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1. Introduction 

1.1 Company Background 

• J. Junaid Jamshed, often called 'J.' and known by many as 'Jay Dot,' ranks 

among Pakistan’s most recognized names in fashion retail. From humble 

beginnings selling clothes, it now reaches homes across three continents. 

Though rooted in apparel, its influence stretches deeper - into culture itself. 

Tradition meets quiet elegance here, shaped by present-day tastes. 

• Founded 2002 Concept Began 2000 

• Junaid Jamshed Khan founder born 3 September 1964 died 7 December 2016 

• Headquarters 2 12 Sector 19 Korangi Industrial Area Karachi Pakistan 

• Current CEO Sohail Hamid Khan 

• Employees around 1,800 plus as of 2025 

• Annual online revenue around 94 million dollars in 2024 via Junaid Jamshed com 

•  

1.2 The Story Behind the Brand 

• Back in 2000, Junaid Jamshed found himself at a turning point without knowing it 

yet. He stood among musicians from across South Asia during a BBC event in 

Birmingham. While others showed up dressed in garments tied to their roots, the 

group representing Pakistan did not have that same connection. What felt like 

discomfort then became fuel later. Seeing how people carried themselves in 

attire that meant something - it struck him differently. Instead of letting it pass, he 

began thinking about what could be done back home. A question took shape 

slowly - why shouldn’t there be a label where traditional clothes stand tall on their 

own terms? From that quiet spark grew what would become J.. 

• Back in Pakistan, his goal stood out - lift the shalwar kumez into something 

stylish, fresh, appealing to younger crowds. Come 2002, J. took form in Karachi, 

launching first through menswear. From there, pieces for women followed, then 

outfits for kids popped up alongside perfumes, shoes came next, cosmetics 

joined later, along with small extras you carry or wear. 

• Out of nowhere, Junaid Jamshed shifted from singing pop songs to studying 

Islamic teachings, a change that quietly reshaped everything about the company. 

Instead of just selling clothes, J. began reflecting deeper beliefs - clothing 



 

covered more skin, silence replaced background tunes in shops, plus displays 

avoided showing faces on female models. From the start, these choices stood 

apart, making the brand feel distinct without trying too hard. Slowly, what seemed 

like small decisions added up to something few others dared to do. 

• On December 7, 2016, a plane crash took Junaid Jamshed’s life. Still, the 

company he started kept rising, guided by skilled leaders - now it stands taller 

than before. 

1.3 Mission & Vision 

• Here’s what drives us forward - making things that fit well, feel right, leaving 

clutter behind. Listening comes first, then building from real feedback, not 

guesses. Each piece shaped by how it's used, not just how it looks. Quality 

shows up quietly - in thread choice, seam strength, the way cloth hangs. What 

matters most? Doing basics extremely well, nothing extra needed. 

• Starting strong, the goal is clear - reach every corner of Pakistan first, then 

stretch beyond borders. Moving forward means adding fresh styles that match 

what people want right now. Growth isn’t just about size, it’s shaped by staying 

ahead while making designer clothing others follow. Reaching worldwide shelves 

happens step by step, rooted in local craft but built to stand out globally. 

1.4 Core Values 

• Old ways of making things in Pakistan are coming back to life. From Gota work to 

patterns stamped on cloth by hand. Some people still sew beautiful details using 

needles and thread the old-fashioned way. Craftsmen pass down skills that 

almost vanished over time. Each piece holds a story older than memory. Skills 

once fading now find new hands willing to learn. Not everything lost stays gone 

forever. 

• Starts with care: buttons skip nickel, threads come from abroad, each Sherwani 

shaped by hand. Tiny things matter most here. 

• Starting fresh each time, they bring different items like abayas and scents into 

Pakistan. New things show up regularly, not all at once but step by step. What 

arrives next keeps changing - sometimes clothing, sometimes smells. Each 

launch feels separate, unplanned yet steady. Products appear without fanfare, 

just part of a quiet flow. Not everything comes together; instead, pieces arrive in 

their own time. Change happens slowly, shaped by what people start seeing on 

shelves. 



 

• Truth matters here. People trust the brand because returns happen without 

hassle. A straightforward promise keeps customers coming back. 

• Modesty : Design philosophy rooted in Islamic values. 

 

1.5 Products & Services Overview 

Product Category Description 

Men's Wear Kurtas, Shalwar Kameez, Sherwanis, 
Waistcoats, Wedding Dresses 

Women's Wear Unstitched Lawn, Stitched Suits, Kurtis, 
Abayas, Bridal Wear 

Kids' Wear Boys and Girls casual and festive outfits 

Fragrances J. Attar collection, perfumes aligned with 
Islamic values 

Footwear Traditional and casual footwear for men and 
women 

Accessories Bags, jewelry, and fashion accessories 

Beauty & Makeup A growing category recently introduced to 
the product range 

 

1.6 Markets Served 

 Across Pakistan, J. Junaid Jamshed operates more than 110 shops, while almost 40 

outlets stretch into far corners of the world. London, Birmingham, Manchester, and 

Bradford host locations in the UK; cities like New York, Chicago, and Houston see 

presence in the US. Stores appear too in Canada, Australia, New Zealand, and parts of 

the Middle East - Saudi Arabia, Dubai, Abu Dhabi, Sharjah, plus Qatar. Even South 

Africa counts a spot on the map. Most income comes from local buyers inside Pakistan 

about 64 percent lands there. The rest flows in from people living abroad who still 

connect with the name. 

