
an you remain ethical 
when a devious rival is 
promoted ahead of you? 
Can you stay civil when a 

cursing driver cuts you off the road? 
Modern life means constant competition. We 
struggle at school for grades and admissions, 
battle at work for markets and money, and 
everywhere strive for status and recognition. 
In this pressure-cooker environment, ob-
sessed by out-of-reach goals and hemmed in 
by potential adversaries, how can we expect 
high moral values, let alone courteous behav-
ior, to survive? Is it even realistic to expect 
ethics to play a key role in everything we do? 
The deterioration of morals and the erosion 
of respect in the contemporary urban world 
impoverish us all. But can we fairly place the 
blame only on the frantic pace and ferocity of 
our day-to-day existence? 

TKFR assembled a few experts from our 
industry to talk about ethics. We asked them a 
fairly simple question – Do we really need eth-
ics in our business? Is the issue even real? Es-
pecially when the spot light is on us to behave 
ethically collectively as an industry? 

We are all familiar with the work National 
Labor Committee (NLC) continues to do by 
highlighting sweatshop conditions in Asia and 
South America by keeping up the pressure and 
taking on large corporate Giants of our industry 
like Kohl's more recently to Wal-Mart, Nike 
and Gap in the past by staging more store pro-
tests and by leasing billboards to illustrate the 
economic disparity between their executives 
and their vendor’s workers. They are best 
known for their campaign against U.S. enter-
tainer Kathie Lee Gifford and Wal-Mart four 
years ago, NLC has also taken on casual ap-
parel retailer Gap Inc., and athletic shoemaker 
Nike Inc. Kohl’s corporation is their most re-
cent target. Vendors are feeling the heat too, 
especially since the pressure is on them to com-
ply ethically with the international standard 
terms of engagement if they want to continue 
working with their long time customers like 
Nike, Gap, Levi’s… 

Omar Dar (Klass Textiles) feels “it’s a good 
thing if it’s implemented in the true spirit. A lot 
of progress has been made already – things 

were never bad to 
begin with but it 
wasn’t a priority 
in the past. I think 
it started back in 
1993. Levi’s was 
the first customer 
who started pay-
ing attention to 
the Terms of en-
gagement (TOE) 
issues. I guess 
because the spot-
light was on them 
to behave more 
ethically by the US media. Things have im-
proved considerably since more attention is 
now being paid to the worker issues. The TOE 
movement should have started from inside, not 
through external pressure. However, the fact is, 
ultimately the workers are benefiting no matter 
where the pressure is coming from. They are 
getting cold water to drink in the summer heat, 
they have better working conditions and pay 
benefits, they 
are getting 
medical atten-
tion on the 
spot and safer 
working envi-
ronment to 
work in. On 
ground these 
things have 
improved. 
There is a need 
to bring it to a 
minimally 
acceptable 
level by the 
whole indus-
try.”  

“I know in a  
perfect world, 
everyone 
would behave ethically, however, in the real 
world if it’s a clash between ethics and the bot-
tom line, most people would choose the bottom 
line – money,” asserts Omar. “It would not 
even be a second priority. It usually comes last 
in most people’s list of priorities. I am not say-
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ing money is the most impor-
tant issue. Ethics do play a role 
too and given a chance most 
people would like to behave 
ethically. However, on a scale, I 
would give ethics thirty percent 
- money would win each time if 
it ever comes to a choice be-
tween the two. After all, we 
are running a business, not a 
charity and earning profit is the name of 
the game. It’s a judgment call. Every 
situation is unique and brings it’s own 
sets of solutions. Sometimes it’s a ques-
tion of ethics and sometimes, it’s a ques-
tion of money. Personally I go for the 
minimum cost factor. “ 

Moiz Farooq (Ammar Textiles) does 
not agree with this view.  “ Ethics is nec-
essary. It’s a way of life. It’s not a com-
modity. Either you are ethical or you are 
not. Lapses do occur. However, as long as 
you achieve an acceptable level of profes-
sional, legal and ethical behavior in daily 
operations consistently, you are ethical. 
For example, I think Levi’s is an ethical 
company. It’s not mere lip service. They 
mean it and it shows. They do not work in 
Middle East due to TOE issues.” 

“If you want to earn money, taking the 
ethical way is more profitable in the long 
run,” comments Moiz. “We sincerely 
believe that at Ammar. Our mission state-
ment is all about ethics – integrity, con-
tinuous learning, leadership, teamwork 
and social responsibility. I personally and 
professionally believe in behaving ethi-
cally. I don’t need to convince or justify 
this attitude…it’s our corporate direction 
and it’s crystal clear. It’s also our short 
term and long-term strategy in crisis man-
agement. It pays to be ethical. No body is 
perfect. But as a policy, ethics play a key 
role in our systems and labor management 
policies. Intensive education at all levels 
gives us strength to implement our mis-
sion statement in routine matters and 
daily operations. I can’t stress enough 
ethics starts from the top. “ 

TKFR was also curious to know if eth-
ics play any role in crisis management 
and in communicating bad news to the 

customers? The responses we 
got were quite mixed.  
Camille Pearson-Walz (Room 
and Board) is not a stranger to 
Pakistan. Through out her di-
verse career, (she used to be a 
product manager for Munsing-
wear's Golf lines - Grand Slam® 

and Munsingwear®, before the 
brands were acquired by Su-
preme International - she has 

been a leather accessory buyer & manu-
facturing specialist for men’s & ladies 
leather outerwear, and before that she 
used to buy leather apparel, now she buys 
furniture), one thing has remained con-
stant, the rules of buying have not 
changed.  "In the business that I am in 
now (furniture) - HONESTY - INTEG-
RITY – TRUST are key to a solid part-
nership", says Camille. " I work for a 
unique company that truly values the ven-
dor. I work with my vendors' daily and in 
partnership along side with our merchan-
dising team to make sure we are commu-
nicating and understanding clearly what 
the bottom line is. I rarely need to ask for 
a discount. I have never asked for freight 
to be prepaid due to a delay…charge 
backs are rare and because of this we are 
not cheated or overcharged on the real 
cost for developing and producing new 
lines."  

“ Sometimes, it’s difficult to be honest 
with the customer and their local agents,” 
says Omar. “Nobody wants to hear bad 
news, especially the buyer’s agents. They 
are not very receptive - the normal reac-
tion is to shoot the messenger. The cus-
tomer’s people are not very technically 
sound and do not understand the manu-
facturing issues. It makes it tough to com-
municate bad news and stay honest. 
Sometimes, the agents do not provide 
vital pieces of information received from 
the customer that could help improve the 
situation. Communication plays a very 
important role in developing customer/
vendor relationship. Timing is also an 
issue. It’s not only ‘how’ you communi-
cate the bad news, ‘when’ is also impor-
tant. It also depends on the working rela-
tionship with that customer. It’ more of a 
judgment call - there is a certain degree of 

manipulation involved since customer’s 
agents need to be handled with care and 
tact when communicating bad news. It’s 
never certain if  they ever tell the cus-
tomer the complete story or the truth gets 
bent out of shape in the telling by the 
agent so it’s a very sensitive issue and 
needs to be handled with extreme care.” 

