
L ahore – The world is 
going through an eco-
nomic recession. Econo-
mies not directly involved 

are now also feeling the heat. Asia is 
submerged in debt, Russia is melt-
ing down and even the United States 
is starting to look shaky. The system 
has faltered – many components are 
just plain broke. Somebody has to 
come up with a fix in a hurry.  
Pakistan is not immune; we have 
plenty of crises – some, of our own 
making. There are a whole lot of 
soul-searching sessions going on all 
over the place. The greater the inter-
national crisis, the 
stronger the need for 
action. However, since it 
is a complicated process, 
it is far easier for the 
experts to get together 
and discuss…and discuss 
and discuss. TKFR de-
cided to get involved. 
The vendors are busy 
blaming the stagnant economy, the 
bomb, and the ban on the American 
buyers flying over to Pakistan. “ 
Some of the problem is the May 
Nuke test,” says Wajid Buttar Man-
ager Merchandising - Naveena 
Industries Lahore. “The restriction 
on Americans travelling (by the U.S 
Government) to Pakistan has a lot to 
do with it too but mostly it’s the 
total concentration on a single mar-
ket. “ Warming to this theme, Mr. 
Nadeem Rizvi, the General Manager 
at Zainal Textiles ads, “The political 
situation and the weak economy are 
not helping matters either. We have 
some insecure buyers on our hands.” 
Wajid thinks the Sheriat Bill is a 
fresh threat to our businesses,  “the 
Sheriat bill is another source of 
insecurity for our customers. They 
think Pakistan is on it’s way to 
becoming another Iran or Afghani-
stan. This will have a long-term 
effect on us, even though the sanc-
tions may be lifted in the near fu-
ture.” 
Many new buyers came into town in 
the past couple of years. Many left. 
Vendors concern with their bottom 
line only – good prices seems to be 
a major issue in defining the prob-
lem also. Most recently, Timber-
land, a top international brand left 
their agent in Pakistan high and dry. 
The industry is still in a state of 
shock. Remarking on this aspect, 
Ms. Saiqa But the managing director 
at Shahkam Industries says,’” We 
basically went after the high end 
buyers, collectively as a market. In 
the process, we lost the medium 
range as well as the targeted cus-

tomers! To get back to producing 
quality product on a reasonably 
competitive price, we need to get 
back to basics, control our wastage 
and tighten our quality assurance 
processes. The middle- men and the 
agents have also played a role in this 
present crisis. We have quality 
issues recurring all over the place. 
The agents usually end up promising 
the world to their customers and 
when the vendors cannot deliver on 
those promises, we all lose credibil-
ity and Pakistan gets a bad name. 
The short-term and long-term fix to 
this problem is simple – We need to 
bring the moderate priced buyers 
back to this market, ... brush up on 
our communication skills, deliver 
quality merchandise on-time - with 
minimum of hassles.”  
Wajid Buttar points to a clear and 
present danger brewing under our 
noses. “The buyers are slowly mov-
ing their business away from Paki-
stan, building new strategic alliances 
in cheaper markets. Even when 
Pakistan’s situation becomes stable, 
those new strategic alliances will 
remain in place. This means a huge 
loss for Pakistan. On top of it, I feel 
that the knits business has declined 
to some extent and the woven busi-
ness has made a comeback.”  The 
role of NAFTA seems to be a cause 
of major concern in Mr. Nadeem 
Rizvi’s opinion. “ NAFTA countries 
are impacting our business. Right 
now, the business on a large part is 
being conducted on one-to-one 
personal relationships. The trouble 
is, we do not know our own niche 
markets. Overall the industry per-

formance has been weak during the 
past couple of years.” 
The real issue is the loss of credibil-
ity, which has let the  ‘cheaper’ and 
‘better’ markets take away a major 
chunk of our business. Shariq Syed, 
a merchandiser at Sarah Textiles 
puts things in to perspective. “ I 
have been in this industry for the 
past four years. I personally believe 
in one thing, ‘ Its not how fast we 
go, it’s how well we can go fast.’  I 
have seen a general decline in our 
market in terms of low valued prod-
ucts, dissatisfied customers, delayed 
shipments, low quality and a loss of 

credibility. In my con-
sidered opinion, the 
following factors have 
contributed to Pakistan’s 
declining sales:   
 Unskilled workers  - 

there are no training 
institutes available on 
the relevant subjects – 
Only on-the-job learn-

ing, and it entirely depends on 
the caliber of your instructor! 

 R & D is not organized as it 
should be – it is normally di-
rected by customer demands. 
We need to innovate and lead 
the world markets, creating 
differentiated products, opening 
new avenues for growth, not 
vice versa. 

 The samples should be compati-
ble to bulk production, other 
wise it’s just another piece of 
fabric. (Again role of R&D is 
important). 

 We rely on buying houses or 
buyer inquiries to market our 
products; we really do not have 
a set up where we can project 
our merchandise as products 
from PAKISTAN. We should 
have a PAKISTAN fair on 
regular basis, just like MAGIC 
(a trade fair held in Las Vegas 
twice a year). This is to let the 
world market know that we do 
not have big tailoring shops, 
rather we have a proper set up – 
a Textile industry in the real 
sense of the word. 

 We look for new customers, but 
do not keep the old customers 
satisfied. 

 The Government should play a 
major role in improving the 
infrastructure of Textiles and by 
providing more facilities to the 
companies.”  

So where do we go from here? The 
solutions to these problems cost 
money. Are we willing to invest in 
our future and our people?  

Why is Pakistan market in the dumps? 
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“We basically went after the high end 
buyers, collectively as a market. In the 
process, we lost the medium range as 

well as the targeted customers!”  
-Ms. Saiqa Butt. 



Waseem Kamran presently heads the Quality 
Assurance Division at Nabila-ITS. His ca-
reer in the Lahore Knitwear sector spans 
seven years. He is also a regular contributor 
of TKFR. He has his own column – TKFR 
Movies. 
 

aseem started his career in 
quality control and assurance 
end of ‘91 as a Junior Q.A 
from Apparel Buying Ser-

vices (ABS) Karachi. He left ABS in ‘93 to 
join Cuty Merchandising. Talking about 
those early years, he reveals, “I worked with 
Grand Slam in ABS & Cuty Merchandising. 
I learnt a lot from them. They had proper 
garment technologists coming over to Paki-
stan regularly for inspections of their mer-
chandise. They trained me. It was an excel-
lent experience for me. I handled the most 
difficult styles at the time – in all sizes. By 
May ’95, I was offered this job at AMC. I 
managed the quality assurance of their 
brands and private store labels business - 
Munsingwear Inc., Target stores, Kohl’s’ 
and stuff. It was again a good experience. 
AMC has innovative merchandising and 
quality systems. I also happened to pick up a 
working knowledge of merchandising at the 
same time. Furthermore, I got an opportunity 
to handle off-shore production, knitwear and 
woven, in the Gulf region. In short, I ac-
quired quite a bit of experience. I learnt one 
other thing too, you can’t work in Pakistan 
with foreign systems, they are tough to im-
plement. Pakistan has it’s own culture and 
work ethic.“    
He left AMC after a couple of years. “ I 
thought I had found my niche but I was un-
happy with AMC’s pay structures and em-
ployment policies. So when I got an offer 
from this upcoming firm called Nabila-ITS. I 

decided to take it after a lengthy deliberation, 
besides they were persistent…. That was 
back in September ’97. The work at Nabila-
ITS is varied and fun. I handle Hagger, Eddie 
Buaer, Fredrick Atkns stores, & American 
Design Studio (ADS). I love the work, the 
environment is good, the team is so coopera-
tive and we jell at all levels. The orders are 
steadily pouring in. We are doing well - con-

sidering this company 
started just a year ago.” 
Talking about the evolution of the knitwear 
industry, Waseem recalls,  “It is a young 
industry, we used to handle more difficult 
styles in the earlier days comparatively. The 
industry practices were primitive – there 
used to be many quality issues. Factories had 
smaller capacities, there was no organization 
of vendor systems – dyeing technology and 
technicians were not there…big brand names 
entered this market after ’94. We have come 
a long way.“  
Discussing the market trends, he remarks, “I 
saw another trend emerge, with big brands in 
the market, we saw a lot of overbooking – 
the vendors went wild I guess. The agents 
also overestimated the vendor capabilities 
and to some extent their own abilities too, 
since they placed orders on blind faith. For 
example, orders were placed in stitching 
units with no previous experience… there 
were many delivery issues, new vertical units 

were set up to take advantage of longer runs. 
By ’96, we saw another emerging pattern – 
parallel shipments, this hurt our business. 
Counterfeit merchandise production became 
a big problem. Only now the industry has 
woken up to the danger and is taking steps to 
fix the situation.” 
Defining the real issues, he says, “It’s diffi-
cult to change the vendors’ mentality you 

know - their bottom line is highest possi-
ble value per unit sold. They should take 
care when booking the orders. We keep 
encountering the same kind of problems 
repeatedly. I have been in the business 
for the past seven years. The quality 
problems are usually in the knitting and 
dyeing stages. Our stitching is excellent. 
The finishing area needs a lot of improve-
ment though. The bottleneck is the fabric 

and garment finishing. We usually see prob-
lems in the dyeing continuity…they need to 
improve this area. They need to computerize 
their systems. Have an inventory control. “ 
Discussing the fundamentals of buying be-
havior, Waseem explains, “ You know the 
bigger the brand name, the higher their qual-
ity expectations and concerns. The vendors 
treat all their buyers the same way. The big-
ger brands have concerns in the following 
areas: fabric- feel, finishing. Their shrinkage 
standards are tough; they require excellent 
garment feel and presentation. On the other 
hand, discount and moderate label stores just 
want to buy garments that sell well consis-
tently – period. They are looking for on-time 
delivery with a reasonable quality. They can 
live with minor defects if you offer them a 
discount! Service is understanding the cus-
tomer needs and meeting them.”  

