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After years of negotiations and months 
of ironing out the fine details, the United 
States–Colombia Free Trade Agreement 
will go into effect May 15.

That is good news for apparel and textile 
makers, whose goods will see tariffs elimi-
nated on items made from regional yarns. 
Knit fabric follows a fiber-forward rule. 

M a n y  U . S . 
companies ex-
port yarns and 
textiles to Co-
lombia,  where 
they are convert-
ed into clothing 
and often sent 
back to the United States. 

In 2011, U.S. apparel and textile ex-
ports to Colombia totaled $165 million, 
with most of that being textiles and yarns. 
The United States in 2011 imported 
$263.5 million in textiles and apparel 
from Colombia, with the bulk of that be-
ing apparel. 

Implementation of the free-trade agree-
ment was announced April 15, when Presi-
dent Barack Obama was in Cartagena, 
Colombia, for a three-day Summit of the 
Americas meeting.

One of the sticking points to getting the 
new free-trade agreement up and running 
were changes Colombia needed to make 
to assure that their labor leaders and union 
organizers received better treatment. Sev-
eral labor leaders have been killed for their 
organizing efforts.

U.S. Trade Representative Ron Kirk 
said, “Colombia has successfully imple-
mented the key elements of the Action Plan 
Related to Labor Rights, which the Obama 
administration negotiated to gain domestic 
support.” 

Some of those elements include the Co-
lombian government passing legislation to 

create a Ministry 
of Labor. It also 
approved legisla-
tion criminaliz-
ing interference 
in the exercise of 
labor rights and 
launched the dou-

bling of its labor inspectors. 
The Obama administration expects the 

new free-trade agreement will expand U.S. 
exports by $1.1 billion a year and increase 
the U.S. gross domestic product by $2.5 
billion.

In 2011, the United States exported 
$14.3 billion in goods to the South Ameri-
can country. Colombia is a large importer 
of U.S. grain, and it exports a fair amount 
of tropical fruits to the United States. 

Implementation of the U.S.-Colombia 
free-trade agreement comes shortly after 
the launch of the U.S.–South Korea Free 
Trade Agreement on March 15.. The U.S.–
Panama Free Trade Agreement, which was 
passed by Congress last year along with 
the trade pacts with Colombia and South 
Korea, is still awaiting implementation. 

—Deborah Belgum 

SOuRCINg

Colombia Free-Trade Agreement 
Goes Into Effect Next Month

Colombian Swim and Lingerie 
Reign at Lencería Boutique

Juliana Correa’s under-
wear and swimsuit drawer is 
almost purely full of brands 
designed and made in Latin 
America. 

Growing up in Miami, 
Correa saved her bikini and 
lingerie shopping for the 
annual summertime family 
vacations to her parents’ na-
tive Colombia. In adulthood, 
she converted her stateside 
friends to her favorite Co-
lombian brands, as well. 

“All my friends always 
bring back two to three bath-
ing suits [from Colombia]. 
Everyone who has tried stuff 
on has fallen in love,” Correa 
said. 

H e r  n e w  b o u t i q u e , 
Lencería in West Holly-
wood, Calif., is an expanded 
closet of her very favorite swim and lingerie 
brands that are designed and manufactured 
in Colombia: Amulette, Maaji, Agua Ben-
dita, Touché and Saha. The shop also stocks 
swim from brands that have similar Latin 
American heritage and/or flavor, such as 
Vix; So De Mel by Brazilian/Italian designer 
Sonia De Mello; and 
Adriana Degreas 
and Clube Bosse, 
both from Brazil. 

Correa explains 
a charming history 
behind each brand in 
the store. Agua Ben-
dita was founded by 
two friends who met 
in fashion school, 
and its swimwear 
is known for hand-
e m b r o i d e r y  a n d 
embellishment ap-
plied by women in 
Colombia. Touché is “a very classic Colom-
bian brand that most Latin Americans know 
and love. It’s not too much going on but does 
a great job at fit.” New York–based Knots 
and Stones jewelry, made by Colombian de-
signer Andrea Rodriguez-Tarazi, uses seeds 
harvested from South America. 

“I wanted to do brands I would be proud 
of—fun, interesting, different,” Correa said 
of the designer pedigree. She added that Co-

lombia has a rich history of textiles and gar-
ment manufacturing. 

“Argentina is more fashion-forward 
when it comes to streetwear,” Correa said. 
“[Swimwear and lingerie is] what Colombia 
does really well.” 

Kelly Ellingson—vice president of sales 
and marketing in North America for Colom-

bia-based brands 
Maaj i ,  Amule t te 
and Agatha Ruiz 
De La Prada—said 
that expensive du-
ties have deterred 
retailers from buy-
i n g  C o l o m b i a n 
brands in the past. 
Since the passage of 
the U.S.-Colombia 
Trade Promotion 
Agreement, which 
allows for free trade 
between the two 
countries, Ellingson 

anticipates more Colombian brands will en-
ter the American market. 

Ellingson said retailers have embraced 
the Colombian brands’ styling, which has a 
“flirty playfulness that’s sweet and sexy at 
the same time.” She continued: “There are 
some amazing companies here in the states, 
offering great service and great products. 
However, working with Maaji really reminds 
me of years ago. There is such a gracious 
professionalism that begins with the owners, 
sisters Amalia and Manuela Sierra, which 
trickles throughout the entire company. Ev-
eryone in the company is an important part 
of something really special, and they extend 
that same attitude onto our customers.”

