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Cover story 

A quality product on-time—regardless! 
olby international is a sourc-
ing and merchandising or-
ganization spanning 22 coun-
tries of the globe. It is one of 

the largest companies of its kind in South East 
Asia, specializing in hard lines (Home Textiles 
and life style products) and soft-lines 
(apparel). It’s operation in Pakistan started 
just three years ago. Khuram Qaiser heads the 
Pakistan operations in Pakistan.   
 

L ahore – Khuram Qaiser starts the 
conversational ball rolling with the 
basics – the customer. “The first 
and the only sustainable strategic 

advantage I have ever observed in our busi-
ness, is an obsession with customers - custom-
ers, not markets; not marketing, not strategic 
positioning - just customers. Ultimately it all 
boils down to perceived, and appreciated and 
consistently delivered service and quality to 
customers.  A customer’s problem is usually 
solvable. It is up to us to see it as an opportu-
nity. Bottom line, the vendor who solves it 
gets the season’s business – period.  We must 
constantly guard against the pitfall of being 
too knowledgeable. Technical arrogance and a 
“this-product-will-sell-itself” mentality domi-
nate many companies – and bring more than a 
few to their knees.  So many lose, because 

they come to own the market. They start to tell 
the customer what he or she wants.”  
Observing the quality of service, he remarks, “ 
You know, it’s a shame, but whenever you get 
good service, it’s an exception, and you’re 
excited about it. It ought to be the other way 
around. Excellence is a game of 
inches, or millimeters. The customer 
will pay a tidy premium for things 
that solve his or her problem and that 
work and are well serviced.”  
The manufacturer’s obsession with 
cost makes him lose all patience. “ 
High-cost-at-all-costs producers and 
high sales oriented business approach 
is sometimes an effective business 
strategy. For that matter, Low-cost-
at-all costs also works. Lowest cost, 
after all, is a niche of sorts too. Spe-
cialization is the key. The point is, you need to 
know your own niche. The worst of all possi-
ble worlds is being neither fish nor fowl. It 
really makes me lose all patience when ven-
dors try to poach other vendors’ customers by 
undercutting their prices. This can work only 
to a certain point. Then something has got to 
give. It usually is the quality! Besides, how 
many customers can you steal with this strat-
egy anyway and for how long? ” 

“ A delayed shipment invariably means bad 
quality,” observes Khuram. “Maybe, it’s the 
law of averages or maybe its Murphy’s law. 
But usually I think it is the law of low-costs! 
The experience curve makes exceptional sense 
on paper. Buy share via one route - cutting 

prices, therefore, obtain low cost 
position and then fend off the 
hordes. To gain share, we discount 
like crazy and we become cost 
freaks.  Service and quality invaria-
bly, although unintentionally suffer. 
No one is for poor quality or ser-
vice. All wish their people would 
treat their customers with courtesy 
and would care about making a fine 
product. The management that 
focuses obsessively on cost usually 
gets what it deserves. You start 

from quality and achieve low cost. You buy 
your way in with low prices, achieve low cost, 
and may or may not have acceptable service 
and quality. If you don’t have them, then 
you’re constantly vulnerable to any higher 
quality attacker who comes your way; the 
edge you scrambled so hard for is not likely to 
be sustainable. Pakistan knitwear industry is a 
classic case in point. Our edge was our low 
costs and a vertical set-up. The minute we lost 

(Continued on page 10) 

Khuram Qaiser 
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hat exactly is 
denim? 
Denim is exactly what you 
think… and more. It is a 

sturdy; indigo dyed cotton fabric, available in 
different weights and qualities that are used to 
make jeans. What differentiates it from other 
durable twills is that it is woven with a dyed 
warp yarn and natural fill 
yarn, resulting in its char-
acteristic wear-down quali-
ties. By the way, the word 
denim is actually an 
Americanization of the 
French name “Serge de 
Nimes,” a fabric which 
originated in Nimes, 
France, during the Middle 
Ages. By 1864, Web-
ster’s dictionary listed the 
shortened English ver-
sion: denim. 
The average denim con-
sumer is savvier than 
you think. She may not 
be able to tell ring-spun 
denim from open-ended 
or decipher left-handed 
twill from right, but 
she can probably feel 
the difference. And, 
according to Cotton 
Inc.’s Lifestyle Moni-
tor, an ongoing survey 
of consumer fashion and shopping prefer-
ences, about two thirds of those surveyed 
knew denim is made of cotton. (The rest were-
n’t sure, except for the 3 percent who said, 
“Denim is denim.”) 

And who can blame them? After all, denim is 
so much part of the American lifestyle. That is 
why its important that retail sales associates 
know the answers to why certain jeans feel 
softer or cost more. Those telling details are 
often not on the label or hangtag, but can play 
an important role in the making the sale. They 
are intrinsic part of what makes a pair of jeans 
appealing. 

 
This is a pair of jeans 
1. Button fly: the original 
jean closure. Each pair has five 
buttons. 
2. Zipper fly: first used in 
jeans in 1926, invented by W. 
Litcomb Judson in 1893. 
3. Five pocket: the basic 
jean, featuring two pockets in 
the front, two in the back and a 
coin pocket inside the right 
front pocket. 
4. Rivets: copper or metal 
fasteners attached at stress 
points of pockets, mostly in 
front, to reinforce stitching. 
Originally patented by Levi 
Strauss & Co. in 1873. 
5. Bar tacks: closely 
spaced stitches (found most 
often on belt loops, seams, 
button holes, pocket cor-
ners) that connect to form 
a band or bar that rein-

forces stress points. 
6. Rise: the measurement from crotch-join 

to top of waistband, either in front or 
back. 

7. Felled seam: used in areas that need 
extra strength, this seam features an inter-

locking stitch and enclosed edges. 
8. Safety stitch: a chain stitch with exposed 

edges, used for all stitching operations in 
jeans except the felled seams. 