Waseem Kamran “We have come a long way.” 

T K F R  M a i l  
What about  Karachi? 

 
Dear Editor, 

eing a minion of the knitwear world, I am pleased to know 
that somebody writes on knitwear too. However, TKFR 
gives me the impression that life, at least in the world of 
knits, exists on the other side of Ravi only. It sends a clear 

message – if you don’t exist on the right side of the bank (I mean 
bank of the river here, other banks don’t matter anymore), you don’t 
exist at all. Thanks for ignoring those of us who slave our lives here 
in Karachi, trying to eke out a living by either knitting, dyeing or 
stitching knitwear, while dodging the bullets at the same time.  
It is strange that most events significant enough to celebrate, share 
and appreciate, go un-noticed in this society. Whether it is the Nobel 
prize for Dr. Salam, a major invention like the Can-Pak dobby, or 
patenting of Pakistan's first fabric in USA. Our heroes die un-sung.   

Perhaps, that is why we do not produce real heroes any more. And the 
ones who have the audacity to survive amongst us, we kill them.  
The interview of Azfar Hassan reminds me of an article that I wrote 
in 1995 about strategic alliances and their importance for the knit-
wear industry. Of course, in those days Azfar was promoting vertical 
integration, and therefore, most of the factories located here did not 
merit his august attention. 
Nevertheless, any effort to promote knitwear industry of Pakistan, no 
matter which side of Ravi it is on, must receive my full and un-
conditional support. Therefore, congratulations for coming up with 
TKFR. Please don’t do away with the column I like the most – enter-
tainment : for adults only”. 
 
Mahmud Ansari  
(located on the wrong side of the River.)  
Argus Knitwear- Karachi.  
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You know the 
 bigger the brand 
name, the higher 
their quality  
expectations and 
concerns. 
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Hi Readers, 
Things are chang-
ing but not neces-

sarily for the better. I have been 
observing an emerging pattern in 
the industry for the past couple 
of years – I call it the Coca-Cola 
syndrome – “We are Coca Cola, 
so by God, you have got to have 
us.” The point is, although Coca-
Cola was the traditional global 
household brand name in the 
past, Pepsi came and changed 
the whole thing. The apparel 
industry in general is going 
through a crisis, take leather, or 
knitwear or for that matter, 
denim. What is the deal here 

anyway? I think, the real issue is 
that we stopped investing in our 
people – period. Take any sphere 
of life in Pakistan- there are not 
enough educated people around 
to fill the demand at the lower 
levels. Our wastage is high. The 
workers that perform even the 
simple jobs manage to ruin 
things, 70 % of the time. Stupid 
mistakes are made; a lot of time 
and money is spent fixing those 
mistakes. That is why basic edu-
cation should be made compul-
sory in Pakistan. Education nur-
tures our brain-
power...uneducated workers can 
perform only repetitious tasks 

competently. That doesn’t mean 
they are stupid, it’s just that they 
can’t handle complicated and 
multiple tasks without training 
and consistent supervision. Be-
sides, we don’t hire good super-
visors & instructors. Passing- 
the- buck syndrome is another 
stumbling- block in improving 
productivity. Witch-hunts are the 
norm, not the exception. It 
should be about efficiency, ef-
fectiveness … management.  
Last but not the least, I do appre-
ciate the effort some readers 
make and write to TKFR spe-
cially. I read all my mail and I 
reply to each letter/email/ fax 

personally…  but I have to con-
fess, I am getting sick and tired 
of getting the extreme com-
ments. It’s no fun getting flat-
tered or attacked. It’s a dead 
bore besides it makes me think 
the person is just desperate to get 
noticed! Recently, I got a re-
freshing letter though– it didn’t 
talk about the usual superficial 
stuff, besides TKFR was damned 
with faint praise! It made me 
really sit up and take notice.  
Enjoy.  
 
Have fun. Best regards,  
Fareeha Qayoom.  

E d i t o r ’ s  n o t e …  

“ W e  h a v e  t o  b e  c o m p e t i t i v e . ” 
 M o i z  F a r o o q  s p e a k s  o u t …  

Moiz Farooq is the Senior Mer-
chandising Manager at Ammar 
Textiles.  
 

ahore – Moiz Farooq 
heads the Marketing 
division at Ammar 
Textiles. His rise 

through the ranks has been phe-
nomenal. He joined Ammar in 
’93 as a trainee. Now, he is the 
boss of the marketing division! 
Wow. 
The business is soft right now. 
Pakistan apparel market is in 
trouble. We are in a middle of a 
global recession. Things look 
dark and bleak. Is there a way 
out? Moiz Farooq decided to 
analyze the problem for TKFR 
and come up with a possible 
solution. He is rueful though, 
when he discusses the quick rise 
and fall of the knitwear industry 
in the past couple of years,  “ We 
have to be competitive,” he says. 
“If we look at the global compe-
tition versus Pakistan, local 
manufacturers usually have 
taken a short-term view of 
things. They have made no effort 
to market themselves. In fact 
objectively speaking, the liaison 
buying offices and agents have 
done more to support this indus-
try (by reducing the vendors’ 
marketing costs and projecting 
Pakistani products abroad) then 
all the vendors put together! We 
had every thing going for us just 
recently. We had a strong cus-
tomer base. Business was pour-

ing in. We killed 
the hen that laid 
the golden eggs. 
We could have 
retained our cus-
tomers. We have 
never looked at 
the International 
benchmarking 
trends, we have 
only been after the 
short term profits. 
We are all respon-
sible- collectively as an industry, 
for this situation,” asserts Moiz 
regretfully.  
Continuing, Moiz raises a few 
interesting questions at this 
point, “We can do so much. 
There are so many opportunities 
for us, as an industry - have we 
looked at the lead-times? Have 
we ever thought of doing collec-
tive shipping & freight? Have 
we come up with the answer to a 
shorter ocean transit? Counter-
feit merchandise is a huge prob-
lem – have we done something 
collectively to fix this problem? 
What flexibility have we shown? 
What are we really selling, is it 
an idea, product or service? Mar-
keting is easy if we have the 
necessary infrastructure in place. 
We need to be customer/market 
driven – do you know why Am-
mar is so successful? Customer 
satisfaction is our basic goal.” 
Defining the problem, Moiz 
affirms, ” there are many reasons 
for our stagnating businesses. 
We have put the cart before the 

horse. We have been 
concentrating on only 
doing the highest 
priced items as a na-
tional strategic policy, 
forgetting to organize 
our affairs first. We 
have lost sight of the 
real issue. Right now, 
it’s much more impor-
tant to acquire techni-
cal expertise. Informa-
tion, R&D and our 

quality processes need to be 
improved. We need to refine our 
product range – our processes 
are not in control. We need to 
work on reducing our wastage 
and achieving ideal wastage 
margins. We need to invest in 
our human resources. It’s not 
enough to acquire knitting, and 
dyeing technology. We need 
people to run these machines 
efficiently and effectively.” 
“The real problem is that we are 
inconsistent,” remarks Moiz. “ 
Our knitting and dyeing techni-
cians have no formal training in 
process control. They have learnt 
on the job by trial and error. For 
technical solutions, we need 
technical experts - only then, we 
can achieve consistency. We 
need to hire experts who can 
train our people. We need to 
look at the big picture. Our cus-
tomer requirements are changing 
rapidly. Say, if our buyer is driv-
ing at a speed of 80 kilometers 
per hour, we are running at 20 
kilometers per hour. We need to 

bridge that gap! ”  
Reviewing Ammar’s individual 
effort in this direction, Moiz 
says, “Our H.R. and quality 
resources are very important to 
us. We are strengthening our 
resource- base steadily and we 
are ready to move on to the next 
stage. The plans are underway to 
hire consultants for their exper-
tise at responsible positions to 
get our people up to speed to 
face the new challenges. They 
will have to deliver, since we 
will give them targets to achieve 
and a deadline. Our customers 

commend our past and present 
successes because of our cus-
tomer focus. We plan to main-
tain that edge.” 
The situation is not that bleak. 
Pakistan has a lot going for it.  
“Besides, look at the bright 
side”, says Moiz. “We are a 
mature industry compared to our 
other industries in terms of inter-
national trade, and our direct 
interaction and communication 
with our buyers. We have 
achieved excellence as an indus-

(Continued on page 13) 

