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Take a position
The most obvious solution—for those 

who can afford it—is to buy early before 
prices rise further. For large companies, this 
starts with the yarn. 

“People are going out and buying cotton 
yarn and positioning cotton yarn because 
they don’t know what fabrications they’re go-
ing to produce—whether it’s a jersey, a rib or 
a pique,” said NGC’s Burstein. New Genera-
tion Computing produces product lifecycle 
management software. Other companies are 
nominating mills, giving them commitments. 
They’ll go to a company and say, ‘I’m going 
to commit to you 800,000 yards and my ven-
dors are going to be purchasing against the 
commitment, so my customer needs to know 
what the drawdown is.”  

NGC’s line-planning tool lets manufac-
turers forecast by style and by color. “When 
they put together a line plan, it will generate 
a raw-material requirement for a particular 
season,” Burstein said.

But with tighter credit, this is an espe-
cially challenging proposition, said Bruce 
Berton, executive vice president and chief 
operating officer of Roochi Traders Inc., a 
City of Commerce, Calif.–based manufac-
turer of knitted apparel. 

“People who are in the cotton business, 
like we are, are trying to find the best price 
for the raw materials, mainly yarn, and pur-
chasing it upfront and warehousing it at 
their vendors,” he said. “The problem is yarn 
[suppliers] used to accept everything on let-
ters of credit. Now they are requiring cash. A 
lot of the mid-sized and smaller people, we 
cannot afford to have our cash tied up—and 
the banks are not going to front it. The only 
thing we can try to do is get orders in ear-
lier, take the goods earlier and hope that the 
person that we’re selling to will keep their 
orders. The trick is, you’re going to have to 
buy earlier and gamble on the price.”

Roochi does not sell directly to retailers 
but instead acts as a distributor or wholesaler 
to companies that, in turn, sell to retailers. 

“We buy almost a year upfront prior to what’s 
going to be sold. We buy the yarn, then we put 
it into greige goods, hold the greige goods, and 
have it cut and sewn and shipped in as we need 
it. The screen printer or enhancer of T-shirt-type 
product … buys our blanks. We haven’t presold 
it to them—all we do is we have it in-house, and 
they call up when they need it.”

To offset rising prices, Roochi cut back 

the number of styles and colors. “We’ve 
knocked our SKUs way down,” he said. We 
working in our core products and making 
sure we’re servicing our existing customers 
the best we possibly can. 

Designer Jade Howe, founder and creative 
director of contemporary men’s line Howe, a 
division of SPI, is seeing prices change daily. 
But as a division of a larger company, Howe 
benefits from SPI’s buying clout. 

“SPI negotiates for the entire company on 
fabric commitments,” he said. “We are buying 
cotton earlier. We are quoting line item prices 
to retailers. However, if the retailer misses 
the order in deadline, for the first time in my 
25-year career, we are re-quoting new pricing 
based upon market value. We’re trying to do it 
on a seasonal basis to avoid a yo-yo effect—as 
well as potentially having different pricing on 
the retail floor for the same item.”

Focus on quality

Buying yarn and fabric early may help 
companies secure the best possible price, 
but some industry executives warn that they 
may be taking a risk with quality. 

“As long as the price keeps being pushed 
down, the raw materials that are used will 
continue to deteriorate in order to absorb the 
rising cost,” said David Sasso, vice presi-
dent of international sales for Buhler Qual-
ity Yarns, based in Jefferson, Ga. “A better 
solution is to look at the supply chain with a 
magnifying glass” to find ways to maximize 
efficiency and quality. “Everyone tends to 
look at what’s the price of yarn and what’s 
the cost of knitting. We want to produce a 
better quality; we want to see how utilizing 
better raw materials and best practices can 
offset the cost of goods.”

The full impact of the high cotton prices 
has yet to be seen, said SPI’s Ritchey. “Much 
of the product that’s hitting the floors now 
are a result of previous commitments,” he 
said. “Fall is really the first season when all 
of this is really going to hit.” 

Manufacturers who sacrificed quality for 
price may find a backlash when the product 
reaches the sales floor.

“You’re seeing short-staple cotton being 
mixed together to fake long—and that’s all 
great until it hits the washing machine, and 
then it looks like crap,” Ritchey said. “Not 
everyone is doing that. But certainly, you 
see people entering the market with ridicu-

lous prices being quoted.You know what la-
bor is. You know what materials cost.”

