shall hold the comg.atition for selecting advertising agencies to execute foreign print imedia

advertisement among t(he enlisted advertising agencies.

(ISR
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18 Al Federal Governvnent ministries/divisions/attached departments/autonomous  and
semi-autonomous corporations/authorities and statutory bodies etc shall clear their
advertisement dues within three months (90-days) of publishing/airing. In case of default, PID

may suspend/stop the release of advertisements of the concerned client department until
clearance of outstanding dues.

The advertisement mist not be demanded by any publication as a matter of right. Any
newspaper/publication canvassing for advertisement, pressurizing or coercing government
oificers  officers/officials of PID or the sponsoring ministries/divisions/attached
departments/autonomnus and semi-autonomous corporations/authorities and  statutory
bodies etc, shall be 'able to punitive action including suspension by Principal Information
Officer (P10) for three months or removal from Central Media List (CML) etc. by the Ministry.

All publications shall communicate to Director (Advertisements), PID the name, address and
picture of the markefing representative along with the appointment date and expiry date. PID
will not consider any uniuthorized individual or an individual representing more than one media
house(s). Any frauduient activity, misbehavior, or any other complaint against the marketing

representative shall render the publication liable to punitive action (including suspension
/removal from CML),

Classified Advertisemeit for Federal Government entities having advertising agencies on Panel:
Client Release Order (CRO) shall be addressed to the Director (Advertisement), Press
Information Department (PIDB), Benevolent Fund Building, Zero Point Islamabad, with a copy to
one of the empaneledi advertising agencies. The Agency shall design the classified/display
(print, electronic, digitii, cinematic & outdoor) advertisement and provide all necessary support
services. PID shall amend/approve the media plan and upload the same on its official website.
The concerned advertising agency shall strictly follow and execute the approved media plan as
per the client department’s requirements. The sponsoring departments must ensure judicious
distribution of advertise nents distribution among appointed/ empaneled advertising agencies

Classified Advertisement for Federal Government entities having no advertising agencies on
Panel: Client Release Order (CRO) shall be sent directly to Director (Advertiserment), Press

Information Departrment, Benevolent Fund Building, Islamabad, and the advertisement shall be
released through an ad vertising agency enlisted with PID.

2.1.22

2.2 ELECTRONIC MEDIA

2.2.1  All public sector advertisements/campaigns to electronic media (TV/Radio) shall be released
through advertising ager'cies only to channels borne on Electronic Media List (EML) after
obtaining a specific PID iracking Number (EMN). Any claims or invoices without PID Electronic
Media Number (EMN) shall not be entertained/ processed for payment.

2.2.2

In case of electronic media campaigns, PID shall make 25% additions of the regional/ evolving
TV/ Radio Channels over and above the total cost of the campaign towards reaching out and

enabling the masses through regional media/ languages and evolving media to maximize the
number of beneficiaries of the announcements.
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2.2.1

For release of electronic advertisement through PID, the Federal Government Ministries/

Divisions/attached departments/ Autonomous and Semi-autonomous

Corporations/Authorities and statutory bodies shall submit a written request addressed to the
Director (Advertisements), Press Information Department alongwith final/approved campaign,
both, duly signed an- stamped by an officer not below the grade of BS-17 The said wrilten
request by the sponuar shall be called the Client Release Order (CRO) before the start of the

campaign (Annex ). The approved TV/Radio commercial/advertisement may be emailed o
provided on USB to PID along with the CRO.

The sponsoring  ministries  /  divisions/ attached departments/autonomous  and
semi-autonomous cerporations/authorities and statutory bodies etc. may suggest / its

TV/Radio channels preferences. However, the final authority to finalize the channels / radio
spots and time slot for the electronic media campaigns shall rest with the PID.

All  sponsoring mitistries /  divisions/ attached departments /autonomous and
semi-autonomous ccorporations/authorities and statutory bodies etc. shall ensure timely
submission of advertisement's request to PID. In cases where there are specitic deadlines such
as admission notices/ public notices and other important announcements, the advertisermeant
must reach PID at lcast two days prior to the schedule of airing. In case of unavailability of
substantial amount of time and failure of airing of such advertisements, the onus of
responsibility shail rest with the sponsoring ministries / divisions/ attached

departments/autonomous and semi-autonomous corparations/authorities and  statutory
bodies etc. ‘

P1D shall forward the approved/ final media plan upon release to the Directorate of Electronic
Media and Publications (DEMP), MolB for real-time tracking/ monitoring.

The advertising agency shall submit the claim bill to PID within 15 days after airing of the
campaign.

PID may decline ary request for release of advertisement on the basis of content, matter,
deficiency or design contrary o the guidelines/ instructions issued from time to time.

All  foreign electronic media advertisements of Federal Government ministries

/divisions/attached departments/ autonomous and semi-autonomous corporations/authorities
and stalutory bodies etc. shall be released after obtaining NOC from External Publicity Wing,
Ministry of Informatior: & Broadcasting. The sponsoring Ministry/ Division must ensure that the
advertisement is relez:ed after obtaining the quotations from all the empanelled agencies and
preference shall be given to value for money. In case, where there is no empaneled agency(s) ol

the empanelled ager cies regret to release international advertisement due to any reason, the
matter shall be referred to PID.

PID shall hold the =¢mpetition for selecting advertising agencies to execute foreign electroriic
media advertisement among the enlisted advertising agencies.

The advertisement must not be demanded by any channel as a matter of right. Any channel
pressurizing or coercing the officers/ officials of PID or the sponsoring ministries/ divisions/
attached departmeris/autonomous and semi-autonomous corporations/authorities  and
statutory bodies etc. shall be liable to punitive action including suspension by Principal

Information Officer (P10) for three months or removal from Electronic Media List (EML) atc. by
the Ministry.






All channels shall conmunicate to Director (Advertisements), PID the name, address and
picture of the markeiing representative along with the appointment date and expiry date. PID
will not consider any unauthorized individual or an individual representing more than one media

house(s). Any fraudulent activity, misbehavior, or any other complaint against the marketing
representative shall render the channel liable to punitive action.

The rates for electroiic media advertisement shall be applicable as prescribed by the
Advertisement Rate Fixation Committee from time to time.

it shall be binding on all national and regional channel(s) to ensure that the advertiserment
released is aired in the respective language(s) of the channel uniess otherwise required.

Voiceover/dubbing in the respective languages/mediums shall be the responsibility of the
concerned advertising agency.

2.3 DIGITAL/SOCIAL MEDIA

Digital advertising is a dynamic and rapidly evolving field, necessitating continuous updates to policies
and verification processes. Th's section outlines the standard operating procedures (SOPs) far digital
advertising, ensuring alignment with technological advancements and market trends. While these S0P
cover many aspects of digital advertising, it is acknowledged that unforeseen and technical issues, stch
as disruptions in internet s=rvice or platform-specific challenges, ray arise. In such instances,

slakeholders are advised to direct their concerns to the Grievance Redressal Committee of M/o
Information & Broadcasting ‘or appropriate resolution.

2.3,
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Press Information Department will circulate the digital campaign requirements for the Ministry
of Information and Broadcasting to all eligible enlisted agencies while other Federal ministries/
divisions/ altached .e»artments/autonomous and semi-autoncmous corporations/authorities
and statutory bodies etc. shall circulate digital campaign requirements to their eligible
empaneled advertising agencies. In case none of the empaneled agencies is capable of
executing the campaic, the same will be circulated among eligible enlisted agencies by PID,
after obtaining NOC from the empaneled agencies of the sponsaring department,

A Content Commidtee, as notified by Sponsoring ministries/ divisions/ atlached
departments/autonomous and semi-autonomous corporations/authorities and

bodies etc, shall cenduct evaluation and selection of digital media strategy including
content/artwork and ligital media campaign plans.

statutory

Every Digital campaign will be initiated after issuance of unique 1D (Campaign Nurnber) by Fress
Information Department,

Subsequent to evalual on and selection by Content Committee, the approved and signed digital
media plan shall be shared with PID and Centre for Digital Coemmunication (erstwhile Cyber

Wing) prior to execution of the campaign. The digital media campaign shall comprise of a
robust digital strategy & execution plan which include:

r.ﬁs‘\
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2.3.7

2.3.8

Name of Social media platforms targeted along with budgetary allocation and key
metrics (boolad/committed impressions, views, clicks, number of unique accounts (o
be used) along with specific geo-fencing specifications;

Duration of the campaign with component specific time-frame for achievement of
impressions;

iii. Google Campaigns (Display or Search) budget, placement strategy and targeting
strategy;

in case of ir .ernational publishers/platforms, selection of platforms and geo-targeting
details must be mentioned;

Digital Publishers and number of impressions promised;

Vi, Details of ir‘luencers used for PR, content creation, seeding and ftrending

(channel/plat.orms, booked impressions/views, duration of trend) must be mentioned;
Vil Value Added Services and FOC;
Viil. Name of sponsoring ministry / division/ attached department /autonomous and
semi-auton~mous corporation/authority and statutory body eic.;
iX. Clear strategy must be provided for any other innovative digital placement.

Spansoring Federa! Government Divisions/ Departments/ Ministries/ Authorities/ Autonomous/
Semi-Autonomous / Corporations etc. will provide Client Release Order (CRQ) to the Press
Information Department, specifying the name of the agency, duly signed and stamped (by

agency and sponso ng department) digital media plan & allocated budget to execule
campaign.

PID may form a clos~ social media communication group (preferably Whatsapp) for alignment,
monitoring, execution, and subsequent verification. Stakeholders from CDC, sponsoring
ministries  / divisions/ attached departments /autonomous and semi-autonomous
corporations/authorifies and statutory bodies etc. must be added for co-ordination. Executing

advertising agency must share periodic pulse reports to allow for real-time monitoring and
verification, as frequently as desired by any stakeholder.

In case of any restriction/limitation by any digital platform or digital publisher during release or
approval of the camy.aign content, the advertising agency representative must immediately
inform the designated focal person for re-allocation of the budget for smooth execution. Any
reallocation must be approved before execution and usage on an alternate platform. The same

must be communica’ed to all stakeholders present on the communication group for effective
monitoring and evaluation,

The advertisement m.ust not be demanded by any agency or digital publisher or live-streaming
platform owner(s) or social media handler(s) or influencer(s) as a matter of right. Any digital
platform or agency pressurizing or coercing the officers/ officials of PID or the sponsoring
miristries/  divisien./  attached departments/autonomous and  semi-autonomous
corporations/authorities and statutory bodies etc. shall be liable to punitive action including

suspension by Principal Information Officer (P1O) for three months or removal from Digital Media
List (DML) etc. by the "Ainistry.
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The rates for digita! media advertisement shall be based upon real-time platform-specific
market rates by social media platforms corresponding to local currency and as determined by
the Advertisement Rate Fixation Committee of M/o Information & Broadcasting.

2.3.10 The bills/ invoices fci digital advertisements shall be processed by PID after technical

verification (i,e. commiited impressions as mentioned in signed and approved media plan) by
the Centre for Digital Communication (erstwhile Cyber Wing).

Submission of campaign execution report shall have a covering checklist which is duly verified
and stamped by execut ng advertising agency, PID, and CDC (Attached at Annex-Iil).

2

()

All payments will be made in Pak Rupees as committed in digital media strategy and all financial
responsibility wiil be borne by the advertising agency in case of fluctuation in foreign currencies.
2.3.13 As per Advertisement Policy 2021 (as amended 2022), CDC (erstwhile Cyber Wing) is tasked

with registering, maintaining, and updating the list of news websites, web portals, social/digital
media platforms, influencers. PID may give preference to CDC’s registered digital publishers/
portals/ social/digital media platforms, and influencers for disbursement of advertisement, if
need arises.

