


Babur Rafiq presently holds the 
position of the Regional TOE 
manager/Branch Director at 
Levi-Strauss & Co.’s. He is based 
in Singapore. He was the area 
manager of Levi’s India, Paki-
stan and Bangladesh until Sep-
tember ’98. 
 
July 22nd ’98, Lahore – He has a 
global perspective. He has access 
to the big picture. He knows this 
market like the back of his hand. 
He is cultured, soft-spoken and 
honest- a mover and a shaker. He 
is Babur Rafiq and he needs no 
introduction. TKFR had the privi-
lege of speaking with him on all 
the burning issues facing this 
market before his move to Singa-
pore. 
Discussing the rapidly changing 
international trends, he observes 
that the apparel and textiles busi-
ness is on the decline in Pakistan.  
“Denim is down. Synthetics are 
in. There is a shift towards Mex-
ico- It is a major supplier of ap-
parel to the US right 
now. It has even over-
taken China by the 
way. Terms of En-
gagement are very 
important to the buyers 
so that is a major issue. 
The recent economic 
situation in Asia has 
also affected these 
trends. Opportunities  
and barriers are the 
two things we need to 
really focus on - let’s 
face it, prices are more attractive 
in the NAFTA region right now – 
a barrier to trade in South East 
Asia. The economics are also 
bleak these days – banking facili-
ties and credit limits things like 
that, so cash flow is a major issue 
- all of which has created for the 
US buyers to reevaluate Asia. 
This is an accelerating trend. 
They have to pay 22% duty for 

imports to the US. On the other 
hand, NAFTA is a free trade 
zone, besides, it provides a major 
price advantage. The disadvan-
tage is fabric capabil-
ity, it is limited – it 
had been on the de-
cline in the past, espe-
cially in the USA. 
However, there is a 
revival going on right 
now at the domestic 
front (USA) to take 
advantage of this new 
development. Further-
more, there is a grad-
ual change in the tariff 
structure courtesy 
WTO. On the other 
hand, Asia provides more diversi-
fied capability than Caribbean 
and Latin America. This is a 
definite trend. It is also signifi-
cant in the sense that the apparel 
exports are on the decline in 
Pakistan. The fill rate for 338 is 
gradually declining. It is 4 to 5% 
down based on the June figures. 

Last year at 
this time of the 
year, the quota 
utilization was 
55%; right 
now, it is 44% 
only. This 
used to be the 
busiest part of 
the year. I see 
this trend ac-
celerating. The 
way I see it, by 
the year-end, 

more than 10% of the quota will 
be left over.” 
Taking the discussion a step fur-
ther, he declares, “There are 
many reasons for this trend. 
Neighboring countries focus has 
shifted to knits, therefore, more 
competition for Pakistan. On top 
of it, Pakistan is not perceived as  
politically stable nor a safe coun-
try abroad. The buyers do not 

stop over for more than a couple 
of days. People’s attitude at the 
airports is not very nice  - they 
harass foreigners. Security envi-

ronment in Paki-
stan is not con-
ducive for the 
buyers to go out 
on their own and 
sight see. For 
this reason 
alone, their com-
fort level is usu-
ally low with 
Pakistan. And 
then there is a 
general global 
shift to NAFTA 
from a US per-

spective.” 
Identifying a much more serious 
issue for the vendors to concen-
trate on, he says, “ The bigger 
issue for Pakistan is, vendors 
jumped out in leadership as sup-
pliers five to ten years ago. They 
started their own vertically inte-
grated units, which were mostly 
geared for the manufacture of 
core products. Today the need of 
the market has shifted; the buyers 
need a very good mix of prod-
ucts. Blended, yarn dyes, synthet-
ics. Pakistan is not attractive. 
(We are mostly only knits con-
fined.) India is more diverse. If I 
was to look at the capability – on 
the scale of 1-10, I would give 
Pakistan 7.5 max  - the delivered 
capability is even lower. It ranges 
between 5-6. The vendor’s strat-
egy is 80% core and 20% non-
core items. This makes Pakistan a 
bit of a hard sell. In addition, 
while the quota policy is sensible, 
the quota prices are barrier to 
entry for the newcomers. Invest-
ment in quota takes away a major 
chunk of cash. So it makes it 
more difficult for the vendors to 
invest in the hardware, which is a 
great pity.”  

(Continued on page 16) 

“Pakistan can replicate, duplicate, but 
not innovate,” Speaks out Babur Rafiq! 
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Lab – Dips – 
- A spreadsheet should be prepared showing 

color details, which should be up-dated 
regularly. A most commonly used format is 
given below : 

- Ideally, the first set of lab-dips should be 
submitted within 10 days of receiving the 
original standards at the start of a season.  

- Comments of the buyers should be received 
within seven working days of dispatching 
the dips. 

- In case a dip is rejected, re-submissions 
should be submitted within four working 
days. 

- In many cases, resubmits are sent without 
making corrections as per buyer’s com-
ments due to workload, etc…this is a waste 
of time. 

- If a lab-dip is not approved on the third 
submission, a solution needs to be offered 
since this indicates a major problem. 

 
Fit samples - 
- Fit samples should be made in actual fabric 

but color & accessories can be attached 
depending on their availability. 

- Before starting the fit sample, the design 
worksheets should be read thoroughly to 
ensure that all information is complete. In 
many cases, one or two specs provided by 
buyers do not tally with the rest of the 
measurements…it is always best to make a 
mock-up first & recommend alternative 
specs to the buyer. Explain your reasons 
thoroughly & if the buyer does not under-
stand, send mock-ups. 

-      Fit samples are sent mainly for spec 
measurements so these should be accurate 

on submissions & within tolerance. If there 
are 1 or 2 specs that are a little out of toler-
ance & there isn’t enough time for a resub-
mission, send out the current sample with 
comments saying that it will be corrected 
on next submission. However, this should 
be avoided unless absolutely necessary 
because if at sampling stage, specs cannot 
be met, then buyer will have doubts as to 
how production will be controlled. 

- Fit samples should be tagged on with com-
plete details like, style name, style #, sea-
son, fabric type, yarn, content, comments 
(missing emb, available colors, etc). If you 
show the buyer that you are aware of the 
discrepancies, they will feel more comfort-
able in approving the sample.  

- If a fit sample is rejected, resubmission 
should be sent out within seven working 
days & ideally, there shouldn’t be more 
than two fit sample submissions. 

 
 
Size – Sets– 
- Once fit sample is approved, a full size set 

needs to be submitted in actual fabric, ac-
tual accessories & actual colors. If one or 
two accessories are missing, then it’s ok 
since a size set is sent for full size range 
specs approval. All size tabs should be 
attached on the samples for correct identifi-
cation. 

- It is very rare for buyers to ask for a resub-
mission of a size range since by the time 
you reach this stage, all details should be 
clear…unless of course, there is a major 
discrepancy or the buyer makes some 
changes. 

 
Pre-production 
samples (PP 
samples) 
- These samples should represent what actual 

production will look like. Everything from 
fabric to poly bag needs to 100% accurate. 
Buyers usually ask for PP samples in 
“medium” or “large.” 

- These samples should be checked thor-
oughly before sending to buyers since this 
is what the entire production is based on…
there is no room for mistakes here. 

 
Conclusion: 
If the pre-production stage runs smoothly, it 

develops a higher confidence level between 
the buyer & the vendor. The buyer does not 
ask for perfection but for proper service, 
quality & on time submissions. If there are 
problems, then they are open to solutions. 
Most vendors have assigned appropriate 
people in this department but the main 
problem lies in proper follow-up & on time 
submissions which shows lack of planning 
in the initial stages which leads to produc-
tion delays. Bottom line – smooth pre-
production process can ensure a smooth 
flow of business.  

 
Shireen Shafiq is a senior account manager at 

Nabila-Abs Group. She handles Tommy Jeans.         

Do you have it in you to make it to the top?  
The Do’s and Don’ts of Product development by Shireen Shafiq 

 By James Bond 
 

ahore- In retrospect, it was one of 
those days…it was a routine pre-
final inspection. Nothing seemed to 
please them though. The buyers’ 

inspectors found at least twenty major faults 
with the merchandise. They seemed very an-

gry and told the poor  vendor’s supervisor off. 
To finish a bad job, they asked the supervisor 
to fetch his senior manager. The poor thing ran 
like a wind, personally going after the senior 
manager. The boss was prepared for the worst-
case scenario by the time he turned up at the 
scene. They buyers’ team greeted him happily, 
acting as if nothing had happened. They 

calmly in-
spected the 
merchandise, 
wrote down the 
report, did a bit 
of gossip, had a 
coke and left. 
Hmmm.   