Moiz Farooq 

“I seriously believe that 
we need a non-profit ad-
visory association or bu-

reau that can  support 
the whole  

industry’s needs,  
financed by the  

vendors themselves. 
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M ay 18th ’98, Ministerial meeting 
on global trade, Geneva- Near 
the end of World War II, as lead-
ers and ordinary citizens began 

to dream of a system that would prevent a re-
turn to war, President Franklin Roosevelt asked 
the people of the United States, and the world, 
to look ahead to peace. He said that "a basic 
essential to permanent peace is a decent stan-
dard of living for all individual men, women, 
and children in all nations.   ‘Freedom from 
fear’ is eternally linked with ‘freedom from 
want.’"  And so, at mid-century, a farsighted 
generation of leaders acted on the bitter lessons 
of protectionism, devastating depression and 
war. They embraced the revolutionary idea that 
freedom  -free democracies, free markets, the 
free flow of ideas, the free movement of people 
-- would be the surest route to the greatest pros-
perity for all. They were confident that growing 
economic interdependence would lead to 
greater peace among nations. And the economic 
alliances and institutions they created - the 
IMF, the World Bank, the GATT - built a plat-
form for prosperity that has lasted to this day. 
In the fullness of time, they have been proven 
spectacularly right. World trade has increased 
fifteen-fold. A trading community that began 
with 23 member nations now embraces 132 
economies and 31 more are working to join. 
Russia and China, where the shackles of state 
socialism once choked off enterprise, are mov-
ing to join the thriving community of free 
economies. Trade is creating prosperity among 
the nations of the Americas and offers hope to 
emerging economies in Africa. Now, on the 
edge of a new millennium, we are creating a 
new economy: driven by technology, powered 
by ingenuity, drawing us closer. On any given 
day, over three million people take to the air on 
commercial flights. Three decades ago phone 
lines could only accommodate 80 calls at one 
time between Europe and the United States; 
today they can handle 1 million. In the United 
States, economic output has tripled, while the 
physical weight of the goods produced has 
barely changed. The world's New wealth 
largely comes from the power of ideas.  
 This dynamic, idea-based new global economy 
offers the possibility of lifting billions of people 
into a worldwide middle class. Yet, it also con-
tains within it the seeds of new disruptions, new 
instabilities, new inequalities, new threats to the 
global economy. The challenge of the millen-

nial generation therefore is to create a world 
trading system attuned to the pace and scope of 
the new global economy, one that offers oppor-
tunity for all our people, and one that meets the 
profound environmental challenges we share.   
We took the first, vital step when we created 
the World Trade Organization in 1995 -- a goal 
that had eluded our predecessors for nearly half 
a century. The Uruguay Round that founded the 
WTO amounted to the biggest tax cut in world 
history -- $76 billion a year when fully imple-
mented. And in just four years, world trade is 
up 25 per cent. Since 1995, we have begun to 
build the infrastructure for the new economy, 
with historic Agreements on Information Tech-
nology, Telecommunications, and Financial 
Services affecting trillions in global commerce 
each year. At the G-8 Summit just concluded in 
Birmingham, the leaders worked on ideas to 
strengthen the international financial architec-
ture so that private capital markets can spur 
rapid growth while minimizing the risk of 
worldwide economic instability. Now, we must 
build on these achievements with a new vision 
of trade, to build a modern WTO ready for the 
21st Century.   First, we must pursue an ever-
more-open global trading system. Today, let me 
state unequivocally that America is committed 
to open trade among all nations. Economic 
freedom and open trade have brought unprece-
dented prosperity in the 20th Century -- they 
will widen the circle of opportunity in the 21st 
Century.  In my own country, one third of the 
strong economic growth we have enjoyed these 
past five years was generated by exports.  For 
every country engaged in trade, open markets 
dramatically widen the base of possible custom-
ers for our  goods and services.  We must press 
forward.  Redoubling our efforts to tear down 
barriers to trade will spur growth in all our 
countries.  It will create good jobs and boost 
incomes.  It will bring new opportunities for 
our people.  And it will advance the free flow 
of ideas, information and people that are the 
lifeblood of democracy and prosperity.  
 Globalization is not a policy choice - it is a 
fact.  But all of us face a choice.  We can work 
to shape these powerful forces of change to the 
benefit of our people.  Or we can retreat behind 
walls of protection -- and get left behind in the 
global economy.  At a moment when, for the 
first time in human history, a majority of the 
world's people live under governments of their 
own choosing ... when the argument over which 
is better - free enterprise or state socialism - has 
been won ... when people on every continent 
seek to join the free market system, those of us 
who have benefited from that system and led it 
cannot turn our backs.  For my part, I am deter-
mined to pursue an aggressive market opening 
strategy in every region of the world.  And I 
will continue to work with members of both 
parties in the Congress of the United States to 
secure fast-track negotiating authority.   
Second, we must recognize that in the new 
economy, the way we conduct trade affects the 
lives and livelihoods, the health and the safety 
of families around the world.   We must build a 

trading system for the 21st Century that honors 
our values as it expands opportunity.  We must 
do more to make sure that this new economy 
lifts living standards around the world, and that 
spirited economic competition among nations 
never becomes a race to the bottom in environ-
mental protections, consumer protections and 
labor standards.  We should level up, not level 
down.  Without such a strategy, we cannot 
build the necessary public support for the 
global economy.  Working people will only 
assume the risks of a free international market 
if they have the confidence that this system will 
work for them.  The WTO was created to lift 
the lives of ordinary citizens; it should listen to 
them.  I propose the WTO, for the first time, 
provide a forum where business, labor, environ-
mental and consumer groups can speak out and 
help guide the further evolution of the WTO.   
When this body convenes again, I believe that 
the world's trade ministers should sit down with 
representatives of the broad public to begin this 
discussion.  
 Third, we must do more to harmonize our goal 
of increasing trade with our goal of improving 
the environment and working conditions.  
 Enhanced trade can and should enhance -- not 
undercut -- the protection of the environment.  
Indeed, the WTO Agreement in its preamble 
explicitly adopts sustainable development as an 
objective of open trade, including a commit-
ment to preserve the environment and to in-
crease the capacity of doing so.  Therefore, 
international trade rules must permit sovereign 
nations to exercise their right to set protective 
standards for health, safety and the environment 
and biodiversity.  Nations have a right to pursue 
those protections -- even when they are stronger 
than international norms.  I am asking that a 
high-level meeting be convened, to bring to-
gether trade and environmental ministers, to 
provide strong direction and new energy to the 
WTO's environmental efforts in the years to 
come, as has been suggested by the European 
Commission. Likewise, the WTO and the Inter-
national Labor Organization should commit to 
work together, to make certain that open trade 
lifts living conditions, and respects the core 
labor standards that are essential not only to 
workers rights, but to human rights everywhere.  
I ask the two organizations' Secretariats to con-
vene at a high level to discuss these issues.  
This weekend, G-8 leaders voiced support for 
the ILO's adoption of a new declaration and a 
meaningful follow-up mechanism on core labor 
standards when the ILO Ministers meet next 
month in Geneva.  I hope you will add your 
support.  We must work hard to ensure the ILO 
is a vibrant institution.  Today, I transmitted to 
the Senate for ratification the ILO Convention 
aimed at eliminating discrimination in the 
workplace.  
Each of us, in our own nations, must do every-
thing we can to give all our people the educa-
tion and training to make the most of their lives.  
Because the new economy is based on ideas, 
information and technology, the return to edu-

(Continued on page 5) 
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cation has never been higher and the lost oppor-
tunity from being without skills has never been 
greater.  These trends cannot be reversed.  Our 
goal must be to help more people benefit from 
the possibilities of the new economy even as we 
ensure that the forces of technology and new 
trade patterns do not aggravate inequality or 
reinforce poor labor conditions.  Fourth, we 
must modernize the WTO by opening its doors 
to the scrutiny and participation of the public. 
We have learned, through long trial and error, 
that governments work best when their opera-
tions are open to those who are affected by their 
actions - that, as American Supreme Court 
Justice Louis Brandeis famously said, 
"sunshine is the best of disinfectants."  The 
WTO should take every feasible step to bring 
openness and accountability to its operations.  
Today, when one nation challenges the trade 
practices of another, the proceeding takes place 
behind closed doors.  I propose that all hearings 
by the WTO be open to the public, and all 
briefs by the parties be made publicly available.  
To achieve this end, we must change the rules 
of this organization.  But each of us can do our 
part - now.  The United States today formally 
offers to open up every panel that we are a 
party to - and I challenge every other nation to 
join us in making this happen. Today, there is 
no mechanism for private citizens to provide 
input in these trade disputes.  I propose that the 
WTO provide the opportunity for stakeholders 
to convey their views, such as the ability to file 
‘amicus briefs’, to help inform the panels in 
their deliberations.  Today, the public must wait 
weeks to read the reports of these panels.  I 
propose that the decisions of these trade panels 
be made available to the public as soon as they 
are issued.  
Fifth, we must have a trading system that taps 
the full potential of the Information Age.  The 
information technology revolution is the great-
est force for prosperity in our lifetimes.  The 
Internet is the fastest growing social and eco-
nomic community in history - a phenomenon 
with unimagined, revolutionary potential to 
empower billions of people around the world.  
It has been called the ‘death of distance’, mak-
ing it possible for people to work together 
across oceans as if they were working down the 
hall.  Four years ago, there were less than three 
million people with access to the Internet.  
Today, there are over 100 million people, and 
the number is doubling every year. Today, there 
are no customs duties on telephone calls, fax 
messages, e-mail, or computer data links when 
they cross the border.  We have spent 50 years 
tearing down barriers to trade in goods and 
services.  Now, let's agree that when it comes to 
electronic commerce, we will never erect these 
barriers in the first place.  
 I ask the nations of the world to join the United 
States in a standstill on any tariffs to electronic 
transmissions sent across borders.  We cannot 
allow discriminatory barriers to stunt the devel-
opment of the most promising new economic 
opportunity in decades.  Earlier today, at the 
Summit with the EU, we agreed to deepen our 
collaboration in this area. And last week, Prime 
Minister Hashimoto and I agreed to move for-
ward together, with a market-oriented private- 
sector-led approach to enhance privacy, protect 

intellectual property, and encourage the free 
flow of information and commerce on the Inter-
net.  I hope we can build a consensus that this is 
the best way to harness the remarkable potential 
of this new means of communication.   
Sixth, a trading system for the 21st Century 
must be comprised of governments that are 
open, honest, and fair in their practices.  
In an era of global financial markets, prosperity 
depends upon government practices that are 
based on the rule of law instead of bureaucratic 

