
Lahore: Pre-production is the 
product development stage. It 
involves multiple processes for 
which the outcome actually 
plays a major role in the pro-
curement of future orders. 
When we talk about pre-
production, we are referring to all 
the stages after an 
order has been 
confirmed up to 
the start of pro-
duction. It ends 
when the buyer 
has approved all 
the items & given 
a go ahead for 
production. Let’s 
list out the stages 
in a sequence: 
 Fabric develop-

ment 
 Lab-dips 
 Fit samples 
 Size set 
 Pre-prod sam-

ples 
Above processes 
are brief outlines 
of the different 
operations. There 
are numerous 
things done in 
between the 
above processes 
like pricing, mock-ups for fit 
samples which are sent for cuts 
or trims’ approval, ordering ac-
cessories, etc. Three things are 
pertinent in order to be success-
ful at the pre-production stage: 
 To develop & maintain charts 

for follow-up, which are up-
dated consistently…this is a 
must!  

 Meeting the buyers’ dead-
lines as per the time & action 
calendars provided every 
season. 

 A Thorough follow-up with 
factories. 

The person who is assigned to 
handle the product development 
must possess certain qualities, for 

example being detail oriented, 
being organized, having the abil-
ity to suggest styling alternatives 
& color recommendations for 
sampling & most important of 
all, to be pro-active…to be able 
to identify problems in advance 
& offer solutions rather than at 

the last minute. 
 
 
DO’S & DON’TS… 
 Fabric development –  

- Ask your buyer for the original 
swatch before development & 
ask for the required fabric 
weight. In several cases, the 
weight recommended by the 
buyers is not workable since 
fabric is either unstable at that 
weight OR the weight is not 
achievable in the given yarn 
count. In this case, suggest an 
alternative weight to the buyer 
giving reasons. This should be 
consideration when pricing as 
well. (DO NOT GIVE 

PRICES WITHOUT MEN-
TIONING THE FABRIC 
WEIGHT, YARN & 
GAUGE THAT IT’ S 
BASED ON.) Always make 
sure that the fabric under de-
velopment can run in produc-
tion smoothly.  

- Use a suitable 
color for dyeing the 
fabric. From a psy-
chological point of 
view, if you send 
the fabric in one of 
the buyer’s pre-
ferred colors, the 
more chances of 
approval there are. 
- Presentation of 
the fabric plays a 
major role in the 
approval process as 
well. They should 
be neatly attached 
onto the swatch 

cards with 
complete 

description men-
tioned on it, i.e. ref 
#, fabric type, fabric 
weight, yarn count, 
gauge & content. Do 
not leave room for 
the buyer to return 
with questions. 

There’s nothing more annoy-
ing than receiving incomplete 
information due to sheer negli-
gence. 

Once the fabric is approved, file 
it properly & attach the buyers 
comments on it with the approval 
date. If the fabric is not ap-
proved, then re-submit but keep 
the records in tact.  
 
Continued next month. 
 

Shireen Shafiq is a senior ac-
count Manager at Nabila-Abs 

Group. She handles Tommy 
Jeans. 
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“It’s not what you see – it’s what 
you sense that makes for a good 
partnership. There’s a lot of subjec-
tivity. Instinct is critical – if I don’t 
sense transparency and vendor’s 
commitment to our business in his 
demeanor, no matter how good he 
looks on paper, it’s no good.  
 
Dear readers, 
I know July was the month 
when we were supposed to 
print the countdown based 
on numbers, unfortu-
nately, EPB thinks the fig-
ures are confidential so we 
don’t have the necessary 

• Ammar Textiles 
• Quality Knits  
• Highnoon Textiles 
• Angora Textiles 
• Sarah Textiles 
 
HIS CRITERIA 
• Infrastructure, hardware and 

software. 
• transparency  
• Business ethics 
• Being able to meet commit-

ments 
• Passion and conviction a very 

important ingredient in what 
they do. 

 

statistics to calculate the 
top five for the past six 
months. Sorry. Anyway, 
since our countdown is 
based on the buyers’ feed-
back, it‘s as good as num-
bers!  
 
The editor  (-: 
 
P.S. Leisure didn’t make it! 

His personal top Five 
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be accurate and to make sure that 
the production garments will be cut 
on the same pattern giving them a 
uniform result. A pattern is also 
necessary for the grading process. 
Why is pattern making neces-
sary? 
It’s necessary if there is a need for 
accuracy and uniformity, it also 
saves time in the long run. It is easy 
to store and any alteration can be 
easily made and thus recorded.  
What is the difference between a 
block and a pattern? 
A block is like the print of a body 
shape without any style attached to 
it. A block is never used as is but is 
always transformed into a pattern 
of a specific style or size. 
How can we build a pattern 
from a block? 
The techniques vary depending on 
the required results. However the 
block is traced on another piece of 
paper and then transformed by 
adding cuts, volume, changes, 
dilating, increasing or decreasing 
darts till it resembles the given 
design. 
What benefits can you achieve 
by using a good pattern? 
 A good pattern is a great time-
saver; it’s also economic. It’s invalu-
able because you will use it repeat-
edly as a base for new garments. 
Besides, it’s easier to trace the 
origins of the errors, when the fin-
ished product does not fulfill the 
requirements. It’s easy to check as 
it has clean lines and is easy to 
understand by a tailor. 
Pattern adapted to fabric--

How can you tell something is 
wrong on a pattern from a gar-
ment? 
You can tell if the garment does not 
sit well on the body, if it does not 
correspond to the established 
design, if you make several gar-
ments and they all have the same 
problem.  

By Maryse Faux,  
 

She teaches Draping and Pattern-
making at the Pakistan School of 

Fashion Design. 

What is pattern 
making? 
Pattern- making is a 
technique. With it, 
you can create al-
most all kinds of 
clothes, for children, 
men or women on a 
flat surface - mostly 

paper - but it can also be a card-
board or a Grey cloth or even a 
fabric. It involves the making of 
blocks that are transformed into the 
required design. 
Who can learn? 
Anyone can learn – to make gar-
ments with accuracy and efficiency. 
However, it’s a skill that demands a 
lot of practice to be highly efficient. 
It’s a job in itself though it can be 
combined with draping in the com-
pany. 
What is the difference between 
flat pattern and draping? 
In flat pattern, we work with a two 
dimensional surface with our only 
tools - a paper and a pencil. In drap-
ing, we are using Grey cloth and 
pins and we work on all three di-
mensions on a body form.  
 Where and when is it used? 
The advantage of draping is that the 
garment is taking shape right in 
front of you on the dummy and you 
have a visual result immediately, 
which is also easier to correct. How-
ever, for simpler garments and for 
garments that are not especially 
close to the body, flat pattern is 
faster and can be as accurate. A flat 
pattern is often made after a lot of 
hard work. It enables the cutter to 

Pattern should be adapted to fab-
rics to prevent surprises at the end 
of the line. A pattern should be 
made differently when you are us-
ing a woven fabric or a stretchable 
one. The name of the fabric it corre-
sponds to should be mentioned on 
the pattern and used only for the 
fabrics of the same type. 
How do you make copies? ... 
Since patterns are valuable to a 
company, they should be valued 
and stored accordingly. The paper 
or cardboard should be of good 
quality to ensure an extended life. It 
is usually stored on hangers since 
then; it does not lose its shape and 
has a longer life. However if a cer-
tain pattern needs to be mailed, a 
copy should be made of paper and 
sent in a large envelope. The pat-
tern maker needs to number the 
pieces of the pattern with the nec-
essary information and keep a copy 
for his/her reference or for further 
changes. 
What do you write on a pattern? 
 Information on a pattern is very 
important. If the pattern leaves the 
company, there should be the 
stamp of the company on every 
piece. Moreover, the name of the 
collection it refers to. It should have 
the following information  - the 
name of the garment, its size, the 
name of the pieces, how many 
should be cut out of it and in what 
kind of fabric or fusing etc., and the 
number of the pieces. It’s crucial to 
mention the grain line. It also helps 
to mention the center front and 
back. 

Pattern-making 

Maryse 

Ammar Textiles, a brand new 
number one! 



