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The fiber brand for natural softness

Like no other fiber, Lenzing Modal® stands for pure luxury and absolute softness next to the skin. The fiber is made of beech 
wood which means it is 100% from Nature. Even after repeated washing, Lenzing Modal® remains wonderfully soft, absorbent 
and brightly colored. 

www.lenzing.com/modal
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Visit the Lenzing Pavilion and 
the Lenzing Booth PH11
Oct 10th - 12th at 
California Market Center
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TExTILE TRENdS

Trend Spotting at 
Première Vision
Location: Paris
Show dates: Sept. 20–22, 2011
Market: Fashion and performance fabrics
Season: Autumn/Winter ’12/’13
Focus: International
Attendees: 700+ exhibitors
Who should visit: Buyers in search of a vast range of 
fashion and performance fabrics.

Paisley
Paisley prints were bright 
and bold with ornate leafy 
graphics and intricate jewel-
like colors. Repeated motifs 
were seen alongside geometric 
designs offering a classic 
art deco aesthetic. Soft pink 
was prevalent throughout 
and was teamed with pale 
greens for a contrasting look. 
Contemporary options were 
popular, overlaid onto dogtooth 
and striped prints.

Textured Leather
Textured leather was popular 
for Autumn/Winter ’12/’13 and 
was seen quilted with stitched 
detailing, laser-cut in sweeping 
lines and as embossed repeat 
bubbles. Ruffled leather 
textures were noted while a 
gloss finish was seen on a 
design by Kotai Tannery, and a 
subtle glitter finish was added 
to a design by Fedi Silvano 
Leather.

Woven Woolens
Woven wools with a 
multi-strands mixture of 
complementary and contrasting 
colored yarns were popular. 
Seen in tight weaves and in 
bouclè styles, they are ideal for 
heavy suiting, and with flecks 
of shine and rich colorways 
they provide a sumptuous and 
quality look and feel. Simple 
repeat motifs were noted 
alongside cross-woven colors. 
Variations of depth in dogtooth 
patterns were prevalent for the 
Autumn/Winter ’12/’13 season. 

Argommenti Tessili

AF Di Albarello Ferdinando

ATT Concorde

Bopell

Lanerie Grosber

Deniertex

Colortex

Lanificio De Sordevolo

Milano Moda

Lanificio Moessmer

Tekstini

Kotal Tannery

Linton Tweeds

Italconcia

Malhia Kent

Shine On, Specialist 
Fabrics
Subtle and high-shine fabrics 
and embellishments were seen 
on synthetics, jersey knitwear, 
viscose and silk mixes, 
providing a range of looks. 
From glamorously classic in 
muted gold and cream, seen 
at Ratti Donna, or black and 
silver at Bischoff Textil, right 
through to heavy and bold, as 
seen on a super-glossy design 
by Miroglio Textile, shine 
effects were truly eclectic and 
hugely popular for Autumn/
Winter ’12/’13.

Abert Guegain Broderies Bischoff Textile Cavelleri Miroglio Textile

Vintage Inspired
Vintage-inspired prints were 
busy with multilayered 
designs prevalent. An Oriental 
and a rural 19th-century 
romanticism theme were both 
noted for Autumn/Winter 
’12/’13 and were spotted on 
designs by KBC and Obradors, 
respectively. Photo-print 
graphics and illustrative 
designs were seen in neutral 
tones with an early-20th-
century vibe felt on designs by 
Friulprint.

Friulprint Friulprint KBC Obradors Sfate & Combier

Classical Floral
Classical florals were popular 
and reminiscent of 18th- 
and 19th-century artwork. 
Renaissance styles and 
Oriental patterns remained key 
and appeared in a painterly 
style. Busy designs were 
multilayered with decorative 
filigree designs overlaid or 
seen alongside bold florals. 
Colors were rich in deep aqua 
and green tones, offering a 
sumptuous autumnal vibe.

Miroglio Textile Adalberto Pinot De Silva TGM International

There’s more
 on ApparelNews.net

Sungmin
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Internationally 

acclaimed for its 

Pima cotton and 

alpaca fibers, Peru 

produces high-end 

products fit for

Internationally acclaimed 
for its Pima cotton and 

alpaca fibers, Peru produces 
high-end products fit for

The skilled artisans of the pre-Inca and Incan cultures did not have to worry about 
production schedules and delivery times to clients around the globe. Today’s Peruvian 
textile industry has kept its key position through the strength of its infrastructure. It long 
ago committed to extensive training and cultivation of a first-rate skilled labor force and 
the construction of state-of-the-art factories. These two assets give the textile industry the 
ability both to function at high efficiency and to adapt and react quickly to the changing 
needs of its client base. Peruvian manufacturers offer custom-made goods with flexibility 
on minimums, short lead times, and exclusivity without large commitments.

   
Cotton Is King

Peru’s cotton industry is one of its oldest—cotton bolls have been found dating back 
to 4200 b.c.—and it is a linchpin of Peru’s economy. High-end apparel has long beaten a 
path to Peru’s door for its silky long-staple Pima cotton, which knits into luxury fabrics 
of amazing softness. There are other fine cottons as well—long-staple Tanguis, which has 
exceptional capacity for whitening and tint absorption, and Cerro, a long-staple cotton 
whose inherent whiteness requires fewer chemicals in processing.

It was Pima cotton, however, that drew the Giorgio Armani label to Cotton Project, a 
mid-size company located in Lima, 10 years ago. Today, “Armani named us the no. 1 sup-
plier in the world for knit products for them,” says commercial manager Pedro Verdeguer 
proudly. “We made an alliance with them, and we have worked to develop the finishing 
and quality they requested.”

  Cotton Project is a good example of the direction Peru’s cotton industry is going. It 
is vertically integrated from fabric knitting to finish embroidery, with only dyeing out-
sourced. It can also respond quickly to market demands, which Verdeguer believes is the 

Dressing the Gods

Exceptional garments are made with the world’s best 
cotton—Peru’s Pima.

