
Trashy Lingerie: Making 
Specialty Lingerie in LA 
for 40 Years

Trashy Lingerie is one of Hollywood’s iconic retail 
destinations—and this year the specialty lingerie store is 
celebrating its 40th anniversary. The company has dressed 
everyone from Hollywood’s leading ladies to playmates at 
the Playboy mansion and provided countless costumes for 
Halloween soirees. 

Known for its “members-only” policy, kitschy valet- 
parking sign, themed window displays and pink storefront 
on La Cienega Boulevard, Trashy Lingerie has made its 
mark in more than 500 movies and in the closets of wom-
en around the world. “We’ve been here so long, and we’re 
famous for what we do,” said co-founder Mitch Shrier. 
“If you know our stuff, it really shows up. You can tell,” 
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Company Profile

Leah Garvin calls herself a fashion anthropologist, but 
these days she is sounding more like a fashion entrepreneur.

After years of working in marketing, sales, video journal-
ism and sustainable projects, Garvin is starting a new endeav-
or she hopes brings more apparel manufacturing jobs to Los 
Angeles.

In mid-June, the 26-year-old native of Colorado will for-
mally launch FactoryLA, a for-profit fashion incubator that 
will try to help emerging contemporary brands expand while 
making their clothes in Los Angeles factories where legally 
documented workers earn a fair wage.

“We will be a full-service agency, from concept to custom-
er,” said Garvin, who has a bachelor’s degree in anthropology 
from Boston University and studied apparel manufacturing 

New Fashion Incubator 
Arriving in Downtown  
Los Angeles
By Deborah Belgum Senior Editor

➥ FactoryLA page 3

Coachella Style

made in the americas

Coachella Music Festival, the multi-day event that now 
stretches across two weekends, draws a fashionable 

crowd to the Empire Polo Club in Indio, Calif. For 
highlights from the scene, page 5. 
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Tamara Chamberlain started her new job, 
leading Wet Seal Inc.’s long-suffering Arden 
B division, on April 15.

Chamberlain’s new title will be vice presi-
dent, general merchandise manager for Ar-
den B. She previously worked as the general 
merchandise manager for contemporary mall 
retailer Bebe Stores Inc. since October 2012 
and also worked as divisional merchandise 
manager for Bebe since February 2011, ac-
cording to Chamberlain’s LinkedIn entry. 

Chamberlain replaced Sharon Hughes, who 
worked as president and chief merchandise of-
ficer for Arden B since November 2009, ac-
cording to media reports. Hughes resigned to 
pursue other opportunities, a Wet Seal state-
ment said.

Sales have been tough for Arden B. For the 
fourth quarter of 2012, its same-store sales de-
clined 9.9 percent compared with the previous 
year. 

Also during the fourth quarter of 2012, 
19 Arden B shops were shuttered. During a 
March 21 conference call with Wall Street 
analysts, John Goodman, Wet Seal Inc.’s chief 
executive officer, said that the company will 
close nine Arden B shops this year. Arden B 
runs a fleet of 62 shops.

However, Goodman said the future is look-
ing brighter for the contemporary division. 
“We are thrilled to have [Chamberlain] on 
board and believe her expertise, coupled with 
Arden B’s seasoned buying team, will enable 
us to restore sales growth, capture greater mar-
ket share and build a more sustainable model 
for long-term success,” Goodman said in a 
statement.—A.A.
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Another former Disney executive was hired 
by surf giant Quiksilver Inc.

Steve Finney joined Quiksilver as senior 
vice president and general manager of con-
sumer direct for its Americas division. Finney 
formerly served as senior vice president of 
global business development for retail at Dis-
ney Consumer Products.

He follows Andy Mooney, former Dis-
ney Consumer Products chairman, who was 
named president and chief executive of the 
Huntington Beach, Calif.–based Quiksilver at 
the beginning of the year.

Finney takes the place of Paul McAdam, 
who resigned. McAdam joined Quiksilver in 
December 2011 after serving as chief execu-
tive officer of AllSaints North America.

In a March 7 statement on Quiksilver’s first 
quarter for its fiscal 2013 year, Mooney said 
net revenues declined, in part, due to “disap-
pointing performances in our wholesale chan-
nel and in the Americas region.” 

The Americas region’s net revenues de-
clined 9 percent to $186 million in the first 
quarter in 2013 compared with the same quar-
ter the previous year. Net revenues for the 
entire company were $431 million, down 3 
percent compared with the previous year, ac-
cording to a Quiksilver statement.

Expect more changes at Quiksilver. Mooney 
said the company is actively recruiting a chief 
marketing officer.—A.A.

Quiksilver Names  
New Retail Exec

Manufacturers, retailers and designers 
looking to source in America—or in the 
Western Hemisphere—will have more re-
sources at the upcoming Aug. 18–21 run of 
Sourcing at MAGIC in Las Vegas. 

Once again, the U.S. Department of 
Commerce will partner with the trade show 
giant for the Americas Pavilion, which will 
feature 150 companies from the U.S., Mex-
ico, and Central and South America, includ-
ing Peru and Colombia, that will increase 
their presence at the show, said Karalynn 
Sprouse, vice president of MAGIC, Sourc-
ing at MAGIC/Sourcing@WSA. 

Resources will include contract manufac-
turers, original design manufacturers, and 
suppliers of fabrics and components. 

“We are continuing to see demand from 
many U.S. brands and retailers for products 
‘Made in the USA’ and for sourcing in the 
Western Hemisphere,” said Kim Glas, dep-
uty assistant secretary for textiles and ap-
parel.  “We are pleased to say that the num-
ber of manufacturing facilities in operation 
within the United States continues to grow.  
In addition, our Western Hemisphere part-
ners continue to build their expertise, mak-
ing it a perfect fit for fast-fashion retailers 
and brands.”

In addition to returning exhibitors—in-
cluding American Apparel, Trend Chas-
ers and Brooks Brothers—the show will 
feature new exhibitor Maker’s Row, an on-
line marketplace for American manufactur-
ing and small businesses looking to produce 
domestically. 