Ritchey said he’s counting on consum-
ers’ demand for consistent quality. “Our 
bets across all divisions is that the consumer 
is going to want more for their money,” he 
said. “Even though [prices are] going up, 
they’re going to want more, not less.” 

With high prices across the board—and 
impacting every segment of the market—
this is the time to innovate, Howe said. 

“Increased cotton pricing will push ev-
erybody to adjust their business models,” he 
said. “There will be a strong push to create 
and innovate in order to stand out—from fi-
ber on up. This may not end up being a bad 
thing—unless you’re a knockoff company 
that was undercutting the market based on a 
lower-price business model. Those people are 
absolutely going to feel the squeeze as mar-
gins continue to erode. It’s not going to be as 
easy to knock it off at a cheaper price.”

Howe said he’s seeing increased interest 
from specialty retailers looking for special 
items and better product. 

“Many of our key specialty retailers have 
been requesting more aspirational product, 
higher-quality goods,” he said. “In New 
York, Boston, Las Vegas, certain parts of 
Arizona, Orange County [Calif.] and Los 
Angeles, they want the party jacket again, 
the premium T-shirt. There’s a certain seg-
ment of the market that will always reward 
innovation and quality product no matter 
what the price.”

For Howe, it’s about finding a balance 
between strong-selling items and those with 
a higher margin and a more-discerning cus-
tomer. 

“At Howe, we have our key item business 
that we sell day in and day out. Yet to remain 
relevant, we’re making much-cooler product 
that is reminiscent of the clothes I designed 
when I launched Howe 10 years ago. Price 
was not a major consideration in the design 
process. The cooler it is, the more guys want 
it and the more we can charge for it. I’m 
not talking about price gouging. I’m talking 
about staying in business.” 

Eliminate the errors

Finding efficiencies within the supply 
chain could be a matter of simply eliminat-
ing errors. 

Buhler’s Sasso said some of the mills he 

works with are finding they can run their 
knitting machines at 30 percent to 40 percent 
higher production rates—if they eliminate 
errors by using higher-quality materials.

“If you have fewer defects on the fabric and 
higher throughput,” Sasso said, “normally, that 
means you’re doing proper blending of your 
fiber, you’re getting consistent dye uptake on 
your fabric, you have less barres and fabric 
hairiness and shrinkage. All these issues tend to 
be minimized when you use better raw materi-
als. And that’s a huge reduction in costs right 
there. If you do the right things, you produce a 
better product without increasing costs.” 

Some mills and manufacturers are look-
ing at lighter-weight goods to offset the raw-
material costs, but for SPI, which does its 
main business in bottoms, this is not an op-
tion, Ritchey explained. 

“The majority of our production is done 
with heavier fabrics because we put a lot of fin-
ish on them,” he said. “So we get extremely hit 
hard with weight. There’s no real substitute for 
that. In menswear, the trend had gotten to be a 
little lighter and softer. But you get too light 
and all of a sudden you’re busting seams.” 

For companies that manufacture most of 
their goods overseas, the challenge is locat-
ing the error before it ships. 

“Have people go in and do an inspection 
on the quality of the goods before they leave 
the factory,” NGC’s Burstein said. “And have 
a way to track and manage all those details. 
Because if the goods leave the factory, by the 
time they get over to the states, it’s too late to 
do anything. Inspecting it over there is a huge 
win as opposed to hoping it shows up with 
the right quality.”

Turn it quicker, ship it slower

By keeping a close eye on the supply 
chain, Burstein argues, manufacturers can 
react quickly to changes from the retailer. 
He called it “lead-time optimization.” 

“[With lead-time optimization, you] posi-
tion the raw materials and wait until the last 
minute to dye the colors that are required, 
wait for the last minute to determine which 
styles to cut and which size breaks to cut 
them into,” he said. 

Retailers don’t want to invest in invento-
ry—and they want to turn the inventory they 
have quickly. 

“For retailers, one thing that’s finite is the 
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Leveraging the Supply Chain to Offset Rising Raw-Material Costs
Imagine this scenario: A manufacturer lands an order with 

a major retailer based on the current cost of the raw mate-
rials. The actual purchase order doesn’t show up for three 
months—but by then, the price of the raw materials has 
climbed 30 percent. The manufacturer, who had originally 
planned for a 25 percent margin on the order, goes back to the 
retailer to try to renegotiate the price. The retailer refuses and 
threatens to never do business with the manufacturer again. 