caprice, cronyism, or corruption.  Investors 
demand it and their loss of confidence can have 
sudden, swift and severe effects, with ripples 
throughout regional economies.  
 With its insistence on rules that are fair and 
open, the WTO plays a powerful role toward 
open and accountable government -- but the 
WTO has not done enough.  By next year, all 
Members of the WTO should agree that gov-
ernment purchases should be made through 
open and fair bidding.  This single reform could 
open up $3 trillion of business to competition 
around the world.  And I ask every nation in the 
world to adopt the anti-bribery convention 
developed by the OECD.  Both these steps 
would promote investor confidence and stabil-
ity. Finally, we must develop an open global 
trading system that moves as fast as the market-
place. In an era in which product life-cycles are 
measured in months, and information and 
money move around the globe in seconds, we 
can no longer afford to take seven years to 
finish a trade round, as happened during the 
Uruguay Round, or let decades pass between 
identifying and acting on a trade barrier.  In the 
meantime, new industries arise, new trading 
blocs take shape, and governments invent new 
trade barriers every day. We should explore 
what new type of trade negotiating round is best 
suited to the new economy.  We should explore 
whether there is a way to tear down barriers 
without waiting for every issue in every sector 
to be resolved before any issue in any sector is 
resolved.  We should do this in a way that is 
fair and balanced, that takes into account the 
needs of nations large and small, rich and poor.  
But I am confident we can go about the task of 
negotiating trade agreements in a way that is 
faster and better than today.  
Agriculture, for example, is at the heart of 
America's economy and many of yours -- and 
tearing down barriers to global trade is critical 
to meet the food needs of a growing world 
population.  Starting next year, we should ag-
gressively begin negotiations to reduce tariffs, 
subsidies, and other distortions that restrict 
productivity in agriculture.  We must develop 
rules, rooted in science that will encourage the 
full fruits of biotechnology.  And I propose that 

even before negotiations near conclusion, WTO  
Members should pledge to continue making 
annual tariff and subsidy reductions -- ensuring 
that there is no pause in reform.  
 We must recognize that the fastest growing 
industry in the world is services -- and the one 
least disciplined by WTO rules.  So when ser-
vices negotiations are launched, I believe it is 
essential that we engage in wide-ranging dis-
cussions to ensure openness for dynamic ser-
vice sectors, such as express delivery, environ-
mental, energy, audio-visual, and professional 
services.  We must continue our strong momen-
tum to further dismantle industrial tariffs.  A 
good place to start would be an agreement on 
the sectors - from chemicals to environmental 
technology - -proposed by APEC.  And we 
must move forward on  strengthening intellec-
tual property protection.  A trading system that 
honors our values.  A WTO that is open and 
accountable.  A trading system in sync with the 
Information Age.  A commitment to combating 
corruption.  A new approach to trade talks.  To 
move forward with this agenda  - I am inviting 
the Trade Ministers of the world to hold their 
next meeting in the United States in 1999.  
Think about the opportunity that has been pre-
sented to us; the chance to create a new interna-
tional economy ... in which open markets and 
open economies spark undreamed of innovation 
and prosperity ... in which the skills of ordinary 
citizens power the prosperity of nations ... in 
which the global economy honors those same 
values that guide families in raising children 
and nations in developing good citizens ... in 
which poor people find opportunity, dignity and 
a decent life and contribute to prosperity ... in 
which increasing interdependence among na-
tions enhances peace and security for all.  This 
will be the world of the 21st Century - if we 
have the wisdom and determination, the cour-
age and clarity, of our forbears a half century 
ago.  
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R e t a i l i n g  P a k i s t a n i  s t y l e !  
The era of Departmental stores is here to stay. Pace Departmental store is one example of this emerg-

ing trend. Irfan Textiles, however, has the distinct honor of single handedly, pioneering 
and launching the era of specialty stores’ retailing in Pakistan! Hang Ten is the ultimate 
shopping experience for people looking for casual lifestyle apparel and accessories.  
Talking to Ahmed Irfan, Director - Irfan Textiles, TKFR learned that Irfan Textiles 
holds the franchise rights for Hang Ten, Head, Jockey, American Wilderness and Slaz-
enger for Pakistan and the Middle East. “ Hang Ten is the only national retailer operat-

ing in Pakistan right now.  We design, manufacture  and merchandise our products for Pakistan and 
the Middle East markets under the company name – Famous Brands Pvt. Ltd. “ He continues, “ Our 
marketing strategy is simple – reasonable price, good quality and exclusive designs.” Explaining why 
they named their stores Hang Ten, Ahmed Irfan comments, ““Well, simple really, we needed to at-
tract the customers with an instantly identifiable famous brand name. We stock many brands in the 
shop, Slazenger, Jockey … our objective is to provide our customers the exclusivity of designer la-
bels  at a reasonable price.”  

Layout : Fareeha Qayoom 
Photographer  for  Hang Ten outlet 
– Ijaz M. Khan , (Merchandiser –
Hang Ten.) Apparel photographs:  
Courtesy Famous Brands.  
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W ithout trying to jump 
the gun a little here, 
whenever the owner 
of a prestigious de-

sign house such as Nina Ricci is 
comfortably nestled in the front row 
of an independent designer's collec-
tion it can only mean one thing. 
Enter Ann Demeulemeester. After 
producing a successful collection of 
painted fabrics centered around the 
elegance of sculpting materials to 
look plastered, her constant efforts to 
rejuvenate the wardrobes of older 
women around the world are far 
from ignored. Incidentally, the 
woman in question here is Nathalie 
Gervais, Ricci's former design con-
sultant who is now taking her former 
experience acquired working with 
Valentino and Gucci to try her hand 
as artistic director at Nina Ricci. And 
despite the Ricci ready-to-wear line 
being discontinued indefinitely, 
rumors are duplicating at this point 
over a soon-to-be announced fresh 
injection to the house. 
Following a season where designers 
are supposedly beginning to tame, 
one of the most adored creators of 
fantasy when it comes to frocks has 
turned towards Russia for a feel like 
no other. "For the collection I was 
very interested in Nijinsky and his 
relationship with Diaghilev," com-
mented John Galliano, "these are 
poetic clothes with something as 
honest as a ribbed vest or leg warm-
ers." Galliano's description of the 
spring/summer '99 range comes with  
theatrical comparisons and elements 
including "you might mistake the 
lacquered jackets for your boy-
friend's buttery leather coat." So with 
this said, how could we not feel 
compelled to invest in a piece or 
two? 
At the moment, if you're not making 
an entrance with an accessory then 
what are you standing for? Over at 
Chanel, the soon-to-be overexposed 
2005 bag has made its debut after 
being introduced on the very same 
day of the house's pret-a-porter col-
lection in Paris. Creating shock-
waves when a model laid it down 
upon a towel and used it as a head-
rest in her swimsuit, the design is 
rumored to have been inspired from 
an airline seat. 
Meanwhile, amidst Louis Vuitton 
territory, Marc Jacobs has introduced 
skinny strips of tanned leather knot-
ted at the waist, not to mention his 
ensemble of monogrammed pink and 
baby blue leather purses. Body 
pouches, backpacks and even waist 
packs are also arriving in  
all their monogrammed glory, setting 
off a selection of cigarette cases 

covered in white patent leather de-
signed to be worn around the neck.  
Stella McCartney is just the kind of 
designer who 
likes to blend 
decades when 
dressing women. De-
scribing her recent 
efforts for 
Chloe as "a  very pretty 
collection," Bambi 
prints were on hand, 
just as satin 
purses and owl 
transfers com-
plemented the 
label's signa-
ture lingerie 
edgings. 
Explaining 
her thrust of 
fantasy into 
a range of 
talented 
tailoring: "I 
know the 
critics will 
hate it, but I 
need a funky 
aspect. 
Something trashy; some-
thing I would love to 
wear," and when it comes 
to logic straight from the 
designer's mouth, it 
doesn't come clearer 
than this. 
Jean-Paul Gaultier 
and his Japanese 
school girl combina-
tions are creating a 
stir. Not only has his 
"little jumper" al-
ready been labeled the piece 
of the season, his sporty 
take on tourists at the Lou-
vre are set to bring under-
shirts and re-worked kimo-
nos back into the limelight. 
"My geisha has messy 
hair. It's as if you 
caught her at home," 
commented Gaultier 
in between stops of 
searching for a suit-
able location to house 
both his couture and 
ready-to-wear lines in 
Paris. Although according to the 
grapevine, officials and the designer 
are undecided between two separate 
addresses; one in the Marais and the 
other along boulevard St Germain.  
 In a world of satin slips and se-
quinned sheaths, isn't it refreshing to 
realize that a label like Benetton 
continues to approach fashion in a 
way like no other? For example, the 
top floor of their recently opened 
store situated in central Milan boasts 
a children's playground and toy store 

for its clientele's offspring. "We 
thought this could help mothers 
focus on their shopping, while their 

children are playing 
away," commented 
Luciano Benetton 
on the venture. 
Complete with 
bumper cars, 
merry-go-rounds 
and even a fairytale 
tunnel on a con-
veyor belt, "Just as 
bakeries sell bread, 
we sell wearable 
clothes," added 