WWhen a country’s weaving and textile tradition goes back two millennia, and when those wo-
ven goods and textiles are renowned worldwide for their fine quality, it may be tempting for 
an industry to sit back on its laurels. Far from it, in the case of Peru. Ever conscious of its heri-
tage, the Peruvian textile industry has its eye focused unwaveringly on the future. Acclaimed 
internationally for its high-end Pima cotton and alpaca fibers, the industry continues to push 
forward in development of new technologies, selective breeding science, and cutting-edge pro-
duction and delivery systems to maintain its premier position in world markets. 

PeruModa fpx2 093011.indd   4 9/28/11   5:15:13 PM



wave of the future. Free-trade agreements with 
the United States, Canada, and the European 
Union have paved the way to increased busi-
ness, but that is just the start. 

“Things have changed a lot in Peru,” Ver-
deguer explains. “Most of the exporters in the 
past always wanted to do a few colors and a few 
styles and big volumes. Now the demands are 
changing. You have to be vertical, do small or-
ders with many different styles and colors—very 
versatile. That is the portion of the industry that 
is growing in Peru, and it is also converting into 
one of the strengths of the country.” 

Juan Miguel Raffo, president and owner 
of the textile garment production and export 
agency Thimble Sourcing, also headquartered in 
Lima, concurs. Third-generation in the textile 
business, Raffo sees intensified interest in Peru-
vian Pima and blend products. “We have shorter 
lead times, so buyers can make a decision at a 
later date, not 120 days out, when they can see 
what’s trending and selling, and that translates 

into better margins,” Raffo says. 
“We are also in a position to do shorter runs. 

Reorders can be placed with 45-day lead times, 
and shipments can be on the West Coast in 
seven days.” Thimble Sourcing serves as agents 
for brands Burberry, Abercrombie + Fitch, Polo 
Ralph Lauren, Bobby Jones, and LaCoste. 

Fit for the Gods
The alpaca has come to symbolize the Peru-

vian fiber industry, and it is easy to understand 
why. The wool from the thick, wavy coats of 
this Camelid family member has been highly 
prized since pre-Columbian days, when these 
gentle animals were first domesticated. The an-
cient Peruvians considered alpaca fiber fit for 
the gods, and only the highest nobility were al-
lowed to wear clothing woven from alpaca. To-
day, alpaca competes only with cashmere and 
mohair in the luxury-fiber niche. 

About 80 percent of alpaca production is 
concentrated in Peru, mainly in the vertiginous 
altiplano area these nimble-footed animals pre-
fer. It is an area that the Michell Group knows 
well. The company has been working with al-
paca and alpaca ranchers for 80 years. Michell, 
now a fully vertically integrated entity, took 
the lead in modernizing the ancient practices 
of breeding and producing fine yarn and fabric. 
Today, at their Mallkini Ranch at about 15,000 
feet high in the Peruvian mountains, they main-
tain the largest private genetic research and 
breeding center in Peru.  

The true challenge for Peru’s alpaca indus-
try is to get the word out. “It is still a material 
that not a big percentage of consumers know 
about,” says Cesar Linarez, general manager of 
MFH Knits, Michell Group’s finished products 
division. “People still consider it an exotic fiber, 
and it is still not as common as cashmere and 
merino. But designers know about alpaca and its 
qualities. Softness is one. Durability is the oth-
er. It has great thermic capacity because the hair 
fiber has a hole in it filled with air that makes 
for superb insulation. It has great resistance to 
pilling, which is very good for wearability.” 

Linarez’s division travels the world to tex-
tile, fiber, and fashion shows to showcase its 
products and have seen 25 percent to 30 per-
cent growth in business some years. “We try to 
offer every year new things,” Linarez says. “We 
have to be creative, new fabrics, new blends, 
new textures. We are doing brushed finishes, 
garment dyeing, printing. We are trying to show 
that we do fashion things, not only rustic, tradi-
tional products. When people see a very sophis-
ticated alpaca sweater, very soft, very clean, it is 
a very different concept.” 

Peru’s creative textile tradition—the cotton 
and unique animal fibers, exquisite patterning, 
and brilliant use of color that have been its hall-
mark for 2,000 years—translates not only into 
extraordinary garments but also into new indus-
trially produced natural yarns and fabrics that 
also offer modern synthetic blends without los-
ing any of the handcrafted feel Peruvian textiles 
are known for. This synthesis of new and old has 
made Peru a leader in today’s world of fashion. 

Peru has a vertically integrated apparel industry: 
cotton, yarn, weaving, and finished garment all under 
one roof.

Peru adheres to Worldwide Responsible Accredited 
Production (WRAP) standards in its apparel manufacturing.

Alpacas live in a very cold, dry climate, which produces 
a coat seven times warmer and four times stronger 
than wool.   

Advertisement

The Peruvian textile industry 
works hand-in-hand with 
the strong grassroots base of 
farmers and ranchers whose 
work is, and has always been, 
its foundation. This partnership 
has made it possible for Peru to 
meet the highest international 
labor standards while 
maintaining strict compliance 
with Peru’s social responsibility 
demands as well as those of the 
countries it services.

PeruModa fpx2 093011.indd   5 9/28/11   5:16:11 PM
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Triple Textile #L-584-N Avid Ink #A146026 “Patterns Chevrons” Avid Ink #A145551 “Shape Straight”

MJ Textile Inc. #MJ201-TY-18424

Cinergy Textiles Inc. #Missoni-PMK629 
“Missoni Knit”

Cinergy Textiles Inc. #Knit-12590 “Missoni 
Jacquard”

Robert Kaufman Fabrics #ABX-110902-
238 “Garden”

Missoni-Minded
Blame it on Target and its sold-out capsule 
collection by Italian knit house Missoni. With 
zig-zag knits and printed chevrons in lush color 
palettes, textile designers are offering fresh takes 
on classic Missoni-style patterns. 