“They will be a great resource partner 
with their established business members, 
and, by equal importance, they are inspiring 
the next generation of American businesses 

to think domestic first and will be showcas-
ing their services at Sourcing at MAGIC in 
August,” Sprouse said. 

Sprouse said she is expecting 1,600 ap-
parel and footwear resources at the show, 
which will be co-located with Sourcing & 
WSA for the first time. 

“We’re focused on what the buyers are 
looking for,” Sprouse said, adding that the 
co-location of Sourcing@WSA and Sourc-
ing at MAGIC means a 40 percent increase 
in footwear resources at the show. The new 
Home section launched last season for buy-
ers looking for home textiles and décor. 

In August, the show will also feature a 
Global Artisan Showcase, featuring gifts 
and handicrafts available for sale in small 
quantities. 

And in addition to the Americas Pavilion, 
this year’s focus country is India, which will 
feature more than 150 resources for apparel, 
footwear, accessories and home textiles, 
Sprouse said. 

For the first time, Sourcing at MAGIC 
will launch a special invitation-only seminar 
series called Executive Suite. Among the 
seminar topics is retailing in China, “which, 
of course, everyone is talking about,” 
Sprouse said. 

Sponsored by Price Waterhouse Coo-
pers and presented by Damon Paling, the 
“Retailing in China” seminar will address 
issues such as “benchmarking your cross-
border supply-chain efficiency” and the 
regulatory outlook for China. 

The NPD Group’s Marshal Cohen will 
also present a seminar on globalism and 
consumer behavior. And the Otto Group 
will present a seminar for brands looking 
to expand internationally in markets such as 

Russia and the European Union.  
On Aug. 19, Apparel magazine will pres-

ent its seventh annual summit at MAGIC, 
which will address issues such as sourcing 
best practices and supply-chain technology. 

Last  season,  Sourcing at  MAGIC 
launched a mobile app as an added tool to 

the show’s matchmaking and personal con-
cierge service. Attendees using the app can 
search exhibitors by product or country and 
plan their visit in advance, as well as follow 
up after the show.

For more information, visit www.magi-
conline.com.—Alison A. Nieder

Sourcing at MAGIC Adds More American Sourcing Exhibitors, Services
made in the americas

news

Gap Inc. is serious about becoming the top 
apparel company in the world.

Gap Chairman and Chief Executive Offi-
cer Glenn Murphy and the retailer’s other top 
executives gave presentations on Gap’s plans 
to extend its reach around the globe. The pre-
sentation was given to Wall Street analysts at 
the company’s San Francisco headquarters on 
April 17.

Murphy stated the company is emerging 
from its pre-2007 strategy, in which it was pri-
marily concerned with its domestic business. 

Murphy joined Gap as the retail giant’s 
leader in 2007, and in the past five years, Gap 
Inc. built the infrastructure to be a nimble com-
petitor around the globe. “We are entering a 
period of global growth,” Murphy said.

Gap Inc. recently reorganized its sales chan-
nels and divisions so there will be one global 
leader each for Gap as well as Banana Re-
public and Old Navy, its other brands, which, 
Murphy said, are considered classic American 
fashion lines around the world. Responsibili-
ties for sales outside of the United States were 
formerly handled by a division called Interna-
tional.

Gap will increase its commitment to build 
franchise stores with retail partners across the 

globe, particularly in opening Gap stores in 
China and Old Navy stores in Japan. It also 
will open two Gap stores in São Paulo later this 
year and is scouting opportunities for stores in 
India. Also on the horizon are more interna-
tional outlet stores. 

Gap Inc. also guaranteed that it will of-
fer omnichannel shopping around the world. 
Omnichannel bundles and blends all shopping 
channels, ranging from traditional bricks and 
mortar to increasingly popular mobile shop-
ping.

“Over the next five years, key to our contin-
ued success will be pushing the envelope fur-
ther to make shopping seamless to customers 
through our digital strategy,” Murphy said.

Gap Inc. also owns emerging brands such 
as women’s activewear retailer Athleta, con-
temporary online boutique Piperlime and 
contemporary boutique chain Intermix. It will 
continue to look for ways to develop North 
American business for its emerging brands, 
according to a Gap Inc. statement.

Gap is not the only retailer to set its sights 
on world domination. In February, Tadashi 
Yanai, the chairman, president and chief ex-
ecutive officer of Fast Retailing, the parent 
company to Japanese retailer Uniqlo and Los 
Angeles denim line J Brand, announced ag-
gressive expansion plans. “We will also create 
a framework to facilitate the opening of 200 to 
300 large-format stores worldwide each year,” 
he said.—Andrew Asch

Gap Unveils Global Strategies

New VP for 
Arden B
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California leather craftsman and 
designer Steven Soria didn’t 
have to look very far 
when it came to 
finding inspira-
tion for crafting 
leather accessories 
as founder and owner 
of Make Smith Leath-
er Co. The Santa Barba-
ra, Calif., native learned the 
fine art of working in leather 
from his father and grandfather, 
both saddle makers 
who passed the tradi-
tion on to him. Since 
2011,  Make Smi th 
Leather Co. has pro-
duced a collection of 
leather belts, wallets, 
iPad cases, jewelry 
and home décor hand-
made by Soria in Santa 
Barbara. 

Wi t h  a  “ l e s s  i s 
more” aesthetic, the 
leather accessories are 
designed using top 
grain leather sourced 
from Hermann Oak, 
a 132-year-old tan-
nery in St. Louis, and 
traditional stitching 
with minimal embel-
lishments. Soria even 
inherited tools from 
his father and grand-
father that he employs 
to create designs that 
are earthy—the only 
colors are tan, brown and black—yet 
sturdy. “There’s a more rustic feel. It’s a 
little more bulky. We try to embrace that 
more,” said Soria, who also has a fine 
arts degree in sculpture from California 
State University, Long Beach.

