
In Search of Newness 
at the ISS Show

The name of the game for the T-shirt crowd this year is 
discovering a fresh take on blank tops. 

Buyers were hunting for new colors, new fabrics, new sil-
houettes and new ways to imprint their T-shirts. 

“Customers are excited about anything, even a new fab-
ric,” said Young Shih, operations manager of Pima Apparel, 
a T-shirt company based in Ontario, Calif., that has been 
adding linen to the fabric mix of its T-shirts.

Pima Apparel was just one of some 350 exhibitors tak-
ing part in the annual  Imprinted Sportswear Show, held 
Jan. 17–19 at the Long Beach Convention Center in Long 
Beach, Calif.

The exhibition features everything that has anything to 
do with the blank T-shirt business. Need a spangle machine? 
You can find one here. Planning to buy a rhinestone- transfer 
machine? There were several. 
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NEW YORK—Designers lined up in the cold, eager for 
the doors to open, as Première Vision New York and In-
digo New York showed the work of textile and accessories 
designers from 15 countries, including Turkey, France, Italy, 
Japan and the United Kingdom.

The two-day show, held Jan. 14–15 at the Metropolitan 
Pavilion and Altman Building, drew 261 exhibitors—a 17 
percent increase over 2013—and 137 studios showing on 
three floors of the Metropolitan Pavilion. So eager were new 
exhibitors to join the event, with only seven of 27 accepted 
this year, that this was the last time the organizers are using 
the two buildings. They are moving the show permanently to 
Pier 92. It’s literally bursting at the seams, said Guglielmo 
Olearo, PV’s international exhibitions director.

Exhibitors up 17 Percent 
at Première Vision 
Preview New York

By Deborah Belgum Senior Editor

By Caitlin Kelly Contributing Writer
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The Voice of The indusTry for 69 years

Kitson, the trendy Los Angeles boutique that started on Rob-
ertson Boulevard in 2000, is gambling that Las Vegas will be a 
big winner for the retail chain.

Kitson announced it will be opening a mammoth 
12,000-square-foot emporium in May inside The Linq, a new 
shopping center that opened last month across the way from 
Caesars Palace on the Las Vegas Strip. 

The store will be employing 100 associates to staff the out-
post, which is expected to keep casino hours, meaning it will 
most likely remain open until 2 a.m., said Courtney Saavedra, 
Kitson’s director of marketing and public relations.

“We’re ready to partner with our vendors to give our custom-
ers something spectacular there,” she said.

While many of Kitson’s 18 California locations range from 
5,000 square feet to 8,000 square feet, the retailer’s Las Vegas 
location is being amped up to accommodate the more than 23 

million tourists who wander up and down the Las Vegas Strip 
every year.

Fraser Ross, the founder of Kitson, said that the emporium’s 
gamble will justify its size. “Vegas is all about bigger and bet-
ter,” Ross said. Much of the store’s space will be set aside for 
400-square-foot shops-in-shop. Most of their leases will expire 
in three to six months.

The big space is warranted because the Las Vegas Kitson will 
serve people on vacation. “Locals buy online when they shop at 
home. Travelers’ mindsets are different. They shop when they 
are traveling,” Ross said.

He also forecast that the Las Vegas Kitson will be part of a 
new attraction for the city. 

The Linq is a huge project whose landmark is the world’s 
tallest observation Ferris wheel, called “The High Roller.” 
Topping out at 550 feet, the wheel’s 28 glass-enclosed cabins 

By Andrew Asch Retail Editor

NEW YORK—With 30,000 attending—a jump from last 
year’s record 27,000 visitors—and 500 exhibitors, this year’s 
National Retail Federation Big Show, held at New York’s 
Jacob K. Javits Convention Center Jan. 12–15, offered 
the usual frenzy of meeting, greeting and selling as retailers 
checked out the latest in technology.

This year, however, was a big improvement from recent 
shows as retailers finally began opening their wallets to catch 

up with their competitors, agreed several exhibitors. 
“We came away from the show with increasingly positive 

feelings,” said Bob McKee, director, fashion industry strat-
egy, for Infor, a New York–based provider of business ap-
plication software. 

“The past few years, the show has been quiet and slow for 
us, and the quality of those attending wasn’t good. This year 
they were much higher quality, people who would and could 
make decisions about buying from us.” McKee attributed the 

➥ nRF page 3

➥ Kitson page 2

VInTAGe COLOR: Hanesbrands, at the Imprinted Sportswear Show in Long Beach, Calif., introduced a new Nano collection that 
has vintage colors that look garment-dyed but maintain their color consistency.

Kitson Opening in Las Vegas in May
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Scouting New Tech at NRF
By Caitlin Kelly Contributing Writer
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The retail lineup at the Del Amo Fash-
ion Center in Torrance, Calif., is starting to 
look a lot like musical chairs. At the end of 
the month, boutiques will begin relocating to 
other areas of the mall so construction can 
begin on a new two-level section of the north 
mall.

The new project will connect an existing 
Macy’s women’s store with a new Nord-
strom, scheduled to open in fall 2015. The 
two-level, 140,000-square-foot Nordstrom 
will be located near the intersection of Haw-
thorne Boulevard and Fashion Way.

The new project is part of an ongoing ren-
ovation campaign at Del Amo, a sprawling 
shopping center owned by Simon Property 
Group. 

It is one of the largest malls in the Unit-
ed States, with 2.4 million square feet and 
more than 200 stores. Renovations include 
enhancements to the mall’s outdoor lifestyle 
village, the construction of a 1,900-space 
garage and the addition of new landscaping 
around the area.

To make way for construction, a number 
of stores will be relocating to the south end 
of Del Amo starting Jan. 31.

Relocations include:
• Cotton On, Cotton On Kids, Freder-

ick’s of Hollywood, Lane Bryant, MAC, 
Pacific Sunwear, American Eagle, Justice, 
Claire’s and Express will relocate to the 
south portion of the center between Macy’s 
and Sears.

• Temporarily relocating to the second 
level of the outdoor lifestyle area are Robert 

Wayne Footwear and Stride Rite. Hennes 
& Mauritz, also known as H&M, will be re-
locating by Valentine’s Day and have two lo-
cations on the first level of the lifestyle wing. 