Style name Fabric use Fabrication Yarn count Colors    Submit # Sent date  Comments rcv date 
L/s v-neck Body fab  Single jsy  20/1  Tech red 1 8/01/98  8/10 – rejected. Too dull 
         2 8/15/98  8/25 – approved for bulk 
         3 -  - 
 cuffs 1x1 rib 20/1 Grey hthr     1 8/01/98  Approved 
         2   
         3   

Professionalism knitwear style    
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 Lahore – Omer Mufti is a product of two 
cultures -his mother is English and his father a 
Pakistani. He is a bilingual by birth and cos-
mopolitan by inclination. He finds it strange 
talking about himself – he keeps assuring me 
that he is quite an ordinary guy. “There is 
nothing remotely exciting about me. Are you 
sure you want to do a profile on me?” he asks 
me a number of times before we get down to 
the real business. 
He has lived abroad seventeen years of his life  
-eight years in Philippines, five years in the 
United States and four years in the United 
Kingdom. (He is still in his mid- twenties!)  
The remaining years, he spent in Pakistan. 
“All my life, I have been trying to balance my 
cosmopolitan life style. Studying in Aitchison 
between the ages of four to eight and Lahore 
American School, six to eighteen gave me a 
chance to grab some roots – to actually feel 
Pakistani.” 
He came back to Pakistan three years ago, 
completing a ‘decent education’ in History and 
Political Science. He joined Nabila-Abs by 
chance. “ It was purely a fluke that I landed in 
the knitwear industry. Shireen Shafiq is a fam-
ily friend. She set up an interview with Khizer 
in early ’96 for me. I didn’t know what the job 
was. I just randomly showed up. They hired 
me. Initially I worked in the MIS department – 

I was given this independent project to handle 
- to run their newsletter which they had just 
started. It was a research-oriented assignment. 
I had to scan the newspapers for the latest 
textiles’ figures and interesting news items. 

The paper was a blend of statistics and “DNR” 
news- it was the talk of the industry. The work 
did not stretch my capabilities though. I think 
they didn’t know what to do with me. Busi-
ness was growing.” 
“I started pushing Azfar (my boss) to transfer 
me to merchandising. I ended up working with 
Shireen. It was the summer of ’96. We were 
working with Tommy Hilfiger Singapore 

while Russell was direct. For some bizarre 
reason, I chose Russell instead of Tommy 
Hilfiger. I did end up going to USA three 
times that year but never on & for my account! 
Even in the beginning, I could really commu-
nicate with my buyers since I have lived 
abroad. I used that to my advantage. There 
was no language or cultural barrier. I could 
relate to them practically about everything. 
You know baseball, Chicago Bulls and stuff. 
Though, I couldn’t jell at the local levels.” 
Omer continues,  “Initially, Pakistan was a bit 
of a culture shock. I had to readjust to a new 
life all over again.” Now he feels quite at 
home, but the state of the economy has him 
jittery. Omer plans to leave Pakistan end of 
September and move to England. “ I didn’t 
wake up one day and decide, ‘ today, I am 
moving out of Pakistan!’ There were a few 
compelling reasons. I got married a few 
months ago– my wife and I honestly feel frus-
trated with Pakistan’s circumstances. I am not 
going blind fold. I just know, we can have a 
better life abroad. I am at that stage in my life 
that I can take risks. We are young and we are 
just starting out. I feel that the Pakistan econ-
omy is no good and there are no immediate 
chances of improvement either. I just want to 
see what’s out there. I’d much rather take a 
risk now, than think later in my life, why did-

THE FACE – Omer Mufti “I just want to see what’s out there!” 

September 20 ’98 
 
Hi readers, 
Thank you for your continued support and 
patience! This issue we have some excellent 
stuff in store for you – a continuation of the 
theme we started earlier. Two stories are con-
cluded. The fact file on NAFTA and WTO, 
and the Do’s and Don’ts of Product develop-
ment by Shireen Shafiq. In the September 
edition as a rebuttal to the Free Trade debate, I 
am planning to feature the  transcript of speech 
made by President Clinton in the Geneva 
round of  WTO back in May ‘98.   In the 
TKFR SPEAK OUT interview, we are featur-
ing Mr. Babur Rafiq on the top page. There is 
enough information on the Pakistan market 
from the buyers’ perspective in it that’ll  keep 
you busy for months.  
In THE FACE profile, we are featuring Omer 
Mufti. We wanted to know why he was leav-
ing Pakistan like the majority of our readers. 
We found out. 
Many people asked me what’s the difference 
between The Speak out feature and The Face. 
Well, Speak out is about an issue. A well 

known person, speaks out on a particular issue 
close to his/her heart. The subject usually 
chooses TKFR obviously. THE FACE is a 
profile of an interesting person. What he is all 
about as a person, what he likes/
dislikes...you know , stuff like that. 
The Fashion page this month fea-
tures a glimpse of the fall ’98 col-
lections of leading international 
designers – Calvin Klein and Donna 
Karan. Enjoy.  
Next month, we are featuring Moiz 
Farooq on speak out. For the Face, I 
have three people in mind. Let’s see who I end 
up interviewing first. The cover story is on 
Legler-Nafees Denim Mills. This promises to 
be interesting. I am going to do a few of these 
stories in the next couple of months. 
 
• Why is the Pakistan apparel market in the 

dumps? 
• Who are the top buyers of the market? 
• Importing the fabrication from abroad and 

doing CMT, is it feasible for our market? 
This one was suggested by a buyer.  

• The other side of the coin, what the vendors 

hate about their buyers? 
• Is the quota policy sensible? 
• What is a quality product anyway? 
• Free Trade and Pakistan? 

 
I need you to start thinking about 
these issues, if you have an opinion 
please call or email me with your 
comments. I need to hear from you 
between October 5th – 30th. I’d 
probably hit the road by  10/5 re-
searching these stories.  
By the way, I need to Thank Imran of 

Klass Textiles for his excellent suggestion to 
interview our established designers too. 
He also suggested that we do our own  photo 
shoots. I would love to do that but unfortu-
nately, it’s a question of budget which we 
don’t have at the moment. We have to rely on 
the designers’ photo’s.  
Please don’t blame us for the delay of this 
issue, blame Ammar Textiles. They wanted to 
write their own cover story! 
 
Have Fun.  
Fareeha Qayoom. (-;  

Editor’s note… 

Omer Mufti, in his office at Nabila-ITS 

TKFR hit big 
time. We are 
in the book 

shops ! 



he March toward Free Trade 
At the time of its conclusion in late 
1993, Luis Fernando Jaramillo of 
Colombia, chairperson of the 

Group of 77 (which represents over a hundred 
countries of the South) had this to say: 
'According to some estimates, the industrial-
ized countries, which make up only 20 per cent 
of the GATT membership, will appropriate 70 
per cent of the additional income that will be 
generated by the implementation of the Uru-
guay Round. It would seem that this does not 
allow one to conclude that the Uruguay Round 
will translate into a positive balance to devel-
oping countries.' 
 
Winners and losers 

The estimates referred to by Jamarillo are 
from the controversial book Trade Liberaliza-
tion: Global Economic Implications, published 
by the Organization for Economic Coopera-
tion and Development (OECD) and the World 
Bank. This estimates annual gains and losses 
from trade liberalization from the year 2002 
based on a 30 per cent cut in tariffs and subsi-
dies as then envisaged in the Round. 

Of the overall US $213 billion gain, $142 
billion will accrue to the North (including $94 
billion to Europe, $19 billion to the US and 
$26 billion to Japan); $37 billion to China and 
$21 billion to 'upper income Asia'. The big 
losers will be Africa (estimated to suffer a loss 
of $2.6 billion), Indonesia ($1.9 billion loss) 
and the Mediterranean region ($1.6 billion 
loss). No wonder that Layashi Yaker, then 
executive secretary of the UN Economic Com-
mission for Africa, remarked that Africa's 
trade prospects were likely to worsen as a 
result of the Round. 

Thus even by the Northern institutions' 
own estimates there are winners and losers 
from the Uruguay Round. 'Free trade' and 
'liberalization' are not 'win-win' processes. 
Those that are strong enough to take advan-
tage of the rules (or to draw them up) can de-
rive the benefits; others may have a more bal-
anced net outcome, whilst the weaker partici-
pants (probably the majority) may stand to 
lose out. 

One worrying aspect of the Uruguay 
Round is its potentially negative effect on 
agriculture and food security in some poor 
countries. Most Third World countries (with 
the exception of the least developed countries) 
will have to reduce domestic subsidies given 
to their farmers and to reduce tariffs on im-
ported foodstuffs under the terms of the Agri-
culture Agreement of the Uruguay Round. 
Many farmers will have to compete with 
cheaper imports and may not survive. 

It is also estimated (again in an OECD-
World Bank study) that agricultural liberaliza-
tion will raise the world prices of many food-
stuffs, including wheat, maize, barley, beef, 
sheep and dairy products) by four to seven per 
cent. This may benefit food-exporting coun-
tries, but about one hundred Third World na-
tions that are net importers of food will face a 
higher food bill. These net food importers will 
likely be among the biggest losers of the 
Round. 

The study also predicted price falls of four 
per cent in cocoa and six per cent in coffee, 
which would adversely affect exporters of 
those commodities. Worst hit will be those 
countries exporting cocoa and coffee which 
also import food, as their terms of trade would 
be squeezed from both sides. These happen to 
be some of the poorest countries, especially in 
Africa. 
 