Hoferhecht Stickereien #30208.U Taiana Blu #DomexQ270001 Philips-Boyne Corp. #SUP0000FUC

Textile Secrets International Inc. 
#SIC/198-C “Feather Me”

Pine Crest Fabrics #RTP043 C1

MJ Textile Inc. #MJ201-TY-18428

Triple Textile L-588-V

Robert Kaufman Fabrics @ARZ-11909-262 
“Bubble Gum”

Triple Textile #N0204-L

What’s Hot Pink
With fuchsia, magenta and raspberry used as a base 
shade or an accent color, it’s what’s hot in pink. 

DIReCToRY: Avid Ink, (877) AVID-INK, www.avidink.com; Cinergy Textiles Inc., (213) 748-7762, www.cinergytextiles.com; Eco-Flax Inc., (714) 668-9985, www.ecoflax.com; Hoferhecht 
Stickereien, (213) 627-1185, www.jminternationalgroup.com; Junior Hagen Trimming Center, (213) 627-1185, www.jminternationalgroup.com; MJ Textile Inc., (213) 627-0034, www.
mjtextile.com; Philips-Boyne Corp., (415) 244-5841, www.philipsboyne.com; Pine Crest Fabrics, (800) 877-6487, www.pinecrestfabrics.com; Robert Kaufman Fabrics, (800) 877-2066, www.
robertkaufman.com; Taiana Blu, 39 031994411, www.taiana.it; Textile Secrets International Inc., (213) 623-4393, www.tsitextile.com; Triple Textile, (213) 629-4300, www.tripletextile.net; 
Ulisse, (310) 428-8138, wwwulissefashion.com

oN THe CoVeR:
Philips-Boyne Corp. #Y/
D0332NVY
Junior Hagen Trimming 
Center #B1682-3405
eco-Flax Inc. orchid/
orchid Plain
Ulisse #PA38929UA

tExtILE NOtES

Lenzing Introduces 
Modal Edelweiss 
Fiber 

Austrian fiber maker Lenzing has a new twist 
on its Modal fiber—an integrated supply chain 
and an eco-friendly chemical process derived from 
oxygen.

Lenzing Modal Edelweiss performs exactly like 
Lenzing’s Modal fiber and features the same soft-
ness and color brilliance as Modal. 

“The fiber-manufacturing plant in Lenzing, Aus-
tria, is the only one in the world which is fully in-
tegrated and has all of the production steps, from 
the pulp to the fiber, perfectly under control,” said 
Lenzing global marketing director Andreas Dorner. 
“Throughout the entire process, attention can be 
paid to environmental protection. The Edelweiss 
technology is based on a chemical process derived 
from oxygen, which is more eco-friendly than pre-
vious ones. Thus, Lenzing Modal Edelweiss is the 
only Modal fiber which satisfies the highest pos-
sible environmental standards.”

Initially, Edelweiss will be produced in limited 
quantities “for customers with special ecological 
requirements,” according to the company. 

Lenzing Modal Edelweiss is made from Austri-
an beechwood trees, which grow on marginal land 
and require no irrigation, fertilizers or pesticides, 
according to the company. In addition, beechwood 
trees are cultivated using rejuvenation, or pruning, 
so there is no need to reforest beechwood planta-
tions, according to Lenzing. 

More than half of the wood used at Lenzing’s 
facility in Austria comes from within the coun-
try, with the remaining coming from neighboring 
countries. According to the company, Lenzing 
only uses beechwood from forests “managed in 
compliance with sustainable-forestry legislation.” 

In addition, energy-conserving, carbon-neutral 
thermal processing techniques at the Lenzing pulp 
factory have made the facility a net-positive energy 
producer, supplying surplus energy to the entire 
Lenzing site. 

For more information about Lenzing’s Modal 
Edelweiss or other Lenzing products, visit www.
lenzing.com.—Alison A. Nieder 

Textile and knitwear design will be on display 
at the Fashion Institute of Design & Merchan-
dising student textile design exhibition, which 
runs Oct. 5–Dec. 16. 

The work of 17 students graduating from 
FIDM’s Textile and Fashion Knitwear Design pro-
gram is being featured. The work includes original 
textile design for fashion and home décor, includ-
ing knit apparel and fabrics with prints, surface 
design and computer-aided design.

The exhibition, located at the FIDM Museum 
Promenade Gallery on the third floor of the de-
sign school’s downtown Los Angeles campus, is 
free to the public. The gallery is open Monday to 
Saturday from 10 a.m. to 4 p.m. 

For more information, visit www.fidm.edu.
—A.A.N. 

FIDM Exhibition 
Highlights Textile 
Design
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We create the industry’s best yarns. Luxurious, 
innovative, sustainable and quick-to-market, 
our products don’t disappoint manufacturers 
or consumers. Add to that our partnerships 

and expertise throughout the supply chain and 
you’ll understand the Buhler advantage.

  

Buhler Quality Yarns Corp. 
1881 Athens Highway  
Jefferson, GA 30549   
t. 706.367.9834 
e. sales@buhleryarns.com

www.buhleryarns.com

COME JOIN US AT

LA TExTiLE 
OCTOBER 10–12    SUITE PH14

US Supima Cotton is superior 
in length, strength and fineness— 
forever achieving a high-quality 
product. Dedicated to conservation 
and carbon neutrality, it is preferred 
by luxury brands for its comfort  
and durability.

Lenzing MicroTencel® offers 
strength, softness and comfort. 
Made from FSC-certified pulp on a 
closed loop processor and certified 
by the Oeko-Tex® Standard 100, 
MicroTencel moves moisture and 
inhibits the bacterial growth.

Lenzing MicroModal® is the 
epitome of luxury and the ideal  
fiber for flexible, graceful clothing. 
Sustainable, biodegradable, and  
renewable, it remains soft and 
retains its brilliance even after  
repeated washing.

We are proudly 
certified by the 
Oeko-Tex  
Standard 100.

SUSTAINABLE 
PRODUCTS

QUALITY YARNS YIELD  
QUALITY FABRICS

MADE IN  
THE USA

SERvICE &  
LEADERSHIP

7489ad_CANFiber_Spread_03.indd   1 9/22/11   2:30 PM
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If all goes well, the pending free-trade agree-
ments with South Korea, Panama and Colom-
bia could be a done deal by Halloween.