Camille, on the other hand, is not un-
sympathetic to the manufacturer's issues, 
however, she feels the bottom line is 
achieving effective results and it can only 
be achieved if communications between 
customer and vendor are handled more 
honestly - she comments," Buyer's  (if 
their company will allow the time & $$$) 
need more education as to what goes into 
manufacturing: finding workers, competi-
tion, engineering, supply problems from 
fabric & print sources. This needs to be 
done up front so a buyer understands the 
expectations of each resource. Buyers 
usually don't want to hear excuses. They 
want what the vendor 'promised' up front. 
Buyers need vendors to provide realistic 
costing and delivery date information up 
front and then be as proactive as possible 
to advise delays so they can realign pro-
motions/ advertising. The buyer pays their 
agents to take care of the problems and to 
smooth out the trouble spots so that they 
can spend more time on the 'big picture' 
with more customer focus & development 
on the future. When a vendor or buyer is 
not being realistic & up front then there is 
sure to be disappointment at the end. That 
is where the agents come in.”  

Moiz also concurs with Camille. He 
insists honesty in communication is very 
important, especially if it’s bad news. “ 
Lying does not work long term. The cus-
tomer will find out tomorrow if you lie to 
him today. Creditability is very important 
in communication. Besides, just think 
about it for a minute – if there are ten 
processes in producing a certain product 
for example, and you mess up at stage 
one, if you keep lying to cover up the 
mess; the customer will still find out at 
stage nine or ten. What will you do? Will 
you add on more lies? Things have a way 
of snowballing out of control in such a 
situation. Lying means ending up with the 
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potential egg on your face. It’s 
risky. It could go either way. You 
could end up a hero but chances of 
falling are greater when you are out 
on a limb. It’s better to tell the cus-
tomer the truth upfront. In fact, I 
am quoting from a recent example. 
We messed up in our plan-
ning schedules big time. We 
went to the customer and told 
him up front. The customer was empa-
thetic and helped us by being patient 
while we worked through the planning 
crisis and production. We had to pay the 
price for messing up by airing the goods 
but we kept the customer. We went back 
and redid the planning for next six 
months. The end result, we did such a 
good job, we executed the next quarter’s 
orders by delivering before our deadlines 
and exceeded the customer’s expecta-
tions. We managed the crisis honestly and 
it worked. It pays to be honest in long 
run.” 

Camille, however, agrees with Omar to 
a certain extent by allowing in a little 
creative management in communications, 
she adds in an advice to agents... “ When 
you are managing many resources, maybe 
you should  'pad' (a week or two) the 

dates for shipping so that the 
buyer / customer isn't disap-
pointed with common delays - 
workers didn't show up - fab-
ric did not meet expectations - 
equipment breakdown – 
weather problems, ship could-
n't fit container. Educate as 

much as possible. This 
way a buyer might have a 
clearer understanding that 

there are real and dedicated people, mak-
ing the product and they get sick and have 
problems just like we do and bad things 
happens.... so prepare for it. It would be 
nice if the apparel industry would be dif-
ferent but it has been the way it's been for 
decades.   Buyers, not unlike me, have 
selective hearing, " she says.  "Apparel is 
such a fast paced business and so com-
petitive they are judged more critically on 
did the product deliver on time? Was it 
what we ordered? And did it sell? They 
aren't judged on how well they work with 
a resource or how well they understand 
manufacturing. Bottom line is did they 
contribute to the bottom line in a favor-
able manner? And not necessarily what 
compromises can be taken to insure 
longer-term success.”     

Cindy Boeddeker (Premium wear Inc.) 
puts things in perspective.  “ In my opin-
ion, a buyer needs to be made aware of 
the issues; as chances are they will impact 
the delivery of the product. I believe the 
agent can manage the minor issues that 
will not impact the delivery. I think how-
ever, the buyer should be made aware 
even if it does not impact the delivery- it 
should give the buyer confidence that you 
are managing the production details of 
their orders. I am sure not all buyers think 
alike, some buyers may think that, its 
your job to trouble shoot and manage the 
production details and bottom line hit the 
delivery date...As Premium Wear is a 
manufacturer as well as a sourcer – we 
believe a true partnership includes know-
ing the necessary details - so we can work 
together to resolve issues, or be made 
aware of issues early on, so we can in-
form our customers.”  

Camille adds a last word on corporate 
ethics by commenting, " All parties are in 
business to provide a service/ fulfill a 
want or need for the end user. If each 
party has respect for one another, con-
ducting business would be more fulfilling. 
If you aren't enjoying what you are doing, 
then maybe you should look to do some-
thing else...this isn't brain surgery."  
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Hi there!  
Long time, no hear… I know 
“silence can be deafening.” 

My apologies for the delay & most espe-
cially for not publishing your favorite fea-
ture “FOR ADULTS ONLY” every month 
like clockwork! 

But hey, what the heck, TKFR is back 
with a bang! TKFR will be on time. I will 
repeat this daily about a 100 times so even I 
make a believer of me! Or I’ll die in the 
attempt, so help me God! Amen. 
But seriously, I am getting tired of 
apologizing to the entire world and 
his wife, answering the never ending- “I 
WONDER WHAT HAPPENED TO THE 
GOOD ‘OL “ TKFR” – it was good, do you 
think it closed down?” question. The abso-
lute truth is, finance has been an on going 
issue. I have spent the last twenty months 
trying to recover the outstanding TKFR 
payments. I am publishing a list of TKFR 
‘defaulters’ in the next issue. That’s the last 
bit of free advertising that I am offering. 
You know who you are so please consider 
this your last official notice…Tkfr is not a 
charity publication solely in circulation to 
provide free advertising.  

We are all professionals and we all know 
it takes money to run a business success-
fully. Delivery depends on the cash flow. 
TKFR is also a business, no doubt a small 
scale, service-oriented business in terms of 
profits, but in terms of our reach, we are 
large scale—our objective is providing use-
ful information to all its stakeholders — a 
premier trade magazine, “by the profession-
als for the professionals.” Business unfortu-
nately runs on cash. I feel my time would be 
better spent on more important issues than 
going chasing after money that is owed to 
TKFR. Accordingly, I have revised our 
advertising policy.  

Effective immediately, TKFR will no 
longer offer credit facility to its sponsors. If 
the sponsors do not pay within stipulated 
deadlines, their ads will be slashed and re-
placed with something else—no exceptions! 
Like Omar (Klass Textiles) said in this is-
sue’s top story, “We are running a business, 
not a charity!”  

It’s not been all bad. I do appreciate Klass 
Textiles professionalism. They always make 
prompt payments. Thank you Klass for your 
Klassic Kommitment! (-:  I know it’s time 
to go back to the basics again - swimming 
with sharks and not getting eaten alive. Re-

discovering the simple things in life. We are 
in or we are out. I am talking about commit-
ment here. I have put in too much hard work 
into TKFR to let it slide into oblivion. This 
is the beginning of the new millennium. I 
want to do it right. TKFR is about making a 
difference! It’s about people. And it’s the 
‘only’ real window to your changing world! 
It’s your voice -So help me help you!  

Enough said  – “the show must go on!”  
NOW ABOUT THIS ISSUE…for the 

past year, I have been doing 
nothing except work and study 
our market (from inside out.) 

This issue’s theme is about ETHICS - per-
sonal & business Ethics.  