 
Monopoly 
money 
It is thus not true that 
the Uruguay Round 
brought about more 
'free trade' for all. For 
instance, the Northern 
countries also suc-
ceeded in bringing 
about a new agreement on intellectual property 
rights, termed TRIPS (trade-related intellec-
tual property rights). This would force all de-
veloping countries to adopt patent laws similar 
to those in the North. Besides hindering the 
growth of the South's technological capacity, 
this would also tighten northern companies' 
monopoly on industrial technology, and enable 
them to earn monopoly profits. 

TRIPS is therefore not a step towards 'free 
trade'. It is the reverse: it restricts rather than 
promotes technology flow, giving a boost to 
monopoly practices instead of curbing them. 
In addition, it will have serious adverse effects 
on Third World consumers and local commu-
nities. Two other new areas brought into the 
WTO through the Uruguay Round were ser-
vices and investment measures. Under these 
agreements, the markets of Third World coun-
tries will be opened up increasingly to big 
foreign companies. Under the services, agree-
ment Third World countries will increasingly 
have to 'liberalize' their service sectors, which 
means allowing the entry of foreign banks, 
insurance 

Companies, health and legal services, 
communications industry etc. Many smaller 
enterprises in the South might well not survive 
the competition. Under the agreement on 

'trade-related investment measures’, govern-
ments will no longer be allowed to require 
domestic firms to use local materials in their 
production. This 'local content policy', which 
many developing countries have adopted to 
boost the growth of local industries, is consid-
ered to discriminate against imports. Other 
investment measures that promote local indus-
try or discourage imports are also banned.  
 
Widening the agenda 
The 'free trade' so much bandied about by the 
proponents of the Uruguay Round has come to 
mean, in reality, the vastly expanded freedom 
of transnational corporations to trade and in-
vest in most countries of the world, whilst 
governments now have significantly reduced 
powers and find their operations restricted. 
Now that the Round is over, the rich countries 
are pushing to widen the 'free trade' agenda 
even more by introducing yet more new issues 
into the WTO (which they control). The latest 
is a move by the European Commission to 
persuade developing countries to agree to a 
new 'multilateral investment agreement'. This 
would give companies the right to enter and 
establish themselves in all sectors, with 100 
per cent equity ownership, in all WTO coun-
tries. The proposed agreement would also 
forbid governments from giving any form of 
privileges to local companies or products, as 
this would be deemed to be discrimination 
against foreign firms. 'Free trade' would be 
expanded further to mean 'free flow of invest-
ments' as well. The challenge in the next few 
years is for communities and the public in the 
South and everywhere to voice out their con-
cerns strongly in order to strip away the myth 
of the benevolent nature of 'free trade'. The 
beneficiaries are few compared to the many 
poor consumers and local communities in the 
world who will become ever more marginal-
ised. For it is their interests which are being 
sacrificed on the altar of 'free trade'. 
 
WTO – VITAL STATISTICS                       
Location: Geneva, Switzerland    
Established: 1 January 1995    
Created by: Uruguay Round negotiations 
(1986-94)    
Membership: 133 countries  
Budget: $93 million (1996)    
Secretariat staff: 500    
Head: Renato Ruggiero (director general)   
  
Functions:    
 Administering WTO trade agreements    
 Forum for trade negotiations    

(Continued on page 6) 

International Trade Agreements 
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 Handling trade disputes    
 Monitoring national trade policies    
 Technical assistance and training for 

developing countries    
 Cooperation with other international or-

ganizations  
 
 
 Whose WTO is it anyway? 
Its member governments run the WTO. All 
major decisions are made by the membership 
as a whole, either by ministers (who meet 
every two years) or by officials (who meet 
regularly in Geneva). Decisions are normally 
taken by consensus.  
The highest authority is the ministerial confer-
ence, which meets at least once every two 
years. Routine work is supervised by the Gen-
eral Council (in three guises). Numerous other 
councils, committees, working parties and 
negotiating groups cover the wide range of 
WTO issues. 
 
 
 WTO organization chart - 
Membership, alliances and 
bureaucracy 
New members enjoy the privileges that other 
member-countries give to them and the secu-
rity that the trading rules provide. In return, 
they had to make commitments to open their 
markets and to abide by the rules _ those com-
mitments were the result of the membership 
(or "accession") negotiations. Once they are 
members, countries increasingly find them-
selves in-groups, some regional (such as the 
EU or ASEAN), some dealing with specific 
issues (such as the Cairns Group). A 500-
strong WTO Secretariat with Director-general 
Renato Ruggiero supports members’ activities 
at the head.      
 
        
Special policies  
Special focus is given to five policies support-
ing the WTO's main functions: assisting devel-
oping and transition economies; specialized 
help for export promotion (through the Inter-
national Trade Centre); regional trading ar-
rangements; cooperation in global economic 
policy-making; reviews of members' trade 
policies; routine notification when members 
introduce new trade measures or alter old 
ones. 
 
Members  
133 members, 34 observer countries, 7 observ-
ers to the General Council. Its member gov-
ernments run the WTO. All major decisions 
are made by the membership as a whole, either 

by ministers (who meet every two years) or by 
Officials (who meet regularly in Geneva). 
Decisions are normally taken by consensus. In 
this respect, the WTO is not like some other 
international organizations such as the World 
Bank and International Monetary Fund. In the 
WTO, power is not delegated to a board of 
directors, and the bureaucracy has no influ-
ence over individual Countries’ policies 
(although some analytical comments are made 
in the regular trade Policy reviews).  
When WTO rules impose disciplines on coun-
tries' policies, that is the outcome of Negotia-
tions among WTO members. The members 
enforce the rules themselves under agreed 
procedures that they negotiated. Sometimes 
enforcement includes the threat of trade sanc-
tions. But those sanctions are imposed by 
member countries, not by the organization. 
This is quite different from other agencies, 
which can, for example, withhold credit from 
a country. 
 Reaching decisions by consensus among 131 
or more members can be difficult. It’s main 
Advantage is that decisions made this way are 
more acceptable to all members. And despite 
the difficulty, some remarkable agreements 
have been reached. Nevertheless, proposals for 
the creation of a smaller executive body - per-
haps like a board of directors each represent-
ing different groups of countries – are heard 
periodically. But for now, the WTO is a mem-
ber-driven, consensus-based organization. 
Highest authority: the Ministerial Conference, 
therefore, the WTO belongs to its members. 
The countries make their decisions through 
various Councils and committees, whose 
membership consists of all WTO members. 
Top most is the ministerial conference, which 
has to meet at least once every two years. 
(Ministers met for the first time in Singapore 
in December 1996 and met next in Switzer-
land in 1998.) The Ministerial conference can 
take decisions on all matters under any of the 
multilateral trade Agreements.  
 
 
Second level:           
General Council in three guises day-to-day 
work in between the ministerial conferences, 
is handled by three bodies: 
 The General Council 
 The Dispute Settlement Body 
 The Trade Policy Review Body 

All three are in fact the same - the Agreement 
Establishing the WTO states they are all the 
General Council, although they meet under 
different terms of reference. Again, all three 
consist of all WTO members. They report to 
the Ministerial Conference. The General 
Council acts on behalf of the ministerial con-
ference on all WTO affairs. It meets as the 
Dispute Settlement Body and the Trade Policy 
Review Body to oversee procedures for set-

tling disputes between members and to ana-
lyze members' Trade policies. 
 
 
Third level: councils for each 
broad area of trade, and 
more  
Three more councils, each handling a different 
broad area of trade, report to the General 
Council: 
 
 The Council for Trade in Goods (Goods 

Council) 
 The Council for Trade in Services 

(Services Council) 
 The Council for Trade-Related Aspects 

of Intellectual Property (TRIPS Council)  
 
As their names indicate, the three are responsi-
ble for the workings of the WTO Agreements 
dealing with their respective areas of trade. 
Again, they consist of all WTO members. The 
three also have subsidiary bodies (see below). 
Six other bodies report to the General Council. 
The scope of their coverage is smaller, so they 
are "committees". But they still consist of all 
WTO members. They Cover issues such as 
trade and development, the environment, re-
gional trading arrangements, and administra-
tive issues. The Singapore Ministerial Confer-
ence in December 1996 decided to create new 
working groups to look at investment and 
Competition policy, transparency in govern-
ment procurement, and trade facilitation. Four 
more subsidiary bodies dealing with the pluri-
lateral agreements (which are not signed by all 
WTO members) keep the General Council 
informed of their activities regularly. 
 
Fourth level: down to the 
nitty-gritty  
Each of the higher level councils has subsidi-
ary bodies. The Goods Council has 11 com-
mittees dealing with specific subjects (such as 
agriculture, market access, subsidies, anti-
dumping measures and so on). Again, these 
consist of all member countries. Also report-
ing to the Goods Council is the Textiles Moni-
toring Body, which consists of a chairman and 
10 members acting in their personal capacities, 
and groups dealing with notifications 
(governments informing the WTO about cur-
rent and new policies or measures) and state 
trading enterprises. The Services council has 
seen some changes in its subsidiary bodies. 
The completion of the basic telecommunica-
tions negotiations in February 1997 meant the 
end of the negotiating group, at least until the 
new services negotiating round starts in 2000. 
The same could happen to the financial ser-
vices negotiating group later in 1997. In the-
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ugust – Flying a Hilfiger Ath-
letics blimp over 25 cities and 
sporting events throughout the 
United States in six months is 

not your usual advertising stunt. But then 
again, when Calvin Klein printed his CK logo 
over popcorn packets last season, that wasn't 
exactly your typical type of exposure either. 
So now, as part of a publicity projection worth 
$50 million between Dimensional Films and 
Tommy Hilfiger, the cast of an upcoming sci-
fi thriller called The Faculty will be dressed in 
nothing but Tommy Jeans attire. With all this 
larger-than-life type action when it comes to 
publicity, is it any surprise that Tommy him-
self, the designer with his name just about 
everywhere, re-
ceived a pay 
cheque last year 
amounting to $14 
million? 