9. Back yoke: also known as a ‘riser’ the 
back yoke is a function of both design 
and fit. The deeper the ‘V’ of the back 
yoke, the more curve there is in the seat. 

10. Belt loops: standard on jeans ever since 
the belt replaced suspenders as the pre-
ferred method of holding up pants. Most 
jeans have either five or seven loops. Belt 
loops are attached to the waistband by 
bar-tacks. 

11. Inseam: the seam on the inside of the 
leg. Either fell-seamed or safety –stitched 
depending on the company’s preference. 

12. Arcuate: the trade marked, double row of 
stitching on the back pockets of Levi’s 
jeans. Added in 1873 and trade marked in 
1943, it has been in use longer than any 
other U.S apparel trademark.  

13. Out seam: the pant seem that runs along 
the outside of the leg, from waistband to 
hem. Out seams which are either fell-
seamed or safety – stitched, depending on 
the company’s preference, are sewn from 
bottom to top to insure that the two leg 
panels match up. 

14. Selvage: the white edges of denim fabric, 
usually stitched with a colored thread and 
visible inside the leg. Exposed selvage is 
key to recognizing vintage originals.  

 
Continued next issue  

Fact File – Denim defined 

back again! And it has never packed such a punch! While the iconic 
jean jacket remains an all time favorite, designers like Hussein Cha-
layan and Tom Ford have brought out a slew of new shapes—from 
blue Jean bikinis to hobo handbags, in styles ranging from decon-
structed to hippie deluxe.  What’s still regulation for globe trotting 
models? Jean jackets showed up back stage at the European collections 
in all shapes and guises: Classic  Levi’s were a favorite, followed by 
dark designer versions from A.P.C. and Helmut Lang. The ultimate in 
reverse chic? Denim lined with fur!  
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Contributed by Rizwan S. Butt. 

Hi  there readers, (-: 
This issue, I 
wanted to empha-

size the fact that business is steadily going 
down in Pakistan. It’s useless to blame it on 
the government, or the state policies,  or lack 
of infra-structure, or low literacy rate, or state 
of the economy, or the cost of  living as the 
major factors for this decline.  
 
You know what our real problem is? It’s a  
lack of action on our part —we just sit around 
criticizing and moaning about the way the 
world is treating us but we refuse to do any-
thing about it ourselves. We are like a bunch 
of passive has-beens who refuse to let go of 
the past but still end up making the same mis-
takes over and over again! (Typical ostrich 
syndrome.) Things happen to us. We don’t 
make them happen. 
 

It’s the unreasonable man who changes the 
world, the guy who refuses to let things be 
because it’s the way it is, and goes after the 
things the way they ought to be.  The point is, 
let’s make progress. The culture of passivity 
has just got to go.  
 
Okay, in our context what it all boils down to 
is quite simple. The customer is the whole 
point of this exercise. We are selling a product 
or a service—to the customer. There has to be 
a customer out there who wants to buy what 
we are selling .  It’s not our job to tell the cus-
tomer what s/he should want.  Our job is to 
supply what s/he  wants—period. If the cus-
tomer wants a low price, or a better quality, 
then it’s our job to supply that. Be flexible and 
adaptable. Go with the flow. Be the best prob-
lem solver, the best service provider or the 
most dependable manufacturer. Forecast 
trends. Listen to the customers. Supply the 

demand. Not demand the 
supply. Specialize. Find your niche. Improve 
and innovate. This is the technology of the 
obvious. But as they say, common sense is not 
all that common! That’s why we are losing 
out! Don’t cheat. There are no short cuts to 
success—long term, work hard at being effec-
tive. Do what’s important. Money will come—
an automatic by-product. Be a mover and a 
shaker! 
 
Did you ever wonder, why nobody wants to 
read about the losers? (-: Catch my drift? 
 
My point exactly!  

E d i t o r ’ s  n o t e . . . 
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hough department stores purchase 
apparel worldwide, sourcing deci-
sions are determined as much as by 
U.S laws , regulations and shifting 
political winds as by expected con-

sumer demand. Buying offices that once could 
focus entirely on ordering that hot new dress 
or coat for next season now must sift their 
decisions through layers of quota managers, 
customs offices and a raft of officials to insure 
compliance with U.S  and overseas wage, hour 
and manufacturing laws. 
Apparel is the most protected industry of sig-
nificant size in America. Based on a 1997 
estimate done by institute for international 
economics, various import protections adds 
$30 billion annually to consumers apparel 
costs by directly increasing costs for imported 
apparel and because these protections mean 

retailers end up buying more U.S based ap-
parel than they would otherwise. 
The largest single factor skewing department 
store sourcing decisions is import quotas. 
Quotas affect retailers in several ways.  
 They limit lower-priced imports, which 

tend to drive up retailers’ apparel sourc-
ing costs and can create supply shortages. 

 They cause stores and their vendors to 
constantly comb the world for new 
sources in countries with available quotas 
– from Thailand to Yemen – to insure 
supplies will meet demand. Stores also 
must hedge their bets against U.S. politi-
cal decisions, such as embargo placed on 
the importation of Haitian apparel and 
other products several years ago. 

 They force retailers and their vendors to 
create customs departments, adding to 
their costs and the prices consumers pay, 

to determine how to meet sourcing pa-
rameters in different countries, such as 
tracking what quotas will be filled at the 
time an order is executed. 