“So they have to go out there and produce this order, go 
through all this work and heartache and tie up all this capital—
and make nothing,” said Mark Burstein, president of sales and 
marketing for New Generation Computing, who relayed the 
anecdote. 

Cotton prices have more than doubled in the past year, and 
the cost of other fibers, including polyester and silk, is also 
increasing. The rapidly rising price of cotton and other raw 
materials is upsetting the flow of production, in some cases, 
forcing manufacturers to change prices between the time they 
first showed the sample line to the retailer and the time they 
finally land the order. 

Some apparel makers are looking for alternative materials. 
Others are considering whether they can pass on the price in-
creases to their retailers. It remains to be seen whether retail-
ers or consumers will accept higher prices, but it’s clear the 
industry is looking for answers. 

Online sourcing site Alibaba.com saw a 441 percent in-
crease in global buyer inquires for cotton resources between 

December and January, just as news hit that India, the No. 2 
supplier of cotton, banned exports of the fiber. 

“When cotton prices more than doubled in the last year, 
cotton buyers from the U.S. are now more aggressively seek-
ing to expand their suppliers based globally,” said Annie Xu, 
general manager of Alibaba.com U.S. “Searches for raw cot-
ton by U.S.-based buyers on our site increased by over 300 
percent in the 12-month period from March last year to Febru-
ary this year.”  

The website, which has 44 million products listed, draws 
from a base of 61 million members from more 200 countries 
and territories. 

Cotton and other raw materials are just part of the sourc-

ing equation for apparel makers, who must take into account 
increased labor costs and other international concerns when 
making their production decisions. 

“The one thing that I haven’t really heard too many peo-
ple talk about is the issue with the devaluation of currency 
[in China] and the inflation in the domestic market,” said 
Steve Ritchey, president of Seattle Pacific Industries, the 
Seattle–based manufacturer of the Unionbay brand. “Not 
just in China but also in Cambodia and Vietnam, where most 
of the ready-to-wear sportswear is being produced. Cotton 
is one thing—it’s commodity based, but you’re also having 
to increase labor cost. We’re also having to compete with 
domestic markets that we normally never had to before.”

Despite the challenges, Ritchey also sees opportunity and 
innovation. 

“If you really think of it, it’s a really good time to be in the 
apparel business,” he said. “There’s a lot of innovation. You’re 
getting closer to your customers and consumers to make things 
work. Fortunately for us, fashion changes, so you’re not going 
to be sitting here forever trying to figure out how to work on 
low margin and deliver a high quality. Things will change, and 
the cycle will start up again. It’s a really interesting time if you 
can take advantage of it.”

In that spirit, we put the following question to several in-
dustry insiders: With raw-material prices expected to increase, 
what can apparel makers do to secure and tighten their supply 
chain to keep costs manageable? 
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In the last three years, apparel exports 
from the Los Angeles area have climbed 40 
percent as manufacturers look to overseas 
markets to boost sales. And the opportuni-
ties are only growing.

In 2007, $465.8 million in apparel, in-
cluding accessories, left various seaports 
and airports in the Los Angeles Customs 
District. That mushroomed to $653.2 million 
in goods in 2010. 

“U.S. trends are clearly passing borders,” 
said Ilse Metchek, president 
of the California Fashion As-
sociation, which organized 
a fashion export seminar on 
April 12 at the Grammy Mu-
seum at LA Live. “What you 
see on the streets of Venice [a 
Los Angeles neighborhood] or 
in U.S. colleges you can see 
on the streets of Shanghai and 
Mumbai. Hollywood star pow-
er is creating the fashion trend, 
not the Paris runway, and we 
make it.”

Los Angeles apparel manu-
facturers with an eye on ex-
porting will find that China and 
India are the two main markets that show the 
most promise.

With 10 percent of India’s 1.13 billion 
people classified as middle-class, that trans-
lates into a huge market. “That is 100 million 
people who can afford product made in the 
U.S.A.,” Metchek said. “The opportunity is 
clearly there for U.S.-branded merchandise 
at moderate or lower prices.”