On Delivery : “Vendors make commitments – 
they’re just words. They have an in-built false 
sense of security. They will never stick to the 
shipping window. They’d rather concentrate on 
the cancellation date thinking they have a week. 
Whenever the customer is a retail store, it doesn’t 
work. Obviously, an extension means air ship-
ment, which is always, a problem. I think, the 
vendors don’t understand the psyche of their 
individual buyers. If a buyer gives an extension 
once, they think it’s forever. Initially the vendors 
are in a snooze mode, when the production date 
is like a couple of days away, they suddenly wake 
up and realize, there are few pre-production ap-
provals pending, quickly, they shift gears. They 
don’t even check if their submissions are as per 
the requirement. The ad samples are usually 
delayed because they have to get them from 
production. We have to follow-up and get the 
samples done from the sampling lot if we want 
them to meet our deadlines.” 
On Quality “A delayed shipment usually means 
bad quality. If stitching starts early, they will try to 
get the dye lots approved no matter what. They’ll 
pressurize, come up with weird solutions like “we 
will pack this lot separately” so its approved. They 
can not bear to waste any raw materials even if 
these are incorrect. I remember, one vendor had 
three to four lots rejected. In the pre-final, we 
discovered garments made from those rejected 
lots. The color was white. We asked them to re-

sort and pack. In the final, we found 
the same shade! We stopped the 
shipment. Vendor’s explanation –” we 
packed it by mistake“. There were 
three lots. Some mistake.”  
“The vendors can’t judge accurately 
what would be acceptable to the 
buyer. The local Q.C has a much 
broader vision, he knows better. One 
tactic is to get the buyer’s senior 
management involved. They will try to 
make the senior management over-
ride their middle managers’ decisions. 
They should remember that they are 
the ones who will end up with claims. 
They should try to improve instead of 
looking for short cuts.”  
“I feel, normally the claims are genuine. Some 
vendors even have discrepancies in their packing 
lists at the time of final audit and in their shipping 
documentation. They will even 
ship the rejected merchan-
dise. The liaison buying offices 
and agents need to be extra 
vigilant. If they go to sleep, 
they have had it.”  
 On Vendor strategies: “Some 
vendors don’t have a consis-
tent marketing strategy. In 
fact, they have no policies - 
period. One day, they are com-

mitted to your business; they 
even have allocated the space 
in their stitching units appar-
ently. Next day, you go to the 
unit to look at your production. 
You will find some other buyer’s 
production there. They impress 
the buyers with their tall prom-
ises – later no action. Credibility 
is very important. The vendors 
try to take advantage of their 
buyers. Even if they are doing 
the same product for some 
other customer with a lower 
price, they will try to get a higher 
price from you. They never 
bother with the customers’ 

delivery and quality parameters, they are only 
concerned with the bottom line – price. This atti-
tude affects the market– negatively.”   

“Bottom line - They need to 
keep their buyers informed 
– about their priorities, 
time and action calendars, 
marketing strategies, the 
works. Quality, delivery and 
lead-times are very impor-
tant to buyers. These three 
affect their sourcing deci-
sions big time.”  

Khurram Qaiser speaks out!  

“What bugs me about my vendors” 
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Khurram Qaiser – Country 
Manager Colby’s 

TKFR hard talk 

Hi readers, 
This has been a  
heck of a hectic 

month one way or the other! Some-
times I miss my corporate life style 
like mad but thank god, it’s usually 
a temporary thing! Insanity doesn’t 
run in my family. I mean you would 
have to be insane to want to go 
back to that! Some of you probably 
know what I am talking about…I feel 
good when I hear stories of your 
lives, I usually feel like saying, seen 
that, done that! I must be growing 
old. Anyway, things have calmed 
down a bit. And here we are! ( :  
This issue, you get to hear about 
the TKFR team. That’s us! It feels a 
bit like blowing our own trumpet. 
However, since many people want 
to know about us. We are on the 
cover. Shireen Shafiq (Nabila-ABS) 
talks about the buyer’s expectations 
in her “Do’s and Don’ts of product 
development”. We have also in-
cluded a lesson in pattern making 
by Maryse Faux, she teaches at the 
Fashion School, and a fact file on 
NAFTA & WTO. For the Face, I loved 
interviewing a mainstream commer-

cial designer who has a made a big 
name for himself in Lahore for his 
traditional R.T.W clothes, Zubair 
Gumman of Nee Punhal. 
Speak out features Khurram Qaiser  
turning on the spot light on vendors’ 
attitudes and what bugs him the 
most as the country manager of 
Colby’s. He truly speaks out, not 
mincing his words. I know the ven-
dors’ will not like some of the stuff 
so I had better warn you, I agree 
with him on this one! I used to have 
nightmares about these things 
myself when I was buying merchan-
dise. I remember, practically tearing 
my hair out trying to make vendor’s 
understand, these things matter. 
You might say, I finally got my 
chance! (-: It’s beautiful feeling 
when you can tell someone I told 
you so! Are you listening out there - 
vendors? Ha! Ha! (-: 
Last but not the least; I included a 
very moving letter I received cour-
tesy Ms. Beena Sarwar, Editor of 
The News On Sunday. In fact, I got a 
whole bunch of emails on the sub-
ject of  Pak nuclear bomb capability, 
but this one really made me stop 

and think. It was featured in the 
News back in June. I know most of 
you people probably are too tired to 
even get out of your beds on the 
weekends, so here’s your chance to 
think about this issue at your lei-
sure. 
Oh yes, another thing…I have been 
thinking about the Mystique fea-
ture. I had no choice. Many readers 
informed me that they read only 
Mystique’s entertainment feature! 
Seriously? On average, I get five 
calls a day on the subject. Ok, Ok, I 
give up. Tell you what? I’ll keep the 
feature going– though in a more 
serious vein. I should change the 
name to “You asked for it!” but 
heck … you already know that. Any-
way, don’t blame me later, I seri-
ously tried here. I do not want to 
hear this sentence ever again in my 
life  “Hey Fareeha! That bit of news 
was not strictly accurate!” What do 
you expect from gossip - chum?   
Enough talk…just go read the stuff 
and let me know what you think -
ok? And don’t forget to email/write. 
Have fun.    
Fareeha Qayoom  

Editor’s note… Professionalism 
knitwear style     By James Bond 

Once upon a time, there was a buy-
ing house. They 
meant business. 
They represented a 
big brand. All their 
vendors respected 
that since they 
were dead earnest 
about their quality 

concerns. They had a very compe-
tent quality assurance team and a 
very effective guy heading that. He 
knew his work.   
One day, he was out on an inspec-
tion  – a final audit. He went through 
the merchandise like a whirlwind – it 
was rejected totally – too many 
counts of stains, pressing and pres-
entation problems.  
The vendor resigned set to work to 
fix the problems. Next day, the top 
guy called the vendor’s top manage-
ment and told them “pack the ship-
ment and send it! “ the vendor was 
confused. “What about the final 
audit?” “No need. Just send some-
one to pick up the inspection certifi-
cate!” hmmm.   

Quality, delivery and 
lead-times are very  

important to  
buyers. These three affect 

their sourcing  
decisions big time. 



I was planning to do a story on 
the implications of NAFTA and 
WTO agreements on Pakistan’s 
exports. I found that many 
people in my informal survey 
didn’t know much about the 
agreements…so, I am giving 
you guys some food for 
thought! TKFR will carry the 
story in the September issue 
scheduled to hit the distribu-
tors by September 30th  inshal-
lah. We are also carrying Mr. 
Baber Rafique’s (Levi’s  head 
now) thoughts on the subject. 
in  the  August issue. So you 
haven’t heard the last of it yet. 
Stay tuned ok. 
The Editor (: 
 

Lahore- Most countries seek to 
improve their economic relations 
through trade agreements that 
cover a variety of commercial prob-
lems. The intent is to improve the 
investment and trade climates 
among countries. Two particularly 
important trade agreements for U.S 
Industry are the North American 
Free trade agreement (NAFTA) and 
the General Agreement on Tariffs 
and trade, which created the World 
trade organization. (WTO) 

North American free 
trade agreement (NAFTA) 
NAFTA was signed by the govern-
ments of Canada, the United 
States, and Mexico in 1992. After 
being ratified by the legislatures in 
each of those countries, it went into 
effect in 1994. NAFTA reduces or 
eliminates tariffs and trade barriers 
on most North American trade. 
Although some tariffs were elimi-
nated immediately, most tariffs are 
being phased out gradually through 
2009. The industries most effected 
by NAFTA are agriculture, automo-
biles, pharmaceuticals and textiles. 
In the end, the agreement creates 
the largest free trade area in the 
world, consisting of 360 million 
consumers. 
In addition to having trade provi-
sions, NAFTA provides for greater 
Mexican protection of U.S and Ca-
nadian intellectual property. It calls 
for greater protection of the envi-
ronment and ensures that the man-
agers of U.S companies do not use 
access to Mexico as a way to avoid 
U.S environmental laws. NAFTA also 
provides for the creation of special 
panels to resolve disputes involving 

unfair trade practices, investment 
restrictions, and environmental 
issues. The activity spurred by 
NAFTA has generated interest to 
expand the reach of NAFTA to in-
clude other Latin American coun-
tries. 