Why did I choose this particular theme to 
talk about in TKFR? Am I crazy or am I 
seriously planning to spout irritating out of 
date stuff about honesty, trust, integrity, 
truth, justice, blah, blah, blah? Can you 
imagine the nerve of someone trying that 
today, without a trace of irony? No, I’m not 
talking politics or religion– I am talking 
about a people issue-  “us” the 
world citizens at the dawn of a 
new millennium, who don’t 
believe in anything. It used to be easy and 
popular to have values…(a universal code 
of behavior that is common & acceptable to 
all societies). Values are generally unpopu-
lar now - it is much more hip to be cynical 
about the whole thing and selling out early.   
I have come to the conclusion that there are 
only two kinds of people in the world, win-
ners and losers. I am talking about New-
ton’s second law of motion, ” FOR EVERY 
ACTION, THERE IS AN EQUAL AND 
OPPOSITE REACTION.” The paradox of 
our times that nothing stands alone – the 
only way something can exist is if its oppo-
site exists – you know, like black & white, 
positive & negative, the binary code – zero 
& one, the smart & the stupid, the givers & 
the takers, the good & the bad, the honest & 
the dishonest - “One goal, one vision, one 
rule, one decision, one true religion,” thing?   

Seeing everything in black and white is 
considered a sign of youth - seeing & ac-
cepting the various shades of gray is consid-
ered a sign of maturity. As I have grown 
older, I have learnt accepting shades of gray 
is more about selling out - you know letting 
go of your ideals one at a time, learning the 
art of compromise, as we grow older & 
more cynical –Ever heard of the  51/49 
Rule? You still need to draw a line some-

where. You can't have it all. Yes, no, 
maybe. White. Black. Gray. Only three 
choices - and the third choice still forces 
you to keep juggling with the answers till 
you decide either way. “I still haven’t found 
what I am looking for” is fine philosophy 
for a song but when it comes to real life, 
maybe is just a deferred decision. I think 
accepting this reality is actually a sign of 
maturity- not a seesaw response. The trick is 
to reduce life’s hard choices to yes or no 
answers - To be or not to be? Seek clarity. 
Simplify. There is no maybe. There are only 
absolutes. You are alive or you are dead—
you know what I mean? How come, when it 
comes to the most important things in life, 
we accept half measures? I never under-
stood math at school but I did learn this  - 
positive into positive is positive (+/+=+), 
negative into negative is positive, (-/-=+), 
and positive into negative is a cancellation 
(+/- = 0)? Bottom line, may be is not an 
option, you have to choose. When it comes 
down to a choice, why choose dark or twi-

light, when light has all the colors 
of the spectrum anyway? 
 To put things in context, it’s 

more important to do the right thing than to 
do nothing. It’s okay to make mistakes, 
admit them, analyze them and move on. It’s 
not okay to conduct witch hunts or to let the 
innocent take the fall for the mistakes that 
you have made or initiated. Face your mis-
takes squarely in the eye and learn from 
them. It’s okay to take risks and win (and 
lose sometimes). It’s not okay to stagnate in 
mediocrity. It’s not okay to make every-
thing mistake and fool proof. It’s not okay 
to make the rituals and the procedures more 
important than the goals. What doesn’t de-
stroy us only makes us stronger. It’s the 
culture of witch-hunts that is the killer. It 
kills productivity. It kills enthusiasm. It kills 
creativity. It kills innovation & entrepre-
neurship. The only instinct that it does not 
kill is the survival instinct. The office cul-
ture is very important to gauge what works 
over there. Usually, our industry’s corporate 
environment actively encourages the culture 
of politics and flattery to get ahead as op-
posed to being effective and doing the right 
thing. Survival instinct kicks in. When they 
say, it’s a jungle out there – they are not 
kidding. It’s never personal - the hunter/
predator never kills for pleasure – it’s food. 
The lower you are on the food chain, the 
more your chances of getting eaten alive. 

E d i t o r ’ s  n o t e . . . 

Speak Out 

Get Involved 



Only the fit survive. Misfits get eaten. It all 
sounds very primitive but then, man is a 
social animal— and one of his basic needs 
is to conform and to be accepted by his 
peers. I am talking about status, recognition 
and clout. So people who are making the 
rules need to do the right thing. As Moiz 
said in this issue’s top story, “ethics 
start from the top.” WE ALL SUR-
VIVE either way. But there is a right 
way of doing things and there is a 
wrong way of doing things. Both work. I 
believe in the right way of doing things.  

When I started thinking about running a 
story on ethics, I did an informal survey in 
the industry first, speaking to a few people 
and you know what I found? The general 
consensus was that we consider ethical peo-
ple to be a bunch of losers! I disagree. I 
think it takes guts, courage, hard work and 
intelligence to continue doing the right thing 
in face of opposition. I think, ethical people 
are much more interesting of the two - they 
are independent, modern & truly free, pro-
gressive, universal & people-oriented, inno-
vative, creative and deep thinkers, — peo-
ple, who are willing to go on a limb, swim 
against the tide, making the world a better 
place for the rest of us.  

I personally think there are no short cuts 
in life. The shortest distance between two 
points is always a straight line. So don’t 
knock it. Ethics pays. It may not seem to but 
the good guys always win in the end. So 
hang in there. As they say, “every dog has 
his day”. Your turn will come too. Just 
make sure you are one of the good guys 
when it does.  

Celebrate life. Work. Spirit. Creativity. 
Innovation. Team- work. Lead, follow or 
get out of the way. Don’t try to push people 
around. Respect their individuality and ex-
perience. You never know. You may learn 
something new. The corporate culture 
should be about total honesty, integrity and 
transparency – not mind games, politics and 
power play. Nine out of ten times, it’s not. 
The problem usually is only lack of commu-
nication – from the top.  

The management thinks what they are 
doing and what they are saying are two 
separate things. Do as I say, not do as I do 
thing. It takes them ages to figure out what 
the real problem is. The real problem is that 
they forget to communicate with their peo-
ple, besides forgetting actions speak louder 
than words! And then they wonder why 
they are not achieving their corporate goals!  

Ethical conduct not only helps you main-
tain good relations with your customers, and 

protects you from any legal liability; it also 
makes your business a better and more pro-
ductive place to work. If your employees 
see you as a boss who only seeks personal 
gain, with no regard for ethics, they might 
adopt a similar self-centered outlook. In-
stead of acting in the business's best inter-

est, they might be concerned 
only with their own interest, 
perhaps going so far as to steal 
from your business. They might 

reason that the boss doesn't care about any-
one else, so they shouldn't, either. In addi-
tion to losing money or merchandise, you 
might also end up losing good employees. If 
your business becomes one that lacks all 
ethics, those employees to whom ethics are 
important will probably seek employ-
ment elsewhere.  (Trust me, I know what 
I am talking about. I have seen it happen 
so many times that I have lost count. 
Couple of times, I have done it myself - 
walked away from perfectly good jobs 
that I loved precisely for this reason! ) 

An organization run ethically, how-
ever, will attract and retain both employ-
ees and customers, and will ensure that 
all interactions among you, your em-
ployees, your suppliers, and your cus-
tomers are as rewarding as possible. 
Honest, prudent, ethical conduct should 
keep you safe from any kind of legal 
trouble. Even if you do come under in-
vestigation for some reason, you should 
be able to clear yourself if you have 
operated honestly. Unethical behavior, 
on the other hand, leaves you vulnerable.   

