
ahore May 28th – 
Pakistan just did a 
nuclear test. It was not 
a complete surprise. 

The signs were there. CNN has 
been predicting that Thursday 
would be the day we will go 
ahead and do the test. TKFR had 
been expecting a test any min-
ute. In anticipation, we made 
some calls. Colby’s Khurram 
Qaiser wasn’t expecting any 
nuclear test.  In fact, he was 
confident that even if Pakistan 
did go ahead, we would not get 
any sanctions. “ If that happens, 
the Textile industry would go 
bust! There will be a financial 
crisis. Pakistan’s major exports 
are textiles’ based. Our biggest 
customer is USA – this could 
cause huge problems. Middle 
East is next door and cheaper. 
However, sanctions have not 
made a direct impact on India. 
Couple of our orders have just 
been placed there!” Azfar Has-
san (Nabila-Abs) could not be 
reached for Comment since he 
had some buyers in town. 
By that evening, Pakistan had 
tested five nukes. By Saturday, 
we had done another one. The 
world was busy “deploring” and 
“condemning” Pakistan’s ac-
tions. Sanctions had been im-
posed by America.  India had 
stopped shouting abuses, threat-
ening Pakistan over the Kashmir 
dispute.  

So what would be the impact of 
the sanctions after the event? In 
a follow-up comment, Khurram 
felt that it would not be so bad. “ 
Private sector will not be the 
worst hit. The impact will be 
indirect. We will suffer because 
our government would be suf-
fering over the lack of funds.” 
TKFR wanted to know what 
the vendors were doing to 
counter this  fresh threat to our 
business. We made another set 
of calls. Many vendors re-
frained from comment on the 
grounds that it was too soon to 
make a prediction on the com-
ing events. Situation would be 
clearer in the next couple of 
weeks. (TKFR will be carrying 
a story on the impact from 
vendor’s perspective in the 
next issue.) However, we have 
a couple of theories anyway – 
these are totally pessimistic in 
nature because TKFR is a firm 
believer in Murphy’s law – “If 
anything can go wrong, it will.” 
Inflation will cause the utilities’ 
bills to rocket, which will im-
pact the prices; life styles will 
take a major hit as far as ordi-
nary workers are concerned. 
General unrest. 
The government may have to 
devalue the rupee in about six to 
eight months. 
Inexperienced vendors in their 
mad scramble to make a buck 
may raise their prices. 

Buyers will consider Pakistan 
and India high-risk countries 
and may not place their core 
runs with the vendors. 
Vendors may have to chase after 
value-added orders; relative 
inexperience in this area may 
cause the market to have some 
quality & delivery issues. Not 

all vendors have the experience 
to deal with value-added fancier 
items with shorter lead-times 
and smaller quantities. Only 
long established vendors might 
be able to deal with this as they 
have gone through the necessary 
learning curve. 
Pakistan may lose some lucra-
tive orders to other Asian giants 
who are going through an eco-
nomic crunch too. However, 
they have an edge on us. Their 
countries are relatively stable 
except for Indonesia. (Times and 
Newsweek are calling Lahore 

(Continued on page 9) 

Sanctions - worse case scenario 

Shape up or ship out!  
The buyers are coming 
down hard on vendors 
labor practices and en-
vironment protection 
responsibility! 

 
This is a follow-up story to a 
survey conducted in the issue of 
TKFR December’95 on the sub-
ject of “Child labor, work con-
ditions and pollution, a vendor’s 
stance.” The Editor.  
 

ahore – Child labor 
was not an issue as far 
back as December’95 
in this market.  How-

ever, environment was a major 
cause of concern then and now. 
We found very little buyer pres-
sure on the vendors back in ‘95. 
Levi’s was the only pro-active 
buyer back in those days, insist-
ing the vendors had to get water 
effluent treatment plants. One 
obvious change now, all buyers 
are actively demanding that the 
vendors comply with their ven-

dor codes of conduct. All buyers 
have the following common 
agenda –  
 the rights of the workers 

are protected, the manage-
ment does not exploit them 
in any form, they have a 
safe, clean work environ-
ment. 

 And the emphasis is on 
environmental safety for 
the whole community.     

December’95 survey was based 
(Continued on page 9) 
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Job lots – the real story?  
 By Clark Kent 

t’s been a hot topic – every 
body is talking about the 
job lots’. Especially, since 
many buyers have ex-

pressed their concern on the 
issue. One local buying agent 
issued a memo of warning a 
couple of months ago on the 
subject to their employees and 
vendors. The government seems 
to share the buyers concern on 
counterfeit merchandise being 
shipped. It issued a circular ad-
vising all exporters that they will 
not be allowed to ship any mer-
chandise, without a letter issued 
by their customers, confirming 
that the merchandise being 
shipped belongs to them! This 
letter is supposed to have all their 
style numbers marked on it and 
has to be valid till December 
1998. The local customs will 
know exactly what’s shipped and 
when, as they intend to keep a 
copy of the letter and will audit 
the shipping documentation and 
the merchandise accordingly.   
A reliable source told TKFR,  
“there is a guy in Green Town - 
Lahore who produces counterfeit 
merchandise of Chaps Ralph 
Lauren and Calvin Klein among 
others and exports these to a 
Karachi party who in turn ex-
ports these to Scandinavian 
countries.” 
So TKFR tapped a Karachi con-
tact for more information. “ 
There are two types of job lots. 
Most merchandise is branded and 
registered in the USA. There are 
some factories that have contacts 
in European countries that can 
get them a deal for these regis-
tered brands. Obviously these 
brands can’t be sold in USA. 
Then there are other job lots – 
these are sold in the domestic 
market. However, since the ven-
dors do not investigate what 
happens to their merchandise 
after the sale, it doesn’t necessar-
ily mean that these lots are meant 
for the domestic market. There 
are no guarantees. It’s big busi-
ness in Karachi. And the circular 
from the government will not 
stop it.” 
TKFR also checked with a cou-
ple of buyers on the subject. “ 
We don’t have a problem if the 
goods are sold in the domestic 
market.  What I am more con-
cerned about is the fact that in 

number of cases, rejection was 
shipped with the merchandise.  I 
have tried everything. I have 
asked the vendors to cut the la-
bels, or stamp on the defective 
merchandise, “defective piece”. 
This has been difficult to imple-
ment.” The other buyer was not 
at all happy with the fact that 
their merchandise is sold even in 
the domestic market. “ There has 
to be some way to stop this prac-
tice. We don’t appreciate that our 
branded merchandise is being 
sold here without our consent.” 
It was time to talk to the big 
guns.  Ahmed Irfan (MD of 
Irfan Textiles) also had a prob-
lem with the guy in Greentown. “ 
We also caught some counterfeit 
merchandise of Hangten. We put 
a stop to it. Generally, we don’t 
have a problem – our major cus-
tomer, Gap buys the seconds at a 
discount.” 
M. Murtaza, GM of Style Enter-
prises confirmed that they do sell 
their leftover and rejected mer-
chandise to the domestic market. 
“ There is only one way this 
practice can be stopped. The 
buyers should buy the seconds at 
a discounted rate. Otherwise we 
don’t have any choice. We have 
to get rid of the goods some-
how.” 
Nadeem Rizvi (GM Zainal 
Textiles) doesn’t handle the sale 
of job lots himself.  However, he 
did comment on the subject. “ 
The unbranded stuff should be 
sold off. It’s good for the econ-
omy. Where would these rejec-
tions go?  It’s a parallel industry 
– there should be restrictions 
imposed on fake garment pro-
duction only. And obviously, the 
vendors can not sell the univer-
sally known brands. But the un-
branded merchandise (private 
labels – retail stores) are not so 
well known plus they’re only 
registered in the USA. These 
should be allowed to be shipped 
to the European, Asian and Afri-
can markets.”  
At Leisure, it depends on their 
buyers, says Mr. Azhar Iqbal,  
“If we sell in the domestic mar-
ket, we usually cut the labels. 
The policy is different for buyer 
to buyer, whatever, they decide 
goes.”     
 

