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D uradry®  is a patented 
fleece fabric (US patent 
5,508,098). It has been 

developed through a strategic alliance 
of three companies – Syntec Fibers, 
Argus Knitwear and EssEnn Knit-
wear. This unique three-thread fleece 
is made of 100 % cotton on the out-
side, and polyolefin inside. It wicks 
the sweat away from the body to the 
outer surface, keeping the wearer dry. 
Even if the wearer is caught in the 
rain, he will be dry inside, while the 
garment will be soaked from outside. 
Duradry® has the following out-
standing features: 
 Keeps the wearer dry during work-

out by wicking moisture away 
from the body to the outer surface. 
 If the athlete is outdoors, and gets 

caught in the rain, he will be dry 
inside, while the garment will be 

wet from the outside. 
 It is very comfortable to wear. 

Polyolefin used in the fleece is the 
most comfortable fiber known. 
 It does not retain body odors. 
 The fleece inside is totally non-

allergenic. 
 Easy to care. It does not have any 

chemical coating or other barriers. 
The fabric performance increases 
after washing. 

Duradry® has been written about in 
the major textile journals such as the 
American Textile International, Ca-
nadian Apparel Manufacturer, The 
Asian Textile Journal, etc. Duradry® 
is ideal for the weather conditions of 
USA, Europe and Canada. It has been 
tested in USA & Europe and meets 
all apparel mandatory requirements. 
Through this revolutionary product, 
Pakistan will be able to enter the very 
high value added segment of the high 

performance activewear market, 
which has so far been the exclusive 
domain of more advanced nations. It 
is forecasted that with the growing 
trend of using can-do fabrics for 
activewear, the demand for this high 
performance fabric will be consider-
able. Accordingly, the Duradry® 
team is looking for strategic alliance 
partners to promote this unique prod-
uct to its maximum potential.  

Source: Argus Knitwear Pvt. Ltd., 
(KHI) 
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Aamir Abbas is the director opera-
tions of Daizy Knitwear.  

A amir has been around. 
He has seen it all. For 
him the recent decline 
in exports is nothing 

unusual. “History has a way of repeat-
ing itself, you know it happened in 
’94 too. I always considered the re-
cent plunge a temporary thing any 
way. Things are getting better.”  
However, he concedes that the small 
and medium range agents and vendors 
are finding it a hard going.“ Small 
and medium agents are not doing well 
because a major chunk of their busi-
ness is being taken away by India. It 

is our biggest competitor on 
price right now. All the dis-
count stores buy from there. 
However, generally, our latest 
fall placements have been 
pretty good. There are many 
new buyers in town – Calvin 
Klein and Chaps are growing 
accounts, Nautica is ex-
pected… We are on the up-
swing, and I think it will last 
us for a minimum of a year.”   
 “And why not?” He ques-
tions. “  Pakistan has many 
advantages. Factories are 
providing service and quality, though, 
there are only 7-8 good factories. 

Pakistan is one of 
the largest quota 
holders of catego-
ries 338 & 339. Our 
Prices are moderate 
too with reasonably 
good quality. It is 
usually a demand 
and supply thing; it 
always helps us stay 
competitive in the 
end. Besides, any-
body who does a 
good job will sur-
vive. Moreover, it 

seems we have learnt from our mis-
(Continued on page 2) 

“Things are getting better” - 
Aamir Abbas Speaks out... 

Aamir Abbas 
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T ariq Saa’dat is the chosen face of the 
month for TKFR. He is the Marketing 
Manager at Legler-Nafees Denim Mills. 
Chatting about himself, 

Tariq begins with his experience at 
LUMS. “ I did my MBA from LUMS 
– class of ’97. Initially, I opted for 
IBA. I was the only student amongst 
the 550 students selected from La-
hore. I stuck it out for about a year 
before switching over to LUMS. The 
LUMS faculty is excellent, their 
teaching methodology and case study 
approach- everything. They help you 
build up your decision making poten-
tial. “ 
Tariq has just begun his career in 
Textiles. “  I Chose the textiles field 
because I feel it’s the major industry 
of Pakistan. Legler-Nafees offered 
me a good package and excellent 
prospects for growth. Marketing is an interesting, 
challenging and fun career. It is just that when you 
are in the business school, you get to see everything 
from the top management’s perspective, you are 
effectively the entrepreneur and have complete 
control of each aspect of your business. In real life, 
you have to start from the bottom up! I am happy 
though. It is my first job. I am taking life as it 
comes. I am in no hurry, I am still experimenting.” 
Explaining what motivates him, Tariq notes, “ I 

have not sat down philosophically and thought 
about it. Ambitions can be sky high. You need to 
have some experience before you can move for-

ward. A few years down the road, 
I will probably rethink my life. I 
am only 25. I have a very good 
job in a top management slot. I 
enjoy my work. Good working 
conditions. I have had the best 
education. Best schools. As long 
as I enjoy my work, I have a good 
life. I want to be on top. How I 
get there. I’ll think about that 
when I have some experience,” he 
declares with a laugh.  
“ I am a team player,” he says. “ 
My main job is to do market 
research, product development 
and pricing. In the last six 
months alone, we have devel-
oped 30 new denim qualities. 

We are way ahead of our competition, moving 
toward more specialized stuff. New product de-
velopment is a joint effort between our research 
cell and marketing team.”  
Marketing management in the textile industry is 
not a typical nine to five job it seems. “I have 15 
customers, I am dealing with them all at the same 
time. A normal workday for me extends beyond 
the normal hours, rather its more nine to eight! 
There is too much work to be done. I do not get 

time to scratch my head even, ” remarks Tariq. 
Explaining the concept, he says,“ late hours are 
common in the private sector because one person 
has the capability, energy and skills to manage the 
work. No corporate job is nine to five.”  
Tariq has varied interests and hobbies,  “I read and 
write poetry, mostly free verse. I am an idealist. I 
think of life philosophically. I read books- biogra-
phies, and works with themes, authors like Richard 
Bach for example. I was reading the biography of 
Richard Nixon the other day. I have a weakness for 
plays by Bernard Shaw. I love socializing and 
dinning out with my girl. I like instrumental music- 
flute and violin. Sports is another past time. We 
have our own team of basketball lovers.”  

Tariq Saadat 

T a r i q  S a a d a t  i n  y o u r  f a c e !  

 “In real  l i fe,  you have to star t  f rom the bottom!” 

takes. Looking back, we have become more flexi-
ble. We have a much broader range of products, 
e.g. yarn dye, specialized washes, textures and 
structures, embroideries. Only 70 % of the business 
is now T-shirt and pique polo.”  
So are we on the right track? In Aamir’s opinion, 
our future national strategy should be “simply, a 
good price structure, variety, that is a mix of prod-
ucts, and non-vertical specialized units. The prob-
lems are in the knitting and dyeing usually. The 
vendors have to match their knitting and dyeing 
capacity to their stitching capacity, so that they can 
run all their units at break even at a 
minimum or at a profit. It has to be 
feasible… we need more stitching 
units.” 
Reviewing our progress, Aamir enu-
merates the negatives first, “First, mak-
ing and selling counterfeit merchandise 
is our biggest blunder, we lost Timber-
land and our integrity. Secondly, there 
are vertical setups everywhere. Invest-
ment was done blindly, entrepreneurs 
didn’t balance out their growth plans. 
Vertical is not necessarily the better 
way for everyone. It is not a solution 
that you put up a machine every time 

you can’t source something. This is just an ex-
cuse…was there an infrastructure in the beginning? 
It’s your incompetence if you cannot source jac-
quard collars or yarn dye structures. If buyers can 
source from different countries, create partnerships, 
why can’t we? Who doesn’t need money? Your 
suppliers will do everything they possibly can to 
deliver since every one is working for a profit. We 
need to branch out into related avenues, it’s not 
easy to run a vertical unit, there are 10,000 prob-
lems - technical, labor, believe me, it’s much easier 
to source from outside. Thirdly, we still have not 
learnt how to deal efficiently with wastage.”  