DE-CENTRALIZE - learn to be a 
team player and a leader, not the boss, 
who stepped on countless toes to get 
where s/he is today – a salary package to die 
for, stock options a mile high, an exclusive 
private office suite with an executive bath-
room attached and his/her own personal 
parking space! Bottom line, you still lose in 
the long run, if you don’t do the right thing. 
It’s very lonely at the top. You also learn 
the hard way that money is not every thing. 
Character counts too.  

What it all boils down to is this - give 
people enough space to be themselves. Bad 
things happen when the management look 
for clones of them-selves and when they 
don’t find them, set out to mould them into 
shape. It just de-moralizes your people and 
then they start going through the motions 
instead of doing their real jobs. That’s when 
things start really going bad. This is the 
culture of who done-it? Why set yourself up 
for a fall? Long term, you are killing the 

best things that made you successful in the 
first place.  

KILL RED TAPE! SAY No TO Bureauc-
racy. Don’t waste your time on manuals and 
pages and pages of analysis. Keep in touch 
with your customers, vendors and people. It 
will give you a better feel of the situation 
than stacks of reports! Take care of your 
people and your people will take care of 
you. You don’t have to be a rocket scientist 
to figure that one out!  

Pls. don’t write and tell me I have gone 
spiritual on you. No, this is not ranting and 
raving of a disturbed mind – “it finally hap-
pened – I am going slightly mad” thing. I 
have graduated from a hard school called 
experience – it’s a good feeling! You know, 

been there, done that! (-: 
I had this need to SPEAK OUT myself 

because the TKFR’s panel of experts chose 
to express their views ‘only’ on corporate 
ethics in our Top Story, leaving this gap in 
the debate about individual responsibility— 
it needed to be talked about too.  

I hope this edition makes you think about 
the big picture and what you can do indi-
vidually to make a difference! Drop me a 
line sometime, especially if you don’t agree 
with me…I appreciate a good debate!  (-; 
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his issue’s theme is 
about ethics—
personal and business 

ethics. Why did I choose this 
particular theme to talk about in 
TKFR? Am I crazy or am I seriously 
planning to spout those irritating out 
of date stuff about honesty, trust, 
integrity, truth, justice, blah, blah, 
blah? Can you imagine the nerve of 
someone trying that today, without a 
trace of irony?” 

Talk about 



All the world’s a stage! 
B atman Forever  

Then it will happen this way: You 
make the kill, but your pain does-

n't die with Harvey, it grows. So you run 
out into the night to find another face, and 
another, and another, until one terrible 
morning you wake up and realize that 
revenge has become your whole life. And 
you won't know why.  
 

Batman Returns  
It's the so-called normal guys who always 
let you down. Sickos never scare me. At 
least they're committed.  
 
Broken Arrow  
I've never really killed anyone before. I 
mean I've dropped bombs on Baghdad, 
but never face to face. I don't know what 
the big deal is, I really don't. 
 

Con Air  
-Sorry boss, there's only two men I trust. 
One of 'em's me, the other one's not you.  
-Define irony. A bunch of guys dancing 
around on a plane to a song made famous 
by a band who died in a plane crash.  
 
Dead Poets Society  
-Seize the day. Make your lives extraordi-
nary.   
-I choose the road less traveled by and 
that has made all the difference.  
-Most men lead lives of quiet desperation. 
-Sucking the marrow of life does not 
mean chocking on the bone.  
 
Die Hard  
-When Alexander saw the breadth of his 
domain, he wept, for there were no more 
worlds to conquer.  
-Hey, babe, I negotiate million-dollar 
deals for breakfast. I think I can handle 
this Euro trash. Hey! Sprechen sie talk?  
-Alas, your Mr. Takagi did not see it that 
way, so he won't be joining us for the rest 
of his life. 
 
Ferris Bueller's Day Off  

-It's not that I condone 
fascism, or any ism for 
that matter. Ism's in my 
opinion are not good. A 
person should not be-
lieve in an ism, he 
should believe in him-
self. I quote John Len-
non "I do not believe in 
Beatles, I just believe in 
me." A good point there, 
after all he was the wal-
rus. I could be the wal-
rus, I'd still have to bum rides off every-
one.   
-You can't respect someone who kisses 
your *ss. It just doesn't work.  
-It's understanding that makes it possible 
for people like us to tolerate a person like 
yourself.   
-Ferris Bueller, you're my hero.  
-I do have a test today. That wasn't 
bullsh*t. It's European Socialism. I mean 
what's the point. I'm not European. I don't 
plan on being European. So who gives a 
crap if they're socialists. They could be 
fascist anarchists. It still wouldn't change 
the fact that I don't own a car.  
-Life moves pretty fast. If you don't stop 
to look around everyone once in a while, 
you might miss it. 
-The question isn't what are we going to 
do, it's what aren't we going to do.  
-My best friend's sister's boyfriend's 
brother's girlfriend heard from this guy 
who knows this kid who's going with a 
girl who saw Ferris pass-out at 31 Flavors 
last night. I guess it's pretty serious.  
-Look, don't ask me to participate in your 
crap if you don't like the way I do it!  
-It could get wrecked, scratched, stolen, 
breathed on wrong, a pigeon could sh!t on 
it, who knows.  
 
A Few Good Men  
-My men follow orders or people die. 
-I have a greater responsibility than you 
can possibly fathom. You weep for Santi-
ago and curse the marines. You have that 
luxury. You have the luxury of not know-
ing what I know - that Santiago's death 
while tragic probably saved lives. And 
my existence while grotesque and incom-
prehensible to you saves lives. You don't 
want the truth cause deep down in places 
you don't talk about at parties you WANT 

me on that wall! You NEED me on that 
wall!!  
-I eat breakfast 300 yards from 4000 Cu-
bans who are trained to kill me, so don't 
think you can come down here, flash a 
badge and make me nervous.  
 
Field of Dreams  
-At the moment you don't think much of 
it, you know, we just don't recognize the 
most significant moment of our lives. 
Back then I thought, "There'll be other 
days..." I didn't realize that was the only 
day. 
 
Get Shorty  
-You think we watch any of your movies, 
Harry? I've seen better film on teeth.  
-I'm the guy who's telling you the way it 
is.  
-So let me get this straight. You broke in 
again to apologize for breaking in yester-
day?  
-"I'll think about it" means nothing in 
L.A..  
-The point is this: When I say "jump", 
you say "OK", okay?  
-Well, I was scared then, but I'm not 
scared now. How long do you want me to 
be scared?  
-I'm not going to say anymore than I have 
to, if that.  
-I once asked this literary agent what 
writing paid the best, and he said, 
"ransom notes."   



with Panache,  
Anila Q. Agha 

nila 
needs 
no in-

troduction. She 
is one of  the 
most qualified, 
technically 
sound & bril-
liant people our 
industry has 
ever produced.  
She has been and 
continues to be 
many things to many 
people—a designer, 
(all aspects of design, 
from textile & ap-
parel design to 
graphic design to 
furniture design, 
she’s done it all), a 
teacher (NCA & 
Pakistan School of 
Fashion Design), a 
sweater designer 
turned product man-
ager (Ammar Tex-
tiles, Nabila Enter-
prises), merchandiser 
turned brand man-
ager (Levis). She is 
also technically 
qualified to grade 

specs, make and correct a pattern, and stitch a mean garment, 
not to mention she understands the knitting structures from 
one end of machine to the other!  