Digital Publishers

2.3.14 rocal Digital Publishers must meet the following eligibility criteria to be ensured by the
advertising agency:

Publisher must be accessible in Pakistan without necessitating usage of VPN or private
networks

Minimum menihly traffic of 200,000 originating from within Pakistan

The website/portal/publisher must be integrated with Google Analytics for assessment
of traffic/pagevisws/users

Active on at leas! three social media platforms

2.3.15 Local Digital Publishers shall be categorized on the following scale subject to approval by
Advertisement Rate Fixation Committee:

Tier |.l Monthly Traffic ‘ Rate
- [

—L 5M-+ \ on Committe

TBD by Advertisement Rate Fixation Committee

38 Il 1,250,000-5,000,0C0 TBD by Advertisement Rate Fixation Committee

C Jr 750,000-1,250,00MC

TBD by Advertisement Rate Fixation Committee
D

| 500,000-750,000 TBD by Advertisement Rate Fixation Committee
e e = W oe N W= o O NN i
E l 200,000-500,000 TBD by Advertisernent Rate Fixation Committee







2.3

16 Any Local Digital Publisher found to have manipulated Google Analytics ranking, web traffic

statistics, serving reports and/or used unfair means to inflate numbers like usage of bots etc
shall be blacklisted.

17 Digital Publishers may include other prominent websites, eccmmerce platforms, forums, blogs
entertainment platforins etc.

18 inthe case of digital publishers, Google-aligned third-party verification services may be utilized

to verify achieved number of impressions against promised number of impressions by the
advertising agency.

2319 The distribution of advertisement shall be further based on audience and regional
specification/reach of the News Websites, publishers, and/or portals.
2.3.20 Advertising agency may use local/international advertisement network for video and banne
advertisement distrioution.

).3.21 Scanned/PDF (only e-paper) versions of newspapers and e-paper websites are not considered
digital publishers.

influencers

2.3.22 Influencers shall be categorized on the following scale subject to approval by Advertisemient
Rate Fixation Committee:
Tier . Follower Rate
Mega | 1.0M and above TBD by Advertisement Rate Fixation Committee
Macro 500K to 639K

General —‘ 100K to 499K

TBD by Advertisement Rate Fixation Committee

l TBD by Advertisement Rate Fixation Commiittee
Micro Above 56K ]

TBD by Advertisement Rate Fixation Committee

2.3.23 Any Influencer found to have manipulated ranking, web traffic statistics, and/or used untai
means to inflate numbers like usage of bots etc. shall be blackiisted.

2.4 OUTDOOR

All the advertising agzncies enlisted with Press Information Department (PID) will be eligible for

executing outdoor campaigns for the Federal Government.

2.42 All sponsoring ministries / divisions/ attached departments /autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. shall circulate thei

outdoor campaign re quirements to all empaneled advertising agencies.

)
i b
o

Every Qutdoor campaign will be initiated after issuance of unique ID (Campaign Number) by

Press Information Department. All the Federal Government Divisions/ Departments/ Ministries/

Authorities/ Autonomicus/ Semi-Autonomous / Carporations etc require this unique D to list
their campaign for adequate verification from PID.






In case of when no 7.dvertising agency is empaneled, all Federal Government Ministries/

Divisions/attached departments/ Autoncmeous and Semi-autonomous Corporations/

Authorities and statutory bodies etc. shall serd a written request addressed to the Principal
information Officer/EDG PID, Islamabad along with a brief of the nature and scope of the

ministry/division/depé tment etc. with name / designation of the focal person nominated for the
empanelment process.

Rates for outdoor advertisement shall be decided by the Advertisement Rate Fixation
Committee.

The agency(s) will share the outdoor placement plan with PID prior to execution of the
campaign including :

i. Number and locwiions of static Billboards;
Number and locations Digital Bill boards;

Number and locations of Streamers:
Comprehensive: details of Event/Venue Branding Plan;

Press Information Department will provide Release Order (RO) to the enlisted
agency specifying the name of the cities & allocated budget 1o execute Outdoor
campaign in any specific area/s or across the country;

vi.  Undertaking affidavit stating that the outdoor advertisement campaign shall be

executed as per approved plan and in case of identification of fraudulent activity,

executing advertising agency shall be held responsible, face barrement from
further campaigns, and liable to legal action.

2.5 CINEMA

%

()

PID shall finalize the media plan keeping in view the budget provision, target audience and
maximum impact,

PID shall approve the. publicity campaigns including number of spots, time siot, and
consideration for regional language films.

PID shall be authorized to include, remove or hold in abeyance any advertisement released to
any cinema in the pubiicity plan.

All Federal Government Bodies/ Clients / Departments/ Organizations shall ensure availability
of adequate funds prior to release of any cinema campaign on the prescribed pattern.

Advertisement Rate Fixation Committee shall approve the rates for Cinema commercials on
recommendation of OIC



-
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3.5 OUTDOOR ADVERTISEMENT

3.9.1

Upon successful exccution, the advertising agency shall provide (three sets) detailed
documentary proof along with invoices for the purpose of verification including:

i A Third-party (a company/agency registered with SECP) will provide
Verification/Confirmation Report regarding the execution of outdoor placements in
accordance w*h approval from Press Information Department.

ii. Authorization lettar from the concerned district

administration/municipality/cantonment board mentioning the locations and total
number of static/digital billooards/streamers etc along with respective receipts of
fees and taxes deposited.

ii.  Qutdoor media campaign execution report including individual photographs of

billboards/digital billboards/ streamers with associated EXIF metadata specitying
location, and %iie.

In the case of vligital billboards, real-time geo-tagged and time-stamped videos of
digital billboa ds may be shared through close-communication group (prefarably
WhatsApp) showing individuals services for each component of the outdoor plan.

[
i

Once the outdoor carmpaign has been verified, the bill shall be processed by PID as per the dus
procedure,

3.6 CINEMA ADVERTISEMENT

3.6.1  The Federal and Provincial Central Board of Film Censors shall verify the screened cinem:
commercials.

~ oo
3.6.2

Once the cinema car'paign has been verified, the bill shall be processed by PID as per the due
procedure.
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GOVERNMENT OF PAKISTAN
MINISTRY OF INFORMATION & BROADCASTING

HhkhhhhRwdkiw

STARRED NATIONAL ASSEMBLY QUESTION NO.123, 27™ SESSION OF NATIONAL ASSEMBLY

ASKED BY SYED RAFIULLAH, MNA

QUESTION
ASKED BY SYED RAFIULLAH, MNA

REPLY BY
MINISTRY OF INFORMATION AND BROADCASTING

Will the Minister for Information and

Broadcasting be pleased to state:

a) Whether any advertisements were released in
connection with the Ramadan package, 2026,
through electronic and print media;

b) If so, the details thereof , including the names of
media outlets, duration of advertisements and
total  expenditure incurred on  such
advertisements;

¢) The criteria and policy fellowed for the allocation
and disbursement of advertisement funds among
various media organizations;

All public sector advertisements are released in accordance with the Federal
Government Advertisement Policy 2021 (as amended in 2022), approved by the Federal
Cabinet, and the Guidelines and Procedures 2024 issued thereunder (Annex-A). The policy
is all-encompassing, covering all media, and is designed to ensure transparent, judicious, and
merit-based utilisation of public resources for government communication and media

campaigns.

2. Government advertising is released to serve a defined public interest purpose.
Advertisements are released to inform citizens about government policies, programmes, and
initiatives; to change behaviour in areas of public health and safety; to ensure operational
effectiveness of government by making citizens aware of available public services; and to
project Pakistan's national narrative and interests. Campaigns and outreach activities are
planned and executed on the basis of reach, audience, and measurable public
benefit/dividend, not based on any media outlet's editorial stance, political affiliation, or
loyalty. The policy expressly requires that advertising decisions be driven by value for public

money and effective delivery of the public message.

Page 1 of 4




3. During the requisite period, advertisements were released across print, electronic, and
digital media for the following sectors of public importance: economic reforms; foreign
affairs; governance reforms; performance and initiatives of Federal Government Ministries/
Divisions/ Departments/ Autonomous and Semi-autonomous Bodies/ Entities etc.; socio-
economic issues; youth empowerment; Kashmir; National Action Plan; public safety and
awareness; environment and climate change; tourism; defence and security; digital safety and

cyber security; Marka-e-Haq, Youm-e-Tashakur, and the Pakistan-India Standoff.

4. A significant portion of government advertising constitutes a civic and social
obligation, in line with Corporate Social Responsibility, to disseminate information on
matters of direct public welfare, including polio eradication, population planning, pollution
control, public safety, and other subjects of societal importance. These are not promotional
campaigns; they are public service communications that directly contribute to the health,

safety, and well-being of citizens.

5. Advertisement rates are determined by the Rate Fixation Committee (RFC) as
approved by the Federal Cabinet in 2022, based on verified viewership and circulation data.
Allocation of TV spots and print insertions is made in accordance with audience ratings and
newspaper circulation figures, ensuring that public funds are directed towards outlets with
the greatest reach and impact. These matters are regularly deliberated in consultation with the
Pakistan Broadcasters Association (PBA) and the All-Pakistan Newspapers Society (APNS),

respectively, to ensure fairness and transparency.
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d) whether the Government’s austerity measures
were taken into consideration while releasing
such advertisement;

The austerity measures were not in place when PMRRP-2026 was rolled out.

¢) ifnot, the reasons thereof;

Not Applicable

f) whether the Government intends to ensure strict
adherence to its advertisement policy and
austerity measures in future; and

Not Applicable

g) If so, the steps being taken by the Government in
this regard?

Not Applicable
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SURJECT:

RAMZAN RELIEF PACKAGE 2026

The Prime Minister, while chairing the subject meeting held on 16" January, 2026, has
ideased to pass the following directions:

GOVERNMENT OF PAKISTAN
PRIME MINISTER'S OFFICE

-

*

N\

Se.# Directives v Responsibility | _Timeline
Under PMRRP-2026, the amount of cash Immediate
ssistance shall be increased from Rs. 12,500 Secretary, MOPASS
0 Rs. 12,000 per family for 1.7 million families (Lead)
falling within PMT score 32-36. Secretary, BISP
Secretary, MOF
BISP in c¢onsultation with Finance Division shall Secretary, MOIT
finalize the budgetary requirements for thel chairman, NADRA
package. Governor, SBP
||fl this regard, the FM directed that an
m.: nediate follow-up meeting of a small group
omprising key ministries be convened to)
qumlve the package and address any other|
pertinent measures for PMRRP-2026.
]f.”aP to coordinate with BISP for the finalization Immediate
and issuance of the framework for PMRRP— Governor SBP (lead)
2026. SBP shall ensure to maintain transaction|  Secretary, BISP
__[charges at the same level as PMRRP-2028.
Necessary measures to be taken for timely|Secretary, BISP (lead)| Immediate
preparation and faunch of PMRRP-2026 and] Secretary, MolT
‘or the swifi rnobilization of call centers for] Secretary, MolB
wide dissemination to enhance puolid '
awareness about this relief package.
Preparations and launch of PMRRP-2026 shall Secretary, MOIB | immediste |
be widely disseminated to enhance publig (lead) l
awareness about this relief package. ;
1|.~-in:':1im",5 of the third-party velidaticn of PRMP
2025 subsequent tc winding up of USC shall
i ghhighted as a success story.

\

a






_  [The target for funds disbursement rate should| Secretary, MOPASS 02 Week
" be 95%. All necessary measures shall be taken| (lead)

. «_ . |in this regard. Secretary, BISP
)= Governor, SBP
Secretary, MOIT
Secretary, MOIB

| _Li Chairman, PTA
X . |call Center to mobilize beneficiaries and inter- Secretary, MOIT2T 01 week
ministerial/ organizational control room to (lead)
monitor disbursement will be established by] . MD, NTC

| INTC under the auspices of MolTT.