WORLD TRADE  
ORGANIZATION (WTO) 

For forty-eight years, the General 
Agreement of Tariffs and Trade 
(GATT) worked to reduce trade 
barriers. GATT focused on key trade 
restrictions (largely import quotas 
and tariffs) and implemented it’s 
goals through the publica-
tion of tariff schedules to 
which countries agreed. 
Tariff schedules were 
developed periodically in 
multinational trade nego-
tiations or “rounds”.  
GATT was replaced by a 
new organization called 
the World Trade Organiza-
tion (WTO), one of the 
significant developments 
of the last round. Since 1995, the 
WTO has overseen the trade agree-
ment and has worked to set up a 
dispute resolution system using 
three-person arbitration panels. The 
panels follow strict schedules for 
rendering decisions. Importantly, 
WTO member nations agreed they 
should not veto WTO decisions, as 
was the case with GATT.  
The WTO trade agreement eventu-
ally will lower world tariffs by 40 
percent. The United States, Japan, 
Canada, countries of the European 
union, and other industrialized 
nations agreed to eliminate tariffs 
completely among themselves in 
ten industries:  
 Beer 
 Construction equipment 
 Distilled spirits 
 Farm machinery 
 Furniture 
 Medical equipment 
 Paper 
 Pharmaceuticals  
 Steel 
 Toys 

 The WTO also provides worldwide 
protection for intellectual property, 
providing seven years of protection 
for trademarks, twenty years for 
patents, and up to fifty years for 
copyrights. The deadline is 2000 for 
all member countries to implement 
the policies accordingly. The parties 
also agreed to reduce or eliminate 

governmental subsidies on high 
tech research and within the civil 
aviation and agricultural industries. 
Only in film and television program-
ming area was the United States 
not able to gain significant reduc-
tions in trade barriers by the Euro-
peans, France was particularly 
adamant about maintaining the 
barrier because of its concerns 
about the domination of American 
films, music and videos in Europe.  

THE MARCH TOWARD 
FREE TRADE 

A large part of the world has elimi-

nated all barriers to trade or is in 
the process of doing so. The fifteen 
members of the European Union 
have created a "single internal 
market." Australia and New Zealand 
have completed their free trade 
area. Several large groupings are en 
route to a similar outcome: the 
North American Free Trade Agree-
ment (Canada, Mexico, United 
States), Mercosur (Argentina, Brazil, 
Paraguay, Uruguay), and the ASEAN 
Free Trade Agreement (Brunei, 
Indonesia, Malaysia, Philippines, 
Singapore, Thailand, and now Viet-
nam). There are numerous free 
trade areas among smaller coun-
tries.  
In addition, a series of new group-
ings have pledged to abolish all 
impediments to their international 
trade in the coming years. The Euro-
pean Union and the Mediterranean 
countries (EUROMED) have commit-
ted themselves to free trade by 
2010. The 34 democracies of the 
Western Hemisphere agreed at 
their Miami summit in December 
1994 to work out a Free Trade Area 
of the Americas (FTAA) by 2005. 
The eighteen members of the Asia 
Pacific Economic Cooperation 
(APEC) forum--which account for 
half of would output and include the 
three largest national economies 
(China, Japan, United States)--
decided via their Bogor Declaration 

International trade agreements 
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of November 1994 to establish free 
trade and investment in the region by 
2010 for their higher income mem-
bers, that make up 85 percent of their 
commerce, and by 2020 for the rest. 
History suggests that these targets 
will be met well ahead of schedule 
because private sectors begin invest-
ing to take advantage of the eventual 
steady state, and thereby accelerate 
the whole process, as soon as the 
deals become credible. There have 
been many proposals for additional 
free trade regimes. The most signifi-
cant by far would be a TransAtlantic 
Free Trade Area (TAFTA), joining 
Europe and North America. In a wholly 
different setting, Russia has proposed 
reverting to free trade among some of 
the republics of the former Soviet 
Union. India is promoting an associa-
tion of countries that rim the Indian 
Ocean.  
Even without any additional configura-
tions, over 60 percent of international 
commerce now takes place within 
existing or planned free trade re-
gimes. This share is rising rapidly, 
both because of the onset of new 
arrangements and because trade 
expands more quickly under such 
conditions.  
 
Regional Free Trade Arrangements 
(share of world trade, 1994) 
 
European Union           22.8 
EUROMED                      2.3  
NAFTA                             7.9 
Mercosur                        0.3 
Free Trade Area of the Americas (in 
addition to its subregionals)  2.6 
AFTA                                 1.3 
Australia-New Zealand   0.1 
APEC (in addition to its subregionals)                
                        23.7 
TOTAL                               61.0 
 
In the past, few years’ 'free trade' was 
given a fillip by the conclusion of 
Uruguay Round of GATT, touted by its 
champions as the greatest economic 
achievement the world has ever 
known. But it is likely that the new 
World Trade Organization (WTO), the 
expanded version of GATT to which 
the Uruguay Round gave birth, will 
preside over an even more unequal 
global trading system that could well 
impoverish the poorer countries yet 
further.  

 Continued next month. 

TKFR Fact file 



To fight or not to fight – that is the question... 
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Lahore, August 5 ‘98– In the final 
analysis, the choice is simple, do we 
want to have a war with India? No 
sane person would vote for an  
armed conflict with India. Would 
you? The stakes are just too high. 
Or maybe, it hasn’t sunk in yet – 
has it? You probably think, what is 
she going on about now; chances of 
an atomic /nuclear war are slim. 
People outside Pakistan probably 
feel the danger more of such a 
happening than we do. We think 
that there won't be a war – right? 
Are we suffering from an ostrich 
syndrome here or what?  
Daily, we get reports that Pakistan 
and India exchanged fire over the 
line of control - so many dead. Do 
we take this seriously? To begin 
with, even I didn’t. Nevertheless, 
think deeply for a second. We can’t 
rule out the possibility now. Imagine 
for one minute that there is a full-
scale war tomorrow. Scary thought, 
isn’t it? The question is where do 
we go from here?  
 India and Pakistan can’t afford 

a war, especially since now 
both of the nations have nu-
clear capability. We are not 
like Iran/Iraq with oil reserves 
stretching miles and miles, 
making it possible for us to 
rebuild in the post-war sce-
nario. Probably, with about ten 
percent of the nation and no 
possible source of income, 
war will mean suicide for the 
sub-continent on a massive 
scale. 

 We need to be mature and 
think of damage control now. 
We can’t be like a couple of 
kids fighting over, “it’s mine” 
thing anymore. I mean, we 
need to stop and think. War is 
serious. Moreover, there are 
no heroes when all is said and 
done. 

 Bottom line, India and Paki-
stan need to sit down and talk. 
Especially about the Kashmir 

issue. Like sane 
adults. Or they 
should agree to 
disagree. Period. 
…No one kills 
the children 
anymore; no 
one kills the 
children any-

more….  
(Final cut - Pink Floyd.)  

 
By Dr Mariko Kitano,  (Courtesy – 
Beena Sarwar, Editor The News On 
Sunday- Translated from Japanese 
by Erum Rahman.) 
 
 I am sickened - sickened to 
my stomach - at the sight of 
these jubilant faces 
'celebrating' Pakistan's nu-
clear tests. These are the faces 
of unashamed ignorance. 
These are faces that have 
never even given a thought, 
let alone seen the evil that is 
manifested in nuclear arms. 
I have seen it first hand. I 
am the grand daughter of a 
survivor of Nagasaki, and I 
bear the scars of that living 
hell in my deformed feet, one 
eye that cannot see and a 
left hand that only lies mo-
tionless at my side. My 
mother too is a victim of 
severe physical deformities 
that she has inherited geneti-
cally from my grandmother - 
all thanks to the  'miracle' of 
nuclear energy that Pakistan 
and India are celebrating so 
fervently today.   
How can any sane human 
being believe detonating 
nuclear devices provides 
security? Is sitting on a 
ticking time bomb a posi-
tion of security (the people 
of Chernobyl have an an-
swer to that)? Is sitting on 
the brink of nuclear war a 
secure position to be in? I 
think not. After letting a 
crazed dictator rule their lives 
for 10 years, this is certainly 
the most regretful thing that 
the Pakistanis have ever done, 
and now they will surely have 
to pay dearly. I see children 
on the street, begging for 
enough money to have just 
one scrap of food, women car-
rying malnourished babies, 
begging for alms, old people 
dying in gutters. And they will 
all continue to die, for in-
stead of listening to their 
pleas and seeing to their 
needs, the Pakistani govern-

ment has now pushed them 
even further down on their list 
of priorities, if they were even 
there to begin with. Instead, 
now they will be selfishly and 
pompously pumping even more 
of the national exchequer into 
this utterly ludicrous game of 
one-upmanship with India. 
Nuclear bombs will not put 
food on that starving child's 
plate.   