 NO DISPUTE 
ON AMMAR 

LAND! 

May 19th’98: Multan Road – 
Ammar Textiles announced 
today that there is no dispute on 
the land on which the factory 
stands. Moiz Farooq, the Mer-
chandising Manager, issued a 
press statement, confirming that 
Ammar owns the land  “Ammar 
Textiles (Pvt). Limited has been 
constructed over a piece of land 
measuring 53 Kanals and 16 
marlas, bearing Khasra numbers 
3282, 4084 to 4087, 4714 situ-
ated at, Shah Pur Kanjran, 18th 
K.M., Multan Road, Lahore, 
which is registered and mutated 
in the name of Ammar Textiles 
(Pvt.) Limited. This entire piece 
of land is free from all kind of 
disputes and encumbrances and 
has never been sued by any 
person.” He further clarified “ 
Ammar Textiles  (Pvt.) Limited 
has a total share capital of Rs. 
49.3 million and Sameena 
Sheikh has a total holding of 
shares of Rs. 5’900 which is 
about .01 percent of the total 
paid up share capital. So Ammar 
does not feel any kind of threat 
from Sameena Sheikh.” Source:  
Ammar Textiles, a company 
press release.  

Moiz Farooq, Ammar 

TKFR Hot issues 

 
 
 
 
 

The Knit-xtyle Fash-
ion Review is on the 
web!  
WWW.TKFR.COM 



His Personal top 5 
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His criteria: 
♦ Commitment – their word 

is their bond. 
♦ Honesty, integrity 
♦ Quick quality issue resolu-

tion and rectification. 
♦ Production planning is very 

strong. 
♦ Quality of product is high 
♦ On-time delivery 
♦ Service is excellent 
♦ Financially stable.  
 
 
 

His Top 5 
♦ Comfort Knitwear 
♦ Qais Textiles 
♦ Klass Textiles 
♦ Leisure Textiles 
♦ Shahkam Industries 
 
 
The list of possible contenders 
were: (in alphabetical order.) 
• Ammar Textiles 
• Angora Textiles 
• Comfort Knitwear 
• Eastern Garments 
• Fatima Fazal Textiles 
• Irfan Textiles 

• Highnoon Textiles 
• Klass Textiles 
• Leisure Textiles 
• Needlepoint 
• Nina Textiles 
• Naveena Textiles 
• Sarah Textiles 
• Shahkam Industries 
• Style Enterprises 
• Qais Textiles 
• Quality Knits 
• Zainal Textiles► 

At Leisure Textiles, the success story continues… 

Mr. Azhar Iqbal, 
CEO – Leisure Textiles 

Comfort Knitwear – Numero Uno for May 

Professionalism – knitwear Style, (part II) 
The final inspection 

was in progress. The whole 
management was there. After all 
this shipment was worth RS.  25 
million. Tension was high – 
every body was thinking that 
nothing must be allowed to go 
wrong at this stage of the game.  
This was the last extension the 
buyer was prepared to give. If 
the shipment didn’t make it on 
time, the buyer’s message was 
crystal clear; the shipment 
would have to be aired at fac-
tory’s expense. This would 
mean an airfreight worth RS: 5 
million. The audit was com-
pleted around midnight. Only 
one last item was left to take 
care of. The cartons had to be 
numbered and marked and then 
loaded on to the container. Mr. 
Big Shot asked the unit garment 

div. Manager to get the mark-
ings completed in his presence. 
Then he left. The garment div. 
Manager called his unit manager 
and passed along the same or-
ders and left. The unit manager 
had been there for the past two 
nights in a row. He called his 
supervisor and ordered him to 
complete the carton markings, 
then get the cartons loaded in 
his presence and only then 
leave. The supervisor gave him 
his personal assurance that he 
will not leave until the work got 
completed. 

Next morning Mr. Big 
Shot came to the factory and 
was amazed to see that the ship-
ment was still lying around in 
the factory. It should have been 
at the port by this time at the 
least. He went to the garment 

div. Manager’s office and got 
the second shock of his life. He 
had not turned up for work yet.  
He rushed over to the unit and 
got a third shock. The workers 
were taking a siesta at the unit. 
He simply lost his cool and gave 
them a yelling they would not 
forget in a hurry. Then he went 
back to his office. He called a 
meeting and asked everyone 
who the hell was responsible for 
this mess? He needed answers 
and he meant to have them.  He 
gave them a deadline to come 
up with a name. The second 
meeting was held in the div. 
Manager’s office, the buck fi-
nally stopped. The unit manager 
was the last one in the chain of 
command. He was fired. By 
James Bond 

Next morning 
Mr. Big Shot 
came to the 
factory and 
was amazed to 
see that the 
shipment was 
still lying 
around in the 
factory.  

n a brief interview, Mr. 
Azhar Iqbal attributed the 
secret of Leisure’s success 
to planning and control.  

“ Initially, it was taken for 
granted that it was the nature of 
work. Every body had to sit late 
to finish work.   It was the top 
management’s conscious deci-
sion that we will not work over-
time.  We reviewed our capaci-
ties, made some fair assump-
tions on what constitutes an 8-
hour workload. We rationalized 
our order bookings. We set 
workable and achievable targets 
for all departments.”  

Mr. Azhar expressed complete 
satisfaction with the level of 
effectiveness and efficiency it 
has generated in his team.  
“None of us work overtime. It’s 
a joint effort. The idea origi-
nated from the top. The middle 
management helped in the im-
plementation by pushing it 
downwards. We made our peo-
ple realize that it was not some 
fancy fad, we meant business. 
We set deadlines and we stick to 
them.  Usually in case of delays, 
what happens is that you hope 
that everything will work out 
even though you don’t take 

measures to bring about the 
desired outcome. We con-
sciously do not use time flexi-
bility’s to cover lapses in dead-
lines. It took us a couple of 
months to achieve this new 
mindset. This way is actually 
more productive.”  
 “Planning is the key,” he said 
with a smile. “ I keep an eye on 
the system that it’s running 
efficiently by holding daily 
meetings – these are maximum 
of one-hour duration and are 
held first thing in the morning. 
All data is updated (the cut-off 
is mid-day) and discussed.”  
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 think its wrong 
to say “save 
time”. Saving 
anything would 

be withdrawing it 
when needed. Time 
can not be deposited 
and withdrawn and we 
can only make the best use of it. 
Time is an asset just as money or 
knowledge or inventory in the 
store. When an hour of valuable 
selling time is wasted, thrown 
away on a non-essential matter, 
it’s very much the same thing as 
throwing away next week’s pay-
check.  Here are six rules that 

will help anyone 
make the best use 
of available time. 
• Set priorities 
• Be prepared 
for what the day 
will bring 
• Do the right 

thing ( a fantastic time 
saver) 

• Take every action today that 
can be taken today 

• Say no occasionally 
• Relax and spend time on 

things you enjoy.  