Colombian designer Johanna Isaac of 
Amulette lingerie said it was only recently 
that Colombia began designing and export-
ing swimwear and lingerie for the high-end 
market. Isaac said high-end Colombian de-
signers who made it big in America—specif-
ically, Silvia Tcherassi, who has a women’s 
clothing atelier in Florida, and Nancy Gon-
zalez, whose clutches are sold at Bergdorf 
Goodman—have paved the way for more 
upstarts to be accepted. 

“Six years ago, Colombia was recognized 
for support, basics and classic brands, al-
ways with high quality—but did not offer 
exclusive and premium designs. Our country 
has the most qualified handcraftsmanship 
and incredible creative talent. Now brands 
like OndadeMar, Agua Bendita, Maaji and 
Amulette are being recognized,” Isaac said.

—Rhea Cortado

CULTURE CLUB: Juliana Correa saw an opportunity in the 
market for her favorite Colombian swim and lingerie brands 
to flourish. Her Lencería boutique in West Hollywood, Calif., 
highlights colorful Latin American style. 

HOME/WORK: The swim and lingerie boutique 
started on paper as a business-school project. 
As she made the dream a reality, Correa used 
the brand identity of “elegance, romance, joy” 
to create the mood and atmosphere of the 
store.

Retail Profile

“Six years ago, Colombia was 
recognized for support, basics 
and classic brands, always with 
high quality—but did not offer 
exclusive and premium designs. 
Our country has the most 
qualified handcraftsmanship and 
incredible creative talent.”

— Colombian designer Johanna isaaCCinergy Textiles Inc.
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With the increase of fast fashion, apparel 
companies are under increasing pressure to 
provide more lines, more quickly, which can 
mean chaos for a company that isn’t pre-
pared to deal with the increased workflow.

“Retailers are requiring wider assort-
ments, and instead of three items, now they 
want 23 items and a bunch of styles, a bunch 
of colors and many size ranges,” said Mark 
Burstein, president of sales, marketing, and 
research and development for NGC Soft-
ware. “They’re looking to the brand to of-
fer them a lot of options that they can select 
from, and they want them to show these 
items more often than they used to. In the 
past, there were two seasons: Spring and 
Fall. Now they expect a lot of different lines 
and faster—from the time [a brand] shows 
them a line to the time the goods are deliv-
ered has shrunk.”

Speed to market has become a challenge 
for many apparel companies. Spanish retail-
er Zara—which is reportedly able to turn 
goods from concept to shelf in two to three 
weeks—helped initiate the speed-to-market 
push starting about five or six years ago, 
Burstein said.

“What happens is that these companies 
are finding it impossible to keep up with this 
pace regardless of the amount of man hours 
being worked,” Burstein said. “As a result, 
companies that cannot keep up the pace will 
lose their customers to other competitors, 
and their staff will burn out.”

Tools such as spreadsheets, Adobe Illus-
trator, SharePoint, product data-manage-
ment tech packs and email can work well for 
companies handling smaller work orders, but 
often mid- to large-sized apparel companies 
need a more sophisticated and unified system 
to keep their workflow organized.

Missing information 

If a company finds that information is 
falling through the cracks, that is one of the 
signs that the company is ready to graduate 
to PLM, Burstein said.

Errors, missed deadlines, and losing 
communication between designers, manu-
facturers and production people means the 

company’s current system isn’t working, he 
explained. For example, when an order is 
revised and it’s never communicated to the 
factory, so the goods are made incorrectly.

“The other thing that they notice is that 
their calendars [for events, production and 
fit approval] are consistently running late 
because they find out about a problem at the 
last minute rather than proactively trying to 
be ahead of problems,” he said.

Delays—from the inability to answer 
questions to not having any idea how much 
time is going into the creation of product, 
not having certainty on product adoption 
rates and a complete lack of control over the 
data—also signify that it’s time to upgrade, 
said Robert McKee, fashion-industry strat-
egy director for Lawson.

“When it takes longer to answer a ques-
tion about what’s going on in the product’s 
lifecycle than the product is going to have 
in its lifecycle, it’s time to change,” McKee 
said.

Struggling with record keeping can also 
serve as an indicator that the company is 
ready for a change.

“There’s a boatload of compliance re-
quirements—not just international but also 
state and local,” he said. “What about the is-
sues of sustainability? Do you have your re-
cord keeping all filed in a way that you can 
justify your decisions if you’re asked to?”

Trouble staying on top of workflow

If the staff feels that they are constantly 
running behind schedule no matter how 
many hours they work, that’s a sure sign 
they’re ready for an upgrade to PLM, Burst-
ein said.

“From an owner’s perspective, they can 
see the company isn’t performing the way 
it needs to or the way they expect it to, and 
from the staff’s perspective, they’re con-
stantly working and they can’t accomplish 
their goals in a timely manner,” he ex-
plained.

Robbie Pannell, products applications 
support specialist at golf-apparel retailer 
Cutter & Buck, listed some of the ways 

tECh FOCuS
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staff may be bogged down:
•“Designers and tech designers are spend-

ing hours of their day creating and updating 
tracking charts for management.

•“Management has to ask for the status 
of everything instead of looking in a central 
mainframe or running reports themselves.

•“Designers have to request lab-dip and 
testing status of materials for their styles in-
stead of looking in a central place.