• Also, a handful of stores will be relocat-
ing to their permanent homes near the new 
Patio Cafés near the central Macy’s store. 
They are the Disney Store, Zumiez, Aéro-
postale, Gymboree and Hollister.

—Andrew Asch

RVCA, a leading boardsports and fashion 
brand out of Costa Mesa, Calif., recently an-
nounced its first capsule collection with a mod-
el since its popular collaboration with model 
and actress Erin Wasson for Spring 2009.

The new collection, Ashley Smith x 
RVCA, will be delivered as part of RVCA’s 
larger Fall/Winter 2014 lineup. It will include 
sporty looks such as color-blocked letterman 
sweaters, baseball tees, pleated skirts, black 
skinny jeans, cropped sweaters, halter tops 
and sweater dresses. Wholesale prices will 
range from $10 to $150 for the 13-piece cap-
sule collection.

Smith said that she hoped to add her own 
point of view to the label.  “I wanted to bring 
the RVCA girl a few key pieces that felt a 
little more playful—sexy, even,” she said. 

As part of the marketing campaign, Smith 
was planning to co-host a dinner with RVCA 
founder PM Tenore with an undisclosed list 
of artists from the brand’s “Artist Network 

Program” in New York on Jan. 23. The line 
will be the first in a series of six capsule col-
lections with Smith.

RVCA, founded in 2001, is one of the 
brands owned by Billabong International, 
which recently emerged from a set of bruis-

ing proxy battles. 
In a Dec. 10 address, Neil Fiske, Billa-

bong’s chief executive officer, said that 
“RVCA is showing tremendous growth” 
and would play a big role in the company’s 
turnaround.—A.A.

Jan. 24
Swim Collective
Hyatt Regency
Huntington Beach, Calif.
Through Jan. 25

Jan. 25
Interfilière
Paris Expo Porte de Versailles
Paris
Through Jan. 27

Salon International de la Lingerie
Paris Expo Porte de Versailles
Paris
Through Jan. 27

Jan. 26
Fashion Market Northern 
California
San Mateo County Event Center
San Mateo, Calif.
Through Jan. 28

MRket
Jacob K. Javits Convention Center
New York
Through Jan. 28

Jan. 28
“Retail 101,” presented by 
Global Purchasing Companies
Los Angeles

Jan. 30
“Fashion 101,” presented by 
Global Purchasing Companies
Los Angeles

Atlanta Apparel Market
AmericasMart
Atlanta
Through Feb. 3
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will have music and video that fade away to 
reveal a bird’s-eye view of the city during the 
30 minutes it takes the wheel to go around. 
“You can see the Kitson name from the strip 
in a flashing sign,” 
Ross said. “You can’t 
get a better advertise-
ment than that.”

Caesars Entertain-
ment, the developer of 
the open-air shopping 
and entertainment cen-
ter, is spending $550 
million on the project, 
which will be man-
aged by Los Angeles–
based retail developer 
Caruso Affiliated . 
“Caruso will be pro-
viding an outdoor-
lifestyle setting that will be very different 
for Las Vegas,” Saavedra said. Caruso owns 
and operates The Grove shopping center in 
Los Angeles and The Americana at Brand 
shopping center in Glendale, Calif.

Kitson’s Las Vegas location will offer 

popular brands such as Homies, Boy Lon-
don, Sol Angeles, Yosi Samra and Lauren 
Moshi, as well as Herschel Supply Co., 
God Save LA, Aviator Nation, Havaianas, 
Ray Bans and Billionaire Boys Club. 

While it will keep its identity as a re-
tailer with Los Ange-
les roots, the store will 
strive to accommodate 
the Las Vegas lifestyle, 
which means offering 
products that take you 
all the way from the 
swimming pool in the 
morning to the night-
club in the evening. 

The store will have 
apparel for men, wom-
en and children, as well 
as books, gifts, apothe-
cary and accessories. 

The Linq will  be 
home to other retailers, including Goorin 
Bros., Chilli Beans and 12AM:Run.

The project also will feature entertain-
ment and food venues including Chayo 
Mexican Kitchen + Tequila Bar, Sprinkles 
Cupcakes and Brooklyn Bowl. ●

Kitson Continued from page 1

Del Amo Fashion Center 
Makes Way for New Addition

VEGAS BOUND: Kitson is opening its 
largest store soon in Las Vegas.

RVCA Joins Forces With Model for Capsule Collection

New Exec at Levi Strauss & Co.
Craig Nomura is moving from Williams-

Sonoma Inc. to Levi Strauss & Co. as the 
new executive vice president and head of 
global retail. 

He will join the iconic denim company on 
Feb. 3, reporting to Chip Bergh, Levi’s presi-
dent and chief executive.

“Whether it’s through strategic franchise 
management, consumer-focused vertical 
retail experiences or tight inventory man-
agement, Craig’s deep expertise across all 
aspects of retail operations will be a great 
asset to the management team as we work 
to make [Levi’s] a world-class omni-channel 
retailer,” Bergh said in a statement.

Nomura will help run a fleet of 2,800 
owned stores and outlets. The retail division 
employs 7,300 people. 

Nomura’s most recent job was serving as 
senior vice president of global development 
for Williams-Sonoma Inc., where he was 
responsible for international expansion. He 
also worked for Gap Inc., The Gymboree 
Corp., Guess? Inc. and Foot Locker Inc.

Levi’s makes jeans and casualwear for 
men, women and children under the la-
bels Levi’s, Dockers, Signature by Levi 
Strauss & Co. and Denizen. Revenues 
for the company in fiscal 2012 were $4.6 
billion.—A.A.

Fashion Karma 
Created Daily!

Labels, 
Patches & 
Paper Tags

Bracelets

Rhinestone 
Buttons

Decorative 
Rivets & 
Buttons Belts

U.S.A. +1 213 688 8550
Showroom: 910 S. Los Angeles St., Suite 405, Los Angeles, CA 90015 USA

Factory: Shigu Industrial Zone, Nancheng, Dongguan, Guangdong, PC 823070 China
www.trimnetworks.com   ae@trimnetworks.com

Come visit our factory in China!
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change to the economic recovery. “There’s 
an explosion of retail in the Asia-Pacific re-
gion, and, in Europe and the U.S., the will-
ingness to invest seems to have returned.”