Things are not all bad, there are some positives too. 
“ There is some good as well, you know. We have 
consistently improved our service, for example our 
merchandising. Our technical knowledge has in-
creased. Our quality standards have improved out 
of all recognition. There is a major difference in 
our perception of quality. The quality inspectors do 
not accept some defects, which were not considered 
defects just five years ago. Quality standards have 
gone up...Levi’s led the way. We are actually mak-
ing a good product. By the way, I am talking about 
the top factories here only. Prices have been kept 
moderate in the long term…whenever we get ahead 

of the market, we get a swift kick in the pants 
and things get back to normal, ” says Aamir 
laughingly. 
Remarking on the state of the economy, Aamir 
comments, “Importers are in a bad way. Ex-
porters are ok as long as they are getting or-
ders. We probably will have another devalua-
tion in the near future, though it is not an ad-
vantage. Devaluation balances out the high 
utility bills – it keeps us moderate. The export-
ers will probably get some more incentives.”  
Bottom line in his words, “ This industry spe-
cially should work together to improve the 
export sincerely. Try to work together.”  

(Continued from page 1) 

Prices have been kept moderate in the 
long term…whenever we get ahead of 
the market, we get a swift kick in the 
pants and things get back to normal, ” 
says Aamir laughingly. 

“Things are getting better” - Aamir Abbas Speaks out... 

An excerpt from Tariq’s  favorite poem… 

Crystals of darkness 
Skiing through the snow 

Cutting dry cold 
Riv’lets channels: 

Like hollow snakes writhing on white sands, 
Like ancient inscriptions searching their own pyra-

mids 
Slipping without friction making paths 

Leading downwards like a ladder from heaven. 



you guessed it! “ENTERTAINMENT, FOR 
ADULTS ONLY.” Sigh! Ok, Ok…I’ll see what I 
can do. That reminds me, some of you 
asked me what is my criterion for “TKFR 
mail” selection – it’s quite simple really. 
Space is at premium so I only print stuff 
with substance…negative or positive.  
This issue I have included a couple of 
emails I got from our American readers. 
One email is extremely critical and scath-
ing about the fake apparel production… I 
decided to include it after a good deal of 
soul searching and discussion. Since I 
really admire and respect Azfar Hassan., it 
was a very difficult decision for me to 
make. I think he is one of the most bril-
liant people this industry has produced. At 
length, I concluded that my job is to “ in-
form, involve and influence.“ which 

Hi readers!  
Happy New Year! 
I had a real job 
cramming all the 
stuff in this issue…
whew! Finally, I did 
it. 

Mahmud Ansari’s article on “STRATEGIC 
ALLIANCES, “ continues – I would have 
loved to print it whole but I am stuck for 
space, besides, I didn’t want to edit the 
stuff. It’s a very well written and highly 
researched paper. What's more, it makes 
sense so please bear with me! I need to do 
this for the greater good! (-; 
Thank you for your continued feed back. I 
got many comments this time around 
about issue seven’s brevity. Hey, issue 7 was 
not short, though one article was missing…

clinched it for me . Some times, we need to 
hear the negative stuff too. It’s really sad 
that he was left holding the bag! I blame 
the vendors who were involved in this 
“fiasco”. They should have known better! 
It’s no fun finding out through your buyers 
what they think of you! Believe me, it was 
probably one of your buyers who wrote that 
email. Nobody else would be that bothered. 
Besides, s/he wants to remain anonymous 
and  the name is  foreign ! I have quoted 
the whole email without editing a single 
word.  
Another thing, please do me a favor! I 
would appreciate it a lot if you would 
please submit your articles via email. It 
makes my job easier and means your stuff 
will get edited and printed first… 
Have fun! Fareeha (-;  

HIS CRITERIA 
SUPERIOR PERFORMANCE THIS QUAR-
TER IN THE FOLLOWING AREAS: 
• QUALITY PRODUCT 
• ON-TIME DELIVERY 
• PRODUCT DEVELOPMENT AND 

MERCHANDISING 
 

• D.S CLOTHING. 
• MASHAL FABRICS 
• AMIRA TEXTILES 
• CRYSTAL GARMENTS 

(OMAN) 
 

Hi there readers, 
It was time to explore the so called 
second tier of the market . We have 
started this segment  with buyers 
who are famous for  buying mod-
erate to low priced merchandise 
with relatively smaller market 
share. Enjoy! Editor.  
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E d i t o r ’ s  n o t e . . .  

H i s  T o p  f o u r 

your fax inshallah.  
Best Regards, Fareeha (-; 

Tommy Hilfiger – racist 
and proud of it! 

Tommy made quite a BIG mistake!! But he's so 
stupid and rich now that he doesn't care. How 
could someone be so stupid?! Even if I was a 
racist, I would never advertise it. Tell him To 
Remember Gloria? She said her jeans were not 
made for black people...and now her products are 
being sold at Wal-Marts!! His will be soon also! 
D. Morghan, L.A., USA. 
 

Fake apparel any-
one? 

Did you know...? That the main source 
of Fake Timberland apparel was from 
the Nabila ABS Office itself? 
Apparently, one of Mr. Azfar's "trusted 
ones" - Mr. Z. M. Babur – his shipping 
Manager who he had recently 'rewarded' 
with a new car had been making false 

PO's based on old 'already shipped' PO's and 
running a nice little scam. Meanwhile Mr. Azfar 
and his sleuths were out poking their fingers in 
other places trying to find out who was behind 
the fake Timberland Apparel. It was also released 
from NABS (unofficially) that one of Azfars old 
friends who had left early 98 was behind the 
scam. 
Apparently, Mr. Z.M. Babur has been arrested 
with some other members of the 'shipping depart-
ment' who were in cahoots with him. So much for 
justice! Were they making other brands as well? 
More Later... 
New York, USA.  

TKFR excellent web site 
I just visited the web page and found it excellent. 
Keep it up. Masood Rafee, Lahore, Pakistan. 
 

TKFR informative and 
useful 

It is the first time that I have gone through TKFR. 
It was a great pleasure going through the stuff 
and learning more about the knitwear industry. I 
was a bit surprised too. It not only gives a bird 
eye- view of the industry, it is also quite informa-
tive about alternative way of doing things. I am 
positive such issues will definitely help individu-
als and organizations improve their “overall 
personality.” Usman Durrani, GM, Crescent 
Knitwear, Lahore, Pakistan. 
 
Dear Mr. Durrani, Forgive me for 
not responding to you  earlier. It’s 
been crazy couple of months. I will 
call you one Saturday soon to dis-
cuss the points you discussed in 
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Apparently, one of Mr. Azfar's 
"trusted ones" - Mr. Z. M. Babur – his 

shipping Manager who he had 
recently 'rewarded' with a new car 
had been making false PO's based 
on old 'already shipped' PO's and 

running a nice little scam.  

T K F R  M a i l  



Mahmud Ansari is the CEO 
and President of Argus Knit-
wear (Karachi) and is a certi-
fied professional purchaser 
(CPP), a member of the pur-
chasing management associa-
tion of Canada. While work-
ing for Bell Canada, he re-
searched the strength of Japan 
as an industrial power and 
North American Industries 
shortfall. This paper is based 
on that research – 1995.  

T his step augurs well for the garment manu-
facturers since better quality-processed 
fabric is expected from these composite 
units. However, such units will be few. 