2 Necessary action may be taken for compliance of the above directions of the
Prime Minister in the given timelines and progress be submitted to this office.

Muhammad Yahya Akhunzada

(O/B) Addl Secretary-lll
Secretary, PA&SS Division, Poverty Alleviation and Social Safety(PASS), Islamabad

Secretary Finance, Ministry of Finance(MOF), Islamabad
Secretary IT, Ministry Of Information Technology and Telecommunication(MolT),

Islamabad
Secretary MolBC, Ministry of Information and Broadcasting(MOIBC), Islamabad
Secretary, Benazir Income Support Programme(BISP), Islamakad
Managing Director, National Telecommunication Corporaticn, Islamabad(NTC), Islamabad
Chairman PTA, Pakistan Telecommunication Authority(PTA), Islamabad
Principal Staff Officer, State Bank of Pakistan(SBPKhi), Karachi
PS to Chairman/DAD, National Database & Registration Authority(NADRA), Islamabad
Prime Minister's Office No.F.NO.12(1)/DS(EA-I1)/2026-P-002 Dated 06 February , 2026

Copy for information to:-

1- Secretary Establishment Division, ESTAB, Islamabad
2- Cabinet Secretary, CAB, Islamabad

2-JS to Advisor to Prime Minister, PMO, Islamabad

4- Addl Secretary-1V, PMO, Islamabad

5- Addl Secretary-l, PMO, Islamabad

6- PSO to PM, PMO, Islamabad

7- Deputy Secretary (Liaison-Il), PMO, Islamabad
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Statement showing names of publications through whom the campaign was
published from 18-02-2026 to 15-03-2026.

1. March

2. 51 News

3, 6 AM.

4. 92 News

5. 92-News

6. Aaina

7. Aaina-e-Jehan
8. Aaj

9. Aaj Subh

10. | Aas

11. | Abtak

12. | Adan

13. | Adi

14. | Aeen

15. | Aflak

16. | Aftab

17. | Aghaz

18. | Aghaz-e-Safar
19. | Aglaa Qadaam
20. | Agtay Qadam
21. | Ahem Khabar
22. | Ailan

23. | Aina-e-Ingilab
24. | Aijtadal

25. | Ajiar

26. | Akhbar

27. | Akhbar-e-Haq
28. | Akhbar-e-Millat
29. | Aks-e-Mehran
30. | Aks-e-Sindh
31. | Aksriyat

32. | Al-Akhbar *
33. | Alamdar

34. | Alaga

35. | Al-Fajar

36. | Al-Jalal

37. | Al-Jamiat-e-Sarhad







38. | Al-Jazeera

39. | Al-Manzoor

40. | Amn

41. | Anjam

42. | Apna Arooj

43. | Apna Forum

44. | Apni Awaz

45. | Appeal

46. | Ageedat

47. | Arman

48. | Asas

49. | Asia Today

50. | Asian Sun

51. | Askar International
52. | Asr-e-Nau

53. | Asyaaf

54. | Ausaf

55. | Autan

56. | Authority

57. | Awal Aakhir

58. | Awam

59. | Awami Awaz

60. | Awami Dastak

61. | Awami Jaiza

62. | Awami Lalkaar
63. | Awami Mahaz

64. | Awami Mission
65. | Awami Sindh

66. | Awam-un-Nas

67. | Awaz-e-Islamabad
68. | Awaz-e-Khyber
69. | Awaz-e-Nasle Nau
70. | Awaz-e-Pakhtunkhwa
71. | Awaz-e-Qalam

72. | Awaz-e-Riasat

73. | Awaz-e-Sadigabad
74. | Awaz-e-Shehr

75. | Awaz-e-Subh

76. | Aye Din

77. | Azad Awam

78. | Azadi

79. | Azan

80. | Azkar

81. | Azmat




82. | Baad-e-Shimal

83. | Baad-e-Shumal

84. | Baakhabar

85. | Badalta Jahan

86. | Baidar

87. | Baithak

88. | Bakhar News

89. | Balochistan Express

90. | Balochistan Lines

91. | Balochistan News

92. | Balochistan Observer

93. | Balochistan Times

94. | Balochistan Today

95. | Bang-e-Sahar

96. | Barabar
97. | Barkha
98. | Barsat

99. | Barwaqt Khabar

100.| Basharat

101.| Bayan

102.| Baz Purs

103.| Bazyab

104.| BBC Headlines

105.| Beatab

106.| Belous

107.| Beopar

108.| Best Business

109.| Bhakkar Times

110.| Bhasha News

111.| Bhitai Channel

112.| Bhulekha

113.| Bolan

114.| Bolta Pakistan

115.] Budget

116.| Business News

117.| Business Recorder

118.| Business Report

119.| Business Times

120.| Capital Mail

121.| Capital Report

122.| Capital World

123.| Centerline

124.| Century Express

125.| Chan Been




126.

Chand

127.

Chenab Times

128.

Chinar Times

129.

Cholistan Times

130.

City 42

131.

City News

132.

City-42

133.

Command

134.

Commercial News

135.

Country News

136.

Crime

137.

Current Report

138.

Daily Pakistan

139.

Daily Report

140.

Daily Times

141.

Dak

142.

Dars

143.

Dar-ul-Khabar

144,

Dateline

145.

Dawar

146.

Dehat

147,

Deyanat

148.

Diffa

149,

District News

150.

Domel

151.

Doraha

152.

Dunya

1563.

Dunya Numa

154.

Eagle

155.

Eagle

156.

Ebadat

157.

Economic Affairs

158.

Economic Times

159.

Eeman

160.

Eesar Times

161.

English Akhbar

162.

Express

163.

Express Tribune

164.

F.L.R.

165.

Fairy Medow

166.

Faisalabad Report

167.

Farozaan

168.

Farzand-e-Balochistan

169.

Farzand-e-Kashmir




170.

Fast Times

171.

Fighter Times

172.

Final Round

173.

Fine Report

174.

Fory Action

175.

Fouzul Azeem

176.

Friday News

177.

Front

178.

Frontier Anti Corruption
Report

179.

Frontier News

180.

Frontier Star

181.

Frontier Times

182.

Geo Hazara

183.

Gerowk Balochistan

184.

Ghareeb

185.

Ghazi

186.

Ghaznavi

187.

Gilgit Baltistan Express

188.

Graff

189.

Green Gwadar

190.

Gujranwala Times

191.

Gul Zameen Gwadar

192.

Guldasta-e-Bahar

193.

Gulf News

194.

Guncha

195.

Gwadar Business

196.

Gwadar Times

197.

Haal

198.

Hairat

199.

Halchal

200.

Hamara Samaj

201.

Hagqooqul Awam

202.

Har Lamha

203.

Harb-e-Baga

204.

Harf-e-Laazam

205.

Hari

206.

Hasb-e-Zauq

207.

Hashtnagar Times

208.

Hayat

209.

Hewad

210.

Hilal-e-Pakistan

211.

Hill Times

212.

Himalaya




213.

Himalaya Times

214.

Himalya Today

215.

Himmat

216.

Hope of Jammu Kashmir

217.

Hot Line

218.

Hum Gawah

219.

Ibrat

220.

Ikhtiar International

221.

llhaaq

222.

Imroz

223.

Imroze

224.

Independent

225.

Independent Sunday Plus

226.

Indus Post

227.

Inhasaar

228.

Inkeshaf

229.

Intekhab

230.

Intibah

231.

Iqtida

232.

Ishara

233.

Islah

234.

Islamabad Post

235.

Israr

236.

Istehkam

237.

ittefag-e-Rai

238.

Ittehad

239.

|zafa

240.

Jagbeeti

241.

Jammu & Kashmir

242.

Jammu & Kashmir

243.

Jammu & Kashmir Times

244,

Janch

245.

Jang

246,

Janisar-e-Pakistan

247,

Jannat Nazeer

248.

Jasarat

249.

Jazba

250.

Jeejal

251.

Jehad

252.

Jehan

253.

Jehan Numa

254,

Jehan Pakistan

255.

Jehan-e-imroz

256.

Jhanda




257.| Jhoke

258.| Jiddat

259.| Jinnah

260.| Jinnah

261.| Johar

262.| Jurat

263.| K-2

264.| K-2

265.| Kainat

266.| Kaleem

267.| Kamran News

268.| Karachi 21

269.| Karnama

270.| Kashmir Express

271.| Kashmir Link

272.| Kashmir Times

273.| Kasoti

274.| Kawaish

275.| Kawish

276.| Khabardar

277.| Khabargeer

278.| KhabarWalay

279.| Khabrain

280.| Khabrakar

281.| Khabroona

282.| Khaleej

283.| Khamosh

284.| Khat

285.| Khittab

286.| Khursheed-e-Jehan

287.| Koh-e-Suleman

288.| Koshish

289.| Kozak News

290.| Labour News International

291.| Lashkar

292.| Lead Pakistan

293.| Leader

294.| Lehr-e-Sahil

295.| Log

296.| Lokai

297.| Loke

298.| Mahasib

299.| Maidan

300.( Maloom




301.

Managqib

302.

Manind-e-Aaina

303.

Manshoor

304.

Markaz

305.

Mashriq

306.

Mashrig (Q)

307.

Mashriq Evening Special

308.

Mayar

309.

Media Bulietin

310.

Media Pakistan

311.

Meezan

312

Meezan-e-Adel

313.

Meherdar

314.

Mehran

315.

Merit News

316.

Metro Times

317.

Metro Watch

318.

Mianwali Express

319.

Millat

320.

Millat (Gujrati)

321.

Minority Times

322.

Minute Mirror

323.

Mister

324.

Mithan

325.

Moasar

326.

Mojiza

327.

Moomal

328.

Mountain Pass

329.

Muashrat

330.

Muhim

331.

Multan Post

332.

Mumtaz

333.

Munazzam

334.

Musawat

335.

Muslim World International

336.

Mussalman

337.

Nada-e-Watan

338.

Nada-i-Khalq

339.

Naguzeer

340.

Nai Baat

341.

Nai Roshni

342.

Nai Subh

343.

Naggara

344,

Nara-e-Haq




345.| National Courier

346.| National Herald Tribune

347. Nau Misal

348.| Nau Sijj

349.| Nawa-e-Awam

350.| Nawa-e-Azad

351.| Nawa-e-Bhakar

352.| Nawa-e-Burooj

353.| Nawa-e-Des

354.| Nawa-e-Dir

355.| Nawa-e-Islamabad

356.| Nawa-e-Pak

357.| Nawa-e-Pakistan

358.| Nawa-e-Sharar

359.| Nawa-e-Wagqt

360.| Nawa-e-Watan

361.| Nawa-i-Hazara

362.| Nawa-i-Thal

363.| Nawey Zawand

364.| Naya Daur

365.| Naya Kal

366.| Nazim News

367.| Neel Fairy

368.| News Affairs

369.| News Coverage

370.| News Mart

371.| News Valley

372.| Nida-e-Islah

373.| Nijaat

374.| Nijat

375.| Nikhar

376.| Notable

377.| Note

378.| Nudrat

379.| Omega News

380.| OQur Star

381.| Outcome

382.| Paigham

383.| Paighamat

384.| Pak

385.| Pak Sindh

386.| Pak Souch

387.| Pakhtoon Post

388.| Pakhtunkhwa Bulliten




389.

Pakhtunkhwa News

390.

Pakistan

391.

Pakistan

392.

Pakistan (Niazi)

393.

Pakistan (Shami)

394.

Pakistan Express

395.

Pakistan File

396.

Pakistan Observer

397.

Pakistan Point

398.

Pakistan Today

399.

Pakistani

400.

Pal Pal News

401.

Panah

402.

Parcham

403.

Parlau

404.

Parwan

405.

Parwaz

406.

