
agic is the largest 
men's apparel 
trade show in the 
world, attracting 

over 88,000 attendees in the 
U.S. and 128 countries from 
around the world. The magic 
fair has more than 3,578 exhibi-
tors that include 5,488 brand 
names, and 21,114 product 
lines.  
It all started when a small 
group of Los Angeles Men's 
Wear Manufacturers got to-
gether to form the Men's Ap-
parel Guild In California 
(Magic) 64 years ago. They 
sought only to provide a forum 
for buyers from other parts of 
the country to buy more of their 
distinct West Coast looks. 
However, what started as a 
local show has blossomed into 
a global apparel exhibition.  
Today the Magic International 
ranks as both the most volumi-
nous and the best-attended 
men's and general apparel mar-
ket anywhere. Originally made 
up of men's, young's men's and 
boy's contemporary & tradi-
tional apparel classifications, 
the show has grown to include 
separate areas for the active life 
style, the designer pavilion and 

new editions as well as the 
Women (WWD magic) and 
magic kids market. 
It is the most 
clearly categorized 
show this side of 
the hemisphere 
that it can be held 
up in comparison 
to the European 
shows like 
'Interjeans & Pret a 
Porter ' bi-annually 
in Spring & Fall. 
The magic organi-
zation is com-
mendable. Exhibi-
tors are helped 
individually by 
members of Magic customer 
services department, who pro-
vide assistance on matters like 
setting up to moving out as part 
of what's known as " the magic 
experience." Magic assists buy-
ers with travel and lodging ar-
rangements, provides free shut-
tle service to and from hotels, 
sponsors breakfast and lunches 
and provides services like com-
puterized registration stations. 

Magic is usually housed at the 
Las Vegas convention center, 
but due to its consecutive 
growth at a tremendous pace, 

the convention has extended far 
beyond expectations. The main 
convention center houses the 
men's, young men's &  the de-
signers apparel exhibits. The 
kids section is in the convention 
center at Hilton, & the ladies are 
relegated to the Sand Hotel Con-
vention Center at Las Vegas.  
Magic offers the most effective 
& cost efficient arena to do busi-

(Continued on page 2) 
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ell information. Create link-
ages between the apparel, 
textiles and fashion indus-
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“There were only two knit 
companies: ourselves i.e. 
Sehr textile Mills Ltd. and 

Kings Apparel Karachi 
represented at Magic this 
year. Lahore participation 

was woefully lacking. ” 
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ness. One should try to get a  booth 
in the main convention center. In 
this particular case, "Export Promo-
tion Bureau Govt. Of Pakistan" was 
successful in bagging the booth in 
the main convention center.  
There is a perception in Pakistan 
that magic is essentially a domestic 
USA exhibition. Besides it’s only 
for the American distributors who 
like to exhibit and sell their goods 

to their domestic distributors, 
sales Representatives so on and 
so forth. In our context, it 
would only be good for Houses 
who have arrangements for 
LDP (landed duty paid) basis. 
While this is not wrong, the fact 
remains that all the major Inter-
national brands and designers 
have a large representation 
there. While they like to exhibit 

their own lines, they very much 
welcome the opportunity to meet 
potential suppliers and many of 
them bring their vice-presidents in 
charge of out-sourcing or over-seas 
buying to meet over-seas partici-
pants like "Sehr Textile Mills Pri-
vate Limited." One can fix such 
meetings before the show itself. 
The Export Promotion Bureau has 
done a very commendable job this 
year. Last year the EPB stalls were 
not well placed, as the participation 
was a last minute decision. This 
year we were in the main hall, the 
North Stand. EPB cheerfully and 

safely carted all our samples for us, 
no hiccups. 
EPB should hire a good de-
signer, because Pakistani stalls 
are generally sparsely and uni-
maginatively decorated. Ameri-
can stalls are done up much 
better. We need to make a 
splash. It is more a question of 
dash than cash! 
There were 
only two knit 
companies: 
ourselves i.e. 
Sehr textile 
Mills Ltd. Ka-
rachi and Kings 
Apparel Kara-
chi. Lahore 
participation was woefully lack-
ing. Both of the knit companies 
found the response very encour-
aging. Furthermore we found a 
much better response for our 
knitted garments, and a muted one 
for Sports socks. This is probably 
not the right show for sports socks. 
Probably the Atlanta and Chicago 
sporting goods shows are more 
logical for sports socks. 
There are two areas where EPB 
may help us project the Pakistan 
Pavilion better in future. During the 
show the Las Vegas TV runs a 
special continuous 24-hour channel 
called the magic channel. We 
should get Pakistani companies on 
this channel to project Pakistan and 
the companies. 

Also EPB should target the fifty 
biggest buyers of Pakistani goods, 

be they knits, 
woven and leather. 
They should hold a 
separate cocktail 
party/dinner and 
possibly fashion 
show for these 
buyers, and invite 
them and their 
spouses over. After 
the Show, enter-
tainment by large 
corporations is 

common and very suc-
cessful. 
Since our individual 
companies are not so 
big, EPB can take over 
this function, and charge 
the participants. Fashion 
is all about making a 
splash and getting no-

ticed, and this is what we should 
target for at the next magic. Ameri-
cans love shows and showmanship. 
I say if you can’t beat ‘em, join 
‘em!   
 

By Sehr Textile Mills (Pvt.) Ltd. 

(Continued from page 1) 
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H i there 
readers, 
Listen, I 

am terribly sorry 
for the delay. 

Sometimes, I can’t help it. Like this 
time. (-:  
My regular advertisers wanted to 
change their ad layouts -  (Klass 
and Irfan Textiles.) and then, even 
though, Naveena had booked space 
with me since November, they 
couldn’t figure out what they 
wanted on the cover. The fashion 
spread was also booked a long time 
ago but it took me a while to get the 

photo-shoot, and then…but as they 
say, the rest is history. Here we are 
finally. Thank God! And we are 
here to stay so pls. Quit worrying. 
Many people have asked me to 
cover the fake apparel problem. I 
would love to. However, first I need 
to explain my approach on TKFR 
news reporting. My philosophy is 
simple – tell a story. Like Don 
Hewitt (the creator of the U.S TV 
show “60 minutes), once said, “ It’s 
what little kids say to their parents: 
“tell me a story.”  Even the people 
who wrote the Bible knew that 
when you deal with issues, you tell 

stories. The is-
sue was evil, the story was Noah. 
I’ve had producers say, “We’ve got 
do something on acid rain. “ I say, 
“Hold it. Acid rain is not a story. 
Acid rain is a topic. We don’t do 
topics. Find me someone who has 
to deal with the problem of acid 
rain. Now you have a story.”  
Keep writing in, I love getting your 
mail! Have fun,  
 
Fareeha Qayoom. (-; 

E d i t o r ’ s  n o t e . . . 
Many people have 

asked me to cover 

the fake apparel 

problem. We don’t 

do topics, we do  

stories. 
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T K F R  m a i l 
TKFR  doing a good job! 