2. Marketing Environment Analysis  

2.1 Micro Environment 

 Internal Company Environment 



 

J. runs as a private business based in Karachi. Under Sohail Hamid Khan’s leadership, 
operations are guided by an experienced management crew. Across five continents, 
nearly 1,800 people work within its network. Quality checks stay tight inside the 
organization, thanks to built-in oversight practices. Talent flows in from leading Pakistani 
fashion schools to fuel the creative unit. Logistics roll out centrally through the Korangi 
Industrial Zone. Growth funds go toward opening new stores while upgrading online 
platforms. 

 

Suppliers 

From Pakistani weaving factories along with overseas providers comes the cloth J. 
chooses carefully - silk, soft chiffon, natural cotton, fine cambric, breathable lawn. Only 
top-grade thread gets picked, brought in from abroad, so seams stay smooth; metal 
parts skip nickel entirely, a move tied to earth-friendly choices. Craft details arrive 
through hands that know old ways: ribbon trim made by artisans, needlework done 
slow, stamps pressed one at a time on fabric. These makers keep fading traditions 
working, stitch after careful stitch. 

 

Marketing Intermediaries 

Straight from J. to buyers - no middle shops involved. Its stores and junaidjamshed.com 
serve as the main gateways. Third parties? Rarely part of the picture. Overseas, 
company-run locations take center stage. Online orders cross oceans thanks to 
shipping allies. The web shop pulls in far-flung communities without fuss. Distance 
means little when delivery networks do the legwork. 

 

Competitors 

Among local names, Khaadi stands out as the most similar to J., matching its presence 
in stores and overall approach. While Gul Ahmed and Amir Adnan also operate nearby, 
their paths cross less often. In the space of wedding wear and high-end clothing, Maria 
B moves in step with J., aiming at much the same customers. Mid-tier everyday fashion 
sees competition from Eden Robe, which holds steady ground there. Beyond borders, 
appeal shifts toward international labels that cater to South Asians living abroad, where 
J. shares shelf space with them. 

 

Publics 

Out there, J. connects with fashion reporters who cover trends in modest wear. Think 
beyond just press - faith-based groups have a quiet influence too. Across the Atlantic, 
Muslims in American cities lend steady support, while in Britain similar networks pay 
close attention. Updates roll out often on platforms where followers linger longest. Not 
far behind are money-minded folks tracking growth through earnings and outreach. 
Trade talks sometimes involve officials back home in Pakistan. Magazines focused on 
spiritual style? They get messages now and then. Engagement isn’t loud - it builds 
slowly through shared moments online. 

 



 

Customers 

Most of J.’s shoppers are Pakistani Muslims looking for modern takes on traditional 
clothes that still feel respectful. Especially popular with those in mid to higher income 
groups, plus folks who follow religious customs closely - including many living outside 
Pakistan. Stats from online visits reveal about 58 out of every 100 buyers are men, 
showing how deep the label runs in menswear, even as more women start choosing it 
too. 

2.2 Macro Environment / PESTEL Analysis 

Factor Analysis for J. Junaid Jamshed 

Political  Positive 
Government support for Pakistan’s fashion export sector 
Trade agreements enabling international expansion 
How to capitalize: 
Out there, fresh trade routes could spark from Middle Eastern partnersh
ips before drifting into deeper links with Britain. When rules shift just rig
ht, crossings into North 
America may widen quietly. Smarter contracts usually push export num
bers higher over time. Fewer roadblocks between nations? 
That pattern frequently builds lasting overseas momentum 
Partner with export promotion agencies for subsidies and incentives 
Strengthen presence in duty-friendly regions 
Negative 
Political instability affecting business confidence 
Changing policies and international immigration/trade restrictions 
How to mitigate: 
Diversify markets to reduce dependence on one region 
Build strong local supply chains to avoid policy shocks 
Maintain flexible pricing and logistics strategies 
 

 

Economic Positive 
Pricing choices that shift around catch people who earn in bunches. So
me spend more. Others hold back. Money talks loud here 
USD gains from overseas stores 
Growing e-commerce revenue (~$94M in 2024) 
How to capitalize: 
Expand mid-range and premium lines for margin growth 
Increase investment in international stores (USD hedge) 
Grow online sales by tailoring messages to shoppers while sharpening t
he phone experience. Custom content meets smoother browsing, one t
ap at a time. Focus shifts user to buyer without fuss - small tweaks, ste
ady results 
 
Negative 
High inflation (30%+) reducing local purchasing power 
Rupee devaluation impacting costs 



 