In China, there are several kinds of new 
consumers. There is the “aspirationalist,” 
who is part of the thrifty middle-class and 
whose favorite brand is Nike. Then there are 
the “chuppies,” or Chinese yuppies, who are 
professionals at the forefront of the middle 
class. Chuppies are interested in West-
ern products, and their favorite brands are 
Apple and Polo Ralph Lauren. The “big 
stylers” are the up-and-coming big earners 
and spenders who are brand-conscious and 
consume labels such as Prada, Burberry 
and Chanel. The “parasite singles” live with 
their parents and have lots of disposable in-
come to spend on brands such as Gucci and 
Louis Vuitton.

If you took away various non-tariff trade 
barriers in force around the world, then Bra-
zil, Turkey, Russia, Argentina and the United 
Arab Emirates would be prime apparel mar-
kets, too. 

Government help

With the Obama administration pushing 
to double exports in the next five years, the 
U.S. Department of Commerce and its U.S. 
Commercial Service have a panoply of tools 
available to help companies start an export 
program. “We assess export readiness and 
identify key markets, determine sales po-
tential and implement an export plan,” said 
Julie Anne Hennessy, a Commerce Depart-
ment director in Los Angeles. 

The Commerce Department, which has 
a fleet of experts based in embassies and 
consulates around the world, helps exporters 
identify the various import regulations and 
trade barriers they need to negotiate. In ad-
dition, commerce officials help set up meet-
ings with key buyers and distributors and 
identify various markets. 

“We are doing many, many trade missions 
to markets around the world, and we encour-
age you to participate,” Hennessy said. “We 
do receptions and networking one-on-one.”

The government runs a number of web-
sites that provide export information and 
help. Those include www.export.gov, www.

buyusa.gov and http://otexa.ita.doc.gov, 
which has an export section under the Office 
of Textiles and Apparel. 

Overcoming non-tariff barriers

Exporting doesn’t mean simply placing 
a container of goods on a boat and waving 
them off to their new destination. There is a 
sheaf of paperwork and regulations as well 
as logistical problems that can delay ship-

ments or hinder exports.
In 2010, West Coast export-

ers found there was a shortage 
in vessel space because ocean 
carriers took ships off their 
trans-Pacific routes and divert-
ed them to Europe after U.S. 
demand for goods slumped in 
2009. There was also a short-
age of transportation equip-
ment, said Vincent Iacopella, 
president of the Los Ange-
les Customs Brokers and 
Freight Forwarders Associa-
tion. He is also the managing 
director of customs brokerage 
company Janel Group Inc. 

U.S. Customs and Border Protection is 
now taking a new look at export activity and 
doing random on-dock inspections of cargo 
containers to improve security, verify that 
counterfeit goods aren’t destined for over-
seas markets and apprehend dual-use equip-
ment that could be employed for unauthor-
ized activities such as clandestine weapons 
programs. However, that customs inspection 
can cost an exporter, who often doesn’t get 
the inspection bill until months down the 
road, Iacopella said.

In addition, the European Union now has 
a security requirement that manifest papers 
must be filed before imported goods arrive 
at their port of entry.

Intellectual property protection

Trademark protection is vital when ex-
porting to new destinations, said Richard 
Wortman, a Los Angeles attorney with 
Grunfeld, Desiderio, Lebowitz, Silverman 
& Klestadt. 

Exporters need to shore up protection of 
trademarks and copyrights before even ship-
ping their first boatload of goods. “Some 
of the pitfalls [in IPR protection] include 
believing your mark is selling a gazillion 
units here and that the protection filed here 
is helpful anywhere else in the world,” Wort-
man said. “Second is assuming the laws and 
procedures for intellectual property rights 
protection will be the same from country to 
country.”

Other pitfalls include not checking 
whether the trademark is already registered 
in the export country. “I had a client who 
had a great mark and sold to 500 stores in 
the United States,” Wortman said. “We were 
horrified to find out that in most of Europe, 
that name had been trademarked by someone 
else 27 years ago, and my client didn’t have 
the right to bring in their own work.”