Manufacturing locally is important to 

Soria. “We can turn things 
around in three weeks 

[ compared  w i th 
working over-

s e a s ] ,”  h e 
said. Make 
Smith also 

has a robust 
c u s t o m - m a d e 

service.  A recent 
commission was for a 

farmer’s-market tote bag made 
with a substantial canvas and a 

super-thick,  wide 
leather bottom. The 
leather bottom pro-
v ided  t he  much-
needed support for 
purchases.

The goal for the 
small company—he 
employs only four 
others plus his fa-
ther, who works as 
technical adviser—is 
to continue refining 
his classic collec-
tion, venturing in the 
more luxury market. 
The company recent-
ly collaborated with 
Adesso in Santa Bar-
bara to create leather 
cuffs and with the 
Santa Barbara silk-
s c r e e n  c o m p a n y 
Pr intLiberat ion 
with limited-edition 
wallets.

M a k e  S m i t h 
Leather Co. can be found at Otherwild 
in Los Angeles, Adesso Shop in Santa 
Barbara and Afterlife Boutique in San 
Francisco as well as online at www.make-
smith.com. Wholesale prices points start 
at $25. For more information, call (805) 
699-6296.—Lilliam Rivera
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at the Fashion Institute of Design & 
Merchandising in Los Angeles. 

The plan is for Garvin, and a host 
of consultants, to rendezvous with 
a budding brand, whip up a team 
of experts and devise a game plan 
for success. Experts can help with 
costing strategies, production plans, 
marketing campaigns, public rela-
tions, branding and sales tips. Need 
a pattern maker? FactoryLA can help 
find one. Looking for some advice on 
how to pitch a retailer? The incubator 
can help.

F rom her  r ecen t ly  r en ted 
4,000-square-foot space inside a 
100-year-old brick building at 840 S. 
Los Angeles St., Garvin will be set-
ting up a showroom for her “Made 
in LA” clients. There will also be a 
round table for meetings to assess 
what the emerging designer needs 
and then strategize on what the next 
moves will be. 

Currently, the incubator is funded 
by an undisclosed private investor, 
but the idea is to make money by charging clients a project-
management fee on top of the fees paid to consultants.

One of those consultants is Rocio Evenett, whose Unlim-
ited Design Services in Vernon, Calif., manufactures clothes 
as well as offers a wide range of services, including pattern-
making. “In many ways, we operate like factories overseas. 
We put services under one roof,” said Evenett, who has 2,500 
square feet of space in a building shared with denim manu-
facturer Ark Apparel. Soon, Unlimited Design Services and 

Ark Apparel, founded by Noah Lan-
dis, will be partnering and will move 
to a 10,000-square-foot space in their 
shared building on Pacific Boulevard.

Minimum-order requirements 
at Unlimited Design Services are 
low—48 units. “There are not many 
companies willing to work with small 
companies and start-ups,” Evenett 
said. “We can help anyone that has an 
idea. We can take them from idea to 
finished product.” 

But she noted that any new client has 
to have a solid financial standing and 
understand that the garment business re-
quires a major level of commitment.

Also working with FactoryLA will 
be Syama Meagher, who will be the 
group’s business strategist. Meagher has 
10 years of experience, which includes 
working as an e-commerce merchant 
at Barneys New York and an assistant 
planner at Macy’s East. Four years ago, 
she founded NYC Retail Consultant to 
grow small- and medium-sized brands 
and stores. She recently moved from 
New York to Los Angeles. 

“Designers often have a great prod-
uct, but they don’t know what to do with it,” Meagher said. 
“I ask designers with small brands about their goals. How 
much time are they willing to dedicate to this? Is this a hobby 
or something they are investing their time and energy into? 
Where do they want to be in five years? People don’t really 
think about that.”

FactoryLA already has three Los Angeles clients lined up. 
They are R.B. of McD by John Lehman, which does leather 
goods; Axthelm by Kristy Hanft, a new women’s contemporary 

line; and Sarine Marie by Sarine Berberian.
Hanft said she was looking for a way to get her brand’s name 

out there and thought Garvin could help. “We are brand-new,” 
she said. “We wanted to connect with the community of design-
ers and contractors.'

The hurdles

Nudging emerging designers to the next level is always a 
challenge. Frances Harder, founder of nonprofit LA fashion 
incubator Fashion Business Inc., said the apparel industry is 
a tough business. “The average fail rate is much higher than 
in other industries,” said Harder, a designer who has taught at 
FIDM and at the Otis College of Art + Design. “It’s not all 
about the product. The person involved has to understand all the 
moving parts and get along with people and network. There are 
five new lines a year to create, and each line needs 25 new styles 
and fabrication. … I have 400 members, but how many are go-
ing to be in business next year? I don’t know.”

Ilse Metchek, president of the California Fashion Associa-
tion, said it is important that any new clients taken on by Facto-
ryLA be scrutinized to make sure they are viable. “[Garvin] is 
only going to be as successful as her clients are,” Metchek said. 
“The reason trade shows such as Coterie and Designers and 
Agents are successful is the fact they are a juried show. Without 
that juried analysis, you wind up hungry and taking all comers 
because you want to make a living.”

Garvin said she will be asking potential clients to fill out 
a detailed application form and go through an interview. “We 
have to make sure they can pay for our services and the growth 
of their brand,” the fashion-incubator founder said. “I am still 
deciding whether people should have one or two seasons under 
their belt before we talk to them. And we want to make sure we 
have the best foundation to serve them.”

In the end, Garvin would like to see the Los Angeles apparel-
manufacturing scene, which has 44,500 workers, down from 
45,000 last year, make a comeback. ●

FactoryLA   Continued from page 1

Urbana Chappa is a mom living in 
one of Los Angeles’ most suburban 
communities, Sherman Oaks, where 
TV’s fictional Brady Bunch made 
their home. But the emerging design-
er’s take on fashion is urbane and cos-
mopolitan. 

Chappa’s Maison de Urbana col-
lection made its Los Angeles debut on 
March 15 at LAs Fashion Weekend 
shows at Sunset Gower Studios in 
Hollywood.