I studied 
Islam while 
doing my 
doctorate in 
religious 
studies. I 
learnt that 
human be-
ings are 
considered 
the highest 

form of 
life. I'm 
afraid I 
don’t be-
lieve that 
anymore. 
Of all the 
creatures 

on earth, humans are the ones 
who have never evolved, we 
were born barbarians and we 
shall remain so, no matter 
how many veils of civilization 
we cloak ourselves in. We are 
the only creatures on earth 
who continuously devise more 
and more devious ways to kill 
our own kind. The more weap-
ons of mass destruction we can 
come up with; the more pom-
pous we become. Killing people 
is the only way we can feel 
good about ourselves. And 
how easy it is for us to forget. 
We have been making the 
same mistakes since the dawn 

Letter from Nagasaki: Dear Pakistanis... 
of time and each new genera-
tion conveniently forgets the 
mistakes of its ancestors. The 
Jewish nation faced the worst 
kind of barbarism at the hands 
of the Nazis, and then turned 
around and did the same to the 
Palestinians. So too in Bosnia; 
and let’s not forget the treat-
ment of the Christian minority 
in Pakistan of late. Hell struck 
Hiroshima and my home of Na-
gasaki, and the world still went 
on blindly with the nuclear 
arms race. It is true, a human 
being will bring down the worst 
kind of atrocities on another 
human, simply because he 
thinks the same can never hap-
pen to him.   Why do you think 
Japan never entered the arms 
race? Because we experienced 
the horror of nuclear energy in 

our homes, we saw 
our loved ones 
charred in front of 
our eyes; our houses 
crumble like sand-
castles.   Neither In-
dia nor Pakistan 
have seen the sight-
less eyes of a newborn 
in Hiroshima and 
Nagasaki who till 

this day is born with defects 
through no fault of his own. 
And that is what enables the 
people here to celebrate. 
I pray no Pakistani mother has 
to one day look down at her 
newborn baby and see two cold, 
vacant blue spots where the 
child's eyes should be. I beseech 
you, the most influential news-
paper in Pakistan, to send cop-
ies of this, the sincerest request - 
no, demand - for restraint and 
peace in the future, that I can 
muster, to wherever and whom-
ever you believe can make a 
difference, even the slightest. My 
own reach is severely limited 
that is why I am writing to you. 
You can make a difference.  
Dr Kitano holds a doctorate in religious 
studies from Osaka University and was 

in Lahore at the time of the Pakistan 
nuclear tests on a personal visit. 
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 The man behind Nee Punhal  – Zubair Gumma

ubair 
Gum-
man is 

a successful entre-
preneur, a designer, 
and a photographer. 
He is a big name in 
Lahore’s designers. 
Yes, you guessed it; 
he owns his own 
label – Nee Punhal. 
He has outlets in 
Lahore, Islamabad, 
and Karachi. His 
next target is India.  
He started from Islamabad back in ’89. He 
does not have a degree in design. Initially, he 
worked as a photographer, working with the 
professionals in the business. Money was 
never an issue since he comes from a mon-
eyed, feudal background.  
“ I create under extreme pressure, the cus-
tomers make you limited though. They are so 
conservative. Most of my peers are elite’s 
glorified tailors. I don’t call them designers. 
They are catering to a select class of custom-
ers. To design for them is easy; their custom-
ers have acquired an aesthetic sense because 
of their exposure to other cultures. It is com-
paratively simpler to design for say, Jemima 
Khan than for an ordinary woman! You 
know what I mean?”  
“ It’s tougher to cater to the masses. I know - 
I design for them! My customer is the middle 
class. My collections are always different, 
and my designs wearable and glamorous.   I 
try to be innovative and totally radical. I was 
the one who revived the mirror-work, placing 
them in outrageous places in the dress. I in-
troduced some new cuts and colors. Being a 
photographer, I know how to fill each frame” 
“I would love to design for the professional 

woman. However, I don’t do basic silhou-
ettes. They are too easy to copy. All my crea-
tions have to be intricate and a virtual work 
of art! Still, I see replicas of my designs in 
the boutiques. I have loyal customers though 
– they will not buy cheap imitations. I have 
six lines – daily wear, semi-formal, formal, 
and over the top formal. I am also launching 
a knitwear line. It is totally radical. I do not 
copy and I don’t store my work. I have no 
catalogs, nothing. This way, whatever I do is 
fresh and new. I am obsessed with artistry 
and craftsmanship in my work.”  
“It’s really tough to make a woman look 
beautiful and modern in a Shalwar suit. I al-
ways try to create clothes, which make the 
woman I design for, look feminine, sensual 
and glamorous.” 
“There’s no such thing as an Indian culture 
or a Pakistani culture anymore. Now we have 
a global culture. I customize my clothes for 
the domestic crowd, keeping in  mind our 
heritage, history and civiliza-
tion and combining it with the 
global culture.”    

Zubair Gumman 
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he world's biggest selling designer's 
philosophy on fashion is simple. If 
you don't have a holiday home in 
the Hamptons and a 20-foot-yacht 

by the beach, at least dress like you do. Claim-
ing fame since his childhood days reared in the 
Bronx, at 23-years-old, Ralph Lauren 
worked as a tie salesman and went on to 
create an American dream, all from a polo 
embroidery on the right hand side of a shirt. 
Over twenty years later, Lauren now per-
ceives the fashion industry (particularly 
department stores in general) as 
"depressing." According to the designer, 
shopping should run as nothing short of 
"entertainment" and it is dreams and passion 
that stores are missing today, preferring to 
operate businesses by balance sheets rather 
than taking risks and listening to instinct.  
Even more intriguing is Lauren's admiration 
for his direct competitor, Calvin Klein. 
"Calvin is a good designer and he has a view 
on home," referring of course to Klein's 
successful homewear collection, "and he's 
not trying to be Ralph Lauren." In other 
news, for those of you feeling compassion 
for Ralph Lauren's heartfelt admiration for 
Calvin Klein, here's some words of wisdom - 
take it with a pinch of salt. Don't say we 
didn't warn you, as the two most popular 
men when it comes to American fashion are 
about to go to battle over a bottle shape (of 
all things). The problem? Calvin's people 
feel that Ralph Lauren's new fragrance, 
"Romance," distinctively resembles Klein's 
Eternity glass shape. The confusion being, of 
course, Klein's questioning Ralph Lauren's 
bottle design for his new fragrance for Ro-
mance and if it is not a direct copy of Eternity. 
For the creation, Lauren is said to have re-
quested "a modern, clear look of Lucite," this 
"modern, clear look" in turn strongly does 
resemble the Eternity appearance. Courts are 
adamant now that if Klein intends to have the 
bottle barred, he will have to prove not only 
that the design of the bottle has contributed 
mainly to the success of the product but also 
that the bottle and its advertising campaign 
bring to mind thoughts of tradition, romance 
and family values rather than just sexual ges-
tures. Representatives for Ralph Lauren ex-

plained, "Ralph would never copy Calvin 
Klein. He's a designer in his own right, and 
just as well known."  One thing is for sure, 
whatever respect and admiration on a profes-
sional level that the two had for one another is 
slowly diminishing, proving in fact that this 

industry ain't all frocks and fabrics, now is it? 
And if that's not spicy enough for you, get set 
for something potentially dangerous. Prada's 
Patrizio Bertelli (who is incidentally becom-
ing about as famous as his designer wife) has 
upped the stakes in his recent purchase of 
Gucci stock from 5% to 9.5%. Sources declare 
him as the largest shareholder in Gucci's prop-
erty within Florence, and, for the record that’s 
worth around $137.2 million! 
Back to women of the world now, Vivienne 
Westwood is about to "complete the capsule 
of her business." Being the only British de-
signer to be licensed by Lancaster, Boudoir is 
the debut fragrance under the Westwood 
brand. "For me, as a designer who doesn’t 

have a backer or investors, the greatest luxury 
is time and the perfume is part of that. If it's a 
financial success it will bring me more free-
dom and time to design," said Westwood. 
Taking inspiration from Schiaparelli’s Shock-
ing scent from years ago, she added "what's 

most important is that it shouldn't repulse peo-
ple and I don't think this does." A men's fra-
grance is also in the pipeline set to make its 
way into the world with a less expensive 
pricetag as part of her Anglomania jeans line 
within the next 18 months. 
Any paparazzi addict should have been con-
tent with last year's Metropolitan Museum of 
Art gala honoring Gianni Versace and giving 
Donatella the chance to be welcomed into the 
limelight with loving arms. Naturally, what 
followed was Revlon's Annual Fire and Ice 
Ball giving Isaac Mizrahi the chance to co-
chair the event raising money for a beneficial 
cause and looking gorgeous in the process. So 