Dear Ms Qayoom, 

I  managed to get hold 
of your  7th issue 
from Iqbal Book 

corner the other day 
while shopping for sta-
tionary. 
I must say you guys are 
doing a pretty good job. 
However, I strongly feel 
that the TKFR's horizon 
should not only be lim-
ited to Knit, Style & 
fashion. But other trades 
of textiles as well which, 
including important seg-
ments such as Cotton 
(Market) Review, a col-
umn on Yarn & Fibres 
and last but not the least 
Weaving. You can even 
invite people to write on 
the above-mentioned 
subjects or reproduce 
columns from different 
dailies. Although the 
name of your review 
nullifies these segments 
but still I am pretty sure it 
would be beneficial and attract many people. For 
example, Weaving, including woven garments is 
probably the most important and the most diffi-
cult sector in this trade. An informative column 
on the subject would be great. 
Secondly, if you could manage to start yearly 
subscription for the review, I am sure many com-
panies/individuals are going to subscribe. I wish 
you success for the future.  
 
Regards, Naveed K. Latif,  
Ahad Textiles Limited 
 
Hi Fareeha,  

K indly accept my sincere congratulation 
on creating such a nice magazine. It 
really speaks of your laborious efforts 

and approach towards the job. What is the way to 
get it, is it to be subscribed or what. Actually, I 
saw it with a friend of mine who is in the knit-
wear business. I will appreciate if you kindly tell 
me the subscription process.  
 
Nadeem Kiyani, Faisalabad.  
 
Hi Fareeha, 

T his is the first time I came across your 
magazine (issue # 8). It is really a very 
good effort on your part for taking on this 

initiative. I think, this is the first one and still the 
only one which represent knitwear industry of 
Pakistan. 

About Sarah's approach to next millennium: We 
are working on some very new concepts in order 
to enter into next millennium. These concepts 

cover important 
areas like IT, QA, 
HRD and PED. I 
would like to know 
how we can share 
these ideas with 
rest of the industry, 
so that as a coun-
try, all of us can 
come up to world 
standards. I believe 
your magazine can 
provide 
us that media.  
 
Regards, Sohail 
Sadiq. Sr. Man-
ager, QA & IT 
department. Sarah 
Textiles Ltd. 
 

DEAR MS 
QAYOOM, 

W e are in-
deed glad 
that you 

are publishing a jour-
nal that is specific to 
knits in Pakistan. A 
very good beginning 
indeed. However it 
would appear that 
your magazine’s per-
ception is that the knit 
business begins and 
ends in Lahore. Ad-
mittedly the top few 
fully integrated units 
are in Lahore, and the 
politics of 1980’s led 
to an exodus of buyers 
to Lahore. However Karachi is still a substantial 
base for knits in Pakistan. 
For your information, the only two Pakistani knit 
companies that participated in magic Las Vegas 
march 1999 were from Karachi (ourselves and 
King’s Apparel). This was a very major event 
and your readers should be made aware of its 
importance.  
 
Nayyer Mahmood,  
Sehr Textile Mills (Pvt) Ltd 
 
Hi Fareeha,  

R eceived Issue 8 of TKFR. There is im-
provement all around. The front cover is 
bright and catchy. The layout is better. 

The articles are well placed and even the printing 
has improved. I wish you could use a bolder font 
to make it slightly easier on the eyes. TKFR has 
improved a lot over the last few issues that I have 
seen. It must be taking a lot of time out of your 
busy schedule to come up with it on time. I am 
sure you are "not making enough money, and are 
having a hard time marketing it". Yet, for those 
in the knitwear industry, it provides an opportu-
nity to discuss common issues and suggestions 
on how to improve things. Thanks for keeping it 
going. 
I was pained to read about the fake apparel scam. 
The real impact of this sickening and tragic event 
on Pakistan's high value added Knitwear Industry 
will gradually unfold. Rest assured, we will pay a 
very heavy price. I can feel the pain and anguish 
Azfar must be going through. Why must we act 
like cannibals who devour their children, thereby 
bringing 
their own race to an end. Opinions reflect the 

most upon persons 
they belong to. In this 
unfortunate, under 
developed land, mak-
ing money is a symbol 
of success.  
 
Best regards,  
Mahmud Ansari,  
Karachi. 
 
 

TKFR  -  
always 
late! 
Dear Fareeha: 

P lease advise 
status of latest 
issue - we are 

still waiting! 
 
Nadeem Khan Gemini 
Resources 

 
Hi Fareeha, 

S eems TKFR is same as our shipment. Late 
by two months or am I wrong?  
 

Best Regards, Yousuf (Quality Knits), Karachi. 
 
Fareeha, Hi. 

S ilence can be deafening. Patience is the 
virtue of Gods. I am a mere mortal. Even 
those sent to the gallows are  granted a last 

wish. Mine is: WHERE IS ISSUE 9 OF TKFR? 
Best regards, M.  
Karachi. 
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Mahmud Ansari is the CEO of Argus Knit-
wear (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 
industrial power and North American in-
dustries shortfall. This paper is based on 
that research – 1995.   
 
 

E xport – oriented system 
Advantages 
 Free from the problems re-

lated to manufacturing, they can research 
and probe new markets, observe new 
trends and customer preferences, and in-
crease their market share. 

 They are the first to notice the winds of 
change and, as such, can act as bell 
weather for the industry. By virtue of con-
centrating on marketing alone, they de-
velop special skills for the same. 

 Financial resources available to the export-
ers are best utilized as they are only used 
for acquisition of goods and services, and 
in some cases quotas, for export. Since 
investment in manufacturing facilities is 
not required, all available financial re-
sources are used in the pursuit of gaining 
market share and servicing clients. 