Perhaps one could call Maison 
de Urbana looks “multi-culti.” They 
blend cultural influences.

Maison de Urbana’s red silk top, 
“The Tina,” bears an Egyptian pattern 
and a plunging V-neck. In Chappa’s 
lookbook, the top is paired with skin-
ny tuxedo pants featuring a black-and-
white trim. Many of Maison de Ur-
bana’s designs feature lace and bead-
ing, which is inspired by the Spanish 
heritage of Chappa’s mother. The col-
lection also offers veils, inspired by 

her father’s Persian heritage. For glamour, there’s “The Dara” 
gown, which features spaghetti straps and an 8-foot chiffon 
train. At the LA Fashion Weekend show, Maison de Urbana de-
buted some men’s and children’s looks, as well.

Wholesale price points range from $225 to $7,000 for Mai-
son de Urbana. Eventually, Chappa plans to make a diffusion 
line and design more red-carpet gowns. 

Chappa started her fashion career as a stylist, working with 
notables such as actress Natasha Henstridge and Grammy 
award–winning songwriter Diane Warren. Chappa had planned 
to pursue a degree at the Fashion Institute of Design & Mer-
chandising in Los Angeles, but after a semester in 2012, she 
took the $180,000 she had saved for education and invested it in 
starting Maison de Urbana.

She hopes her designs will raise as much discussion and inter-
est as her idiosyncratic coif. One half of her head is shaved. Her 
hair is worn long on the other half of her head. “When people 
stop staring, then something is wrong,” she advised. For more 
information, visit www.urbanachappa.com.—Andrew Asch

Maison de Urbana: International 
Inspiration, Made in LA

Urbana Chappa

Steven Soria

Leah Garvin inside her new space, wearing Los 
Angeles–made AG jeans and a top
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Make Smith Leather Co.
New Resources
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For shows, Chaidez typically puts together 
an extreme version of her own style, which she 
described as “Kurt Cobain meets Missy Elliot 
meets Arabian princess.”

Changing business

The music business is much smaller than it 
was 20 years ago, and there are fewer musi-
cians being professionally groomed by music 
labels. At the same time society is increasingly 
more attuned to visual images—thanks to so-
cial networking. Clothes typically create ar-
resting images that help artists stand out when 
music fans dart from YouTube to Twitter, of-
ten spending no more than a minute on each 
site, Barry said.

Despite the attention poured on fashion icon 
Lady Gaga, many rock bands keep a traditional 
look when it comes to fashion, said Henry Du-
arte, a career couturier to musicians ranging 
from Bob Dylan, Guns ’N’ Roses and MC 

Hammer to New Kids on the Block.
They keep returning to the iconic 1970s 

looks minted by Keith Richards and Iggy Pop, 
Duarte said. For new styles, hip-hop stars such 
as Kanye West have been making appearances 
with a Japanese look of drapey jackets and 
drop-crotch pants.

Branding over business

For designers, clothing a musician does not 
immediately translate into wholesale dollars. 
Performers want unique looks and often don’t 
want streets and stadiums to be filled with peo-
ple wearing the same pieces. But fans do seek 
out their idol’s styles, said Maya Reynolds, 
founder and designer of Clade, a downtown 
LA–based label that has been worn by musi-
cians such as Steven Tyler, Lenny Kravitz and 
heavy-metal band Korn.

“I’ve had guys come into Clade downtown 
who come from Japan,” Reynolds said. “They 
looked through the Clade press book, and they 
wanted to see Steven [Tyler’s] tail coat in per-
son. They wanted to have a little piece of that 
charisma.”

Working with a musician also can add to a 
designer’s cachet, Mayo said of Junker. “Ste-
ven never sold anything for me,” Mayo said 
of Aerosmith’s Tyler. “He just made me look 
cool. It gives you credibility.”

The final result could be nothing but a good 
time, though. Victor Wilde, designer of down-
town LA label Bohemian Society, designed 
some jackets in 2004 for George Clinton, one 
of the innovators of funk and urban music. 

“As far as the fashion world is concerned, I 
don’t think it raised my profile at all. I am cer-
tainly a fan of George, so above all I got a big 
kick out of hanging out with him, listening to 
his stories, and I was paid well to create things 
for a living legend who really likes what I do,” 
Wilde said. “One of the best ‘cool-factor’ mo-
ments of my life was when [Clinton] answered 
a call and proceeded to tell whoever was on 
the other end that ‘I had everything.’ What else 
can I say?” ●

Call it the other side of the red carpet.
Los Angeles is a capital of the entertain-

ment industry and awards shows, and the city 
is a center for red-carpet fashion. With music 
companies keeping headquarters here—and so 
many musicians based here, as well—many lo-
cal designers specialize in making the clothes 
for the world’s most famous musicians.  

For some, the stint is as fleeting as a one-
hit wonder when a designer spots a musician 
wearing one of his or her creations in a You-
Tube video. But for others, it’s a gig that can 
last a career.

It takes the coordinated effort of designers 
and stylists to outfit a musician—from brain-
storming a new look to pulling all-nighters 
making costumes for a tour that starts the next 
day.

 “There’s a whole glam squad who makes it 
happen,” said Maggie Barry, one of Los Ange-
les’ most established clothiers for musicians. 
“It’s the coordinated effort of a lot of people.” 

Barry most recently worked with Nicki Mi-
naj, the “American Idol” judge and chart-top-
ping musician. Barry’s clients have ranged from 
hard-rock band Van Halen and country group 
Lady Antebellum to outfitting Cher in 1990. 

Despite looking like creatures of leisure, 
most musicians don’t have the time—not to 
mention expertise and resources—to create 
their own look.

“The artist ultimately picks what they are 
going to work in,” Barry said. “They don’t 
have time to run to 50 stores to find the right 
T-shirt.”  

Getting started

The entry point for outfitting a musician 
seems to take a page of classic Hollywood 
fantasy—the designer gets discovered.  “Styl-
ists will find you,” said Barry, who also works 
as stylist, scouting new looks for musicians, 
along with making costumes with her self-
named company, Maggie Barry, and design-
ing her upcoming M8 Urban streetwear line, 
which is scheduled to be introduced in May.