Most of our knitwear industry is populated by small 
composite units based on a few knitting machines 
(mostly 5-8), small dyeing capacity, (1000-2000 
KGS per day), and a small stitching unit (25 to 50 
machines). Hence, it is logical to cover these units in 
this paper. 
Prudence demands that we carefully evaluate the 
emergence and performance of the composite or 
vertically integrated units on worldwide basis and 
see if they will do well in Pakistan in the light of 
historic perspective.  
One look at the history of development of major 
organizations, their growth and their fall from grace 
during the 90s will make one fact lucidly obvious – 
empire building is ancient history. The colossal and 
well documented reverses experienced by giants 
such as IBM, General Motors, Ford, Kodak, etc 
during later half of the decade confirm that compa-
nies who broaden their sphere of operations, resort 
to in-house development of entire products and 
product ranges, become large unmanageable units. 
They lose their edge in what they do best, and enter 
areas which they either are not suited to or where the 
competitors are better than them. Such companies 
may boast of the entire products being manufactured 
at their own facilities. However, in doing so, they 
broaden their sphere of operations to such an extent 
that they become jacks of few trades, but masters of 
none. Ultimately, their huge size leads to their ulti-
mate demise, like dinosaurs. 
However, the greatest negative impact of vertical 
integration is the loss of price competitiveness at 
different stages. The end product of a company 
manufacturing in-house will have a higher price tag 
than a product assembled with different components, 
each made by a company specializing in its field, 
and offering a component at its lowest logical price. 
Companies resorting to strategic alliances and spe-
cialization by dint of offering better products at 
better prices will snatch the markets from those 
large outfits who have grown with the passage of 
time, encompassing every facet of the products they 
sell with in their organizations. 
Suffering from empire building syndrome, these 
yesterday’s companies grow so large that timely 
decision making becomes impossible, quality of 
products suffer since in-house manufacturing re-
places use of sub-contractors who specialize in their 
respective field. 
This has been amply proved by the loss of market 
share by North American automotive giants such as 
GM, Ford, Chrysler, Toyota, Nissan and Mazda 

gained by using subcontracting, and concentrated on 
their core business i.e. designing of automobiles. 
This analogy also concludes that the products of-
fered by a company who uses a number of special-
ists to manufacture different components will heave 
a quality and price advantage over a company using 
in-housing manufacturing as a strategy for their 
product lines. However, stringent quality assurance 
procedures have to be in place for this concept to 
succeed. This Swiss matchmaking industry and the 
Japanese automobile industry are prime examples of 
the success of such an arrangement. 
Now let us take the same scenario and replace US 
and Japanese automotive giants with the value added 
textiles industry of Pakistan. However, to simplify 
the comparison, let us go back to Peters and Water-
man and stick to the example of knitwear industry, 
keeping in mind, that the analogies and deductions 
brought out from this discourse apply to all the 
ancillary groups, be it towels, bedwear or fashion 
garments. 
 The knitwear-manufacturing sector started on the 
right lines. There was an exporter who obtained 
either fabric or knitting, dyeing, finishing, and 
stitching services from various subcontractors. How-
ever, since the industry could not attract profession-
ally trained business managers, the expectations of 
exporters about quality, on-time delivery and price 
competitiveness could not be met. The exporters, in 
the end, started to bear the brunt of quality and 
delivery shortcomings of the knitters, dyers and 
stitching units since it was they who suffered when 
they could not honor commitments with their for-
eign buyers. 

This situation led the exporters to establish their 
own facilities. Slowly they acquired knitting, and 
stitching units. Since processing was difficult indus-
try to handle, they initially kept away from it. How-
ever, due to persistent quality problems, large buyers 
such as Levi’s, Gap, Gatino, Bugle Boy, Ralph 
Lauren etc. have convinced their suppliers to de-
velop in-house facilities to cover all areas of manu-
facturing. Vertically integrated or composite units 
have become the norm. 
If we take a pause here, we will see a similarity 
between the pattern of growth of the US automobile 
giants and our value added textiles units. It is my 
fear that by growing on the same lines, they will 
experience the same fate, with one exception. The 
US automobile manufacturers had the financial 
depth to take the losses for a few years, re-structure 
their companies, and emerge from them the abyss. 
Our ancillary industry does not industry does not 
have the financial resources, abundance of trained 
manpower and depth of economy to make a turn-
around. 
An objective analysis of the pros and cons of com-
posite units’ vis-à-vis exporters who use the services 
of companies specializing in the areas of knitting, 
dyeing & finishing and stitching will be appropriate 
here. This analysis will bring about the advantages 
and disadvantages of the two systems and will assist 
us in making logical decisions while formulating a 
strategy for the future. In presenting the strengths of 
the two systems, their validity has not been delved 
in to. Instead, the exercise has been undertaken to 
accommodate all angles and possibilities.  
(Continued next month.) 
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T h e  b e s t  k e p t  s e c r e t  o f  
s u c c e s s  –  s t r a t e g i c  a l l i a n c e s !  

Mahmud Ansari 

WITHOUT ISO 9000...

GET CERTIFIED - IT PAYS

Your company will lose millions in lost revenues   
within the next two years.  All this for  a  service 
you could receive at a very nominal price.

AT QMS - we ensure a smooth transition of your 
company from here to the next millenium.

QUALITY MANAGEMENT SYSTEMS

Quality is our first name

For further information :

Consultancy - Training - Certification

Karachi Office: Lahore Office:
No. 76/2, 14th St,
Phase 6,D.H.A., Karachi.
Tel: (021) 5847734
Fax: (021) 5847735 
e-Mail: paktech@cyber.net.pk

107-R, Phase 2,
L.C.C.H.S, Lahore.
Tel: (042) 5729145
Fax: (042) 5728821
Cell: 0300-248079 
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re-payment of its project 
loan with Bankers Equity 
Limited. Leisure Textiles 
has the distinction of be-
ing an ISO-9002 certified 
company, exporting knit-
wear to the leading ap-
parel brands including 

eisure Textiles 
(Pvt.) Ltd., was 
given the corpo-

rate excellence award for 
its exemplary conduct in 

Chaps Ralph Lauren, Cal-
vin Klein, Gap, Russell 
Athletic and others. 
The company has also 
been categorized as a Gold 
card holder for the proc-
essing of its sales tax re-
fund claims. 

Leisure’s Chief Executive Mr. Azhar Iqbal receiving the  BEL special award 
from Sardar Zulfiqar  Khosa  (Minister for  Finance  Govt. of Punjab) 

Leisure Textiles Pvt. Ltd 
Tel: (92-42) 7540371-4, Fax: (92-42) 7540378 

Email: ltl@brain.net.pk 
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bigger 
and  

better in a  
big  

way! 

Photographer – Khawer Riaz, Label – Big, Photographs: Courtesy Style Enterprises, Layout: Fareeha Qayoom. 
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S tyle Enterprises has 
achieved ISO-9000 
certification. At pre-