 
Import tariffs also influence where retailers 
and their vendors may source apparel. Tariffs 
will vary depending on the country of origin 
and retailers have to strike a balance between 
these costs, quota availability and turnaround 
times for delivery. Creation of the North 
American Free Trade Agreement, which elimi-
nates import duties on most apparel traded 
among U.S., Canada and Mexico, has posi-
tively skewed retailers sourcing to Mexico and 
Canada because those imports are duty free 
and because of the proximity of those 
neighboring countries to the retailers ware-
houses. Should the CBI (Caribbean Basin 

(Continued on page 5) 

Top Story 

U.S. Government policy keeps retailers jumping on 
new sourcing strategies.  
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Initiative) nations be granted 
free-trade parity, this policy 
would provide even more 
incentives to source from 
the region, as would 
NAFTA expansion to South 
America. 
Of course, retailers’ sourc-
ing calculations must ac-
count for the planned elimi-
nation of quotas altogether 
on Jan 1, 2005, under the 
World Trade Organization’s 
agreement on Clothing and 
Textiles. 
But even this presents com-
plications. Some 51 percent 
of imported apparel will 
remain under some quota 
restraint during the last three 
years of the phase-out, and 
some analysts have ventured 
domestic makers will seek 
extension of another five or ten years. Even if 
this scenerio does not come to pass, there will 
be times when a nation, such as the U.S., 
could impose so-called safeguards – tempo-
rary quotas- if it believes domestic makers are 
being hurt by imports. 
The WTO’s textile trade policy will hardly 
affect tariffs, meaning retailers/importers here 
still will have to account for duties in making 
their sourcing decisions. Besides, quotas and 
tariffs are not the only factors that influence 
department stores’ sourcing decisions. The 
labor department in particular has been push-
ing retailers and vendors to insure that over-
seas shops that make apparel adhere to inter-

national standards on labor and human rights, 
and that they don’t exploit child labor.  
The U.S. new origin rules have affected retail-
ers also. Consequently, retailers have scram-
bled to find alternative sources, such as former 
Soviet Bloc nations, like Ukraine and Belarus. 
But since most of these nations are not WTO 
members, the U.S. has negotiated import quo-
tas, limiting stores’ options.  The effect of all 
this is  that the retailers must spend more 
money on their own sourcing operations and 
on compliance review procedures to make sure 
there are no violations of laws. Even if depart-
ment store sources using a vendor, this doesn’t 
eliminate all possible liabilities, and besides, if 

a shipment that is destined for a retailer is 
stopped at customs, the store loses out because 
it suddenly doesn’t have the goods available.   
Import duties and quotas don’t matter, of 
course, when retailers and vendors produce 
apparel domestically. Clearly though, U.S., 
government decisions, such as to increase the 
minimum wage, raise business taxes, impose 
parental leave requirements or do things which 
raise employers’ health care costs, have a di-
rect bearing on U.S. apparel makers. These 
push up production costs and tilt the balance 
more in favor of imports.  

(Continued from page 4) 
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ngora Textile was 
given the “Lowest 
garment 
Defect” 
award for 

the fiscal year 1999 from 
Nike Inc. The ceremony 
was in Banglore and 
contenders were Paki-
stani vendors and Indian 
vendors for knits and 
woven categories. An-
gora Textiles has also 
achieved the ISO-9000 
certification.   
 

source—Angora Textiles 

NIKE AWARDS ANGORA  
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new, well, let me rephrase that—slightly recycled 
fashion look is THE LOOK of the millennium. Lus-
cious colors and patterns and filmy silks and chif-
fons are all elements of the look, which is part 
gypsy, part Indian, and part peasant. At night, there 

are languid beaded dresses with lots of patterns, textures and 
decorative embellishments. Cut is less important than color, or 

texture and decoration. A greater degree of complexity is 
influencing even the hard-edged athletic and pared-down 
“American look..” The sharp, narrow trousers, tight tops, and 
preponderance of white or black 
that we have grown used to from 
Micheal Kors, Marc Jacobs, and 
Helmut Lang now come in glitzy, 

shiny, glittery fabrics.  
Ford has moved on from mini-
malist sports- wear into ele-
gant, flamboyant overdrive. 
Gucci women expect extrava-
gantly sexy, opulent clothes 
of couture- quality  fabrics. 
For men, Ford is into stately 
English Bro- cades from 
literally head to blunt toed slip-
ons. Shirts are filigreed like 
fine Venetian silver and exag-
gerated hipster bellbottoms are 
cut to fit like second skin. 
This was one of Gucci’s most 
original and risk taking  collec-
tions. “I wanted to merge space 
cowboy , rock star, and eight-
eenth century Venetian im-
agery,” said Ford, “to give 
men a viable option, more 
individuality. It’s about me-
ticulous tailor- ing, almost 
couture for men.” 
Calvin Klein, on the other hand, 
is all about clean, crisp, 
high tech fabrics that give new 
meaning to weightless 
dressing. What was cool? His 
leathers, treated like antique 
glazed paper, his incredibly 
transparent metal-linen T-
shirts with light reflecting effects, and his unfinished paper 
glazed calfskin jackets. Klein spent a great deal of time cast-
ing his show. “ The new look is West Point cadet. These guys 
have definite new mood,” says Klein, “ that is all about un-
pretentious, relaxed style.” 
Get ready for a new gilded age. Designers are indulging in 
no-holds-barred turn of the century extravaganza—fashion is 
positively dripping with divine detail—luxury is back. The 
millennium is on everyone’s minds—fun, color and craziness. 
More is more. Decadent decoration. Sparkle is back. Lace, 
velvets, fur, beads and rhinestones, color and texture is red-
hot.  

of things 
to come…  
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ew York—The sterling Group, an 
international branding consultancy, 
con-
ducted 

a global brand sur-
vey (250 nationals 
in five countries—
US, UK, Germany, 
Japan and Brazil.) 
The consultancy has also undertaken multi-
country branding assignments for some of the 
world’s most venerable global brands includ-
ing Nike, Gillette and IBM. Through this work 
and the results of the 
survey, Alpa Pandya, 
senior vice president, 
Sterling Group, has iden-
tified the 10 key ingredi-
ents to creating a success-
ful global brand. 
 