Six ways to turn time in to a pay check  
by Fazal A.Agha 

Time is Money 

TKFR Career 

 Haute Couture news 
T o think of Prada, one 

immediately must con-
jure up thoughts of nylon 

bags, shoes to die for and rap-
idly developing business ven-
tures for the company including 
mountainwear, homewear and 
uniforms for World Cup Sailing. 
But when was the last time you 
associated the design of a VH-1 
Fashion Award with the label?  
As if Miuccia hasn't got enough 
scheduled on her daily plan, this 
year she'll be taking charge of 
the trophy appearance for win-
ners of the award. The ceremony 
(which has never failed in pre-
senting at least three fun-filled 
pages of paparazzi shots the 
following day in 
magazines) will be held on Oc-
tober 23rd, at the Madison 
Square Gardens Theater. Previ-
ous award winners include 
Gianni Versace and Tom Ford. 
Admiration is a beautiful thing 
and as rare as it is in fashion 
when it comes to sincerity and 
understanding, here's a happy 
quote to set this month off on a 
high note, and where better to 
pull a comment than in Paris? 
Straight from the lips of the 
legend who created the blue and 
white striped jersey, Jean-Paul 
Gaultier reveals respect for his 
fellow Parisian peers. "Sonia 
Rykiel and Yves Saint Laurent 
are my two great masters. When 
I started out, it was always a 

dream to attend a Rykiel show. I 
was ready to sell anything to get 
a ticket, even myself." Complet-
ing the act of respect, Rykiel in 
return commented: "Jean-Paul 
never ceases to amaze me. Noth-
ing makes me jump the way 
Jean-Paul's collections do."  
We all knew it would only be a 
matter of time, so imagine the 
line-ups and waiting lists about 
to infiltrate Galliano stockists 
when his accessories line debuts 
this October. With hot-pink fur 
stoles and African-inspired 
beaded jewelry about to become 
accessible, leather goods are 
said to be the major force of the 
development which will be un-
veiled during Spring ready-to-
wear collections in Paris. Also  
making headlines in Galliano 
World" is the progression of in-
store boutique openings. Fol-
lowing Bergdorf Goodman's 
decision to offer New York 
madams a taste of Galliano fever 
during December last year, Har-
rods in London are also set to 
include an in-store      site dedi-
cated entirely to the brand and 
Galleries Lafayette will do the 
same      when their flagship 
opens its doors in Paris early 
next  year.  
     A little lipstick here, a touch 
of mascara there and a new face 
for the Cover Girl image. Join-
ing the gang of girls possessing 
meter-wide-smile and skin as 

soft as a baby, sixteen-year-old 
Holland native Lonneke is set to 
join the likes of Niki Taylor, 
Sarah Thomas and Tyra 
Banks representing the  brand. 
Destined to have fashion fans 
doing double takes across the 
world through her appearances 
in television and print cam-
paigns, previous clients picking 
up on the Lonneke burst of vital-
ity include Ralph Lauren, 
Guess, Anais Anais and 
Chanel.  
When Rosemary McGrotha 
appeared in a particularly 
memorable Donna Karan cam-
paign several years ago posing 
as President, the little black suit 
and a safe pair of pumps became 
America's favorite uniform with 
working women. The question 
is, can the man who created the 
advertising concept do it  
all again for Tommy Hilfiger? 
For fall's Tommy by Tommy 
Hilfiger project Peter Arnell is at 
the forefront of the operation 
after deciding to rebuild an en-
tire monument replicating 'The 
Whitehouse.' Although no Clin-
tons will be seen strutting down 
these hallways, the Los Angeles 
based set features an Oval of-
fice, a Roosevelt Room and a 
strategically set rose garden. 
Chosen Hilfiger models include 
Tyra Banks and Rebecca 
Romijin. 

(Continued on page 5) 

Jean-Paul Gaultier 
has great  respect for 

his Parisian peers. 
"Sonia Rykiel and 
Yves Saint Laurent 

are my two great 
masters. When I 

started out, it was 
always a dream to 

attend a Rykiel show. 
I was ready to sell 

anything to get a 
ticket, even myself."  

F.Y.I 
by Mohammad Babar, (Nabila-ABS group)   babar@nabs.com.pk 

May 28, 1998  
•CAT 334: Updated price Rs. 
75/80 per piece. Utilization till 
5/21 is 5.89 %. It is 
moving very slowly 
due to low placement 
this year. 

•CAT 647: Updated 
price Rs.475/Doz. 
Utilization till 5/21 is 
13.66. 

•CAT 347: Updated price is 
Rs.1450/Doz. This year entitle-
ment remained low.Utilization 
till 5/21 is 27.38%. 

•CAT 338: Updated price is 
Rs.850/Doz. Utilization till 

5/21 is 34.94%. 
•CAT 339: Updated price is Rs. 
700/Doz. Utilization till 5/21 is 

21.81%. 
•CAT EU4 : Updated 
price is Rs.175/Doz. 
Utilization till 5/21 is 
18.40. 
•CAT EU5: Updated 
price is Rs.295/Doz. 

Utilization till 5/21 is 8.90. 
Moving slow due to low orders 
placed this year. 

•CAT 8A: .Please note Cat 8A 
utilization as on 5/21 is 28.81% 
and 3.61 is the average unit 
price.  
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Across to Milan now, if the 
name Antonio Fusco doesn't 
roll off of your tongue upon 
pronunciation just as Prada 
and Giorgio Armani does, 
read on. Opening the doors 
of his first signature bou-
tique recently between 
(funnily enough) Prada and 
Giorgio Armani along Via 
Sant'Andrea, richly colored 
tapestries line the walls of 
Tuscan architect Giovanni 
Pacciani's creation. "I 
wanted to have an atmos-
phere of rich, warm mini-
malism - an atelier from 
times past. When people 
walk in here I want them to feel welcome," 
said Signore Fusco. A grand opening for the 
boutique will be held during Milan's Spring/
Summer 1999 presentations. Until then cus-
tomers will be graced with men's wear, 
women's wear and accessories on the ground 
floor, while collections and eveningwear will 
be available on the top floor. And if that's 
still not enough to tempt you, how do dress-
ing rooms hidden by wooden theater wings 
and coated in silver leaf sound? 
In his quest to continue accessorizing Amer-
ica, Isaac Mizrahi is about to launch a fall 
collection of "sporty, luxurious and modern" 
silhouettes - all in the form of satchels, 
bucket totes and elegantly created clutches. 
In a move which promises to have New York 
madams swinging their shoulders  
in delight, "I've called my collection 'fun and 
expensive'," explained the designer himself. 
"The accessories are fun, but they only look 
expensive." You better believe it! With mate-
rials including pebble-grain calf, tweed and 
even a signature monogrammed Mizrahi 
print in canvas, petit leather  goods and belts 
have never looked so totally "Isaac." 
Imagine a Shiseido heaven and 5S would be 
the result. Recently unveiled in the SoHo 
district in New York, 5S joins a family of 
other cosmetic superstore's including MAC, 
Origins, Aveda and Shu Umera. Offering 
clientele the opportunity to chat, drink tea, 
read fashion magazines and surf the 5S web-
site in a no-pressure environment, the store is 
described by Shiseido employees as 
"entertainment retailing meets friendship 
merchandising." Surrounded by ambient, 
soothing tunes released from hidden speak-
ers, 5S is designed by Japanese architect 
Naoki Iijima. Appearing as if the customer 
is surrounded by daylight, its lighting con-
cept complements natural and recycled mate-
rials as video monitors line the shop's en-
trance featuring everyday rituals from differ-
ent parts of the world in an attempt at bring-
ing the outside world in. The five senses are 
represented through photographs of women 
from an assortment of ethnic backgrounds 
such as Alek Wek defining the energizing 
element, actively portrayed wearing a scarlet 
dress and covered in blue glitter eye makeup. 