How to mitigate: 
Introduce budget-friendly collections to retain price-sensitive customers 
From local sources pull supplies first - cuts down travel needs. Speed c
omes through straightforward techniques taking fewer moves. 
Each stage works harder when effort drops off 
Use hedging strategies for currency risks 
 

Social/Cultural Positive 
Strong cultural preference for traditional wear 
Rising global modest fashion trend 
Large Pakistani diaspora (~9M+) with emotional brand connection 
How to capitalize: 
Launch culturally relevant seasonal collections (Eid, weddings) 
Global modest fashion markets focus on gulf cooperation council uk us 
Target diaspora through localized campaigns and international shipping 
Negative 
Changing fashion preferences among younger audiences 
Increasing competition from modern/fusion brands 
How to mitigate: 
Introduce fusion wear (traditional + modern styles) 
Out front, teaming up with influencers keeps fashion moving. 
New thinking flows when designers join forces on joint efforts. Constant
 connection with makers sets the pace over time. 
Where creative partnerships thrive, what's next appears early 
Use social media insights to adapt quickly to trends 
 

 

Technological Positive 
Strong e-commerce platform 
Out there, scrolling through Instagram kicks things off - conversations st
art fast. Over on YouTube, attention stretches further; viewers settle in i
nstead of rushing past. 
Each corner of Facebook? It draws its own crowd, tuned to separate rh
ythms. Meeting people where they are looks like mirroring their habits, 
not forcing new ones 
Advanced production tech (digital design, machine printing) 
How to capitalize: 
AI Personalization And Recommendations 
Expand omnichannel experience (online + in-store integration) 
Use data analytics to predict fashion trends 
Negative 
High dependency on digital platforms 
Hidden digital threats alongside upkeep expenses of technology     
How to mitigate: 
Strengthen cybersecurity systems 
Diversify marketing beyond social media (email, offline events) 
Update IT systems periodically 
 
  



 

 

Environmental Positive 
Use of nickel-free buttons 
Support for handmade/artisan techniques 
How to capitalize: 
Promote sustainability in branding and marketing 
Create clothing using natural materials alongside colouring methods 
gentle on nature 
Tap into environmentally conscious consumers globally 
Negative 
Fashion industry’s high environmental footprint (waste, water use) 
Lack of Formal ESG Framework 
How to mitigate: 
Implement recycling and waste-reduction programs 
Publish sustainability reports (ESG commitments) 
Invest in sustainable sourcing and production methods 
 

 

 

Legal Positive 
Structured corporate framework under J. Junaid Jamshed Pvt. Ltd. 
Ability to operate globally under legal systems 
How to capitalize: 
Strengthen brand credibility through compliance and certifications 
Start growing through formal franchise agreements instead of going sol
o. Partnering with others opens doors too. Working alongside establish
ed teams brings chances to expand. Official ties multiply opportunities s
lowly but surely. Growth hides in shared efforts more than lone pushes. 
Deals structured properly support steady movement forward. Team arra
ngements often outlast quick independent moves 
 
Negative 
Across nations, tax rules twist in tangled ways. 
Labor standards shift without warning under different skies. 
Consumer safeguards? They change shape depending on where you st
and. One country’s clarity becomes another’s confusion 
Counterfeit risks and intellectual property theft rising in Pakistan 
How to mitigate: 
Register trademarks in all operating countries 
Invest in anti-counterfeiting technologies (QR codes, authentication 
tags) 
Hire legal experts for international compliance 
 

  

 

3. Market Segmentation, Targeting & Positioning (STP) 



 

3.1 Segmentation 

 Geographic Segmentation 

From Karachi to Lahore, J. reaches people in big towns and smaller ones too. Across 

the country, its presence stretches beyond capitals into growing urban centers. 

International reach? That includes places like London, Toronto, Sydney, Dubai, Cape 

Town, plus parts of North America and the Gulf region. Whether you are in Islamabad or 

Auckland, getting what you need does not require a long search. Even cities outside the 

spotlight see steady supply. Not just limited to one area, operations span coasts, 

continents, and everyday neighborhoods alike. 

 

Demographic Segmentation 

Young kids through older adults find clothes that fit their lives. Families come back 

because everything they need is under one roof. Not too expensive, not cheap - basic 

kurtas start around three thousand rupees. Bridal outfits climb higher, sometimes past 

twenty thousand. Most shoppers are comfortable but careful with money. Entry prices 

let others step in without stress. Middle-income groups feel at home here. Still, even 

those watching every penny can find something useful. 

 

Psychographic Segmentation 

Among J.'s strategies, one stands out clearly. Religious awareness shapes how these 

shoppers see fashion. Style matters - yet never at the cost of personal belief. Their 

choices speak of heritage, quietly and firmly. Wearing clothes becomes a way to honor 

background, not perform it. Pride in being Pakistani or South Asian runs deep. What 

they wear ties back to that truth, simply. Modesty blends with design, no conflict needed 

 

Behavioral Segmentation 

Most people come back to J., buying again year after year. Because of events like Eid, 

Ramadan, and weddings, sales rise sharply each cycle. A straightforward return rule, 

along with things staying well made, keeps buyers attached. Happy shoppers talk freely 

about what they like - this chatter acts as quiet but strong support for the name. 