B rand Essence—
this is the DNA 
of any brand. 

Globally this is 
about the elements 
within a brand’s 
makeup that touch 
the universal con-
sumer chords and 
transcend cultures. 
Coke has mastered 
this art, expressing 
its single global 
brand essence with 
consummate consis-
tency—although, of 
course, this is no 
protection from self-inflicted brand 
wounds! 

 

B rand Culture—great global brands 
are the products of distinctive corpo-
rate cultures. Successful global brands 

are often born from inside out. Take Nike 
and the zealous fervor for sport that is 
exuded by its employees and in every 
facet of the Beaverton campus. 

 

B rand Style—The sum of Brand es-
sence, design and presentation is brand 
style. It is with a brand’s unique style 

that consumers identify. The key chal-
lenge for marketers is often not about 
outmaneuvering the visible competition, 
but the more elusive task of keeping their 
brand style fresh and relevant. Volks-

wagen has recently rediscovered its ar-
chetypal brand style with the new Bug 
whose halo is bringing benefits to the 
entire VW portfolio.  

 

B rand Experience—the global brand-
ing survey revealed that great global 
brands are far more than a bundle of 

functional and emotional benefits. Win-
ning global brands are a means to an ex-
perience—not just a means to an end. 
Disney, for one, has raised the stakes, 
when it comes to creating brand experi-

ence, by igniting the 
imaginations of young 
and old alike—
vicariously via the 
screen or actually in-
situ. 
 

B rand differ-
ence—
building a 

successful global brand 
is about creating com-
petitive brand differ-
ence. That’s how Vir-
gin Enterprises can 
enter and flourish, 
even in mature catego-
ries such as the airline 
and financial service 
businesses. 

B rand exposure—out 
of sight is out of mind. 
The best in class get 

360 degree exposure. 
Take Marlboro whose 
paid-for exposure is se-
verely restricted, yet 
whose apparel business 
continues to keep the 
brand in your face. 

B rand heart—in Ster-
ling’s survey, consum-
ers sorted brands emo-

tionally. That’s to say that 
consumers don’t always 
relate to brands as a prob-
lem/solution equation. 
Great global brands speak 
to the heart as well as the 

head. For all its triple blade technological 
breakthroughs, Gillette is still ultimately 
about being your own best self, gentle-
men. 

 

B rand champion—great global brands 
are often the brainchildren of those 
iconoclastic captains of industry who 

have become brands in their own right— 
Richard Branson, Anita Roddick, Bill 
Gates...each one of them has a point of 
view that’s been expressed through the 
medium of the brands they’ve champi-
oned. 

 

B rand Lexicon—Brands that achieve 
deep emotional brand bonds around 
the globe, be it through symbology or 

language, have developed a unique brand 
lexicon that speaks with pride and pas-
sion. The Apple icon has become a global 
signal for pioneering creativity. 

 

B rand Value—the mega merger 90s 
have finally put brand value close to 
the top of the boardroom agenda, but it 

is still remarkable how seldom the value 
of the brands is unquantified on the bal-
ance sheet. And with a Wall Street besot-
ted by cyber-brands that have never been 
in the black, brand owners and investors 
alike are demanding robust measurement 
rules and tools.  

 
 

GLOBAL BRANDS—THE WINNING INGREDIENTS 

BRAND REASON WHY 

Sony Quality of performance 

Nike Shoe style & advertising 

Coca-Cola Taste and refreshment 

Gap Simple style 

Levi’s American, durable 

Body Shop Natural and environmental 

McDonald’s Universal, Cheap 

Calvin Klein Stylish fashion, perfume 

Mercedes Aspirational quality 

Apple Innovation & design 

TOP TEN BRANDS 
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Hey,  did you hear this one 
about his Royal Highness? 
A little bird told me that 

his royal crankiness loves to dress formally, 
rain or shine. He is above the peasants and it 
shows! One day, he turned up at work wearing 
this Nehru Jacket made popular by Rajeeve 
Gandhi.  (His subjects are fond of sucking his 
toes to get ahead.) So this person "Chief's 
Appointed Managing Coordinator and Helpful 
Associate" (C.H.A.M.C.H.A.) just had to flat-
ter him…he goes, “Sir, you are looking like a 
prince today.” His royal crankiness replied, “I 
am a prince.”  
How’s that for starters? (Hey, cool it, I am just 
getting warmed up here.  Where was I? Yeah, 
I was talking about my favorite subject, his 
royal crankiness!) As I was saying, Napoleon 
II was not amused.  His royal crankiness 
should realize all publicity is good publicity 
like the show biz folk. We consider his lord-
ship the most important public figure in our 
industry. Hence, the press coverage.  
Things are very complicated in his fiefdom. 
Talk about a hierarchy to beat all. There is a 
Merchandiser, then an associate to this mer-
chandiser, then the assistant to the associate, 
and then a few trainees are thrown in for a 
good measure assisting the assistant! (At this 
rate, his people would retire before achieving 
anything in life!)  By the way, his Royal High-
ness himself is a Managing director! His net-
work of spies is better than the CIA. (Talk 
about paranoid!) I mean, if you study his man-
agement style, you do not need to study the 
fall of the Mughal Empire. You will know 
how the British conquered the Mughals! He is 
in a class of his own. You can’t touch this. He 
has his own Bahdur Shah Zafar too. 
(Remember him? The British imprisoned him 
in Rangoon for daring to be the last of the 
surviving Mughals.) By the way, Arif Noor 
has completed his six years in imprisonment, 
sorry I meant AMC.  
 