•“Tech designers are sending count-
less emails each day with fit comments; 
spreadsheets are continuously getting out 
of date.”

Communication and collaboration is 
very important both within a company and 
with its suppliers, and when it’s not happen-
ing quickly enough or accurately enough, a 
company quickly falls behind, said Lenny 
Weiss, North America sales manager for 
Yunique PLM.

“A company realizes at one point that 
they’re not getting their info quick enough 
to management or suppliers and it takes 
too long, and when that happens, problems 
multiply,” he said. “Once you’re behind and 
trying to make that up, it’s more difficult. … 
Speed to market is so important. You can’t 
compete without getting to market quickly, 
properly and accurately.”

Size matters

PLM becomes a useful tool for an orga-
nization that has at least three designers and 
is doing business with at least 10 vendors, 
Burstein said. 

“Once it reaches this size it becomes very 
difficult to manage product lifecycle man-
agement using email and spreadsheets, and 
they need to be on a system,” he said.

When a company is large enough that it 
exhibits an inability to manage its develop-
ment, sourcing, compliance, or sustainabil-
ity cycles and requirements, it’s time to up-
grade, McKee said. 

“But if you can’t find a difference be-
tween your current PDM approach and a 
new PLM system, don’t buy it. It’s insuf-
ficient to your needs,” he said. 

Shrinking profit margins

When executives start noticing that they 
used to make a 30 percent profit margin on 
a particular style, but their profit is dropping 
due to unanticipated costs during the pro-
duction cycle and now they’re only making 
15 percent profit, that could be a sign that it 
is time to implement a PLM system, Burst-
ein said. 

Having the wrong system can result in 
problems such as paying for air freight be-
cause factory goods are running late, which 
can quickly eat into a company’s profit, he 
explained.

When a company is ready to grow

Another sign that a company is ready for 
PLM is when they are thinking of growing, 
Weiss said.

“When a company wants to grow, if you 
don’t have the right systems in place, you 
stymie your growth rate, so you can’t grow 
fast enough,” he said. “But if you have the 
right systems in place, the system [rather 
than the staff] is bearing the brunt. We never 
talk to a customer about reducing people. 
We tell them that as they grow, they won’t 
have to add people.” 

Brian Snyder, director of global apparel 
operations at Wolverine World Wide, 
which recently adopted Yunique’s PLM, 

tECh FOCuS
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said that legacy data can also play into the 
decision.

“You have to look at the size of your busi-
ness and the amount of legacy data [previous 
seasons of development] that you maintain. 
In our case, we only had three or four years’ 
worth of data, and there was a lot of it that we 
felt was obsolete, so it wasn’t a huge challenge 
for us. But for some companies it will be.”

The benefits of PLM

Some of the benefits of PLM include sav-
ing time through the “enter once, use many” 
data approach, McKee said.

Snyder agreed.
“I would say that the most immediate im-

provement was multiple points of data en-
try became a single point of data entry,” he 
said. “When we want to create a line plan, 
there is basically one source that we go to to 
generate all of that data, and that’s the same 
source that we communicate to our sourcing 
partners. It’s not a separate spreadsheet; ev-
erything comes from one data source—one 
version of the truth—which prevents errors 

and miscommunications.”
Other benefits include 

the time saved from physi-
cal faxing, emailing and air 
freighting, McKee added.

“If we look at the tra-
ditional concept, develop-
ment, production and deliv-
ery cycle of a product in the 
old sewn-products industry, 
we’d be looking at an antic-
ipated cycle of 18 months. 
Today, with the deployment 
of systems like PLM and 
ERP [enterprise resource 
planning]—we’re seeing 
those old cycle times cut to 

times more like 18 weeks,” he said.
Cutter & Buck is also using Yunique’s 

PLM system, which Pannell says has provid-
ed a “one-stop shop” for all of his company’s 
product data to live. 

“Product line directors are able to see what 
is going on with their styles at all times—
whether it’s down at the lab-dip level or at 
the production sample level. It has stream-
lined communication with our overseas 
partners by allowing us to share tech packs 
through the system, which has reduced the 
amount of email we’ve had to send,” he said. 
“It has helped a great deal with change man-
agement. Being able to look back at previous 
versions of CADs is very helpful, as is see-
ing all of a style’s sample comments in one 
central repository.” 

The PLM system can create instant, cur-
rent tracking reports and filter them depend-
ing on the user. Employees can log in from 
anywhere in the world to check on the status 
of styles and update comments. 

Pannell described the “visibility” pro-
vided by the system as “invaluable and awe-
some.” ●

ONE-STOP SHOP: Golf apparel retailer Cutter & Buck switched to 
Yunique PLM to streamline its product-development lifecycle and 
provide a “one-stop shop” for the company’s product data.
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company that “designs, 
manufactures and re-
leases new inventions 
every week. Back in 
1999 Lucy launched as 
an online-only resource 
for women’s activewear. 
In 2007, the company 
was acquired by VF 
Corp., which rolled out 
a fleet of 60 physical 
stores for Lucy. 

Still, the online-only 
model is very new for 
the apparel industry, and 
most apparel businesses 
prefer the traditional 
model of wholesaling, 

said Allen Doan, president of the Orisue 
menswear brand, based in Santa Ana, Calif. 

“People are beginning to experiment with 
domestic manufacturing,” Doan said. “When 
you’re already established, it’s hard to transi-

tion to a full collection where everything is 
done domestically, especially when custom-
ers are expecting a certain price point.”