Oliviero 
Toscani, the 
company's 
creative eye 
when it 
comes to 
visual stimu-
lation. Ani-
mated pup-
pets knit, and 
a collection 
of characters 
sew and dye 
sweaters 

surrounded by smiling trees. There's 
even a miniature drive-in with model 

cars and cartoons. Plans to dupli-
cate a site such as this are in the 

not too distant future  with a 
megastore scheduled for 
Berlin next year and a 
Tokyo flagship in 2000. 
On this, the last week day 
we'll come across during 
October, we pay tribute to 

the man known as 
Mizrahi; Isaac of 
course, who bid 
farewell to his  
business earlier in 
the month. Despite 
his financial finish 
with backers and 
slight conflicts of 
interest for the 

future, Mizrahi always 
remained intent on 
"creating a style, creating 
a brand name and build-
ing name recognition." 
With recent collections 
paying tribute to evening 

dresses and raincoats with built-in-
baby carriers, his runway shows 
featured the wide-eyed grins of 
modeling favorites, just as his theme 
"fun and expensive," was proof of 
this designer's healthy philosophy on 
fashion. Since launching his bridge 
line in 1995, a documentary titled 
"Unzipped" then followed, which 
has no doubt aided in the designer's 
latest surge of offers involving both 
television and Broadway roles, indi-
cating that we have far from seen the 

last of this larger-than-life character 
who admits "the only thing that I can 
sell bold-facedly is my personality." 
Anyone who doubted the talents of 
Hussein Chalayan over at TSE had 
better be biting their tongue this 
week. After just three successful 
seasons, the company is said to have 
recently renewed the contract with 
the London-based designer taking 
him through to fall 2001. "Its been a 
really positive experience for us," 
commented Tse's creative director. 
In fact, it's no surprise that for some 
time the company was searching for 
someone appropriate to actually 
design the collection and not just 
contribute some styling to it, and 
now it seems they've found just the 
man. Chalayan's second collection 
under the brand is scheduled to be 
unveiled this afternoon during New 
York fashion week. 
Sicily, sardines and sex appeal, what 
more does a woman yearn for? At 
Dolce and Gabbana, it's this and not 
much more as women of the world 
continue to desire exactly what these 
guys continue to deliver. Last month, 
when the design duo sat front and 
center at Armani's presentation in 
Milan, their applause wasn't the only 
thing which earned them headlines 
that week. "It's Sicilian and we know 
our customers want sexy," said the 
couple referring to their hand painted 
fish and hologrammed stretch de-
signs. 
Also rocking the boat of controversy 
amidst Milan is Moschino and the 
design team who lured a model out 
upon the runway for a finale of a 
different kind.  An attachment con-
nected to the shoulder of the girl 
featured an arm giving the finger to 
the audience of avid fans and rather 
disgraced critics. 
New York, Paris, Milan, London: 
fashion capitals? Perhaps for some, 
but what about the stylish spirit of 
places like Vienna and Verona? 
Helmut Lang 
surely couldn't have been wrong 
residing there for all these years, and 
now that New York seems to be the 
designer's current living location, he 
vows to 
return regularly to the Austrian mark 
on the map that is known as Vienna. 
Peter Lindbergh's "Images of 
Women" collection of work has 
recently been 
unveiled only to receive positive 
support and enthusiasm from locals, 
and now Lang himself has the tour-
ism industry buzzing once more 
thanks to his 
latest project exhibiting pieces of 
work with fellow collaborative art-
ists; Jenny Holzer and Louise Bour-

(Continued on page 9) 
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geois. And rest assured that William 
Shakespeare's original setting for 
Romeo and Juliet in Verona isn't the 
only aspect of the city which adds to 
its beauty. Indeed its alternative and 
altogether contemporary art scene 
continues to experience spurts of 
fruition as Tazio Secchiaroli's collec-
tion of 170 images focusing around 
dolce vita living are currently being 
exhibited at the Cortile del Tribunale 
until January 10th. Recognized for 
his paparazzo images featuring the 
likes of Federico Felllini, Marcello 
Mastroianni and Sophia Loren 
(particularly during the sixties), the 
photographer - who died in Rome 
earlier this year - handpicked the 
shots himself and avid fans of Italian 
style during this era are sure to regret 
it in a big way if they miss this one. 
Hypnotized by the lovelocked glare 
of YSL's latest male icon? Move 
over Mark Vanderloo and Mike 
Campbell, sitting pretty alongside 
Kate Moss in the current Rive 

Gauche campaign for the season is a 
fresher face worth a double-take. 
Those in awe of this object of desire 
ought to remember the name Scott 
Barnhill and start visiting Chicago 
on vacations since he was born there 
in 1977. A brown-eyed-babe, if ever 
there was one, he can also be spotted 
in Versace campaigns from the past 
and is, without  a doubt, a face not to 
be forgotten. 
Fans of the rhythm & blues princess 
Monica (as in "the boy is mine") had 
better prepare for an image change 
from their idol. Rocking the grape-
vine of late in Paris is news that the 
singer is tipped to represent Chanel's 
soon-to-be released Beige line full of 
"affordable" sportswear attire. And 
the notion in essence isn't entirely 
ridiculous considering the star was 
spotted as a VIP guest front and 
center at the label's runway show last 
month. If the shoe fits, wear it girl. 
Love him or loathe him, Karl Lager-
feld is certainly one of the most 
educated designers of our time. With 

homes in Paris, Hamburg, Monaco  
and Biarritz, the pony-tailed icon 
boasts some 230,000 books filling 
his shelves, with plans for the future 
entailing library openings and more. 
Attending a luncheon held in his 
honor recently in America, one of his 
many clientele jumped at the chance 
to quiz his knowledge of fashion 
history by estimating the year a 
portrait was painted. In true Lager-
feld style, the man with the fan re-
plied "Judging from the jeweled 
buttons on the shoulders of her dress 
the garment had to have been made 
sometime between 1820 and 1830." 
Right on Karl, and need we say 
more? Bonne Weekend! 
Sequins, sassy styles and stimulation 
are all part of the magical vocabulary 
regularly associated with Todd Old-
ham and his work. Along with posi-
tivity and a precise blend of percep-
tion and perfection when it comes to 
both relating to clientele and running 
a business, his company has recently 
made the decision to not only dis-

continue wholesaling his women's 
line, but also to bid farewell to run-
way shows for the moment. Much to 
the dismay of avid fans (it's no secret 
that the Oldham show during Fash-
ion week in New York is one of the 
most popular), the designer insists 
"it's not a setback in the slightest, I'm 
still firmly committed to the fashion 
business." And last week's party held 
at Oldham headquarters during Fash-
ion Week was proof of that. The 
soiree celebrated his "new direc-
tion"; not necessarily re-focusing 
energy into designing interior or 
making movies, but aiming his ef-
forts towards the Times Seven line, 
Todd Oldham Jeans and the men's 
wear collection (which will be ready 
for America to admire next fall). 
Yohji Yamamoto is one fine de-
signer. Not only are his interpreta-
tions well received season after 
season, his advertising and image 
development is on par with an intel-
lectual generation. Then there's that 

(Continued from page 8) 

(Continued on page 11) 

Saks Inc. eyes debt market for next sale 
NEW YORK, Oct 19 (Reuters) - 
Department store retailer Saks Inc. 
is said to be eyeing the U.S. corpo-
rate bond market for its next sale, 
syndicate officials said. Saks will 
showcase some $500 million in 
Baa3/BBB-plus rated bonds, which 
will vary in size and maturities, next 
week, syndicate players said. If the 
bonds prove a hit with investors, the 
retailer is said to be stocked with 
another $250 million in backup 
inventory to meet strong demand. 
``The deal is expected to be mar-
keted at $500 million but may grow 
to as much as $750 million, and will 

include short-, intermediate- and 
long-term issues '' said one high-
grade syndicate official. Salomon 
Smith Barney confirmed the pend-
ing sale, but declined to comment 
further on the deal. 
Saks Inc. operates 331 department 
stores under the names Saks Fifth 
Avenue, Proffitt's, McRae's, Youn-
kers, Parisian, Herberger's, Carson 
Pirie Scott, Bergner's, Boston Store 
and Off 5th. The stores offer moder-
ate to better brand name fashion 
apparel, cosmetics, shoes, accesso-
ries and home furnishings.  Source: 
Saks Inc. 
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VF, maker of Lee jeans, exceeds profit forecasts 
GREENSBORO, N.C., Oct 21 
(Reuters) - VF Corp.'s third-
quarter earnings topped Wall 
Street expectations with the help 
of cost-cutting by the maker of 
Lee and Wrangler dungarees and 
Vanity Fair intimate apparel. 
Earnings per share surged 14 per-
cent to 96 cents a diluted share 
from 84 cents in last year's third 
quarter, as net income rose 10 
percent to $119.6 million from 
$108.7 million. Sales edged higher 
to $1.46 billion from $1.42 billion. 
Wall Street analysts were expect-
ing the Greensboro, N.C.-based 
maker of apparel and Jansport 
backpacks to report third-quarter 
earnings of 93 cents a share, ac-
cording to First Call. The stock 
was $1.125 higher at $41.31 early 

Wednesday 
afternoon on 
the New York 
Stock Ex-
change. 
VF also in-
creased its 
quarterly 
dividend to 21 
cents a share 
from 20 cents. 
The dividend is payable Dec. 18 to 
shareholders of record Dec. 8. 
VF Chairman and Chief Executive 
Mackey McDonald said in a state-
ment accompanying the earnings 
that progress in cost reduction 
``continues to fuel strong bottom 
line growth.'' Earnings-per share-
comparisons benefited share repur-
chases. VF, which has about 120 
million shares outstanding, said it 

purchased 2.1 mil-
lion shares under its 
5 million share 
authorization. ``The 
severe declines 
experienced by the 
stock market in 
general and by VF's 
shares in particular 
has created an ex-
cellent buying op-

portunity for us,'' McDonald said. 
``Absent a significant acquisition, 
we will continue to be aggressive 
buyers of our shares.'' The stock 
has fallen about 24 percent from 
its 52-week high of $54.69. 
In jeanswear, VF said rapid 
growth in new marketing initia-
tives targeting more fashionable 
products was offset by soft sales of 
basic jeans, leading to a slight 

decrease in total domestic jeans 
sales. The company's acquisition 
of Bestform Group increased do-
mestic intimate apparel sales by 86 
percent, but sales gains were also 
reported in VF's Vanity Fair, Vas-
sarette and private label brand 
business. ``While the intensifying 
economic turmoil certainly creates 
a challenging sales environment, 
we remain committed to achieving 
our long-term goal of 10 percent 
annual sales growth, and will con-
tinue to aggressively pursue both 
acquisitions and opportunities for 
internal growth,'' McDonald said.
 