Also, exporters need to make sure their 
trademark and the name is appropriate for a 
certain market and how it is translated into 
the local language or slang. “I have had 
clients who had to change the illustrations 
in their trademarks when they go abroad 
because they were not suitable,” Wortman 
said. “You would think that sending some-
thing from California to England would be 
safe. But we had a label whose name was in-
nocuous here, but in England, the local slang 
meant to have sexual intercourse. And that 
seemed very inappropriate for childrens-
wear.” ●

 April 2011   CALIFORNIA APPAREL NEWS / supply chain + tech focus 3

sourcing notes

Ilse Metchek 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 
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Low minimums. Special orders welcome.

Stocked in NYC for U.S.-based manufacturers

Los Angeles Apparel Exports Climb
By Deborah Belgum Senior Editor

03 sourcing notes-CFA.indd   3 4/12/11   6:06:37 PM



Buhler Quality
   Yarns Corp.

Inherently moves moisture 

Naturally inhibits the 
growth of bacteria

The ultimate in strength, 
softness and comfort

FSC-certifi ed pulp

Closed loop processing

Certifi ed by the Oeko-Tex® 
Standard 100

Cotton fi bers that are 
superior in length, 
strength and fi neness

Preferred by luxury brands 
around the globe for its 
brilliance and comfort

Highest level of technology 
available to American farmers 

A philosophy of water/energy 
conservation and carbon neutrality

TWO GREAT PRODUCTS, ONE GREAT   COMPANY— BUHLER QUALITY YARNS

B U I L D I N G  B E T T E R  B R A N D S

Werner Bieri, President & CEO 

wbieri@buhleryarns.com

David Sasso, International Sales

dsasso@buhleryarns.com

Victor Almeida, Tech. Serv. & Sales

valmeida@buhleryarns.com

Kelly Ouellette, Customer Service 

kouellette@buhleryarns.com

Buhler Quality Yarns Corporation   1881 Athens Highway, Jefferson, GA 30549  

offi ce: 706.367.9834   |   fax: 425.944.2675   |   e-mail: sales@buhleryarns.com
www.buhleryarns.com

J.G. Boswell Company

7432_LZ_CANx2_03.indd   1 3/15/11   5:44 PM

Buhler 2xfp 031811.indd   8 3/16/11   6:51:14 PM



Buhler Quality
   Yarns Corp.

Inherently moves moisture 

Naturally inhibits the 
growth of bacteria

The ultimate in strength, 
softness and comfort

FSC-certifi ed pulp

Closed loop processing

Certifi ed by the Oeko-Tex® 
Standard 100

Cotton fi bers that are 
superior in length, 
strength and fi neness

Preferred by luxury brands 
around the globe for its 
brilliance and comfort

Highest level of technology 
available to American farmers 

A philosophy of water/energy 
conservation and carbon neutrality

TWO GREAT PRODUCTS, ONE GREAT   COMPANY— BUHLER QUALITY YARNS

B U I L D I N G  B E T T E R  B R A N D S

Werner Bieri, President & CEO 

wbieri@buhleryarns.com

David Sasso, International Sales

dsasso@buhleryarns.com

Victor Almeida, Tech. Serv. & Sales

valmeida@buhleryarns.com

Kelly Ouellette, Customer Service 

kouellette@buhleryarns.com

Buhler Quality Yarns Corporation   1881 Athens Highway, Jefferson, GA 30549  

offi ce: 706.367.9834   |   fax: 425.944.2675   |   e-mail: sales@buhleryarns.com
www.buhleryarns.com

J.G. Boswell Company

7432_LZ_CANx2_03.indd   1 3/15/11   5:44 PM

Buhler 2xfp 031811.indd   9 3/16/11   6:51:38 PM



6  CALIFORNIA APPAREL NEWS / supply chain + tech focus   April 2011

tech focus

Gerber Scientific, parent company of 
Gerber Technology, has announced a reor-
ganization of its executive ranks. 

Gerber Technology President John Han-
cock will vacate his post on April 30, ac-
cording to a release from the Tolland, Conn.–
based company.

Marc Giles, president and chief executive 
officer of Gerber Scientific, will step in to 
take over leadership responsibilities of Ger-
ber Tech. Additionally, Gregg Williams has 
been brought onboard as vice president of 
marketing, product management and service. 