Doan forecast more labels would experi-
ment by manufacturing capsule collections 
domestically and selling them online, but he 
added that American Giant might scare off 
penny-pinching customers. Doan is friendly 
with members of the American Giant board 
of directors.

“Americans like the idea,” he said, re-
ferring to a vertical e-retailer making high-
quality clothes. “But they may not necessar-
ily want to pay the price.” 

An American Giant hooded sweatshirt re-
tails for $69, and a sweatshirt retails for $59. 
In comparison, American Apparel fashion 

basics are also U.S.-made and sold through 
the company’s e-commerce site, its bricks-
and-mortar stores and its wholesale division. 
American Apparel’s retail prices range from 
$41 to $60 for fleece and sweatshirts.

American Giant raised seed capital in 
2011. The round was raised by Donald M. 
Kendall, ex-chairman of PepsiCo.

American Giant is manufactured at 
SFO Apparel, based in Brisbane, Ca-
lif., just south of San Francisco, and it has 
been making women’s fashions and out-
erwear since 1994. The clothes are de-
signed by Philipe Manoux, an industrial 

designer and engineer who worked on the 
iPod while an employee at Apple Inc. 
Winthrop hired a novice fashion designer be-
cause he wanted someone who could bring 
new perspectives to basic silhouettes

“[Manoux] has a very specific point of 
view of building a garment from the ground 
up,” Winthrop said. “He has a deconstruc-
tionist point of view, which is measured 
against people who have a solid apparel ex-
perience. It has been an odd but happy mar-
riage.”

Winthrop said the savings realized by the 
vertical retail model can be channeled back 
into the quality and construction. “The man-
agers at SFO often say, ‘You don’t need a 
yoke on this panel; it will save you 20 cents,’” 
he said. “We always say, ‘We want to keep 
the yoke and the triple-needle stitch.’”

Winthrop may be an evangelist for the 
pure-play vertical retail model, but manufac-
turing consultant Steven Goldman does not 
forecast small manufacturers will be lining 

up to follow American Giant’s lead. Gold-
man contends traditional manufacturing 
models still pencil out well. “Small manufac-
turer and wholesale apparel companies with 
annual sales of $1 million to $2 million get 
a much better return on their dollar invested 
by selling wholesale,” Goldman said. “Their 
cost of sales per unit is far lower than selling 
consumer direct, and, thus, they reach more 
retailers.” Goldman is the president of Ap-
parel Industry Consulting Service, based 
in Los Angeles.

But business and consumer tastes are 
changing quickly, Winthrop said, and those 
not relying on e-commerce will be left be-
hind.

“The current industry is stuck in layers 

of distribution, which react too slowly to a 
changing world and are too expensive,” he 
said. “I believe consumers are smarter. They 
know there’s too much money wasted be-
tween the consumer and product, paying the 
middleman.”

But the final word on American Giant will 
be its product, Winthrop said.

“We want to be judged on quality, con-
struction and fit, first and last,” he said. “We 
believe we’re building such incredible mo-
mentum because we’re new and independent 
and we’re committed to American-made 
quality.” ●
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Debut a fashion line at a trade show, 
wholesale the new brand to retailers, and, 
down the line, open a branded boutique and 
an e-commerce store devoted to the label. 
That’s the conventional model of starting 
a fashion label. San Francisco–headquar-
tered American Giant is part of an emerg-
ing avenue of manufacturers and retailers 
looking to turn that model upside down. 
Company founder Bayard Winthrop is 
hoping to lead this new wave. He sells his 
high-quality men’s basics exclusively at the 
brand’s website (www.american-giant.com) 
and manufactures them close to the com-
pany’s hometown.

 Winthrop estimated that he saves more 
than 70 percent of his manufacturing bud-
get by cutting out retailers and other whole-
sale partners. This pure-play vertical retail 
model creates more revenue to manufac-
ture what he believes to be the best hooded 
sweaters and sweatshirts his label could 
make. On April 17, American Giant debuted 
a T-shirt line. 

“A shirt you buy from a department 
store costs $70, but it only took $10 to 
make,” Winthrop said. By eliminating all 
those markups and margins, he contends that 
he’s able to invest much more in the product 
itself. “My career has been about how to cut 
[manufacturing costs] down from $10 to $8 
to $7,” said Winthrop, who helmed action-
sports brands Chrome and Atlas Snow-
shoe. “For the first time, we can look at the 
distribution piece and unlock real savings to 

reinvest in the product for the consumer.” 
Other companies staking their future to 
pure-play vertical retail include eyewear 
manufacturer and e-commerce retailer 
Warby Parker, which raised $12 million 
in venture capital last September. Pants 
line Bonobos got its start selling its high-
end menswear online exclusively since 
2007, but on April 12, Nordstrom Inc. an-
nounced that it led a $16.4 million round of 
investment for Bonobos. Bonobos will now 
be sold at 20 Nordstrom locations. 

Another San Francisco–based men’s 
pants line, Cordarounds, launched with 
a similar e-commerce-only model, which 
it recently expanded when the company 
rebranded as Betabrand, an online-only 

GIANT STEP: Entrepreneur Bayard Winthrop started American Giant, 
a San Francisco–based menswear basics label that sells exclusively 
online.

mAdE IN AmERICA
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“We believe we’re building such incredible momentum because 
we’re new and independent and we’re committed to American-made 
quality.”—AmericAn GiAnt founder BAyArd Winthrop

American Giant: Made in San Francisco, Sold Online

SEEN ONLINE:  American Giant’s 
basics are sold exclusively online.