 Teamed with the right knitter, processor 
and stitcher, an exporter’s end product 
benefits from the strengths of these spe-
cialists and has a quality and price advan-
tage over the same product manufactured 
by a composite unit. 

 

D isadvantages 
 The exporter loses control on the 

quality and delivery of the product. 
 A lapse in any segment of manufacturing, 

i.e. knitting, processing and stitching be-
comes the responsibility of the exporter, as 
he alone has to face the consequences of a 
bad shipment and resultant claim. 

 The exporter can not demonstrate to the 
buyers that he has the capacity for produc-
tion since he does not own a manufactur-
ing facility. In the absences of manufactur-
ing operation, he has to rely on his good 
will. 

 

C omposite unit 
Advantages: 

 An exporter with the in-house knitting, 
processing and stitching facilities has full 
control over quality, delivery and price. 

 He can prove his capacity to meet contrac-
tual obligations to the buyers. 

 By eliminating profits of sub-contractors at 

all the three stages of produc-
tion, he can offer a better price. 
 

D isadvantages 
 Manufacturing is a 

difficult and time-consuming 
operation. It demands time and 
attention. The exporters market-
ing efforts can undergo severe 
stress due to this reason. 
 In-house facilities are capital 

intensive. An average knitting 
facility costs around 10 million, a dyeing 
and finishing facility Rs. 50 million. This 
investment of 60 million can be best util-
ized by and exporter to augment his mar-
keting programs and to finance his letters 
of credit. With the rates of interest in Paki-
stan as high as they are, this measure alone 
can lead to considerable price advantage. 

 A composite unit will not be able to 
achieve economies of scale in any of the 
three operations. In Singapore and Hong 
Kong, an average knitting facility has 100 
to 200 knitting machines. Similarly, proc-
essing units have 50 to 80 tons a day ca-
pacity. Stitching units have 1000 machines 
are the norm. Each area of textile ancillar-
ies concentrates on its field of specializa-
tion. This system benefits from economies 
of scale as well as specialization. The end 
result is that the finished garments is of 
superb quality 
and is priced 
right. 

 Quantities at 
reasonable 
prices, some-
thing we have 
not been able to 
do so far. It is 
essential that we 
change the per-
ception of our 
trading partners 
about the size of 
our businesses. 
Formation of 
groups through 
strategic alli-
ances as sug-
gested will in-
crease our 
chances of do-
ing business 
with large vol-
ume buyers 
such as Wal- 
Mart, K-mart, 

etc. 
 In global strategic alliances, foreign part-

ners can greatly contribute in the fields of 
technology, training, marketing and fi-
nance. Pakistani companies can provide 
ready access to cotton, cheaper labor, and 
manufacturing capacity. However, enter-
ing strategic alliances with large multi-
nationals will only be possible if we can 
form such alliances at the national level. 

 

C onclusion 
We are experiencing the dawn of global 

village. Traditional barriers to the flow of 
capital, technology, information and products 
are disappearing rapidly. This will have an 
impact on how we will do business in the next 
century. The creation of regional trading blocs, 
NAFTA & WTO (GATT) and mellowing of 
China, and of recently Vietnam, require new 
business alliances nationally and internation-
ally. These alliances have now become un-
avoidable because the skills and technology 
required to develop the next century’s markets 
are beyond the technical and financial reach of 
any single corporation. Thus national and 
global alliances between value added textiles 
units specializing in their spheres of operations 
have become the key to survival in this decade 
and beyond.  

THE BEST KEPT SECRET OF SUCCESS –  
S t r a t e g i c  a l l i a n c e s   

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 

MAHMUD AN-
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hauhdry Yunas is the chief execu-
tive officer of Klass Textiles. It is 
refreshing to know that Mr. Yunas 
is a qualified chartered accountant 

although he comes from a long line of agricul-
tural feudal landlords. He was working as a 
finance manager in the Middle East (Abu 
Dhabi) for a number of years. He realized that 
his kids were growing up, hence, the move 
back to Pakistan. He started in construction 
first. He built quite a few tall buildings in La-
hore, Shalimar Plaza in Iqbal Town and Farid 
Plaza are a couple of them. Describing those 
early years he says, “ I was unsatisfied with 
construction business although I made a suc-
cess of it in monetary terms. My contribution 
to the process was minimal. I wanted to con-
tribute personally to my success so I started 
looking around for ideas. Initially I thought I 
should set up a knitting unit with around thirty 
to forty knitting machines. I met with a lot of 
discouragement and opposition. I soon gave 
up the idea. I realized there was more profit-
ability in setting up a complete vertical set-
up.” 
“I take a lot of pride in the fact that I am sell-
ing my products to the top names in the busi-
ness, brands Like Calvin Klein & Chaps Ralph 
Lauren. I got the factory designed by a profes-
sional Architect. Klass is a well-planned verti-
cal unit from both aesthetic and functional 
point of views. There is a natural flow - We 
planned for the goods to move smoothly 
through the progressive processes. You start 
from the yarn store which continues into the 
knitting unit, right next is the dye-house, and 
then the embroidery unit which ends up at 
centralized cutting area and then stitching 
units branch out from there. Everything was 
planned down to the last detail even before the 
first machine was installed. Only “Evernew 
Textiles” had good equipment in those days. I 
wanted Klass Textiles to be different. I wanted 
to compete on a global scale. I am talking 
about March ’93.” 
Continuing the story about the early years, he 
says, “ I convinced Sherwood people to show 
their buyers my factory. Alex Cannon was the 
Vice President of Chaps Ralph Lauren divi-
sion of Warnaco group in those days. We were 
placing the machines when they dropped by. 
Everything looked beautiful. I remember Alex 
remarking “ I have visited a lot of factories in 
my time. I have never seen one like this be-
fore. “ Chaps placed their Holiday season. It 
was the toughest in terms of novelty and fash-
ion items. The rest as they is history.” 