That wonder-
ful world of cou-
ture delivers pa-
parazzi-style front 
row celebrities 
every time, par-
ticularly when 
Versace's hyped 
up media circus has its finger in every pie of 
the Hollywood social sect. This season, invita-
tions were accepted by Puff Daddy, Jon Bon 
Jovi, Matt Dillon, Rupert Everett, Robbie 
Williams and Jamiroquai; who all succeeded 
in becoming a part of the fanfare. As if that 
wasn't enough for the glamour cats, Melanie 
Griffith, Diane Lane and Jennifer Lopez all 
were at hand dripping in sequins and shimmer-
ing brighter than an angel soaked in silver 
glitter. However, one of the more memorable 
moments of couture week last month in Paris 
was the discovery of a fashion fax being sent 
to all press offices requesting the issue of two 
tickets for Liz Taylor's two granddaughters, 
Emily and D'Arcy Wilding. Chanel immedi-
ately played the part in obliging delivering not 
only two elaborately positioned seats for the 
show, but also an invite to the client lunch. 
Credit must go out to a sharp-eyed Mugler 
employee, though, who did her research only 
to discover that Liz Taylor has two grand-
daughters; however, they don't answer to the 
names Emily and D'Arcy. Nice try, and top 
marks for creativity, whoever you are! 

Now that Minnie Driver, wearing her red 
Halston number at the Oscars, has established 
the label back on track when it comes to celeb-
rity status, rumors abound speculating who it 
was that actually designed the dress. Randolph 
Duke, Halston's former designer, who is now 
in the process of slapping the company with a 

$10.5 million lawsuit, claims he 
created the dress. Meanwhile, 
Kevan Hall, Halston's new crea-
tor and Duke's assistant for the 
past year says he has the 
sketches to prove it. The design 
scandal is just another hiccup at 
the helms of the business as it is 
currently undergoing a transi-
tion in strategies and develop-
ment. 

Imagine a 6,500 square foot 
space with whitewashed walls, 
innovative lighting, Spanish 
sandstone and dark African 
granite. Then picture a window display created 

from nickel silver and what do 
you get? A Jil Sander store in 
Milan. Set to infiltrate the ward-
robe style of Milanese madams, 
the September opening will offer 
women's and men's collections as 
well as accessories and perfumes. 
For the seventh company-owned 
store worldwide, American 
architect Michael Gabellini 
will be deciding on its design. 
In this, his sixth year of work-
ing with Sander on interior 

and exterior infrastructures, he will be mak-
ing an attempt not to alter the traditional 
Milanese architecture of the building. 
Sander herself, who remains one of the 
most minimalist, design-inspired creators in 
the industry revealed: "The store's architec-
ture is not only a framework for my collec-
tions, but it constitutes a dynamic unity 
with my design aesthetic." 

Even equipped with a massive foot size 
of forty-one, Esther De Jong and Erin O'Con-
nor strutted Chanel's runway this season wear-
ing the latest fashion appraisal, this being, of 
course, the label's strappy sandal - and didn't 
they look the part?! Intertwining the ankle 
with a leather cocoon-like feature, the design 
is undeniably a far cry from the understated 
elegance that a kitten-heeled Blahnik can pro-
voke. However, once the month of September 
arrives, Parisian women will have the opportu-
nity to indulge in the extravagance themselves. 
Opening its doors in Rue Royal, Chanel plans 
to open its very first freestanding shoe store 
right alongside Gucci. The space was origi-
nally planned for fragrances, beauty products 
and a few handbags, but now, as a Chanel 
spokeswoman reveals, "Our shoe business is 
booming and we see great potential, so why 
not?"  

Declared as their "biggest campaign to 
date," Gap is about to go global in aid of origi-
nality. Celebrating the style of their original-fit 

jeans, Blues gui-
tarist Kenny 
Wayne Shepherd 
has planned him-
self a solo riff 
while Herb Alpert 
with his trumpet 
is  complement-
ing a trio of 
drummers for the 
new musical 
theme. Blues, 
Jazz, Hip-Hop 
and Rap are all 
covered in the 

enigmatic 30-
second time slot 
also featuring R&B 
rapper Missy Elliott 
singing "I'm too 
good for an origi-
nal-fit" and the 
boys from Run-
DMC proclaiming: 

"I don't want any-
body's name on my be-
hind. This is original. 
Check us out." All four 
advertisements plan on 
sticking to the trademark 
GAP environment fading 
out the commercials with a 
white background and the 
phrase "Fall into the Gap." 
Sharon Stone's transition 
from diva to disco dancer 
at the recent Cannes Film 
Festival confirmed that the 

woman truly is a god-
dess. Forty-years old, 
a newly-wed and lov-
ing life, the stint as 
celebrity auctioneer 
dressed in a beaded 
gown is simply an-
other step in a stylish 
direction, declaring 
herself as a modern-
day icon when it 
comes to couture. 
Enter Emanuel Un-
garo. Stone's most 

current project to date is playing the lead in a 
new film by Albert Brooks titled "The 
Muse" (rather appropriate don't you think?) 
and all twenty-eight of her outfits will be cre-
ated by the designer whose lace dresses and 
contrasting embroidery received praise in 
Paris during the collections last month. 

Michael Kors and his gang of five-ply 
(Continued on page 10) 
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cashmere sweaters for Celine may well be 
turning toward the sun for this season's color 
palette, but the house is not the 
only one. As Kors himself puts it, 
"After a gray season, what could be 
more uplifting than sharp, sunny 
yellow?" Right you are. Meanwhile 
Marc Jacobs is destined for edito-
rial overload with his Resort collec-
tion. "It's basically a beachy, sum-
mery interpretation of fall," Jacobs 
revealed. Consisting of 
longer length A-line skirts 
and cropped pants, fabrics 
are ranging from cotton 
canvas to polyester poplin. 
Think of Sabrina experi-
menting with sizes and 
voila, you've got yourself a 
look!  

Adding yet another title 
to his role of career choices, 
Puff Daddy, one of Ver-
sace's front row favorites of 
late is becoming some sort of 
fashion      executive. Head-
ing his Bad Boy Entertain-
ment venture, the rapper 
come restaurateur come actor 
is about to release a thirty-
two piece signature collec-
tion of contemporary young 
men's wear for next spring. 
Set to be labeled "Sean 
John," (Puff Daddy's given 
name's at birth before 
stardom started knocking 
on his door) he describes 
the range as "simple but 
still able to give off that 
chameleon kind of feel." 
Commenting on the name 
of the label, "I didn't want 
to overuse my celebrity," 
he said "That's why I did-
n't call it 'Bad Boy' or 'PD'. 
I just called it Sean John, 
which is my fashion alter-
ego and real name." 

What's in a door? Gearing up 
for yet another opening on Sep-
tember 3rd, Armani is about to 
open the doors of its A/X Armani 
Exchange flagship on Fifth Ave-
nue. And what a door it will be. 
Measuring around 32-feet high 
and 12-feet wide, the stainless 
steel feature is said to weigh in at 
close to 6,500 pounds. Playing its 
part in complementing an instore 
glass elevator and venetian in-
spired floor coverings cut from 
sandstone bricks, the two-level, 10,000-
square-foot store will act as a protoype for 

other A/X Armani Exchange stores. 
Those of you desperate to grab a 
glimpse of Armani styled interior 

will have to settle for the SoHo 
address (568 Broadway) until 
September's opening. 
Nicole Miller is cruising the 
art world - and her designs 
have never looked better. For 
1999, the theme behind her 
cruise collection lie in the 
talent belonging to Miami 
Beach artist, Romero Britto. 
After becoming acquainted 

while working on a project for 
Absolute Vodka seven years 
ago, together the duo has 
teamed up to design a collec-
tion. And the collaboration is 
screaming with success. Miller's 
hot-to-trott cuts are well suited 
to the sharp patterns and bright 
color concoctions that Britto 
has created. Two of the designs were se-

lected from the artist's "Rose's Kiss" 
and "A Taste of Love" pieces. In-
cluded in the range is a selection of 
dresses, swimwear, sportswear and 
home accessories. 
Trying on a pair of jeans this week 
could prove to be far more beneficial 
than you previously thought; particu-
larly if they come equipped with a 
DKNY Jeans swingtag. Those of you 
across America who are on the prowl 
for a new pair of denims, be 
sure to do the deed before 

the end of the week to find your-
self with tickets to concerts fea-
turing the British quartet of beau-
ties, All Saints. Scheduled for 
August 26th in Central Park and 
Venice Beach, California, the 
marketing promotion is the core 
of a new concept by the brand to 
attract more of a cross-section of 
customers for DKNY. "The girls 
very much embody the spirit of 
DKNY" said a member of mar-

keting and media for 
Donna Karan International. 
"They're authentic and real musi-
cians with a lot of attitude." "It's 
completely eclectic and as free-
spirited as DKNY clothing," says 
Donna Karan, revealing the spirit 
behind the label's new venture, 
DKNY Under Wear. "It represents a 
complete lifestyle. It's sexy, but not 
in a hard-core way  - it's naive 
sexy." And she should know. Re-
cently confessing during an open 
sale "nobody has bigger shoulders 

than me," the range of sleepwear and lingerie 
is set to seduce night owls of every-shoulder 

size across 
America. Al-
though a men's 
range isn't ex-
pected to make 
its debut until 
the year  2000, 
stretch mesh 
and silk char-
meuse for 
women in 
shades such as 
purple, blue-
berry, green, 
rouge and sun-
tan ensure that 
the collection 
will be well 
received along-
side competi-
tors Calvin 
Klein, Tommy 
Hilfiger and 