By Andrew Asch Retail Editor
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For years, Noelle Nguyen took most of her 
production for private-label blue jeans to far-
flung factories overseas, where prices were 
lower than in the United States.

But after dissolving her clothing compa-
ny and completing her MBA, Nguyen’s pas-
sion has turned to breathing life back into 
the “Made in USA” apparel concept. 

To do that, she recently launched an e-
commerce site dedicated exclusively to selling 
domestically crafted garments and accesso-
ries that she and her team have selected from 
scouring various sources in the heart of the 
downtown Los Angeles Fashion District, the 
Internet and trade shows.

“The goal is to find as many American-
made brands and support them,” she said. “I 
would like to be the Amazon.com for ev-
erything made in the USA.”

Her website, American Love Affair (www.
americanloveaffaironline.com), launched on 

March 29 after two years of development and 
five months of searching for products. She and 
her team of eight have wandered through the 
California Market Center in Los Angeles 
and other showroom buildings, hunting for the 
right blouse or pant or dress. They have scout-
ed for U.S. labels at trade shows and contacted 
Los Angeles apparel makers discovered on the 
Internet. “It is literally boots on the ground,” 
Nguyen said. 

Once a source is found, a buyer contacts 
the apparel maker or sales representative. A 
test order is placed to see how the product per-
forms. Nguyen buys much of her merchandise 
and uses a 3PL, a third-party logistics provid-
er, to store her inventory and ship it off as soon 
as possible. Or she may ask manufacturers to 
set aside enough inventory to fulfill potential 
orders.

Items on the site range from a woman’s 
deep V-neck T-shirt for $32 to a maxi-dress 
for $198. There are men’s button-up shirts for 

$68, handbags for $54 to 
$490 and earrings for $62. 

The website features 
vendor spotlights to show-
case “Made in USA” 
manufacturers, including 
Fifteen-Twenty, Fluxus, 
Division E, Tees by Tina 
and Michael Lauren. 

Nguyen’s website is 
in tune with the new call 
for more American-made 
products. Specialty-store 
owners have said many of 
their clients have grown 
more patriotic and are 
searching for “Made in 

USA” clothing.
Nguyen has years of experience in the ap-

parel industry. She studied at the Fashion In-
stitute of Design & Merchandising in Los 
Angeles. From 2004 to 2008, she and several 
partners ran an apparel company called Moda. 
They made private-label goods for stores such 
as Macy’s, Forever 21 and Charlotte Russe. 

Nguyen, who recently completed work 
for an MBA at Pepperdine University in 
Malibu, Calif., spent 18 months studying the 
domestic and global apparel industry for an 
academic project. Shortly after presenting her 
project, she launched her self-funded website, 
whose offices are located near the Los Angeles 
Fashion District. She and eight workers have 
space on the ground floor of The Blackstone 
Apartments at Broadway and Ninth Street. 
Through the tall floor-to-ceiling windows, 
you can see people busy at their computers. 
Stacks of clothing are piled on a table. A small 
photo studio is set up to take pictures of mer-

chandise. A message in the window says “Buy 
American. Rebuild the dream.”

Long journey

Nguyen’s call to support American-made 
goods comes from someone who appreciates 
the United States. Nguyen was a Vietnamese 
refugee who, with her mother, fled that South-
east Asian country after the Vietnam War. 
They left in a 20-foot boat with 65 other refu-
gees who were lost at sea for a week. 

They met up with her father and older sister 
and brother in a Thai refugee camp where they 
lived for two years before being transferred to 
another refugee camp in the Philippines. Six 
months later, a U.S. church sponsored the 
family, and they moved to Baltimore. 

Nguyen remembers they didn’t live in the 
best neighborhood in town. When her family 
hand washed their laundry and hung it out to 
dry, they were astonished to find their cloth-
ing stolen when they weren’t looking. Despite 
those shaky beginnings, Nguyen is a diehard 
supporter of the United States. 

“I love this country,” she said. “Nothing 
pains me more than to see this economy dete-
riorate. ... I don’t think we should sit back and 
do nothing about it.”

Stephen Goldfield, the business manager 
for Tees by Tina, said he met one of the web-
site’s buyers in February at the MAGIC trade 
show in Las Vegas. He appreciates a website 
that touts what his 2-year-old company is try-
ing to do. “We know we can make our prod-
ucts less expensively outside the United States, 
but we have made the decision to make it here, 
and we support anyone who markets and sup-
ports ‘Made in U.S.A.’ goods,” he said. ●

By Deborah Belgum Senior Editor

New L.A. Website Offers Only American-Made Apparel

mAdE IN AmERICA
A California Apparel News special section focusing on domestic production
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20 plus years CAFTA experience
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Specializing in Western Hemisphere Private label Manufacturing / Sourcing / Trends / Design

ApparelWorks,IntÕ l

847-778-9559

gregg@apparelworksllc.com

*TREND REPORTING

*DESIGN SERVICES

*ORIGINAL PRINTS

* DUTY FREE 

* QUICK TURN
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PHOTO SHOOT: Showcasing a “Made in 
America” look

FRONT AND CENTER: Live mannequins, in the front window of 
American Love Affair’s offices, wear some of the apparel featured on 
the website.
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060OUTERWEAR

BEACHWEAR

LININGS

LOUNGEWEAR

RESORTWEAR

SHIRTS

BLOUSES

Shirting. 
It’s not just for shirts anymore.

of Superior
Products and Service

Est. 1949

More than

S I X T Y  Y E A R S

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.