Stylists scour clothing and accessories lines, 
boutiques, and other sources to find a specific 
look for a celebrity client. Designers can get 
the ball rolling by sending clothes to stylists 
and artist-management companies, Barry said. 

If a designer’s looks are chosen for a ce-
lebrity, the designer will most likely continue 
working with a stylist throughout the entire 
process of crafting the look. 

Giuliana Mayo, co-founder of Junker, a 
Los Angeles–based fashion label, has worked 

with Steven Tyler of Aerosmith and up-and-
coming group Black Veil Brides, along with 
pop singers Britney Spears and Christina Agu-
ilera. 

Mayo said this styling has its roots in other 
disciplines. “It’s very much like costuming,” 
she said. “We have to make sure that we made 
something that represents a character. That is 
exactly what you are doing—you’re enhancing 
a character.”

Developing a look for a celebrity often 
starts with the slightest bits of inspiration, such 
as a color used in a video, a mood of a song 
or a mere sketch of what the artist should look 
like, Barry said.

The initial point of discovering a designer 
can seem to be wrapped in Hollywood legend. 
But building a relationship is not glamorous 
work. In 2010, designer Gita Salem was mind-
ing his atelier on Melrose Avenue when music 
superstar Prince walked in the studio. He was 
intrigued by the keyhole jacket in the window 
of the store, then called Sequoia & Gita, cur-
rently called Gita Salem. With a musician in 
his touring band, Prince shopped the atelier for 
45 minutes and made purchases.

It could have been a one-time gig, but Sa-
lem followed up by making the keyhole jacket 
in Prince’s favorite color, purple. He sent 
Prince’s London-based management clothes 
and sketches of clothes for Prince. More than 
a year later Prince’s management company, by 
direction from Prince, invested more heavily 
in Salem’s collections. It took a lot of effort to 
build trust, he said. There were a lot of other 
variables, such as where the designer is head-
quartered and if personal chemistry exists with 
the artist. “You get lucky and they find you,” 
Salem said. “But it’s some kind of personal 
connection. It’s about personalities. It’s also 
about location and being well-positioned.”

Other factors come into play with design-
ers and musicians. Most importantly, do musi-
cians have money to afford stylists and have 
clothes made for them? What kind of fashion 
trends are influencing musicians? What kind 
of look best fits them?  For Alejandra Hernan-
dez, who styles Australian rapper Iggy Azalea, 
finding the right look is a matter of experience 
and intuition. “I know it when I see it,” Her-
nandez said.

Stylists also are the domain for the most es-
tablished, well-off musicians, said Chloe Chai-
dez, vocalist for Kitten, a rock band signed to 
the Elektra music label last year that will start 
a national tour with rock band Paramore on 
April 25. “I don’t know of any band that [uses] 
stylists for shows,” she said.  Rather, stylists 
typically work with bands on magazine and 
video shoots.

April 21
SDI Executive Logistics Forum
Four Seasons
Las Vegas
Through April 23

April 24
Lazr
Cooper Design Space
Los Angeles
Through April 25

April 25
SEAMS Association’s biannual 
networking conference
Grove Park Inn
Asheville, N.C.
Through April 27

WGSN Spring/Summer ’14 
Textile Trend Presentation
Pacific Design Center
West Hollywood, Calif.

April 27
Woodbury University’s 49th 
annual fashion show benefit
Natural History Museum
Los Angeles

Vintage Fashion Expo
Santa Monica Civic Auditorium
Santa Monica, Calif.
Through April 28

“Denim Bootcamp With Noah 
Landis”
5140 Pacific Blvd.
Vernon, Calif.

May 1
2013 West Coast Manufacturing 
Conference
Millennium Biltmore
Los Angeles

May 2
Woodbury University’s runway 
event
Los Angeles Center Studios
Los Angeles

May 4
Otis College of Art and  
Design’s 31st Scholarship 
Benefit and Fashion Show
Beverly Hilton
Beverly Hills
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There’s more
 on ApparelNews.net.

CalendarCalendar

For calendar details and 
contact information, visit 
ApparelNews.net/calendar.

Designers Behind the Music
By Andrew Asch Retail Editor

LA designers specialize in making clothes for top musicians.

news

THE PERFORMANCE: Vocalist Perry Farrell 
wearing designs from downtown LA label Clade. 
Courtesy of Clade.

GLAM RACKET:  Maggie Barry (pictured) has 
made clothes for musicians ranging from Nicki 
Minaj to Van Halen and Cher. 

PRINCELY CLOAK:  Prince wears a cowl-neck 
top by LA designer Salem Gita at the 2013 
Grammys. 
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The ONLY Flame Resistant  
COTTON KNITS that Comply with 

NFPA 2112
NFPA 70E

MADE IN THE USA
Charles Javer at 213-713-2347 or charles@antexknitting.com

3750 S. Broadway Place, Los Angeles, CA 90007     323-232-2061     www.pyrosafebyantex.com

At last! Flame retardant clothing with
the comfort of your favorite T-shirt!