Am I there yet? In beauty 
news of a different sort, 
Vivienne Westwood is 
making a big deal out of 
her Boudoir. Boudoir, 
being of course the name 
of her fragrance that's mar-
keted by Lancaster for a 
1999 launch across Amer-
ica. Those in ol' England, 
on  the other hand, won't 
have to wait so long.  Har-
vey Nichols is the place to 
be for Westwood devoted 
admirers, as the Boudoir 
exclusive launch will make 

its way into London on 
September 1st and Leeds 
following shortly after. 

As if the faces of Kirsty Hume, Kirsten 
Owen and Maggie Rizer with Louis Vuit-
ton accessories placed upn shoulders, draped 
across necklines and intertwined within 
leather gloves isn't enough to boost sales in 
the luxury goods department, 
how does a soccer ball created 
entirely from the monogrammed 
leather print sound? A little too 
extravagant for reality? Perhaps, 
but for those on "that" side of 
the social high-life, at least it's 
something to keep the kids 
happy. Specifically designed to 
celebrate the World Cup, it will 
be one of the hundreds of items 
manufactured within the walls 
of the newly-purchased, eighth-
to-date, Vuitton factories lo-
cated in Saint-Florence, a town in South-
Western France.  
Ye' oldest denim label around when it comes 
to jeanswear, Levi's is making a whole-
hearted effort to support female artists within 
the music industry. Starting with this sum-
mer's Lilith fair, a stage introducing new 
acoustic acts to America will be sponsored 
by Levi's for the annual concert tour of fe-
male-fronted bands beginning June 1st. On 
the media front, Ellen Von Unwerth has 
finished photographing an eight-page insert 
which will be available in major magazines 
featuring the faces of Missy Elliot, Liz 
Phair and Chantal Kreviazuk wearing 
Levi's jeans with items from their own ward-
robes. In New York, there is  unveiling on 
the agendaof the Times Square billboard 
showing Sarah McLachlan, who is sched-
uled to perform at the fundraising concert 
Monday evening in Bryant Park. 
Far from forgetting an important announce-
ment, there's a new addition to the Daryl K 
line and it has nothing to do with clothes, 
accessories or a fragrance. It's a boy! Making 
his way into the Kerrigan family this month, 
the pregnancy that was said to "have organ-
ized Kerrigan's fall presentation in New 
York" has been christened Fionn 
(pronounced Finn) Kerrigan Leonard. "The 
name had to be Irish, and it had to be 
strong," said the designer in relation to the 

decision made by herself and doting Daddy, 
Paul Leonard. Whether or not the infant will 
live up to a similar status than that of Celtic 
mythology hero and famed warrior, Fionn 
MacCumhaill, is another 
story altogether, but we bet he'll be well 
dressed! 
For those with a good memory, you will 
remember Richard Avedon and his camera 
creating magic when Nadja Auermann flour-
ished in her hey-day. Seasons later, Peggy 
Sirota created a garden of fantasy with 
Chrystele perched upon magnolias dressed in 
everything from Jean-Paul Gaultier to 
Dries Van Noten. And this year, it was Deb-
orah Turbeville who photographed a selec-
tion of gowns alongside graffiti covered 
walls in Mexico. The topic of discussion? 
Neiman Marcus and their series of compo-
sitions by selected photographers for the "Art 
of Fashion" installments each year. Having 
become a definite collector's piece over the 
years when it comes to fashion advertising, 
"we really see the Art of Fashion as an evo-

lution," explained Steven Korna-
jcik, senior vice president of crea-
tive services for the store. "The 
last thing we want to do is repeat 
ourselves, so we continually seek 
and find new approaches. The 
photographers and artists we've 
used all have unique perspectives 
on fashion." Its upcoming fall 
campaign has recently been com-
pleted in a New York studio cour-
tesy of Italian photographer Gio-
vanni Gastel. 
So much for the brace-faced Jer-

emy Scott being the new name behind Nina 
Ricci's couture line. 
Just when everyone is going gaga over 
Scott's creations (which would have been so 
perfect for the Ricci revamp), reports have 
been received that the house of Nina Ricci 
will be drastically minimizing not only cou-
ture lines, but ready-to-wear in the near fu-
ture. For the many disappointed at the 
news, save your sympathy for the 96 em-
ployees from the couture and RTW divisions 
who will all be looking for work elsewhere. 
However, those in the fragrance department 
won't be affected quite so badly as close to 
75 percent of annual sales for the house is 
represented by the 50-year-old fragrance, 
L'Air du Temps. 
Still on the fragrance fit, the girl who ac-
cepted Estee Lauder's proposal to become 
the face of the brand and compared it to 
"suddenly being called chairman of the Bank 
of England," Elizabeth Hurley has a new 
mission. And what a Dazzling one it is. Due 
for its launch at the end of August, the duo 
fragrance named "Gold" and "Silver," comes 
with a television and print campaign depict-
ing high society in the form of a ballroom 
dancing scene photographed by Matthew 
Rolston. Samples of the scent will be avail-
able in publications such as Vogue, Vanity 
Fair and Glamour.  
 

(Continued from page 4) 

Elizabeth Hurley—brains, 
beauty and  Gold & Silver 
too! 

Liz Phair, wearing a Levi’s tank top 



Design 21 Fashion Show is a 
unique competition promoting 
the work of emerging fashion 
designers all around the world. 
Its organized by UNESCO and 
the Felissimo Group with the 
support of Lectra systems and 
Trevira.  
Three students’ work was se-
lected from the Pakistan school 
of Fashion design for this event. 
The theme is “A united world 
for future generations: beyond 
time, beyond oceans.”  
 

Asif Haque, Class of ‘98 

The Pakistan School of Fashion Design, Lahore. 

Pakistan School of Fashion Design, student work selected for the UNESCO design competition, Lisbon, Portugal ‘98. 



Irfan Cheema, Class of ‘99 

Arshi Bano, Class of ‘98 

Layout : Anila Q. Agha 
Photographs: Marice 
Model : Student  P.S.F.D 

Pakistan School of Fashion Design, student work selected for 
the UNESCO design competition, Lisbon , Portugal ‘98. 
 
Layout: Anila Q. Agha, Photographs: Marice, Christine. 
Model: Student from Pakistan School of Fashion Design. 
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R izwan S. Butt is a man of many 
parts. He is a designer by training.  
He is hard lines’ merchandiser at 

Colby’s. He is pioneer, opening avenues of 
growth for Colby’s hard lines in the marble, 
leather and cottage industry. He is also a 
very laid-back individual. “Being a chef in 
this town is better than being a designer!” he 
says with a laugh. “Lahore is a dead town. It 
sort of dries up all your creativity – I grew 
up in Karachi, Lahore was a bit of a culture 
shock. I still have not adjusted. The only 
thing you can find in this town for entertain-
ment, innovation and creativity is – food. 
Period!”  
Rizwan still misses Karachi; “I didn’t come 
to Lahore by choice. My father decided to 
move so I had to move too.  This totally 

busted my career ambitions in design! I hate 
the people- their attitudes, their mad driving! 
I somehow don’t see myself designing bridal 
clothes! And that is the only designer activity 
there is in Lahore!” He is helping out a cou-
ple of friends with their designer lines. “ One 
friend is doing shoes and bags and the other 
one is designing a shirt line. I primarily de-
sign women’s wear and lingerie. I have be-
come lazy – all this is due to this town. Noth-
ing ever happens here.”  
It’s refreshing to know that he didn’t want to 
be a designer since childhood. He just drifted 
into designing. “ I went to London after my 
A’levels.” Rizwan has a certificate in 
Leather tanning. He is also a graduate of 
London College of Fashion. “I heard about 
this course “City n’Guild” in Norfolk 
(Norwich). I got my portfolio together.  They 
liked my work. It was for housewives thing 
mostly, so I didn’t do it at all. I started a 
course at the London College of Fashion 
instead.  I came back on holidays to Pakistan 
and found out that no one was doing CAD/
CAM designing so midway in my course, I 
changed it. I got hooked on to micro-
dynamics (Gerber) garment technology. I 
finished this course and graduated. After 
that, I took a job with the Royal Opera house 
in London as their costume-designer”.  He 