Stocked in NYC for U.S.-based manufacturers

Apparel Works (AWI) is a Chicago-area company 
specializing in Western Hemisphere–based private-
label design, sourcing, and manufacturing. Key items 
include premium-denim jeans, shorts, jackets, skirts, 
industrial workwear and uniforms (pants, shirts, cov-
eralls), embellished knit tops, T-shirts, and sleepwear. 
Production is currently being sewn in Guatemala, Ni-
caragua, and the Dominican Republic. Gregg Pavalon, 
president of AWI, has 22 years of experience manu-
facturing apparel in the region. Prices are drastically 
lower than what it costs to produce domestically. AWI 
offers its customers several manufacturing options, in-
cluding Full Package, Cmt, CM, or their signature ser-
vice, called CMT Plus. (CMT Plus is when AWI picks 
up the customer’s fabric at a U.S. mill; sends it to 
the factory; supplies all trim, assembles, and washed 
product; and then delivers back to the customer’s 
U.S. warehouse.) (847) 778-9559, www.apparelwork-
sllc.com or gregg@apparelworksllc.com

Asher Fabric Concepts makes 
sophisticated fabrics from luxuri-
ous fibers in California for the 
contemporary market. The com-
pany can accommodate both 
small- and big-lot orders and 
offers the most fashion-forward 
fabrics, PFGD solid colors, and 
prints made in the USA. Contact 
Asher Shalom at (323) 268-1218 or email asher@
asherconcepts.com for more information. www.asher-
concepts.com

BlueCherry is a fully integrated enterprise solution with 
the power to manage the entire concept-to-consumer 
product lifecycle, BlueCherry enables soft goods com-
panies to streamline processes, gain visibility, reduce 
costs, increase productivity, and enhance competitive-
ness. Comprehensive BlueCherry capabilities include 
Enterprise Resource Planning (ERP), Product Life-
cycle Management (PLM), Supply Chain Management 
(SCM), Shop Floor Control (SFC), Warehouse Man-
agement (WMS), E-Commerce, Salesforce Automation 
(SFA), Business Intelligence (BI), Electronic Data In-
terchange (EDI) and more. Long considered the most 
functionally complete ERP in the soft goods industry, 
the BlueCherry enterprise solution leverages the lat-
est Microsoft® .NET, SQL Server® and Silverlight® 
technologies to deliver a superior user experience 
and the lowest total cost of ownership for CGS clients. 
Our Leadtec Shop Floor Control solution has set the 
standard for running lean, efficient sewn-products 
manufacturing operations. With robust production bal-
ancing, real-time cost management and operator mo-
tivation functions, Leadtec has been shown to deliver 
a positive return on investment in record time, often in 
less than a year. Learn more at www.bluecherry.com  
and www.leadtec.com.

Buhler Qual-
ity Yarns Corp. 
ensures the 
highest-quality 
products backed 
by environmental 
sensitivity and around-the-clock support throughout 
your supply chain. Our distinctive portfolio offers Su-
pima, MicroTencel®, MicroModal®, Supima Outlast, 
and various blends, all certified by Oeko-Tex 100, 
which ensures they are safe for all applications. Addi-
tional yarns include Siro Spun and fashion slub yarns 
in Supima and Supima MicroModal; all offer comfort, 
durability, and strength. Bring your product to market 
backed by decades of experience, dependable indus-
try relationships, and unsurpassed technical support. 
(706) 367-9834 or www.buhleryarns.com

California Label Products is proud to say we make 
many items right here in America. If you need fast de-
livery, great pricing, and excellent quality, we can get 
you woven labels, printed labels, and hangtags done 
within a short turnaround time. Please contact our 
“In-House Art Department” for product development 
or a quote on an existing item. We also have service 
bureaus to generate your care labels and price tickets 
within days. Our domestic product line also includes 
heat transfers and thermal-transfer labels and rib-
bons. California Label Products has been “Serving 
Your Label Needs” for over 14 years! (310) 523-5800 
or www.californialabelproducts.com

Cinergy Textiles specializes in stock and order-based 
programs on over 1,000 fabrics, consisting of knits,  
wovens, basics, novelties, and linings. We have been 

servicing our clients throughout the United States and 
around the world for over 15 years. We cater to do-
mestic manufacturers and provide drop shipments for 
off-shore production. Our product line provides piece 
goods for all markets, including childrenswear, wom-
en’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.  One roll stock minimum 
(approx 100-125 yds). Orders are generally processed 
on the same business day and ship out within one 
or two days, depending on the size of the order and 
availability of the particular style ordered.  Call (213) 
748-4400 or visit www.cinergytextiles.com.

Back in 1928, the Emsig family started a new busi-
ness, Emsig Manufacturing. The initial market strategy, 
as it remains today, was to produce the highest-
quality button products for their customers.  From the 
humble beginnings, complicated with the very difficult 
financial times of the early 1930s, Emsig emerged as 
a formidable button-manufacturing company over the 
ensuing years. Today, Emsig Manufacturing is man-
aged by third- and fourth-generation family members, 
and through all the years of innovation and expansion, 
The Emsig Group has maintained its initial family 
friendliness, trust, and market integrity. Some of the 
company’s recent innovations include the Bio-Tech 
Melamine product, which restricts the growth of viral 
and bacterial organisms, as well as introducing the 
first 100 percent recycled button (Melamine) made 
from recycled factory materials. Our Melamine buttons 
are made in our USA factory. Call (800) 364-8003, 
Ext. 301, 308, 309, or 312, email sales@emsig.com, 
or visit www.emsig.com.