Infor’s newest offering is its acquisition of 
PeopleAnswers, a cloud-based platform in 
16 languages designed to help retailers hire 
and retain the best associates. The service 
analyzes 39 behavioral traits for job candi-
dates to determine their fit rating. It’s used 
by a variety of companies, including retailers 
Foot Locker and Neiman Marcus. 

Omni-focused

Three phrases dominated this year’s show: 
omni-channel, omni-marketing and custom-
er experience. Vendors reported intense and 
growing interest in making sure that shop-
pers who want to move between e-commerce 
and bricks and mortar can enjoy seamless 
service. The key is maintaining the correct 
level of inventory, which is where using 
RFID (radio frequency identification) tech-
nology to easily track stock is essential, said 
Philip Harman, national account manager of 
Checkpoint Systems Inc. “I’m hearing a lot 
more about it. Omnichannel makes it critical. 

If I say we have it in stock, we need to have 
it! It’s all about customer service.”

“The customer is driving everything,” 
agreed Charlie Lewis, senior sales execu-
tive for New York–based CGS, whose sys-
tem offers retailers one software platform 
for handling multiple vendors. “Eight per-
cent of IT is spent on legacy systems and 
keeping it all stitched together,” he said. 
“They have to do this or they can’t execute 
on multi-channel.”

Payal Cudia, director of corporate com-
munications for Boston-based Demand-
ware, said she saw “a ton of customers” in-
terested in the company’s new cloud-based 
tablet app for associates working in-store 
to access shoppers’ online carts when they 
arrive, helping them find what they need 
quickly and easily.

“We’re very focused on bridging the gap 
between the online and bricks-and-mortar 
world. As a shopper, I prefer the store see 
me as just one shopper—not just online or 
phone or catalog or in-store. It’s the idea 
of creating one brand experience. It seems 
to be a big theme here this year. Bringing 
the digital world into the store is crucial 
in 2014. It’s become more apparent now 
that this is something retailers realize they 
need,” she said.

At the show, Motorola Solutions Inc. 
launched a sleek, attractive new scan-
ner aimed at high-end fashion retail, the 
DS4800, designed with haptic technology 
that responds to the user’s touch, whether 
gripping the handle or merely stroking a 
finger across it. Made of smooth, pale, gray 
matte-finish plastic, the scanner, which lies 
flat when not in use, can be customized in 
several ways, from a snap-out bezel that 
can feature a company’s own logo to using 

a distinctive jingle or ring-tone—instead of 
a boring old beep. The device can also read 
barcodes directly from shoppers’ phones, 
offering them a discount or confirming their 
membership in a loyalty plan. 

“We really focus on the ergonomics of 
the job,” said Robert Armstrong, marketing 
director, Americas enterprise. “It’s not just 
beautiful but allows the associate to be more 
productive.”

At PTC, a Needham, Mass.–based soft-
ware manufacturer, Product Marketing 
Director Scott McCarley was showing the 
PTC Retail PLM Solution, which allows 
retailers to carefully track their products 
from initial idea through to point of sale. 

“Globalization is a tremendous opportu-
nity for new markets, but each retailer needs 
to match market needs to each region, so it’s 
also a threat. Companies like Sears, JCPen-
ney, Brooks Brothers and Nike all have a 
similar set of challenges. They need to be 
able to quickly grow their operations glob-
ally but across an increasingly global supply 
chain. The traditional sequential approach 
won’t work,” he said. Today, retailers must 
manage all these challenges simultaneously. 
“If a fabric suddenly seems too expensive, 
you can kill that choice immediately. [When 

PTC Retail PLM first launched] it 
was initially more focused only 
on product development, but now 
we’ve added in sourcing, costing 
and have configured it for mobile 
use as well, so designers can cap-
ture an idea on their phone while 
they’re out on the road and share it 
with their teams.”

One new benefit the program of-
fers, he said, is transparency around 
labor practices, an issue for some 
consumers after the well-publicized 
collapse of clothing factories in 
Bangladesh. “It is a concern,” he 
said. “There’s a real microscope on 
the apparel industry around their 
sourcing practices.”

At TradeStone Software, based 
in Gloucester, Mass., Cari Karonis, 
senior vice president of product and 

services, said the company was pleased by 
interest in its products. “There were a lot of 
people we didn’t expect to see. Last year, 
the word omni-channel was all you’d hear 
about. Now, omni-market is all-important. 
The goal is to get the right assortment of 
products to all the markets you serve, in-
cluding franchises. An XS or XL is very dif-
ferent between Japan, Europe and the U.S.,” 
Karonis said. Companies such as Ascena, 
with brands including Dress Barn and 
Maurice’s, are using their system to track 
inventory across multiple brands serving 
very different market segments.

At Avery-Dennison, R. Scott James, 
marketing communications manager, Amer-
icas, said retailers such as JCPenney, Wal-
mart and Macy’s are increasingly interest-
ed in its RFID technology, which tags items 
at the manufacturing source, allowing easy, 
quick, accurate and non-invasive scanning 
of inventory as it moves through the sup-
ply chain. While it’s been used on apparel, 
the company is now applying it as well to 
shoes, intimate apparel, childrenswear, and 
even cosmetics and jewelry. 

Inventory remains “the fly in the oint-
ment,” he said. “A distribution center can 
send a customer to a nearby store, but if 
their inventory isn’t at that level—typically 
75 percent to 85 percent accuracy—you’ve 
got a problem.” Using its RFID tags—each 
of which, like a car’s vehicle identification 
number, or VIN, carries a unique number—
speeds stock taking tremendously, from 250 
barcodes an hour using a hand-held scanner 
to 20,000 an hour, he said. At a cost of 7 to 
8 cents per tag, “it is a big investment for a 
retailer,” James said. “But you’re not com-
peting on price anymore. It’s ‘How can I sell 
this faster? How can I keep it in stock?’” ●

STYLISHLY PRODUCTIVE: Motorola Solutions 
introduced the DS4800, a stylish and high-tech new 
scanner for high-end fashion retail.