(Continued on page 9) 
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who is the lucky one destined to take his place 
at this year's event scheduled for December 
9th? New York's largest fall benefit is rumored 
to be persuading Donatella once more to come 
on back and celebrate her year's success.  
With July 15th date marking the one year point 
of Gianni Versace's fatal shooting in Miami 
last year, respect and praise continue to sur-
round Donatella and the Versace clan from 
both dedicated fans and industry professionals. 
Thanks to the launch of a long-awaited cos-
metics line, not to mention superslick designs 
with notorious ad campaigns to match, the 
show presentations still remain among the 
most hyped performances of any season. And 
exhibition upon exhibition insists on opening 
to celebrate the late designer's incredible tal-
ent. Events are hosted everywhere from the 
Metropolitan Museum of Art to the magical 
shores of Lake Como where Donatella's hus-
band, Paul Beck, is captured frequently de-
claring "Finally, events like this are back in 
Milan." And Gianni would be proud. Lake 
Como incidentally is where Gianni’s ashes are 
resting; placed in a small cemetery, although 
for today's proceedings they have been trans-
ferred temporarily to the family's Villa Fon-
tanelle nearby. Masses are expected to be held 
in both Miami and Milan. 
It's no secret that Oscar de la Renta has suc-
cessfully made headlines with his elegant and 
utterly beautiful couture creations for Balmain 
in the past. However, the house and its ready-
to-wear line has experienced difficulties ac-
claiming similar praise. But all that is expected 
to change with the departure of Andrew Gn 
and the arrival of Gilles Dufour. Following 
Gn's less than impressive reactions on his 
debut collection in March for the ready-to-
wear line, Dufour, who is a Chanel design 
studio veteran for the past 15 years (not to 
mention being the right-hand man of Karl 
Lagerfeld), is now preparing to embrace his 
new adventure. Naturally de la Renta is 
thrilled at the decision and Dufour, well, 
Gilles has plans for his premier collection to 
be revealed on September 1st, evoking "fun 
and a Parisian sort of Ralph Lauren style." 
Modern luxury is how Tom Ford is describ-
ing the interior of Gucci's revamped flagships 
set to open its doors within the next year. 
"Minimal in lines but not in materials," he 
commented. "We don't want people to feel 
cold and bare." Taking charge of the project 
with New York architect Bill Sofield, Ford's 
extensive listing of home furnishings lately 
have laid a solid creative foundation for flag-
ships featuring (among other things) accesso-
rized sculptural areas from Indiana limestone 
and polished stainless steel. Also making 
headlines surrounding Gucci's super-slick 
shores is a new cruise collection. Consisting of 
wrinkled silk camisoles teamed with denim 
Bermuda shorts, Ford's ideals were revealed 

when he noted that the range is 
a "little less perfect than usual. 
Ease is not a big word in my 
Vocabulary, I think women 
have to work to look a little 
more beautiful." 
Guaranteed to attract attention 
this weekend (that is if your 
charismatic beauty isn't doing 
the trick), intrigue 
the crowd at a party 
and spread the word. 
Adidas and their 
trademark triple 
stripe may have al-
ways appeared quite 
simple when it 
comes to graphics 
and slogans in the 
sporting world, but 
Nike and that notorious swoosh 
have a slightly more interesting 
and enviable history. It's 1971, 
and a design student 
named Carolyn 
Davidson Experi-
ments with shapes 
and sizes until she 
becomes satisfied with the 
rounded mark. Tak-
ing inspiration from 
Greek history, 
she looks to the victory 
stakes and discovers 
'Nike,' the winged god-
dess of the time. 
Months pass and what 
do you know, Miss 
Davidson - embarking 
on a bold career move - 
gets on up and sells the 
logo for $35. Fourteen 
years later, the com-
pany drops the name 
and keeps Jerry, 
Tiger, Andre and 
the rest of the stars 
endorsing the label 
just with one signa-
ture mark. And as 
for Carolyn David-
son, well, let's just 
make this a lesson 
for all design stu-
dents.     
Welcome boys! 
Now that the men's 
wear collections 
here in Paris are 
well underway one 
can be forgiven for being as intrigued by the 
invites to the shows as the half naked male 
models projecting endorphins down the run-
ways themselves. Who cares about near naked 
Casanovas when Lucien Pellat-Finet prom-

ises funk and funkable spunks by 
the looks of his labeled skateboard 
caught in motion across wooden 
floors? The Spring Summer presen-
tation's theme is "speed," so stay 
tuned next week to see how quickly 
he shoots to fame. Meanwhile, 
Olivier Strelli's sand filled square 
welcomes fashion followers to the 
Galerie Paradis on Sunday and Raf 

Simons' printed poster advertises 
"heroes." Simons (beau of Veronique Bran-
quinho) is destined to be one of the collec-
tions' major hits. 
Notepads and ballpoints pens are a thing of the 
past when it comes to collections these days. 
Over the weekend, Paris hosted a set of men's 
wear presentations with front row patrons 
sporting the latest in photographic technology. 
As Nikon and Canon's latest revolutionary 
gadgets took attention from Suzy Menkes and 
her hair, black was - as always - the main 
color scheme for wardrobe industry profes-
sionals. Naturally, the Italians dominated the 
scene with their colorful attitude and carefree 
style, easing the dramas of access problems 
and a disappointing abundance of pre-
pubescent models. It's always a disappoint-
ment when you hold such high acclaim for a 
designer and the way he likes a woman to 
look, then you catch a glimpse of his men's 
wear and it all seems too confusing to analyze 
any longer. Unfortunately, this was the case 
with Masaki Matsushima and his collection 
for what men should be wearing during sum-
mer '99. Appearing as modern-day hospital 
wardens, the setting at Couvent des Cordeliers 
hardly seemed Inappropriate with echoes of 
charcoal and khaki colored military influences 
splits and slits in the strangest of places and, of 
course, Matsushima knits that you'd re-
evaluate your Comme or Yohji dedication 
factor for. Padded neck pillows and Sabotage-
type hooded tops pushed the boundaries just a 

little too far though, not to mention two-
meter long sleeve lengths and klu-klux-
klan looking ensembles. And for those of 
you who presumed men's wear consisted 
strictly of campish attitudes and over-
bearing aftershave lurking in the air - 
you were right - however, for the pre-
liminary week Milan was treated to a 
musical venture thanks to Domenico 
Dolce and Stefano Gabbana (who 
else)? Disco a la D&G style succeeded 
in leaving little to the imagination set 
amidst the array of zebra-printed sofas 
and red velvet drapes as some 1,200 
invited guests traveled 30 minutes out-
side of Milan to Post Garage in Legnano, 

and partied their way throughout the night 
making use of the location's four bars and 
three dance floors. Naturally, the club's décor 
featured more mirrors than you could find in a 
funhouse, complementing the assortment of 
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Sicilian ceramics lining the walls. Music usu-
ally presents itself as a predominant 
characteristic at any 
Collection these days, contributing 
not only to the theme of the season, 
but also the image of the label. So 
when Ann Demeulemeester sent 
models down a runway last season 
to recordings of wind in a storm, 
one could be forgiven for catego-
rizing the move as an Antwerp 
influence. However, Raf Simons, 
also a graduate from the prestigious 
college attended by Demeule-
meester, Margiela, Branquinho and 
Van Beirendonck, chose something 
a little more light-hearted. Forcing 
divisions of guests divided into 
"kinetic youth" and "heroes" lines, 
the sounds of David Bowie, Pink 
Floyd and Suede filled the outside 
air of Cite des Sciences et de l'In-
dustrie in the north of Paris. But the 
clothes, oh the clothes. Unfinished 
seams on sleeveless knee-length 
jackets, white skivvies teamed with 
front-pleated suit pants in a palette 
of mustard, red, olive, khaki and 
spearmint tones. Not to mention the 
cotton tank tops with armholes 
seeping down to the waist, updat-
ing a kind of Miami Vice style for 
the Europeans. All of course 
teamed with the Simons trademark 
"15 centimeter too long trouser 
length." Be sure to see a Simon’s 
influence on men infiltrating mez-
zanines everywhere sometime 
soon. 
Martine Sitbon, one of the indus-
try's most exceptional talents when 
it comes to design, is about to hit 
the bigtime. Following an agree-
ment with the Italian manufacturer 
Gibo, Sitbon stock, starting from 
the Spring/Summer '99 collection, 
will be produced alongside gar-
ments possessing the Alexander 
McQueen, Helmut Lang and Jean 
Colonna labels. Fashionable insid-
ers have declared this as a potential 
step in the right direction for Sit-
bon, who now, in her 48th year, has 
always maintained a distinctive 
style with her designs despite her 
business experiencing difficulty 
concerning expansion and growth 
development.  
Philippe Starck may have become 
famous for his industrial design 
interpretations and hotel interiors 

around the world, but now it's time for women 
to understand the politics of his creations. And 