Talking about his role in the early days of 
Klass Textiles, Mr. Yunas reminisces, “ I 
wanted to learn the processes myself, I wasn’t 
looking for a GM so I contacted Kamal in 
November ’92. I paid my people’s salary for 
eight months before we started operations. 
There were twenty-seven styles the first sea-
son! Ninety-five percent of my business was 
Chaps…and we aired 90% of our product. 
However, we made 
the in-store dates, 
which is what 
counts. We learnt a 
lot. Next season 
was fall ’94. Chaps 
increased the styl-
ing and produc-
tion.”  
The story of his sec-
ond buyer is equally 
interesting, he recalls, “Our second buyer just 
walked in one day! Arif Noor used to head the 
AMC operations. He walked into my office 
with Kohl’s polo. I was given a 45 days lead-
time to execute this order -about 2000 dozen. I 
personally flew to AMC India to get my color 
approvals. I shipped this order in 43 days. 
They came back and placed 14000 dozen with 
a better price. I am proud to say we are still 
working with Kohl’s. Our third buyer was 
Levi’s. This is back in October ’94. Masood 
Rafi was my merchandising manager. He was 
successful in bringing them in. Babur Rafiq 
headed operations. Sameena Sultana was the 
brand manager there. We refused the order 
over the price. Later we agreed to the price. I 
did logo Tee at a very low price  –the order 
was for about 900,000 units. After shipping 
200,000 pieces, Levi’s upgraded us by giving 
us a better product and price.” 
Discussing his roster of buyers, Mr. Yunas 
remarks, “I have enjoyed excellent working 
relationship/partnership with Warnaco over 
the years even through the change over from 
an agent to their liaison office. The partnership 
with Kohl’s has stood the test of time too. 
They are one of the best people to work with. 
They understand your problems. The relation-
ship has endured with them through thick and 
thin…I feel comfortable working with their 
agent too. (Colby International.)  Khuram 
Qaiser has been supportive. I am also working 
with Federated-Macy group through Cotton 
Connection. I personally feel it’s our job to 
give good quality and on-time delivery. If we 
can’t, we have no business asking for favors. 
In ’95, I was invited by the buyers to visit 
them in New York- we got good exposure 

from the DNR interview. We have retained 
our buyers. I had opportunities to expand my 
buyer base. I am into customer retention. 
Switching career was very difficult for me – 
However, I have always been honest in my 
commitment. We have always followed our 
buyer’s specifications. I learnt from my peo-
ple. I didn’t know. I really worked hard. In 
93,94 and 95, I worked through my weekends, 
stayed late. I even packed the garments my-
self. It inspired by team to work harder. All 
that hard work has paid off. Customer orienta-
tion and focus is our mission statement. Buyer 
is everything to us.”  
Nautica is planning to place some orders 
through Addison Brothers with Klass Textiles. 
“ Addison Hong Kong stayed here for more 
than a week. (They are the largest buying 
house in Hong Kong). For Nautica alone, there 
are about 40 people working.”  Klass Textiles 
is also working with Montgomery Wards di-
rectly. Telling TKFR about it, he says, “ Tom 
Austin used to work for Kohl’s - he was there 
for about nineteen years. Ward was going 
down when he joined them. The growth has 
been unbelievable. Whatever they planned on 
paper, they are doing better. I tied up a meet-
ing with him in Hong Kong…he placed the 
orders.”  
Klass Textiles growth over the period of years 
is remarkable. “ The rate of growth almost 
doubled in two to three years. Optimum levels 
were achieved in ’96. We are still growing. 
We did about 155,000 dozen last year. I am 
planning to expand. I plan to increase our 
fabric capability – in open width and different 
fabrication processes - shearing, peaching and 
suedeing. Yarn dye plant is not feasible.”  
Discussing the market and trends in general 
terms he remarks; “ The industry’s growth has 
been limited to a few factories. I think devo-
tion and determination works. We didn’t back 
down. You have to execute. You can get or-
ders. Execution is the key. Build long term 
relationships. Do not have short- term goals. 
Develop the confidence of your buyers in you. 
Prove yourself. We are doing well now be-
cause of those five hard years – 24 seasons. 
Long- term association means that when 
things are bad, they give you a chance to work 
things out. This is the problem in our market. 
We don’t invest in the long term. Short cut 
methods don’t work. Margins are the same. 
Usually, if price is low, you don’t compromise 
on your margins, you compromise on quality. 
It is not good for us. Return the value for their 
money. It is the responsibility of the middle-

(Continued on page 11) 

“ H o n e s t  c o m m i t m e n t  i s  t h e  k e y , ”   
speaks out Mr. Yunas, CEO of Klass Textiles. 

Ch. Yunas 
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ollow your natural  
inclinations. Predicting the 

future is for politicians.” 
Bob Gill. 

“C opyright of ideas never works. 
Good ideas belong to mankind, if 

you are not interested, stay out.” 
Massimo Vignelli. 

Hang Ten the Designer 
Brand For your Kids. 
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“W hat do you mean 
by design? Get 

rid of the word. It is mean-
ingless. You respond to a 
situation and produce 
work. You choose the craft 
by which you articulate 
that work. ‘Design’ doesn’t 
come in to it. This is not 
against intelligence, just 
method. There isn’t an in-
dustry out there. Just work, 
live and enjoy.” 

John Warwicker. 

“M ost problems are boring. You can-
not have an interesting solution to 

a boring problem. You must first turn the 
boring problem into an interesting one.” 

Bob Gill. 



ast is past? Maybe in other fields, but 
when it comes to fashion, forget it! 
It's all about excess in this industry. 
We all know Narciso Rodriguez, the 

designer with the 
good looks and a 
generous spirit to 
match, who sent 
stretchy leather, 
suede and sequins 
along the Loewe 
runway recently 
(where he is hap-
pily residing as the 
house's creative 
director). So after 
the Besette-
Kennedy wedding 
gown praise from 
many moons ago, 
it's no surprise that 
our boy Narciso is 
a former employee 
of Calvin Klein. So 
what's the modern-
day success strat-
egy to get one up 
on your ex-boss? 
Take his previous 
advertising starlet. 
Klein, incidentally, 
is experiencing 
something of a 
farewell as far as 
imagery is con-
cerned now that the 
designer no longer 
has Kate Moss 
exclusively repre-
senting his collec-
tion and cK adver-
tising. Enter Nar-
ciso, who has just 
engaged the supe to 
become the face at 
Loewe. And the 
photography cred-
its, you ask? Well 
come now, put two 
and two together 
here, and who is the 
ex of Kate Moss? 
Mario Sorrenti, of 
course. It ain't over 
till it's over? My 
sentiment precisely. 