NRF Continued from page 1
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Wondering what’s the latest and greatest 
in silk-screen printers? This was the place to 
be.

Particularly popular on the exhibition 
floor were companies selling direct-to-gar-
ment printing machines. Think something 
that looks like a desktop printer capable of 
printing images on T-shirts using several ink 
colors.

Today’s direct-to-garment printers are 
faster and capable of printing on black fabric, 
not just white fabric. Printing heads are more 
durable. 

“It is a fairly new niche,” said Tom Hop-
kins, regional manager at AnaJet Inc., a Cos-
ta Mesa, Calif., company founded in 2004. 
“The turning point [in the industry] was be-
ing able to print on black T-shirts. Now the 
machines have become better and faster.”

A desktop-sized AnaJet Sprint machine 
can print about 30 light-colored T-shirts or 
15 to 18 dark-colored T-shirts an hour. At 
the show, it was selling for $9,950 for a used 
model to $13,950 for a brand-new machine. 
The company’s newer MPower5i model 
whips out 50 light-colored T-shirts and 25 
dark-colored shirts an hour. At the show, it 
was going for $15,950 for a used version to 
$22,950 brand new.

Other companies at the show offering di-
rect-to-garment printers included Bordeaux 
Digital Inc., Brother Intl. Corp., Epson 
and Kornit Digital.  

Texture on top

T-shirt companies were busy touting new 
color schemes, textures and silhouettes to get 
customers through the door this year.

Hanesbrand Inc. last year introduced 
the Nano collection, which has 10 new vin-
tage color offerings and five new silhouettes. 

“The Nano collection is fashion-forward, for 
the young consumer, for that Millennial,” 
said Andrew Verga, a Hanesbrand marketing 
manager. 

The Nano collection has a vintage color 
palette and a garment-dyed look that guaran-
tees color consistency and colorfastness, Ver-
ga said. The collection includes raglan-sleeve 
tops, three-needle stitching and contrast lin-
ing on the hoodies. The crew-neck tops have 
a V-notch in the front to give them a vintage 
feel.

American Ap-
parel ,  the Los 
Angeles company 
that makes most 
of its garments in 
Los Angeles, went 
back to the 1950s 
with some of its 
new offerings. 

A m e r i c a n 
Apparel was in-
troducing short, 
p l e a t e d  s k i r t s 
as well as circle 
skirts.

O t h e r  n e w 
items included club jackets—the kind your 
football-playing boyfriend wore in high 
school—that came in fleece or wool fash-
ioned in a number of colors. The wool jack-
ets, which also are available with leather 
sleeves, retail for $175. 

Maud Massaad, an American Apparel 
sales representative based in Montreal, said 
the company was doing a lot of cropped tops, 
whether it was a spandex cropped top or a 
heavy terry cropped sweatshirt. “What is re-
ally in are the cropped tops,” Massaad said. 

Bella + Canvas, another Los Angeles T-
shirt company known for being trend driven, 
was introducing fabrics with lots of texture 
and more pop colors. The amount of fleece 

products was bumped up, too, said Kristin 
Mulligan, a national account manager at the 
company. 

“This year we are seeing a lot of texture,” 
Mulligan said. “We have a marble-fabric col-
lection. Marble sales are overtaking burn-out 
fabric sales. Marble is not as difficult to print 
on, and it’s made of a cotton and polyester 
yarn.”

New colors in the marble collection in-
cluded maroon, black, royal blue, dark gray, 

light gray and 
a red/orange. 

In the cate-
gory of fleece, 
Bella + Can-
vas was intro-
ducing neon 
fleece, marble 
f l eece ,  t r i -
blend fleece 
and  d ig i t a l 
fleece.  

The com-
pany’s Flowy 
c o l l e c t i o n , 
which has a 
relaxed fit in 

lightweight fabrics, continues to do well, 
Mulligan said.

For many companies, the racer-back 
sleeveless tank top has been a popular silhou-
ette recently. That was true at Cotton Heri-
tage, headquartered in Commerce, Calif. 
“Racer-back tees are strong this year,” said 
Mickey Sachdeva, Cotton Heritage’s chief 
executive.

To add some newness to the company’s 
products, Sachdeva added more colors to its 
range of fancy fleece, such as salmon pink 
and ocean heather. “Buyers like the softer 
hand of the garment and the vibrancy of the 
colors,” he said. “We are doing a lot of busi-
ness with the surf and skate crowd.” ●

PV Fashion Director Sabine Chatelier of-
fered an hour’s presentation of Spring/Sum-
mer 2015 trends, calling it “the richest edi-
tion of the past decade.” Materials are supple, 
light, tactile and sensual, and designs use 
fullness and volume through pleats, folds and 
sculpting, she said. “It’s a sweet, soft season 
that needs no noise or bling. It has serene 
vibes.” Blurred borders—between male and 
female, sportswear and casual, work and lei-

sure—also inform how designers will work, 
she said. Neon and fluorescents are gone, 
replaced by soft, often pearly and iridescent 
tones. Translucence and transparency were 
also important themes. Favored prints will 
be small, tight geometrics or textures such as 
basket weave or airy, open netting and lace.

This played out for several exhibitors, 
including Sandrine Bernard, executive vice 
president of Solstiss, a French lace manu-
facturer. “The show was very, very good to-
day,” she said on Wednesday, Jan. 15. “Lace 
is really a trend for Spring, and people are 
looking for femininity and color. It’s a happy 
feeling. Price is not an issue because people 
are looking for a sense of renewal, of rebirth. 

It feels as though we’ve come out of the cri-
sis—lots of black, very simple designs. Now, 
people are ready for more fantasy. Even for 
bridal, they want something new.” Bernard 
saw buyers from LA, San Diego and San 
Francisco buying looks such as a stretch lace 
combining both geometrics and florals, some 
in deep, rich jewel tones such as coral and 
navy.

At Bel Maille, East Coast agent Jason 
Bates said, “The show is going well. There 
are more quality people this year than last 

year. In previous shows, it was mostly stu-
dents and start-ups.” Buyers are willing to 
spend for the right thing, he said. “What they 
really need is quality. It’s more important 
now to have nice fabrics. You need to give 
the consumer a reason to buy.”