A SIF SHEIKH (AMC) JOINS 
COLBY INTERNATIONAL.  His 
Royal Crankiness was not pleased as 

usual. The question is, does anything please 
him these days?  He has his methods of crime 
and punishment and boy, do they work! Poor 
Asif was sucked in. He ended up training his 
replacement and not being paid for his efforts. 
To top it off, they even took away half his 
gratuity on the pretext of paying taxes and the 
rest for God knows what! When the poor 
bloke requested the breakdown of all the with-
holding taxes and penalties, his royal cranki-
ness in his usual high handed manner told him 
off for making a “stupid” request! Adding 

insult to the injury, he told Asif, “You are 
wasting your time -you can’t prove a thing. 
Na, na, nana, na – So there!  Apparently, His 
Royal Crankiness was having a bad day at 
work. He took it out all out on his top vendor 
by making him air the merchandise all the way 
over to the U.S. of A. There is no justice in 
this world anymore or is there? That reminds 
of Levi’s—Guess what? 
 

L EVI STRAUSS & CO., JOINS THE 
FAIR LABOR ASSOCIATION. 
Levi’s (one of the oldest and largest 

clothing manufacturers and marketers in the 
world) has joined its efforts to improve work-
ing conditions around the globe.  Gare Smith, 
vice president, Levi Strauss & Co., External 
affairs said, “Joining the FLA enables us to 
build on our many years of experience in pro-
moting a safe and healthy work environment 
through adherence to our stringent code of 
conduct. We are excited with our industry 
colleagues and non-governmental organiza-
tions in a concerted effort to bring positive 
changes to workplace conditions globally.”  
FLA participants have committed to meeting 
requirements including the following: 
 Conducting internal monitoring of virtu-

ally all facilities annually.  
 Hiring independent outside monitors to 

work with local human rights groups to 
inspect up to 30 percent of the facilities. 

 Disclosing to the FLA names and loca-
tions of all factories. 

 Working with the FLA’s board, com-
posed of representatives from companies, 
human and labor rights groups and uni-
versities, to establish a grievance proce-
dure open to all. 

 Authorizing the FLA to formally to dis-
close its findings to the public. 

 

M ATTEL, LEVI STRAUSS, AND 
REEBOK ENDORSE HUMAN 
RIGHTS PRINCIPALS FOR 

U.S. BUSINESS IN CHINA: A press release 
from the international labor rights fund (ILRF) 
reports that Mattel Inc., Levi Strauss Inc., and 
Reebok International Ltd., have endorsed a set 
of 10 U.S. business principals for human 
rights of workers in China. The release adds 
that this is the first time, major U.S. corpora-
tions have endorsed human rights principals 
for China. The release states that the ILRF 
encourages other U.S. companies operating or 
sourcing in China to sign on these principals 
as well.  
 

A MMAR ASSOCIATES TAKES 
OVER NABILA ENTERPRISES 
IN A  MERGER DEAL: Ammar 

Associates in a recent takeover bid acquired 
Nabila Enterprises Karachi operations lock, 
stock and barrel.  The old guard at Nabila 
Enterprises now is officially part of the Am-
mar Associates operations. A reliable source 
told TKFR the deal was worth two billion 
rupees.  Mr. Najeeb Rizvi (the previous owner 
of Nabila Enterprises and now a shareholder) 
has been supervising his business interests 
from his Dubai office in the past. One reliable 
source commented, “It appears that Mr. Rizvi 
is consolidating his business interests in Paki-
stan and  expanding in the Middle East. A 
manufacturing unit in Jordan has already been 
set up.”  Nabila-ABS has been renamed—they 
call it the “Matrix”. ( Are you thinking what I 
am thinking? Naw, forget it!) 
 

D ESIGN INC., OPENS UP A LIAI-
SON OFFICE IN PAKISTAN. 
Farid (Nabila-ABS) heads the opera-

tions for Design Inc., in Pakistan.  Naufal, 
poor thing, lost out. He was the original agent 
for Design Inc in Pakistan—though, not to-
tally, he has taken over the operations at Style 
Enterprises.   
 

N UDAH SETS-UP A STITCHING 
UNIT: Nudah (Cotton Connection) 
has set up a manufacturing unit with 

an ol’ college friend of hers to supply a do-
mestic line for the kids. The set up boasts of a 
stitching unit of 25 machines. Some gal’s have 
all the luck! 
 

W ARNACO MOVES UP-TOWN: 
Warnaco is moving their office to 
a bigger and better venue, the pent 

house suite at the new AbnAmro bank build-
ing. They will have their own private car park 
in the basement. A cafeteria (which charges 
only Rs. 50 per meal) and an elevator that goes 
deep down to the basement car park. Ce la vie! 
 

S PLENDOR CLOSES DOWN THEIR 
LAHORE OPERATIONS: Splendor 
closed down. Apparently, the logistics 

of producing the fabric in Karachi, sending it 
to Lahore, stitching and sending it back to the 
Port don’t make much of a financial sense. 
Amir Abassi and the lot are looking for jobs. 
Any takers? 
 

L AHORE HIT BY A BABY BOOM: 
It’s a boy! Masood Rafi (Warnaco) 
had a son. He named him Salman. 

(Continued on page 9) 
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Aynur Masood (Highnoon) also had a son. She 
named him Arsalan. Omer Dar (Klass) also is 
a proud father of a baby boy. Kehkeshan 
Mirza-Ahmed is also the proud mom of a 
bouncing baby boy. 9 being the lucky number 
for that kid. He was born on the 9th of Sep-
tember 1999!   
 

U MBREEN JAFFAR JOINS GEM-
INI RESOURCES: Umbreen Jaffer 
(Sarah Textiles) has joined Gemini 

Resources. Khizer is travelling abroad in 
search of new buyers. SHARIQ (SARAH 
TEXTILES) joined Style Textiles.   
 