Anila moved to USA this year. Currently she lives and 
works in Dallas.  

 
Anila can be reached  
at : anilaagha@hotmail.com 
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uccessful managers are assertive man-
agers. Assertive managers not only 
know how to communicate their needs, 
but they do it in a way that gets results 

and earns them respect. Here are six of the best 
tips for improving your assertiveness skills:  
• Choose the right time. Imagine you're charging 

down the hall, late for a meeting. Sally passes by. You call 
out: "Can you have the Johnston project out by Friday?" 
Because you haven't reserved a special time to bring up the 
issue, Sally has no reason to think your request is a top pri-
ority.  

• Choose the right place. A closed, private space is best 
when discussing major issues or criticizing job perform-
ance. Also use neutral locations. Example: A meeting room 
rather than your office. A neutral location lets you exit 
should the person become angry.  

• Be direct. Example: "Sally, I need you to work overtime 
on the Johnston project." Whether or not Sally likes your 
request, she respects you for not beating around the bush. 
Use "I" statements, not "we." Don't say: "We need the pro-

ject by Friday." Say instead: "I need you to finish this 
project by Friday." "I" statements let Sally know 
who's in charge. Avoid this trick: "Sally, could you 
work overtime on the Johnston project?" This ques-
tion shifts responsibility for the decision from your 
shoulders to Sally. 
• Be specific. Don't say: "Put a rush on the 

Johnston project." Instead: "I need the Johnston project fin-
ished and on my desk by 8 a.m. Friday morning."  

• Use body language to back up your words. "Sally, I 
need that report Friday morning," is assertive enough. But if 
you mumble this statement while staring dumbly at the 
floor, you take the punch from your words. 

• Confirm your request. You know of one manager who 
asks the staff to take notes at meetings. When a meeting 
ends, she asks the employee to repeat back to her the specif-
ics of her request. This tactic minimizes miscommunication. 
Another tactic is to follow up with a written memo. Not 
only will a memo summarize the particulars of your meet-
ing, but the written word tends to carry more weight than 
the spoken word.    

6 POINTERS ON HOW TO CULTIVATE YOUR ASSERTIVENESS SKILLS  

U.S. Claims Child Labor Not a 
Problem in Cambodian Garment 
Industry—a Reuters article reports that a 
U.S. Labor Department official said child 
labor was not a major problem in Cambodia, 
despite a controversy over a television docu-
mentary showing underage workers at a Nike 
factory there. The article quotes       Andrew 
Samet, deputy under secretary of internal 
affairs, as saying that there might be "episodic 
issues," but no basis to believe child labor is a 
significant problem, while questions of over-
time, forced overtime, effective compensa-
tion, factory conditions, and rights of trade 
unions are more serious 
issues.  (Reuters Pub 10/26/00)  

C ambodian labor inspectors have also 
cleared the garment  factory of wrong-

doing after a row with US retailers Nike and 
Gap over child labor allegations. Both the big 
brand names have pulled the plug on sizeable 
contracts with June Textiles Co. Ltd., one of 
the country's largest  garment  makers, fol-
lowing media reports that a 14-year-old girl 
was employed there. "After learning about 
the case of Miss Sun Thyda, a worker at June 
Textiles  in Phnom Penh, the ministry imme-

diately sent our 
inspection officers 
to investigate the 
case," a Ministry of 

Labor statement said. "Officials met in per-
son with Miss Sun Thyda and went to her 
village ... The  authorities from the village, 
commune and district, and her papers all 
confirmed that Miss Sun Thyda was born on 
April 8, 1982." 
The row has centered on a young female 
worker interviewed by the British Broadcast-
ing Corporation (BBC) for a documentary on 
child labor in Cambodia which aired in Octo-
ber. Nike and Gap cancelled their contracts 
after agreeing to cooperate with the BBC 
investigation. The girl, under pressure from 
unions here, has since changed her mind and 
now says she is 18-years-old and lied in telling 
the BBC she was 14 
because they gave 
her 10 dollars - a 
week's wages-  for 
the interview. 
The BBC asserted  
it would go ahead 
with the broadcast 
of the story despite 
threats by the Cam-
bodian Union Fed-
eration to sue over 
the content of the 
"Panorama" docu-

mentary. "We are very pleased with the evi-
dence that we've got," said BBC publicity 
manager Jennifer Press, adding that the pro-
gramme would air in Britain as scheduled on 
October 15. 
She admitted "a small amount of money" had 
been given to the girl after filming as com-
pensation for time spent doing the interview. 
Chuon Mom Thol, president of the Cambo-
dian union, told a press conference in 
Phnom Penh as many as 3000 workers may 
lose their jobs if the Nike and Gap contracts 
are not reinstated. 
An investigator from  Nike spent a week in 
Phnom Penh, but refused to comment to the 
media.  

Corporate Ethics: the other side of the Coin 
Nike under fire 

N ike pulls Cambodia textile deal 
on child labor— PHNOM PENH, Oct 3 

(Reuters) - Nike Inc. said on Tuesday it cancelled a contract with a Cam-
bodian garment factory because it employed an underage worker, violat-
ing the U.S. sportswear giant's code of conduct. ``We pulled an order 
with the factory on the basis of underage labor,'' Yvonne Iwaniuk, Nike 
U.K.'s head of corporate communications, told Reuters by telephone 
from London. ``It was a breach of our code of conduct ... We don't tol-
erate underage labor at all,'' she said, defining underage as younger than 

(Continued on page 9) 
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W ho can imagine a life 
without denim? The 
popularity of the fabric may 

have started in the gold mines of California 
in the mid 1800’s, but jeans fever has spread 
all over the world since then. What began 
life, as a utilitarian cloth 
made to withstand hard 
labor is now a fashion 
statement.  

Denim is among the 
most versatile of fabrics. It 
can be unwashed and 
dark, or stonewashed to a 
lighter shade. It can be 
one of the many other 
colors than indigo blue, 
especially black or white. 
It can be open-end spun 
or, for a softer and 
stronger hand, ring spun. 
It can be woven as right-hand twill as it has 
been historically, or as left-handed twill for 
a softer fabric, or as broken twill, which is 
used by Wrangler. 

Denim, as the fabric we know today, 
started out as one of two fabrics used by 
Levi Strauss in the 1850’s for work clothes. 
However, the denim for the waist-high over-
alls, the old name for jeans, came from the 
Amoskeag mfg. Co., in Manchester, N.H. 
The company, which shut its doors on Dec. 
31, 1935, started making denim fabrics in 
the mid 1860s. 

When Levi Strauss and his partner, Jacob 
Davis (inventor of riveted apparel), started 
making copper-riveted waist-high overalls, 
they used a brown cotton duck fabric and 
denim. By the turn of the century, denim 
was winning out over the duck because it 
was a stronger fabric and was more comfort-
able – and became even more comfortable 
after washing. 

Over the century, fashion trends have been 
a lot like waves, rising and falling with the 
tides of popular interest. But in all the com-
ing and going, one thing has remained a 
constant in the American wardrobe – blue 
jeans. After Levi Strauss, the next big player 
in the history of denim was H.D. Lee, an 
investor from Vermont who sewed together 
jackets and dungarees for his chauffeur, who 
was tired of cleaning his uniform. Hence the 
beginning of the Lee Union-All, a one-piece 
denim work-wear garment. In 1917, the U.S. 