At the Debs booth, which represents 
the work of four mills: Debs, Efilan, Full 
Blossom and SMI, buyers—some of them 
from California—were responding most fa-
vorably to a polyester in cherry red, black 
and camel, with a silky hand and ashy, dusty 
look, said Alexandra Corwin.

Despite the dollar’s weakness against the 
euro, buyers kept Michele Vigano busy pil-
ing up a mix of stretch jacquards, silks and 

stretch summer-weight bouclés. “They’ll 
pay the price for the creativity,” said Viga-
no, co-owner of Seterie Argenti, based in 
Italy. “We’ve seen quite a lot of important 
customers, from both the East Coast and 
West Coast,” including St. John and Guess. 
Natural fibers in a matte finish were popu-
lar, as were his offerings in neutrals such as 
black, white, cream and beige. A popular 
choice was a bright pink, orange and yel-
low floral polyester jacquard, as were small 
geometrics in navy, turquoise and cream. 

Buyers were also drawn to 
a series of nylon/Lycra fab-
rics woven in a cream and 
black leopard pattern, one 
with unusually small spots 
that included some in gold.

At Philea and Velcorex, 
the 186-year-old French 
manufacturer, satin-backed 
crepes were extremely pop-
ular, said Hugo Sodee, Phil-
ea’s area manager, visiting 
from Paris. Driven by its 
use by hot Paris designers 
such as Sandro and Vanes-
sa Bruno, major American 
and British designers have 

ordered “hundreds of thousands of meters” 
for their own lines, he said, even at a price of 
$12 to $14 per yard. One, a navy and black 
satin, a tiny geometric print, was ordered by 
two major apparel brands. Another popu-
lar choice was a crepe-backed satin with a 
sparkling yarn, used in combination for the 
contrast of materials offered in colors from 
eau de nil to copper.

Buyers came to the two shows from 
across the U.S., with 1 percent or 2 percent 
from Mexico and about 5 percent from Can-
ada, Olearo said. 

There’s a change in the air, he agreed, as 
price isn’t as much of an obstacle as in past 
years. “The market is not only price driven 

as it was in the past. Now, people are fo-
cused on quality and telling a story to the 
consumer. Now, it’s a different story.”

Print focus at Indigo

“Yesterday was super-busy,” said Evange-
lista Sagnelli, whose Laguna Beach, Calif.–
based Browne Dog Studio was showing at 
Indigo, a show for the textile design mar-
ket. His booth was piled high with the im-
ages he sells, often to makers of athletic and 
beachwear, like that of a stunning deep-blue 
macramé shawl found for him by a source 
in Latin America. Buyers were looking for 
jungly, Cuban, tropical images, such as Leo 
Jungle, one combining leopard spots and 
palm fronds. 

Like several other Indigo exhibitors, Sa-
gnelli said he met several home-furnishing 
buyers this year. “You always think of ap-
parel when you design these images, but 
now people look at them and can see them 
on a pillow or lampshade or duvet cover.”

At the Liberty booth, Christine Doherty 
was busy showing the British firm’s classic 
small florals, some of them newly rescaled 
and recolored for use in swimwear. “It’s go-
ing really well,” she said. While their prices 
are elevated by the cost of printing every-
thing in Italy or the United Kingdom, she 
said, “There’s a lot of demand for our prod-
ucts, so people try to fit them into their col-
lections however they can.”  Even a dappled, 
deeply colored pattern—that looks like an 
impressionist’s old palette board—has re-
mained popular for use in men’s beachwear 
since its introduction last year, she said. 

Virgina Crofts, a French designer who 
sells her detailed paintings at Indigo, said 
this show, her second, was a success. Her 
colored paintings—small-scale, charming 
images of crabs, cars or ducks—were find-
ing favor with makers of childrenswear. “It’s 
been a very good show.” ●
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Jobs Available Jobs Available Jobs Available

CUSTOMER SERVICE REPRESENTATIVE/

DATA ENTRY

Customer Service/order entry team member is sought by

a leading apparel manufacturer in Hawthorne. Great

communication skills, fast & accurate data entry and

proficiency in Excel is required. MUST be experienced

and proficient in AIMS software.

Forward the resume and salary requirements to

hmkcpa@jps.net

 

Customer Service

Must have 3 yrs. exp in apparel industry, excellent

selling skills over the phone. AIMS Software

knowledge a must.

Send res. to: jobs@robinsjean.com or

fax: 562-231-0742

 

FABRIC BUYER

For busy JR dress company.

- Source and purchase all fabric for design & production

- Monitor yields and fabric consumption

- Monitor fabric deliveries to factories

- Maintain Timely & Accurate Physical Material Inventory

- Continuous Monitoring of PO/Receiving

- Communicate fabric shortages or delays

- Shop fabric resources for new fabrications

TO APPLY: email resume: Richard@baileyblueclothing.com
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Fit Models

PROFESSIONAL GARMENT MANUFACTURE   

Established factory in Vietnam with over 200 operators 
and over 13 years of experience has immediate production 

capacity available.  Company prides itself for its high 
commitment to quality and timely delivery.  We have 

extensive knowledge in the following areas:  Lingerie; 
including complex Bustier manufacturing, Bras, Swim, 

Light Sportswear and Exercise wear.  

Please contact our local production manager, 
Mr. Al Saenz at (310)413-4898.

Model services

contractor Private label MFg.Fit Models

BENEFITS                                                     
Online 24/7 Inventory 
management                       

FDA Registered food  
grade facility                        

RF-driven wireless  
bar code scanning                   

                                                                                                                    

SERVICES                                                     
Cross dock/Trans loading                                    

Distribution Service                                            

Compliance labeling                                          

Consumer Products                                            

Document Storage                                              

Pick & Pack

Knitting

Internet Fulfillment

PRODUCTS
Toys

Movies

Textiles 

Apparel

Giftware

Industrial Products

General Merchandise

Consumer Electronics

Health & Beauty Aids
             And much more….

People • Service • Technology
Whse: 775 W. Manville St., Compton CA 90220

Tel: (310) 631-6800  Fax: (310) 631 6301   Cell: (310)409-6616
 email: leonard@fastrucking.com   http://www.fastrucking.com

warehouse & distribution

Longtime apparel and textile industry executive 
Edward Woods died on Jan. 1. He was 80. 