Ralph Lauren. 
Now that the drama surrounding spring 

runway show dates for New York designers is 
beginning to settle, companies can continue to 
concentrate on presenting their collections 
scheduled to begin in two weeks time. Placed 
at the core of the current calendar controversy 
between fashion organizers and designers such 
as Helmut Lang, Calvin Klein, Donna Karan, 
Marc Eisen, Vivienne Tam and Jill Stuart is 
their walk on the wild side, favoring the idea 
of ignoring 7th on 6th mayhem this season and 

sticking to a new 
presentation date 
beginning mid-
September in-
stead. Despite 
the majority of 
American de-
signer shows 
still taking place 
Nov. 2 to 6 as 
part of the offi-
cial General 
Motors Fashion 
Week, industry 
sources note that 

the latest decisions present nothing other than 
"just another suicidal move by the garment 
industry."  

Los Angeles may have formerly brought 
to mind images of silicone, sequins and sassy 
styles, but step aside glamour queens and pre-
pare an entrance for the women answering to 
the term "nineties-princess." Aiding the slick 
generation of new street-cool style is Rick 
Owens, a modern-day designer swapping mi-
crofibres for vintage monkey fur among other 
things. Describing his aesthetically rough crea-
tions as "punk-rock and effortless," his collec-
tion of twisted T-shirts, unfinished hems and 

(Continued from page 7) 
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industry." 



Our core ideology 
Add value 
 
Core values 
 Integrity 
 Learning and continu-

ous improvement 
 Leadership 
 Teamwork 
 Social responsibility 

 
Ammar Textiles – born to lead 
He had a dream. He wanted to make the best, 
the most difficult, value added knitwear ap-
parel in Pakistan. There were only two things 
going for him, homegrown cotton base and a 
passion to succeed. Khawja Belal Ahmed 
established Ammar Textiles in 1983. The rest 
is history.  His vision fueled and pioneered a 
whole new industry. They used to call it 
“hosiery” in those days. Ammar Textiles gave 
this industry a distinctive name – knitwear, 
giving the established supplier markets in Asia 
a run for their money.  It’s not easy to go from 
3,500 garments per month capability to 
300,000 garments per month in only fifteen 
years. Ammar has done it. It’s called people 
management - thanks to a team of empowered 
individuals and a commitment to excellence, 
Ammar continues to make a leadership differ-
ence to our customers and peers.   We have 
succeeded because of a continued emphasis on 
our human resource development, obtaining 
the best technology and supporting it by a 
strong in-house research and development 
capability, and excellent quality systems.   
Our management style itself is a revolutionary 
concept in Pakistan – it’s about empowerment 
and delegation. It is not just of curiosity that 
people often ask the question, “ Where is the 
boss?” (Referring to Belal) only to be stunned 
by the reply that he only visits a couple of 
times a month, and that too when he is in the 
country! Even when Ammar started with sim-
ple equipment, our vision and commitment 
ensured high customer satisfaction.  
 
 
Fabric division 
With in the fabric division, the knitting depart-
ment’s circular knitting features both single 
knit jersey and double knit rib/interlock ma-
chines giving us a wide range of fabric capa-
bility. Among the fabrics we have produced 
are:  
 Jersey – light to heavy, crinkle, crepe and 

patterned. 
 Pique – Lacoste, nailhead, Honey Comb, 

Squared Pique, Seersucker, racstitch, step 
stitch, rib pique, loop diamonds, square knit, 

grass pique, pebble pique, herringbone are 
some of the examples of the range we can 
produce. 
 Fleece – in a weight range of 250 GSM to 

500 GSM. 
 Interlock. /Rib - Rib fabric ranging from 

1X1 to 12X1 rib with or without Lycra. 
Interlock, waffle, mini waffle, chain waffle, 

thermal and squared grid. 
 In flat knitting we have the latest German and 
Japanese equipment including collars and arm 
bands knitting facility. Our knitting depart-
ment is recognized as the premier facility of 
the most innovative expertise in Pakistan. 
 
Dyeing department  
Ammar’s wet processing capability enables us 
to accomplish almost any color in both cotton 
and polyester. Our integrated processes using 
reactive dyes, focuses thoroughly on fabric 
preparation, dyeing and finishing are all aimed 
at satisfying our customers. Our process en-
sures excellent shade continuity for both small 
and large runs. For polyesters, we feature a 
Theiss computer controlled machine ensuring 
accurate adherence to buyer specifications. 
Our dyeing laboratory, equipped with infra red 
dyeing machine, the latest spectrophotometer 
ensures that accurate and timely lab results 
translate into highly controlled and predictable 
dyeing process. The independent laboratory 
and its facilities also means that we can re-
spond promptly to customer inquiries during 
the product development stage. Moreover, our 
tried and tested recipe library gives us a flying 
start when a development comes into produc-
tion. 

 
Dyeing- finishing  
department 
Our extensive dyeing, finishing department 
allows us the flexibility of offering different 
finishing routes which enables us to effec-
tively control the weight, shrinkage, and width 
of the fabric according to the buyers parame-
ters and our rigorous in-house standards. The 
department features squeezer, vertical dryer, 
horizontal dryer, compactor, fleece compactor, 
raising machine, sueding machine, and tum-
blers. Finished fabric is deposited in the fabric 
inspection department, which thoroughly 
checks the fabric and only delivers approved 
fabric to cutting. 
 
Garment Division 
The garment division’s key strength is versa-
tility. It’s not a stagnant department, we don’t 
believe in a few core styles produced year in 
and year out. Innovation, in both products and 
process underlies the operations of our gar-
ment division. Comprising seven independent 
stitching units each with its unique experience 
curve and facility with different styles, our 
stitching units are true industry leaders in their 
specialized styles. A healthy sense of competi-
tion among our professional managers heading 
these units’ only serves to  
constantly improve our offering. Assisted by 
Gerber pattern making technology gives our 
cutting department adequate control over 
wastage. Our quality auditing at the cutting 
stage helps us monitor the production in ad-
herence to buyer specifications right at the 
cutting stage translating into superior cost and 
delivery performance for the buyer. Our em-
broidery facility equipped with the latest com-
puterized technology allows us a large-scale 
capability with a variety of designs, which can 
easily be modified in-house, reducing lead-
times for the customer. All embroidered gar-
ments are subject to 100% inspection. 
 
Its all about quality – ISO 9002 cer-
tification is just another milestone 
in a never ending journey 
Ammar continues to excel with a rigid com-
mitment to high quality standards. This is not 
just an empty slogan. We are proud to report 
that in 1997 Ammar Textiles became the first 
Knitwear Company in South Asia to attain the 
prestigious ISO 9002 certification. This 
achievement, (made possible in a short time 
with the strong commitment of our ISO team,) 
has only served to strengthen our systematic 
orientation to quality. For the buyers the an-
swer is simple. Predictable, well defined, well 

(Continued on page 15) 
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SAN FRANCISCO, Sept. 1-- Young 
consumers are making room in their closets 
for the newest in hard, dark denims -- an 
original look that the Levi's(R) brand invented 
125 years ago and now today's hottest fashion 
trend. Consumers who grew up during the era 
of stonewashed jeans are rediscovering dark, 
saturated indigo products that are the purest, 
most authentic form of denim, ranging from 
raw, unwashed midnight indigos to soft, deep 
cobalt blues in a variety of styles and fits.  
Levi's Hard Jeans products are extremely stiff 
because they are produced with rigid, 
untreated and unwashed denim. The new Soft 
Rigid fabric, created from an innovative 
finishing technology, produces a dark denim 
that has the hard, raw look but is soft to the 
touch and comfortable to wear. The Levi's 
brand offers a wide range of indigos, from 
deep sapphire-rich indigos and cobalt blues to 
a ``well-worn'' vintage denim look.  
This Fall, Levi's jeans has expanded its 
collection of hard, dark denim products so that 
consumers will find a full selection of 
authentic looks in raw fits and finishes from 

tried-and-true classic styles, to up-to-the-
minute fashion items in Levi's jeans, shorts, 

shirts and jackets.  
To fuel the rigid, cuffed-jeans trend that is 
growing in America, Levi's launched an in-
your-face, cutting edge ``Hard Jeans'' 
television campaign in June and print 
executions in July to remind consumers that 
the Levi's brand is the only genuine source for 
authentic, dark, hard denim.  
Levi Strauss & Co. is the world's largest 
branded apparel manufacturer with 1997 sales 

of $6.9 billion. The company manufactures 
and markets jeans, casual sportswear and dress 
pants under the Levi's(R), Dockers(R) and 
Slates(R) brands respectively, and employs 
approximately 30,000 people 
worldwide.  
The Care and Feeding of Levi's(R) Hard Jeans 
-To maintain that hard, rigid look, dry clean 
the jeans instead of washing them. Hard jeans 
look great cuffed -- at least 2-3 inches. For a 
more fashion forward look, cuff them 3-4 
inches and wear them either long and bulky 
around the ankles or real short (about 3 inches 
above the ankle). Levi's(R) rigid jeans do 
shrink to fit people's specific body types to 
provide a comfortable, individual fit. Wear 
them in the shower, bath or straight out of the 
washing machine so they mold to your body, 
hang them to dry and repeat this process a few 
times.  
SOURCE: Levi Strauss & Co. 