Southern California’s oldest •	
and largest vertical knitting 
mill

Established in 1973, Antex •	
currently occupies a facility 
of 500,000 sq feet

ISO-certified Product •	
Testing Facility

Antex’s product line •	
includes:

Matchmaster prints

Antex Premier Performance

PyroSafe by Antex

Dry Inside Performance 
Cotton

3750 S. BrOADwAy PlACE, lOS AngElES, CA 90007 
TEl (323) 232-2061  |  www.AnTExknITTIng.COM

FOr MOrE InFOrMATIOn, PlEASE COnTACT
SAlES@AnTExknITTIng.COM

The goal at Antex knitting Mills is to service the knit 
fabric needs of the apparel industry with high quality, 
competitively priced fabrics, backed by outstanding 

customer service and technical expertise.

style watch

Coachella Style
For two weekends in April, Indio, Calif.—home of the Coachella Valley Music Festival—

becomes a fashion hot spot where crowds beat the heat in their festival best. California Apparel 
News sent photographers Felix Salzman and Tim Regas to the desert to capture the scene. Be sure 
to check out our expanded Coachella Style galleries online at Apparel News.net. 
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Katy Perry

Dev at Details

Santigold at H&MRussell Simmons 
at Flaunt

Julianne HoughAlexa Chung at Lacoste

Jeremy Scott and 
Rita Ora
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The Future of Manufacturing  
Competitive Advantage | Globalization | Consolidation | Infrastructure | Key Economic Drivers  

Capital | Technology | Job Creation | Human Capital  | Transformation | Leadership   

FASHION/APPAREL ▪ CONSUMER PRODUCTS/RETAIL ▪ AEROSPACE 
 
 

Keynotes | Industry Breakout Sessions | Leadership Session  

www.manufacturingconferencewest.com
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made in the americas

he said. What started 
out as a shoe store has 
transformed into a lin-
gerie boutique offering 
custom-made designs, 
a mega-website, and 
a costume wholesaler 
selling to companies in 
England and Brazil. 

Founders Mitch and 
Tracy Shrier launched 
the business on April 
1, 1973, and haven’t 
looked back s ince. 
“It was a shoe store, 
and I designed a shoe, 
which was like a ‘come f*ck me shoe’—
very sexy—and [then] everybody wanted 
stockings,” Mitch said. The stockings were 
hand-dyed in more than 150 colors to match 
the shoes. That soon led to garter belts, and 
lingerie was a natural progression. 

“It was much easier to make the lingerie 
and clothing than it was to make the shoes,” 
Shrier said. 

Today the store still carries a small quan-
tity of shoes and hand dyes stockings in 30 
different colors. Lingerie lines the walls of 
the store’s Victorian interior and is displayed 
on mannequins and 
rounders throughout 
the store. A separate 
room is filled with 
a multitude of cos-
tumes from sexy 
cowgirls bedecked 
in fringe to elabo-
rate corseted Marie 
Antoinette brocade 
dresses. 

The business is 
family–owned and 
operated by Mitch 
and his wife, Tracy, 
along with their son 
Randy. The linge-
rie is designed and 
still manufactured, 
in part, on-site. To 
accommodate the 
business’s growth, 
the company opened 
a downtown LA location, which employs 
35 sewers. The website, which launched in 
1998, offers more than 100,000 items. 

The costume portion of the business be-
gan in the late ’70s and is an entity all its 
own.  “[We make] everything from shoes to 
hats—and everything in between,” Shrier 
said. Trashy’s costumes carry the same high 
level of craftsmanship and, of course, the 
sexy aesthetic. Last year, the best-selling 
costume, a version of the Marie Antoinette, 
sold for $900, Shrier said. The company 
also wholesales its costumes to rental busi-
nesses, such as Breshow Fantasias in São 

Paulo, which carries approximately $1 mil-
lion in Trashy merchandise.

Custom-made customer service

The store is open to members only and 
requires a $2 admission. “It’s just a way to 
screen people,” explained Mitch. “I always 
explain it to women that ‘remember when 
you were at a party and a guy across the 
room stared at you and made you nervous?’ 
They never get in my store. There is always 
a woman at the front door. So, if she gets 

that vibe, they don’t get in.” 
The Shriers rely on word of mouth to 

build the business. Twenty-five percent of 
the store’s revenue comes from custom-
made items. Recently, Internet sales have 
surpassed in-store sales—although there are 
days when a customer will drop by the store 
and spend $5,000 for lingerie and costumes 
for parties and events, Mitch Shrier said. 

Trashy built its reputation by producing 
high-quality products and original designs 
and by offering a high level of customer ser-
vice, Shrier said.

 “I can make anything,” he said. “That’s 
what my cachet is. Peo-
ple come here, they want 
to be different. They 
want to wear something 
that  everybody e lse 
doesn’t have.”

The company’s client 
list reads like the who’s 
who of entertainment: 
Rihanna,  Kate Hud-
son, Gwyneth Paltrow, 
Dakota Fanning, Nicki 
Minaj and Kate Beck-
insale, to name a few. 
Customers are measured 
and fit in the store, and 
detailed records are kept 
for future reference. 
Many costume designers 
count on Trashy to cre-
ate costumes for the big 

Trashy Lingerie 
Continued from page 1

PRETTY IN PINK: Trashy Lingerie’s storefront on La Cienega Boulevard

SEXY CHIC: Trashy is known for its original designs.
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WE DO IT FASTER AND LESS COST TO YOU

FINSHING
• Framing/ 

Re-Rolling
• Heat Setting & 

Curing
• Anti-Curling
• Odor & Smoke 

Elimination
• Soft & Firm Hand
• Gum & Trim
• Resin Finish
• Center Creast 

Elimination

• Anti-Static
• Brushing
• Crushing
• Pleating
• Crocking 

Improvement

LAUNDRY    
• Wash-Down
• Pre Shrinking
• Scouring
• Bleaching
• Enzyme Wash
• PFD

DYE  AND OVERDYE
• Overdye to Black
• Overdye Unused 

Fabric to Your 
Colors

• Lace
• Nylon
• Twill
• Poly Cotton
• Cotton Rayon
• And all others

COSTUME DEPT.: Elaborate 
costumes are one of Trashy 
Lingerie’s specialties.

ONLINE LINGERIE: A sexy look 
available at Trashy.com
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screen—think Kim Basinger in “9½ Weeks,” 
Pamela Anderson in “Barb Wire” and Emma 
Stone in “Easy A.” The bunny outfits for Re-
ese Witherspoon in “Le-
gally Blonde” and Renee 
Zellweger in “Bridget 
Jones’s Diary” were both 
by Trashy, which has also 
created stage looks for 
Madonna, Dolly Parton, 
Britney Spears, Cher, Fer-
gie and Dita Von Teese. 