A green light was given for the trade ac-
cords after a major battle between President 
Obama and Congress was resolved.

On Sept. 22, the Senate passed the Trade 
Adjustment Assistance amendment, which 
will fund training programs and give ex-
tended unemployment benefits to workers 
who lose their jobs due to free-trade pacts. 

Obama repeatedly said he would not 
introduce the three lingering free-trade 
agreements for congressional approval until 
money was found for the job-training pro-
gram, which expired in February. The Sen-
ate passed the job-training amendment after 
it was attached to a bill to renew the Gen-
eral System of Preferences program. The 
bill and its amendment passed on a 70–27 
bipartisan vote. The GSP is a program that 
gives 130 developing countries the ability to 
ship 4,800 products, mostly raw materials 
and components, to the United States with-
out paying duties.

Now the House of Representatives must 
approve the TAA amendment before the 
free-trade agreements are introduced for 
voting. Everyone is wondering when that 
will happen.

“The question still is a little bit about 
timing,” said Nate Herman, vice president 
of international trade for the American Ap-
parel & Footwear Association in Arling-
ton, Va. “We could have an approval in Oc-
tober before Halloween, but for sure it will 
get done by Thanksgiving.”

The question is when the Obama admin-
istration will choose to send the free-trade 
accords for approval. Will he wait for the 
House to approve the job-training program 
and then send the free-trade agreements for 
debate? Or will everything hit the House 
floor at the same time?

“Hopefully, the timing of that will be re-
solved next week,” Herman said. The House 
and the Senate are on recess from Sept. 26 to 
Oct. 2 for Rosh Hashanah. The Senate takes 
another break from Oct. 7 to Oct. 10 for Yom 
Kippur and Columbus Day, while the House 
is out between Oct. 17 and Oct. 20.

Despite these various holidays, Stepha-
nie Lester, vice president of international 
trade for the Retail Industry Leaders As-
sociation in Washington, D.C., expects the 
free-trade pacts to get swift passage. “My 
sense is it is going to happen in the next few 
weeks,” Lester said. “I expect the House to 
act very quickly to pass the free-trade agree-
ments and then send them to Obama for a 
signature.”

House Speaker John Boehner has said he 

will take up the TAA worker-training bill 
at the same time as the three trade treaties. 
Once the free-trade accords are introduced, 
Congress has 90 working days to approve 
the agreements on a yes-or-no vote. No 
amendments or adjustments can be made.

 
Fighting over money

The three free-trade agreements have 
been in limbo for years. They were nego-
tiated and signed during the administration 
of George W. Bush, who was a free-trade 
advocate. Under his watch, he championed 
a host of free-trade accords with Central 
America, Jordan, Morocco, Chile, Singa-
pore and Australia.

Obama came into office pushing for free 
trade to help boost the faltering economy 
and employ more people. But he was ada-
mant about saving TAA, a Kennedy-era 
program from 1962. President Kennedy said 
that when higher tariffs are avoided, “those 
injured by that competition should not be 
required to bear the full brunt of the impact. 
Rather, the burden of economic adjustment 
should be borne in part by the federal gov-
ernment.”

The $1 billion-a-year program expired in 
February, and cost-conscious Republicans 
had been reluctant to renew it. But a push 
by the Obama administration and compro-
mises to reduce the program’s cost led to the 
Senate vote.

Those compromises include reducing 
unemployment benefits from 156 weeks 
to 117 weeks, with an additional 13 weeks 
available under certain circumstances. 

The new package approved by the Sen-
ate will cost about $900 million over three 
years instead of $1 billion a year.

Free-trade benefits

The free-trade accord with South Ko-
rea is one of the United States’ most com-
mercially significant trade pacts in the last 
16 years. South Korea is the world’s 12th-
largest economy, and it is one of the eco-
nomic power engines in Asia with its huge 
automobile industries and shipbuilding. The 
country is also a major producer of tex-
tiles, electronics and steel. The U.S. Inter-
national Trade Commission estimates that 
U.S. exports to South Korea will grow by  
$10 billion a year after tariffs on 95 percent 
of goods are eliminated.

Colombia has the third-largest economy 
in Central and South America. A free-trade 
pact with that country will expand U.S. ex-
ports by $1.1 billion a year.

Exports to Panama would grow by mil-
lions of dollars with beef, pork and auto 
sales gaining a clear advantage. ●

SOuRCINg

tExtILE NOtES

By Deborah Belgum Senior Editor

The Last Push Is On for Three 
Free-Trade Agreements

Hyosung Opens Creora Facility in Brazil
Korean fiber producer Hyosung is claim-

ing the title “largest spandex producer in the 
world,” with the opening of its newest facil-
ity in Araquari, Brazil. 

Located in Brazil’s Santa Catarina region, 
the new facility recently began producing 
Hyosung’s Creora fiber. The company plans 
to eventually produce 150,000 tons of span-
dex fiber. 

“We are excited to begin production in 
our phase I, $100 million investment in Bra-
zil for 10,000 tons,” said Yun-Eun Whang, 
president of Hyosung’s spandex perfor-

mance unit. “Many Brazilian and South 
American brands and retailers require pro-
duction proximity for speed-to-market, so 
we are now better positioned to ensure fast 
delivery to these regions. We have plans for 
additional investment to achieve production 
of 150,000 tons total because we believe that 
demand for spandex will continue.” 

The new Brazilian facility joins Hyo-
sung’s existing Creora spandex plants in 
South Korea, China, Turkey and Vietnam.

For more information, visit www.hyosung.
com.—Alison A. Nieder

Cinergy Textiles Inc.