Hard Jeans: A 'Must-Have' for Fall, New Levi's(R) Hard Jeans 
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MAGIC International to Launch New York Event 
Dedicated to Upscale Menswear, January 19-22, 1999 

MAGIC East to Answer Growing Need for 
Efficiency in Fragmented Menswear 

Market 
LAS VEGAS, Sept. 1 -- MAGIC 
International, producer of the world's largest 
and most comprehensive apparel trade shows, 
announced today, plans for MAGIC East, a 
new upscale event dedicated to the finer 
menswear market to be held at the Jacob Javits 
Center in New York, January 19-22, 1999. 
The announcement was made at the highly 
successful MAGIC International Marketplace, 
which runs through Thursday in Las Vegas. 
MAGIC East will offer an exclusive  
showcase for better menswear and will 
provide high-end retailers and manufacturers 
with a highly focused forum for conducting 
business. Quality manufacturers such as Hartz 
& Co., Ike Behar and Mondo are among the 
first exhibitors to make commitments to 
participate in the inaugural event, and major 
national and regional retailers, including 
Bloomingdales, Lord & Taylor, Maloufs, 
Mark Shale, Mitchells of Westport and 
Norman Stockton, Inc., have already pre-
registered for the show.  
``We've carefully listened to the industry for 

many years and are launching MAGIC East in 
response to a growing demand from retailers 
and manufacturers for an upscale show in New 
York dedicated to better men's apparel,'' 
comments Joe Loggia, president of MAGIC 
International. ``MAGIC East will bring much- 
needed organization and efficiency to the 
fashion industry and will provide an ideal 
forum for doing business in this highly 
fragmented market.''  
The first-ever MAGIC East will feature better 
and designer sportswear, tailored clothing, 
furnishings, executive accessories and gift 
items, and will focus on a select group of 
domestic and international manufacturers, 
ranging from Europe to Asia. A second 
MAGIC East event has been slated for July 
1999.  
As with all MAGIC productions, the new 
event will include an opening night party, 
daily runway fashion shows and seminars, and 
will also feature special services for attendees 
and exhibitors, such as complementary shuttle 
buses and discounted hotel rates. Loggia adds, 
``MAGIC East will bring the same level of 
excitement to New York that we've created in 
Las Vegas over the years, to offer exhibitors 

the ultimate experience that MAGIC alone 
provides.''  
The Las Vegas MAGIC Marketplace is held 
twice each year, scheduled in August/
September and February/March. The 
Marketplace includes MAGIC for men's 
apparel, WWDMAGIC for women's apparel, 
MAGIC kids for children's apparel and the 
edge, a progressive trend and lifestyle show 
for both men's and women's apparel.  
MAGIC International is a subsidiary of 
Advanstar Communications, Inc. a worldwide 
business information company, which 
publishes more than 100 business magazines, 
professional journals and directories; produces 
more than 100 exhibitions and conferences; 
and provides direct marketing, database and 
reference products and services. The 
company's portfolio serves healthcare, 
pharmaceutical and scientific fields, a variety 
of retail, hospitality and service industry 
segments, and a number of advanced 
communications technology and computing 
markets. The company currently operates from 
offices across the United States, United 
Kingdom, Latin America, and Asia.  
SOURCE: MAGIC International 
 



Bottom Line…
Have you invested in a 
great suit full of spandex 
lately? Or stretched denim 
jeans or for that matter, 
just some plain stretch 
woolen trousers? A little 
elasticity goes a long way 
you know.   
On to a color note, Gray 
matters. Dress softly – or 
at least in soft shades of gray & carry lots of 
authority. The designers are in a gray mood for 
fall apparently. It seems to have worked itself in 
to most collections.  
Slim, sleek and fitted silhouette underlines the 
women’s couture. Conservative is the word to 
describe the new classics...Simplicity is built to 
last, as Ralph Lauren comments,  “ Specific 
shapes and proportions recur, simply because 
they possess a fundamental balance that will 
always be appealing to the eye, no matter what 
moment in time it is.”  
Interesting fabric combinations appear in decep-
tively simple clothes – Velcro closures, fur 
trimmed neck lines and collars, scarves and 
stoles in all shapes and sizes, funnel necks, 
floor sweeping skirts, ankle –grazing unlined 
coats, pared down turtlenecks as an essential 
building block, flat ankle boots, Sabrina-styled 
heels. The look for long hair this fall – a center 
part with loose natural waves.  
Check out TKFR center fold for a brief look at 
CK and D.K.N.Y fall ‘98 collections. Hey! 
Don’t get carried away though. Be yourself, 
that’s today’s bottom line Be true to your own 
unique style. It’s about individuality you know. 
As Gucci’s Tom Ford puts it: “ I don’t think 
you should be committed to a label. I don’t care 
if it comes from the Gap, Kmart, or Gucci. Be 
committed to what works for you.”  

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

Books – best sellers 
Top 10 Fiction 

 

 RAINBOW SIX - Tom Clancy, Putnam 
 TELL ME YOUR DREAMS - Sidney 

Sheldon, William Morrow & Co. 
 I KNOW THIS MUCH IS TRUE - Wally 

Lamb, HarperCollins 
 THE FIRST EAGLE - Tony Hillerman, 

HarperCollins 
 MEMOIRS OF A GEISHA - Arthur 

Golden, Alfred A. Knopf 
 SUMMER SISTERS - Judy Blume, 

Delacorte Press 
 POINT OF ORIGIN - Patricia Cornwell, 

Putnam 
 MESSAGE IN A BOTTLE - Nicholas 

Sparks, Warner Books 
 BRIDGET JONES'S DIARY - Helen 

Fielding, Viking 
 NO SAFE PLACE - Richard North 

Patterson, Alfred A. Knopf  

Music : Top 10 Rock 
Singles- USA 
 WHAT'S THIS LIFE FOR - 

Creed. Wind-up. 
 THE DOWN TOWN - Days 

Of The New. Outpost. 
 PSYCHO CIRCUS - Kiss. Mercury. 
 SOMEHOW, SOMEWHERE, 

SOMEWAY - Kenny Wayne 
Shepherd Band. Revolution. 
 WHAT KIND OF LOVE ARE YOU 

ON - Aerosmith. Columbia. 
 SPACE LORD - Monster Magnet. 

A&M. 
 BETTER THAN YOU - Metallica. 

Elektra. 
 INSIDE OUT - Eve 6. RCA. 
 IT'S ALRIGHT - Candlebox. 

Maverick. 
 CELEBRITY SKIN - Hole. DGC.    

Last Word 

 If you interview for another 
job, inside or outside the com-
pany, expect that your boss 
will find out; be prepared. 
 Don’t look at change as bad. 
 Share the credit for successful 

projects and make sure every-
one’s supervisor knows of 
everyone’s contribution. 
 Remember that the purpose of 

business is to make or do 
something and sell it. The 
closer you can get to these 
activities, the better. 
 As Henry Ford II said, “Never 

complain, never explain.” Be 
courageous in your business 
perspectives.  

 Focus on the most important 
things to do to help your de-
partment or organization be 
successful. Don’t focus on the 
easiest things. 
 Treat your time as if someone 

is paying for it – someone is. 
 Keep track of expenses or 

you’ll end up losing money. 
 Seek rotational assignments, 

especially if one will put you 
in a key operational role or 
close to the seat of power in 
corporate headquarters. 
 In all sales situations seek 

clarity – is it sold or isn’t it?   
By Richard A. Moran. 

Never confuse a memo with reality,  
a little book of business lessons Murphy’s law complete,  

All the reasons why everything goes wrong by Arthur Bloch 

Sodd’s first law 
When a person at-
tempts a task, he or 
she will be thwarted 
in that task by the 
unconscious interven-
tion of some other 
presence (animate or 
inanimate). Neverthe-
less, some tasks are 
completed, since the 
intervening presence 
is itself attempting a 

task and is, of course, subject to 
interference. 

Sodd’s second 
law: 
Sooner or later, the 
worst possible set of 
circumstances is 
bound to occur. 
Corollary:  
Any system must be 
designed to withstand 
the worst possible set 
of circumstances.  