Source – VF Corporation 

NEW YORK, November 6 -- A flat 
market for Levi's blue jeans has 
prompted Levi Strauss to halt blue 
jean production for 60 days at seven 
U-S plants. The move will affect 
more than four-thousand workers. A 
Levi Strauss spokeswoman says the 
world's largest apparel manufacturer 
made the decision because of flat 
market conditions for Levi's five-
pocket blue jeans.  Source– Levi 
Strauss & Co. 

Levi Strauss To 
Halt Jeans  

Output  



Lahore - Ahmed H. Shaikh is the 
Chief Executive Officer of Nafees 
Cotton Mills. He is also an active 
director of Legler-Nafees Denim 
Mills. He was educated in the United 
Kingdom and then attended Brown 
University in the USA where he 
earned his Bachelor degree in Eco-
nomics. He came back to Pakistan in 
1991. 
Talking about the earlier years, he 
recalls, “ My family has been in the 
industry since 1904. The operations 
started with Ginning.” How he got 
into the business makes for an inter-
esting story, he reveals, “ I have 
lived most of my life in England and 
the USA. I wanted to go to a busi-
ness school to do my Masters. I was 
conned! My father talked me into 
acquiring the obligatory business 
experience in Pakistan, before going 
back to school. The deal was that I 
would leave in a couple of years. I 
got so involved in the operations that 
I am still here! My Dad came up 
with the idea for the Denim mill. It 
made sense - Denim is the largest 
produced textile product in the 
world. It took three years to get from 
concept to L/C opening for the pro-
ject. It felt like forever.  Then it went 
from ground breaking to trial pro-
duction in a record breaking 8 
months.”  
Legler-Nafees Denim Mills is a joint 
venture between the Nafees Group 
(Pakistan) and Legler- of Italy. “ 
Legler is the largest denim producer 
in Europe. They market denim all 
over the world. They are doing a 
good business even in the current 
climate of global recession and an 
over supplied denim market. They 
are an equal equity partner in Legler-
Nafees Denim Mills. Legler is pri-
marily responsible for marketing and 
technology transfer of our product 
range,”  explains Ahmed Shaikh. 
Discussing Legler-Nafees Denim 
Mills marketing strategy, he remarks 
laughingly, “The right strategic 
alliance, a market driven approach, 
world class quality all at the most 
competitive price. The buyers can’t 
afford to pass up  such an opportu-
nity” He continues, “Our slogan is 
‘leadership through research.’ We 
keep asking ourselves, ‘where are 
our strengths?’ To excel we have to 
create the highest value for our cus-
tomers. We know our comparative 
advantage.  We are manufacturing 
more and more special denims using 
ring spun yarn. Our cost for produc-
ing ring spun yarn is very close to 
the cost of open-end yarn. The dif-
ference in the selling price of ring 
denim is much more than open-end 
denim. Moreover, the open-end 
denim market is over supplied, the 
ring denim market is not. Our ap-
proach is to offer a innovative mar-
ket driven range of top quality ring 
denims at the most competitive 
price. “ 

Reviewing Legler-Nafees’ capability 
for TKFR, he explains, “ on the scale 
of 1-10 of the top rated denim pro-
ducing mills in the world, we come 
at number 10 for basic open-end 
fabrics. We have supplied denim to 
some of the top names in the world.  
However, for 
garments, we 
are at 6.5 today, 
give us another 
year, we will be 
at 8.5. We do 
not make shirts, 
because we 
specialize in the 
manufacture of 
the basic bot-
toms - the five- 
pocket jean. I 
can sell it any-
where in the 
medium price 
market. I want 
to get to the 
lower end of 
the top-price market segment, al-
though, I would still retain my cur-
rent market niche as well. What is 
total quality?  The same consistent 
quality every time, on-time delivery, 
with the buyer kept in the picture 
every step of the way. The next step 
is providing our customers with an 
order tracking system on the net. I 
want our customers to know that we 
are trying to increase our value to 
them.” 
Wastage is not a problem for Legler-
Nafees Denim Mills. “No, We don’t 
have a problem with wastage any-
more. We used to. You just need to 
train/educate and properly motivate 
your people. The problem is usually 
in H.R. There is no reason why 
Pakistan cannot be competitive. 
They do not get born, ready to sew, 
in Bangladesh for example. The 
management creates the required 
skills through training, education and 
the right HR policies. A well run 
stitching plant is a successful exer-
cise in good Human Resource Man-
agement.” 
Ahmed Shaikh is one very busy 
individual. He seems very much in 
the thick of things, putting fire in his 
troops at every opportunity.  During 
our chat, he had a couple of ten- 
minute meetings with his staff; he 
made about ten calls and one over-
seas call. “ What do I do? Well, 
nothing really,” he says smilingly. “ 
I do strategic planning, and I take 
active part in product development, 
that’s about it. I like to keep current - 
you know get a grass roots knowl-
edge of the market. This is essential 
if one wants to be market driven. 
Before age 25, I used to dream of 
ideas, somehow, it is easier when 
you are young. Now it is a much 
slower and more infrequent process. 
“ 
Looking back over the progress 
that’s been made under his leader-
ship, he comments, “We started 

denim production about two and a 
half years ago.  The more I get into 
denim, the more confident I feel - I 
have this awareness that we have 
achieved a certain level. There is a 
lot more to denim than meets the eye 
it is a very difficult product. Over the 

years, we have gone 
through a very tough 
learning curve. You 
really have to leave 
blood on the floor, in 
entering this market - 
the next guy will have 
a tough time to reach 
our level, and by then 
we would have gone 
to the next level.  The 
business environment 
is very fluid these 
days. The market 
changes especially 
fast in a fashion 
driven market segment 
like denim. I always 
say ‘Sprint because the 

competition is already running’.” 
“I am a workaholic. I think it’s a 
destructive attitude 
though, like any other 
addiction. One should 
not do anything to the 
exclusion of every-
thing else.  There is 
no room for a per-
sonal life. It takes a 
lot of self-discipline, 
trying to maintain 
that drive for excel-
lence. I believe the 
only way to excel is if 
you love what you do. Otherwise, I 
suggest change what you do.” p 

Fact file:  
Legler-Nafees Denim Mills Ltd. 

Legler-Nafees denim mills is a joint 
venture between Legler of Italy, the 
largest denim producers in Europe, 
and the Nafees group of Pakistan, 
one of the oldest industrial groups in 
Pakistan. This venture is a vertically 
integrated project with the following 
facilities: 
Spinning, weaving, dying, finishing, 
cutting, stitching, laundry and its 
own power generation.  Standing 
amidst the lush green fields and 
orchards of the Basti Lal Shah coun-
tryside, LNDM can be seen a kilo-
meter away surrounded by eucalyp-
tus and bamboo trees. This mill 
houses a completely, vertically inte-
grated process which spins high 
quality cotton into yarn, weaves and 
blends yarn into classic denim fabric, 
and confects the high grade indigo 
cloth into premium jeans. 

• Top of the line machines 
• Dedicated and experienced 

human resources 
• Numerous quality controls, and 
• Professional management 

These factors permeate and enrich 
the whole process that transforms 
and translates into world -class 
denim products. 

Rotor spinning with speeds upto 
70,000 revolutions per minute is 
used to spin high quality yarn that 
conforms to the top USTR standards. 
Using SCHLAFHORST technology 
- the number one manufacturer of 
open end spinning machinery. The 
spinning process is continuously 
monitored online by automatic sys-
tems and computers, thereby achiev-
ing high quality yarn that is spun at 
more than 94% efficiency.  State of 
the art ‘Vamatex’ looms  connected 
to an online computer for online 
monitoring of the weave room. 
These are the most versatile looms 
able to weave the widest range of 
styles possible. Establishment of 
preventive maintenance systems 
ensure and guarantee consistent 
quality. 
Special purpose top- of- the- line- 
inspection machines are used to 
thoroughly detect faults; each meter 
of the fabric is inspected for quality 
and graded as per international stan-
dards. This assures  the buyer of the 
best quality denim available. 

Emphasis on 
• Efficiency 
• Work force incentive 
schemes 
• Streamlining of the 
process 
• Layout of the stitch-
ing floor 
• Select stitching sys-
tems, and 
• Close cooperation 
with foreign consultants, 

has resulted in maintaining top 
quality stitching, and created a 
desire within LNDM not only to 
fulfil the requirements of the 
customers but to go a step ahead 
to design products that stand out 
as trendy and in vogue at the 
most competitive price. 

GGT computer-aided-design and 
manufacturing technology has been 
installed to ensure accuracy in the 
process - making of cutting makers, 
automatic cutting machine, and 
pattern making to fit any design are 
all directed by this GGT system. 
Standardizing products through the 
use of “processing by logic control “ 
systems has been fully institutional-
ized at LNDM, and complete testing 
at different in-house laboratories 
takes place for all stages of develop-
ment of the denim cloth, to ensure 
consistency of quality. 
In its endeavors to excel, LNDM has 
not forgotten, and still holds sacred 
its sense of duty towards the envi-
ronment. Treatment of chemical 
waste and using more environment 
friendly gases in its chilling units are 
some of the factors that explain 
LNDM’s moral commitment and 
standards towards the environment. 