A quick two- to three-
day turnaround time is 
the norm for movies and 
TV productions, and it’s 
seven to 10 days for regu-
lar customers. “We do a 
lot of wedding corsets to 
go under wedding dress-
es and a lot of stuff for 
the Academy Awards,” 
Shrier said. “It’s the only 
place you can get them 
[custom fit],” he said. 

Competitive edge

Like many other businesses, Trashy has 
experienced challenges during the economic 
slowdown. Business from the entertainment 
industry slowed down somewhat, and some 
customers opted to buy cheaper items—
although Shrier points out that the Trashy 
customer typically isn’t concerned with price. 
Prices start at $15 for thongs, $50 for garter 
belts, $70 for bras and $200 for corsets and go 
up from there. Brands such as Agent Provo-
cateur and Victoria’s Secret have also creat-
ed competition, but the quality of the product 
keeps Trashy’s clients loyal, Shrier said. 

“If you buy one here and count how long 
you’re going to wear mine, mine is cheaper 

by a whole bunch—but the down payment is 
more,” he said. “It doesn’t fall apart—and if it 
did, we would fix it. If somebody hand-wash-
es it and hangs dry, we guarantee it forever. 
And we don’t get much stuff back.” 

Trashy’s young, fash-
ionable clients look to 
the store for fashion-
forward pieces such as 
high-waisted panties, 
retro ’40s looks, studded 
vinyl fabrics and ’60s-in-
spired babydoll nighties 
to update their lingerie 
closet. Although, Shrier 
said he doesn’t look to 
fashion trends to create 
Trashy’s designs. “We 
start trends,” he said. 

 Trashy’s direct con-
tact with customers is one 
secret of its success. “We 
deal directly with the cus-
tomer where other stores 
deal with the wholesaler,” 
he explained. Lingerie 
can be created on the spot 

when inspiration strikes and new materials 
are found. 

Because they sell direct to the consumer, 
they have the luxury of trial and error to cre-
ate new products. It’s a built-in test market.  
At least four or five new designs are created 
every month by Trashy designers Dot Ferrone 
and Jessica Owens. 

The biggest challenge is finding fabric and 
findings, Shrier said. “You’ve got to be cre-
ative to make something different,” he said. 
Many times trims such as embroideries, ro-
settes, sutache lace and studs add Trashy’s 
signature touch. It’s that originality that has 
created loyalty with its customers.  “We have 
customers that have been coming here for 25 
years,” Shrier said. “We do something that 
nobody else can do.”  ●
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HOLLYWOOD KITSCH: Customer 
service is key to Trashy’s success.

As head of an international distribu-
tion business for contemporary hand-
bags, California native Betty Hsu 
knew firsthand what makes a 
leather handbag great. The 
perfect bag has to be ver-
satile yet stylish, made 
with the best materials, 
and, above all else, 
must be available at 
a contemporary price 
point without losing 
its high-end design. 

On a quest to create 
such a bag, Hsu teamed up 
with accessories designer 
Cathy Lee (recently named 
creative director of accesso-
ries for LG Fashion) to 
launch RoviMoss. Un-
derscoring the phrase 
“classics reborn,” the company is carving out 
a space in the mid–price point category with 
a strong collection of satchels, shoulder bags, 
totes and clutches in vibrant, saturated colors 
and luxurious Italian leather. Appealing both 
to the younger market as well as the “lean in” 
fashionable executives, RoviMoss is bridging 
the gap where luxury meets accessibility in 
handbags. 

Headquartered in Pasadena, Calif., the 
company launched a robust collection with a 
full three deliveries and silhouettes in all sizes. 
Highlights include the “Go1” collection, which 
features a shoulder bag with detachable shoul-
der straps, blend of 14- to 18-karat-gold-plate 
hardware, and detachable colored luggage 
tags meant for the woman on the go. Edges 
are also hand painted seven times with mini-
mal seaming and lining made of milled cot-

ton. The debut collection also includes 
the youthful “City Lights Girlfriend 
Shoulder” with neon color-block de-

tails; the “GoX5” fold-over enve-
lope clutch, which converts 

into a shoulder or cross-
body shoulder bag; and 

the “First Class Go1” 
structured satchel 
in BBG smooth 
leather. 

“The goal is to 
bring our custom-
er a meticulously 

constructed bag—
made of the finest leather 
with a timeless silhou-

ette—that doesn’t break the 
bank,” Hsu said.

Designer and co-founder 
Lee is an industry veteran. 

A Rhode Island School of 
Design graduate, Lee’s résumé includes stints 
at Liz Clairborne, Gap and JC de Castelba-
jac. Besides RoviMoss, Lee is also head of a 
design firm that lends behind-the-scenes ex-
pertise to high-profile international brands. For 
RoviMoss, her designs are refined with bold 
touches that can be found in the rich colors. 

For RoviMoss’ Fall 2013 collection, Hsu 
said, stores are responding well to the custom-
blended red as well as the classic nude vachet-
ta and black leather styles. Wholesale prices 
range from $65 to $245. RoviMoss handbags 
can be found at eLuxe.com, Gus Mayer and 
Michael Hayes as well as online at www.rovi-
moss.com.

For more information, email sales@rovi-
moss.com or call (626) 799-6099.

—Lilliam Rivera

RoviMoss: Classic Bags, Contemporary Price

Trashy Lingerie Continued from page 6

New Resources
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Organic
Hemp

Printed
Fabrics

100%
Linen

 Micro 
Modal

Silk

Various
Wovens

Angora
Viscose
Sweater

Silk
Tencel

Much
More!

Fabrics Made of Luxurious Fibers with Love in California

Innovating High Quality

www.AsherConcepts.com
323-268-1218

Fashion Forward Fabrics Flexible Quantity

As social media becomes more commonplace, a blurry line 
has formed between employees’ permissible use of sites such 
as Instagram, Facebook and Twitter to discuss work-related 
issues and employers’ policies regarding discussing company 
matters in online public forums.  

Federal law protects employees’ right to talk publicly about 
work issues. However, employers often mandate that discuss-
ing employer information, salary or benefits or making dis-
gruntled remarks about the company can result in disciplinary 
action or termination.