 

3.2 Concentrated Targeting Focus on Specific Niches 



 

J. pins its efforts on just one clear group. Not chasing every shopper, but zeroing in on 

people seeking elegant, well-made classic Pakistani wear that fits within Islamic 

principles. Sharp attention like this works. Instead of copying global Western labels, it 

owns a market they can’t reach. That corner might seem narrow, yet stretches wide - 

covering much of Pakistan plus Muslim communities across the globe. 

 

3.3 Positioning 

Out of elegance comes clothing rooted in tradition. Worn with pride, each piece reflects 

deep cultural meaning while honoring faith-based principles. From Lahore to London, 

these designs travel far beyond borders. Quality shapes every thread, making sure it 

lasts. More than looks, it stands for identity expressed with care. Found easily within 

Pakistan, yet reaching hands worldwide. Style meets purpose without losing its roots. 

 

Standing tall where faith meets fabric, J. Junaid Jamshed clothes those who honor 

tradition but walk in today’s world. Not just stitching garments - it shapes identity 

through silhouettes that speak heritage. Worn by men, women, families whose pride 

rests in culture, not trends. Elegance here doesn’t bend to fit outside ideals, instead 

stands firm within its own truth. Every thread respects belief, every cut reflects dignity. 

Where others chase change, this brand holds ground. Clothed in more than cloth - built 

on legacy stitched into each design. What you wear says what you stand for; here, 

modesty wears confidence. 

 

Out of step with Western styles, J. stands firm as a true Pakistani label. While others 

twist heritage into modern blends, this one roots itself in classic silhouettes and quiet 

elegance. Where Khaadi bends toward global tastes, J. holds back, favoring depth over 

change. Its path feels less like reinvention, more like remembrance. Style here isn’t loud  

it settles quietly, worn with purpose. Not every brand needs to stretch; some grow 

stronger by staying put. 

 

 

4. Competitive Analysis 



 

4.1 Major Competitors & Comparison 

Brand Key Positioning / Differentiator 

J. Junaid Jamshed Strong modest-fashion identity; 110+ local, 
~40 international stores; deeply rooted in 
Islamic values 

Khaadi Closest rival; strong high-street brand; 
modern image; 40 local, 10 overseas stores; 
appeals to more fashion-forward segment 

Gul Ahmed Long-established textile giant; strong in 
unstitched fabric; mass market appeal; 
significant retail + digital presence 

Maria B Premium/luxury bridal and pret segment; 
strong designer identity; higher price points 

Eden Robe Mid-range ready-to-wear; growing brand; 
competitive on price; popular with value-
seeking segment 

Amir Adnan Focused on premium men's formal wear; J.'s 
original inspiration; smaller store footprint 

 

4.2 Competitive Advantages of J. 

•  Out front since the start - reshaped the shalwar kameez into something fresh, 

long before others caught on. Style shifted when they stepped in, turning tradition 

into trend without losing its root. Not just early, but ahead - setting pace while 

staying true to form. 

• Rooted in faith, the brand stands apart because its values come from deep 

conviction. Not every company can mirror this authenticity since it grows from 

belief, not strategy. What sets it apart isn’t built on trends but on principles held 

firmly over time. Others may try similar paths, yet they lack the foundation that 

makes this identity real. Because it lives what it claims, imitation falls short. 

• Even after he died, people still feel connected to Junaid Jamshed because of 

who he was. His name carries weight now, not just recognition. Loyalty stuck 

around, built on years of presence and choice. Trust didn’t fade - it shifted form. 

What he stood for lives through how others remember him. The bond isn’t 

manufactured; it grew naturally. Followers hold on, not out of habit but meaning. 

Emotion keeps the legacy breathing. 



 

• Across borders, J. stands out with close to 40 shops abroad - more than any 

other Pakistani label rooted in heritage wear. While others stay local, its reach 

stretches wide through global cities. 

• Starting with apparel, it branched into scents, then slipped quietly into makeup 

and small luxuries. Each move felt natural, like turning a page without fanfare. 

What began as one thing now wraps around daily rituals. The pieces fit, not 

because they match, but because they belong. Expansion happened piece by 

piece, never forced. Now it lives beyond fabric - tucked into routines, worn on 

skin, carried close. 

• Backed by solid support after purchase - like hassle-free returns - that keeps 

people coming back. Trust grows when buyers feel secure beyond the sale. 

Peace of mind sticks around longer than discounts ever could. Repeat visits 

often follow when promises are kept without conditions. Reliability shows most 

clearly once the transaction ends. 