who better to play a part in the 
project than Wolford? Planned 
for a September 1st launch, 
'Starcknaked' is set to revolu-
tionize city dressing. Being 
tapped as "today's answer to 
the little black dress," it's made 
from an 80-denier opaque, the 
all-in-one garment blends to-
gether the concept of sheer 
hosiery and a tube dress com-
bined. Available in black, gray, 
coffee and eggplant, its length 
is totally adjustable as well as 
the garments braided cord and 
cylindrical clip straps. 
Enough now of all these dark 
and moody color palettes. 
Whatever happened to serene 
and spiritual ocean blends 
guaranteed to bring out your 
tan and that million-dollar 
smile? Find out next month 
when Miami's Tiffany Hotel 
Unveils its fifty-five rooms 
decorated by Todd Oldham. 
Delivering a taste of relaxation 
to the establishment, the de-
signer Differentiated the quest 
from anything along the lines 
of "Ocean Drive glam," prefer-
ring to accommodate guests 
within surroundings of denim 
bedspreads and pillows cov-
ered in woven satin.  
Take a couple of designers to 
an old Hollywood flick and 
what do you get? A fall collec-
tion. It seems that 'Doctor 
Zhivago' left more of an im-
pact on Mark Badgley and 
James Mischka than most. 
Soaking up the style of the film 
rather than the plot, both boys 
behind the Badgley Mishka 
brand took a modern interpre-
tation from Julie Christie por-
traying Lara, a sequined diva 
with bad hair and gloves to 
match. Russia in the sixties 
version defined a decadence 
which, as Badgely adds, "was 
so over the top that it was a 
very specific inspiration for 
us." 
Maggie Rizer with mushroom 
cut is the new look of Max-
Mara for fall. Styled with a 
Joan of Arc style medieval 
coiffure, the label has tradition-

ally stuck with Richard Avedon who also 
photographed last Season’s campaign. Adding 
to the image is a 16-page catalog shot by 
Ruven Afanador featuring Kylie Bax and 
Eugenia Silva expected to be delivered within 
selected upper class zip codes of Manhattan. 
Sticking to ad campaigns as our topic for the 
day, Mario Sorrenti is collaborating once 
more with Kate Moss, this season for Yves 
Saint Laurent, defining five masterpieces 
from the past and transforming them into the 
future. Likened to the Vivienne Westwood 
Anglomania campaign, which was based 
around Gericault's "The Raft of Medusa," 
officials at Yves Saint Laurent are said to have 
considered the similarities although "hers is a 
big historic painting and nothing was changed 
from the original. Ours is very intimate and 
everything is turned upside down."  Aiding in 
the project's role reversal is Kate Moss for 
Rive Gauche and Scott Barnill for Rive 
Gauche Homme imitating such historical 
pieces as Edouard Manet's "Nude Olym-
pia," "Le Dejeuner Sur L'Herbe" and 
Fragonard's "LeVerrou" dating back to 
1804. YSL mastermind Pierre Berge is said 
to have described the Campaign as 
"institutional" for the fashion house. 
One season it's Milla. Then Karen Elson 
takes the reigns. So why should we be sur-
prised at Erin O'Connor and her massive 
black brows completing the fall image at 
Chanel this season? Photographed by Karl 
Lagerfeld, spring in Biarritz has evidently 
provoked a stronger style as the ad campaign 
currently out was shot in Weilam Rhein in 
Germany.  "These are photos for the new mil-
lennium," explained a spokesman for Chanel 
who also added that Lagerfeld actually photo-
graphed the project in a furniture and design 
office created by Japanese architect Tadao 
Ando. 
Couture collections may well have been over 
one week ago, but the gossip continues to fly 
in Paris. Sitting beside Catherine Deneuve 
centre front at Yves Saint Laurent's fall pres-
entation was Jean Paul Gaultier, applauding 
like a total devotee at the unveiling of coats, 
suits and frocks all lined elaborately with 
more fur than Anna Wintour will be wishing 
for Christmas. The only element missing was 
Saint Laurent's usual explosions of rich 
color, this time around eveningwear came in 
dark color palettes, a move which no doubt is 
certain to sustain the YSL clientele for fall. 
Following Lucie de la Falaise and her bridal 
strutt, fellow Scorpio Pierre Berge made no 
secret of expressing his admiration for Gault-
ier, who in turn praised the likes of Yves by 
declaring "He is a designer I greatly admire. 
He is number one." Upon which Saint Laurent 
himself replied: "Oh, no. I am number two."  
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he Knit-xtyle Fashion Review 
(TKFR) is an international publica-
tion targeted at the readers on the 
cutting edge of design, manufacture 

and retail in the fashion, textiles and interior 
markets. TKFR is widely acknowledged to be 
No. 1 in the field, a definite achievement, 
considering the fact that it just started six 
months ago. It is essential reading for today’s 
textile and fashion professionals. TKFR is the 
leading monthly resource of international in-
formation and trend inspiration in today’s 
volatile and challenging market place. It is one 
of a kind in the field; it is only on TKFR, You: 
¢Get the news, views and facts. ¢Read about 
the newsmakers, the movers and shakers of the 
local industry. ¢Check out the economic 
trends and it’s effect on textiles’ and fashion 
industry ¢Talk about the hot issues, the real 
issues, ¢Get both sides of the story, an inde-
pendent look at the facts which allows you to 
form your own opinions, ¢Add your own 
voice, make a difference ¢Obtain fashion up-
dates and forecasts, ¢Get ideas and inspiration 
for your own marketing strategy, ¢Advertise 
your idea, product and service to about 10’000 
plus readers in the domestic, US and European 
markets ¢Read about your customers in USA 
and Europe ¢Get a low-down on career devel-
opment and corporate culture ¢Master techni-
cal information on areas of interest, ¢Pick up 
information on your peers, colleagues, suppli-
ers, vendors and customers, ¢Get all your 
essential information in a short, precise, easy 
to read form. 
TKFR is the brainchild of Fareeha Qayoom.   
She is the Publisher and Managing Editor of 
TKFR. Talking about the TKFR philosophy in 
a brief interview, she explained,“ I always felt 
there was a need for linkages, a bridge be-
tween the different segments of the industry. I 
had this great urge to communicate with my 
peers, colleagues, suppliers, vendors and cus-
tomers, make a difference to the way we think 
and do things.”  
Talking about the earlier years, Fareeha re-
calls,  “Although, TKFR is relatively a new 
kid on the block, the actual work started on the 
magazine couple of years ago. I test marketed 
the whole thing on a smaller scale. The first 
copy was a simple eight page brief layout, 
thanks to the miracle of desktop publishing. It 
came out in November ’95. It was a huge suc-
cess. Encouraged I decided to experiment with 
a few more ideas and turned it into a quarterly 
magazine. I called it “The Lahore Knitwear 
Review.” I targeted the Lahore Knitwear in-

dustry only. I was working full time as a sen-
ior merchandiser at AMC, (a multi-national 
buying house); it was a highly demanding job. 
I could only devote a few weekends a year 
on this project. From December ’95 to 
December ‘97, Unfortunately I took out 
only about four issues. I more or less 
treated it as a hobby during that period. 
My basic objective was to help the indus-
try think in a more progressive manner. I 
did not charge for the subscriptions at all, 
the purpose was to raise just enough cash 
to pay for the printing costs only. I took 
care of the rest myself. ” 
Fareeha turned professional this year. She 
renamed the publication, calling it ‘The 
Knit-xtyle Fashion Review,’ pronounced 
as ‘Knitextyle.’ It is a unique combination 
of three words – Knitwear, textiles, and 
style. “ I needed to give it a new identity 
to differentiate it from the earlier product 
development & test market phase of its 
lifecycle. Besides, I wanted to cover the 
whole of textile and fashion scene. The 
name gives us a bigger canvas to feature 
our culture, tradition, and lifestyle; all 
aspects of textiles, ’the fabric of our lives’ 
- apparel, home furnishings, interiors, arts, 
crafts, and homes. We wanted to launch a 
complete magazine for the professionals. I 
think the Pakistan industry needs to have 
these linkages. We need to learn from each 
other’s strengths and weaknesses. Besides, 
information is a powerful tool. It can only 
make you stronger. I know many buyers 
think we have strengths in only a few core 
products like cotton based tops. We need to 
change this mindset. There’s so much hap-
pening - Pakistan could prove to be a depart-
mental store buyers’ dream market. There is 
so much to offer. I know because this was 
my special area of interest at AMC. Take the 
leather industry, we are one of the world’s 
leading suppliers of leather. I aim to widen 
people’s horizons at home and abroad. This is 
my vision.” 
Discussing the running and management of 
TKFR, Fareeha explains her role, “I manage 
the day to day operations. I had to take some 
radical decisions very early on. I decided to 
give it a more profssional look, making it a 
monthly instead of a quarterly. I got the legal 
end tied up, getting the publication approved 
and registered with the government. Copyright 
is very important to me. I am trying to estab-
lish a brand - a product. The name and the 
underlying concept and layout is what distin-

guishes it from the rest of the magazines on 
the subject. Over the years and the past six 
months, I have seen a few ‘copies’ of my 

ideas. Inspiration is 
something else and I am 
not talking about that 
anyway. TKFR is an 
original and I plan to 
keep it that way. I put in 
to practice whatever I 
had learnt from the ear-
lier product development 
phase of TLKR and my 
experience as a buyer & 
Senior Merchandising 
Manager at AMC. Com-
bining my professional 
and publishing experi-
ence, I came up with a 
mission statement for 
TKFR. I got some pro-
fessionals involved. I 
invested in some tech-
nology to set up an effi-
cient and cost effective, 
miniature design studio. 
I gave myself a 100% 
creative control. Innova-
tion is the key. I keep 
experimenting with the 
layout. That is the only 

constant in TKFR. I know 
some readers find it unset-
tling. It’s a quirk in my 
nature. It’s the other rea-
son why TKFR is so 
short. I hate those long-
winded essays that take 
simply ages to get to the 
point.” 
Talking about the TKFR 
team, Fareeha is proud of 
her Art and MIS directors’ 
support and contribution.   