I 'll never be 18 again with short hair 
and no eyebrows, running around 
with all my friends when we just 

started," says Amber Valletta. "That time 
in my life I can never get back and I loved 
it. It was so carefree and we didn't know 
about the business. It was a beautiful 
time." Yeah, yeah, so now she's 24 and 
still just as popular, and as jealousy tends 
to appear more than compassion from 
female followers contemplating this 
model's situation, let's take a moment to 
investigate her impact upon the music 
industry. Although Montreal gang Bran 
Van 3000 aren't prepared to confirm any-
thing just yet, track number 15, Super-
model," on their album titled Glee, tells 
the tale of a lass named Amber who is 
raised in a small country town (much like 
Miss Valletta herself), started waitressing 
and then went on to become a famous face 
for her natural beauty. A mere coincidence? 
We seriously doubt it. 

R eaders are strictly advised to take this 
one with a pinch of salt and a gener-
ous dose of humor. Grapevines con-

tinue to rattle and roll weeks after the  Pret-a-
Porter collections in Paris, following a visit 
from Hussein Chalayan, who apparently sent a 
few shockwaves through the modeling indus-
try here after visiting a showroom and discov-
ering which mannequins had been hired to 
model his collection. The designer himself, 
who is notorious for being politically 
correct and seriously business-minded - 
one tough cookie so to speak - caused 
one model in particular to break down 
in tears after telling her she was "too 
ugly, her hips were too small, her torso 
was too short and all of her measure-
ments were altogether inappropriate for 
modeling his creations." Whoever the 
mannequin was, c'est la vie, darlin', 
welcome to the wonderful world of 
fashion. 

A ustralia, the land otherwise 
referred to as "paradise" (and 
rightly so) has more in connection 

with England than you think. It's not only a 
fifth continent as well as a country belonging 
to the Commonwealth, it has a recently re-
leased agreement with designers and actresses 
- or rather one would think so. Performers 
from Oz have always been available to offer a 
helping hand and show their support; Nicole 
Kidman's loyalty for John Galliano/Christian 
Dior creations in the past have never been a 
well-kept secret, and then there's Cate 

Blanchett, this year's Golden 
Globe and Oscar nominee 
who has taken a liking to the 
troupe of creators on the 
other side of the ocean. Not 
only did Blanchett don one 
of John Galliano's designs 
for the official Oscar cere-
mony, she was spotted front 
and center looking perfectly 
pure at Nicole Farhi's Lon-
don presentation earlier in 
the year. Dressed in one of 
the designers Sheepskin 
coats and a pair of jeans, the 
actress apparently took an 
immediate liking to Farhi's 
collection of bulky cardi-
gans, neat jackets, printed 
knee-length skirts and tai-

lored trousers. Inciden-
tally, Farhi's very first 
flagship store is set to 
open in four 

I n the mood for a 
Wednesday after-
noon stereotypical 

disaster? We all know 
the name Helena Chris-
tensen - supermodel, 
star-lover, hippie chick, 
crystal-eyed beauty - 
you name it, she is it. 
Not only an icon within 

the modeling industry over the 
past ten years, she's currently 
assuring critiques that she's got 
the beauty and the brains to go 
with it. Enjoying a well-
deserved semi-retirement from 
posing in front of the camera, 
she has now taken to establish-
ing her career as a professional 
photographer as well as ex-
pressing her creative talents at 
Nylon magazine in America 

where she is the newly 
appointed creative di-
rector. 

E xotic fabrics, 
lean silhouettes, 
tailored cuts 

and romantic textures 
have always been asso-
ciated with Romeo 
Gigli designs. However, 
the Italian label has 

(Continued on page 9) 
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unfortunately adapted to a meditative mood 
over the past few seasons. Now that the com-
pany has begun to rebuild its business strategy 
thanks to new ownership, playing a part in the 
infrastructure is the replacement of the label's 
former "sport" collection with a Jeans line 
named simply, Gigli Jeans. The twenty-piece 
collection consists of a blue, green and  yellow 
color combination alongside five pocket jeans, 
jackets and accessories. Exclusively available 
for the moment in its Milan boutique located 
along Via Della Spiga, the range of stretch 
cottons, light weight 
denim and silk shan-
tung are set to expand 
across other parts of 
Europe and America 
early next year. 

H ow does this 
sound for 
humorous? 

When a customer has a 
recurring problem with 
a pair of trousers from a 
men's wear collection, 
what does he do? Grin 
and bear it? No. He 
takes initiative and per-
sonally puts in a call to 
the designer himself to 
find a solution to the 
ongoing annoyance. In 
this case, the designer 
being Martin Margiela 
and the client, well, let's just incorporate dis-
cretion here and just stick to him being "a 
client," shall we? The trousers, a piece from 
the "0-10 Margiela men's wear range" were a 
basic flat fronted trouser cut from the finest 
quality white cotton, however the problem was 
that the pocket side seam attached at the side 
of the pants continually kept coming un-
stitched. The solution? As Margiela reportedly 
puts it: "It's easy, you take a few nails and a 
hammer and keep pounding at the two seams 
until they stick." Now, why didn't we think of 
that? 

L ondon may have experienced a rela-
tively shock-free season back in Feb-
ruary when the collections appeared 

about as drizzly as the weather, but one excep-
tion in this case was the almighty Matthew 
Williamson and his super savvy range of 
women's wear. And it's no surprise that the 
designer remained one of the few to pull in a 
cast of supes ranging from Amber Valetta to 
Jodie Kidd and Naomi Campbell; with a vi-
brant color palette featuring his trademark 
beading, not to mention embroidery and fring-
ing in both feathers and leather, not even the 
most accomplished grandmother could have 
created finer masterpieces with her own needle 

and thread. Christened the "Glomad" collec-
tion, ethnic inspirations were an obvious cata-
lyst throughout the range consisting of prints 
aplenty and some luxurious looking satin 
drawstring ankle-length jackets. Gimme 
gimme! 

J il Sander has her eyes on a male market. 
Now that the new Sander for Men fra-
grance is all set for a late June launch, 

the majority of Sander fans wearing the men's 
wear line ever since it was conceived over five 
seasons ago have no excuse for dressing well 
and smelling like a repellant. Jacques Caval-
lier, the man with one of the most powerful 
noses in the business developed the scent from  
a captivating blend of Brazilian mint and 
woody cedar spice. And then there's the bottle. 
Designed by Fabien Baron (of Harper's Bazaar 
layout fame) who also claimed fame for the 

other Sander scent, Jil for Women, 
the transparent compact glass 
bottle tilts on an angle contrasting 
against a matte gray cap. 