sent, they are in the process of 
implementing a program on 
environment, to acquire ISO-
14000 certification. Another big 
achievement is their own private 
label, which they launched in 
Pakistan in the fall of ’97.  It has 
been registered in Germany and 
USA by Style Enterprises and plans 
are underway to launch it in the 
Middle East.  “Big” will debut in 
March ’99 in Dubai.  
Style Enterprises has four stitching 
units in their factory. Two of them 
are dedicated to long core program 
runs and the other two specialize in 
the fashion forward programs with 
shorter lead-times. This allows 
them to be flexible and cater to all 
types of customers.  
Style Enterprises is one of the few 
vendors in town who have no finan-
cial liabilities. In 1998, they man-
aged to pay back all their invest-
ment loans with Banker’s Equity. 
Low overheads mean they can 
afford to quote good prices from 
their buyer’s perspective.  
Company’s mission statement 
“To acquire global recognition by 
producing innovative quality prod-
ucts and turning consumers’ dreams 
into reality.” 
Overview:  
Style was incorporated in 1989 as a vertical manu-
facturing facility to produce and export cotton knit-
ted garments globally, mainly to the USA and 
Europe.  Style started its operation in the first quar-
ter of 1993. The factory is located near Lahore, one 
of the largest cities of Pakistan, where there is no 
shortage of work force or infrastructure. The cov-
ered area of the factory is approximately 45,000 
square feet. The project was financed by Banker’s 
Equity Limited at debt: Equity ratio of 70:30 and 
working capital was acquired by a commercial bank 
in the form of re-finance running capital. 
Products: 
Style is capable of manufacturing a diversified range 
of knitted garments. We have already exported 
different styles of polo, crew neck, rugby shirts, 
sweat shirts, lowers, and waistcoats for men, women 
and teens. 
Management: 
The management team of Style comprises of dedi-
cated and highly motivated individuals, laying much 
emphasis on teamwork and interdependency, which 
brings synergetic results. They bring with them, 
experience in the knitwear industry and diverse 
educational backgrounds, both local and interna-
tional. We have tried to develop a company culture 

where quality is given the top 
priority, innovation is encour-
aged, systems are religiously 
followed and fool proof inspec-
tion procedures at every stage of 
production are carried out.  
Quality emphasis: 
Style has already achieved ISO-

9002 certification and has ac-
quired various quality certifi-
cates and awards including THE 
PLATINUM STAR award. 
Sales: 
Owing to the management’s 
dedicated 
efforts in 
establish-
ing a busi-
ness base 
and devel-
oping new 
commer-
cial rela-

tionships. We have rapidly 
grown in over a small period. It 
boasts of 35% compound 
growth over four operational 
years, as follows: 
Year             Rs. (Million) 
1993 50.60 
1994 104.41 
1995 147.21 
1996 210.53 
1997 238.94 
 

Clients 
Style is working with leading 
multi-national companies and 
believes in developing long 
term, sustainable relationships 
rather than “one time” com-
mercial contracts.  Our buyers 
are recognized and respected 
names in the international 
apparel industry, please see 
table. 
Style devotes considerable time 
and effort to consolidate its 
present relationships and de-
velop new ones, again, with the 

goal of establishing relationships, which are long 
term, and diversify the company’s client base. 

Future 
To cope with the increasing market demands, Style 
plans to invest heavily in the near future, in machin-
ery and building at various sections of the facility.  
The priority would be given to machinery, which 
would enhance our capability and align us towards 

our policy of value 
addition. Moreover, 
conscious of envi-
ronmental condition 
and quality assur-
ance, Style is imple-
menting ISO-14000 
which is expected 
to be completed in 
1999. 
Style has also en-
tered in to the era of 
information tech-
nology. A compre-

hensive information system is being implemented to 
bring all the operations on-line to be more efficient 
and stream lined.  

Source – Style Enterprises Pvt. Ltd. 

Excellence never goes out of style. . .  

Brand company origin 
Dockers, Levi’s. Silver Tab Levi Strauss & Co. USA 

Jerzees, Russell Athletic, Cross 
Creek 

Russell Corpora-
tion 

EU, 

Chaps Ralph Lauren Warnaco USA 

Lee, Jansport, Wrangler, Bassett 
Walker 

Vanity Fair Asia USA 

Timberland Timberland USA 

Calvin Klein Calvin Klein USA 

Logo Athletic Logo Athletic USA 

Best Montana Best Mountain France 

Starter Starter USA, EU 

Cricross Cricross Japan 

Comme Les Copains Major Way Canada 

Hagger Hagger USA 

Puma Puma USA 

American Terrain, Eddie Bauer American Design 
Studio 

USA 

Badge Federated Stores USA 

COVER STORY – STYLE ENTERPRISES PVT. LTD. 



T hink Tommy and a 
tongue, and voila, 
you have got your-
self a $10 million 

advertising event. Featuring 
the white, blue and red Hil-
figer logo and a Rolling 
Stones mouth piece, now that 
the designer himself has de-
clared 1999 to be "The Year of 
Music," who could think of a 
better time to sponsor a "No 
Security"  28-city tour for a 
rockin' shockin' quintet of 
grandpas otherwise known as 
The Rolling Stones? Although 
the collaboration is far from 
something new (Hilfiger out-
fitted the boys for their last 
"Bridges to Babylon" tour), 
this time around everything from con-
cert tickets and outdoor marquees to 
electronic banners and on-stage props 
will spare no expense on exposure. 
Advertising for the project was com-
pleted in November in a Los Angeles 
studio when Hilfiger staged a concert 
featuring models Rebecca Romijn, 
Karen Ferrari, Mike Campbell and 
Winty wearing the 1999 Spring collec-
tion centered around a rock 'n' roll 
theme.  
Now that the 2005 bag is well and truly 
making its mark in the retail waiting list 
stakes, advertising for the product is also 
coming to fruition with a pale-skinned 
Karen Elson taking center stage wearing heavy eye 
makeup and Chanel's accessory for the future 
tucked under an arm. In other Chanel news, who-
ever said that a little healthy competition wasn't 
good for business? Certainly not the real estate 
agents along Rue Royal in Paris where a Christian 
Dior boutique has recently opened, specializing in 
footwear for women with a fetish. Teamed to-
gether with the Chanel shop (which opened in 
October for the purpose of concentrating mainly 
on merchandise like shoes and accessories), even 
Gucci is a hop, skip and a jump away, proving in 
essence that Rue Royal is the place to be for the 
thousands of women possessing non-existent 
budgets and desires meant to be fulfilled when it 
comes to treating their feet. 
When industry news begins to sound a little like 
missing pieces of a puzzle you know you're being 
well updated. This piece in particular stems from 
Esther Canadas and her absence during the last lot 
of collections in New York. Why was she miss-
ing? Because she was busy posing down back 
alleyways and side streets around Manhattan for 
photographer Mikael Jansson who was hired to 
create DKNY's spring advertising campaign. 
New York, London, Milan, Tokyo, Paris. Stop. 
Blend Tokyo and Paris together and what do you 
get? A major style moment in fashion. Whether 
you're planning on visiting the city of lights, tour-
ist season or not, try not to place too much impor-
tance on Champs-Elysees or the Eiffel tower. With 
all due respect, if you're looking for clothing com-
binations with a difference take a wander around 
the back streets of Montmartre where you're guar-
anteed to stumble across student groups of Japa-

nese tourists sporting the fresh-
est creations seen in a while. 
And bear in mind that it ain't all 
stemming from Comme and 
Kawakubo cuts. Funky leather 
jackets and Sony video cameras 
set the scene, just as knee-high 
socks complement an array of 
hair and makeup innovations 
upon pint-sized femmes experi-
menting with their individuality. 
But perhaps what is the most 
evident is their preference for 
bizarre footwear. Whether it be a 
Vivienne Westwood boot or a 
Dirk Bikkembergs rounded toe 
slip-on, groovy silhouettes start 
from the feet up for guys and 
girls, even if the select few seem 

content conquering uphill 
cobblestoned streets in plat-
form boots tripping over 
every few minutes. Truly 
cool. 
750 North Michigan Avenue 
is likely to be a desired tourist 
attraction for those in search 
of an address with a differ-
ence in Chicago. Exemplify-
ing the necessary ingredients 
for a successful fashion em-
pire, Ralph Lauren's new 
flagship headquarters boasts 
almost double the space of 
his other Rhinelander Man-
sion flagship on Madison 
Avenue in New York. And 
it's no wonder, the super-
store can now  concentrate 
on indulging its clientele 
with a women's equestrian 
shop, a restaurant and bar 
with both indoor and out-
door dining areas, RLX 
(the label's active-wear 
competition collection for 
women and men) exclusiv-
ity, an accessories salon, an entire floor specializ-
ing in hunting gear and gathering, not to mention a 
twenties and thirties decorated area offering clien-
tele the chance to daydream amid a merchandise 
overload of men's shoes and luggage. Then there's 
the home collection and kid's wear, and the list 
continues. Despite the designer having sold his 