“We do everything ourselves from the place-
ment of photographs, layouts, to cover design 
and centerfold layout. It has certainly made a 
difference to the image we want to project for 
TKFR. Anila Q. Agha (Art director) and Ad-
nan Q. Qayyum (MIS director) are my right 
hands. Without them, TKFR would probably 
lose the vital edge, which differentiates it from 
the rest of the herd. They are creative, profes-
sional, dedicated and extremely innovative. 
TKFR’s cover designs, centerfold layouts and 
the web site is a testimony of their true crea-

(Continued on page 12) 
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tive genius. The other spoke of the wheel was 
a little more difficult to get up to speed – the 
printer. Initially, I hired a small relatively 
unknown printing firm to 
do the job. This proved to 
be a huge mistake. The 
printing quality was the 
pits, they shortchanged 
me on the paper quality 
and their delivery was a 
nightmare. I quickly 
found a more profes-
sional printing firm – Tur 
Printers. Thank god for 
them! Now, TKFR works 
like a perfectly well oiled 
machine. I am all set to 
take the world by storm!” 
remarks a smiling 
Fareeha.  
Talking about TKFR’s 
advertising policy, 
Fareeha commented, “ 
Advertising is an impor-
tant information tool. I 
ensure the advertisers and 
sponsors get their adver-
tisements professionally 
done, it’s good for their 
image and mine too. The 
advertisement has to say 
something about their 
product, service or idea. 
The primary emphasis 
should be on the informa-
tion aspect. The readers 
should not have to guess 
– the message has to be 
clear. The cover story is 
also an advertisement 
feature. Anila designs it - 
period. This is not nego-
tiable. The cover is a 
strong indicator of TKFR’s image so I will not 
entrust it to anyone, even though, advertisers 
are very important to us. They are the back-
bone of TKFR and I do appreciate the fact. 
Apart from that, it is a very open policy. All 
advertisers are welcome. We work on first 
come first serve basis. No discrimination is 
intended. It’s just that some smart advertisers 

booked the prime space in the beginning for 
the whole year and blocked it. That does not 
mean you cannot advertise in TKFR anymore. 
There are many attractive options available to 

the advertisers. The rates are reasonable too.”   
Discussing her marketing strategy, she con-
fided, “ Right now, the hot topic of discussion 
is when to curtail the free trial of TKFR. My 
directors and I are holding monthly discus-
sions on the subject. I have proposed that from 
September/October issue onwards, we should 
start charging. As soon as we reach a consen-

sus, we will implement the policy. We are 
talking to a couple of distributors. My long-
term objective is to make the magazine avail-
able in all the leading bookstores of the indus-

trial cities of Pakistan. By the end of this year, 
I visualize an implementation in this direction 
too, inshallah. We have about 10’000 readers 
now which is a good number to begin with. I 
have big plans for TKFR but I am going slow 
and steady with them. I plan to win the 
race.”  

(Continued from page 11) 

“I wanted to cover the whole of textile 
and fashion scene. The name gives us 
a bigger canvas to feature our cul-
ture, tradition, and lifestyle; all as-
pects of textiles, ’the fabric of our lives’ 
- apparel, home furnishings, interiors, 
arts, crafts, and homes. We wanted to 
launch a complete magazine for the 
professionals. I think the Pakistan in-
dustry needs to have these linkages. 
We need to learn from each other’s 
strengths and weaknesses. Besides, in-
formation is a powerful tool. It can 
only make you stronger.” 



LOS ANGELES-July 27, 1998--Guess?, 
Inc. today announced net earnings for 
the second quarter ended June 28, 
1998 of $3.4 million compared to net 
earnings of $8.5 million for the compa-
rable period in the prior year. Basic per 
share earnings, or net earnings divided 
by actual shares outstanding, were 
$0.08, versus basic earnings per share 
of $0.20 in the prior year. Diluted earn-
ings per share were the same as basic 
earnings per share for both periods. 
Net revenue for the second quarter 
was $98.1 million compared to $118.5 
million for the comparable period in 
fiscal 1997.  
For the six months ended June 28, 
1998, net earnings were $11.4 million 
compared to net earnings of $22.6 
million, before the cumulative effect of 
an accounting change, for the compa-

rable period in the prior year. Basic earnings per share were $0.27, versus 

basic earnings per share of $0.53, before the cumulative effect of an ac-
counting change, in the prior year. Diluted earnings per share were the same 
as basic earnings per share for both periods. Net revenue for the six-month 
period ended was $208.8 million, compared to $254.3 million for the com-
parable period in fiscal 1997.  
Maurice Marciano, Chairman and Chief Executive Officer of Guess?, Inc. 
commented, ``Second quarter results were disappointing, as our wholesale 
and retail businesses continued to be affected by competitive pressures in 
branded basic jeanswear. In addition, licensing revenue decreased due to 
discontinued licenses and the soft performance we experienced in Asia.''  
Mr. Marciano continued, ``although revenue declines in our women's whole-
sale business and our retail stores are slowing, we remain concerned about 
the remainder of fiscal 1998 until we see more substantial positive results 
across a broader segment of our operations.''  Mr. Marciano concluded, 
``While we continue our focus on cost efficient practices which yielded 
Second quarter operating expense reductions of $2.5 million, we remain 
cautious regarding fiscal 1998 due to overall market conditions.''  
Guess?, Inc. designs, markets, distributes and licenses one of the world's 
leading lifestyle collections of casual apparel, accessories and related con-
sumer products.  
 
source – Guess? Inc. 

Guess?, Inc. Reports Second Quarter Results 

NEW YORK, Aug 3 - Sluggish U.S. demand 
for athletic footwear and the economic 
slowdown in South Korea and Japan led to 
a second-quarter loss of $58.8 million for 
Italian apparel maker Fila Holdings SpA the 
company said Monday. The results, which 
were worse than expected, translated into a 
loss of $2.19 for each American Depository 
Share (ADS), reversing the year ago profit of 
$15 million, or 56 cents per ADS. Analysts 
had expected Fila to report a loss of $1.56 
per ADS. Excluding a $15 million provision 
to cover U.S. inventory evaluation require-
ments for the rest of 1998, Fila reported a 
loss of $43.8 million, or $1.62 per ADS. 
The Biella, Italy-based maker of shoes and 
sportswear said total worldwide revenue 
fell 29 percent to 417.6 billion Italian lire 
from 592.4 billion lire, resulting in a net 
loss of 104.1 billion, compared with the 
year ago profit of 25.3 billion, excluding the 

provision. 
``Our sales are still suffering from the drop 
in demand for athletic footwear for street-
wear use in the U.S. and the currency de-
valuation and resulting spending contract in 
Korea and the rest of the Far East,'' said 
Chief Executive Enrico Frachey. Its Japa-
nese licensee, Kanebo, also recorded 
weaker sales, hitting Fila's royalty income. 
``Fila continues to perform strongly in 
Europe, although it is not enough to fully 
absorb the U.S. and Far East slowdowns,'' 
Frachey said in a statement. The total back-
log of customer orders as of June 30 for 
delivery from July through December 1998 
fell 13 percent in Italian lire, compared with 
a year ago. In the United States, backlog 
dropped 51 percent, with footwear and 
apparel down by 60 percent and 30 per-
cent, respectively, it said.   
SOURCE: National Retail Federation 

Fila's $58.8 million loss worse than expected 
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Nautica Announces New Business Initiatives 
NEW YORK, July 29 - Nautica Enter-
prises, Inc. today announced the 
planned launch of ``NST'' by Nautica, a 
new athletic brand and apparel product 
line for distribution in department 
stores and sports specialty stores be-
ginning in the Spring of 1999. The NST 
(Nautica Sport Technology) by Nautica 
product line will include tops, bottoms, 
windwear, outerwear, fleece, bags and 
accessories. The products will be de-
signed and engineered for a young 
active consumer by an in-house design 
team with the same attention to detail, 

functionality and quality that character-
izes the existing Nautica products.  
In addition, the Company announced 
plans to launch Nautica Ladies Robes 
and Sleepwear for distribution in de-
partment and specialty stores for Fall 
1999. The ladies sleepwear product 
lines will feature traditional and classic 
styling in knits, woven, flannel and 
fleece and will be designed by an in-
house design team of experienced 
ladies sleepwear designers.  
Harvey Sanders, Chairman and CEO, 
said, ``These new business initiatives 

are a part of the Company's continuing 
strategy to expand the Nautica lifestyle 
concept, build the Nautica brand and 
provide attractive returns for our share-
holders. We continue to evaluate new 
opportunities.''  
Nautica Enterprises, Inc. is a leading 
international designer, manufacturer 
and marketer of a lifestyle collection of 
men's sportswear, outerwear, active-
wear and sleepwear.   