Pasban

407.

Pas-e-Parda

408.

Pashtoon Millat

409.

Payam-e-Khyber

410.

Pearl

411.

Pearl View

412.

Piyam-e-Waqt

413.

Poonch Times

414.

Press Conference

415.

Print Line int.

416.

Promotion

417.

Public

418.

PublicEye

419.

Pukheroo

420.

Qaboos

421.

Qadamat

422.

Qalam-e-Sindh

423.

Qaum

424.

Qaum International

425.

Qaumi Akhbar

426.

Qaumi Awaz

427.

Qavi Akhbar

428.

Qoum International

429.

Quaid

430.

Qudrat

431.

Quetta Express

432.

Quetta Voice
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433.

Quwat.

434,

Quwat-e-Qaum

435.

Quwwat

436.

Raat

437.

Rafaqat

438.

Rahbar

439.

Razdar

440.

Reformer

441.

Rehbar

442,

Relation Times

443.

Report

444,

Riyasat

445.

Roo Baroo

446.

Rozan

447.

Rule

448.

Saadat

449.

Sindh Post

450.

Saad-e-Baad

451.

Saanwal

452.

Sab Rang International

453.

Saba

454.

Sabooh

455.

Saboot

456.

Sach

457.

Sachal Times

458.

Sachan

4509,

Sada-e-Chanar

460.

Sada-e-Gilgit

461.

Sada-e-Himalaya

462.

Sada-e-Lawaghar

463.

Sada-e-Olas

464.

Sada-e-sach

465.

Sada-e-Pakistan

466.

Sada-e-Potohar

467.

Sada-e-Sindh

468.

Sada-e-Such

469.

Sada-e-Waqt Int.

470.

Sada-e-Watan

471.

Sadd

472.

Sadd-e-Baab

473.

Sadigabad News

474.

Sadig-ul-Akhbar

475.

Safeer

476.

Safeer-e-Punjab

11



521.

Spinzer

522.

State Views

523.

Sub News

524.

Subh

525.

Subh-e-Nau

526.

Sukaar

527.

Sun News

528.

Supreme

520.

Tabeer

530.

Talafi

531.

Talar

532.

Taiatum News

933.

Talib

534.

Talwar

535.

Tameer-e-Balochistan

536.

Tameer-e-Sindh

937.

Tameer-e-Watan

538.

Tanveer

539.

Tagabul

540.

Taqat

541.

Tagat Balochistan News

542.

Taraqi

543.

Tarjuman-e-Millat

544,

Taseer

545.

Taza Khabar

546.

Tehalka

547.

Tehzeeb News

548,

The Age

549.

The Business

550.

The Capital Post

551.

The Destination

552.

The Financial Daily

553.

The Kotlians

554.

The Nation

555.

The News

556.

The News Lark

557.

The Pak Banker

558.

The Patriot

559.

The Province

560.

The Public Voice

561.

The Regional Times of Sindh

562.

The Statesman

563.

The Voice of Islamabad

564.

Tibat Times
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565.

Tijarat

566.

Tijarti Rehbar

567.

Today Pakistan

568.

Today's Muslim

569.

Tulou

570.

Ulko

o71.

Ummat

572.

Undalas Times

573.

Universal Recorder

574.

Ustaman

575.

Veer Times

576.

Voice of City

577.

Waadi

578.

Waas

579.

Wafa

580.

Wahdat

581.

Waka

582.

Wakalat Nama

583.

Waqa-e-Nigar

584.

Waqif

585.

waqt

586.

Watan

587.

Wateen

588.

Wifaq

589.

Wisdom

590.

Worknews

591.

World Tribune

592.

World's Matters

593.

Yadgar

594.

Yarn

595.

Zamana

596.

Zamanat

997.

Zoorawar

Prepared by
Munawar Iqbal
APS
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GOVERNMENT OF PAKISTAN
PRESS INFORMATION DEPARTMENT

<<>>

( ANNEX* 17

Statement showing the Name of TV Channels

through whome the campaign was aired

S.No. TV Chan_h'e'l"é':'; .
1 Geo News
2 PTV News
3 ARY News
4 Dunya News
5 Express News
6 Hum News
7 Samaa News
8 Channel-24
9 Public News
10 365 News (Talon)
11 ABN
12 GTV
13 Geo Tez
14 Geo Super Sport
15 Discover Pakistan
16 Aik News
17 Aaj News
18 92-News
19 Abb Tak
20 Neo News
21 News One
22 Suno TV
23 Waqt TV
24 Khyber News

N
(%]

Lahore News

Lo i



-

26 Roz News

y i i Sindh News

28 Hum Pashto-1

29 KTN

30 Mashriq TV

31 Such TV

32 Vsh TV

33 Capital TV

34 Lahore Rang

35 Mehran TV

36 89 News

37 Chaupal TV

38 K-2

39 Time News

40 NTN

41 Star Asia

42 Koh-e-Noor
Grand total

Prepared by

Asad ur Rehmar
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GOVERNMENT OF PAKISTAN -
CABINET SECRETARIAT (/4 NN EX :_/fl)

2 CABINET DIVISION
EEE L]
.No.F.1/10/2021/COORD-RA-IV , = | Islamabad, the 285"November, 2022
From: AMNA FAROOQ,
Section Officer (RA-IV)

To: 1) The Managing Director,

Public Procurement Regulatory Authority (PPRA),
Islamabad.

2) The Chairman,
Oil & Gas Regulatory Authority (OGRA),
Islamabad.

3) The Chairman,

- Pakistan Telecommunication Authority (PTA),
Islamabad. ‘

4) The Chairman, .
National Electric Power Regulatory Authority (NEPRA),
Islamabad.

5) The Chairman,
Naya Pakistan Housing & Development Authority (NAPHDA),
Islamabad.

6) The Executive Director,
Frequency Allocation Board, (FAB),
Islamabad.

7) The Chairman,
Special Technology Zones Authority (STZA),
Islamabad

Subject:-

Please find enclose herewith a copy of this Division’s U.O. No.4-1/2020-Misc
(Coord) dated 25t November, 2022 along with a self-explanatory copy of Ministry of
Information & Broadcasting O.M. No.15(31)/2018-P-I, dated 16" November, 2022 on the

above subject for information and compliance in letter and spirit.
/QJ\/Q g
Encl: As above \
(AMNA FAROOQ)
C.C: . : . th ‘E‘:“
Copy alongwith enclosures forwarded to: Pakistan Teleanmuiestion sy tors
Chairman [‘ I \
i.  Section Officer (RA-I) DG Coord & \
ii. Section Officer (RA-II) Ao By | DI (PR
iii. Section Officer (RA-III) Information | (vaqpmast M (CE) IM(F )
DieryNo | 3448 =30.|), ;;1,
Followupy 1




Most Immediate

A | By Special Messenger

GOVERNMENT OF PAKISTAN
CABINET SECRETARIAT ds 5
Tl CABINET DIVISION
b ) ek ke
Subject: APPROV F THE ADVERTISEM OLICY 2021 AS AMENDED
IN YEAR 2022

Please find enclosed herewith a self-explanatory O.M. issued by Ministry of

Information & Broadcasting bearing No. 15(31)/2018-P-I dated 16" November 2022 for

o
g
(Nida Rehman)

Section Officer (Coord)
PH: 051-9202666

information and compliance in letter and spirit.

. A L Joint Secretary (Org) For PCP/S&F/PTDC/NAP/APO/SST
-7~y 2. Joint Secretary (RA) For PTA/FAB/OGRA/NEPRA/PPRA/NAPHDA/STZA
a1 3 Secretary (NTISB) For Department of Communications Security
I 4 SO(Admn-l) For Islamabad Club
o \. 5. Section Officer (G-1/G-II) For Cabinet Division (main)
{-%: x Cabinet Division’s U.O. No. 4-1/2020-Misc (Coord), dated 25" November 2022
oy
51 e ‘#JW
= =)
o i “J
R N
T )
2?% 3 | lﬁp‘ {
Feh £ 4 e 94
-:? :'.I'.: \\‘/ \\
:,. . ...-.'.'-"1-1 M
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GOVERNMENT OF PAKISTAN
MINISTRY OF INFORMATION AND BROADCASTING

ISLAMABAD
dededkod ‘.;' "
No. 15(31)/2018-P-1 4w Islamabad, the 16™ November, 2022
OFFICE MEMORANDUM

Suhject:  APPROVAL OF THE ANDVERTISEMENT POLICY 2021 AS AMENDED IN
YEAR 2022

The undersigned is directed to enclose herewith the “Advertisement Policy 2021 us amnended
in year 2022”, duly approved by the Federal Cabinet, for information and compliance, please.

Encl: As above

N

(Zahidullah Khan)
Dcputy Director (P-I)
Ph: 9103558

Distribution:

a) Ali Secretaries of the Ministries/Divisions (with the request to circulate the Advertisement
Policy to departments, organizations, autonomous/semi-autonomous bodies. under their
administrative control). :

b) Accountant Gencral of Pakistan Revenuc (AGPR), Iskunabad.

c) Dircctor General/Principal Information Officer (P10), PID. Islamabad.

d) Director General, Directorate of Elcctronic Media and Publication (DEMP), Islamabad.

¢) Dircetor General, Cyber Wing, M/o 1&B, Islumabud.

Copy for information to:

* Sceretary to the President, President’s Secretariat (Public), Islamabad.
* Sceretary to the Prime Minister, Prime Minister’s Office, Islamabad.
e Sceretary, Cabinct Division, Islamabad.

* Director to Minister Office, M/o 1&B, Islamabad.

» Director to Secretary Office, M/o 1&B, Islamubad.

.

o 2
')O'VV
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MINISTRY OF INFORMATION & BROADCASTING |

| GOVERNMENT OF PAKISTAN

ADVERTISEMENT POLICY 2021

(AS AMENDED IN YEAR 2022)

RERRX




ll - ks I. Introduction:

ll L Advertiscments, commercials or messages on Print, 'I'V/ Radio/Cinema, Digital or other
platforms, form an important tool for dissemination of information and creation of awareness
among the citizens on government policies, programs and initiatives. The government. therelore,
needs to utilize effectively the entire range of media to create informed opinions on various policies

and programs being pursued for the welfare of the citizens.

With the ever evolving and advancing new media, there is a dire need to ensure that

advertising or communications across the required mediums arc strecamlined so that its message

reaches the maximum number of people and also elicits response. Therefore, communication
strategies should achieve value for public money and efficiency in the delivery of message and

encourage media pluralism.

According to Rule of Business, 1973, Schedule — Il Entry 16, Ministry of Information and

Broadcasting is a tocal Ministry of the Government of Pakistan, mandated with its projection and
dissemination ol information. It is incumbent to sircamline the release of public scctor
advertisements and formulate an advertisement policy to benelit from emerging media tools for an

clfective and targeted dissemination of public messages.

I'he policy further intends to enhance transparency and inclusivity besides curtailing the

discretionary powers in disbursement ol public sector advertiseiments 10 make it more eflective

and far-reaching, ensuring added value for public moncy.
| 2, Mandate:
As per Rules of Business, 1973, Schedule = |1 Entry 16 Moll3 is mandated 10,

6. (i) Policy regarding government advertisement: comtrol of advertisement and placement;

il Promotion and projection of Governmen policies through digital media®.

| S _ Page-2-0l9 '




3 Objectives

n . To provide a broader framework for public sector advertisements and communications, and
to inform and inculcate awareness among the masses on issues of public importance and

£ b

achievements of the government of the day.

The advertisement policy 2021 (As Amended 2022) aims 10 establish the requisite
structures. procedures, systems and guidelines to make the policy dynamic and progressive, to

cater to the rapidly changing national and global media ecosystem in order to project and promote

the narrative of the state,

4. Scope:

The policy cntitles release of Federal Government advertisements to only those
publications, TV channels, radio channels. cinemas, cable operators. outdoor and digital media
platforms which are registered/enlisted with the MolB and adhere to Article 19 of the Constitution

of Islamice Republic of Pakistan, 1973, as well as media code of ethics, in voguc.