sportswear in the American state for the past 
eleven years, this is without a doubt the first time 
that the Chicago Historical Society has had any-
thing to do with contributing to the brand's decor. 
Inside it has been designed to appear like an Old 
English Hotel with paintings of countryside views, 
horses, hounds and portraits from the Duke and 
Duchess of Windsor. "Hopefully this site will 
become a landmark because of the fact that we've 
gone to the trouble of building not just a mansion, 
but a major piece of architecture here," said Ralph 
himself. So when your business reaches this kind 
of meteoric heights, what's next? For Ralph Lau-
ren, a print shop, more growth in the area of chil-
dren's stores, a gallery, a florist and a freestanding 
location planned for a home furnishings store in 
the new millennium.  
Couture round up of the week. Where do we be-
gin? Firstly, if Isabella Blow and her hat with a 

pom-pom attachment worn to Christian Lacroix's 
presentation at the Grand Hotel was, in fact, an 
antennae, then rest assured it would without a 
doubt have carried air waves connecting to a 
definite station of the nation. Lacroix inciden-
tally, following two days after the Couture season 
has finished, remains the favorite of the week 
with his collection that included colors aplenty 
(as always) and revealing shapes lined in sequins 
and enough extravagant brocade to keep you 
happy for a decade.  
Naturally Versace's presentation at the Ritz blew 
budgets, featured the family of supes, and en-
sured that even within a couture collection mate-
rials such as raffia can create a cool ensemble. 
But let's face it, Donatella and her family of 

darlings could send cow prints down a 
runway and it would still be declared 
the hit of the month; something spicy 
for the 'somebodies' of the industry 
who didn't already have a Samedi soir 
in their January calendar booked 
anyway. Then there was Jean Paul 
Gaultier. The enfant terrible who can 
do no wrong sparked further rumors 
with his collection echoing Yves 
Saint Laurent memories from the late 
seventies. His lean lines and classical 
African renditions left gossip columns 
and backstage whispers surrounding 
more talk of his intimate position 
taking the reigns from Yves once he's 

done with harem pants and headscarves. Given-
chy, Christian Dior and Chanel all hit high notes 
with fans, critics and press people alike and are, 
no doubt, the trio which will receive most of the 
press the world over, so why analyze when 
you're surely about to experience an overload of 
the three for yourselves? On a mannequin men-
tion, it's no surprise that the flock of supermod-
els were out in full force but from one extreme 
to the other, may we mention that Louis Feraud 
(of all names really) made the mistake of send-
ing a selection of the most horrific profiles ever 
known to a viewer? These girls were, in short, a 

plastic surgeon's dream. The nose knows? In a 
John Waters film maybe, and we're the first to 
praise Rossy de Palma and a troop of beauties in 
her league, but the Feraud girls for Printemps shall 
always be remembered as disastrous.  
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NEW YORK - Jan. 5, 1999:  Calvin Klein 
today unveiled his Spring 1999 advertising 
campaign, portraying a new sensuality and 
individualism. A reinvented Eva Herzigova 
and newcomer Kelly Rippy join Contradic-
tion Man Justin Chambers and Kate Moss as 
the faces of the Calvin Klein Collection, cK 
Calvin Klein and cK Calvin Klein Jeans in 
imagery photographed by Mario Testino.  
``There's a real change in the clothes for 
spring, so the campaigns aren't what you'd 
expect,'' said Calvin Klein. ``Spring is about 
sensuality as the new way of being sexy. It 
used to be about what you took off, but these 
clothes have a sensuality that's about how 
you put them on -- and how you choose to 
wear them.'' The spring advertising imagery 
underscores the philosophy of Calvin Klein 
design: comfort, reality, discreet luxury and 
natural 
sophistication. For a woman, the clothes 
reflect the many facets of life -- from strong 
and serious to soft, sensual and alluring. 
Menswear is a modern balance of fine tailor-
ing against relaxed shape -- sometimes even 
in the manner of sweatshirts, track suits or warm-up 
gear.  
The three campaigns -- for Calvin Klein Collection, 
cK Calvin Klein, and cK Calvin Klein Jeans -- 
retain distinctly individual approaches. At the Col-
lection level, Kate, Justin and Colin Branca are 
shown in open spaces against soft backgrounds- 
pure, clean settings that share the elegant simplicity 
and strong color of the clothes. For cK Calvin 
Klein, Eva and Kelly explore a futuristic space, 
again pure and serene, emphasizing the linear ap-
proach of cK's forward design. The beach - at 

night- is the backdrop for cK Calvin Klein Jeans, 
connecting the edge and reality of Calvin Klein's 
jeans to the raw energy of a night out under the 
stars.  
The spring advertising will appear in print and on 
outdoor billboards in 26 nations worldwide, pre-
miering with the February issue of Vanity Fair, 
which is due on newsstands January 10 in the 
United States. Also, an eight-page insert will ap-
pear in the February 14 New York Times Magazine 
to kick off women's fashion week. Other key place-
ments in the U.S. include Elle, Harper's Bazaar, 

Vogue, W, Details, GQ, Sports Illus-
trated, Entertainment Weekly, Interview, 
Spin, In Style and Cosmopolitan -- some 
with eight-page accordion inserts or pull-
out poster-size imagery. Billboards in-
clude high-profile locations in New York, 
Los Angeles, San Francisco, Chicago and 
Miami.  
Internationally, advertising will appear in 
Europe -- Belgium, France, Germany, 
Italy, the Netherlands, Portugal, Russia, 
Switzerland, Spain, Turkey and the 
United Kingdom in Europe; the Middle 
East -- Israel, Kuwait, Lebanon, Saudi 
Arabia and the United Arab Emirates in 
the Middle East; and, Asia/Pacific -- 
Australia, Hong Kong, Indonesia, Japan, 
Malaysia, Philippines, Singapore, Taiwan 
and Thailand. Multi-page inserts or fold-
out posters will appear in Italy's Rock 
Star, FHM in the U.K., Marie Claire in 
France, Max in Italy and Germany, and 
Downtown in Spain. Also a ten-page 
insert is planned for Japan's Cut and a 
mega-billboard will appear in London's 

Leicester Square.  
Calvin Klein, Inc. is one of the leading fashion and 
design companies in the world and a globally rec-
ognized brand name. The company's product lines 
include the Calvin Klein Collection, cK Calvin 
Klein and cK Calvin Klein Jeans. Products de-
signed under these lifestyles include apparel, acces-
sories, shoes, underwear, sleepwear, hosiery, socks, 
swimwear, eyewear, watches, coats, and fragrance, 
as well as products for the home.  Source – 
Calvin Klein Inc., a company press release. 