Source – Nautica Inc. 



We ’ re  o n  t h e  w e b !  
W w w. t k f r. c o m  

Many career experts tout failure as the 
castor oil of success. It’s a simple 
recognition that people who willingly 
risk failure and learn from loss have 
the best chance of succeeding at what-
ever they try. If you haven’t crashed, 
you are probably in snooze mode, 
coasting and taking too few risks to be 
challenged. You haven’t failed mean-
ingfully. Failure is easy to recognize. 
No one lives a failure proof life for-
ever. It usually involves loss of 
money, self-esteem or status. At the 
very least, it is simply not getting 
what you want. A stiff dose of misfor-
tune is often a painfully effective 
tutor. It teaches you something about 
your strength and limitations. That’s 
an important part of maturity. 
“Continuous success builds arrogance 
and complacency,” says multibillion-
aire industrialist H. Ross Perot. “ I 
want people who love the battle field, 
people willing to go to the wall.” That 
includes making honest mistakes. You 

learn a great deal more from what 
doesn’t work than from what does. 
Failure is merely the cost of seeking 
new challenges. 
 
Stop using the “F” word. High 
achievers rarely refer to “failure”. 
They prefer “glitch” or “course cor-
rection” or words to that effect. 
 
Don’t take it personally. Failure is 
an attitude as well as an outcome. 
When things go sour, do you instinc-
tively label yourself a loser? The 
language you use to describe yourself 
can become a powerful reality. For 
example, repeatedly calling yourself 
an unemployed salesperson not only 
labels you as out of work – it limits 
your potential. Better to consider 
yourself someone “with options.” 
Those options include taking classes 
to develop new skills or bravely strik-
ing out on another career. 
 

Be prepared: help insulate yourself 
by mapping a catastrophe plan. Ask 
yourself: What is the worst that can 
happen? Imagining a loss of job or 
spouse can force you to clearly con-
sider practical alternatives. Keep in 
mind that the Chinese ideogram for 
“crisis” consists of the character for 
both “danger” and “opportunity”. 
Broadening your support system is 
also crucial. The answer to failure is 
to have a balanced life centered on 
family, friends and hobbies. No single 
venture or job should support your 
entire emotional life.  
 
Learn to fail intelligently: Learn to 
reload and get ready to shoot again. 
Trying out things sequentially is 
‘slow, stupid failure”. The process is 
so prolonged that you are worn out 
and give up. “Intelligent, fast failure” 
means launching several ideas at once 
and readying more for next salvo. 
Failure is a normal, natural way of 

mapping the unknown.  
 
Never say die: Struggling against 
obstacles makes us stronger. Getting 
lucky works only once. Don’t rely on 
luck; rely on your skills. Don’t give 
up. And don’t get complacent about 
success. With that attitude, tempered 
by failure, you’re likely to be on top 
for years to come. 
Bottom line, we all have failures and 
regrets. The question is what we do 
with them. No one can always be the 
best. But if you do your best – give 
everything you’ve got- either you’ll 
overcome your obstacles or find a 
new, possibly better direction. That’s 
where real success comes from – 
working hard at something with all 
your heart and soul. Remember, eve-
rything can be taken from a man but 
one thing: freedom to choose his 
attitude in any given set of circum-
stances.  

Don’t fear failure:  
It is the normal way to map the unknown – and can be your greatest tutor 

Movies  
By Waseem Kamran. 
 Lethal Weapon 

4- comedy/action, 
Mel Gibson full of 
action, Danny Glover 
as good as always and 

a bit of an innocent. Chris Rock was extremely 
funny. Reno Russu was pregnant but still wild. 
Good martial arts, worth watching.. 

 Sliding doors. - Romantic/comedy, Gwyneth 
Paltrow. 

 Palmetto - action/thriller, Woody Harleson , Eliza-
beth Shu 

 Big Lobowski - comedy/action, Jeff Bridges 
 A thin line between love & hate.- action/comedy, 

Lawrence Martin  

Books 
• Introducing mass 

communication by 
Michael W. Gam-
ble & Teri K. Gamble 

• Managing meetings by Paul Brown & 
Fiona Hackett 

• Smokescreen by Dick Francis 
(Fiction.)  

Food 
Copper Kettle, Empire Centre. 
Restaurant with an attitude. They 
light  candles at 10:30 every night. 
Loved the décor. Food was so, so. 
Service was indifferent. Food was delayed 
for almost an hour. They apologized, by 
offering us complementary bowl of French 
fries. Cake Alaska is still out of this world. 

 

Bottom Line… 
The mood is dark and somber. Fall 
is in the air. Hmm, need to kind of 
shift gears here, don’t  you think? 
Sort of like start lookin’ for the fall 
trends...well, I thought I’d help you 
along nice n’ easy. So what do the  
movers n’ shakers have in store for 
you guys? Not a lot. It’s a very 
individual thing. Fashion has finally 
evolved you know. The experiments 
are over. The nineties are about 

clean, crisp lines. 
Comfort. Qual-
ity. Modern, 
pared down 
simplicity. Ele-
gance. And 
above all good 
fabrics.  
For Men’s fall 
look, Prada’s 
totally modern 
line, D&G’s 
casual and Calvin Klein’s loose fit 
looks good. For Women, a variation of 
the same theme. Hmm, I love the sim-
ple fluid lines…definitely. Prada, 
Donna Karan and Calvin Klein, incase, 
you are wondering why am I talking 
about the top brands? Well for one, 
they are the ones who set the tone of 
the season and for two, I keep hearing 
from our local movers and shakers 
“value addition is the shape of the 
things to come.” Well, then look at 

their work and tell me, are we ready? Tip for the top – 
innovate, innovate, innovate! “Fabrications” is the key 
word. You know something, on my way to Multan Road, I 
see this sign, saying Du Pont. Why don’t you talk to 
them? I am planning to have lycra-blended Denim jeans 
and a few radical knit tops in my wardrobe this season for 
a change. Bottom line, be Fashion-forward!  

Music 
All quiet at the home front. That’s 
because I don’t feel like watching 
MTV full stretch. It’s boring. 
Non-stop hits mostly features 
India not to mention most of the other pro-
grams. The Corrs seem interesting. I would 
like to check their work out. Will tell you 
guys all about it later. Did I tell you? I 
checked out Madonna’s Ray of light. I 
didn’t like it. She seems to have grown up. 
The music was a variation of frozen. I lis-
tened to her tracks only once. Didn’t feel 
like repeating the experience.  

Last Word 
For Adults only 

by Mystique 
There has been some major upheavals in Levi’s recently. 
Mr. Babar Rafiq is taking off for S’pore. Mr. Khalid 
Tiwana will be taking over come September as the 
brand new country manager.More later on the new struc-
ture. Mr. Malik (AMC) seems happy with this develop-
ment. He was over at Levi’s to congratulate his best 
friend! Warnaco people seem pretty happy with their 
life too. The CRL team just traveled to foreign parts for 
the new season…hmm, anyway, Azfar Hassan (Nabila-
Abs) went abroad. He wasn’t able to meet up with Tim-
berland. He did bring three accounts though which will 
be split between ABS and ITS 2 to 1. Oh yes, Adidas 
came to town. What else, Levi’s had a breakfast meeting 
in Avari last month. Details are patchy. And yes, Carson 
and Profitt’s merger seems to have helped AMC. 
Profitt’s placed a big order in Ammar. Dillards just 
shopped for a store – Mercantile is sold. Listen, you 
folks need to think about Europe too. EEC is a potential 
gold mine. Diversity and flexibility are the key words 
here.  