O kay, so jean jackets have 
never been declared as a 
successful fashion state-

ment (unless, of course, it's a dark 
denim Levi's style worn with 
something exceptionally funky), 

but when your name is Martin Margiela and 
you start releasing a heap of them cut from 
scarlet red cotton and charging close to $300 a 
piece, a level-headed fashion journalist really 
has to wonder what's going on in this world. 
Playing a major part in the  designer's new 
Group 6 line, the cuffed and incredibly crude 
creations also come with, wait for it, matching 
pants cut from the same shiny fabric but in 
black, which is proof in the pudding here that 
not every creator in this world gets it right 
every time. Time for a holiday maybe, Martin? 

T here's no doubt about it, Michael Kors 
is definitely the man of the moment. 
Now that the creative director of Ce-

line's ready-to-wear line and his efforts are 
being seriously acknowledged as well as 
bumping up clientele expansion, there couldn't 
be a better time to start concentrating on bring-
ing accessories back into the limelight. Dating 
back to the days of its conception, Celine 
handbags and footwear were historically the 
core of 
the business, so exactly who is behind this 
fall's utterly luxe line? Robert Page for one (of 
Loewe fame), who's created a six-piece series 
of bags in buffalo-plaid cashmere, rabbit fur 
and alligator trimmings. If you can success-
fully stomach that selection of coverings then 
Laura Santisi's shoe designs cut from napa 
suede, polished calf, rabbit fur and pony skin, 
all embellished with the Celine logo shouldn't 
pose as too much of a problem either. Still on 
the Kors tip, and this man surely must be one 

of the most content professionals in the indus-
try for the time being. Not only was he voted 
CFDA's Women's Wear Designer of the Year 
for 1999, but over in Paris LVMH has recently 
purchased a one-third stake in his private busi-
ness enabling  the Michael Kors line to con-
tinue producing super-savvy creations without 

a nervous breakdown behind the 
scenes. With this year's rise to 
meteoric  heights, it's no wonder 
the designer recently declared "I 
wake up in the morning longing 
for chicken satay. It's the most 

deli-
cious 

thing." Let's face it, when life is looking this 
good for you, who needs fresh fruit and yogurt 
to start the day?  

(Continued from page 8) 
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aveena Group of companies is 
one of the largest exporters of 
Textile products from Pakistan. 
Established in 1967 the group 
originated from the business of 

embroidery and dyeing activities. Under the 

dynamic leadership of it’s directors and dedi-
cated efforts of a work force of over 2000 
employees, the company has experienced ex-
ponential growth. Today, the group comprises 
of three independent and modern units.  
Naveena Karachi – established in 1989, a 
complete vertical knitted garment division 
spread over an area of 100,000 square feet. 
Sakina Faisalabad – built in 1991, a facility of 
woven equipped with complete processing 
from yarn to fabric and  Naveena Lahore – 
incorporated in 1995 a complete vertical yarn-
dyeing unit with a covered area of 70,000 
square feet. 
The key attributes to the group’s success is it’s 
principal of meeting international standards of 
quality and schedule. The strong belief in pro-
viding quality products and service to the 
changing global market has earned Naveena 
valuable trust and continued support from its 
customers. 
Although Naveena Group has come a long 
way from its modest beginnings, it is con-
stantly in search for new challenges. The 
group’s future philosophy includes diversifica-

tion into new frontiers of ever changing textile 
industry.  
Achievements  
The Group has received mertit and perform-
ance awards from the Government of Pakistan 
for the past many years. 
Naveena Lahore, incorporated in 1995 has 
reached a significant milestone in a short span 
of time. The combination of over 500 highly 
skilled and professional work force and latest 
European and Japanese machinery for dyeing, 
compacting, drying, finishing, and stitching 
has enabled Naveena to carve a niche for itself 
in the fashion industry. With a production 
capacity of about 1.2 million yarn dyed gar-
ments annually, Naveena Lahore has proved 
itself to be a market leader. 
Today, through the efforts of an excellent team 
of marketing and service professionals, the 
two units are exporting to renowned buyers 
like Chaps Ralph Lauren, Calvin Klein, 
Hagger, Arrow, Duckhead and many other 
fashion houses.  
 
Source—Merchandising department, Naveena 

Knits Lahore. 

Cover story – Naveena Exports 

N a v e e n a  E x p o r t s ,  W e  H a v e  C o m e  a  L o n g  W a y …  

T h e  k n i t - x t y l e  f a s h i o n  r e v i e w  

oming to terms with the 
death of a loved one, di-
vorce, illness or loss of a 
job is always painful. Yet, 
some individuals move 
through such transitions 

gracefully. What do these masters of 
change have going for them?  
 
 Optimism pays – a poplar miscon-

ception is that an optimist is naïve, 
but it’s the pessimist who’s the 
lousy coper, the one blinded by a 
negative attitude to viable solu-
tions. The optimist is happier, 
healthier, and a better problem 
solver. He says, I am going to han-
dle this. Optimists believe that 
things will improve, so they behave 
accordingly. These people turn 
whatever situation they’re in to 
their advantage.  

 
 One step at a time – of course, 

some situations are so terrible that 
it’s difficult to view them optimisti-
cally or put a good face on them. What do 

you do then? 
Live one day at  
a time. No five 
year plan, or 
one-year plan, 
just a plan for 
each day. This 
approach keeps 
us from being 
overwhelmed by 
the ‘big picture’. 
Breaking things 
down into seg-
ments as little as 
15 minutes 
builds a history 
of coping that 
supports us. The 
question be-

comes not ‘how can I get along for the rest 

of my life?’ but ‘how can I get along for the 
next 15 minutes?’ this encourages people to 
stop worrying and start working. 
 Keep the faith – resilience reminds us that 

there can be a design for our lives that we 
may not  fully grasp but that we can live up 
to if we move with events as they evolve. 

 
 Take stock -  being hopeful doesn’t mean 

being blind. Success in coping depends on 
accurately analyzing the situation. Take 
inventory of your assets. In a crisis the prac-
tical role of money is overlooked. Money is 
extremely important in difficult circum-
stances. It increases your options.  

 
 Take action -  it’s not the commitment to a 

particular strategy that makes the differ-
ence; it’s the commitment to mobilizing 

your resources, to trying new things. 
 