 

4.3 SWOT Analysis 

STRENGTHS 
•  •Strong brand identity rooted in 

Pakistani Islamic culture 

• •Pioneer in modest fashionfirst-mover 
advantage 

• More than 110 shops across Pakistan. 
Around 40 located outside the country 

• Clothing shows up first, followed by 
scents that linger just right. Footwear 
steps in with quiet confidence, while 
accessories tag along without trying too 
hard. Each piece lives its own life, yet fits 
somewhere nearby 

• Close to ninety four million dollars came 
through internet sales by two thousand 
twenty four 

• Three years running, it took home Brand 
of the Year. Victory followed victory 
without pause. Each time, the title stayed 
in hand. Not once did it slip away. Year 
after year, the trophy found the same 
place 

• Trust grows when customers return 
items without being questioned 

WEAKNESSES 
•  Because of how much it leaned on one 

man’s image - Junaid Jamshed, 
especially near the end - the brand 
struggled when he was gone 

• Only a few big ads show up now. 
Photosessions stay rare on regular 
channels too 

• Most times, shopping in person doesn’t 
keep up with online options 

• •Conservative brand limits appeal to 
modern/Western-leaning youth 

• Fractions within job selections bruised 
how folks saw them. Public trust slipped 
when favoritism surfaced in 
appointments 

OPPORTUNITIES THREATS 



 

•  •Growing global modest fashion market 
($400B+ globally) 

• Big Pakistani communities in UK USA 
Canada Australia 

• Untapped Markets in Middle East and 
Southeast Asia 

• •E-commerce growth and digital 
consumer shift 

• •Revival of handcrafted heritage textiles 
(Gota, block print) 

• Fragrance and beauty category 
expansion 

•  More competition from Khaadi Gul 
Ahmed Maria B 

• •Pakistan's economic instability (inflation, 
currency devaluation) 

• •Changing fashion preferences among 
younger demographics 

• •International fast-fashion brands 
entering the market 

• Reputational risks tied to brand-founder 
associations 

 

 

5. Portfolio & Growth Strategies 

5.1 BCG Matrix 

The BCG (Boston Consulting Group) Matrix helps analyze J.'s product portfolio based 

on market growth and market share. 

 

⭐ STARS 

• Embroidered lawn collections 

• Bridal / wedding wear 

• International store expansion 

❓ QUESTION MARKS 

• Beauty & makeup line 

• Children's wear 

💰 CASH COWS 

• Core Kurta-Shalwar range 

• Classic fragrances (J. Attar) 

• Ready-to-wear Pret 

🐕 DOGS 

• Basic plain shalwar kameez 

• Selected low-margin accessories 

 

 Out of nowhere, J.'s Kurta keeps bringing in steady money without needing much extra 
effort. Not only that, the core Pret range stays strong, quietly supporting overall 
earnings. During holidays, embroidered styles start drawing bigger crowds, showing real 
potential. Bridal wear follows a similar climb, pulled by seasonal spikes in interest. On 
another note, the beauty experiments feel uncertain, lacking clear direction so far. Even 
more unclear, the test-run food items linger without traction. These areas need serious 
backing just to find their footing. Meanwhile, everyday shalwar kameez struggle against 
neighborhood tailors and stalls. Because of constant price pressure, these basics hover 
near the bottom in performance. 



 

5.2 Ansoff Matrix 

Strategy How J. Applies It 

Market Penetration  Out there beyond the big towns, J. keeps 
showing up in quieter places with fresh 
storefronts. Around holidays like Eid, special 
deals start appearing, pulling in familiar 
shoppers. Online spots get stronger too, 
stretching how easily people can connect. 
Each move ties back to neighborhoods 
already tuned in. Growth feels steady, step 
by step. Not loud, just present 

Market Development  Far off the busy city centers, J. turns up 
quietly, one new shop at a time. When Eid 
rolls around, different offers pop up - drawing 
in those who’ve come before. The web 
grows firmer underfoot, opening paths that 
reach further without fuss. Every choice 
loops back to streets where folks already 
know the name. Forward comes slow but 
sure. No fanfare, simply there 

Product Development  Every now then J. rolls out fresh items for 
loyal shoppers. Beauty care hits shelves 
alongside updated kids’ clothing. Fragrance 
choices grow with each launch. Seasonal 
designs bring detailed embroidery into play. 
New drops keep the lineup feeling current. 

Diversification  Back when they tried selling food, it was 
clear they wanted to branch out - clothes 
weren’t enough anymore. Moving into home 
goods now fits how they talk about living 
simply, quietly, by their values. 

 

6. Marketing Mix Strategies (7Ps) 

6.1 Product Strategy 

Product Levels 

 

Stylish clothing rooted in Pakistan’s heritage takes center stage. Modesty shapes each 

design without sacrificing modern appeal. 

Quality materials stand out through careful stitching and fabric choice. Every piece refle

cts cultural pride while fitting today’s lifestyle. 



 

Handmade details show in every stitch of these kurtas. Flowing shalwar 

kameez shaped for comfort and grace. Embroidered sherwanis built with care you can s

ee. Printed lawn 

suits where patterns meet clean edges. Fragrance blends that linger without shouting. S

hoes made so seams align just right. Each piece finished slowly, never rushed. 

What you get beyond the item itself includes hassle-free returns. 

Seasonal displays keep things shifting throughout the year. Support continue even after 

purchase is done. Each store visit feels familiar, no matter the location. 

 

Branding 

That little period after J? 