The Policy cntails all forms ol publicity i.c. campaigning, advocacy, outreaching,
P y paig

g awareness, couniering misinformation and disinformation, narrative building, public service
messaging, marketing, promotion, projection and event management on issues of public and

national importance and security, ctc., inland and abroad, il so required.

a. Guidelines of Advertisement Policy 2021 (As amended in 2022):

a) The Advertisement Policy is all-encompassing; covering all forms of media including
print. electronic. digital, cinema, outdoor, and any other medium for transparent. judicious wnd

merit-based utilization of Government resources for public scctor advertisement and media

campaigns;







o

‘.'\

—

b) Transparency is the hallmark of this policy—from issuance ol advertisements 10 various
nicdia outlets 1o the payment of dues. The reicase of advertisements through a transparent

mechanism would guarantee value for national exchequer;

c) All the relevant stakeholders including various media associations were consulted during

the formulation of this policy;

d) The Planning Commission shall earmark 0.3% 0 2,5% ol iotal budget vutlay ol any I'SDI
projecl. depending upon the conditions mentioned in the Schedule, for running effective publicity

and mass awareness campaigns:
<) All public sceetor advertisements shall be released through PID: ;

)] MolB may conduet 3" party need assessment before laurching any media campaign, on

need basis:

g) PID shall apply 23% quota. in addition to all advertiscment releases emanating from federal
aovernment ministries/ divisions/ attached departments/ autonomous and semi-autonomous/
corporations” authoritics and statutory bodies cte. towards supporting regional, lunguage and

cevolving media,

h) P11 shall determine and apply 23% quota on the basis ol cost (for display advertisements
to publications. TV channels, I'M stations) or number of stations (for classilied advertisements o

publications).

i) P11 shall appoint advertising agencies on the panel and with consultation of ministries
divisions’ attached departments/ antonomous and scmi-autonomous/ corporations/ authoritics and

stitutory hodies ele,

1 In order to scek diverse, innovative, -broad-based and va ue added media solutions by

providing elfective. fair playing lield and promote competitivencss for the federal

Page-4-0of9




\_zuv-.:mmenlfnalioual campaigns, the advertising agencies enlisted with PID shall deem 10 be

empaneled agencies of MolB.

K) All the federal government ministries/ divisions/ attached departments/ aulonomous and
‘semi-autonomous/ corporations/ authorities and statutory bodies etc. shall be liable to clear all the

outstunding dues/payments against the released and published/aired advertiscment/s within 90

days, failing th relcase/s of the non-compliant sponWr

organizations/cntilics.

) AGPR shall not process any advertisement claims without iie authorization/verification by
the PID.
m) Auditor General of Pakistan shall declore any payment's against the advertisements

Claims/bills by the autonomous and semi-autonomous’ corporations/ authorities and statutory
hodies ete. as unlawiul and liable to recovery which are not authorized/verificd by PID.
6. Oversight & Implementation Committee (O1C):

The Oversight & Implementation Commiltee shall oversee all aspects ol government

advertisement and communication. The OIC shall have the authority to review any publicity

campaiaitandvertise : s v o = % . )
paigivadvertisement which lacks objectivity or is inconsistent with the policies of the

government,

Composition of the Committee shall be as follows:

i Secretary, I&B Division

Chairperson
it. Principal Information Officer (P10) iMember
ili. Director General, 1P Wing Member
viemoc
iv. Director General, DEMP Memb
mber
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vii. Director —(Advt) PID (Secretary to the Committee)
viii. Any co-opted Member with the pennission of the Secretary, Inlurnation.
6.1 The OIC shall be authorized to approve the rules/procedures/SOPs not contrary to this policy for

all Federal Government media advertisements, and amend them, as and when required.

"

y Grievance Redressal Committee

In order to address the grievances emanating from the decision/s of the OIC, the following

Committee shall be constituted:

i Minister for I&B

i, Additional Secretary MolB3
iiL. DG EP Wing

. DG PBC

Lo DDG (HP) PID
8. Advertisement Rate Fixation Committee:

The Committee shall devise criteria to determine and review the adveriisement rates for
clectronie. outdoor. digital, cinema or any other media platform and would meet on need basis or

at least biannually., to review the criteria or rates, if required.
The Committee shall comprisc the following members: . |

i.  Federal Minister for Information and Broadcasting (Chair)

il. Scci‘ciary, Information and Broadcasting $
iii.  Principal Information Officer |
i

. v. Dircctor General, Cybher Wing Member
‘ vi. Repof Digital Communication Wing Member
I




iv.  Director General, DEMP
A S v.  Director General, 1P Wing
5 vi.  Director General, Cyber Wing
vii.  Any other co-opteci member
i

9. Digital Media Advertisements

The approved policy guidelines shall be applicable on all ministries/ divisions/ attached

departments/ autonomous and semi-autonomous/ corporations/ authorities/ and statutory bodics

ete. for release/placement of their digital advertisements through the respective empaneled

advertising agency/ies after obtaining mandatory approval of PID.

Cvber Wing of MolB shall register, maintain and update the list of news websites. web
portals, social/digital media platforms and inlluencers, and shall also verify the claims according

1o the notified rules/procedures/SOPs.

10.  Content Committee
Anin-house Content Cotmnitiee [un the displuy, electronic, outdoor, cinematic and digital
advertisement shall be notified by the MolB for approving/sclecting the creative solutions

for the campaigns executed by the MolB.

T T T
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SCHEDULED

GOVERNMENT OF PAKISTAN

MINISTRY OF PLANNING, DEVELOPMENT & SPECIAL INITIATIVES

Subject: - GUIDELINES FOR ALLOCATING A PERCENTAGE OF TOTAL BUDGET
OUTLAY IN PSDP FEOR RUNNING AN EFFECTIVE MEDIA CAMPAIGN
FOR PSDP PROJECTS

The following guidelines have been prepared by Minisiry of Planning.
Development & Special Initiatives in consultation with Ministry of Information and Broadcasting,
in pursuance of the decision of the Federal Cabinet in its meeting held on 7" July 2021, with regard
to the Advertisement Policy 2021. The guidelines shall apply to the unding for advertisements for

development projects out of PSDP allocation only.

2: Provision for advertisement and publicity shall be allowed as a part of the cost of

the project based on following conditions:

i. A project shall be declared a qualified project for ndvc.rtiscmenl & publicity by
the CDWP based upon nature of work, geographical coverage, cost of the
project and other criteria as deemed appropriate by the CDWP,

ii.  The CD(W‘J__“ shall consider every project for declaration as a qualilied project
for advertisement and publicity when received for approval.

iii.  Once aproject is declared as qualified project for advertisement a-nd publicity
0.5% 1o 2.5% of the cost of the project shall be earmarked for Advertisement

and Publicity in PC-I of the project depending upon the conditions mentioned

above.




T—

iv. Provisio.n for advertisement shall be made in the 1* year i.c. year of launching
the project and in the last year i.e. year of completion
v.  Ministry of Intormation & Broadcusting may delcnuinc‘ the ‘mechanism lor
’ - utilization of funds‘i'or ad.veniscment & publicity.

vi.  Project authorities will utilize funds for project needs relating to advertiscinent

as per instructions issucd by the Ministry of Information & Broadcasting.

3 The Executive Committee of the National Economic Council (ECNEC) considered
the subject guidelines submitted by Planning, Development and Special Initiative Division and

approved the same with the following directions:

b) The funds for advertisement should be utilized/restricted to the extent of the specific
projeet for which those are approved in the PC-1;
¢) The funds for advertisement in the PC-1 should not exceed the limit of 2.5% of the cost

ol the project, depending upon the size of the project.”
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: GOVERNMENT OF PARISTAN u -
MINISTRY OF INFORMAITON AND BROADCASTING )

LEE 1

GO N A28 ] Islamabad the, 1" November, 2024

sbgees

OFFICE MEMORANDUM

GUIDELINES AND PROCEDURES 2024 OF ADVERTISEMENT POLICY 202)
(AS AMENDED IN 2022)

The undersioned is directed 10 enclose herewith the Guidelines and Procedures 2024 of

vhvertisement Policy 2021 (as amended in 2022) as approved by the Oversight & Implementation

Committee (O1C) in terms of para 6.1 of tie policy.

Far information and compliance, please,

/52/ C,%

)i

'f:\rslmd Khan) ///

Deputy Director (P-1) /' /
Ph: 2103358

v oabove

1 tl 1{}[ 1\__1_{

L_i)

Sdic Seeretaries of the Ministies/Divisions (with the request to circulate the Guidelines and
Precedures 2024 of Advertisement Policy2021 (as amended in 2022) 10 aunached
departments/Antonomous and Semi-autonomous Corporations/ Authonties and stniuiory
bodies.,

Accouniont General of Pakistan Revenug (AGI'R), Islamabad.

Director Ceneral /Principle Informauon Gllicer (10O). PID, Ishamobad.

Director General, Directorate of Electronic Media and Publication (DEMP), Istamabad
Dircetor General, CDC. Mo 1&B [stamabad.,

copy for information lo:

Dupector 1o Minister Qlice. Mio 1&13, Islamabad

Iirector o Secretary Oftice, M/o 1&DB, istanabad
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1.1. Procedure for Empanelment:

i i

—
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Convener

The Prass Information Department (PID) shall concur the placement of a panel of minimum
three and maximum of six advertising agencies at the disposal of each Federal Government
Ministry/ Division/ attached department/ Autonomeus and Serni-autonomous, Corporation/
Authority and statutory body through a transparent compstitive process from only amongst its
enlisted advertising agencies. for a period of twa years. However, on request of the concerned
Federal Government Minisiry/ Division/ attached department/ Autonomous and
Semi-Autonomous Corporation/  Authority and statutory body etc. PID may allow
increase/decrease in the number of advertising agencies on panel of Ministries/Department in
view of the quantum ¢ work / business.

All Federal Government Ministries/ Divisions/attached departments/ Autonomous and
Semi-Autonomous Corporations/ Authorities and statutory bodies etc. shall only utilize the
sarvices of such empaneled advertising agencies, concurred by PID at their disposal.

All the Federal Government Ministries/ Divisions/attached departments/ Autonomous and
Semi-autonomous Corporations/ Authorities and statutory bodies etc. shall send a written
request addressed to the Principal Information Officer, PID, Islamabad along with a brief of the
nature and scope of the ministry/division/department etc. with name / designation of the focal
person nominated for the empanelment process.

The concerned Federal Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-autonomous Corporations/ Authorities and statutory bodies etc. shall publish an
Expression of Interest (EOI) for the empanelment amongst the enlisted advertising agencies
with PID mentioning their requirements.

The secretarial support for the process of empanelment of advertising agencies shall be the
responsibility of tha concerned Federal Government Ministries/ Divisions/attached
departments/ Autonomous and Semi-autonomous Corporations/ Authorities and statutory
bodies efe.

ine rFederal Government Ministries/ Divisions/attached departments/ Autonomous and
Semi-autonomous Corporations/ Authaorities and statutory bodies etc. shall convene a meeting
of the short-listing committee for scrutinizing and shortlisting of the interested advertising
zgencies on the basis of submitted profiles. The short-listing committee and criteria to short-list
the advertising agencizs is required to be developed in consultation with PID keeping in view
the specialized require nents of the concerned ministry/division/department etc.

Subsequent upon shortlisting of the advertising agencies, a three member Selection
Committee of the following composition shall be constituted and notified by the concerned
Ministry/division/department etc:

Not below BS-19 or equivalent who shall also represent the
concerned Federal Government Ministry/ Division/attached
| department/ Autonomous and Semi-autonomous Corporation/
Authority and statutory bodies in the selection committee.