Army contracted Lee to make as many Un-
ion-Alls as possible for official fatigues. 
Lee’s motto became “The jeans that built 
America.”  

In 1922, the reputation of jeans as work-
wear was made official with the founding of 
Williamson-Dickie Co., a denim company 
that made jeans specifically for the working-
class American. 

Jeans weren’t only the uniform of blue- 
collar workers. They were also the uniform 
of the American cowboy. In the 1940s a 
company called Wrangler began making 
jeans especially for cowboys. But it was not 
until the 1950s that jeans became a fashion 
commodity, largely due to Hollywood icons 
like Marlon Brando and James Dean. These 
cool, rebellious actors represented a break-
ing-away from social constraints, and young 
wannabes across the country copied their 
casual jeans and T-shirt look.  

By the 1960s, jeans were moving closer to 
the fashion market. With the country in po-
litical and social upheaval, jeans were the 
chosen apparel for young people protesting 
the war in Vietnam or celebrating at Wood-
stock. The 60s also marked the opening of 
America’s first jeans retailer-turned manu-
facturer; the Gap. Founded in 1969 by Don-
ald Fisher; the Gap originally sold only 
Levi’s. When it finally launched its own 
private jeans label in 1974, denim grew to 
98 percent of the company sales. It wasn’t 
until 1991 that Levi’s were dropped entirely 
from the Gap’s jeans offering.  

In the late 1970’s, jeans sales reached an 
all-time high. Responding to a consumer 
demand for denim, designers began signa-
ture jeans. Despite the fact that his Calvin 
Klein cost 50 percent more than Levi’s, 
consumers bought 200,000 pairs the first 
week the jeans were on the market. 

By 1980 a whole list of players joined the 
designer jeans market. Guess, a hot line 
founded by the French-born Marciano broth-
ers in 1982, was one of the first to pioneer 
stonewashing in its line of jeans. Marithe 
and Francois Girbaud were among the first 
jeans makers to experiment with bleaching. 
The 90’s saw a whole new designer denim 
decade, as Polo, DKNY, Tommy Hilfiger 
and Kenneth Cole all spawned jeans collec-
tions.   
     

Fact File—Denim 

And the story continues... 16. She said the contract was cancelled 
three days ago.  
Beaverton, Oregon-based Nike had already 
put the factory, June Textiles Co. Ltd., on 
probation last month for excessive over-
time, Iwaniuk said.  
A BBC television crew filming a documen-
tary informed Nike that the factory em-
ployed underage workers, prompting fur-
ther investigation, Iwaniuk said.  
She did not know the exact age of the girl. 
The contract constituted nine percent of 
June Textiles' total business, Iwaniuk said. 
She was unable to give the exact value of 
the deal.  
Challenged by labor and human rights ac-
tivists, Nike has acknowledged that some 
of its thousands of contract shoe and ap-
parel workers, mostly in Third World na-
tions, are underpaid, or work in unsafe 
factories and has vowed to improve work 
conditions.  
In the last three years, Nike has terminated 
contracts with at least 10 factories violating 
its labor standards, according to spokesman 
Vada Manager.  
``Obviously, we like to use the carrot with 
our contract factories, but we are not afraid 
to use the stick when certain standards are 
not met,'' Manager said.  
A spokeswoman for the BBC in London 
declined to comment on the story until the 
documentary was aired later this month. 
June Textiles officials could not be reached 
for comment, but the chairman of the Gar-
ment Manufacturers Association in Cam-
bodia said the factory did not knowingly 
employ underage workers. ``The factory 
has carried out an investigation to see if 
there was any misrepresentation by the 
workers,'' Van Sou Ieng said.  ``All employ-
ees have official documentation verifying 
they are over 18,'' he said. ``There is no 
need to use underage workers because 
there are so many workers available...If 
they cheat us, we want to know,'' he added.  
An official at the manufacturers association 
told Reuters that the factory, a joint Singa-
porean-Malaysian venture, employed 3,700 
workers.  
Nike first entered Cambodia in 1998 and 
maintains a contract with another garment 
factory in Phnom Penh, Iwaniuk said.  
Garments are Cambodia's largest source of 
foreign exchange, with 178 factories 
employing more than 100,000 workers.  

(Continued from page 8) 
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K amtex International is 
an exclusive yarn 
agency for Shadman 

Cotton Mills Ltd. Shoaib A. 
Kamboh is the Director of 
Kamtex International. He has 
ten years marketing experience in the 
field of special yarns. He started his 
career from Sapphire Group. In '96, 
he moved to Nafees Cotton Mills 
Ltd. He practically single handedly 
put the mills on the map. In '99, he 
started his own company Kamtex Interna-
tional. His first customer was Nafees Cot-
ton Mills Ltd. Nafees Cotton Mills Ltd is a 
division of Nafees Group of Pakistan, a 
multinational and one of the oldest textile 
groups in Pakistan. The contract expired a 
few days ago. Now, he is an exclusive agent 
for Shadman Cotton Mills Ltd. 
Shadman Cotton Mills Ltd. is a big group - 
Shadman Cotton Mills Ltd unit one is lo-
cated in Kotri Hyderabad. It was estab-
lished in 1984 and has 18192 spindles' Ca-
pacity. Shadman Cotton Mills Ltd unit 2 is 
located in Sheikhupura, it was established 
in 1991 and has a capacity of 19152 spin-
dles. Shadman Cotton Mills Ltd. Unit 3 was 
established in 1993 in Sheikhupura and has 
the spindles' capacity of 24192. Unit 4 is 
called Nadeem Textile Mills Ltd, it was 
established in 1989 in Dadu and has 22,176 
spindles' capacity. Shadman group is one of 
the leading groups of Pakistan spinning 
industry - they take pride in maintaining the 
largest yarn twisting and doubling facility in 
the country. The group is currently produc-
ing specialized single and double yarns, 
NE16 to NE50 carded/combed in 100% 
cotton and in blends of polyester cotton, 
polyester-viscose, polyester-acrylic and 
acrylic-viscose. All counts are produced 
both for knitting and weaving applications. 
In contamination free attribute - carded 
and combed yarns are produced from supe-
rior cotton. A-Grade Australian Cotton is 
also being imported to add value to their 
spinning products. 
 “Shadman Cotton Mills Ltd Unit # 3 is a 
vertical unit specializing in specialized 
yarns. There are three divisions with in the 
mill-Cotton Mélange, Acrylic Mélange and 
synthetic blends. The Mélange production 
was launched back in Oct '99," comments 
Shoaib. "The rest is history. Right now, we 

are running on optimum ca-
pacity. We are one of the 
newest & youngest suppliers 
of mélange, and synthetic 
blended yarns in the market, 
yet we have succeeded in 
capturing the market. Our 
strength is our flexibility in 
moving with the global 
trends. We take pride in be-
ing the trendsetters. You 
could call us the yarn special-