It means something different now - people smile when they say Jay Dot. A name that sti

cks in your mind, walking tall across Pakistan. Not just clothes, but a story stitched into 

each piece. Values passed down like old family habits, quiet but strong. 

Green threads run through everything, not by accident. You see it and think home, faith,

 soil. Founders leave marks even when they step back. Colors speak before words do. 

 

Product Life Cycle 

Steady demand keeps J.'s main men's kurtas going, buyers return often. While women’

s styles push ahead, overseas reach spreads further too. New moves into beauty 

and eats just getting started. Fresh updates roll out regularly so things never slow down 

6.2 Pricing Strategy 

Price points at J. tie directly to perceived worth - each tag mirrors care in making, skill in

volved, plus the weight of its name. Not everyone who buys here earns the same; folks f

rom varied pay levels find their way into this world 

Product Type Approximate Price Range (PKR) 

Basic Kurta / Shalwar Kameez PKR 3,000 – PKR 6,000 

Premium Embroidered Suits PKR 6,000 – PKR 15,000 

Bridal / Wedding Wear PKR 20,000 and above 

Accessories (bags, footwear) PKR 2,500 onwards 

Fragrances PKR 2,000 – PKR 8,000 

 



 

 

Most people aren’t drawn to J. because it’s low priced. Instead, they come back for cons

istency and a name they recognize. When holidays like Eid roll around, prices dip for a s

hort stretch. These limited drops bring in more buyers. 

The temporary nature keeps the label feeling high-

end. Shoppers grab deals while they last, yet still see value when full rates return. 

 

 6.3 Place (Distribution) 

• 110+ mono-brand retail stores across Pakistanfrom Karachi to Peshawar. 

• Stores spread across close to forty spots worldwide - hitting the UK, then stretchi

ng into the US, slipping into Canada, touching down in the UAE, settling in Saudi 

Arabia, pausing in Qatar, reaching Australia, landing in New Zealand, 

and finding footing in South Africa. 

• One spot you’ll want to check? The official site junaidjamshed.com solid setup, s

mooth shopping flow. Brings in close to $94 million yearly online sales by 2024. 

Reputation stays high thanks to how it handles user experience. 

• Summer and seasonal exhibitions that generate huge footfall and showcase new 

collections. 

• Starting online only, 

the company sells straight to buyers without help from stores or outside sellers. I

nstead of middlemen, it ships products directly after an order comes through. Fro

m beginning to end, control stays internal - no external distributors involved at an

y point. Orders move fast because there are fewer steps between purchase and 

delivery. Without retail markups, pricing reflects just what it takes to make and se

nd each item. 

 

 6.4 Promotion Strategy 

Advertising 

What sets J.’s ads apart? A quiet match with personal beliefs. Silence fills their shops - 

no background tunes playing. Women’s collections show clothing only, never models’ fa

ces or heads, rooted in faith practices. While others flood the market with promotions, th

is label stays back, trusting well-

made goods and customer conversations to spread awareness. Lately though, screens 

and online posts quietly took greater space in how they connect 



 

. 

 

Sales Promotion 

Every year when holidays shift, shopping picks up fast - especially around Eid-ul-Fitr 

and Eid-ul-Adha. Then there are those times between seasons, when weather changes 

and people start looking for new clothes. Videos like 'J. Mid Season Sale 2025' pop up 

online, pulling in crowds who watch then visit stores. Foot traffic climbs without loud 

ads, just timing and visibility doing the work. 

 

Public Relations 

Out of sight but never out of mind, J. builds trust by living its culture every day. Because 

the founder stood firm in faith, people believe what the brand says. With care, big 

names from Turkey add reach - each scent ties back to something deeper. 

 

Personal Selling 

Staff inside the shop help visitors explore pieces, suggesting looks that fit the brand’s 

quiet design style. While a few reviewers point out room to grow, the physical store still 

plays a key role. 

 

Digital Marketing 

On social media, J. shows up loud across Facebook, Instagram, and YouTube. While it 

drops updates about fresh collections, seasonal promotions pull attention too. Reaching 

out to fans overseas shapes much of what appears online. By early 2026, local traffic 

placed the site at number eight among Pakistani fashion brands. Its worldwide position 

climbed quietly - now sitting at 15,949. 

 

6.5 People 

Across five continents, J. has around 1,800 employees. From leading fashion schools in 

Pakistan, design talent is drawn. Store staff learn about customer care, ethical practices 

rooted in Islam, along with brand principles. Honesty, a straightforward approach, 

helping others - these shape how things are done, because the founder lived that way. 



 

 

6.6 Process 

From the Korangi Industrial Area, supply chains move behind every piece. Hand 

embroidery meets machine precision without one replacing the other. Instead of mass 

output, some batches wait for customer signals before starting. Block printing and Gota 

details come alive under skilled fingers, not timelines. When orders pour in from 

overseas, timing often stumbles at borders or ports. Fabric stock dips when purchase 

volumes misalign with actual demand. Rather than pushing endless inventory, rhythm 

comes from balancing what is built ahead versus after a sale. 