The position is a new post for the company.
The company, Giles said, is focused 

on slashing costs and speeding up its new 
product development. Gerber Technology 
produces equipment and software solutions 
for the apparel industry. Gerber Scientific’s 
other units are Gerber Scientific Prod-
ucts—which develops and manufactures 
computerized sign-making and specialty 
graphics systems, software, materials and 
accessories—and Spandex, which supplies 
products for the sign-making and display 
industries.—E.B.

Gerber’s Giles Replacing Hancock

Centric Software announced a deal that 
closed on $7.5 million in venture-capital 
funding that has been earmarked to “fuel 
ongoing product- and business-development 
efforts,” said Chief Executive Officer Chris 
Grove in a statement. 

Centric plans to create more product life-
cycle management functionality, add mobile 
capabilities, grow its luxury-sector solu-
tions, and expand its presence in New York, 
France, Italy and the United Kingdom via 
dedicated resources and subsidiaries.

Oak Investment Partners led the funding 
round for the Campbell, Calif.–based provider 
of PLM solutions, with support from Mast-
head Venture Partners and ABS Ventures.

The mobile-app market, PLM market and 
luxury sector continue on a path of rapid 
growth, Groves said. “We are excited about 
the market opportunity to extend our PLM 
product leadership for fast-moving con-

sumer-goods companies and to expand our 
corporate presence in the luxury and fashion 
centers of North America and Europe.” 

Centric has introduced the Centric 8 
Collection Book for Fashion iPad app, an 
interactive, patent-pending mobile app that 
replaces paper lookbooks with an electronic 
version that directly links data from the Cen-
tric 8 PLM system to customers through an 
interactive mobile device. A second mobile 
app allows users of Centric’s PLM software 
to use a smart phone to upload images di-
rectly to the database for a variety of purpos-
es. To maintain the mobile-app momentum, 
Centric has hired a five-person team of pro-
grammers dedicated to mobile applications.

“Centric has proven that its Centric 8 ap-
plication suite is unique and compelling in 
the fashion and consumer-goods markets,” 
said Bandel Carano, managing partner at 
Oak Investment Partners.—E.B.

Centric Lands $7.5 Million in Venture Capital

305.556.9122   www.ngcsoftware.com  

Dan’s favorite retailer should have relied on  
NGC PLM & Global Sourcing for supply chain visibility
– to ensure Dan’s pants arrived on time, on budget
You can’t afford to lose your best customers because of late deliveries or  

production problems. That’s where NGC comes in. Our solutions help you 

plan your line, develop your styles, source your production and track your  

shipments – so all your styles arrive on time, on budget and with the right 

quality, every time. Don’t be caught with your pants down – contact NGC.

Dan’s Co-workers 
Have More
Visibility Than
They’d Like…

Since its debut in September, the My-
BestFit body-scanner kiosk has scanned 
nearly 15,000 women from its perch at the 
King of Prussia mall outside Philadelphia. 
It is currently the only MyBestFit scanner 
in operation, but plans call for as many as 
15 locations in malls across the country to 
launch by the end of the year—and this time, 
men will be part of the equation. The expan-
sion into new markets and the addition of 
men have the potential to give MyBestFit’s 
data new importance.

The scanner, developed by Nova Scotia, 
Canada–based Unique Solutions Inc., uses 
millimeter-wave technology—the same kind 
used in airport security screenings—to de-
termine a person’s body measurements and 
pulls from a list of participating brands to 
create a shopping list of garments that may 
best suit a person’s unique body type. The 
kiosks, which debuted with the women’s 
denim category and have since added men’s 
denim and men’s and women’s casual bot-
toms, will eventually be able to recommend 
garments across all categories for men and 
women, said Tanya Shaw, Unique Solutions’ 
president. The scanner in King of Prussia be-
gan scanning men in February.

As new kiosks come online and begin 
scanning men and women for a wide variety 
of apparel categories, the data the scanners 
collect could make MyBestFit an important 
new sales and research resource for brands 
and retailers, Shaw said. The scanners have 
the potential to give brands and retailers a 
clear view of the shoppers in their malls and 
compile reports on gender, ethnicity, age, 
shopping budget and, perhaps most impor-
tantly, size. 

“Brands don’t know when they didn’t 
make a sale because they didn’t have the 
right size in stock,” Shaw said. “They also 
don’t necessarily know that their sizing 
could be limiting the consumers that fit into 
their garments. For some brands, by adjust-
ing their grading, they can accommodate a 

wider range [of body types and sizes].” The 
data can potentially also help new brands de-
velop fits that will flatter a wide variety of 
shoppers, Shaw said.