  
Source: Tariq Sa’adat, Marketing 

Manger, Legler-Nafees Denim Mills. 
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Ahmed Shaikh 

“..on the scale of 
1-10 of the top 
rated denim pro-
ducing mills in 
the world, we 
come at number 
10…” 



 Angora Textiles 
 Shahkam Industries 
 Style Textiles 
 Klass Textiles 
 D.S. Clothing 

 
His criteria 
 On time delivery 
 Quality product 
 Instant response 
 Cooperative attitude 
 Aggressive merchandising staff 

His top 5 

Lahore, Nov 7 – With imme-
diate effect, the melange/
heather gray yarn sales of 
the Indus Dyeing Group in 
the Lahore region has been 
taken up by Mr. Shaukat 
Hameed under a new ar-
rangement and Omnitrade 
Enterprises has withdrawn 
voluntarily from this func-
tion. 
Omnitrade Enterprises, how-
ever, is assisting Indus Dye-
ing Group in setting up their 
own office which may take 
couple of weeks. During this 
transition, Mr. Shaukat 
Hameed can be reached at 

the mobile number: 0300-
403937 or at Omnitrade’s 
office. 
Omnitrade Enterprises has 
expanded into the interna-
tional raw cotton trade with 
their principals in U.S.A., 
U.K., Switzerland and Aus-
tralia and continues to cater 
to the imported cotton re-
quirements of many of the 
leading spinning/ Textile 
groups of Pakistan.   
 
Source – Omnitrade Enter-
prises, Company press re-
lease 

Indus Dyeing Group  
Reorganizing their sales outlets 

in Lahore 

Kohl's Corporation Announces Promotions 
MENOMONEE FALLS, Wis., Nov. 10 -- 
Kohl's Corporation announced today the pro-
motion of Kevin Mansell, 46, to the position of 
Senior Executive Vice President of Merchan-
dising and Marketing. In this new position, Mr. 
Mansell will add the responsibility for the 
Company's marketing efforts to his existing 
responsibilities. Mr. Mansell is currently the 
General Merchandise Manager for Home, Chil-
drens, Shoes and Sports Apparel as well as  
responsible for Merchandise Planning and Allo-
cation and micro marketing for the Company. 
Mr. Mansell will continue to report to Jay 
Baker, President.  
The Company also announced that Donald H. 
Sharpin, 50, has been promoted to Executive 
Vice President of Human Resources. In his new 
position, Mr. Sharpin will be a member of the 
Executive Committee and will report to R. 
Lawrence Montgomery, Vice Chairman. Prior 
to his promotion, Mr. Sharpin was Senior Vice 
President with responsibility for inventory 
control, risk management and loss prevention.  
``It gives me great pleasure to announce these 
promotions today. It is very rewarding to see 
people that have grown and developed at Kohl's 

achieve this level of responsibility,'' said Wil-
liam S. Kellogg, Chairman and Chief Executive 
Officer.  
Mr. Mansell has been in retail for 24 years and 
with Kohl's for the last 16 years. He is a native 
of St. Louis and attended the University of 
Missouri before joining the May Department 
Store Company in 1975. He began his retailing 
career in store operations at the Venture Store 
division. 
He held a number of store, buying and mer-
chandising positions at Venture before relocat-
ing to Milwaukee. He joined Kohl's as a Divi-
sional Merchandise Manager in 1982. He was 
promoted to General Merchandise Manager in 
1987. His responsibilities were increased to 
include Merchandise Planning and Allocation 
in 1995 and to include Micro Marketing in 
1996. ``This promotion recognizes Kevin's 
many contributions to Kohl's and further 
strengthens our management team. Kevin has 
been instrumental in developing and imple-
menting the merchandise planning and alloca-
tion function at Kohl's as well as directing the 
development of highly effective merchandise 
systems. Kevin's retail expertise and strong 

leadership skills will support our aggressive 
growth strategy and the planning for our fu-
ture,'' said William S. Kellogg, Chairman and 
Chief Executive Officer.  
Mr. Sharpin has been in retail for over 20 years 
and with Kohl's for the last 10 years. He joined 
Kohl's in 1988 as Divisional Vice President/
Director of Loss Prevention. Prior to joining 
Kohl's, he was an Operating Vice President 
with the Shillito's and Lazarus divisions of 
Federated Department Stores.  
``This promotion recognizes Don's leadership 
and managerial skills. We look forward to hav-
ing Don apply his strong leadership and organ-
izational skills to develop a strong Human Re-
sources team and support the Company's future 
growth,'' said Larry Montgomery, Vice Chair-
man.  
Kohl's Corporation operates 214 family-
focused, value-oriented specialty department 
stores in 22 states. Kohl's stores feature moder-
ately priced national brand apparel, shoes, ac-
cessories and home merchandise.  
SOURCE: Kohl's Corporation 

Page 11 Issue 7 

underlying element of quality. After all, it's Karl 
Lagerfeld who has been wearing his suits for the 

past ten years flying Yamamoto half way across 
the world specifically for personal fittings at 
Lagerfeld's maison in Biarritz. Carolyn Besette-
Kennedy has become something of an adoring fan, 
and even fashion icon Andre Leon Talley recently 
contributed his presence to the Yamamoto runway 
show in Paris for a catwalk cameo escorting a 
troop of modern-day brides wearing ivory lace and 
layers of tulle all evoking cuts and shapes from the 
twenties and fifties with a twist.  

(Continued from page 9) 
 

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



Last Word 

The three well-kept secrets 
of smart managing 

 

One minute goal setting 
 Agree on your goals. 
 See what good behavior looks like. 
 Write out each of your goals on a single 

sheet of paper using less than 250 words. 
 Read and re-read each goal, which requires 

only a minute or so each time you do it. 
 Take a minute every once in a while out of 

your day to look at your performance, and  
 See whether your behavior matches your 

goal. 
 

One minute praising 
 Tell people right from the start that you are 

going to let them know how they are doing. 
 Praise people immediately. 
 Tell people how good you feel about what 

they did right, and how it helps the organiza-
tion and the other people who work there. 
 Stop for a moment of silence to let them 

‘feel’ how good you feel. 
 Encourage them to do more of the same. 
 Shake hands or touch people in a way that 

makes it clear that you support their success 
in the organization. 

 

One minute reprimand 
 Tell people beforehand that you are going to 

let them know how they are doing and in no 
uncertain terms. 

 

The first half of the reprimand 
 Reprimand people immediately. 
 Tell people what they did wrong – be spe-

cific. 
 Tell people how you feel about what they did 

wrong – and in no uncertain terms. 
 Stop for a few seconds of uncomfortable 

silence to let them feel how you feel. 
 
The second half of the reprimand 
 Shake hands, or touch them in a way that lets 

them know you are honestly on their side. 
 Remind them how much you value them. 
 Reaffirm that you think well of them but not 

of their performance in this situation. 
 Realize that when the reprimand is over, it’s 

over. 
 

Q u o t a b l e  q u o t e s  f r o m  t h e  o n e  -
m i n u t e  m a n a g e r  
 People who feel good about themselves pro-

duce good results. 
 Quality is simply giving people the product 

or service they really want and need. 
 If you’re going to take out long-term car 

loan, don’t buy a short term car. 
 The best minute I spend is the one I invest in 

people. 
 In order to look good as a manager in most 

organizations, you have to catch some of 
your people doing things wrong. You have to 
have few winners, a few losers, and everyone 

else somewhere in the middle…  We have a 
normal distribution curve mentality. 
 You really have three choices as a manager. 

First, you can hire winners. They are hard to 
find and they cost money. Or, second, if you 
can’t find a winner, you can hire someone 
with the potential to be a winner. Then you 
systematically train that person to become a 
winner. If you are not willing to do either of 
the first two, then there is only a third choice 
left – prayer.  
 We welcome the new, inexperienced people 

aboard, take them around to meet everybody, 
and then we leave them alone. Not only do 
we not catch them doing anything approxi-
mately right, but periodically we haul them 
over the coals just to keep them moving. 
This is the most popular leadership style of 
all. We call it the “leave alone-rebuke” style. 
You leave a person alone, expecting good 
performance from them and when you don’t 
get it, you rebuke them. 
 Eliminate the behavior and keep the person. 

If you are first tough on the behavior, and 
then supportive of the person, it works. 
 Manipulation is getting people to do some-

thing they are either not aware of or don’t 
agree to. That is why it is so important to let 
each person know right from the start what 
you are doing and why. 
 Goals begin behaviors, consequences main-

tain them.  

The one minute manager  
By Kenneth Blanchard & Spencer Johnson 

Bottom line... 
The general outline is feminine, with 
longer skirts, though knee-
lengths showed up among 
the modernists. Pants can be 
anything from cropped to 
full palazzo style, straight or 
flared. While designers 
brought out some transpar-
ency and stretch-column 
styles, sexy was hardly the word for the 
mood of most of these shows. Tops may 
be easy, unstructured blazers, very beauti-
ful at Ungaro when worn with pants or 
light, lacy dresses. Jackets everywhere 
can come out fitted, boxy, zipped or 
blouson style. The cache-coeur or wrap-
around is also popular. The clingy-fit T-
shirt or tank top is essential for summer. 
That also goes for sleeveless sheaths, 
strapless tops, the low-draped cowlbacks 
or other backless looks crossed by straps. 
Fabrics practically make the clothes this 
season, and besides the beautiful sheer 
linens and poplins, watch for the new 
synthetics: sheer chiffon-like blends, 
evanescent crepes, some stretch fabrics, 
glazed or waterproofed fabrics and taf-
feta-like microfibers. 
Colors to look for are all the whites, from 
sand and ecru or cream to squeaky-clean 
new white linen. Black follows right 
along, especially for evening. Grays edge 
into dusty pastels like parma violet or sea 
green, with corals to pep things up.  