came back to Pakistan – his family decided 
to move to Lahore.  
Coming to Lahore also meant a drastic career 
change for Rizwan, “I started work in Klass 
Textiles’ as their merchandiser.” Now he is 
hard lines’ merchandiser at Colby’s. He han-
dles home furnishings (towels, bed linen, 
knitted bed sheets). He is also trying to de-
velop a line in marble for the retail stores. “ 
There is a huge market in Pakistan for mar-
ble. Pakistan has been exporting marble to 
Italy since the 1960’s.  I am trying to de-
velop a line in onyx and marble. The basic 
concept is to design the whole layout for the 
room – a blue print, marbling, color, walls, 
floors, and then get it made piece by piece 
and tile by tile.”  Rizwan is also trying to 
promote the cottage industry to the retail 
stores in America.  
Rizwan feels that Pakistan doesn’t need 
more MBA’s. “ We need polytechnics – you 
have got to know what you are talking about. 
Get real! Attitude is fine if you are really 
qualified. Arrogance is out. You have to be 
humble. It’s fine to acquire an attitude when 
you are something.  T.C (no suitable word 
came to mind in English!) is the only way. 
Some people specialize in this fine art. It 
takes a real talent.  Some people really work 
hard at it. ”   

The Face  

Rizwan Butt “ Being a chef in this town is better than being a designer!” 

Rizwan S. Butt 

L ahore – Nike Inc. is facing a 
lot of media backlash over 
its labor practices in Asia. 

Business has been down – 9% de-
crease in their orders as announced 
by Phillip H. Knight a couple of 
months ago.  
TKFR took this opportunity to 
check out what Kehkeshan Mirza 
(Sr. Account Manager for Nike at 
Nabila-ABS group) and Usman 
Zafar (Labor specialist) think about 
the current status of vendor labor practices 
and environmental policy.   
Kehkeshan started by telling TKFR about the 
Nike’s shape audit. “ Nike Inc. has a new 
department called social responsibilities. It 
has three divisions. One division deals with 
the environmental issues, the other division 
deals with labor practices and the last one 
deals with community affairs. Nike is not 
only trying to mend fences with their cus-
tomers, they seem to be really genuine in 
their need to get the message across, they 
care about the labor practices of their con-
tractors and the environment. They will not 
work with any vendor who does not comply 
with their policies.” Explaining further, Ke-
shi elaborated Nike’s five point agenda. “ 
Their basic concerns are safety, health, atti-

tude, people and environ-
ment.” Usman added with a 
smile, “ We are educating the 
workers, the safety policy, the 
do’s and don’ts. We have 
made some breakthroughs – 
for example, Ammar Textiles 
has a first aid orderly now, 
and they conduct regular fire 
drills. There has been a high 
awareness taking into consid-
eration our consistent efforts 

in this direction. The management is taking 
care of the basic labor practices. 
In the social security area, Nabila-
Abs has made an impression too; 
people are changing their atti-
tudes. ” 
 “What concerns me is that ven-
dors are not putting up water 
effluent treatment plants,” says 
Keshi.  “This is very expensive 
process and this area is being 
neglected by most of the vendors.  
The buyer is not going to put up 
the money, though they will not work with 
vendors who do not have the systems in 
place.  The only way this can be imple-
mented in Lahore,  is that the buyers gang up 
on the vendors and try to get this imple-

mented.” Usman feels that the vendors 
should help each other raise the market’s 
overall environmental protection program, “I 
suggest that the vendors think about a central 
dam and treat the wastewater by pooling 
their resources. It will be of social benefit.”  
“CEO, or M.D’s attitude is very important,” 
clarifies Usman. “ The degree of involve-
ment and commitment he has in the imple-
mentation of these important issues is cru-
cial. The rate of change is very slow. Though 
we are observed some beneficial changes. 
There was a fire in Sarah Textiles recently. 

Since they had gone through the 
fire drills, they were able to put 
out the fire with minimum of dam-
age.”  Usman is proud of the fact 
that Nabila-Abs has been able to 
work so many changes in the work 
place. “ Wash rooms look better. 
In the area of labor practices, rea-
sonable shift hours, minimum 
wage, health and safety areas have 
improved dramatically. However, 
the change has to take place at a 

macro level.”  

Kehkeshan Mirza and Usman Zafar speak out  
on vendors’ labor practices and environmental programs! 

“What concerns me is that vendors 
are not putting up water effluent 

treatment plants,” says Keshi.   

Usman Zafar, Nike’s Labor 
specialist 

Kehkeshan Mirza 



Coming next month 
 

 Sanctions – impact on Textile exports 
 Centralization versus decentralization (originally scheduled for May’98) 
 Trends 
 Speak out, the face – Irfan Cheema 
 Professionalism knitwear style – part III 
 TKFR extra, TKFR career and much more 
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on four leading vendors – Angora, Comfort, 
Sarah and Shakam. Sarah had already in-
stalled their water effluent treatment plant 
back in ‘95. Angora had reported that they 
were negotiating to buy land to install their 
treatment plant. Shahkam had plans to imple-
ment environment friendly program by the 
year 2000. Comfort felt that it was LDA’s 
responsibility to put up a plant as the factory 
was in the industrial area.  So what’s their 
progress report? 
Mr. Avais Mazhar, CEO Angora Textiles 
had the water effluent treatment plant in-
stalled back in 1996. “ We made it in 1996 – 
the plant was operational in January 97.  At 
that time, the buyers wanted us to install it 
just for our laundry. We kind of anticipated 
that this would be an issue in the future so 
we went ahead and did it for the whole dye-
house.” Comfort Knitwear is also making 
plans to initiate a water effluent treatment 
plant. “ Vendors will have to go ahead and 
set up individual water effluent treatment 

plants. Though I personally feel the govern-
ment & LDA should pitch in and set up 
plants in the industrial estates.” 
TKFR tried to get in touch with Ms. Saiqa 
Butt, on all three occasions she couldn’t be 
reached for comment.  
TKFR included a few more vendors in this 
follow-up survey.  Here’s what we found 
out.  
Ahmed Irfan (MD Irfan Textiles) is in the 
process of setting up the water treatment 
plant. “ It is quite expensive. However, we 
have a commitment to our nation and our 
people, as a company policy we are moving 
ahead as planned to implement environment 
protection policy. Water treatment plant is a 
part of it. There can be no second thoughts 
on the subject.”   
 “The buyers are very strict on the issue of 
labor practices and environment these days,” 
says Nadeem Rizvi (GM Zainal Textiles). “ 
Almost all the buyers are insisting that their 
vendors comply with their vendor code of 
conduct. The vendors have to qualify on this 

code before they will even consider doing 
business with them.”  
 “All U.S. based buyers have 2-point agenda, 
labor laws and water affluent plants at the 
moment,” confirms Mr. Azhar Iqbal, (CEO 
Leisure Textiles).  “ Buyers are coming 
down strongly on water effluent plants –
Right now, the vendors are taking their own 
initiative and are doing what they can at 
individual level. I feel many leading factories 
will have the plant in place by the year 
2000.” 
“Vendors should pool their resources,” says 
Mohammad Murtaza. “ It will cost a lot of 
money to have individual water effluent 
treatment plants. We should have common 
effluent plants – it will subsidize our capital 
costs. It’s not a matter of helping competi-
tors, we will be helping each other to mini-
mize costs and at the same time bring the 
whole market up to speed on this crucial 
issue.  