G AP INCOME TOPS ESTIMATES 
ON COMPANY-WIDE 
GROWTH: Apparel retailer Gap 

Inc., on August 12th posted second –quarter 
net income of $195.8 million, a 43 percent rise 
as growth at each of its divisions, including 
Banana Republic  and Old Navy, helped it 
beat expectations. Of the 2,611 stores at the 
quarter’s end, Gap operates 1,163 Gap, 699 
Gap Kids, 442 Old Navy, and 307 Banana 
Republic stores. A year ago, Gap operated 
2,272 stores.  
What’s with the local Gap I wonder— The 
men’s division is strong in Pakistan. They 
keep looking for the “one” but I guess the 
candidates keep singing the tune “show me the 
money!” If you are reading this: my advice—
”Help them help You! “ If it worked for Jerry 
Macguire, it should work for you! (Gap Paki-

stan!) Who says it only happens in the mov-
ies?  

F RUIT OF THE LOOM EXITS JA-
MAICA. (August 5th) Over 500 work-
ers at the apparel firm Gitano of Ja-

maica, a subsidiary of U.S. based underwear 
maker Fruit of the Loom, will be out of work 
by the end of the week when the firm closes its 
Jamaican operations.  The Jamaican employ-
ees will receive redundancy payments from a 
total pool of $1 million. Fruit of the Loom 
based in Chicago, is one of the largest U.S. 
basic apparel makers, producing about 35 
percent of men’s and boy’s underwear and 15 
percent of women’s and girl’s underwear sold 
in the United States, according to Hoover’s 
business information service. The company 
makes clothing under the brand names BVD, 
Fruit of the Loom, Gitano, Pro Player and 
Wilson. Since 1994, it has laid off about 
16,000 U.S. employees and closed down a 
dozen plants because of slackening demand 
and it shifted labor intensive sewing opera-
tions to the Caribbean and Central America. 
The government agency said that the closure 
of the Jamaican plant was in keeping with 
Gitano’s decision to consolidate its overseas 
operations in a recently constructed facility in 
Mexico, which enjoys trade advantages under 
the North American Free Trade agreement.
(NAFTA) 
 

U .S CLOTHING FIRMS SETTLE 
SAIPAN SWEATSHOP CLAIMS: 
(August 9th) Four major U.S. clothing 

retailers settled 
a lawsuit alleg-
ing they ig-
nored sweat-
shop conditions 
on a U.S. pa-
cific island, and 
agreed to set up 
independent 
monitoring of 
foreign owned 
contractors. 
Nordstrom Inc., 
Cutter and 
Buck Inc., 
Gymboree 
Corp,., and 
J.Crew Group 
Inc., said they 
would set up a 
$1.25 million 
fund to help 
monitor condi-
tions at foreign 
owned clothing 
factories on the 
island of Sai-
pan. 

P OLO NET RISES, BUT DONNA 
KARAN’S LOSS LARGER: (August 
10th) Apparel designers Polo Ralph 

Lauren Corp., and Donna Karan International 
Inc.’s quarterly results took divergent direc-
tions, as Polo improved its quarterly profits 
and Donna Karan’s losses widened.  
 

J ONES TO CLOSE NINE WEST 
PLANTS, CUT JOBS: Clothing de-
signer Jones Apparel Group Inc., said 

that it will close several Nine West plants and 
lay off more than 1,900 workers as it digests 
its purchase of Nine West, the nation’s top 
maker of women’s shoes. Jones expects most 
of the closings by the end of this year, and will 
save roughly $7 million by the beginning of 
2000. Jones said about 550 workers in the 
United States and 1,170 persons in the Do-
minican Republic will be affected as manufac-
turing facilities are closed. Another 190 em-
ployees will be affected by the closing of a St. 
Louis office. Jones Apparel has 8,685 employ-
ees.  Jones Apparel markets brands like Jones 
New York, Evan-Picone and Easy Spirit.  
 

D ISNEY SAID SELLING FAIR-
CHILD: The Walt Disney Co. has 
decided to sell Fairchild Publications, 

a magazine division that includes W, 
Women’s Wear Daily, Los Angeles and Jane 
magazines. Conde Nast Publications and 
Hearst magazines have been involved in bid-
ding on the titles, a Disney executive said. 
Conde Nast has offered $650 million for Fair-
child.  
The Jewel of the acquisition would be W, a 
glossy fashion monthly that has become a 
general interest magazine over the last four 
years. W has taken apparel advertising from 
magazines at both Hearst and Conde Nast.  
Conde Nast, a division of Advance publica-
tion, also publishes Glamour, Allure, GQ, 
Vanity Fair and The New Yorker, among other 
magazines.  
The Fairchild group also publishes several 
trade magazines including Supermarket News, 
Brand Marketing, Footwear News and Chil-
dren’s business. 
 

W ALMART TO PAY $6.4 
MILLION TO HILFIGER: 
Wal-Mart Stores Inc., says it 

has hired an independent inspector to watch 
for counterfeit clothing after agreeing to a $6.4 
million settlement with apparel-maker Tommy 
Hilfiger.  The settlement ends a five year legal 
battle in which Tommy Hilfiger USA Inc., had 
repeatedly accused the world’s largest retailer 
of selling fake Hilfiger clothes under the guise 
of the real thing.  By Mystique.  

(Continued from page 8) 
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WITHOUT ISO 9000...

GET CERTIFIED - IT PAYS

Your company will lose millions in lost revenues   
within the next two years.  All this for  a  service 
you could receive at a very nominal price.

AT QMS - we ensure a smooth transition of your 
company from here to the next millenium.

QUALITY MANAGEMENT SYSTEMS

Quality is our first name

For further information :

Consultancy - Training - Certification

Karachi Office: Lahore Office:
No. 76/2, 14th St,
Phase 6,D.H.A., Karachi.
Tel: (021) 5847734
Fax: (021) 5847735 
e-Mail: paktech@cyber.net.pk

107-R, Phase 2,
L.C.C.H.S, Lahore.
Tel: (042) 5729145
Fax: (042) 5728821
Cell: 0300-248079 
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A RROGANCE – smart guys get used to knowing more than any-
body else. It’s all too short a step from there to thinking they 

know everything. 
 