Member

One representative of PID (Not below BS-17)

Member One External Media Expert from amongst the existing pool shall be

nominated by PID.
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1.1.12

1.2.2

1.2.3

The concerned Federul Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-Autonomous Corporations/ Authorities and statutory bodies etc shall provide
minutes of the Selection Committee’s meeting along with original marking sheets duly signed
by all the three members for obtaining final concurrence of PID.

In order to ensure timely completion of the selection process, the Federal Government
Ministries/  Divisions/attached  departments/ Autonomous and  Semi-Autonomous
Corporations/ Authorities and statutory bodies etc shall initiate the process of empanelment of
advertising agencies &t least 02 months prior to expiry of the term of empaneled advertising
agencies.

Extension to the already empaneled advertising agencies for a period of not exceeding 03
months shall be allowed by the PID on written request by the Head of the cencerned ministry/
division/ department etc. with proper justification and surety to complete the regular
empanelment process within the extended time period.

Federal Government Ministry/ Division/ attached department/ Autonomous and
Semi-Autonomous Corporation/ Authority and statutory body shall ensure equitable
distribution of business among the empaneled advertising agencies.

in case of an emergency where no advertising agency is empaneled, Federal Government
Ministries/  Divisions/attached  departmenis/ Autonomous and  Semi-autonomous
Corporations/Authorities and statutory bodies shall contact PID with a brief to invite enlisted
agencies for creative submissions. Agencies wil! share designs within the specified time and
format. A three-member Selection Committee, including a PID representative, will select the
artwork. This process applies only to the specific campaign. Entities must assure PID that they
will promptly appaint advertising agencies to their panel for future needs.

In case of classified advertisement where there is no empaneled advertising agencies, Client
fFelease Order (CRO) may be sent directly to Press Information Department (PID) without
naming any advertising agency until the empanelment process has been completed at the
earliest while PID mav release the same through any advertising agency enlisted with PID
ensuring equitable dist ibution of government advertising business.

enlisting & Delisting

The Press Information Department or its Regional Information Offices (RIOs) subject to final
concurrence from PID H/Qrs, Islamabad shall enlist, suspend, blacklist or delist any advertising
agency on its pool. ‘

Vritten application acidressed to the Principal Information Officer/DG PID, Islamabad or

Uirector Generals/ Heads of PID Regional Offices shall be submitted as per requirements for
enlistment.

Any ad?ertising agenry applying for enlistment with PID must have at least 03 years of active
professional experience within Pakistan.

Elf_ly fcreig‘n Advertising Agency intends to get enlisted with PID, it must either get itself
registered u?nth theh relevant authorities or must enter into a joint venture with a local advertising
agency which fulfils the criteria elaborated in these SOPs along with completing all codal

formalities required urder law of the land.
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Requirements for Enlistment

1.2.5 The applicant advertising agency must register accordingly with the Securities & Exchange
Commission of Pakistan (SECP) for at least 3 years under the Companies Act 2017,

1.2.6 Tne advertising agency shall fulfill and submit the following for enlistment with PID

Vi,

Detailed Profile including scope (Print, Electronic, Digital, Outdoor, Cinematic or
Foreign Madia)

* indicates mandatory submissions

a.
D,

C.

d.

e.

List of past clients and testimonials™
Comprehensive reports of past public-sector campaigns, if any;

Minimum 03 References/Recommendations from private/public
sector clients™;

NTN Number™;

SECP Regyistration certificate';

Financial Documents including;

a.

Disclosure s
a

b

Cc

Balance sheets and duly audited accounts by authorized certified
Accountant for past three years™;

Liquidity Certificate demonstrating capability to run campaigns of
any scale (especially for digital campaigns)*

Non-collusion certificate/atfidavit®;

The agency must submit an affidavit on Stamp Paper affirming that
it has never been blacklisted by any Federal or Provincial
Ministry/Division/Department/ Organization etc.”;

Any conflict of interests;

Value Added Services, if any

Infrastructure

a.

Copy of lease agreement/ proof of address of office in Islamabad
and/or provincial capitals”;

Detailed organizational structure including specialized/qualified and
experienced professionals that can cater to any mediums handled
by applicant agency (Electronic, Print, Digital, Outdoor, Cinema,
Foreign)*

For Digital 2nlistment the agency must submit documents outlined in the checklist
at Annex-1. All other requirements and codal formalities for enlistment of advertising
agencies <hall also apply.
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1.2.81

1.2.9

1.2.10

1.2.11

1.2.12

1.2.13

1.2.14

The submission of applicaticn to the PID for enlistment by any advertising agency shall not
confer any right for enlistment. The PID shall have the authority to accept or reject any
aopplication for enlistment without assigning any reasons.

The enlisted advertising agency must adhere to the policies, rules, regulations, SOPs,
guidelines and the law in vogue, in letter and spirit. In case of non-adherence or any viclation,
PID shall have the authority to suspend, blacklist or delist any enlisted advertising agency at
any point in time. '

An advertising agency already enlisted or applying tor enlistment must not resort to pressure
and coercive tactics in‘luencing government officers/officials. Any advertising agency found to
engage in such practices shall be liable to punitive action which may include suspension,
blacklisting or delisting.

Any advertising agency found to be engaged in fraudulent practices or exhibiting
unprofessionalism either through its work or the conduct of its employees with Press
Information Department (PID) or upon the complaint received from the federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall render the agency to punitive action
which may include suspension, blacklisting, delisting from the PID pool or removal from the
panel of the complainant Ministry/ Division/ Department etc. EDG/PIO shall approve the
alorementioned punitive action against such agency. The agency penalized in such instance
shall have the right to 7 ppeal against the action taken by PID to the Secretary MolB who may
decide such appeal eitner by himself/nerself or any committee constituted by him/her for such
matters.

The advertising agency must ensure that the approved campaigns/ advertisement released by
the sponsoring Federa' Government Ministries/ Divisions/attached departments/ Autonomous
and Semi-Autonomous Corporations/ Authorities and statutory bodies etc are executed in
accordance with the specifications/ requirements given in the Client Release Order (CRO). In
case of non-compliance, errors and omissions in the content/ matter/ design of the released
advertisement to the desired medium/s, the onus rests with the advertising agency, and is liable
to punitive action.

The advertising agencies must submit an Integrity Bend affirming that no illegal/ unfair means
are used for securing the campaign(s)/business.

The guality and erroi-free translation in the target language is the responsibility of the
concerned advertising agency.

No advance payment, irrespective of the budget of the campaign, shall be made by the Federal
Government for the execution of digital or outdoor campaign by ministries/divisions/attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc.
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TISEMENTS

. PRINT MEDIA

All display/classified advertisements emanating from the public sector organizations shall be
released only to the newspapers/publications borne on Central Media List (CML) by the Press
Information  Department (PID) upon the request of federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corperations/authorities and statutory bodies etc.

iNo public sector advertisernent shall be released without obtaining a specific PID Tracking

Number. No claims or invoices shall be considered eligible for payment that do not bear PID
Tracking Number.

The PID Tracking Number shall be allocated by the Press Information Department HQ and its

“egional Office(s) depe 1ding on the location of the sponsaring department/organization where
the advertisement is emanating from.

Classified Advertisements include public notifications of routine character, consisting of plain
text and logo such as Situation Vacant, Tender Notices and Public Notices etc whereas, the
Display Advertisement includes advertisements to publicize special initiatives and programs
consisting of design elements aimed at maximizing the impact of the message such as
launching/inauguraticn announcements, public outreach and awareness campaigns, sectoral
achievements and admission notices etc. However, PID shall be the final authority in the
categorization of an advertisement into classified or display.

The regional quota 25 % shall be decided by PID, in addition to all advertisements releases
emanating from federal government ministries/divisions/attached departments/autonomous
and semi-autonomous corporations/authorities and statutory bodies etc. towards supporting
regional media, languiges and evolving media.

In case of classified advertisements, PID shall exercise 25% regional quota over and above of
the total number of stations of the newspapers requested by the sponsoring federal
government ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. and in case of display advertisements for
publications, the 25% 7uota will be made over and above of the total cost of the advertisement
released.

For release of auvertisement, the advertisement-sponsoring federal government
ministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authoritics and statutory bodies etc. shall submit a written request addressed to
the Director (Advertisements), Press Information Department along with final/approved
advertisement, both; duly signed and stamped by an officer not below BS-17 or equivalent. The
said written request by the sponsor shall be referred to as Client Release Order (CRO).
(Annex-1l)
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2.1.14

2.1.16

2707

Any instructions other than already spegified in CRO limiting PID in performance of its mandate
chiall not be considered. ,

Ali advertisements to be published in neWspapers/publication etc. must preferably reach PID at
lzast 03 days prior to its desired publication date.

Al federal  governinent  ministries/divisions/attached  departments/autonomous  and
semi-autonomous corporations/authorities and statutory bodies etc. shall ensure that the
request of advertisement is submitted to PID keeping the substantial availability of time in cases
where there are specif.c deadlines. In case of unavailability of sufficient time and subsequent
faiivre of publication ©f such advertisements, the responsibility shall rest with the sponsoring
fadera! government ministries/divisions/attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies ete.

in case of display advertisements, when the sponsoring federal government
ministries/divicions/attached departments/autonomous and semi-autonomous
orporaticiis/authorities and statutory bodies etc. intend to release a campaign or a special
supplement, the sponsor may suggest its publications preferences. However, the final authority
to decide the publicaticns for the display campaigns shall rest with the PID within the allocated
budget ceiling provide 4 by the sponsor.

In  case of classified advertisements, the sponsoring federal government
rministries/divisions/attached departments/autonomous and semi-autonomous
corporations/authorities and statutory bodies etc. shall indicate budget allocation, language,
region, pericdicity of the publication and number of insertions without naming any newspaper
in their client Release Order.

The prime responsibility of the content/matter of the advertisement rests with the Federal
CGovernment Ministries/ Divisions/attached departments/ Autonomous and Semi-Autonomous
Corporations/ Authorities and statutory bodies etc which is issuing the Client Release Order.

It shall be binding on all national and regicnal publications to ensure that the advertisement
released is printed in th 2 respective language(s) of the publication unless otherwise required by
the sponsoring organization.

FID may decline any request for release of advertisement on the basis of content, matter,

c

deficiency or design contrary to the guidelines/ instructions issued from time to time.

All foreign print media advertisements of Federal Government ministries/divisions/attached
departments/autonomous and semi-autonomous corporations/authorities and  statutory
bodies etc. shall be released after obtaining NOC from External Publicity Wing, Ministry of
Information & Broadcasting. The sponsoring Ministry/ Division must ensure that the
advertisement is releaziad after obtaining the quotations from all the empanelled agencies and
preference shall be given to value for money. In case, where there is no empaneled agency(s) or

the empanelled agencies regret to release international advertisement due to any reason, the
matter shall be referred ta PID.

PID shall hold the competition for seiecting advertising agencies to execute foreign print media
advertisement among the enlisted advertising agencies.







2.1.18

2.1.19

2.1.20

2.1.21

Al Federal Government ministries/divisions/attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies etc shall clear their
advertisement dues within three months (90-days) of publishing/airing. In case of default, PID

may suspend/stop the release of advertisements of the concerned client department until
ciearance of outstanding dues.

3 The advertisement must not be demanded by any publication as a matter of right. Any

newspaper/publication canvassing for advertisement, pressurizing or coercing government
officers  officers/officials of PID or the sponsoring ministries/divisions/attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
bodies etc. shall be liable to punitive action including suspension by Principal Information
Officer (PIO) for three months or removal from Central Media List (CML) etc. by the Ministry.