 

6.7 Physical Evidence 

One step inside a J. store today shows clean lines and quiet luxury. Back in 2011, 

everything shifted - new look, new layout, part of a broader reinvention known as 'New 

Outlook, New Outlet'. Smooth surfaces meet warm lighting, aiming for ease rather than 

flash. Still, some who watch retail trends say the real-world visit doesn’t always match 

the sleekness found online. Flagship spots get extra care, with attention poured into 

how products sit on shelves. Design choices tie together: boxes, tags, signs - all shaped 

by that signature mix of classic tones and soft green accents. 

 

7. Digital & Social Media Marketing 

7.1 Website Analysis 

 A clean look defines junaidjamshed.com, built for smooth browsing without clutter. 

Sales happen right on the site, handling everything needed to buy online, pulling in 

around 94 million dollars during 2024. Most visitors come from Pakistan - nearly two out 

of three users land from there. Outside that region, people in the UK, United States, and 

parts of the Middle East also visit often. In Pakistan’s fashion website rankings, it holds 

position number eight as tracked by SimilarWeb data from early 2026. Traffic climbed 

steadily, up just over eight percent compared to the prior month. 

 

7.2 Social Media Platforms 



 

Platform Usage & Strategy 

Facebook Primary platform for Pakistan's older 
demographic; used for product launches, Eid 
campaigns, and community engagement 

Instagram Visual showcase for new collections; 
growing younger audience; women's wear 
and bridal content performs strongly 

YouTube Used for brand storytelling, seasonal sale 
promotions, and the late founder's video 
legacy; strong subscriber base 

LinkedIn Professional profile for B2B and investor 
relations; less active but present 

 

 7.3 Content Strategy 

Every now and then, J. highlights traditions tied to culture, quiet elegance rooted in 
Islamic practice, plus pride in Pakistani roots. When Eid arrives, or Ramadan begins, 
attention spikes - people respond most during these times. Behind every post stands a 
choice: soft lighting instead of loud sounds, voices rather than songs, garments that 
cover fully yet feel graceful. Families appear often, smiling in shared moments, never 
posed too stiffly. With each new season, fresh styles emerge through photo series that 
feel more like stories than ads. 

 

7.4 Influencer Marketing 

J. worked alongside famous people who share beliefs similar to those behind the brand. 
Instead of choosing typical film actors, it joined forces with beloved Turkish stars when 
launching new scents - connecting strongly because so many in Pakistan follow Turkish 
TV stories closely. Because of this bond with familiar cultural moments, these 
partnerships often speak louder than usual big-name ads seen elsewhere. 

 

7.5 E-Commerce Presence 

What stands out about J.’s digital presence is its own e-commerce site. Instead of using 
third-party platforms, the company sells directly through its global web store. Shoppers 
abroad, especially those from the community living in the US and UK, turn to this 
channel often. During 2024, every dollar made online came from sales where J. handled 
everything themselves. Because of that setup, they manage both profit levels and how 
buyers interact with the brand. Next year’s rise in internet-based income may land 
between zero and five percent. 

8. Recommendations 

8.1 Strategic Improvements 



 

•  Stores feel better when visuals catch the eye, workers know what to do, spaces 

flow well. A smooth shop visit now matters more because shoppers notice if 

physical spots lag behind websites. Rivals such as Khaadi already use this edge. 

Missing these updates risks falling behind. 

• Start with what's already there - J.’s accessories don’t get enough attention. 

Footwear sits quietly beside louder apparel lines. Beauty? Barely mentioned. Yet 

each holds space in a customer’s daily routine. Shifting focus slightly could 

awaken interest without chasing new buyers. Think of past shoppers who came 

for clothes but might stay for more. A nudge through targeted messages often 

does the trick. Instead of broad appeals, highlight one category at a time. Let 

handbags lead on social media this month. Next, let shoes take center stage in 

emails. Even small spotlights reshape habits. Loyal fans rarely know everything 

offered. Reveal it piece by piece. 

• Because supply chains often break down, using sharper prediction software 

helps cut back on missing stock. When orders stall less, deliveries move faster - 

especially for goods built only when bought. This fix hits a long-standing weak 

spot in daily operations. 

• Because shoppers worldwide now care more about ethics, J. could share how it 

supports craft traditions alongside using earth-friendly materials. Not talking 

about these efforts means missing a chance to stand out. Telling the story of 

handmade comebacks plus organic textiles might just resonate. People notice 

when values shape what gets made. How things are crafted matters as much as 

how they look. Sharing real choices builds quiet trust. Talking plainly about 

sourcing keeps attention without shouting benefits. What happens behind the 

scenes can speak volumes. Owning those details makes a difference 

 

8.2 Growth Opportunities 

•  Starting up in Europe could make sense. Germany, France, then the 

Netherlands - each has sizable Muslim and South Asian populations. These 

places fit naturally into expansion plans. Reaching them means tapping areas 

already aligned with current customer bases. 

• Chasing a 400-billion-dollar opportunity means stepping past familiar audiences. 

Think broader than just Pakistanis abroad - reach out to Muslim women across 

Arab nations, Turkey, Indonesia, Malaysia. Shared beliefs create common 

ground. Values often matter more than borders when choosing what to wear. 