I SOLATION – from childhood on, high intelligence is an iso-
lating factor. Bright youngsters, feeling shut off from other 

kids, follow the pattern of our species and cluster among 
themselves. The same can happen in a company. Smart 
people tend to surround themselves with other smart 
people. But when the group starts relying on brilliance 
to the exclusion of experience, bad things happen.  One 
danger is unwillingness to admit the need to change. When 
smart people all agree with each other about a plan, they’re apt to stay 
with the plan too long, even after others have seen the direction is 
wrong.  Feed back is essential to working with others effectively. But 

some bright people – impatient with any one slower than they – find it 
impossible to listen.  That impatience can be a dangerous trap.  
 

R ECKLESSNESS – there is something inside the super-brain 
that keeps announcing:  “ now for my next trick…” spurred 

by a feeling of master of the universe, brilliant people can develop 
into risk junkies. 
 

O VERREACHING – many super-brains don’t grasp a 
simple fact, brilliance in one area is no guarantee of 

success in another.  
Many of the most successful and smartest achievers learn 

from their such disasters. They listen to others. They refuse to take 
themselves too seriously. They actively seek feedback and know their 
own limits.  

Why smart people do dumb things? 

n the eve of the Mil-
lennium, those who 
search the stars for a 
defining style will 
find it caught in a 

maelstrom of change. Minimalists 
are ever paring back, shrinking from rainbows bolder 
than cream-to-beige. The colorists are painting walls 
persimmon and worse. Retrogressives likely will be 
left to shift in their Miesian chrome-and-black-leather 
seats. Tossing 
caution to the winds, we've come up with our list of 
looks for 2000 that will guide you into a new century 
with panache. 
 
 

Hot / Not 
Blue and lavender / chartreuse and purple 
Comfort / suffering for style 
The "instant old" look / really old 
Remote-control fireplaces / chopping wood  
Tibetan rugs / painted floor cloths 
Silver plate / mercury glass 
Suede pillows / chenille pillows 
Refrigerator drawers / ice dispensers 

Filtered faucets / serving tap water 
Scented candles / potpourri 
Weekends / working at home  
Online auctions / yard sales 
Fern motifs / fruit and veggie tiles 
Home offices / bedroom offices 
Flat screens / TVs in armoires 
Designer computers / beige boxes 
Cork / marble 
Chrome / shiny brass 
Prince of Wales / Diana memorabilia  
Fashion color cell phones / basic black 
Hemingway style / the Ralph Lauren look 
Mixing / matching 
Menswear bedding / menswear 
Script on fabric / script on walls 
DVD / VCRs 
Star Wars motifs / Titanic spinoffs  
X-files/Star Trek.  

 /  What 's  
Not 

the cost advantage, we lost the business and our niche. Quota Category 
338 is virtually unutilized!” 
“Quality is the driver”, says Khuram vehemently. “ It must come first. 
You simply make the very best product or provide the best service you 
can in any category you wish to attack. That, in turn, far more than not, 
is what wins customers – which in turn allows you to have your cake 
and eat it too! ”                            

Delivery is equally important in Khuram’s scheme of things. “ It’s the 
other spoke of the wheel. Promises made to customers must be kept, 
period regardless of costs. Long term, customers respect above almost 
all vendor traits, the ability to keep promises. Our mission statement is 
simple - a quality product on time – regardless.”  

(Continued from page 1) 
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Don’ts 
 Don’t spend a lot of time explaining the factory problems “ he 

spent so much to air goods last year” or “ he paid a lot for quota so 
pls. Accept this late shipment by 
sea.” 

 Don’t drag up all of the past issues 
the vendor has incurred. If a problem 
occurs due to the client’s lateness…
this must be addressed when the 
approval is due. If deliveries will be 
affected, it must be discussed imme-
diately. Sometimes, a buyer is late 
with the approvals…nothing is said. 
Months later…when delivery is 
delayed, the vendor will cite the late 
approvals from a long time ago! 

 

Dos’ 
 Fully investigate a problem and all potential solutions. 
 Present to the buyer in a manner that makes them feel you have 

their best interests at heart. “ Despite our constant monitoring of 
your orders.” and “I am quite unhappy to inform you of a major 
storm that is affecting…” , “After a lengthy meeting with the ven-
dor trying to improve his production schedule…” 

 Give background on why problem occurred. Include your frustra-
tion as well. 

 Sympathize with the buyer. 
 Come up with a few solutions and give your opinion on the best 

one. Make sure vendor has agreed to all solutions beforehand as it 
will be a worse situation if the buyer agrees and the vendor hasn’t.  

 You can include suggestions for future so it doesn’t happen again.
  

 
By JB 

HANDLING CONFLICT BETWEEN FACTORY AND 
CLIENT 



TKFR EXTRA. TKFR EXTRA. TKFR EXTRA. TKFR EXTRA. 