All publications shall communicate to Director (Advertisements), PID the name, address and
picture of the marketir g representative along with the appointment date and expiry date. PID
will not consider any unauthorized individual or an individual representing more than one media
house(s). Any fraudulent activity, misbehavior, or any other complaint against the marketing
representative shall render the publication liable to punitive action (including suspension
/removal from CML).

Classified Advertisement for Federal Government entities having advertising agencies on Panel:
Client Release Order (CRO) shall be addressed to the Director (Advertisement), Press
Information Department (PID), Benevolent Fund Building, Zero Point Islamabad, with a copy to
one of the empaneled advertising agencies. The Agency shall design the classified/display
(print, electronic, digital, cinematic & outdoor) advertisement and provide all necessary support
services, PID shall amend/approve the media plan and upload the same on its official website.
The concerned advertiting agency shall strictly follow and execute the approved media plan as
per the client department's requirements. The sponsoring departments must ensure judicicus
distribution of advertisements distribution among appointed/ empaneled advertising agencies.

Classified Advertisement for Federal Government entities having no advertising agencies on
Panel: Client Release Order (CRQO) shall be sent directly to Director (Advertisement), Press
Information Department, Beneveolent Fund Building, Islamabad, and the advertisement shall be
released through an advertising agency enlisted with PID.

2.2 ELECTRONIC MEDIA

All public sector advertisements/campaigns to electronic media (TV/Radio) shall be released
through advertising gencies only to channels borne on Electronic Media List (EML) after
obtaining a specific PID tracking Number (EMN). Any claims or invoices without PID Electronic
Media Number (EMN) shall not be entertained/ processed for payment.

In case of electronic media campaigns, PID shall make 25% additions of the regional/ evolving
TV/ Radio Channels over and above the total cost of the campaign towards reaching out and
enabling the masses through regional media/ languages and evolving media to maximize the
number of beneficiaries of the announcements.
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2.2.10

2.2.11
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For release of electrcnic advertisement througn PID, the Federal Government Ministries/
Divisions/attached departments/ ' Autonomous and Semi-autonomous
Corporations/Authorities and statutery badies shall submit a written request addressed to the
Director (Advertisements), Press Information Department alongwith final/approved campaign,
both, duly signed and stamped by an officer not below the grade of BS-17. The said written
request by the sponsor shall be called the Client Release Order (CRQ) before the start of the
campaign (Annex lll). The approved TV/Radio commercial/advertisement may be emailed or
provided on USB to PID along with the CRO.

The sponsoring rrinistries / divisions/ attached departments/autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. may suggest / its
TV/Radio channels preferences. However, the final authority to finzalize the channels / radio
spots and time slot for the electronic media campaigns shall rest with the PID.

All  sponsoring ministries / divisions/ attached depariments /autonomous and
semi-autonomous corporations/authorities and statutory bodies etc. shall ensure timely
submission of advertisement’s request to PID. In cases where there are specific deadlines such
as admission notices/ public notices and other important announcements, the advertisement
must reach PID at least two days prior to the schedule of airing. In case of unavailability of
substantial amount of time and failure of airing of such advertisements, the onus of
responsibility shall rest with the sponsoring ministries / divisions/ attached
departments/autonoimaus  and semi-autonomous corporations/authorities and statutory
bodies etc.

PID shall forward the approved/ final media plan upon release to the Directorate of Electronic
Media and Publications (DEMP), MolB for real-time tracking/ monitoring.

The advertising agency shall submit the claim bill to PID within 15 days after airing of the
campaign.

PID may decline any request for release of advertisement on the basis of content, matter,
aeficiency or design contrary to the guidelines/ instructions issued from time to time.

All  foreign electroric media advertisements of Federal Government ministries-
/divisions/attached departments/ autcnomous and semi-autonomous corporations/authorities
and statutory bodies etc. shall be released after obtaining NOC from External Publicity Wing,
Ministry of Information & Broadcasting. The spansoring Ministry/ Division must ensure that the
advertisement is released after obtaining the quotations from all the empanelled agencies and
preference shall be given to value for money. In case, where there is no empaneled agency(s) or
the empanelled agencies regret to release international advertisement due to any reason, the
matter shall be referred to PID.

PID shall hold the comaetition for selecting advertising agencies to execute foreign electronic
media advertisement among the enlisted advertising agencies.

The advertisement muat not be demanded by any channel as a matter of right. Any channel
pressurizing or coercir.g the officers/ officials of PID or the sponsoring ministries/ divisions/
attached departments/autonomous and semi-autcnomous corporations/authorities and
statutory bodies etc. shall be liable to punitive action including suspension by Principal
Information Officer (P10) for three months or removal from Electronic Media List (EML) etc. by

the Ministry.
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2.2.12 All channels shall communicate to Director (Advertisements), PID the name, address and
picture of the marketing representative along with the appointment date and expiry date. PID
will not consider any unauthorized individual or an individual representing more than one media
nouse(s). Any fraudulent activity, misbehavior, or any other complaint against the marketing
representative shall renider the channel liable to punitive action.

2.2.13 The rates for electronic media advertisement shall be applicable as prescribed by the
Advertisement Rate Fixation Committee from time to time.

2.2.14 It shall be binding on all naticnal and regional channel(s) to ensure that the advertisement
released is aired in the respective language(s) of the channel unless otherwise required.

2.2.15 Voiceover/dubbing in the respective languages/mediums shall be the responsibility of the
concerned advertising agency.

2.3 DIGITAL/SOCIAL MEDIA

Digital advertising is a dynamic and rapidly evolving field, necessitating continuous updates to policies
and verification processes. This section outlines the standard operating procedures (SOPs) for digital
advertising, ensuring alignment with technological advancements and market trends. While these SOPs
cover many aspects of digital advertising, it is acknowledged that uinforeseen and technical issues, such
as disruptions in Internet service or platform-specific challenges, may arise. In such instances,
stakeholders are advised to direct their concerns io the Grievance Redressal Committee of M/o
Infarmation & Broadcasting for appropriate resolution.

-

2.3.1  Press Information Department will circulate the digital campaign requirements for the Ministry
of Inforrmation and Breadceasting to all eligible enlisted agencies while other Federal ministries/
divisions/ attached departments/autonoemous and semi-autonomous corporations/authorities
and statutory bodies etc. shall circulate digital campaign requirements to their eligible
empaneled advertising agencies. In case ncne of the empaneled agencies is capable of
executing the campaign, the same will be circulated among eligible enlisted agencies by PID,
after obtaining NOC from the empaneled agencies of the sponsoring department.

2.3.2 A Content Committee, as nolified by Sponsoring ministries/ divisions/ attached
departments/autonomous and semi-autonomous corporations/authorities and statutory
todies etc, shall conduct evaluation and selection of digital media strategy including
content/artwork and d.gital media campaign plans.

2.3.3 FEvery Digital campaign will be initiated after issuance of unique |D (Campaign Number) by Press
Information Departmert.

2.3.4 Subseguent to evaluation and selection by Content Committee, the approved and signed digital
media plan shall be shared with PID and Centre for Digital Communication (erstwhile Cyber
Wing) prior to execution of the campaign. The digital media campaign shall comprise of a
robust digital strategy & execution plan which include:







i

Name of Social media ptatform]s ﬁaigeted along with budgetary allocation and key
metrics (booked/committed impressions, views, clicks, number of unique accounts to
be used) along with specific geo-fencing specifications;

ii. Duration of the campaign with component specific time-frame for achievement of
impressions;

lil. Google Campaigns (Display or Search) budget, placement strategy and targeting

strategy;

In case of international publishers/platforms, selection of platforms and geo-targeting
details must be mentioned:

o, Digital Publishars and number of impressions promised;

vi. Details of influencers used for PR, content creation, seeding and trending
(channel/platforms, booked impressions/views, duration of trend) must be mentioned;

vii. Value Added Services and FOC;

vl Name of sponsoring ministry / division/ attached department /autonomous and

semi-autonomous corporation/authority and statutory body etc.;

ix Clear strategy must be provided for any other innovative digital placement.

2.3.5 Sponsoring Federal Government Divisions/ Departments/ Ministries/ Authorities/ Autonomous/
Semi-Autonomous / Corporations etc. will provide Client Release Order (CRO) to the Press
Information Department, specifying the name of the agency, duly signed and stamped (by
agency and sponso.ing department) digital media plan & allocated budget to execute
campaign.

2.3.6 PID may form a close social media communication group (preferably Whatsapp) for alignment,
monitoring, execution, and subsequent verification. Stakeholders from CDC, sponsoring
ministries / divisicns/ attached departments /autonomcus and semi-autonomous
corporations/authoritic s and statutory bodies etc. must be added for co-ordination. Executing
advertising agency must share pericdic pulse reports to allow for real-time monitoring and
verification, as frequently as desired by any stakeholder.

2.3.7 In case of any restrictiua/limitation by any digital platform or digital publisher during release or
approval of the campaign content, the advertising agency representative must immediately
inform the designated focal person for re-allocation of the budget for smooth execution. Any
reallocation must be approved before execution and usage on an alternate platform. The same
must be communicated to ali stakeholders present on the communication group for effective
maonitering and evaluation.

2.3.8 The advertisement must not be demanded by any agency or digital publisher or live-streaming
piatform owner(s) or social media handler(s) or influencer(s) as a matter of right. Any digital
platform or agency pr:ssurizing or coercing the officers/ officials of PID or the sponsoring
ministries/  divisions/  attached departments/autonomous and  semi-autonomous
corporations/authorities and statutory bodies etc. shall be liable to punitive action including
suspension by Principal Information Officer (PIO) for three months or removal from Digital Media

List (DML) etc. by the Ministry.
";_.\Q“'}}: 3‘*{"’“






2.3.9 The rates for digital media advertisement shall be based upon real-time platform-specific

market rates by social media platforms corresponding to local currency and as determined by
the Advertisement Rate Fixation Committee of M/o Information & Broadcasting.

2.3.10 The bills/ invoices for digital advertisements shall be processed by PID after technical
verification (i.e. committed impressions as mentioned in signed and approved media plan) by
the Centre for Digital Communication (erstwhile Cyber Wing).

2.3.11 Submission of campai:n execution report shall have a covering checklist which is duly verified
and stamped by executing advertising agency, PID, and CDC (Attached at Annex-111).

2.3.12 All payments will be made in Pak Rupees as committed in digital media strategy and all financial
responsibility will be borne by the advertising agency in case of fluctuation in foreign currencies.

2.3.13 As per Advertisement Policy 2021 (as amended 2022), CDC (erstwhile Cyber Wing) is tasked
with registering, maintaining, and updating the list of news websites, web portals, social/digital
media platforms, influsncers. PID may give preference to CDC's registered digital publishers/
portals/ social/digital media platforms, and influencers for disbursement of advertisement, if
need arises.

Digital Publishers

2.3.14 Local Digital Publishers must meet the following eligibility criteria to be ensured by the
advertising agency:
I Publisher must be accessible in Pakistan without necessitating usage of VPN or private
networks
ii. Minirnum montnly traffic of 200,000 originating from within Pakistan

iii. The webslite/portal/publisner must be integrated with Google Analytics for assessment
of traffic/pageviews/users

iV, Active on at leasst three social media platforms

2.3.15 Local Digital Publishers shall be categorized on the following scale subject to approval by
Advertisement Rate Fixation Committee:

Tier | Monthly Traffic Rate
A. i 5M+ TBD by Advertisement Rate Fixation Committee al
_E_i Rk i 1_25_0060-5*000000 TBD by Advertisement Rate Fixation Committee
_ _C ?50,00-6:"1 ,250,0C0 TBD by Advertisement Rate Fixation Committee
_ D __SU_OEG—;S_ECEE;_ i - TBD by Advertisement Rate Fixation Cormnmittee
" E e 200,000-500,000 % TBD by_Advertisementhhate Fi;;abn Com-l-w;t-ﬁ;e







Any Local Digital Publisher found to have manipulated Google Analytics ranking, web traffic

statistics, serving reports and/or used unfair means to inflate numbers like usage of bots etc.
shall be blacklisted.