(Continued from page 1) 

and Delhi the next Beirut and 
Tel Aviv!) 
Pakistan is not competitive in its 
price points and diversity of 
product at the moment. The 
market was going through a flat 
curve even before the sanctions! 
The bottom line, all this will be 
an indirect factor in explaining 
why Pakistan is going to be a 
hard sell. The  only direct im-
pact will be, we may no longer 
be competitive- too many strikes 
against us. We need to explore 
cheaper ways to produce our 
products, we better review our 
growth strategies on the double, 
talk to the government about 
some kind of flexibility on the 
duties and utilities. That will be 
hard because the government 
needs every penny they can 
raise. On top of that, we need to 
diversify. Stop being so rigid. 
We better improve our quality 
and delivery issues. And we 
better hold on to the buyers we 
have got with both hands. We 
need to keep and sustain their 
confidence in this market.  We 
can get through this. We just 
have to get our act together. 
Cheer up – things could have 
been worse.  

(Continued from page 1) 
Sanctions – worse case 
scenerio 

Editor’s note 
Hello readers, 
This time I am determined to catch up on the deliv-
ery. So what I am going to do is take May and June 
issues out within this month. So look out for the 
June issue, it will be hitting the distributers by June 
30th inshallah!  
The hot issue this month is sanctions, so I have 
done a story even though all the vendors are in 
their “wait and see mode”.  Next issue, we will be 
going to the thinkers in the industry researching 
the impact of American sanctions on Pakistan. 
Couple of stories have been shuffled and will be 
featured in the June issue. This time, the centerfold 
features a students work from the Pakistan school 
of Fashion design. The face highlight’s another 
designer who is working as a merchandiser in Col-
bys’. Speak out is usually a profile on one person-
ality but somehow the issue was so important to 
Keshi that I ended up talking to her Labor special-
ist as well as her! Please keep the feed back com-
ing – I appreciate your comments and emails. Love 
hearing from you guys.  
Oh yes, the top 5 is an independent rating.  It is 
entirely up to the buyer who is rating you, TKFR 

just prints it – it’s very informative. I have noticed 
all buyers have different set of criteria for judging 
vendor’s performance. Also, some readers request 
that I mention the buying house, I can’t do that. I 
do understand that some vendors feel that since 
they may not be working with that buying house, 
it’s detrimental to them. Hey, look at it this way, 
why are the buyers not working with you if you are 
so good, there must be something missing? That 
just gives you a fresh perspective on your perform-
ance, doesn’t it? 
Another thing I need to clarify…I usually try to 
give you the insight in to what the successful ven-
dors are doing, thinking and planning which sets 
them apart from the rest of the herd. There is no 
particular bias involved in my singling out certain 
vendors for their opinion on the hot issues. I con-
trast their opinions with potential vendors who I 
think could come in to the first tier of vendors in 
this market in the near future. 
 
Enjoy. 
Fareeha (-: 
 

June 1st ‘98 



Page 10 The Knit-xtyle Fashion Review 

H ONG KONG, May 8- 
Tommy Hilfiger Corpora-
tion  

today announced that it has com-
pleted its previously announced 
acquisition of Pepe Jeans USA, Inc. 
and Tommy Hilfiger Canada Inc.  
On February 1, 1998, the Company 
announced that it had entered into a 
definitive agreement to acquire Pepe 
Jeans USA, Inc. and Tommy Hil-
figer Canada Inc., for $756 million 
in cash and approximately 9 million 
Tommy Hilfiger Corporation ordi-
nary shares.  
Pepe Jeans develops, sources and 
markets Tommy Hilfiger Women-

swear and Tommy Jeans in the 
United States under license from the 
Company. Tommy Hilfiger Canada 
distributes a wide range of the Com-
pany's products throughout Canada 
under license.  
Tommy Hilfiger Corporation, 
through its subsidiaries, designs, 
sources and markets men's sports-
wear and childrenswear under the 
Tommy Hilfiger trademark. 
Through a range of strategic licens-
ing agreements, the Company is 
expanding its product lines to offer 
a broader array of apparel, accesso-
ries, footwear and fragrance for 
men, women and children, as well 

as a home furnishings collection. 
The Company's products can be 
found in leading department and 
specialty stores throughout the 
United States, Canada, Europe, 
Mexico, Japan, Central and South 
America and the Far East.  
 
SOURCE: Tommy Hilfiger Corporation 

Tommy Hilfiger Completes Acquisition of 
Women's Jeans and Canada Licensees 

L .A May 14 - Casual clothing retailer 
Gap Inc. Thursday reported a 61 
percent jumpin profits that topped 

analysts' expectations. The retailer famous 
for its blue jeans reported first-quarter net 
income of $136.1 million, , vs. $84.3 million, 
a year before. Earnings were 3 cents higher 
than the Wall Street consensus forecast, ac-
cording to the research firm 
First Call. Sales for the quarter ended May 2 
were $1.72 billion, 40 percent higher than 

the $1.23 billion rung up a year ago.  
San Francisco-based Gap, which 
operated 2,196 stores at the end of 
the quarter, said comparable-store 
sales increased 17 percent for the 
quarter.  "Our sales and earnings 
gains were driven by strong per-
formances across all our brands -- 
Gap, Banana Republic and Old 
Navy," Gap President Millard Drex-
ler said in a statement.  

Gap has grown into a brand 
name with "no competitors 
because it now has valuation 
as a premium 
consumer company rather than 
a traditional retailer, which 
opens up doors overseas," 
Peter 
Schaeffer of SBC Warburg 
Dillon said. He cited a strong 

(Continued on page 13) 

Gap reports higher-than-expected earnings 

Nike boss answers critics with plan 
W ASHINGTON, May 12 - Stung 

by plummeting earnings and 
criticism of its foreign labor prac-

tices, Nike sportswear chief Philip Knight 
has announced it will raise the working age 
and improve conditions of employees in 
developing countries. Nike will set a mini-
mum work age of 16 and introduce Ameri-
can-style safety standards in its shoe facto-
ries. In the past two years, Nike's earnings 
have nose-dived. They fell more than 66 
percent, from $237.1 million in its third 
quarter ending February 1997, to just $73.1 
million in February 1998.  Since the an-
nouncement two months ago it would cut 
1,600 jobs worldwide, Nike's share price has 
settled at $45, close to its 52-week low of 
$37.75. It had reached $66.50 in the past 
year.  
Knight told the press club, ``There has been 
a cloud over Nike's head for the past couple 
of years.'' He said, ``Phil Knight has been 
described as corporate crook, the perfect 
corporate villain for these times, who has 
lowered human rights to raise profits.'' Nike's 
critics _ including film-maker Michael 

Moore, who featured Knight in his movie, 
``The Big One'' _ point to the company's use 
of 14- year-olds in its Indonesian shoe facto-
ries. Now Knight said he will raise the mini-
mum age for footwear workers to 18 and for 
its apparel workers to 16. Nike will also 
implement U.S. Occupational Safety and 
Health standards for indoor air quality in 
foreign factories, and allow non-government 
organizations and an independent accounting 
firm to monitor its foreign programs. The 
company will also spend more on education 
programs for its foreign workers and boost 
funding for its micro-enterprise loan pro-
grams for 4,000 families in Vietnam, Indone-
sia, Pakistan and Thailand.  
But Knight said ``having been burned once 
by making shoes in the United States, I am 
reluctant to do it again'' by opening a local 
plant. Nike closed its New England factories 
in 1984 to expand into Pakistan and South-
east Asia. Knight says that to make the same 
sports shoes in the United States would add 
almost $100 to the current price of Nike 
sneakers - between $70 and $75.  
He said, ``In athletic shoes, the  manufactur-

ing) process is very labor-intensive.'' He 
added, ``Only 
new technology or tariffs would bring shoe-
making back to the USA. ``We give them 
jobs and foreign currency. When Nike has 
gone into a country, wages have increased 
and poverty decreased.'' He added, ``We do 
not have abusive labor conditions in our 
factories, '' but he conceded that with 
``530,000 workers working on Nike products 
every day, there are going to be incidents'' of 
exploitation. Knight also denied Nike was 
using alluring and hugely-paid sports stars 
like basketball player Michael Jordan and 
golfer Tiger Woods to sell expensive mer-
chandise in poor inner-city neighborhoods, 
bilking them of income.  