A New York native, Woods got his start in the in-
dustry in the late ’60s as the merchandise manager 
for Gamble offices, overseeing a staff of 12 buy-
ers, before joining Em-See Blouse Co. In the early 
1980s, he moved to California, first working as the 
sales manager for KoKo Knits, then joining Guil-
ford Mills/Gilbert Frank in 1985 as a divisional 
sales manager and human-resources manager.

In addition to working in the industry, he was 
also a member of the Textile Association of Los 
Angeles and taught at UCLA Extension and Otis 

Parsons Art Institute (now called Otis College of 
Art + Design), according to his former coworker 
and friend Michael Bokser. 

After retiring from the apparel industry, he took 
up a new mission, volunteering with organizations 
on aging and serving as president of the Los Ange-
les City Council on Aging.  

“He was a real gentlemen, very professional, and 
was liked by all,” said Bokser, who worked with 
Woods at Gilbert Frank. Bokser also left the indus-
try to open Boxer Insurance Services but remained 
in touch with Woods and his family. “He was quite 
successful selling textiles. He was very creative. 

Clients loved him. He was a real sweetheart.”
Woods is survived by his wife, Marilyn—as 

well as children Elissa; Craig and his wife, Leela; 
and David and his partner, Robert—in addition 
to Woods’ brother, Albert, and many other family 
members and friends. A celebration of Woods’ life 
was held on Jan. 19 at Mount Sinai Mortuary in 
the Hollywood Hills neighborhood of Los Ange-
les. 

In lieu of flowers and in recognition of Woods’ 
dedication to the senior community, the family re-
quests that contributions be made to The Alzheim-
er Association.—Alison A. Nieder

Obituary

Edward Woods

Apparel and Textile Executive Edward Woods, 80
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APPAREL SPEC WRITER

Maxstudio.com, a global corporation bringing leading-

edge design to today's woman, is seeking experienced

professionals.

APPAREL SPEC WRITER

Seeking a team player to be responsible for writing spec-

ification sheets in our fast-paced Pre-production depart-

ment. Candidate must have 2 years experience as an

Apparel Spec Writer. Must be detail-oriented and pos-

sess the ability to work well under pressure.

- Must have knowledge of garment construction for both

wovens and knits.

- Must have the technical experience to create detailed

sewing instructions for factories to follow

- Must have knowledge of grading

- Must be able to measure a garment accurately

- Must have knowledge of Excel, Illustrator and Power-

point.

- Must be able to work on Tech Packs

-------------------------------------------------------------------

ASSISTANT TECHINCAL DESIGNER

Develop Tech Packs for all styles to document all gar-

ment details including fit, fabric, construction, stitching

and trims. Prepare sketches and diagrams with con-

struction details.

- Maintain and update Tech Packs to effectively commu-

nicate all changes to vendors.

- Must be able to accurately measure all proto, pre-pro-

duction, TOP samples to ensure accurate execution of all

measurements, quality, construction and overall fit of

garment.

- Take detailed notes in all fittings and clearly communi-

cate all details to overseas contractors.

- Must have previous import and Technical Design exp.

- Must have extensive knowledge of garment construc-

tion for woven and knit garments (all categories).

- Must be proficient in Illustrator, Photoshop, and have

strong Technical skills (garment construction, knowl-

edge of yields, grading and costing)

- Must possess excellent communication and organiza-

tional skills.

- Must have a strong work ethic, eye for detail and be a

team player.

Maxstudio.com offers both a competitive

salary and benefits package.

Please fax resume to Human Resources @

(626) 797-3251 or email to careers@maxstudio.com.

Please include salary history.

EOE, M/F/V/D No phone calls please.

 

PRODUCTION COORDINATOR

LA based company is looking for Garment Production.

Coordinator with heavy experience in overseas produc-

tion. Must be a team player, have strong analytical skills,

detail oriented and highly organized. Successful candi-

date should possess excellent grammatical skills, must

be a strategical thinker and hands on employee. Bilin-

gual is a plus. Responsibilities include and not limited to

production processes, scheduling, costing, and coordi-

nating order deadlines with factories.

Please email your resume to:

Carlos@designcollection.com

 

Production Coordinator

Domestic Women's Apparel experience a MUST. Detail

Oriented. Strong Understanding of patterns, fit and spec.

Strong Computer & Multitasking Skills. 3+ years experi-

ence. FT with benefits. Email resume:

Laprodmgr@gmail.com

 

COUTURE EVENING WEAR DESIGNER

* LA based, NYC relocate. Senior Designer supporting

the Creative Director. Ability to think three - dimension-

ally ,conceptualize, and visualize from swatch to silhou-

ette. Inspirations, concepts, draping, patter making

knowledge, fabric selection, beading and layouts. Must

be dedicated and passionate. Work with leading up and

coming designer in creating an exclusive luxurious vi-

sion. 5yr plus experience. Degree in fashion design.

Please email/ fax resume to: Lisa@lorenasarbu.com -

414-431-3071

DESIGNER

A knitwear manufacturer looking for an enthusiastic person

to join our team.

1. Designer

- Design for Nordstrom, Dillard, Bloomingdale, etc...

- Young Men's & Woman's apparel for our own brand /

high-end Dept. store

- Develop New Style Graphic(Screen Print, Sublimation etc)

- Min. 3 years experience -

-------------------------------------------------------------------

2. Web Business Management

- Design for E-Retail.

- Men's & Woman's apparel for our own brand

- Develop New Business for Web Site

- Web Business Platform Experience

- Min. 4 years experience

-------------------------------------------------------------------

3. Quality Control

- Quality Control for Contractor

- In Line & Contractor Quality Control

- Fabric, Sewing, Finishing Quality Check

- Min. 5 years experience

-------------------------------------------------------------------

4. Accounting & General Secretary

- QuickBooks, Payroll, Time Card, Data Entry

- preferred Sewing Factory Account

- Bilingual in Spanish & English

PLEASE SUBMIT RESUMES TO jobs@4goldengreen.com or

jypmiguelgold@gmail.com

Textile Import Company looking for:

PRODUCTION COORDINATOR

Familiar with QuickBooks and has fabric purchasing

knowledge. 3 years of purchasing experience.