Movies  
 L. A, Sept 4-7th  - The low-brow comedy ``There's Something About Mary'' 
ended the summer box office season on a high note when it reached the top of 
the rankings in its eighth weekend of release. The film, starring Cameron Diaz 
as the love interest of both Ben Stiller and Matt Dillon, earned about $11.6 
million for the four-day Labor Day holiday weekend, according to studio esti-
mates issued on Monday. It placed second last weekend, and third the weekend 
before. Industry observers cite enthusiastic ``word of mouth'' among moviegoers as 
the driving factor behind the film's success. With total ticket sales of $130.9 million, 
the modestly budgeted film appears on track to become the third-highest grossing 
summer release, behind ``Armageddon'' and ``Saving Private Ryan,'' observers said. The action drama 
``Blade'' slipped to second after two weekends at No. 1, earning about $10.4 million for the four days. Its 
total stands at $49.2 million. ``Saving Private Ryan'' held steady at third with $8.6 million, bringing its total 
to $166.6 million. The weekend's sole new wide release, ``Knock Off,'' starring Jean-Claude Van Damme, 
opened in fourth with $5.6 million. Source: Reuters/Variety  
TOP 10 Movies in the USA  
  "There's Something About Mary"  "Blade"  "Saving private Ryan"  "Knockoff"  "Ever 
After"  "54"  "Why Do Fools Fall in Love"  "Snake Eyes"  "How Stella Got Her Groove 
Back"  The Parent Trap 

Cameron Diaz 



n’t I try? You can do a million things abroad. I 
would like to continue in the same line abroad 
- that’ll be great. Ideally I would like to be one 
of the apparel buyers – maybe ‘Marks and 
Spencer’ or ‘Next’. It may not happen ini-
tially. I might end up in the home furnishing 

department, buying bed sheets. I am confident 
though. I’ll have an edge over some one who 
has never been in a third world. You know 
what ever we are exposed to here – they con-
sider freak events. We just take them for 
granted and turn a blind eye. I have given 
myself a deadline – a lot depends on finances. 

I’ll probably know in a month if it’s not work-
ing out. I chose England over USA because I 
am a British national so the legal issues will 
not be a problem.” Good luck with your new 
life Omer! Here’s looking at you kid.  

(Continued from page 4) 

THE FACE – Omer Mufti “I just want to see what’s out there!” 

ory, the negotiating group on maritime ser-
vices still exists, but with the talks suspended 
until 2000, the group is unlikely to be active. 
Other subsidiaries deal with professional ser-
vices, GATS Rules and specific commitments. 
At the General Council level, the Dispute 
Settlement Body also has two subsidiaries: the 
dispute settlement "panels" of experts ap-
pointed to adjudicate on unresolved disputes, 
and the Appellate Body that deals with ap-
peals. 
 
 'HODs' and other bods: 
where the action is-  
It could be said that important breakthroughs 
are rarely made in any of these formal bodies, 
least of all in the higher level councils. With 
consensus and without voting, informal con-

sultations within the WTO - and even outside 
- play a vital role in bringing a vastly diverse 
membership round to an agreement. 
 One step away from the formal meetings are 
informal meetings that still include the full 
membership, such as those of the Heads of 
Delegations (HOD). More difficult issues 
have to be thrashed out in smaller groups. For 
much of the Uruguay Round, a system of so-
called Green Room meetings was established, 
involving perhaps as many as 40 countries 
most interested in the particular issue under 
discussion. Occasionally a deadlock can only 
be broken in a small group of two, three or 
four Countries, sometimes at meetings they 
have organized themselves in their own Coun-
tries. In a market access negotiation, where the 
outcome is a multilateral Package of individ-
ual countries' commitments, those commit-
ments are the result of numerous bilateral, 

informal bargaining sessions. (Examples in-
clude the traditional Tariff negotiations, and 
the recently concluded talks on basic Tele-
communications in services and on informa-
tion technology products.) 
To this day, informal consultations in various 
forms play a vital role in allowing consensus 
to be reached, but they never appear in organi-
zation charts. They are not separate from the 
formal meetings, however. They are necessary 
for making formal decisions in the councils 
and committees. Nor are the formal meetings 
unimportant. They are the forums for ex-
changing views, putting countries' positions 
on the record, and ultimately for confirming 
decisions. The art of achieving agreement 
among all WTO members is to strike an ap-
propriate balance, so that a break-through 
achieved  Among only a few countries can be 
acceptable to the rest of the membership.  

(Continued from page 6) 

International Trade Agreements 

EYE ON FASHION, AN UPDATE FROM WORLD’S FASHION CAPITALS… 

distorted couture not only includes Courtney 
Love and Madonna among fans, but also the 
select few who remain in touch with the art of 
"mobility," jumping from the office to dinner 
and throwing spontaneity around like they 
throw their expressions. Intact with an original 
masterplan to sell solely to ten cities, the 
dream has now evaporated into a definite real-
ity as clientele are unafraid to strutt forth 
wearing creations originally inspired by a 
handful of artists ranging from Francis Bacon 
and Julian Schnabel to Martin Margiela and 
The Munsters. 

Famed fashion guru and now editor-in-
chief of Australian Vogue, Marion Hume once 
referred to a number of designers taking their 
foundations from Helmut Lang; and here's 
proof in the progress. Although acclaim wasn't 
evident from everyone in New York last sea-
son when Lang decided to cancel a runway 
presentation and substitute the show with an 
Internet address and snapshots of Kirsten 
Owen and Tatjana Patitz, its fair to say that the 
business move certainly did the trick in wak-
ing up fashion folk to alternate methods of 

presenting a collection. So now Calvin has 
taken a leaf out of the Lang book and recently 
delivered a CD-ROM kit to retailers and fash-
ion editors across America, Europe and Asia. 
Displaying the Calvin Klein 1999 men's col-
lection for spring, the kit includes a selection 
of high quality reproducible photography, as 
well as a video, show notes and run-of-show  

descriptions. Klein is said to be awaiting a 
response from clientele before he continues to 
produce a CD-ROM for his women's wear. 

What could be better than finishing off the 
week with a vote of reassurance when it 
comes to the supes and their IQ? Here's proof 
that the much loved genetic accidents answer-
ing to the names Amber Valletta and Christy 
Turlington aren't as vacant-headed as were 
once thought. It's no secret that both of them 
have been absent from the runway circuit of 
late, but paparazzi photographers have still 
managed to hunt them down around New 
York bars and L.A. nightspots. The question 
remains though, what are these girls doing in 
their spare  hours? Well, World Wildlife 
Funds, Greenpeace, pediatric AIDS, and 
breast cancer causes are keeping Amber occu-

pied as actor love, Jason Patric, is filling in 
time for Miss Turlington. However, English-
literature classes at NYU is the main squeeze 
lately for the two of them. During a recent 
interview Valletta confessed that the class 
were "probably too cool" to recognize who 
she was. It was another story altogether 
though, when a class member asked her advice 
on whether the girl sitting beside her resem-
bled Christy Turlington. "It was a nice coinci-
dence," commented the student/supermodel on 
Turlington joining the class. 

Dockers may not be Dior, but then again, 
Famke Janssen, Rosie Perez and Rosanna 
Arquette aren't exactly the kind of women you 
could picture competing beside Nicole Kid-
man for a intricately covered limelight. Indeed 
the three women mentioned possess a unique 
quality and it's this essence that Dockers has 
recognized after recently calling upon the 
actors to assist in the new "Dockers Khakis for 
Women" campaign. Appearing as eight-page 
inserts over the following few months in ma-
jor magazines, the trio are captured separately, 
posing in motion upon rooftops and an assort-
ment of other crazy locations.  

(Continued from page 10) 



Their Top 5 Based on Averages 
 Leisure 
 Angora, Comfort, Klass 
 Ammar, Shahkam 

 
 
What is important to the buyers 
when they judge a vendor’s 
performance? 
 Being able to meet 

commitments – their 
word is their bond. 
Honesty, integrity. 
Transparency. Busi-
ness ethics. Passion 
and conviction in all 
their undertakings. 

 Quality of product is 
high, (fabric and gar-
ment). 

 On-time delivery and lead-times. Strong 
production planning. Infrastructure – 
hardware and software. 

 Financial stability, quota holding. 
 Strong product development and sam-

pling capability. 

 Excellent Service - Merchandising de-
partment’s speed of response. Speedy 
issue resolution and rectification – on 
merchandising and quality questions. 
Nature of issues per day/ per vendor that 
need their attention on daily basis.  

 Degree of professionalism in the daily 
running of factory operations. Empower-
ment to the front-line and middle man-
agement. Vendor compliance on buyers 
requirements, rules and regulations. 

 Pricing 
 
Contenders and  their 
votes:  

(In alphabetical order) 
Ammar 2/5 
Angora 3/5 
Chenab Fabrics 1/5 
Comfort 3/5 

Eastern 15 
Highnoon Textiles 1/5 
Klass 3/5 
Leisure 4/5 
Shahkam 2/5 
Qais Textiles 1/5 

Quality knits 1/5 
Sarah 1/5 
Style Textiles 1/5 
Zainal Textiles 1/5 

Their personal top Five – averages! 