Tommy Hilfiger 
Corporation  

 has completed 
acquisition of 

Pepe Jeans 
USA, Inc. and 

Tommy Hilfiger 
Canada Inc.  
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By Mystique 
 

C olbys has plans to move to a bigger 
office. Bigger and better is the new 
motto. Colbys’ seems to be “the 

buying house” as far as vendors are con-
cerned. They all want to work with Khur-
ram Qaiser. (Warnaco is running a close 
second! Levi’s is the third on the list. AMC 
doesn’t figure anywhere in the vendors’ 
plans at all.)  It’s attributed to the fact that he 
doesn’t have “a stiff rod up his 
neck.” (Couldn’t find a literal translation for 
the word “seria”. Sorry.)  Big shot syndrome 
is not the prerogative of the vendors only. It 
seems that some top guys in the buying 
houses practice it too…tsk, tsk, and here I 
thought the vendors were the bad guys in this 
movie always. The vendors practice their bit 
of revenge of the nerds by grinding- these- 
poor-suckers-under- their- heels therapy too 
by not cooperating when the going gets 
tough! It’s all about people’s skills you 
know. 
Levi’s is producing babies these days. Ali 
Kamran and Imran Saeed Ali added to the 
population explosion in the country. They 
had babies recently. Congratulations on your 
latest acquisition! 
Mirza Ikram Baig (AMC) had to change 
his desk couple of months ago. He tried to 
take Fareeha Qayoom’s old one – but 
Zarah pulled rank. She’s trying to step into 
Fareeha’s shoes! She’s on her way already. 
She’s recently become an Associate Mer-
chandiser. AMC has increased the travel 
budget these days. It seems they love shop-
ping so they keep making these trips abroad. 
This time it was Poonam and Mr. 
Malik….hmmm 
Waseem Kamran (Nabila-ITS) bought a 
new Margalla. I have been trying to get a 
photograph of the damn thing for the past 
couple of weeks. It seems the car is never 

parked. He probably eats and sleeps in his 
car too these days .  
Couple of buyers have been heard complain-
ing about the bad quality coming out of some 
leading factories. Now it 
seems Antigua has actually 
pulled out slightly from these 
factories ‘coz of the quality 
issues. So let’s start taking 
these rumors seriously...more 
later. 
Warnaco has got a new ac-
count in their liaison office 
these days. Speedo. They have 
already done their first re-
engineering-the-hierarchy-practice drill. 
They have split the branch into two divi-
sions. Calvin Klein and Chaps Ralph Lauren. 
Tariq Sheikh heads the CK division and 
Salahuddin Furrukh heads the CRL. 
Shazia has joined CRL and has reportedly 
been causing a few nightmares on the Feroz-
pur Rd., as far as CK is concerned, Adnan 
will be looking after the quality. They are 
still looking for Tariq Sheik’s assistant. So 
get your resumes together and hit the road 
folks. 
Nabila Karachi has got the Disney account. 
Congrats! That is indeed a major break 
through. They are reported to be very par-
ticular in their styling and environmental 
concerns. They even check the toilets…so 
better watch out! Is this clean? 
There was a major fire in Zainal Textiles. 
Chemical store caught fire and was burnt 
out. The fire was contained before it could 
do more damage. 
The market’s growth is flat these days. It 
must be the summer heat, which makes eve-
rything so difficult…even the leaders in the 
industry are not running on their optimum 
capacity it, seems. If you can’t take the heat, 
don’t stand in the kitchen! Better get the 
growth curve climbing back up. Every body 

needs money pronto. It’s a rich man’s world!  
Arrivals and departures 
Arif Noor has hired a new quality guy. 
Masood Khan left Colby’s to go to pastures 

new. Somehow, Lahore’s climate is 
too hot. He comes here for a paid 
vacation and then goes back to Ka-
rachi for the real work. Iqbal 
Fareed has joined The Gap. He 
used to work for Shahkam Indus-
tries. Nadeem Anwer has joined 
Dynasty. Nasir (S.R.S) had joined 
MFW has now joined Irfan Tex-
tiles. Abid (Levi’s) will be moving 
to Karachi – to look after the Levi’s 

Karachi interests. Ali Raja has left MFW to 
pursue other interests. Amin Sheikhani 
(Nina Ind.) has joined MFW as the new head 
of Karachi office. The Lahore office is still 
looking for the head. It seems a lot of people 
are anxious to fill Ali Raja’s shoes. Many 
people seem unhappy with their current jobs. 
 
Matrimonial 
Arif Noor has finally got engaged – TKFR 
is proud of getting the oldest bachelor in this 
industry married off finally. The credit goes 
to us entirely. No more Casanova stuff. He 
plans to be a respectably happily married 
guy! This is his swan song; he will never 
make the headlines in TKFR again. Can’t 
say we are disappointed – we have couple of 
hot contenders who can replace him quite 
adequately especially as they seemed jealous 
of all the attention Arif was getting from the 
girls in Café Zouk! Atif Riaz (Colby’s) got 
married recently. He forgot to invite all his 
friends. The friends were pretty mad and told 
me to write this down especially to let him 
know. Atif you better decide who your 
friends are and go apologize for not inviting 
them! They even had the salami ready. Tsk, 
tsk.   

For the adults only 

ARIF NOOR 

TKFR EXTRA 

By Fazal A. Agha 
 
The most visible finishing 
touch in a gentlemen’s outfit, 
the knotted tie should be neat 
and symmetrical, with a per-
fectly centered dimple.  
 

THE ASCOT 
The Ascot is a soft, wide tie of equal 
width on both ends, with a pleated 
neckband. Once a staple of formal 
daywear, the ascot today is more casual 
than the standard tie, adding a smart 

touch to a sporty outfit. Tucked into a 
shirt, it can evoke Cary Grant in To 
Catch a Thief. An ascot that has flown 
askew, however, will forever evoke 
Don Knotts in Three’s company. The 
choice is yours.  
 
Fig.1.  Cross one end over the other.  
Fig.2.  Bring under and loop over. It 
 maybe fastened with a pin.  

The Ultimate Tie Guide 
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Din Textiles – A  Spinning mill with a difference! 