Not everyone benefits from every 
crisis, but many who go through the 
toughening experience of change 
successfully emerge better prepared 
to meet whatever challenges come 

their way.   

H o w  t o  c o p e  w i t h  c r i s i s  

Five tips for surviving a  
wrenching change in your life…. 



Pssst…so did you hear the latest-huh?  
The guy with the power complex, you know 
his royal crankiness one-day said to one La-
hore vendor (I won’t name names!). “If you 
want us to place orders with you guys. Kick 
out Warnaco!” the poor vendor didn’t know 
what to say so he didn’t say anything. No 
wonder I fondly call him Napoleon II and 
that’s not because of his size! You know 
what? When he was living in Karachi working 
for this factory, he used to live somewhere 
near Clifton. Well, the factory had given him a 
brand new car for his very own. One day when 
he got ready for work, his brand new car was 
resting on bricks. Somebody had stolen all his 
four tires! Boy, that was some “revenge of the 
nerds.” Yeah! (-; Arif Noor (AMC) nowadays 
is over-worked. He desperately wants to go on 
a vacation – you know England. His friends 
have stopped believing that he’ll ever go 
though…they keep telling him, “call us when 
you board the plane and we’ll believe you!”  
So he did exactly that while boarding the plane 
from Islamabad. AMC has hired some new 
people. Nasir Nauman (Senior Merchandiser 
at MFW) has joined them. He is working very 
hard at being one of the boys in an all girl 
team. Ali Qasim is doing well – he recently 
got a promotion.   AMC has loads of quantities 
to place…wow! (I wonder  what’s the story on 
the Nina bed-sheets?) Finally, his royal cranki-
ness has become king of all he surveys. Keep 
up the good work@!%! 
Well, now for some real hot news. Muham-
mad Murtaza (Style Enterprises) has joined 
Naveena Knits – Lahore. Sajjad (x-G.M.) has 
gone back to Karachi- Naveena. Wajid is mov-
ing to Canada. Sameena Rashid has replaced 
him. AMC has placed some  huge orders with 
Naveena despite Edison Brothers filing chap-
ter 11. Hmmmm.  
Levi’s has some big woven quantities in Kara-
chi I hear though they have closed down their 
Karachi office. Habib (their guy stationed at 
Karachi) has moved to Bangladesh. Tamseel 
has left Levi’s. There was some major down-
sizing everywhere. The local office had to let 
go of some TOE people also. (How sad.) Ba-
bar Rafiq has become the VP. Congrats! Way 

to go. Everybody keeps asking me if Levi’s is 
through here or what? Well, not by a long 
shot. But you know what I think - they need to 
hire some young blood, especially in their 
design department at San Frisco. Who do they 
think is their target market anyway? Grand 
parents & people past mid-life crisis- proba-
bly. Well, enough already. 
Speaking of Karachi, I keep hearing the name 
Hong Kong Associates a lot. They are placing 
a lot of woven orders but nobody can beat 
Wal-Mart. They are awesome! They have the 
biggest market share in Karachi apparel busi-
ness, every second or third vendor is doing 
business with them. Dayton Hudson Corpora-
tion (Target and Mervyns), J.C. Penney, The 
Gap, and few other buyers are pretty strong 
also but mostly through importers. Givenchy 
is also doing business in Karachi. They have a 
licensee. Like wow you know!  
MFW is another low profile buyer. They have 
their own sampling facility where they do their 
product development to bag orders. Talk about 
organized. I wouldn’t trust vendors here for 
marketing. Good thinking. I hear Harley 
Davidson and Donna Karen orders are in the 
pipeline.  
Nudah (Cotton Connection) went to Singapore 
on an official visit. For that matter, Shireen 
Shafiq (Tommy Jeans- Nabila-ABS group), 
Khuram Qaiser (Colby International) and 
Salahuddin Furrukh (Bobby) Warnaco, went 
on a trip to the orient for spring 2000 meet-
ings. Things are picking up. Quota  cat 339 is 
one hot category this year. 347 is another one. 
338 is down right now, but it will pick up end 
of this year ‘coz the rest of the world’s quota 
utilization will slow-down. Business is coming 
back. Yeah! 
Nadir (Dynasty) has joined Indus Apparel. 
Atif Riaz has left Colby to start his own busi-
ness. Azhar Farooq is another one who has left 
Colby to open up his own operation by the 
name of Quaprit. He is on the first floor of 
Center-point. He is placing huge quantities in 
Lahore and Karachi. Baby Pardo has moved to 
Gap Dubai. She is doing well. Business is 
growing for the Gap in the Middle East. They 
have heavy bookings for bottoms over there. 

The prices are out of this world too. I wonder, 
why can’t we do those programs? Our quality 
is not half -bad, our quota is cheaper and we 
can make some mean jeans too. Well, that’s a 
hint for you woven guys out there…think 
about it. In another news Sohail Mahmood has 
joined Soft-knit since Tanya Textiles has 
closed down their Lahore operations and has 
moved back to Karachi. Naufal is doing really 
well I hear. He has his own buying house. 
Where do they find them? His placements at 
Combined fabrics number in hundred thou-
sand pieces. Hmm. Gemini Resources are 
doing well also. Rumor has it, that Azfar Has-
san may move to Dubai, he is looking for a 
factory in the middle east.  
Waseem Kamran (Nabila-ITS) had a daughter 
just recently. Congrats! Talking of the baby 
boom…a lot of people are expecting to add 
their bit to the population explosion. Kehke-
shan and Raza are expecting their first child. 
Aynur (Highnoon) is also expecting her first-
born. Saiqa Butt and Raza Baig are expecting 
their first child also. 
Terms of engagements seems a pretty hot 
issue…In a burst of campus activism (USA), 
college students around the country are staging 
sit-ins and other protests in hopes of ending 
"poor and inhumane" working conditions at 
factories licensed to produce clothing bearing 
their school names. Student activists say they 
are "actively" negotiating with school admin-
istrators over apparel-licensing provisions that 
include "livable"  wages, protection against 
child labor and sexual harassment, and meas-
ures permitting factory workers to unionize. In 
the past several years, public awareness on 
sweatshops has spurred student activists who 
say they are motivated by the desire to uphold 
a truly "global economy" in which factory 
workers have fair and safe conditions. Talk 
about major investment for the “poor” indus-
trialists in our part of the world!  