Tel. 213-748.4400  Fax. 213.748.3400  Email: cinergytextiles@aol.com
1422 Griffith Ave., Los Angeles, CA 90021

Specializing in a variety of stocked and 
order-based textiles, in wovens & knit solids, 

textured, yarn dyes, and more!
One rOll minimum fOr stOcked items

lA internAtiOnAl textile shOw BOOth #405/407/409

cinergytextiles.com

Boucles
chiffon

corduroys
cottons
crepes
denims

emBroideries
eyelets
fleece

french terry
Gauzes

GeorGettes
herrinGBones 

Jacquards
Jerseys
laces
lawns
linens
lininGs
lurez
mesh

metallics 
piqués
plaids

polyesters
poplins
prints
rayons 
satins

seersuckers
sheers

shirtinGs
stipes
suedes

sweater knits
tweeds

tills
Velours
Voiles
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Brandon Levey said his “head nearly ex-
ploded” when he saw a designer at a trade 
show receive a check from a buyer and then 
place it in a paper folder, highlighting the 
limited extent of the designer’s organiza-
tional system.

An engineer by trade, Levey, who was 
at the show to market his T-shirt line, was 
surprised to learn that many independent 
designers didn’t have one software system 
that could keep their business organized.  
“People were literally using pen and paper,” 
said Levey, who has since shuttered his T-
shirt line. “Or if anyone was using anything, 
they were using QuickBooks or an Excel 
spreadsheet. But QuickBooks isn’t suited 
for  mult i-use 
or multi-users. 
I t ’s  great  for 
accounting, but 
you don’t run 
your business 
on it. You can’t 
h ave  a  s a l e s 
rep across the 
world log on to 
your accounting 
system and see 
all of your ac-
counting.”

S o  L e v e y 
set out to build 
an affordable, 
easy-to-use sys-
tem that could 
streamline the 
c o m p l i c a t e d 
p r o c e s s e s  o f 
manufacturing, 
buying, ordering and shipping that are in-
volved with running a small business. 

The result was Stitch Labs, a software 
system for designers, apparel companies 
and small businesses to track their orders, 
manage production and do accounting.

Levey built the database with a focus on 
design and user-friendliness so that people 
without a business or technology back-
ground could easily understand it. “I knew 
nobody would be able to use the product no 
matter how good it was if it was poorly de-
signed. They need to know how to interface 
with it,” he said. 

The online database houses business con-
tacts, manages multiple sales channels, con-
trols invoicing, and keeps track of manufac-
turing and production orders whether out-
sourcing locally or doing an international 
production run. 

Businesses can have multiple users on 
the account, including sales representa-
tives and partners, and they can make mass 
changes to prices or stock; generate visual 
reports, charts and graphs; and even create 
line sheets.

The service is offered as a monthly sub-
scription service that starts with a free trial 
month. If customers are interested after 
the initial trial period, they can subscribe 
for $12 per month for each user or $24 per 
month for three users. 

The company, located in the heart of San 
Francisco’s South of Market district, soft 
launched the database in January after talk-
ing with more than 1,000 businesses, said 
Levey’s partner and director of business 
development, Jake Gasaway. “The response 
from most people is that they’re so excited 
to make their products, and they dread the 
idea of having to manage the business end 
of it, so if they had a tool that would make 
it easier for them to do it, they would abso-
lutely use it,” he said.

Gasaway said the product had its hard 
launch in May. There are about 95 users 
on the system right now—25 who are pay-
ing customers and about 70 who have free 
trial memberships. He said roughly 30 per-
cent of users who tried the system bought a 
subscription and that no one has canceled a 
subscription.

User friendly

Oakland, Calif.–based Nohi Kids and 
New York–based Boa Style are two busi-
nesses that currently use the service. Boa 
Style owner Cristina De Perfetti likes the 
system because she can use it to manage her 
business from both New York and Morocco, 
Gasaway said.

D e s i g n e r 
Heather Gue-
varra of Gue-
varra Arcega 
f o u n d  S t i t c h 
L a b s  a t  t h e 
Thread  trade 
s h ow  i n  S a n 
Francisco and 
has  been  us -
ing the product 
for  about  s ix 
months. 

“ I  was  us -
i n g  E x c e l 
worksheets or 
writing things 
down on paper, 
a n d  m y  s y s -
tem just wasn’t 
working,” she 
s a i d .  “ T h e y 
came over, they 

showed me a demo of it, I showed them 
some of the worksheets that I create myself 
and how I like things to be organized, and 
they were really helpful in almost custom-
izing it for me.”  

Guevarra said the database’s reminder 
alerts and easy-to-use, self-explanatory fea-
tures are part of what she likes about the 
service.

“The way that they’ve set up the inven-
tory or product list, as soon as you create an 
order it gives you how much stock you have 
left,” she said. “It also gives you alerts to tell 
you that you’re running out of the stock, and 
it gives you a heads-up when you have to 
order new stock. It also lets me know which 
products are selling the most, and it gives 
me this nifty little chart that tells me what 
my top sellers are.”

So far, Guevarra said, she has only had 
to pay for one month because each time a 
customer refers a friend who subscribes, she 
receives a free month of service.

Stitch Labs was started with seed money 
from Levey and later included funding from 
friends and family, but Levey is aiming to 
grow the customer base until the company 
becomes sustainable—something he’s al-
ready done with Widget Factory, his mo-
bile-accessories company.

One new development is a partnership 
with Etsy, the popular online market for 
buying and selling handmade or vintage 
arts, crafts and apparel. Stitch Labs is cur-
rently working on the development of an 
integrated platform between its database 
and Etsy so that users can incorporate Stitch 
Labs’ applications into their online Etsy 
shop. Levey said he hopes to offer this fea-
ture to current Stitch Labs customers by the 
end of October and to the public by early 
November.

According to Levey, the company told 

tEChNOLOgy

By Deidre Crawford Manufacturing Editor

GROWING SMALL BUSINESSES: After seeing many 
small designers struggle to stay organized using 
spreadsheets or pen and paper, founders Brandon Levey, 
Jake Gasaway and Michelle Laham created an online tool 
for small businesses to manage contacts, product lines, 
inventory and invoices with one Web-based program.  

New Web-Based Software Service 
Targets Small Apparel Companies

➥ Stitch Labs page 13
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him that it had 800,000 people selling on the 
Etsy site as of three or four months ago. “We 
see that as a huge opportunity to expand our 
customer base very rapidly,” Levey said.