FDM4 special-
izes in the design, 
development, 
and implementa-
tion of software and hardware solutions for apparel 
and footwear enterprises. Take advantage of FDM4 
to streamline your operations and help improve the 
overall efficiency and profitability of your business. 
FDM4 is an integrated software solution, including 
Sourcing, Operations, Sales, E-commerce, Financials, 
WMS, CRM, and Mobile Solutions. As the software 
developer—not a reseller—FDM4 offers continual 
support throughout the entire implementation process 
and support cycle. Custom development ensures you 
get maximum value and return on your investment 
with software that changes and grows with you year 
after year. In business for over 30 years, FDM4 is a 
well-established company with the knowledge and 
expertise to provide a high level of customer satisfac-
tion. Our industry-specific expertise ensures software 
and support is tailored to meet the demands of your 
industry and helps you improve the bottom line. (866) 
676-3364 or salesinfo@fdm4.com

JM International Group is the premier West Coast 
distributor of luxury apparel textiles catering to the 
bridal, children’s, contemporary, couture, evening, 
and swimwear markets. We work with the finest mills 
worldwide to offer the best Spanish and French laces 
in all-overs and/or trims, a knit collection consisting of 
eco-friendly cottons, micro modals, stripes, piece dyed 
as well as yarns in natural, cellulosic, synthetic fibers 
as well as technologically advanced yarns. Our other 
luxe collections consist of an array of embroideries, 
cottons, silks, linens, jacquards, sequins, and prints.  
Please call for an appointment at (213) 627-1185 or 
visit our website at www.jminternationalgroup.com.

Keylin, Inc. is a com-
pany organized to design, 
manufacture, and market 
fasteners for the aviation, 
construction, garment, 
leather, medical, and 
oceanic industries. This 
Los Angeles–based company serves as a distribution 
center that provides immediate delivery of goods to 
customers.  Keylin offers a vast variety of hardware 
to the global market. The company specializes in 
custom-built, made-to-order product lines that satisfy 
the customers’ needs. Keylin is proud to become the 
Mid- and Western Regional Distributor of the world’s 
leading premium fashion zipper manufacturer, Riri 
Zippers of Switzerland. To date, Keylin has a stock 
collection of #4, #6, and #8 metal zippers available 
in 5-metal teeth colors and 7 tape colors. This pro-
vides a vast array of 105 different combinations of 
items to satisfy the customer’s creative demand. To 
enhance Keylin’s operation as Riri’s Regional Distribu-
tion Center, Keylin has an on-site Riri machine from 
Switzerland to allow on-site custom jobs enabling 

Texprocess Supply Chain & Tech Resource Guide
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zipper customization that closely matches the original 
factory specification. Keylin may also accept orders 
for production from Riri’s Swiss plant that can be 
shipped anywhere in the world where customers may 
desire. The success of Keylin, Inc. as a leader in its 
line of trade is indicative of the effectiveness of the 
company’s philosophy and goal. (323) 232-6700 or 
www.KeylinInc.com

NGC has unparalleled 
experience in deliver-
ing fashion software 
solutions to the world’s 
top brands and retail-
ers. The company 
offers PLM, Supply Chain Management, Enterprise 
Resourcing Planning (ERP), Product Testing, and 
Compliance. NGC’s Vendor Compliance software al-
lows retailers, brands, and manufacturers to manage 
Social Compliance mandates such as the new Cali-
fornia Transparency in Supply Chains Act (SB 657), 
as well as regulatory initiatives such as CPSIA compli-
ance and cadmium testing. The Vendor Compliance 
solution is part of NGC’s Extended PLM Application, 
which includes workflow calendars, exception man-
agement, and global collaboration features that make 
it easy to schedule audits and tests, stay on top of 
deadlines, and maintain all required documentation. 
www.ngcsoftware.com or (323) 497-4200
 
Eric Abbou, designer 
and president of ONNO 
Los Angeles, was born 
into the fashion world. 
Abbou continues to 
create for the modern 
woman, focusing on wardrobe staples that move with 
a woman’s body, luxuriously casual dresses and tops 
that can be dressed up or down and styled for any oc-
casion. ONNO is the only clothing a woman needs for 
her daily life. The label stands apart from others with 
its Signature Washes, which are hand-dyed. Each 
piece is unique and original, all handmade in Los 
Angeles. Visit www.ONNOfashion.com or call (323) 
721-2221.