-------------------------------------------------------------------

ACCOUNTANT

BA in accounting, advanced skill in QuickBooks and

MS Office. 3 years experience. Organized and efficient.

Prefer English/Mandarin

Office located at Monterey Park

Please send resume to Textile0710@gmail.com

 

Alternative Apparel hiring two West Coast Ac-

count Executives (Boutique & Online)

Ideal candidate will have 3-5 years previous experience

in apparel sales with industry leading brands in the men

and/or women's markets. Responsibilities include Time

and Action calendars, analysis & forecasting sales,

tracking replenishment business, monitoring sell thru, &

driving presentations & product assortments. Bache-

lor's preferred. Apply to suzi@alternativeapparel.com.

 

DRESS DESIGNER

Social Occasion dress designer Sue Wong seeks

experienced dress pattern maker (3+ years). Knowledge

of Gerber software required. Health benefits available.

Salary commensurate with experience.

Email resumes@suewong.com.

SENIOR KNIT/SWEATER DESIGNER

Growing Company, Great Team, Burbank location needs:

SENIOR KNIT/SWEATER DESIGNER

Talented, prolific, current knit designer! Mixmaster!

Take charge. Full knowledge, create, source, tech fit.

Full process.

------------------------------------------------------------------

TECHICAL DESIGNER

Work with design team in creating. Must be fast

efficient, excellent sketched, follow thru with makers

All categories. Min 3 yrs experience.

Send resume with sample of work and salary

requirement to : Debra @ sanctuaryclothing.com

WANTED-ASSISTANT DESIGNER

Duties:

Source trim,work with pattern-maker/cutter/sewers. Track

sample request & meet sample deadlines. Maintain

linesheets. Write PO'# & reconcile with packing slips/work

with AP. Track samples to/from retailer. Track store samples

& complete expense report on a monthly basis.Tag/photo/

download/label samples going out daily. Communicate with

retailers' product development team re: trim & daily sample

sent out. Prepare Fed ex box.

Skills:

Strong computer skills, AI,excel,outlook, photo shop a plus.

Able to read t/p's. Confident & articulate, responsible and

trustworthy, able to work under pressure, uses initiative,

team player & professional, resourceful, persistant. Strong

knowledge of textile/fashion products. Ability to prioritize

workload & manage design room. Flexible & willing to go

the extra mile to get things done. 3+ yrs in jr. room design

with similar responsibilities.

Send resume to MAR PACIFICO FABRIC SERVICE

attention Manny at manuelmarcar@yahoo.com

a PRIVATE LABEL CO.

TRIM BUYER

Paige Premium Denim in Los Angeles is looking for an

exp'd Trim Buyer. Candidate must have least 10+ years

of exp. in developing, sourcing and purchasing trim. Ex-

tensive knowledge of trim sources and suppliers, price

negotiations, inventory management, testing, building,

organizingand maintaining trim library. Candidate should

thrive in a fast paced environment and be able to put to-

gether and manage T&A dates and deliverables. Must

have expansive computer knowledge, be a team player,

self motivated, proactive and solution oriented. Fluent

written and verbal English communication skills.

Please fax-(310) 204-1172 or

email your resume to elaineb@paigeusa.com

CUSTOMER SERVICE

LA manufacturer seeking a CUSTOMER SERVICE to assist

warehouse with operations, order entry, & logistics. This po-

sition consists of high volume order entry and email corre-

spondence. Excel, Quickbook and EDI knowledge strongly

preferred. Email resume to

2014customerservice@gmail.com

CUSTOMER SERVICE/ORDER ENTRY

Multi divisional company: Data Entry position.

MUST have exp. w/Apparel Order Entry/Credit.

Email Resume to:

HR@ddaholdings.com

Place your ads online at http://classifieds.apparelnews.net/
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Bookkeeper Wanted for Apparel Company DTLA

Looking for a Full-Time Full-Charge Bookkeeper who is ad-

vanced in Quickbooks, and experienced in the garment in-

dustry. Min 5 yrs. ex. Tasks include: accounts payable/re-

ceivable, payroll etc.

Email: Brenda@dluxbrands.com

GRAPHIC DESIGNER-SUBLIMATION CO.

A busy women's apparel co in Vernon, CA is looking for a

talented Missy Textile Print Designer for a sublimation co.

Must be able to work in a fast pace environment, have

experience doing sublimation, highly organized, creative,

dependable,

Detail oriented and a team player.

Email resume and salary req : mireille@sublitexusa.com

Knits Graphic Designer

Jr. Missy, Contemp. Categories

-Looking for a graphic designer with feminine graphic style

catered to the women's market in Knits.

-Highly Creative, Technical, Multi faceted, Team Player

-Proficient in :- Adobe Illus., Photoshop, In Design, Freehand

MX etc.

-Thorough working knowledge of all garment print tech-

niques and applications

-Build all over repeats and Graphic frontal prints, expert Col-

or separation

-Looking for an individual with fresh ideas, self-motivated,

that can work in a fast pace meeting all deadlines.

-Will communicate daily with overseas factories and com-

ment on strike offs and samples.

-Works closely with Designer

-Extensive knowledge in creating production art sheets

-Min 5-10 years exp. Portfolio required.

E-mail Resumes to Miscella.Ruano@Seven7Jeans.com

FULL-TIME DRIVER

Textile company needs a full time driver with class C license

& clean driving record. Company will provide truck.

Please call 323-582-9100 for appointment

LF SPORTSWEAR

1st PRODUCTION PATTERNMAKER

LA contemporary company seeking 1st - Production

Patternmaker. Min 5 years exp. Must be proficient at Gerber

system. Must specialize in garment dye knits and denim gar-

ments. Assist in creation and execution of product. Expert

at fit, construction, draping, textiles, shrinkage. Ability to

work in fact paced environment.

Email resume to: careers@lfstores.com

PATTERNMAKER

Major manufacturer seeking experienced pattern maker

with 10+ years experience. Must have vast knowledge

of imports, knits and wovens.