R izwan Nasir heads Berreco Interna-
tional. He’s a sales and marketing 
consultant under exclusive contract 

to Din Textiles for ten years. In addition, 
Rizwan takes care of their new product de-
velopment.  
“Melange was relatively a new concept back 
in the mid-nineties. ” says Rizwan with a 
laugh. “ The market was there already. We 

expected results. We started in December 
’95. The rest is history as they say, ” says 
Rizwan.  
“Back in ’90, 91– Pakistan really caught on. 
However, till the mid-nineties, Pakistan had 
only two-color repertoire – Grey and Char-
coal Heather. We introduced a range of col-
ors. Right now, we carry 102 shades, the 
highest in Pakistan. We stock pile the popu-
lar shades,” declares a proud Rizwan.  “The 
popular shades are the accent or basic colors 
like Oatmeal heather, Charcoal, Indigo, Tan 
and Brown heathers,” remarks Rizwan. “ We 
have minimum of ten shade variations per 
color. We also make custom colors for our 

customers.  The order has to be minimum 80 
bags if it’s a custom color and one bag if it’s 
already in stock. We need three to four 
weeks to develop a new shade. Production 
depends on the total order. We have 200 to 
230 bags optimum capacity per month.  We 
do get order for custom-made shades. Usu-
ally, it’s Gap, Levi’s or Warnaco’s Chaps 
division.” 
“We export also,” explains Rizwan happily. 
Din Textiles has always been a trendsetter, 
explains Rizwan. “We have also introduced 
some unique blends like linen-cotton Me-
lange. This is exclusively our product, intro-
duced by Din Textiles. We are making core 
spun/lycra coated yarn. We have already 
imported a machine. This can open up a 
whole new market for Cat 339.” Rizwan 
masterminds the innovation and research for 
Din Textiles. “I travel to research trends. I 
regularly visit Hong Kong and Singapore. I 
usually visit Tommy Hilfiger, Phillip Van 
Huesan and many other buyers there to 
check out trends.  I also make it a point to 
keep in touch with local liaison buying 
houses product development teams. I am 
planning to go to Magic ’99 this year. We 
are working on some new products. I will be 
researching the trends for the coming year. I 
regularly go to Vegas and Germany fairs. 
This is where you find ideas and inspiration. 
Also its the best place to know what the cus-
tomers would be looking for in the coming 
year.” 
“The process is very simple,” explains Riz-
wan. “ Step one, cotton dyeing under ex-
tremely high pressure. Step two; we make a 
blend of cotton to make a melange effect.  

Step 3,  spinning. To make it a melange yarn, 
you have to fiber dye to achieve that double 
tone look.”  
“For Marled yarn the process is slightly dif-
ferent,” comments Rizwan. “ Two dyed 
yarns are twisted together – this is an expen-
sive process. That is why we do not keep it 
in stock. We may have to get the cone dye-
ing done from a dye-house. It’s not feasible 
to keep the cones in stock plus it is difficult 
to make custom colors, as we can’t guarantee 
the lead-times. Although it can be done.” 
“Our products include the following blends,” 
says Rizwan. “Cotton/Cotton, Cotton/
Polyester, Cotton/lycra, Cotton/Linen, Cot-
ton/Silk.  There is no restriction in colors.  
All yarn is tailor-made since we have our 
own dye-house to match buyer’s require-
ment.” 
“At times we get orders to make one bag to 
the buyers’ specifications for salesman sam-
ples. It is tough to handle but we do it any-
way. Nowadays, we are also getting orders to 
blend the yarns in 16 singles, 10 singles, 24 
singles, and 34 singles in addition to 20 sin-
gles and 30 singles. We can handle assorted 
counts and shades. We are flexible since we 
want to meet the customers’ needs – profes-
sionally.” 
Discussing the trends, Rizwan commented, 
“Buyers are going for some brighter shades 
these days like yellow’s, green’s apart from 
the traditional ones these days. Warnaco’s 
Chaps division is the most active and innova-
tive buyer in our market. Levi’s buys the 
most volume.”   
 
 

Din Textiles – a view of both mills 

Author and Source: Din Textiles 
DIN TEXTILE MILLS is manufacturing 100% 
Cotton yarn of A+ quality in two of the  most 
modern textile units, located in Chunian, La-
hore, under the brand name Nabeel for knitting 
and Din for weaving. Our Nabeel brand is fa-
mous for its Knitting quality Through out Ko-
rea, Hong Kong, Taiwan, and Turkey. We are 
producing 64 (40ft) container monthly in counts 
ranging from 16/1 to 32/1, and from 16/2 to 
32/2 - manufactured in carded and combed, 
with and without wax.  
The two types of Yarns are:  1. Melange Yarn 
&  2. Cotton Yarn. We  are a division of "DIN 
GROUP OF COMPANIES"  Karachi, Pakistan. 
The companies of the group are engaged in 
manufacture and export of high quality Cotton 

Yarn, Leather, Leather Garments & Chemicals. 
We are quality conscious people and believe in 
high standards and our  quality product is 
manufactured on the most advanced machinery  
under the assistance of highly paid expertise. In 
addition, we have 300  people only in the back 
process for cleaning Jute, contamination, other  
foreign materials and to pickup dead cotton un-
der special Ultra-violet lights. Also, we are pro-
viding speedier delivery that means lower in-
ventory. In this way you will be able to reduce 
your inventory cost.  Moreover, we have laid 
special emphasis in packing, which plays a vital 
role in the performance of the product, and is as 
per international Standards. Our aim for con-
tinuous quality improvement is endless and we 
believe in 100% customer satisfaction.  

Fact sheet on Din Textiles 



balance sheet, strong management team with low turnover and 
adaptability to a wide variety of customers for the company's 
growth. "They are becoming the first truly international retail 
apparel brand in the world, and all indications are that they 
will have a spectacular year," Schaeffer said. "I compare it to 
companies like Tiffany, which is the only brand in jewelry and 
Estee Lauder, which is truly a worldwide high-profile con-
sumer product company," he said. Currently 12 percent of Gap's 
stores are located outside the United States, generating about 8 
percent of its total business, Schaeffer said, and that can only grow. 
In the United States, Gap has made big strides since it opened the 
first Old Navy store in California in March 1994 and tapped into the 
$65 billion moderate apparel market.  

The Gap combination stores, including Gap Kids and Baby Gap, 
have boosted revenues, Schaeffer 

said. "They discovered they can open up these combo stores 
all in one building. They have put them in secondary and 
tertiary markets, which will enable them to open over 300 of 
those in the next few 
years, plus, they will open additional Gaps and Old Navys," 
Schaeffer said. "I don't think they are anywhere near the busi-
ness they can be in the U.S.," he added. Schaeffer predicted 

earnings for fiscal 1998 to be $1.70 per diluted share and $2.04 for 
fiscal 1999.  
 

(Continued from page 10) 
 

• Anita and Me by Meera Syal (Fiction) 
• Selling for Dummies by Tom Hopkins 
• Sharkproof by Harvey Mackay 
• The complete office hand book by Mary A. Devries 

From The Book Shelf 

By Waseem Kamran 
 
• Godzilla, (adv.,act.,fiction),  Robert Downey Junior***** 
• Fallen, (Sus., thriller), Danzyl Washington, John Goodman*****   
• Deep impact, (fiction, thriller), Morgan Freeman****  
• Sphere, (thriller), Sharon Stone, Dustin Hoffman, S. Jackson**** 
• City of angels (thriller), Meg Ryan, Nicholas Cage**** 
• Great expectations (Love story), Robert Deniro, Gwyneth Paltrow**** 
• Rommy & Michelle high school reunion (Comedy), Mira Survino, Lisa Sudkof**** 
• Big Hit,  (action), Lou Diamond Phillip*** 
• Lost in space, (Sci Fi), Mathew Perry*** 
• Black dog, (Action), Patrick Swaze, Meatloaf*** 

Best Movies of May’98 

MTV TOP 10 
• Maria, Ricky Martin 
• Lollipop (Candy man), Aqua 
• All that I need, Boy zone 
• What can I do, the Corrs 
• Weird, Hanson 
• Are you Jimmy Ray, Jimmy Ray 
• Life is a flower, Ace of Base 
• Frozen, Madonna 
• Getting’ Jiggy wit it, Will Smith 
• Never Ever, All Saints. 