Movies – by Waseem Kamran 
 The Negotiator – Samuel Jackson, Kevin Spacey. 

Excellent. A cop story, embezzlement, conspir-
acy, murder, hostage situation, an amazing 
movie. Thriller. 

 X-Files – Gillian Anderson, David Duchovny, 
Cool Movie. Sci-Fi. 

 Kissing a fool – David Shummer. Comedy. 
 The mask of Zorro – Anthony Hopkins, Antonio 

Bandaras, Catherine Zeta-Jones 
 Never too big – true story, forgot the cast! 
 The last Don Part II – Gangsters, for the life of 

me, can’t recall the name of the actors! Sorry. 
 Love floats – Sandra Bullock  

 

Best Seller Books 

Dr. Atkins' New Diet Revolution, 
Robert C. Atkins, M.D.                                         
Avon, $6.50 ISBN 0-380-72729-3  
 

The Ghost, Danielle Steel  
Dell, $7.50 ISBN 0-440-22485-3  
 

Survival of the Fittest,                                       
Jonathan Kellerman,  
Bantam, $7.50 ISBN 0-553-57232-
6  
 

Protein Power,                         
Michael R. Eades, M.D. and Mary 
Dan Eades, M.D.  
Bantam, $6.50 ISBN 0-553-57475-
2  
 

Tom Clancy's Power                                    
Plays:ruthless.com  
Tom Clancy and Martin Greenberg  
Berkley, $7.99 ISBN 0-425-16570-
1     

Cat & Mouse, James Patterson  
Warner, $7.99 ISBN 0-446-60618-
9                                           

Source –  Publishers Weekly 
Mass Market Paperback, Bestsel-
ler List,  November 23, 1998  
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Music 
MTV ASIA Hit-list,  
(Oct 26/98) 
 The Moffatts, If 

Life Is So Short 
 Boyzone, No Matter What 
 Jennifer Paige, Crush 
 Anggun, Snow On The Sahara 
 Garbage, I Think I'm Paranoid 
 Aerosmith, I Don't Want To Miss A Thing 
 Ace Of Base, Cruel Summer 
 Smashing Pumpkins, Perfect  
 98 Degrees, Because Of You 
 Madonna, Substitute For Love  

Madonna 



The best kept secret of success – Strategic alliances!  
Mahmud Ansari is the CEO 
of Argus Knitwear (Karachi) 
and is a Certified profes-
sional Purchaser (CPP) and 
a member of the purchasing 
management association of 

Canada. While working for Bell Canada, he 
researched the strength of Japan as an in-
dustrial power and North American indus-
tries shortfall. This paper is based on that 
research – 1995.   

Part 1 – The era of strategic alliances has 
finally arrived. Restructuring of global econ-
omy and recession in the west warrants that 
adoption of hitherto unknown and unused 
measures will be necessary for the survival 
and growth of companies. In today’s mar-
kets, the only thing that has remained con-
stant is change. The fast changing and rap-
idly evolving markets and market systems 
are posing new challenges to the corpora-
tions of the world. 
Change and challenges are not new to the 
textile industry in Pakistan. Our pioneering 
spirit of the 50s was rewarded by the expan-
sion of the 60s, only to be badly mauled by 
the government’s nationalization policy in 
the 70s. The next decade saw a cautious 
return to profitability and the textile industry 
started to take an active part in the growth of 
the national economy. 1991 and 1992 were 
good years. However damage to the cotton 
crop at home and abroad and the resultant 
increase in the price of cotton have again 
thrown a spanner in the works.  
Here we will discuss two concepts as the 
keys to survival and growth of the value 
added textiles industry, i.e. strategic alliances 
and specialization. At this juncture, where 
the value added textile industry has lost a lot 
of the price of lint, use of innovative and 
realistic business strategies and techniques 
can help ensure survival and growth.  
Strategic alliances 
A strategic alliance is nothing more than a 
marriage between two or more organizations 
to meet a common goal through mutual ef-
forts, resulting in a win-win situation for all 

partners. Ideally the alliance partners concen-
trate on, and are responsible for, what they 
do best, i.e. their field of specialization. The 
synergy created by their combined opera-
tions will be far greater than the sum total of 
their individual strengths. 
A strategic alliance may be formed either 
nationally, or internationally. In the global 
village, which is already a reality today, 
geographical boundaries have started to dis-
appear. Motorola of USA and Toshiba of 
Japan have formed a strategic alliance inspite 
of belonging to two different major competi-
tor countries and coming from two different 
cultures. The alliance is based on the fact 
that the two companies share a common 
goal, i.e. increase of their global market 
share in the microprocessor business. 
In the 21st century and beyond, world mar-
kets will belong to organizations who have a 
clear understanding of their strengths. Only 
those who excel in their fields will survive. 
In the emerging global markets, the products 
will be researched and designed by one com-
pany, manufactured by a host of sub-
contractors, not necessarily located in the 
same geographical region, and marketed by a 
third one. Quite possibly, the financial as-
pects of the group will be looked after by 
another company. All the companies will be 
joined together through a strategic alliance. 
Strategic alliances succeed because the part-
ners bring to the alliance their areas of 
strength, e.g. Motorola – design of micro 
processors, Toshiba – manufacturing. Vald 
Hendrikson – technology and access to Euro-
pean markets, Fong’s – manufacturing 
strengths and access to Far Eastern markets. 
As such, an alliance of this nature may be 
termed as a package of the best of what the 
partners may have to offer. The result is that 
the offerings of such alliance partners are 
superior to the competitors since they are end 
products of the strength of a group rather 
than the strengths and weaknesses of an indi-
vidual company. 
Strategic alliances benefit from the speciali-
zation of each member. The members con-
centrate on what they do best. Their human, 
financial and material resources are released 

from all other areas. The assigned task, be it 
research and development, design, manufac-
turing or marketing, is best performed due to 
this concentration of resources, and speciali-
zation in the area of responsibility. At this 
point, it is important to dwell upon speciali-
zation to clarify what are its implications and 
inter-relationship with strategic alliances. 
Specialization: 
The idea of specialization in what a company 
does best is not new. Peters and Waterman in 
their book, In search of excellence, recom-
mended that successful organizations “ stick 
to their knitting”, which means that in order 
to ensure success and long term growth, a 
company should only do what it does best. 
This philosophy is universally applicable to 
all organizations. However, the use of the 
term “knitting” is appropriate to develop a 
specific case for specialization for the value 
added textiles industry of Pakistan. 
It has been firmly established that specializa-
tion as a philosophy will be the key to sur-
vival in the 21st century. Markets of today 
offer exceptional growth opportunities to 
organizations who have the capacity to adapt 
themselves to this changing environment, 
and concentrate on their specialty rather than 
spreading themselves to cover all or most 
operations encompassing their product lines. 
In order to do so, they must enter in to alli-
ances with various manufacturers to achieve 
the end result – a product with a larger mar-
ket share due to better quality and competi-
tive price.  
It would be appropriate here to look at the 
concept of specialization vis-à-vis the alter-
native i.e. vertical integration, as applied to 
our value added textiles industry in Pakistan. 
Specialization versus vertical integration 
 Due to tougher international yarn market 
conditions, the larger spinning units have 
started thinking of vertical integration by 
utilizing their own yarn through in-house 
weaving, knitting, etc. some have even gone 
a step further and have added processing to 
their facilities. In the field of knitwear, Re-
gent Knitwear and Sarah Textiles are two 
such examples.  (Continued Next Month) 
  

try in the past. We all have a global view. 
We are all bright, intelligent people. We 
need to stop acting selfishly. Pooling our 
efforts makes more sense. We need to build 
capability. We need to project Pakistan first 
and then ourselves. Think big - all we need 
is a bit of leadership!” 
 “Cooperation between vendors actually will 
help the overall market gain”, declares Moiz. 
“We don’t have the right priorities besides, 
we are suffering from the scarcity mentality. 
There is plenty for everyone. Pakistan needs 
to get up to speed – sales’ driven strategy for 
Pak vendors has proven to be a dud! We 

need to invest in the long-term. I seriously 
believe that we need a non-profit advisory 
association or bureau that can support the 
whole industry’s needs, financed by the ven-
dors themselves. We need a leader who can 
organize this. The vendors’ individual inter-
ests get covered too. If the vendors do their 
own individual thing, which they will have 
to anyway, eventually, it will cost them 
more. Besides, they still will not have any 
access to the big picture. To continue, the 
association should have a team of experts 
and consultants who can service the whole 
industry’s training needs. We can hire the 
consultants from abroad. It should study 
global trends, forecast direction for future 
growth, do market research and provide 

information. Identify the real issues; find 
concrete and workable solutions. Do case 
studies and publish its results. We need a 
common pool of information and MIS de-
partment to run it. It needs to build special-
ized alliances. It should also support the 
banks, EPB and governments in their invest-
ment plans. Market data is important – it 
needs to look at the demand and supply fac-
tor before approving new investment loans. 
So far, our growth has been haphazard, 
probably the reason for so many sick units. 
Investment should be correlated with De-
mand and supply. Bottom line – invest in our 
future.”  

(Continued from page 3) 
 
Moiz Farooq Speaks out 