Please send resumes to:

Dede.Braxton@gmail.com

PRODUCTION PATTERNMAKER

Established Contemporary label seeks Production Pattern-

maker to develop first through production patterns. Must

have 5-7+ years patternmaking exp. & knowledge of Tuka-

Cad software. Applicant must have a solid understanding of

sewing construction with novelty fabrics. Must be able to

conduct fit sessions and to review overall fit,

balance and finish of the garment.

Please send resume and salary history to

Elaine@completeclothing.com

PRODUCTION MANAGER

For a domestic knitting & finishing converter. Must have

great organizational skills & min. of 5 yrs. experience in

the knit converting industry. Excellent opportunity

with great pay & benefits.

Send info in full confidence to: newfabricrep@gmail.com

PRODUCTION PATTERNMAKER

Must have min. 10 yrs exp. Expertise in Advanced Con-

temporary construction. Exp. with garment dye, washes,

shrinkages a must. Must be Gerber proficient. Must be

able to keep to schedule, communicate well and work

well with others.

Please send resumes w/work and salary history to:

HR@Raquelallegra.com

Production Pattern Maker

Seeking experienced pattern maker for Missy/Plus line.

Someone who has worked with sublimation is welcome.

Need to able to apply shrinkage to patterns and follow specs.

- City of Commerce

Email to: luckyspiritsjobs@gmail.com

FABRIC BUYER

Fabric buyer with 5+ years' experience (knits, woven,

denim). Must be able to source, negotiate, and track

open orders. Monitor in-house inventory levels. Strong

communication skills, team player. Trim or accessories

buying experience a plus, but not required.

All candidates send in resumes w/salary history to:

job9167@gmail.com or Fax to: 213*406*6099

Fabric & Trim Buyer

Domestic Women's Apparel experience a MUST. Detail

Oriented. Strong Understanding of patterns, fit and spec.

Strong Computer & Multitasking Skills. 3+ years experi-

ence. FT with benefits. Email resume:

Laprodmgr@gmail.com

MARKER/GRADER

Growing manufacture is seeking marking/grading individual

with min. experience 5+yrs. Must have knowledge of both

grading & marking, using Gerber system. Need to

be able to work in fast pace company.

Email: Elsa@secretcharm.com

QC Field Inspector

Karen Kane, Los Angeles

Must have strong knowledge of garment construction,

quality standards, specs, measurements, sewing and

various machines.

Fast paced environment.

Excellent communication.

Minimum 2 yrs experience.

Bilingual English/spanish.

fax resume and salary history to (323)277-6830 or

email to resumes@karenkane.com

SALES REPRESENTATIVE

EXP'D SALES REPRESENTATIVE IN THE GARMENT

INDUSTRY, STRONG MERCHANDISING AND COMMUNICA-

TION SKILLS. COMPUTER LITERATE A MUST. WITH GOOD

AND STRONG RELATIONS WITH MAJOR DEPARTMENT

STORES AND SPECIALTY STORES.

EXCELLENT SALARY & BENEFITS

E-MAIL RESUME TO RAY@BBOSTON.COM

FAX AT (323) 264-1972

SENIOR TECHNICAL DESIGNER/BOTTOMS

5+ yrs. experience in the fashion industry and in the

technical area responsible in creating complete technical

packs from pre-development stage to end production in

full cycle. Must have denim and non denim washed and

fashion bottoms experience. Familiar with specs and fit-

ting interpretations. Sit in fittings with designer. Com-

municate overall fit comments/approvals to oversea fac-

tories. Proficient with Illustrator, Photoshop, Word and

Excel. Patternmaking knowledge a plus.

Email resume along with salary requirement to:

rosemary@sanctuaryclothing.com

Jobs Wanted
35 yrs Exp'd

1st/Prod. Patterns/Grading/Marking and Specs.

12 yrs on Pad System. In house/pt/freelance

Fast/Reliable ALL AREAS Ph. (626)792-4022

Real Estate
Garment Buildings

Mercantile Center

500 sq. ft. - 16,500 sq. ft. Priced Right.

Full Floors 4500 sq ft.

Lights-Racks-New Paint-Power

Parking Available - Good Freight.

Call 213-627-3754

Design Patternmaker Garment Lofts

300 sq ft - 1,000 sq ft.

Call 213-627-3755

Buy, Sell, and Trade
WE NEED FABRIC

Silks Wools Denims Knits Prints Solids...

Apparel & Home decorative.

No lot to small or large...

Also, buy sample room inventories...

Stone Harbor 323-277-2777 Marvin or Michael

WE BUY FABRIC!

Excess rolls, lots, sample yardage, small to large qty's.

ALL FABRICS!

fabricmerchants.com

Steve 818-219-3002

http://classifieds.apparelnews.net/

Call Jeffery 213-627-3737 
Ext. 280 

to place a Classified Ad

JANuARy 31
Cover: Fashion
E-tail Spot Check
Lingerie 
New York Textile Coverage

Lingerie Advertorial
Las Vegas Resource Guide
Fashion Resource

BONuS DIStRIButION
California Gift Show 1/31–2/3
OffPrice Show 2/16–19
CurveNV 2/17–18
AccessoriesTheShow/Las Vegas 
2/17–19
Agenda LV 2/17-19
Stitch 2/17–19
MRket 2/17–19

Sourcing@MAGIC 2/17–20
WWIN 2/17–20
FN Platform 2/18–20
WWDMAGIC 2/18–20
POOL 2/18–20
Project 2/18–20
Project Mvmnt 2/18–20
ENK Vegas 2/18–20
Liberty Fairs NV 2/17–19

Coming 
Next 
Week

Call now for special rates
Terry MarTinez 

(213) 627-3737 x213 

apparelnews.net
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GREAT DESIGN 
DESERVES 
SUPERIOR 
TECHNOLOGY

Lectra Fashion PLM redefines each element 
of the apparel development lifecycle, from 
initial design concept to finished product. 
From fast fashion to luxury to ready-to-wear, 
this end-to-end solution brings increased 
visibility and collaboration to the industry. 

• Textile and technical design
• Color management
• Pattern making
• 3D virtual fitting
• Merchandising

Trust your design to Lectra, a leading  
provider of innovative technology solutions.

TAKE YOUR COLLECTION  
TO THE NEXT LEVEL WITH  
LECTRA FASHION PLM.

lectra.com
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