F O R  A D U L T S  O N L Y … .  
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men to protect their buyers’ interests. Vendors 
have to look out for their buyer’s interest too. 
For buyers it won’t be viable to do business 
with only 2-3 vendors…agents play an essen-
tial role in selection of vendors. Blind expan-

sion doesn’t work. You have to plan every-
thing –you take your buyers into confidence 
when you plan expansion they will come up 
with better ideas. Market focus expansion 
works only when you plan…ISO-9000 was 
another step. We keep reviewing the system. 
Just to improve our selves. Europeans are 
more conscious. USA is not particular. It has 
improved systems. End of the day you know 
where you stand. It’s useful only if you want 

to improve things consistently. Everyone has 
conventional machines- the difference is peo-
ple/management. Good people make the dif-
ference. Execution and honest commitment is 
the key. Deliver whatever you commit. Al-
ways think long-term and stay customer fo-
cused. Reward your people for hard work. 
You can’t go wrong.”  

(Continued from page 5) 
 
HONEST COMMITMENT IS 
THE KEY... 



Music 
The MTV Asia Hit-list : April 26, 1999 
 

Title   Artist 
 Maria   Blondie 
 That Don't Impress Me Much Shania 

Twain 
 Pretty Fly (For A White Guy )  Offspring 
 As   George Michael Feat.Mary J. Blige 
 Baby One More Time  Britney Spears 
 You Get What You Give  New Radicals 
 Nothing Really Matters  Madonna 
 Written In the Stars  Elton John/Leann Rimes 
 Wish I Could Fly  Roxette 
 Promises  The Cranberries 
 Livin' La Vida Loca  Ricky Martin 
 The Hardest Thing  98 Degrees 
 I Still Believe  Mariah Carey 
 Strong  Robbie Williams 
 Tender  Blur 
 Honey To The B  Billie 
 Every Morning  Sugar Ray 
 It's Not Right But It's Ok   Whitney Houston 
 Sober  Jennifer Paige 
 When The Going Gets Tough...  Boyzone 

BOOKS  
IF 

I f you can keep your head when all about 
you 
Are losing theirs and blaming it on you; 

If you can trust yourself when all men doubt you, 
But make allowances for their doubting too; 
If you can wait and not be tired by waiting, 
Or being lied about, don’t deal in lies, 
Or being hated don’t give way to hating, 
And yet don’t look too good, not talk too wise; 
 
If you can dream and not make dreams your master; 
If you can think and not make thoughts your aim; 
If you can meet with triumph and disaster 
And treat those two imposters just the same; 
If you can bear to hear the truth you’ve spoken  
Twisted by knaves to make a trap for fools, 
Or watch the things you gave your life to, broken, 
And stoop and build ‘em up with worn out tools: 
 
If you can make one heap of all your winnings 
And it on one turn of pitch and toss, 
And lose, and start again at your beginnings 
And never breathe a word about your loss; 
If you can force your heart and nerve and sinew 
To serve your turn long after they are gone, 
And so hold on when there is nothing in you 
Except the will which says to them : “Hold on!” 
 
If you can talk with crowds and keep your virtue, 
Or walk with Kings not lose the common touch, 
If neither foes nor loving friends can hurt you,  
If all men count with you, but none too much; 
If you can fill the unforgiving minute 
With sixty seconds’ worth of distance run, 
Yours is the Earth and everything that’s in it, 
And, which is more, you’ll be a man, my son. 
 
Rudyard Kipling (1865-1936) 

TKFR EXTRA. TKFR EXTRA. TKFR EXTRA. TKFR EXTRA. TKFR EXTRA. TKFR EXTRA. 

Movies 
 May 7th ‘99 – "The Mummy", a special effects-laden remake of the 1932  horror classic, 
scared up the biggest opening weekend of the year with a 
haul of $44.7 million, according to studio estimates issued 
Sunday. 
The previous 1999 record was $27.8 million held by "The   
Matrix" since last month. "The Mummy" is also the best 
May non- holiday opening ever, said a spokesman for the 
film's distributor, Universal Pictures. It played on 3,210 
screens and  averaged a stunning $13,920 per screen. Bren-
dan Fraser stars in the $80 million update, playing an Egyp-
tologist who awakens and boldly battles the cursed 
mummy. But instead of Boris Karloff staggering around 
draped in bandages, the villain is purely a creation of the 
film's special effects wizards. 
Slipping to No. 2 in its second weekend was "Entrapment", 
starring Sean Connery and Catherine Zeta-Jones. The heist 
thriller earned about $12.2 million, bringing its 10-day haul 
to $38.4 million, Twentieth Century Fox said. Warner 
Bros.' "The Matrix" also fell one place, to No. 3, with $6 
million. After 40 days in release, the sci-fi extravaganza has 
earned $138.7 million. Universal's prison comedy "Life" 
was No. 4, also down one, with $3.6 million, bringing its 24-day total to $51.4 million.  
The high school satire "Election", starring Matthew Broderick and Reese Witherspoon, en-
tered the top 10 at No. 5 after two weekends in limited release. The film earned $3.3 million 
from  823 screens, a boost from 14 screens last weekend when it ranked No. 26. After 17 
days, the low-budget Paramount Pictures film has earned $3.9 million. Source: Reuters  
 
• The Mummy 
• Entrapment 
• The Matrix 
• Life 
• Election 
• Never Been Kissed 
• Analyze This 
• 10 Things I Hate About You 
• Cookie's Fortune 
• Shakespeare in Love 

ANOUNCEMENTS 
A brand new sweater  

factory in town – Textilion 
Lahore, April 18th – Textilion is a new vertical sweater unit in town. It is 
supposed to be the biggest and the most well equipped (flat knitting) con-
cern in Pakistan. The infant Textilion has the production capacity of 30,000 
finished garments per month in 3, 5 and 7 gauges. According to them, 
literally, any fabric construction is possible on all the available machines 
with any garment style, basic or fancy. The management anticipates a 
healthy and steady growth as they also have a liaison office in London.  
 

Eastern—ISO-9000 certified! 
Eastern Garments  joins the ranks of ISO-9000 companies this May.   
 

Employee of the year award! 
Lahore—Hammad  Latif of Klass Textiles won the employee of the year 
award for the second year running—That’s some achievement especially 
since  he  works in  the merchandising department!  