Digital Publishers may include other nrominent websites, ecommerce platforms, forums, blogs,
entertainment platforms etc.

In the case of digital publishers, Google-aligned third-party verification services may be utilized
to verify achieved number of impressicns against promised number of impressions by the
advertising agency.

The distribution of advertisement shall be further based on audience and regional
specification/reach of the News Websites, publishers, and/or portals.

Advertising agency may use local/international advertisement network for video and banner
advertisement distribution.

Scanned/PDF (only e-paper) versions of newspapers and e-paper websites are not considered
digital publishers.

Influencers

2.3.22

Influencers shall be categorized on the following scale subject to approval by Advertisement
Hate Fixation Committee:

Tier Follower | Rate
mMéga = lhjm_;j-’siz'rove ‘I TBD by Advertisement Rate Fixation Com:_"r; |t_t_ee
Macrc 500K to 99.9K TBD by Advertisement Rate Fixation Commgﬂe
General 100K to 499K LA ”___TBD by AC];EE’S&F;&‘;{_RNE leatlon C;m mtt;e
Micro s - Above 50:‘( S P _i "'BD b_y;dvaigs_ement_Rat_e I_:;a_t:on_c_,om_mltrea
2.3.23 Any Influencer found to have manipulated ranking, web traffic statistics, and/or used unfair

2.4

2.4.3

means to inflate numbers like usage of bots etc. shall be blacklisted.

OUTDOOR

All the advertising agencies enlisted with Press Information Department (PID) will be eligible for
executing outdoor campaigns for the Federal Government.

Al sponsoring ministries / divisions/ attached departments /autonomous and
semi-autonomous caorporations/authorities and statutory bodies etc. shall circulate their
outdoor campaign requirements to all empaneled advertising agencies.

Every Outdoor campaign will be initiated after issuance of unique 1D (Campaign Number) by
Press Information Depe “tment. All the Federal Government Divisions/ Departments/ Ministries/
Authorities/ Autonomous/ Semi-Autonomous / Corporations etc require this unique ID to list
their campaign for adequate verification from PID.






In case of when no advertising agengy is empaneled, all Federal Government Ministries/
Divisions/attached .departments/ Autonomous and Semi-autonomous Corporations/
Authorities and statutory bodies etc. d;'%_l__all send a written request addressed to the Principal
Information Officer/EDG PID, Islamabad along with a brief of the nature and scope of the

ministry/division/department etc. with name / designation of the focal person nominated for the
empanelment process.

Rates for outdoor advertisement shall be decided by the Advertisement Rate Fixation
Committee.

The agency(s) wili share the outdoor placement plan with PID prior to execution of the
campaign including :

i Number and locations of static Billboards;

ih. Number and locations Digital Bill boards;

ili. Number and locations or Streamers;

iv. Comprehensive details of Event/Venue Branding Plan;

V. Press Information Department wili provide Release Order (RO) to the enlisted

agency specifyir:g the name of the cities & allocated budget to execute Outdoor
campaign in any specific area/s or across the country;

Vi Undertaking affidavit stating that the outdoor advertisement campaign shall be
xecuted as per approved plan and in case of identification of fraudulent activity,
executing advertising agency shall be held responsible, face barrement from
further campaigns, and liable to legal action.

2.5 CINEMA

2600

254

2.5.5

PID shall finalize the media plan keeping in view the budget provision, target audience and
maximum impact.

PID shall approve the publicity campaigns including number of spots, time slot, and
consideration for regional language films.

PID shall be authorized to include, remove or hold in abeyance any advertisement released to
any cinema in the publicity plan.

All Federal Governmen* Bodies/ Clients / Departments/ Organizations shall ensure availability
of adequate funds pricr to release of any cinema campaign on the prescribed pattern.

Advertisement Rate Fisation Committee shall approve the rates for Cinema commercials on
recommendation of OIC












AYMENT PR.CED_URE: .
3.1 GENERAL PRINCIPLES

‘411

3.1.2

3.1.3

3.1.4

3.1.5

3.1.6

- 3 B

3.1.8

The bills / invoices submitted on account pf dlsglay or classified advertisements published shall
be duly verified by the PID and after due verification will be forwarded to the sponsoring
ministry/department etc, for payment/issuance of sanction.

All newspapers/ publications/ channels/ media houses/ broadcasters/ etc. must open their
vendor numbers accounts with the respective AGPP Offices/ sub-offices and provide the same
to the PID.

Invoices for the classified advertisement, display Advertisement and Electronic Media
Campaign, the invoices wili be submitted to PID by the advertising agencies. The sponsoring
Ministries/departments/ organizations/autonecmous bodies etc. will make 85% payment
airectly to the newspapzars/channels etc and 15% will be paid to advertising agency in terms of
its commission, separately under intimation tc the Press Information Department, Islamabad.
All letters and cheques issued must be sent to the PID for record and onward handing over to
the newspapers/channels etc.

Payments for all mediums of advertisements shall be made within 90 days of the date of
publishing/airing.

F1D may suspend Ministries /departments /organizations/ autonomous bodies etc. who default
in payment of advertisement bills on time.

Ministries/departments/ organizations /autonomous bodies etc, whose bills are not audited by
AGPR, shall share copies of cheques issued in the name of newspapers / publications/
channels etc, and agency to PID, so that proper record can be maintained.

Ministries/depariments/organizations/autonomous rodies etc, whose bills are audited by
AGPR must issue sanction letters to FID within G7 days after receipt of PID verified bill of
advertisement.

All ministries/divisions/departments/autonomous bodies/semi-autonomous bodies etc. in light
of Advertisement Poliiy, 2021 (Amended in 2022), duly verified by the Federal Cabinet, are
bound to route all advertisements and subsequent bills through the PID. Accordingly, the
AGPR shall not accept any bill/invoice that has not been verified by the PID.

3.2 PRINT ADVERTISEMENT

3:2.1

In case of Print media advertisements three sets of the following documents are required to be
submitted in original:

i Invoices as per the approved advertisement rates;
il Client Release Order (CRQ) along with Media Pian;
iii. Departmental Release Order (DRO) issued by PID;

iv. Complete newspapers/ publications wherein the advertisement is published;






3.3 ELECTRONIC ADVERTISEMENT
'Its, invoice as per approved media plan and spot

Il
[ ia advertiserm :
3.3.1.1 In case of electronic media a [ i o e cieE.

verification report from DEMP for subje€

due procedure.

3.4 DIGITAL ADVERTISEMENT

[ igital [ rms,
341 In case of Digital Media campaign, payments are made in advaaceb;:]) theeilrgel;i]mp;?fé;;}e
W e i ; ising agency. Subsequently, bills ar
sublishers, influencers etc. by the advertising agenc! gt b
P-:jjivtﬂrtis'n'.g agency after completion of the campaign for r.elnmbursetzfleenst.{ _”:lce.]'lrj;i ew; : Se:,rzice
digit ia ‘ nav be made 100% to advertising agen VI
digital media, all the payments may . . s
' 1 ' 1) after successfully fulfilling all ¢
~harges equivalent to 15% of media buying cos U illing oy |
in::d gny pqre—requisite verifications by the Centre for Digital Communications (erstwhile Cyber

Wing).
3.4.2 In case of Digital media advertisements, executing advertising agency must submit four sets of
the following documents in originai (9 PID: -

i Duly verified Invoice;

i, Client Release Order along with Media Plan indicating targeted milestone,
period/duratici and name of campaigns;

ii. Comprehensive Digital Media Campaign Execution Report highlighting documentary
proof (Screenshots/Reports/Printouts/ of social media platforms, and websites where
the advertiseme 1t was run)

3.4.3 PID shall submit the Digital Media Campaign Execution Report to CDC for technical verification
and subsequent provisioning of Digital Campaign Verification Report. In case of incomplete
Digital Media Campaign Execution Report, the case may be returned to PID for re-submission
along with the missing details. Lastly, in case advertising agencies are still unable to provide the
requisite data/papers/documents ete, CDC may perform proportionate deductions during
verification.

344 The digital media campaign execution report shall include a covering checklist (specimen

attached at Annex-llI' which shall be duly signed and stamped by Advertising Agency.
Subsequently, it will be duly signed and stamped by PID and CDC (erstwhile Cyber Wing).

3.45 CDC shall furnish a response to the submission of Digital Media Campaign Execution Report
within 05 working day s. Subsequent to receiving Digital Campaign Verification Certificate from

CDC, PID shall transmit the bills onward to the sponsoring ministry/department etc., for
payment/issuance of sanction.
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Government of Pakislan
Ministry of Defence
{Defence Division)

Un-Starred Assembly Questions No .8, 20 & 38

UN-STARRED NATIONAL ASSEMBLY QUESTION MOVED BY MR. SHER AFZAL KHAN, MNA (Question No.8)

[ Question No.8 i s
- inist e} —r , e e T
Mg_ the Minister qo.q.ﬂmqmnﬁmfc_w b.mﬁmm/..o,..,m_“mﬁ the details of the vacant / unconstructed plats-an the side of the Mall Road o/
_ ma_..“_,mﬂ_mmﬂ.._%m ntt, size and hames of the owmers, maximum-time perioa-for_constructions and the-action taken on nop-
X , Rﬂ“ﬁn}h‘ B —
sPlot | Survey | Size / Name of owner Time period constructions | Present States
No. No. Area leases and the action taken on
non-construction.
92 394 5301.115 | M/s Rawal Center As per section 183 of Cantt | At present case for transfer of shares of
(Pvt) Ltd through Act 1924 (Amended 2023), | present directors of M/s Rawal center (Pvt)
one year time is available for | Lid in the lease hold rights of said property

1. Nawaz Ahmed erection / re-erection of a
Minhas (10% share). | puilding and as per section
- 2.Muhammad 183-A of the Act ibid two
— Sikandar Minhas extensions of the said period
(20% share ), are allowed.

3. Muhammad Nadir
Minhas (70% share)

in favor of

1. Muhammad Suleman Khan
(0.0000017% share), 2. Mohabbat Khan
(29.9999983% share) & 3. Zahir Khan
(70% share) on the basis of Form-9 and
Form-3 issued by SECP is ynder process

e ———
———

vacant Plot regarding Question No.8

Annex-B TRy Y T e
It is reported that there is no vacant plot on the both sides of Mal road from TM Chowk to MH Chowk under the management of

Rawalpindi Cantt Board.
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% L2 ML TARY LANDS & CANTONMENTS DEPT
3 L %  RAWALPINDI CANTONMENT BOARD |
N g i I he Mall, Rawalpindi Cantt
S S T | 1l 081927040104 F'ax No.: 051-9274407
HO Rvep HeyiGnDiary
: 'w:rl.h.u',f Ha ’S
o RO 51N L Ml -} Y ary, 202
N RCR Alise 1 oty Dated: the d{ L:ntu iy, -m’ﬂgﬁﬂu
s
j] K. e
’ Ve oMLac.__ o
Lhe Headquarters, Addt. DMl
Militany Lands & Cantonments Deptt, DAD:____
\Ministry of Defence, Rawalpindi, :
Stk

Ret': HQ ML&C, Deptt Rawalpindi letter No: 55/556/Lands/ML&C. 2026
dated 04-02-2026.

et It is submitted that the field staff of this office visited the site and reported

<=2t there is no vacant plot on the both sides of Mall Road from TM Chowi to MH

¢"nowk under the management of Rawalpindi Cantonmeng Board.
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ANSWERING IN THENATIONAL ASSEMBLY.
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