BEAVERTON, Ore., Dec. 3 - Nike, Inc. announced 
the formation of a standalone category business 
unit for its line of licensed sports products by com-
bining its existing ``Organized Team Sports'' (OTS) 
operation with Sports Specialties Corporation 
(SSC), a wholly owned subsidiary which markets 
licensed headwear. The new unit will be named 
Nike Team Sports (NTS). NTS will focus on ser-
vicing the retail licensed products marketplace and 
establishing a leadership position in the category. 
The company also announced the appointment of 
Mark Hampton as president and Steve Nichols as 
senior vice president/GM of NTS.  
Formerly general manager for Sports Specialties 
Corp., Hampton, 47, will be responsible for manag-
ing NTS. The new unit will report to Rick White, 
general manager of Nike subsidiaries, and will 
formally begin operations on June 1st, 1999. Or-
ganizational details will be finalized over the 
course of the current fiscal year.  
``Mark's accomplishments and experience in the 
licensed sports business speak for themselves. He is 
a seasoned leader for our team sports business,'' 
said White. ``Steve brings 17 years of Nike sales, 
marketing and brand management experience to his 

NTS role. 
Their ap-
pointments 
will enable 
NTS to 
steer its 
own course 
and realize 
its full 
potential as 
a licensed 
goods com-
pany. We 
are excited to have Mark and Steve undertake this 
challenge.''  
The announcement marks the transformation of 
licensed products from a category within Nike to a 
separate, standalone business unit. ``Our plans are 
to continue to market multiple brands using both 
Nike and Sports Specialties, to provide superior 
service to our retail partners and become the domi-
nant player in the sports licensed category,'' com-
mented Hampton. ``The ability to tap the combined 
design, development, sales, marketing and finance 
resources will allow us to focus on realizing the full 

potential of this business. I look forward to 
this challenge.''  
With Sports Specialties since January 1998, 
Hampton was responsible for strategic plan-
ning, product development, sourcing and P&L 
for the California based unit. Prior to joining 
SSC, he held senior executive positions at Sara 
Lee Corporation and Kellwood Company.  
Steve Nichols, currently the GM of Nike OTS, 
began his career with Nike in 1981. During his 
Nike tenure, he has held multiple strategic 
account director positions. Prior to assuming 
responsibility for Nike OTS, Steve was Nike's 

global sales director for Venator.  
Nike Inc., based in Beaverton, Oregon, creates 
authentic athletic footwear, apparel, equipment and 
accessories for sports and fitness enthusiasts.  
SOURCE: Nike, Inc. Company Press Release 
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A  normal workday at Quality Knits 
starts with the recitation of verses 
from the Holy Quran. It was a special 
day so the holy verses were recited 

twice. Fourteen months of hard work had led to this 
one moment in time. Approximately four hundred 
members of a closely-knit team were there, enthusi-
astically awaiting the outcome. “We have been 
recommended for ISO 9002 certification,” finally 
the words of GM shattered the silence and then 
there was no stopping to the outpouring of emo-
tions. 
ISO-9002 certification was a dream come true. It 
was a nightmare for a  few - the ones who hated 
documentation and record keeping. And, then there 
were a few who believed that the new system 
would bring red tape, delays and more work. Still 
others thought that this would mean insecurity for 
those who were not highly educated. Resistance to 
change was high but so was the spirit to change. 
That was the advantage. Eagerness to learn was 
present; the only thing missing was the direction. 
This direction was provided by the extensive train-
ing program introduced at all levels. The training 
program was given a new dimension when people 
from the workforce were encouraged to come for-
ward to learn and then train their own colleagues. 
These instructors joined hands with their superiors 
to build an effective workforce with clear concept 
of teamwork, quality, (policy, objectives, and sys-
tem), and ISO-9000 series, their responsibilities 
and position in the hierarchy. What resulted was a 
closely knitted team dedicated to achieve certifica-
tion within the stipulated time period. 
Weekly meetings of quality council, comprising of 
all the departmental heads, were arranged. The 
agenda varied from system development and imple-
mentation to all the issues that mattered. Biannual 
management review meeting discussed in detail the 
overall performance of all the departments. The 
meeting discussed past performances and estab-
lished challenging targets for the future. So eager 
were all the participants to bring about the change 
and go all out for certification that the second bi-
annual meeting continued for more than eleven 
hours! 
The management, apart from their other responsi-
bilities, was busy in setting and monitoring the 
targets, arranging resources and guiding others to 
develop procedures and work instructions. The 
work force was busy in their daily chores, cutting, 
stitching, washing and packing. However, they now 
had an additional responsibility, to write their work 
instructions, write what they did and then do what 
they had written exactly. Each procedure and work 
instruction was written by the person who was 
responsible for the procedure and the work instruc-
tion. Every one therefore owned the system. The 
system did not come from an external source, it 
was developed in-house. The indigenous system 
was developed without the help of a consultant, but 
the help of God was always there, because Allah 
helps those who help themselves. 
The quality policy was published, objectives were 
established, time tables were prepared, standards 
were agreed, procedures were approved, work 
instructions were written and the work was being 
done as per the system. Parallel to the implementa-
tion of ISO-9002 quality system, it was decided to 
introduce the concept of 5s in the unit. A competi-
tion was announced among all the six floors of the 
unit and a running shield was put at stake. The 

enthusiasm to win this shield was tremendous. The 
employees were seen washing floors, windows and 
walls during their off time. The identification at the 
shop floor was no problem, thanks to 5s, the Japa-
nese system for standardization, discipline, cleanli-
ness, neatness and organization. 
Now was the time to have the surety that the sys-
tem was in place. How to ensure? Internal Quality 
Audit was the answer to these questions. Audit 
teams were trained and developed and then started 
the most formal activity. Each audit resulted in 
myriad non-conformances, major and minor. Every 
non-conformance added to the pressures. Signs of 
bitterness started to appear in the relationship be-
tween quality and all the other departments. Cor-
rective actions were taken, but with each corrective 
action, a new non-conformance was reported. The 
light at the end of the tunnel seemed to be getting 
dimmer and dimmer. Should we go for the final 
audit or extend the date, was the question of the 
day. “No matter what happens, how bad the posi-
tion is, the audit date will not and should not ex-
tend”, announced GM. There was no way out, no 
where to run.  
It was not that the system was not in place or that 
the people were not adjusting, it was the search for 
excellence that was leaving much to be desired. A 
team of auditors from Shahbaz Group – Gloves 
Division, the first ever ISO – 9002 certified com-
pany in Pakistan, was requested to perform an 
intensive audit. The team did came but could not 
report any major non-conformity. No one at QKL 
was satisfied. There were several views for being 
unsatisfied. The team was very lenient, they had 
not done a desk study of our documents and that 
they were familiar with our system. The audit team 
was however impressed with the performance. 
They had in fact asked if we could train a few of 
their personnel. 
The main problem that supposed to confront the 
quality department was calibration of measuring 
equipment. This was an anti climax, as the problem 
was tackled very smoothly.  
As a last step, an extensive audit of the facility was 
planned. Five full days were spend to ensure that 
each and every employee of the unit knew the 
quality policy, quality objectives, his or her work 
instruction and the related procedures, and respec-
tive position in the organizational hierarchy. The 
general feeling at the end of the exercise was satis-
factory. The Day of Judgment finally arrived. A 
tense atmosphere prevailed. The auditor went to 
each corner, scrutinized each and document and 
finally called the auditees in the conference room. 
“I will recommend your unit for certification and I 
am glad that not even a single minor non-
conformity was observed, congratulations”, the 
verdict was announced. The same words were 
repeated by the GM in the presence of all the em-
ployees and then there was no stopping to the emo-
tions.  / Yousuf Ali 
 