ists, especially of blended & synthetic yarns. 
Our range of products include 100% cot-
ton mélanges, 100% viscose mélanges, 
100% 
Polyester mélanges, 100% Acrylic mélanges 
we also supply man-made synthetic yarns - 
viscose, Rayon, Modale, Polynosic, Ramie 
and Nylon, " says Shoaib. 
 "Our best seller continues to be synthet-
ics," declares Shoaib. "There is no color 
limitation - Shadman Cotton Mills Ltd. is a 
Vertical spinning unit having two small 
knitting machines in the mills to guarantee 
100% color matching based on the color 
standards provided by the customers. We 
do not submit any colors for approval with 
out checking them first. We can develop 
and submit a new shade for approval 
within 36 hours. We are fully equipped to 
handle all kinds of product demands. Our 
lead-times are short - there are no mini-
mums for a new color. We also ensure 
product confidentiality - at a time, we stock 
10 kinds of counts, thirty to forty different 
colors, and we have process control to 
keep track, " asserts Shoaib.  " Our target 
was to achieve a single shade within a sea-
son and minimize lot-to-lot variations – I 
think it's a big achievement on our part. It 
helps if the customer gives us a projected 
demand, it makes it easier to meet their 
needs, we can stock up on our synthetic 
fibers, as they have to be imported. It also 
makes it easier to plan ahead if the custom-
ers talk to us in the beginning of their sea-
sons. We can ensure the lead-times and 
deliveries," affirms Shoaib. 
  " We are more focused on knit specific 
items; however, we can work with the 
woven garment manufacturers. There are 
always new developments in the works - 
There's a lot of demand for man-made 
fibers. There are no indigenous facilities 

available - we rely more on import. How-
ever, Acrylic fiber production has started 
domestically. Polynosic, Cotton/Modale 
fibers are highly in demand - I predict Cot-
ton/Rayon & Cotton/Polyester blends as 
the next big hit. There is a need to research 
the finishing routes for the synthetic fibers, 
more work needs to be done - heat setting 
and singeing processes need to be thor-
oughly investigated. Globally, there is a 
high demand for man-made fibers. We are 
not taking advantage of this trend. Angora 
Textile and Comfort Knitwear are the only 
factories in Lahore willing to work and 
invest in this area," says Shoaib. 
" I think the vendors need to aggressively 
pursue 
trends - 
they need 
to change 
their strat-
egy. We 
need to 
look for 
new areas 
to special-
ize, we 
need to 
take risks 
and experi-
ment and 
we need to 
be flexible. We should not rely only on 
cotton - we need to explore the synthetic 
market. We can provide more competitive 
prices. Cotton business has become a 
tough business. We need to bid real sharp 
prices for us to compete in the global mar-
ket place. We should also think about the 
global free trade economy - 2005 will be 
quota free, we need to diversify," asserts 
Shoaib. 
Shadman Cotton Mills Ltd is working with 
all the major customers in the market -   " 
We are not your average spinning mill - 
people come to us if they need specialized 
yarns. We are the specialists," remarks 
Shoaib smilingly.   

Kamtex International  
Mobile : 0300-450567 

Tel: 92-42-530 3232, 530 3242 
Fax: 92-42– 530 3243 

Email: kamboh@lhr.comsats.net.pk 

Cover Story 

The Yarn Specialists—Kamtex International 

Shoaib A. Kamboh,  
Director Kamtex Int’l 

‘W e are not 
your average 
spinning mill 

- people come to us if they 
need specialized yarns. We 
are the specialists," remarks 
Shoaib smilingly.  
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or Adults only 
Lahore - Hey, I am back! You 
know Mystique? Your favorite sto-
ryteller this side of River Ravi. Well, 

what should I tell you first - the tall tales or 
the short tales? There are tales and then there 
are tails... There's been a lot happening in the 
past few weeks - a full action thriller.  

Still waters run deep. His royal cranki-
ness has been going through a lot of trials 
and tribulations the past few months. He is 
good, but not that good...tsk, tsk, he appar-
ently didn't know the first rule of holes. Stop 
digging when you are in one! It all started 
with his playing favorites with his vendors. 
The out of favor factory went and told tales 
on him to the HQ. Our rumor mill started 
churning out major productions after that, 
really incredible stuff, like I can't mention... all 
very hush, hush and classified... my advice, 
get real. It takes millions to do the stuff he is 
credited with, besides, how can it be hush, 
hush if everyone knows what he is up to all 
the time? Talk about living in a fish bowl. 
Give him a break guys! (You are just spoiling 
my fun - How can I take a swipe at him if he 
is already down?)  

Speaking of fun, his crankiness has been 
trying to get rid of the ‘thorn’ in his side ever 
since he inherited his kingdom. Well, as they 
say absolute power corrupts absolutely. He 
started suffering from ' the Emperor has no 
clothes' syndrome. He thought he needed the 
thorn like a fish needs a bicycle. He thought 
wrong. The thorn is back like a bad case of 
“The Terminator 2” or is it “Die Hard with a 
vengeance?” Not only is he back, he is back 
with a big bang! OOOH! HIS CRANKI-
NESS MUST BE REALLY ANGRY NOW! 
(It’s almost too easy, isn’t it? I should be 
ashamed of myself. But hey, picking on his 
highness isn’t a self-esteem booster. It’s com-
mon courtesy.)  

The thorn...umm, Arif Noor (AMC of 
then) joined AMC of now this October. The 
president came down here especially to intro-
duce Arif  & to explain his unique role in 
AMC to the staff & vendors. Shireen Shafiq 
(Matrix) ended up with the egg on her 
face...she had been moving quietly behind the 
scenes trying to acquire Arif 's expertise for 
'free,' make him give up his yarn business, 
confine him in a binding contract and make 
him rescue her Q.A department at the same 
time. The minute she heard the news that 
Arif had got his old job back, she was on the 
phone, offering her congratulations &  to 
officially welcome him back in her personal 
listing of five best friends she needs to recog-
nize, cultivate, watch and isolate from a cer-

tain lady in New York. With friends like her, 
who needs enemies?   

Speaking of enemies, Omar Khan 
(Nabila- ITS) has left ITS to start his own 
business. A 'friend' went and carried tales on 
him. Beware of the tale (or is it tail?) of the 
Friend. You never know, where she might 
strike next. She moves in mysterious ways. 
She is worse than nemesis! She may be right 
behind you as we speak, posing as your ‘best 
friend’. Farrah Salahuddin (Matrix) is an-
other case in point for the theory I am in the 
process of forming – the theory of the best 
friend. She ended up being the victim of her 
best friend at work also. I plan to do a thesis 
on this phenomenon... I’ll call it “The tale of 
the two best friends,” with a sub title, “Et 
tu Brutus?” I know, I know, the original idea 
is stolen from history of Julius Ceaser but 
what the heck; it’s all been done before. At 
least, give me credit for stealing from the 
best! It’s sure to be a best seller!  

Speaking of changes at the work place, 
Bobby (Warnaco) has also started his own 
business—Alpha Sourcing. This was a 
shocker for the industry. Another shocker is 
the tale of the latest merger or is it acquisition 
of Colby Int’l? Li & Fung acquired Colby 
Int’l on November 9th in a deal. L&F said 
following the acquisition, the Colby Group 
will focus on the department store customers 
of the enlarged group. It said Colby Group's 
existing operations will be retained but “Li & 
Fung will conduct a review of its operations 
to identify possible streamlining of the entire 
enlarged group's operations”. In other news, 
Shujat Ali  (Sarah) has joined Prophecy. Be-
lal Ghauri (Sarah) has joined Style Enter-
prises. Sadia Mehmood (Sarah) has joined 
Teefau. M. Murtaza (Iram) has jointed Com-
fort Knitwear. Atif Riaz (Knit Textiles) has 
joined the Gap. Moaz (Shahkam) has joined 
and left Miansons. Aynur Masood 
(Highnoon) has left for personal reasons. 
Nadeem Anwar (Miansons) has joined 
Amira Textiles. Asif Sheikh (ITS) has also 
left. Farrah (AMC) has joined ITS. Ali 
(AMC) has bought his first car – a Suzuki 
Baleno.  