Poised to grow

Right now, Stitch Lab’s executive roster 
consists only of the three founders: Levey, 
Gasaway and Michelle Laham, who over-
sees the look and design of the website and 
is in charge of all marketing materials. 

The company declined to share projected 
revenue for their first year, stating it was too 
early. “At this point, we’re not sharing that 
specific information,” Levey said. “This first 
year was all about proof of concept and mak-
ing sure our customers love the product and 
helped us make it better. We’ve gotten some 
incredibly positive feedback and know we 

are moving in the right direction. This com-
ing year, it’s about growth and continuing to 
help our customers succeed.”

One of Stitch Lab’s main competitors is 
still pen and paper, according to Gasaway. 
Competition also stems from Excel spread-
sheets and similar applications in the market-
place, such as San Francisco–based Work-
ing Point and Baltimore-based Bizelo.

Levey said as far as he knows, his appli-
cation is the only software that provides the 
different services small businesses need to 
organize manufacturing, ordering, sales and 
invoicing, as well as a system to streamline 
selling through multiple channels. “People 
don’t just sell online. People sell many dif-
ferent ways, and we’re really filling that 
void,” Levey said.

He is hoping that this multi-use component, 
along with an easy-to-use site, is what will help 
Stitch Labs succeed. “Our tools can help small 
businesses go to the next level of becoming a 
larger, more autonomous company.” ●

Stitch Labs  
Continued from page 12

After years creating some 
of California’s most fashion-
able jeans, denim pioneer 
Orly Dahan started to feel 
bored with basic denim and 
was looking to do something 
different. 

The founder of popular 
’80s surfwear label Surf Fe-
tish, skate brand Tag Rag 
and premium-denim line 
Tag Jeans said he wanted to 
create something that no one 
else has, as well as make an 
impact, but he didn’t know 
how to differentiate himself.  

“The Italians know how to 
wash, the French know how 
to make a basic jean, [but] all 
of the glamour of being Cali-
fornia [had] faded,” he said. 
“At one point, California was the focus of 
fashion all over the world.” 

Dahan said he thought the West Coast 
needed a change from the clean and basic 
look dominating the region’s sportswear. 
That’s when he came up with the idea to 
incorporate silkscreen prints into his new 
denim line.

“We started with prints, and through trial 
and error we started to print silkscreen—not 
just one area but whole pants,” he said. “We 
sew up the denim, we print it and then wash 
it.” 

The new line, called Stone Craft , 
launched at the ENK trade show in Las Ve-
gas and at Coterie in New York.

A veteran of the industry, Dahan first 
got his start producing jeans for a company 
called Oxygen, and then in 1985 he started 
Surf Fetish, which he owned with partner 
Raphy Sabbah. In 1999, they launched Tag 
Rag and, in 2003, Tag Jeans. 

Dahan had witnessed the ebb and flow of 
denim trends over the years and knew that 
his new line had to offer something unique.

“I went back to Surf Fetish and prints all 
over again,” he said. “The idea was going back 
to my own files from the ’80s, but bringing it 
back in today’s look, not yesterday’s look.”

The result is a collection of brightly col-
ored, silkscreened denim jeans and mixed-
media printed shirts and shorts. Men’s work 
shirts with paisley pockets, boardshorts with 
denim waistbands, and women’s harlequin-
striped pants and pink-and-white striped 

skinny jeans are just a few of the collec-
tion’s highlights.

“We just finished Coterie, and we had a lot 
of success with stores here and internation-
ally,” he said. Italian luxury store Luisa via 
Roma picked up twills, colored denim with 
prints, printed shorts and shorts with mixed 
media at the show, according to Dahan. 

He said the combination of “beautiful 
fabrics” and mixed media gives the clothes 
a completely new look. “We’re not compet-
ing with anyone. We have our own little 
thing going on.” 

Dahan describes the line as designed for 
a young-at-heart, contemporary customer 
who is fashionable and a little bit more dar-
ing. “Not daring as in sexy but daring be-
cause they will be noticed a little bit more.” 

He is also including a few basics—skirts 
and shorts—as well as a few fashion pieces 
that “could go a little bit more mature.”

Dahan had primarily been focused on the 
printed jeans, but the mixed-media shirts 
have been a surprise hit with buyers, he said.

“We’ve had tremendous success with 
the tops, which surprised me. We’ve been 
picked up by ‘A stores’ all over.”

Dahan manufactures the line in Vernon, 
Calif., and sells it through the Sparkling or 
Flat showroom in downtown Los Angeles. 
Wholesale pricing runs from $45 for shorts 
to $69 for tops and $79 for jeans.

“The pricing is premium but still rea-
sonable. You can get all these bells and 
whistles for the same prices as Tag Jeans,” 
he said. ●

dENIm REPORt

CALIFORNIA LIFESTYLE: Dahan says he tried to capture a 
distinctly California look with vibrant colors and silkscreen-printed 
denim.

Denim Veteran Orly Dahan 
Launches Stone Craft Denim
By Deidre Crawford Manufacturing Editor
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Azteca Dye
2614 Geraldine St.
Los Angeles, CA 90011
(323) 846-9156
Fax: (323) 846-9130
www.aztecadyelaundry.com
mariann@aztecadyelaundry.com
Products and Services: Since 1999, 
Azteca Dye and Laundry has been 
committed to providing quality dye 
and wash services to the garment 
industry. We have a history of work-
ing, developing, and creating some 
of the biggest names in the garment 
industry. Specific services include 
stone wash, enzyme wash, resin, 
coatings (clear or color), hand sand, 
chevrons, grinding, destruction, and 
airbrush. We have two locations in 
the Los Angeles area with a total 
of 96,000 square feet of space. At 
Azteca, we work 24 hours a day, 
seven days a week in order to pro-
vide you with the fastest turnaround 
time in our industry.