The company, which envisions operating 
400 MyBestFit kiosks across the country 
over the next three years, is gearing up for 
its first major expansion. 

Shaw said the bulk of the 15 new scanners 
planned for 2011 will be clustered in Phila-
delphia, south New Jersey and Delaware, 
with five new scanners slated for West Coast 
locations in Los Angeles and Orange County, 
Calif. “We are in the process of finalizing the 
locations and negotiating with various prop-
erties,” Shaw said. A license with a Chinese 
company will take the MyBestFit concept to 
China this fall.

As in its first location, the recommend-
ed brands and styles at each kiosk will be 
limited to what is available in each indi-
vidual mall. Shaw said 45 different brands 
have opted into the MyBestFit scanner at 
the King of Prussia location and expects 
to grow participation in the new scanners 
to approximately 200 widely distributed 
brands by December.—Erin Barajas 

MyBestFit Targets Research, Sales
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amount of retail floorspace,” Burstein said. 
What they want on that floorspace are goods 
that are turning quickly and are selling at full 
price. They don’t want the floor taken up 
with a bunch of markdowns. And the brands 
don’t want to have slow-moving merchandise 
that people aren’t reordering and that they’re 
eventually going to have to closeout.” 

By waiting until the last minute to dye, cut 
and sew goods, manufacturers can adjust to 
retailers’ latest sales figures and cut only the 
styles and colors that are most in demand. 

“It’s even cheaper if goods are not selling 
and are at risk of cancellation,” Burstein said. 
“Don’t even bring the goods in. Tell the factory 
to liquidate them and take a $2 or $3 loss. It’s 
much cheaper than trying to bring the goods in 
and going through all the motions on it.”

There are also opportunities to save 
money on freight—provided you can wait a 
while. 

“A lot of times, the vessel is leaving twice a 
week and one vessel is loaded to the gills and 
the other vessel is half-loaded,” Berton said. 
“If [the manufacturer doesn’t] need it, if they 
bought on time, they can have their freight for-
warder go to the cheaper-price vessel. That’s 
one way of saving a little bit of money.”

Another option, Berton suggested, is to 
forego shipping landed duty paid in order to 
negotiate better shipping rates.

“Over the last five or six years, everybody 
said, ‘I don’t want to have the risk factor. 
I don’t want to have the import problem. I 
don’t want to have the QC problem. I’m go-
ing to buy it landed duty paid through the 
Chinese or Indian broker,’” he said. 

But, Berton said, the brokers are earn-
ing commissions for placing production at 
certain factories and for shipping through 
certain carriers. “I advise [manufacturers] 
do not buy landed duty paid. Deal directly 
with manufacturer or the agent of the manu-
facturer and work out a quick response,” he 
said. “They can firm up the order, get it pro-
duced, get it here. They work with their own 
freight broker. They could save themselves 
10 percent or 15 percent, maybe.” 

Another option is free-trade zones. “If they 
are buying early, they can bring in the goods 
and put it in a bonded storage area,” Berton 
said. “They have to pay rent on [the bonded 
storage], but they don’t have to pay the appli-
cable duties until they are ready to ship it out. 
That’s another way—if you can get a good 
rate—of not having to put up the anywhere 
from 5 percent to 30 percent duties on apparel 
until you need it. But unless you’re a big boy, 
it might not be cost-effective.” ●

For extended 
interviews with 
our experts, see 
ApparelNews.net.

Buhler Quality Yarns Corp. pro-
vides ringspun yarn with 100 
percent Supima, 100 percent 
Micro Modal, 100 percent 
Micro Tencel, and 50/50 blends of Micro Modal or 
Micro Tencel with Supima cotton. Yarn count ranges 
from 12/1 Ne to 90/1 Ne. New fabrics include Micro 
Tencel and fashion slub yarns in Supima and Supima 
Micro Modal that are super-soft, comfortable, durable, 
bright, and extraordinarily strong. Popular counts and 
blends are inventoried, and there are no minimums 
for samples. Buhler provides service, quality, innova-
tion, and flexibility. www.buhleryarns.com
sales@buhleryarns.com