OptiTex’s apparel-
specific software 
includes a suite 
of preproduction 
and production 
tools featuring 2D flat pattern design, 3D garment 
simulation, animated garment simulation, fabric tex-
ture, and colorway variation. Entire lines can be cre-
ated virtually, eliminating wasted material and speed-
ing products to market. OptiTex now offers 3D to 2D 
garment flattening, 3D digitizing, updated models, 
and the ability to create animated 3D cloth and virtual 
fitting simulations, as well as improved integration 
with PDM/ PLM systems via a newly developed API. 
Services include full production pattern design, grad-
ing, marker making, nesting, file-conversion services, 
3D design, 3D flattening, animation services, and 24-
hour online support. OptiTex is fully Windows-based, 
uses an open architecture, and integrates seamlessly 
with hardware and software already on the market. 
It offers a user-friendly nature, highly customizable 
on-screen environment, and environmentally friendly 
efficiency. All design modules exist within the same 
application; no conversion is needed between mod-
ules. (212) 629-9053 or www.OptiTex.com 
 
Philips-Boyne Corp. offers 
high-quality shirtings and 
fabric. The majority of the 
line consists of long staple 
Egyptian cotton that is wo-
ven and finished in Japan. 
Styles range from classic 
stripes, checks, and solids to novelties, Oxfords, 

dobbies, voiles, Swiss dots, seersuckers, ginghams, 
flannels, and more. Exclusive broadcloth qualities: 
Ultimo®, Corona®, and Superba®. Knowledgeable 
customer-service team, immediate shipping, and 
highest-quality textiles. Philips-Boyne serves everyone 
from at-home sewers and custom shirt-makers to 
couture designers and branded corporations. Call 
(631) 755-1230, visit www.philipsboyne.com or email 
sales@philipsboyne.com.

SHOL Textiles’ premium 
soft and stable interlinings 
can go through aggressive 
washes and still give you 
the look and feel on the in-
side to make you look good 
on the ouside. Services include full-service testing of 
fabrics with SHOL Textiles’ premium fusibles for any 
apparel needs. We offer excellent quality, service, 
and price! We will visit you or send samples or receive 
your fabric to make fuse tests to recommend the 
proper fusible for your fabric. Call (310) 766-5074, 
visit www.sholtextiles.com, or email Shane Rabineau 
or Oleg Zatsepin at shane@sholtextiles.com or oleg@
sholtextiles.com

Sourcing at MAGIC is North America’s largest, most 
comprehensive sourcing event, reflecting the fashion 
supply chain at its most complete. Offering un-
matched access to over 40 countries representing the 
world’s most important markets, Sourcing at MAGIC 
showcases more than 800 apparel, accessories, and 
footwear resources, conveniently merchandised by 
country and category: contract and original design 
manufacturers; fabric, trim and component suppli-
ers; and service and technology providers. Upcoming 
show dates are Aug. 20–23 at the Las Vegas Conven-
tion Center. (877) 554-4834, cs@MAGIConline.com 
or www.magiconline.com/sourcing
 
Within the promotional tools for 
sourcing in the region, VESTEX 
organizes every year the only 
trade show in the CAFTA-DR 
region where key players of the 
apparel supply chain meet at 
one place featuring the dynam-
ic of an industry committed as a 
speed-to-market and higher-fashion-garment provider. 
Its main activity, the exhibition floor, becomes the ideal 
regional marketplace. Since 1991, the Apparel Sourc-
ing Show is the only international show specialized in 
the apparel and textile industry in the CAFTA region. 
For three days and under the same roof, year by year, 
the key players of this industry coming from different 
countries involved have met and have done businesses 
at this show, which has become the ideal forum, bring-
ing together all your company’s needs: a full range of 
suppliers’ exhibition floor, specialized seminars and 
conferences, the opportunity to have perfect appoint-
ments at the Matchmaking Meeting Program, and 
social events. Show dates are May 22–24, Grand Tikal 
Futura Hotel & Convention Center, Guatemala City. 
www.apparelexpo.com/gt
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SHOL textiles
234 Eucalyptus Drive

El Segundo, CA 90245
O: 323.786.0334
F: 213.482.4858

Shane Rabineau: 310.766.5074
shane@sholtextiles.com

Oleg Zatsepin: 323.804.6383 
oleg@sholtextiles.com
info@sholtextiles.com
www.sholtextiles.com

SHOLtextiles
supplier of fusibles and interlinings

Oleg Zatsepin

C: 323.804.6383
O: 323.786.0334
F: 213.482.4858oleg@sholtextiles.com
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WHERE FASHION STARTS

AN EXcluSIvE SEmINAR SERIES AT NORTH AmERIcA’S lARgEST, mOST cOmpREHENSIvE SOuRcINg EvENT 

AuguST 20-23 2012
lAS vEgAS cONvENTION cENTER – SOuTH HAll, lEvEl 2  

DON’T mISS THIS muST-ATTEND EvENT. REgISTER NOW!

40+ SeminarS
70+ ExEcutivE-LEvEL SpEakErS

5000+ attEndEES

 INTERNATIONAl TRADE ISSuES

 TEcHNOlOgIES FOR SOuRcINg EFFIcIENcy

 TRADE lAWS & mAjOR TRADE NEgOTIATION upDATES

 INFRASTRucTuRE & lAbOR ISSuES
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 ENTRy INTO EmERgINg mARkETS 

auguSt 2012 FocuS

SEmINAR TOpIcS INcluDE:
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(877) 554 4834

                     6TH Annual 
Excellence in global Sourcing Summit

Featuring exclusive research and an executive 
panel on new innovations in sourcing: Whether 
you’re looking to expand your consumer footprint 
or solidify your place within the supply chain, this 
panel will deliver exclusive insights on growing 
in a shrinking world.

WHAT DOES IT mEAN TO plAy 
IN THE glObAl mARkET?

SOuTHEAST ASIA / ASEAN REgION

mADE IN THE uSA

NORTH & SOuTH AmERIcA
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