Buhler Quality Yarns 
Corp.
1881 Athens Highway
Jefferson, GA 30549
(706) 367-3931
Fax: (706) 367-9837
Contact: David Sasso
www.buhleryarns.com 
dsasso@buhleryarns.com  
Product Line: Ringspun yarns utiliz-
ing Supima cotton, Lenzing Micro-
Modal and Lenzing MicroTENCEL. 
Supima count range is 13/1 to 90/1 
Ne. Other blends have a range of 
20/1 to 50/1 Ne. We spin these 
fibers in 100% or blended with 
Supima. We also offer fashion slubs 
in Supima and MicroModal/Supima 
blends.
What’s New: MicroTENCEL is our 
newest yarn product. We offer this in 
100% or blended with Supima.
Services: To achieve best fabric 
results, we offer technical services in 
knit and wet processing.
Custom Orders: Custom counts are 
available but with minimums of 
5,000 pounds.
Inventory: We carry inventory on 
popular counts like 30/1, 40/1, and 
50/1’s Ne.
Minimum: No minimums on com-
mon counts, but orders of less than 
full pallet size do carry a surcharge.

Price Points: Not applicable. This is 
best determined at the fabric stage.
Turnaround Time: Approximately 2 
weeks, depending on count and 
blend.
Competitive Edge: We are an indus-
try leader in quality and service 
due to flexibility, technical support 
in subsequent processing, and 
knowledge/experience in the global 
marketplace. 

 California Label 
Products
13255 S. Broadway
Los Angeles, CA 90061
(310) 523.5800
Fax: (310) 532.5858
info@californialabel.com
Contact: Tasha Garfield
Products and Services: California 
Label Products has been servicing 
the apparel industry for 20 years. 
With our full-service in-house Art 
Department, we can create your 
branding identity from design to 
delivery. Our product list consists of 
woven labels, printed labels, care 
labels, size tabs, custom hangtags, 
integrated hangtags, and novelty 
items, as well as buttons and snaps. 
We have price tickets, self-adhesive 
labels, thermal-transfer labels, print-
ers, and ribbons. Our service bureau 
for care labels, price tickets, and 
bar-coding can give you product 
in 48 to 72 hours. We are always 
concerned about quality, service, 
price, and creativity. And we are 
here to serve all your label needs! 
See us at LA Textile Show in Booth 
5015-6012! Call us for a quote at 
(310) 523-5800 or email info@cali-
fornialabel.com.

Cinergy Textiles Inc.
1422 Griffith Ave.
Los Angeles, CA 90021
(213) 748-4400 
Fax: (213) 748-3400  
www.cinergytextiles.com 
ramin@cinergytextiles.com
kam@cinergytextiles.com
Services: Specializes in stock and 
order-based programs on over 250 
fabrics, consisting of knits, wovens, 
basics, and novelties. We cater to 
domestic manufacturers, as well as 
providing drop shipments for off-
shore production.
Products: Our product line provides 
piece goods for all markets, includ-

ing childrenswear, women’s, juniors, 
contemporary, misses, maternity, 
men’s sportswear, uniforms, and 
special-occasion items. The majority 
of our product line is imported from 
Asia and stocked in Los Angeles [1 
roll Stock Minimum].
Competitive Edge: Orders are gener-
ally processed on the same business 
day and ship out within one or two 
days after receipt depending on the 
size of the order and availability of 
the particular style ordered.

Design Options
110 E. Ninth Street, Suite B769
Los Angeles, CA 90079
(213) 622-9094
Design Options. The perspective you 
can’t afford to ignore
Products and Services: As the only 
Los Angeles–based trend- and 
color-forecasting company, Design 
Options is dedicated to bring-
ing Southern California’s unique 
aesthetic to the world. Its singular, 
cutting-edge perspective, coupled 
with a comprehensive knowledge of 
the current marketplace, fuels the 
company’s imaginative products and 
high-end consulting services.

Ecoflax Inc.
2040 S. Yale St., Suite A
Santa Ana, CA 92704
(714) 668-9985
www.ecoflaxinc.com
info@ecoflaxinc.com
Contact: Lily Dai
Product Line: 100% linen, linen-
blended fabric, novelty fabric, 
stretch linen, yarn dyed, piece dyed 
and custom print. Organic linen 
fabric.   
Services: Package deal, made in 
China
Custom Orders: Yes
Inventory: Yes
Minimum: No
Competitive Edge: Beautiful line at a 
good price

Geltman Industries
1914 Bay St.
Los Angeles, CA 90021
(213) 622-2015
Fax: (213) 622-4572
www.geltman.com
geltmanind@aol.com
Contact: Shari Rezai, President; Ron 
Cueto, Operations Manager
Products and Services: Since 1931, 
Geltman has provided a full range 
of services to textile mills, apparel 
manufacturers, and the home-
furnishing industry. With our highly 
skilled personnel and efficient pro-
duction methods, we guarantee the 
finest-quality work and the most 
reputable service. In continuing to 
keep abreast of the latest techno-
logical developments, Geltman has 
been able to cultivate exclusive pro-
cesses to meet the specific needs 
of the textile industry. Our years of 
renowned experience and customer 
relationships have been the product 
of our honorable policy—to provide 
clients with the highest-quality 
service. 

Lenzing Fibers Inc.
530 Seventh Avenue, Suite 808
New York, NY 10018
(212) 944-7400
Fax: (212) 9447406
newyork@lenzing.com
www.lenzing.com
Products and Services: The Lenzing 
Group is a world leader in marketing 
and manufacturing man-made cel-
lulose fibers. The portfolio of Lenz-
ing includes TENCEL ®, Lenzing 
Modal®, MicroModal®, ProModal® 
and  Micro Tencel®. which are all 
ecologically responsible, biodegrad-
able, and derived from a renewable 
raw material—wood pulp. Lenzing 
provides product information, mill 
resource lists for global sourcing, 
and color cards.  For more informa-
tion, please visit www.lenzing.com/
textile.