Since 1931, Geltman 
has provided a full 
range of services to 
textile mills, apparel manufacturers, and the home-
furnishing industry.  With our highly skilled personnel 
and efficient production methods, we guarantee the 
finest-quality work and the most reputable service.  In 
continuing to keep abreast of the latest technological 
developments, Geltman has been able to cultivate 
exclusive processes to meet the specific needs of the 
textile industry. Our years of renowned experience and 
customer relationships have been the product of our 
honorable policy—to provide clients with the highest-
quality service. www.geltman.com 

NGC Software’s Extended 
PLM helps companies cope 
with the rising cost of raw 
materials. Apparel prices 
are up 10 percent, and cotton prices are at an all-time 
high—but many NGC customers utilize PLM to control 
materials costs and increase profitability. They use 
NGC’s PLM to forecast raw-materials requirements, 
place commitments with multiple suppliers, and draw 
down the commitments as POs are issued and the 
materials are consumed. As a result, customers have 
experienced improved speed to market by an average 
of three weeks and reduced markdowns/closeouts 
by 33 percent or more. Raw-materials prices may be 
up— but NGC can help you improve gross margins 
and reduce costs throughout your supply chain. 
Visit www.ngcsoftware.com for more information on 
NGC’s PLM software. 

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 texture, and colorway variation. En-
tire lines can be created virtually, eliminating wasted 
material and speeding 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, grading, marker making, nesting, file-

conversion services, 3D design, 3D flattening, anima-
tion 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 modules. 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 novel-
ties, oxfords, dobbies, voiles, Swiss dots, seersuckers, 
ginghams, flannels, and more. Exclusive broadcloth 
qualities: Ultimo®, Corona®, and Superba®. Knowl-
edgeable customer-service team, immediate shipping, 
and highest-quality textiles. Philips-Boyne serves ev-
eryone from at-home sewers and custom shirt-makers 
to couture designers and branded corporations. www.
philipsboyne.com or sales@philipsboyne.com

Target Trim specializes in trims, laces, 
appliques, brooches, ribbons, but-
tons, rhinestones, velcro, elastics, 
ribbons, and a wide variety of fashion/
garment accessories. We have the 
best suppliers, which mostly come from China, and 
guarantee good quality and competitive prices. This 
has allowed us to become one of the fastest-growing 
trimming stores here in California . We at Target Trim 
Corp. will work with you in producing fashion/garment 
accessories that can help you sell your product line 
well. We pledge to give you our best quality of service 
and products.  For more information, please visit www.
targettrim.com.

Washington Garment Dyeing 
and Finishing, Inc. (WGDF) was 
started in 1988 by Vijay Shah 
and Pradip Shah. Vijay Shah has 
a B.S. in textile chemistry, and 
Pradip Shah has a B.S. in commerce. WGDF is con-
veniently located near Downtown Los Angeles, close 
to the 10 Freeway. The company is serving major gar-
ment manufacturers of the United States. Garment-
dyeing services include dyeing of cotton, cotton/Lycra, 
Modal, rayon, linen, Tencel, poly/cotton, and nylon 
garments using various different kinds of dyes, includ-
ing reactive, pigment (for cotton), disperse (for polyes-
ter), and acid dyes (for nylon). WGDF has state-of-the-
art, fully computerized Washex TDX garment-dyeing 
machines and large production capacity, 10 machines 
(1,100 lbs. capacity, which can dye up to 500 pounds 
per dye lot), five machines (700 lbs., which can dye 
up to 300 lbs. per dye lot), and 17 machines for 
smaller dye lots and samples. Please visit us at www.
washingtongarment.com or call customer service at 
(213) 747-1111. For large-volume discounts, please 
call Vijay at (213) 925-8632.
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Washington Garment Dyeing and Finishing, Inc.

Mailing Address: 1341 E. Washington Blvd., L.A., CA 90021
Plant and Offi ce: 1332 E. 18th St., L.A., CA 90021

vijay108@sbcglobal.net

Specializing in Garment Dyeing

Serving Major Garment Manufacturers Since 1988

Garment Dyeing of Cotton-Rayon-Linen-Tencel-Nylon

Direct Dyes - Reactive Dyes - 
Pigment Dyes - Distress Dyes

Enzyme Wash - Silicone Wash

Contact Vijay for Competitive Prices on Large Volume: (213) 925-8632
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