Growth hides in places people overlook at first glance. 



 

• Beauty and scent could expand fast now. With halal cosmetics rising worldwide, 

momentum already exists. J.’s past wins in perfumes help here. Its connection to 

Islamic values adds strength. A strong name in halal beauty feels within reach. 

Direction matters more than speed at this point. 

• Start with Turkish stars. Ties between Pakistani and Turkish showbiz run deep. 

Team up with more influencers from Turkey - this moves doors in Arab regions. 

Culture flows where fame goes. 

 

8.3 Marketing Campaign Ideas 

•  Roots show up in clothes. This worldwide effort highlights Pakistani traditional 

wear, aiming at young people abroad who’ve drifted from their background. 

Stories spread online, built by users themselves - lived moments, not staged 

ones. Pride grows when culture is worn, not just remembered. Platforms carry 

voices that reconnect through fabric and memory. What feels distant becomes 

part of daily life again. 

• Midnight thoughts turned into a Ramadan 360 push. This one brings together 

special-run prayer clothes, handpicked scent bundles, while stories shaped 

around the season flow through online spaces. A moment when shoppers lean 

toward more thoughtful buys lights the way forward. 

• Hidden hands shape each piece - meet them through quick clips on YouTube 

and Instagram. These snippets spotlight makers: block printers pressing 

patterns, women wiring Gota fringe, stitch experts guiding thread. Not just a 

product. A person stands behind it. See their tools, hear their voices, watch 

motions built by years. The work breathes slower, deeper. Each frame pulls you 

closer to how things are made. No filters. Just fingers at work. Moments add up 

into something real - quiet pride, steady hands, choices that matter. 

• Starting a loyalty plan could bring regular buyers closer. Getting first looks at 

fresh items might keep them interested. Special deals may help people spend 

more often. Invites to unique gatherings add another layer of connection. This 

approach tends to hold onto customers longer. Buying habits often shift when 

perks feel personal. Retention gets a quiet boost without loud promises. 

 

8.4 New Product Suggestions 

• J. Home arrives quietly - every piece made for daily moments, shaped by care. 

Islamic art appears here through gentle lines, not grand statements. Prayer rugs 



 

rest simply underfoot, built for stillness. Fragrance lingers in corners, not shouted 

but felt. This is living space softened, pulled inward. Objects speak without noise. 

Each room holds breath a little longer. The brand slips past fashion, settling 

where life repeats. 

• J. Kids Premium steps into special moments with a distinct identity, crafted for 

celebrations where young ones shine in thoughtfully made ethnic outfits. This 

separate label meets rising demand, offering refined clothing that families choose 

when tradition matters most. Designed apart from main collections, it focuses 

solely on kids, bringing care and detail to festive wardrobes. 

• Starting with J. Halal Beauty - this branch focuses purely on makeup and skin 

care that meet halal standards. It grows out of their work with perfumes, using 

what they’ve learned there. Instead of starting from zero, it rides alongside rising 

worldwide demand. The interest in halal cosmetics is expanding fast. This move 

fits right into that shift, without forcing anything. 

• Young people who value both activity and tradition might connect with J. Modest 

Activewear. As interest grows in clothing that covers more during exercise, 

especially among Muslim women, new options become visible. This kind of 

collection fits movement without losing sight of personal beliefs. A fresh take on 

workout wear can speak directly to those wanting ease and respect at once. 

Style meets purpose when design honors culture and motion equally . 

 

Conclusion 

 A hush comes with J. Home - each object formed slowly, meant for mornings, 
evenings, ordinary hours. Not loud displays but quiet curves carry the spirit of Islamic 
design. Underneath, prayer rugs lie low, woven for calm, ready without fuss. Corner by 
corner, scent stays quiet, noticed more than heard. Softness shapes how rooms feel, 
drawing everything closer. Things talk through stillness instead of sound. A pause fills 
each space, held gently. Style steps around trends, choosing spots where days repeat 
themselves. 

Little hands clutching heirloom fabrics. J. Kids Premium exists because birthdays call for 
something set apart. Not just clothes but pieces shaped around laughter during rituals 
passed down. Families reach here when old ways dress new generations. Separated 
from everyday lines, each item grows from attention only childhood deserves. Delicate 
stitching holds stories waiting to unfold at gatherings where joy wears color. 

From J. Halal Beauty comes a line built only around makeup and skincare following 
halal rules. Born from years spent crafting perfumes, it pulls knowledge forward rather 
than beginning fresh. Backed by experience, it moves in step with growing interest 
across the globe. What began quietly now finds space where values shape choices. 



 

More people are looking for halal makeup these days. That change feels natural here, 
almost like it was meant to be. 

Some young adults look for clothes that move with them yet still feel familiar. Because 
modest fitness fashion gains attention, choices like J. Modest Activewear show up more 
often. While staying true to values matters, so does stretching, running, jumping - doing 
things. Where others see limits, this line sees space to grow. Not every trend needs 
loud colors or tight cuts to work well 