Music  LOS ANGELES  
(Billboard) - Pop kings 
Back street Boys, who set 

records this week by selling out its entire North 
American tour in one day, have again emerged with 
the best-selling album at the nation's retailers. But 
perhaps the most surprising chart movement of the 
week belongs to veteran rocker Carlos Santana. 
Santana's "Supernatural" climbed five 
slots to No. 10, selling 99,000 copies. The 
album sold 79,000 copies last week. For 
the week ending Aug. 15, Back street 
Boys' "Millennium" sold another 250,000, 
copies up from the previous week's  233,000, when it 
was also at No. 1, according to Sound Scan. Limp 
Bizkit's "Significant Other" remains at No. 2 with 
sales of   192,000 copies, down from the previous 
week's 221,000.  Thanks to her sold-out tour, Britney 
Spears' "Baby One More  Time" jumps back to No. 3 
on sales of 39,000 copies. That's a slight increase from 
the previous week's 138,000 tally, when she was at 
No. 5. Dropping off, Latin sensation Ricky Martin's 
English-language debut comes in at No. 4 on sales of 
138,000 copies, a slight fall from last week's 144,000 
total that planted the heartthrob at No. 3. "Ricky Mar-
tin" has scanned 3.9 million copies since its release. 
Holding strong in the Top 10 is Virgin Records' com-
pilation "Now That's What I Call Music, Vol. 2." 
Coming in at No. 5, the hit-filled sampler sold 
136,000 copies, up from the previous week's 131,000, 
when it was at No. 6.  

BOOKS  “IS IT 
TOUGH TO 
TOLERATE 

FAILURE?  THE ART OF PURPOSEFUL IMPA-
TIENCE...A story is told of Welch. He had asked 
some purchasing people to work on some tasks. 
Weeks later, he met with them to review progress. To 
his dismay, they had none to report, only weighty 
analyses and half completed efforts at coordination 
with various departments. Welch was furious. He 
called the meeting to an abrupt halt, then ordered it 
reconvened only four hours later. The agenda? To 
report on progress. He got it, too. More was done in 
those four hours than had been done in the several 
weeks preceding them.  
To some, all this purposeful impatience may seem a 
small matter. Our experience suggests that not only is 
it not small, it is perhaps the biggest distinction be-
tween the winners and losers. Among the losers: (1) a 
“good presentation” counts as much as report of con-
crete action, (2) good logic and lots of data substitute 
for action, (3) the explanation that it couldn’t get done 
“because” of budget or an inability to get certain peo-

ple or departments together is considered 
adequate as long as there is “evidence”  
demonstrating that “we” tried and “they” 
were recalcitrant, (4) you “need more staff 
work” or “need more expensive data” or 

“should form a committee “ it all adds up to 
trappings and audit trails being more important than 
doing. “ Page 181-182, A Passion for excellence, the 
leadership difference by Tom Peters and Nancy Aus-
tin.   

Movies  For the weekend of August 20 - 
August 22, 1999: Untroubled by 
three sub-par new releases, "The 
Sixth Sense" held pole position at 

the North American box office for the third consecutive weekend, earning more than 
the next two movies combined. According to studio estimates issued Sunday, "The 
Sixth Sense" pulled in about $24.1 million for the Friday-to-Sunday period, a slip of 
just 6 percent from the previous weekend. By contrast the Steve Martin comedy 

"Bowfinger" (Universal), which retained 
the No. 2 position with $10.7 million, 
fell 41percent from its opening week-
end. 
"Mickey Blue Eyes" (Warner Bros.), a 
fish-out-of-water Mafia comedy starring 
Hugh Grant, opened at No. 3 with $10.4 
million. The film received mixed re-
views from critics, and its opening pales 
against the $27.7 million launch of 
"Notting Hill", starring Grant and Julia 
Roberts, in May. WB distribution presi-

dent Dan Fellman said he was very happy with the opening, and noted that the movie 
was relatively cheap at less than $40 million. The audience was primarily older fe-
males, indicating that the film's mob plot was not enough to bring in young males. 
The film was produced by Grant's girlfriend, Elizabeth Hurley, through the couple's 
Simian Films banner. 
After 17 days in release, "The Sixth Sense" (Walt Disney Co.'s Hollywood Pictures), 
has pulled in $107.7 million, and is on course to double that, said Chuck Viane, presi-
dent of Disney's Buena Vista Pictures distribution unit. He said the tale of a child 
psychologist (played by Bruce Willis), who gains a fresh insight into his own exis-
tence when he counsels a boy (Haley Joel Osment) who can see dead people has 
struck a chord with moviegoers. "It's accessible to all age groups, and a lot of people 
are sampling the movie a second and a third time," Viane said, to reevaluate the 
movie's shocking ending. The movie is likely to top the charts next weekend as well, 
making it the first to enjoy such a four-week stretch since "Saving Private Ryan" last 
July-August. 
"Bowfinger's" 10-day total is $35.9 million. Rounding out the top five were "The 
Runaway Bride" (Paramount), at No. 4 with $9.4 million (24-day total $113.6 mil-
lion); two movies vied for No. 5 for about $7.1 million each, "The Thomas Crown 
Affair" (Metro-Goldwyn-Mayer) with a 17-day total $42.3 million and "The Blair 
Witch Project" (Artisan) with a 40-day total of $120.5 million. The other new releases 
did much worse: "Universal Soldier --The Return" (TriStar), an action movie starring 
Jean-Claude Van Damme, opened at No. 7 with $4.7 million; while the high school 
black comedy "Teaching Mrs. Tingle" (Miramax) opened at No. 10 with $3.5 million. 
A TriStar spokesman said the "Soldier" opening was on par with Van Damme's recent 
releases. The original opened to about $10 million in July 1992 and finished up with 
$36.2 million. A Miramax spokesman declined to comment on "Tingle", which marks 
the feature directing debut of Kevin Williamson, the screenwriter of the "Scream" 
franchise and creator of television's "Dawson's Creek." Rounding out the top 10 were 
Walt Disney Pictures' "Inspector Gadget" at No. 8 with $4.3 million (31-day total 
$83.2 million); and Warner Bros' "Deep Blue Sea" at No. 9 with $3.8 million (26-day 
total $63.7 million). Source: Reuters  
 

The top ten 
• The sixth sense 
• Bow finger 
• Mickey Blue eyes 
• Runaway bride 
• The Blair witch project 
• The Thomas Crown affair 
• Universal soldier – the return 
• Inspector Gadget 
• Deep blue sea 
• Teaching Mrs. Tingle  