K2 is even better than the real thing, that 
is, Klass Textiles. K2 is a beautiful factory. 
State of the art machines, real high tech stuff. 
All buyers are clamoring for space in K2. 
However, it is already booked with Kohl’s.  

Many U.S visitors were in town this 
season. Joanne Bies (Tommy Jeans), a Mr. 
Howard (Perry Ellis), PVH buying team, the 
global sourcing head of Nike, David Levy 
(Kohl’s) and many others... They came, they 
saw, they did business and they left - no big 
deal. There was a bit of excitement generated 

with the Nike visit though...I heard through 
the grapevine, Nike is contemplating opening 
up their own outlets in Pakistan and are 
working with their lawyers to stop any illegal 
sale of their goods. They visited a couple of 
'factory' outlets that sell Nike apparel. One 
shop was carrying the latest Nike apparel; the 
designs were so new that they were still under 
production!  

Now, on to a more serious note, busi-
ness is steady & rising in Pakistan...our per-
formance indicator of course is the quota 
utilization report. The hottest selling catego-
ries right now are in apparel:  338 (84.14%), 
351/651 (84.14%), 339 (81.89 %), 647/648 
(81.51%), 347/ 348 (78.22%). We are doing 
well in the home textiles quota categories too:  
360 (75.54%), 361 (74.71 %), 666 P (74.78%), 
666S (73.20%), and 363 (72.90%). A lot has 
been happening in US of A. They are in the 
middle of elections. That’s another story! The 
economy ‘is’ booming. We’ve been hearing 
reports of record-breaking sales every quarter 
but suddenly things have changed—the last 
couple of quarters have been tough on the 
retailers. A gradual decline in profits...Gap 
reported same store sales fell 8% for the 
month of September. Warnaco will take a 
third-quarter charge up to $60 million and 
expects to post operating losses, before 
charges and gains, in the third quarter and 
fiscal year 2000 because of slumping sales. 
The good news is that it has also secured $2.5 
billion credit extension. Jeans maker Levi 
Strauss & Co. also reported a loss, third 
quarter sales fell 8 percent from last year, but 
company executives hailed the figure as a sign 
the company was actually stemming the sales 
declines that have plagued it in recent years. 
The nation's biggest retailers reported im-
proved sales for September, but analysts are 
still wondering how the holiday season will 
play out. Merchants continue to be plagued 
by a slowdown in consumer spending, higher 
prices at the gas pump and shoppers' aversion 
to the current fashions - a disquieting combi-
nation with the holidays approaching. The 
season ``won't be a disaster, but it won't be as 
good as last year. It's going to be very spotty,'' 
said Michael Niemira, vice president of the 
Bank of Tokyo-Mitsubishi, Ltd., predicting 
that sales in November and December will 
probably be up 4 percent, the lowest since 
1996.  By Mystique.  



Affirmation 
I believe the sun should never set upon an argument 
I believe we place our happiness in other people's hands 
I believe that junk food tastes so good because it's bad for you 
I believe your parents did the best job they knew how to do 
I believe that beauty magazines promote low self- esteem 
I believe I'm loved when I'm completely by myself alone 
I believe in karma, what you give is what you get returned 
I believe you can't appreciate real love until you've been burned 
I believe the grass is no more greener on the other side 
I believe you don't know what you've got until you've said goodbye 
I believe you can't control or choose your sexuality 
I believe that trust is more important than monogamy 
I believe your most attractive features are your heart and soul 
I believe that family is worth more than money or gold 
I believe the struggle for financial freedom is unfair 
I believe the only ones who disagree are millionaires 
I believe in karma, what you give is what you get returned 
I believe you can't appreciate real love until you've been burned 
I believe the grass is no more greener on the other side 
I believe you don't know what you've got until you've said goodbye 
I believe forgiveness is the key to your unhappiness 
I believe that wedded bliss negates the need to be undressed 
I believe that God does not endorse TV evangelists 
I believe in love surviving death into eternity 
I believe in karma, what you give is what you get returned 
I believe you can't appreciate real love until you've been burned 
I believe the grass is no more greener on the other side 
I believe you don't know what you've got until you've said goodbye 

song by Savage Garden 

 TKFR X-TRA. TKFR X-TRA. TKFR X-TRA.TKFR X-TRA. TKFR X-TRA. TKFR X-TRA. TKFR 

From the book 
shelf...   
 

THE STARFISH 
" One day a man was walking along the beach 
when he noticed a figure in the distance.  
As he got closer he realized the figure was that of a boy 
picking something up and gently throwing it into the ocean. 
Approaching the boy, he asked, "What are you doing?" 
The youth replied, "Throwing starfish in the ocean.  
The sun is up and the tide is going out. If I don't throw them in, 
they will die." "Son," the man said, "Don't you realize  
There are miles and miles of beach and hundreds of starfish?  
You can't possibly make a difference!" 
After listening politely, the boy bent down, 
Picked up another starfish, And threw it into the surf. 
Then smiling at the man, he said,  
I MADE A DIFFERENCE FOR THAT ONE!" 
 

--- Author Unknown  

Music  Top  
10 Singles 

• MUSIC - Madonna. Maverick. 
• DOESN'T REALLY MAT-

TER - Janet. Def Soul. 
• JUMPIN, JUMPIN - Destiny's 

Child. Columbia. 
• BENT - Matchbox Twenty. 

Lava. 
• INCOMPLETE - Sisqo. 

Dragon/Def Soul. 

• KRYPTONITE - 3 Doors 
Down. Republic. 

• COUNTRY GRAMMAR - 
Nelly. Fo' Reel. 

• I WANNA KNOW - Joe. Jive. 
• COME ON OVER BABY 

(ALL I WANT IS YOU) - 
Christina Aguilera. RCA. 

• NO MORE - Ruff Endz. 
Epic.  

"  I have to live 
with myself 
and so I have 

to be fit for myself to 
know. I want to be able, as 
days go by, always to look my-
self straight in the eye. 
I don't want to stand with the 
setting sun, and hate myself for 
the things I've done." 
--- Author Unknown  
 
The real measure of your 
wealth is how much you'd be 
worth, if you lost all your 
money." 
--- Unknown  
 

" Victory is what happens, 
when ten thousand hours 
of training, meet up with 
one moment of opportu-

nity." 
--- Author Unknown  
 
Life is like climbing a mountain 
during a blizzard. You climb 
and climb, and the wind blows 
harder and harder. Just when 
you think you've reached the 
top, you see another ledge. 
When you reach the top, the 
glory is yours, then you realize, 
You were climbing the wrong 
mountain." 
--- Kevin R. Hutson  

W h o  s a i d  t h a t ? ! 

W eekend 
Box of-

fice for Sep. 15 - 
Sep. 17, 2000    
 

• The Watcher 
• Bait      
• Bring It On  
• Nurse Betty  
• Space Cowboys 
• The Cell 

• What Lies Beneath 
• Almost Famous 
• Scary Movie 
• Duets  

Source: AP  

Movies  