Yousaf Ali Mahmood is the Manager Coordination 

at Quality Knits Pvt. Ltd., Karachi. 
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S o did you hear the latest?  
Counterfeiting name brands is shaping up 

as the crime of the 21st century. It costs U.S compa-
nies $200 billion a year! Just how sweet product 
forgery has become is a sore subject for many com-
panies – some won’t discuss it publicly for fear of 
undermining confidence in their brands. The explo-
sive growth is propelled by three simple facts: pirat-
ing products can be as lucrative as pushing heroin. 
It’s about as hard as photocopying. And it’s low on 
law enforcement’s agenda. Need I say more? Most 
police go into law enforcement to fight the real bad 
guys, and it’s hard to get excited over a bunch of 
hard-working T-shirt counterfeiters, especially in 
our part of the world!  
Is it just my feeling or our customers (U.S depart-
mental stores) had a hard going holiday season? 
Holiday sales were off. However, Discount stores 
posted strong performances, enjoying higher sales 
gains than apparel-oriented department stores, which 
were hurt by unseasonably warm weather early in 
the month. Wal-Mart Stores Inc., the world's larg-
est retailer, reported a 9.4 percent increase in sales at 
stores open for more than a year. Similar sales at 
rival Kmart Corp. increased 4.2 percent. Gap 
Inc.'s same-store sales increased 19 percent and total 
sales increased 41 percent to $1.6 billion in Decem-
ber. Federated Department Stores Inc., May 
Department Stores Co. and Saks Inc. said sales 
topped their own forecasts. However, Sears, Roe-
buck and Co. and J.C. Penney, which scaled back 
fourth-quarter earnings expectations, posted de-
creases of 0.3 percent and 7.6 percent, respectively. 
Dayton Hudson Corp. reported same-store sales 
gains of 6.5 percent at its department stores and a 7 
percent increase at its Target discount stores. The 
pattern's been consistent all year long. Discounters 
who have really been doing well continue to do well 
but department stores are the ones that have been 
under pressure. Discount stores are pulling at them 
and specialty stores are pulling at them. The cus-
tomer is shifting away from the price/value aspect of 
apparel, meaning department stores, and focusing 
more on particular items and fashion that they like at 
the specialty stores. Strong brand names at specialty 
retailers lured shoppers despite early December's 
warm weather. It was probably a good Christmas for 
specialty apparel retailers. It seems that the rate at 
which they're taking market share from the depart-
ment stores has accelerated a bit. Jewelry, music, 
select apparel, and home electronics retailers were 
among the top niches during the crucial holidays, 
while better department stores used heavy discounts 
in the final weeks to lure shoppers. 
In other news, Warnaco closed three plants in the 
US and has plans to move to Mexico and the Carib-

bean for its CK jean production. Anne Taylor and 
Talbots, specialty retailers reported strong sales. 
J.C. Penney’s ratings were placed under review in 
the first week of January. J.Crew’s chief executive 
resigned. Russell corporation is expecting earnings 
to fall as much as 50% for their fourth quarter. 
Guess? Inc., credit ratings fell. Levi’s Peter 
Jacobi’s resignation was accepted “with reluctance” 
by Robert Haas… Speaking of downsizing, what did 
you vendors do to Henry Chu’s operation anyway? 
Nice Win had some real good brands. Remember 
Antigua? No doubt, competition was stiff what with 
Indonesia’s superior product presentation, but did 
you guys really had to go and ruin things totally for 
him ? Rumor has it that he had to lay off a number 
of his quality inspectors. He has been forced to work 
with skeleton staff... Sigh.   
The president of Chaps Ralph Lauren, Mr. Alex 
Cannon moved on to Nautica Inc., a few months 
ago. He called all his key contacts in Pakistan to say 
hi and tell them personally of his move. All the 
vendors went wild with excitement, it was supposed 
to be pretty hush, hush but the whole town knew 
about it in a matter of hours. Talk about a small 
town! I heard his fax number was in hot demand. 
Rumor has it that he is still shopping for an agent in 
Pakistan…though, Indus Apparel already has a foot 
in the door. They have already shipped a few orders 
of Nautica over the years.  
Omer Dar (Klass Textiles) has some secret plans 
though, he refuses to comment on them just yet! He 
is leaving Klass Textiles. TKFR has been promised 
an exclusive interview as soon as the news breaks! 
Stay tuned. 
Zubair Aslam (Levi’s) has moved to Gap Inc. He 
will be missed at Levi’s. You know something? It’s 
strange but Levi’s people are spreading like a virus 
all over the place. What next? MFW? (I heard they 
are shopping for a marketing manager. The regional 
manager has already been hired.) In other arrivals 
and departure news, you already know about Omer 
Dar, Atif Riaz  (Colby) has resigned. Kamal 
(Nabila-ABS) has also resigned. He used to  handle 
Tommy Hilfiger, before that he handled Timberland, 
and before that he handled Chaps Ralph Lauren, 
hmmm. Do I smell a rat here? Warnaco has a cou-
ple of vacancies at the junior positions. So get crack-
ing folks. Arif Noor (AMC) is looking for a M.T. 
(not empty! It means a manufacture technician.), 
Chances are he will promote Zulfiqar Ali. That 
reminds me, TKFR has stopped writing about “His 
Royal Crankiness” since it’s usually much ado 
about nothing, (I love Shakespeare, don’t you?)  
Tsk, tsk. That reminds me, AMC has finally settled 
down! For the past three months, no one has left the 
place. Yeah! It’s some kind of a record. Talking of 

records, Arif Noor has set one. He has completed 
his five years at AMC. Hats off! That took some 
guts. Arif, I salute you! (-; Please accept my sincer-
est congratulations!  
Did you read that email on Fake apparel? Hot stuff. 
Z.M. Babur and cronies (Nabila-ABS) landed in 
hot water over selling fake Timberland apparel. No 
prizes for guessing where they ended up. That re-
minds me, people are still talking about Warnaco’s 
raid on manufacturer’s fake garment factories a few 
months ago. That was one “operation dodge storm. “ 
One version of events had Warnaco suing a Liberty 
(bazaar) retailer with a store name “Chaps.”  The 
owner apparently turned the tables on them by 
threatening to drag out the litigation process for  
fifteen years minimum and more. It seems Warnaco 
had to back down.  
Nike’s swoosh rides all over the place - on the back 
of rickshaws, private cars, vans, and buses these 
days . Now they even have authorized dealers sell-
ing their stuff in Lahore. They’re bound to be expen-
sive. So maybe, selling fakes will find a  local mar-
ket  too! 
The Pakistan School of Fashion Design held con-
vocation for it’s first graduating class. Impressive 
ceremony. Ms. Naveed Shahzad seemed happy 
with her students, and no wonder, 18 passes out of 
21 seems a pretty good percentage. A few govern-
ment officials attended the ceremony including 
Comfort Knitwear’s CEO Mr. Khurram who 
gave away a few awards. Maria Butt topped the 
class, with Asif Haque coming second and Myra 
Malik third. Incidentally, Shahreyar Hussain’s 
(Angora’s director) wife was also amongst the 
graduating class. Angora will probably end up 
launching a private label just for her so competitors 
had better watch out!  
Zulifaqar Ahmed (Swire and Mcclaine) is in Paris 
these days…hmm. What’s the weather like in Kara-
chi I wonder? Did you hear about the crates of or-
anges? Remind me to tell you the story sometime…
the oranges were fresh and very nice too. Thank 
you! I enjoyed them. (-;  
Shahreyar Hussain (Angora) tied the knot end of 
last year in a fairly crowded ceremony. The whole 
town was invited – at least half the population of the 
apparel industry was there. The only catch being 
another society wedding taking place at the other 
end of the capital, so many guests ended up hot-
footing across town to attend the other wedding at 
this posh hotel to nod at the same faces, that it was 
amazing! It would have been better if the brides had 
synchronized their dates; after all, both graduated 
from the same class of The Pakistan School of Fash-
ion Design! Hmm.  By Mystique 
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The mood on the male Milan runway for the fall-
winter 1999-2000 is relaxed and upbeat. The last 
fashion word of the century and the first of the 
new millennium speak of a man who sheds the 
straight jacket of classic menswear and dares to 
come to the office in casuals. By night he enjoys 
flirting with glitz. But for spring '99, the viselike 
grip of sobriety has loosened. The male peacock 
is reborn. No longer is the Versace design house 
the rare champion of men who embrace color and 
adornment with glee. Now, a host of designers - 

several of them relatively new to the menswear 
field – incorporate  embroidery, sequins and 
flower prints in their spring '99 collections. There 
is no denying that these clothes are flashy and 
attention-grabbing. And that is a tough combina-
tion for most men to accept. So designers have 
made these clothes as accessible as pink pants 
can be. These clothes have been created in com-
fortable and roomy silhouettes. The hurdle in 
wearing them is not trying to squeeze a generous 
physique into a pair of skimpy red trousers, but 

rather in broadening one's aesthetic sensibilities. 
Don't ask: Can I wear sequins? But rather, Do I 
want to wear them? (Probably not, but having the 
choice is the significant development here.) 
Those leading the charge toward a more efferves-
cent look for spring include Gene Meyer, Cynthia 
Rowley, John Bartlett, Tommy Hilfiger, Gucci's 
Tom Ford and Sandy Dalal. It is clear that de-
signers are letting men make their own choices. 
Turtlenecks, V-necks and even leather tank tops 
can replace the shirt.  