Ministry of Foreign 
Trade and Tourism 
(Peru)
Calle Uno Oester N. 50
Urbanizacion Corpac
Lima 27, Peru
www.mincetur.gob.pe
www.promperu.gob.pe
www.alpacadelperu.pe/web
www.peruviancottonexport.com
Services: The Ministry of Foreign 
Trade and Tourism supervises the 
policy of foreign trade and tourism 
for Peru.
Competitive Edge: Peru’s high-end 
Pima cotton and alpaca fibers are 
internationally acclaimed, and the 
industry continues to push forward 
in development of new technologies 
and cutting-edge production and 
delivery systems. The Peruvian tex-
tile industry has kept its key position 
through the strength of its infrastruc-
ture. The country has long been 
committed to both a first-rate skilled 
labor force and the construction of 
state-of-the-art factories. Peruvian 
manufacturers offer custom-made 
goods with flexibility on minimums, 
short lead times, and exclusivity 
without large commitments. Please 
see the above websites for more 
information.

Philips-Boyne 
Corp.®
135 Rome St.
Farmingdale, NY 11735
(631) 755-1230
Fax: (631) 755-1259
www.philipsboyne.com
sales@philipsboyne.com
Contact: David Haber
Product Line: High-quality shirtings 
and fabric. The majority of the line 
consists of long staple Egyptian 
cotton that is woven and finished 
in Japan. Styles range from classic 
stripes, checks, and solids to novel-
ties, oxfords, dobbies, voiles, Swiss 
dots, seersuckers, ginghams, flan-
nels, and more. Exclusive broadcloth 
qualities: Ultimo®, Corona®, and 
Superba®.
What’s New: New patterns added 
regularly: woven, end on end, 
yarn-dyed plaids; flannels, large 
houndstooth; yarn-dyed stripes and 
checks.

Custom Work: Yes; minimums apply; 
90 ex-mill Japan
Inventory: More than 3.5 million 
yards of stock also includes blends, 
linens, and silks.
Minimum: 3 yards
Price Points: Moderate to better to 
designer
Turnaround Time: Immediate ship-
ping for stock
Competitive Edge: Fully stocked 
distributor. Inventory available on 
website. Knowledgeable customer-
service team, immediate ship-
ping, and highest-quality textiles. 
Philips-Boyne serves everyone from 
at-home sewers and custom shirt-
makers to couture designers and 
branded corporations. Call or e-mail 
for samples.

Ulisse Fashion Art 
Details
Via N. Copernico 2
41012 Carpi (MO), Italy
+39 059 63 10 311
Fax: +39 059 64 39 18
info@ulissefashion.com
www.ulissefashion.com
Products and Services: We are an 
Italian-based company with over 30 
years of experience. With a close 
relationship with well-known Euro-
pean fashion brands, Ulisse is the 
most important fashion-accessories-
for-garments producer in the mar-
ket. Our Italian-based headquarters 
is the home of a big stock and 
the design team where the most 
beautiful and innovative articles are 
created. Our office in Hong Kong is 
the Asian hub in charge of custom-
ers from mainland China and from 
the Pacific area. Our factories are 
located both in mainland China and 
in Italy, where a particular atten-
tion is paid to the client’s custom 
needs and high-quality standards. 
Another very important aspect of 
the quality is the certification, which 
can be issued on the standards 
required from the client. The col-
lection includes laces, ribbons, 
embroidered trims, embroidered 
patches, brooches, collars, beaded 
necks, sequins, etc (all hand- and 
machine-made).

14  CALIFORNIA APPAREL NEWS / FIBER & FABRIC   September 2011

This listing is provided 
as a free service to our 

advertisers. We regret that 
we cannot be responsible 
for any errors or omissions 
within the Fiber & Fabric 

Resource Guide.

ExEcutivE Editor
ALISON A. NIEDER

Fashion Editor
N. jAyNE SEwARD

sEnior Editor
DEbORAh bELgum

rEtail Editor
ANDREw ASch

manuFacturing Editor
DEIDRE cRAwfORD
Editorial managEr

jOhN IRwIN 
WEbmastEr

gREg wILkER
crEativE markEting dirEctor

LOuISE DAmbERg

dirEctor oF salEs and markEting
TERRy mARTINEZ

account ExEcutivEs
DANIELLA PLATT
Amy vALENcIA

account managEr
LyNNE kASch

salEs & markEting coordinator
bRANDI POLk 

salEs assistant
cRySTAL cONTI 

classiFiEd account ExEcutivEs
ZENNy R. kATIgbAk, jEffERy yOuNgER

classiFiEd accounting
mARILOu DELA cRuZ

sErvicE dirEctory account ExEcutivE
juNE ESPINO

Production managEr
kENDALL IN

art dirEctor

DOT wILTZER

Production artist

jOhN fREEmAN fISh

Photo Editor

jOhN uRquIZA
controllEr
jIm PATEL

crEdit managEr
RITA O’cONNOR

PublishEr/gEnEral managEr
mOLLy RhODES

mnm Publishing corP.: 
co-cEos

TERI fELLmAN
cARL wERNIckE

PublishEr/chairman/cEo
mARTIN wERNIckE

1922-2000
PublishEd by 

 mnm Publishing corP. 
aPParEl nEWs grouP

Publishers of: 
california Apparel News

waterwear 

ExEcutivE oFFicE

california market center
 110 E. Ninth St., Suite A777 
Los Angeles, cA 90079-1777

(213) 627-3737 
fax (213) 623-5707

classified Advertising fax 
(213) 623-1515 

www.apparelnews.net
webmaster@apparelnews.net

Printed in the U.S.A.

Apparel News Group

Sixty-seven years of news,  
fashion and information

1944-2011

  Fiber & Fabric Resource Guide

14 advertorial.indd   14 9/28/11   7:45:42 PM



of Superior
Products and Service

Est. 1949

S i x t y  y e a r S

60
Tel. (631) 755-1230
Fax. (631) 755-1259

PHILIPSBOYNE.COM
SALES@PHILIPSBOYNE.COM

100% woven Egyptian cotton. Made in Japan. More than 3 million 
yards in stock. Ask for it by name:  Superba,® Corona,® Ultimo.®  

Low minimums. Special orders welcome.

OuTErwEAr

BEACHwEAr

LININgS

LOuNgEwEAr

rESOrTwEAr

SHIrTS

BLOuSES

Shirting. 
It’s not just for shirts anymore.

Stocked in NYC for U.S.-based manufacturers

More than
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