Got a problem? 
Call TKFR! 
TKFR Design Services 
• Upholstery and apparel designs 

for prints/emb 
• Brochures, company logos’, etc. 
• Professional resumes. 
• Furniture, interiors and apparel. 
TKFR Computer 
programming services – hire 
your own Personal 
consultant  
• Web design on the world wide web 
• Customized Data base & software 

programming to enhance your 
performance. Call – 92-42-6661630,         

or email: aqq@brain.net.pk 

TKFR 

TKFR 

documented performance any time and all the 
time. Who doesn’t know the value of that?  
The ISO 9002 certification only served as a 
fillip to our quality driven people to aim fur-
ther and prove themselves with quality per-
formance on a more sophisticated and difficult 
garments. We are confident they will not let us 
down. 
 
PI Laboratory 
Our product integrity is one of the best known 
and credible fabric and garment testing labora-
tories in the industry today. Our demanding 
buyers attest to this fact on a routine basis. 
Among the many tests carried out by our PI 
lab are: Shrinkage, Lot to shade continuity, 
Color fastness through washing, color fastness 
through crocking, specification deviation after 
relaxation, Spirality of the fabric, twisting of 
the garment , blend test for mixed fabric 
&  fabric hand feel. All these criterion have to 
be effectively met with standards forwarded 
by the buyers. Our tests also have systems 
developed for them in accordance with the 
ISO-9002 specifications. 
 
Strong R&D capability 
Ammar’s research and development depart-
ment provides yet another distinct advantage 
to Ammar. It is our investment in our long-
term creative edge. The department is con-
stantly working with a two pronged strategy. 
First, it ensures that customer initiated devel-
opments receive the best, focused product and 

process knowledge the industry has to offer. 
Second, it is continuously engaged in a con-
certed effort with our production departments 
to develop new fabrics, better fabric character-
istics, and efficient garment plans and proc-
esses, all translating to yet another unique 
advantage for Ammar’s customers. Our pro-
fessionally staffed merchandising department 
works closely with customers and our internal 
value producers to ensure that we meet, antici-
pate and exceed customer requirements. This 
makes it easy for us to strengthen our bonds 
with our customers, be it via new product 
ideas, urgent delivery or any other need of the 
customers. This is just one reason major buy-
ing houses and direct buyers have a smooth 
working relationship with Ammar, which has 
stood the test of time. 
 
Our Customers 
No matter how good we think we are, ulti-
mately what matters is what our customers 
think about us. We feel we pass this test with 
flying colors. Today our customer-profiles’ 
reads like a “Who’s who directory” of the 
leading names in the international knitwear. 
Some like Levi Strauss have been with us for 
over a dozen years and some have joined us 
more recently. However, some things are com-
mon for all our customers. All of them have 
added value to our business and have received 
value in the same measure, and all of them 
recognize us as the suppliers of choice from 
Pakistan. Whether it’s a new complicated 
program, the answer is Ammar because Am-

mar has history of performance, in good times. 
And especially when the going gets tough. Of 
course, it’s not just a product and a deal be-
tween our customers and us. It’s much more 
of a relationship, the basis of our common 
destinies of value addition and constant im-
provement. We are proud of our customers 
and we feel they are confident of what we can 
deliver. What better way can there be to foster 
a long-term strategic partnership than what 
Ammar and its customers have forged. 
 
The Future – seeking challenges 
and rewards 
The Ammar team is convinced that the only 
way to stay ahead is to continuously seek 
higher challenges and reap higher rewards. 
With our track record of achievement and our 
commitment to learning, we are confident that 
we can continue to aspire to greater glory and 
do more than our share in the industrial devel-
opment of our nation. It is not without purpose 
that our weekly review meetings begin first 
with a critical evaluation of the implementa-
tion of our core values and critical debate on 
whether our goals to keep our juices flowing. 
We have to seek new frontiers, within each 
one of us and in the outside world for that is 
what got us to where we are. Every time Am-
mar wins, our customers win, our people win, 
our suppliers win, and our nation wins. And 
that really is what Ammar is all about… stay-
ing ahead of the game or as we like to say, 
born to lead!   

Source – Ammar Textiles 

(Continued from page 11) 



Babur Rafiq sees a need for strong product 
development and fashion forward, trend-
focused teams in the vendor facilities. He 
feels, “Unfortunately there has been no ‘real’ 
work on value addition – the vendors try to 
maximize their production with the same basic 
existing equipment. There is very little re-
search in fabrications and there is no inde-
pendent innovation. Pakistan can replicate, 
duplicate but not innovate. The vendors have 
not been able to come up with any new fabri-
cations or variations on the primary fabrica-
tions. I think, one major reason is the type of 
people the vendors employ. They are non-
technical. Their business is more sales driven 
then product driven. As customers look to 
differentiation as their key marketing strategy, 
producing commercially viable fashion for-
ward products on tight schedules – I see that 
Pakistan has not even started focusing in this 
area, let alone profit by this trend at all.” 
Discussing the possible reasons for this trend, 
he maintains, “ Vendors consider it a purely 
machine related process. There are visible and 
invisible elements to product development – 
fabric structure, the hand feel, color, presenta-
tion. Aesthetics is also important to the market 

you are serving. This requires the individuals 
to have appreciation, not only the technical 
expertise. This is what is missing. They need 
to zero in to these areas. They rely on the buy-
ers to lead them, although, most buyers act as 
their partners helping them form and expose 
their capability. But what happens when the 
buyers or trends change?“  
Highlighting the need of the hour, Mr. Baber 
Rafique feels that the vendors need to focus on 
innovation. “ The vendors need to study cate-
gory 339 design requirements, on how to 
translate these silhouettes in to the business. 
When I compare the neighboring countries’ 
capabilities with Pakistan, I see that they have 
been successful in translating their local exper-
tise in to dollars. Take India, their local em-
broideries (salma/sitara) on the children’s 
clothes, or for that matter, their Madras plaids, 
and Bangladesh’s Grameen fabrics are a hit 
abroad. We have a rich textiles history too – 
prints and embroideries, yet we are unable to 
translate any of these local capabilities. There 
are endless possibilities; we have never taken 
the time to explore them. If I were to choose 
on a scale of importance, Product development 
would be at the top of my list, which is linked 
to the production capability and capacity and 
only then scheduling and operations. Factory’s 
interaction with their buyers on the other hand 
is in the reverse order.”  

“Ownership of the business is very high,” 
remarks Mr. Baber Rafique while deliberating 
on the differences in managing the operations 
of the agents and the buyer’s’ liaison organiza-
tions.  ” It’s reflected in the way we price, 
deliver, and negotiate for our organization. 
Contractor relationships are important too, 
however, not at the expense of our organiza-
tion. We need to protect our interests to 
achieve success. Although we recognize ven-
dor’s successes, we measure both elements – 
this is not as cut and dried as it sounds, we 
need to look at the overall interests. It does 
cause friction from time to time and it does 
turn emotional. However, let’s face it, our 
bread and butter is our own organization. Be-
sides, this helps the industry, ultimately 
achieving the market driven result. The agents, 
on the other hand, try to keep their vendors 
happy too, usually, at the expense of their 
customers. This obviously means, you sacri-
fice the long term for the short-term goals – 
this policy has varied success rate.” 
The bottom line in his opinion, “put the rubber 
to the road. The vendors have grown compla-
cent with their success. They need to realize 
the honeymoon is over. The way they know 
the business will be the thing of the past. 
There are new challenges ahead and they need 
to be ready.”  

(Continued from page 2) 

Babur Rafiq Speaks 
out…. 

by Mystique 
nd they say nothing ever happens.  
Ali Suqrat has finally moved to 
Textile Asia from Cres Knit. There 
had been rumors and then there had 

been rumors. As they say, every man has his 
price & he told them! The whole market seems 
jealous though.  Good luck Suqrat, you deserve 
it! That‘s not the only hot news you know… 
Nabila-Abs has been  trying to downsize again. 

Farid, Anil,  & about 22 to 30 people were laid 
off before they thought better of it. Sigh!  
Tough luck folks, you know how it is, every 
one is trying to save money these days. But 
what the heck, instead of laying people off, why 
can’t our industry control the production wast-
age and save some hard cash there?  AMC did it 
again!   Zara Piracha resigned, a few months 
after her promotion too! (What‘s with this pro-
motion thing anyway? You would think these 

people would be happy!? No such thing.) 
Masooma Naufal is back in AMC. Huh?  Good 
news...Nabila-Abs got a new account. Capital 
Mercury. Warnaco Pakistan has placed some 
orders in the Middle East – they will be work-
ing closely with Nabila Dubai office. Hmm. 
Market seems soft. Everyone is blaming the 
bomb! Well the question is, which one? There 
are so many these days!  

Entertainment – For Adults only  

Food – McDonalds, Gulberg. 
Picture this – total self help concept. It’s busy and crowded. Mostly families and young kids around. The noise is beyond belief. It’s like a 
college canteen – only more money has been spent on the furniture. There is a Discovery zone for kids. Checked out  all items on the 
menu.. Total Plastic food. No good – no place for single adults. You can take the kids for an outing and food.  

Last Word 
Continued from page 13 