B o t t o m  l i n e … . 
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Why do so many hard-working men and women, 
just plod along in their jobs, never advancing as 
they had once hoped? Why do some employees 
seem to their bosses to contribute so much while 
others contribute so little? Successful employees 
behave in similar ways and share common attitudes. 
If you want to move up, here are some principals I 
think you need to know: 
 Fix it before it breaks: Problems are opportuni-

ties to showcase your talents and to make a 
valuable contribution to the company’s growth. 
Many promotions are actually created by smart 
employees who work beyond the defined limits 
of their job descriptions. Nothing turns on bosses 
more than employees, who tackle problems. 
 Remember, nobody’s perfect: too many people 

think that if the boss sees a few imperfections 
their chances evaporate. They guard their speech, 
sit in the back row at meetings and stay as incon-
spicuous as possible for fear they will slip and 
reveal the horrible truth – that they are not per-
fect. An employee who never makes mistakes 
suggests that his creativity is at a standstill, that 
he is immersed in the day to day details of the 
job and not thinking of the future. Employees 
who play it safe go nowhere. 
 Avoid entitlement trap: Doing a good job does-

n’t get someone promoted. Bosses expect every-
one to work hard and do a good job. That’s what 
they get paid for. The important thing is for 

people to perform beyond expectation. Bosses 
never promote people because they were effec-
tive yesterday; they promote people because they 
expect them to be effective tomorrow. Bosses 
don’t think of promotions as trophies for yester-
day’s accomplishments but as ways to reach 
tomorrow’s goals. If the boss doesn’t believe 
you’ll be able to handle the new job, all the hard 
work in the world won’t get you promoted. This 
attitude of entitlement is a steel trap. 
 Sell yourself : it’s not enough for a good em-

ployee to have something 
to offer. Your boss has to 
know it. It’s your respon-
sibility to bring your ac-
complishments, talents, 
skills and potential to the 
boss’s attention. You have 
to be able to sell yourself. 
 Give yourself a chance:  

You’ve heard it said that ‘opportunity only 
knocks once.’ Don’t believe it. Opportunity is 
knocking all the time. The problem is it often 
knocks too soon. Unless you know you are not 
up to it, be willing to accept more work and 
responsibility and trust that you’ll grow into it. 
Don’t wait for things to be perfect. When your 
boss asks, ‘ Do you think you can handle a new 
job?’ You should answer without hesitation, 
‘You bet!’ 

 Make the right friends:  the best strategy is to 
have mix of friends. Don’t limit associations to 
employees on your own level. This risks devel-
oping an attitude that puts management on one 
side and the employee on the other. Cultivate 
friendships with people on higher levels who can 
help you understand a management perspective. 
And develop relationships with positive people – 
those who think well of the company, other 
employees and themselves. Avoid the com-
plaiers – they’ll just diminish your own opti-

mism. And one final word. Don’t air your 
day to day gripes with friends at work. This 
can come back to haunt you. 
You don’t have to become a workaholic to 
get ahead. But you can’t confine your work 
to nine-to-five daytime compartment. When 
bosses have a big job to do, they look for 
people willing to get involved from their 
toes to their fingertips. They want people 

who are eager to come to work in the morning 
because they’ve got things to do and goals to ac-
complish. These are the people who survive and 
prosper.  

H o w  t o  g e t  a h e a d  a t  w o r k   
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MOVIES 
The Internet love story ``You've Got Mail'' beat ``The Prince of Egypt'' to top the 
North American box office on a sluggish pre-Christmas weekend, final figures 
showed Monday. Starring Tom Hanks and Meg Ryan, ``You've Got Mail'' had $18.4 
million in receipts — a better debut than the previous Hanks-Ryan romance, 
``Sleepless in Seattle.'' It provided a boost to hits-challenged Warner Bros., which 
had been in fifth place in market share among the major studios. DreamWorks, the 
upstart studio that had been on a roll with ``Saving Private Ryan'' and ``Antz,'' 
slowed down with ``The Prince of Egypt.'' The animated tale of Moses grossed 
$14.5 million. Its second-place opening was solid but not stellar, considering the $70 
million to $100 million budget and the strong emphasis the studio had placed on the 
film. ``Star Trek: Insurrection'' tumbled from first to fourth place. Its gross 
dropped 62 percent over the previous weekend to $8.3 million as dedicated Trekkies 
yielded the theaters to a more apathetic general public. Overall, the box office was 
down 24 percent from the same weekend in 1997. Movies were competing with 
attention on the impeachment turmoil in Washington. Comparisons also were 
skewed because the 1997 weekend saw the opening of two big movies: ``Titanic'' 
and ``Tomorrow  Never Dies.''  `Mail'' and ``Prince'' also had to compete against 
heavily promoted sneak previews for two upcoming films, ``Step mom'' and 
``Mighty Joe Young,'' as well as a slightly retooled ``A Bug's Life,'' which included 
new phony ``blooper'' outtakes at the end.  
``A Bug's Life'' finished in third place with $10 million, losing only 11 percent of 
its business in its fifth week.  ``Jack Frost'' dropped 28 percent in its second week 
to finish fifth with $5.1 million. ``Enemy of the State'' was next with $4.8 million, 
followed by ``The Waterboy'' with $3.1 million and ``The Rugrats Movie'' with 
$2.9 million. The remake of ``Psycho'' continued to scare away moviegoers, losing 
another 49 percent of its business to finish in ninth place with $1.9 million. 
``Elizabeth,'' which did well in art houses, was losing steam in wider release, finish-
ing 10th with $931,078. Source: AP 
TOP 10 Movies in the USA 
• You've Got Mail 
• Prince of Egypt * 
• A Bug's Life * 
• Star Trek: Insurrection  
• Jack Frost 
• Enemy of the State 
• The Waterboy 
• The Rugrats Movie  
• Psycho                                        
• Elizabeth 
 

* already available on VCD.  

MUSIC 
MTV Top 10 Singles in 
the USA 
• You Make Me Wanna, 

Usher 
• Tubthumping, Chum-

bawamba 
• Butterfly, Mariah Carey 
• Don't Go Away, Oasis 
• Feels So Good, Mase 
• Touch, Peel And Stand, Days Of The New 
• Show Me Love, Robyn 
• Bittersweet Symphony, The Verve                                         
• Spice Up Your Life, Spice Girls 
• Karma Police, Radiohead                                                

BOOKS  
From the bookshelf of Anila Q. Agha 
• The famished Road, by Ben Okri 
• The Street lawyer, by John Grisham 
• The Black House, by Paul Theroux 
• Raj, by Gita Mehta 
• Chronicle of death foretold, by Gabriel Garcia Marques 
 
With Anila, I have started a brand new series of col-
umn on books. I was curious to know what kind of 
books  do people  read and collect. Each  edition we’ll  carry 
a brand new list from  a famous personality’s  book self. Editor. (-: 
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