The National Labor Relations Board (NLRB) has been 
focusing on social media in particular. The organization has 
issued rulings in response to several complaints that were 
filed alleging that employers have retaliated against employ-
ees who have used social media to engage in 
activity that is protected under the National La-
bor Relations Act (NLRA) of 1935.

The NLRA states it is in violation of the 
act for private employers to make such broad 
social-media rules and place legal limits on em-
ployee activity in the office or outside. 

Attorney Ami Silverman outlined some recent court rul-
ings on the subject at an American Apparel & Footwear As-
sociation meeting held in February at the Vans headquarters 
in Cypress, Calif.

Silverman referenced a recent New York Times article in 
which NLRB board chairman Mark G. Pearce described so-
cial media as the “new water cooler”—the proverbial place 
where employees meet to discuss company issues. 

“The Internet has become a modern water cooler charac-
terized by social media like Twitter, except it can be ampli-
fied where employees can communicate and complain about 
terms and conditions and elicit responses,” Silverman said.

At the event, Silverman advised employers to assess situ-
ations individually and develop detailed and specific labor 
media rules, particularly outlining small group activity in the 
workplace. 

For example, the Adidas Group’s social-media guidelines 
advise employees to consult managers before writing mate-

rial that could potentially harm the reputation of the company, 
also stating that if the phrase “for internal use only” is in-
cluded in an email, it is not to be shared.

Examples of the Adidas Group’s guidelines include “mes-
sages from our CEO to all employees are not meant for the 
media” and clients’ names should only be used with their ap-
proval. 

According to attorney Laura Worsinger of the Los Angeles 
office of Dykema, “The NLRA makes it illegal to interfere 
with, restrain or coerce employees in the exercise of their 
rights under Section 7 of the NLRA. This section specifically 
grants employees ‘the right to self-organization; to form, join, 
or assist labor organizations; to bargain collectively through 
representatives of their own choosing; and to engage in other 

concerted activity for the purpose of collective bargaining or 
other mutual aid or protection.’”

NLRB officials are adapting existing rulings under fed-
eral labor laws to modern digital activities. Under the NLRB 
guidelines, employees are allowed to engage in discussion in 
a physical break room—or a virtual one. 

Still, confusion over the issue has led to several recent law-
suits. 

In a case involving Hispanics United of Buffalo Inc. 
(HUB), the NLRB held that employees’ Facebook posts about 
another employee’s comments of their job performance are 
protected concerted activity under NLRA. 

 “Hispanic United of Buffalo Inc., a nonprofit that provides 
services to the economically disadvantaged, was accused of 
discharging employees in retaliation for their participation in 
concerted activity under the NLRA,” Worsinger said. 

A domestic-violence advocate who worked out of HUB 
one day a week was known to critique social workers about 
their job performance. 

The Facebook posting, which was made from an employ-
ee’s home computer, discussed the advocate’s comments, 
asking her coworkers their opinion on the matter. All of the 
postings were made outside of the workplace, and some in-
cluded profanity.  

The domestic-violence advocate complained to HUB’s ex-
ecutive director, and the five employees involved in the Face-
book posting were then terminated.

The executive director informed the employees that the 
domestic-violence advocate suffered a heart attack as a result 
of the postings and that their comments constituted “harass-
ment” and “bullying” in violation of the companies’ policies.  

The NLRB administrative-law judge concluded that the 
conduct of concerted activity is protected by the employees.  

Worsinger explained, “Applying previous 
decisions, he found that activity does not need 
to have the goal of changing working condi-
tions to be protected. Rather, as was the case 
here, discussions about criticisms of employ-
ees’ job performance are protected. In addi-

tion, the ALJ [administrative-law judge] found that the em-
ployees were taking the first step toward taking group action 
to respond against the domestic-violence advocate’s accusa-
tions, which they thought she may take to management. Fur-
ther, the fact that the five employees were terminated at the 
same time showed that HUB viewed them as a group and that 
their activity was concerted.”

The ALJ ordered that the employees be reinstated with 
back pay.

 In another ruling, the NLRB ruled that a police reporter at 
The Arizona Daily Star was rightfully fired. 

On a slow news day, the reporter posted a few Twitter com-
ments expressing his frustration. One post said, “What?!?!?! 
No overnight homicide. ... You’re slacking, Tucson.” 

The NLRB found the termination legal, stating the report-
er’s comments did not fall under the concerted-activity cat-
egory, the tweets were “offensive,” and they were not aimed 
at discussing working conditions to illicit support from other 
co-workers.—Sarah Wolfson

technology 

Social Media in the Workplace Is the New Water Cooler

“The Internet has become a modern water cooler characterized by social media 
like Twitter, except it can be amplified where employees can communicate and 
complain about terms and conditions and elicit responses.” —Ami Silverman
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Antex Knitting Mills/
div. of Matchmaster 
Dyeing & Finishing Inc.
3750 S. Broadway Place
Los Angeles, CA 90007
(323) 232-2061
Fax: (323) 233-7751
annat@antexknitting.com
Contact: Bill or Anna Tenenblatt
Products and Services: Antex Knitting Mills, 
a privately owned vertical knitting, dyeing, and 
printing company in Los Angeles, announces 
capability of providing full-package garments 
produced in California or Central America to 
meet your varied needs. Antex’s product line 
includes Antex Premier Performance—a line 
of high-performance, technical fabrics with 
moisture management, anti-microbial, stain 
resistant, or UV finishes; Pyrosafe by Antex™, 
a line of flame-resistant cotton knits; Green 
Line˙ by Antex™, offering a variety of organic 
fabrics; and Matchmaster Prints by Antex 
California, offering design and development 
of custom prints. Please contact sales@
antexknitting.com.

Asher Fabric Concepts
2301 E. Seventh St., #F107
Los Angeles, CA  90023
(323) 268-1218
Fax: (323) 268-2737
www.asherconcepts.com
sales@asherconcepts.com
Products and Services: Asher Fabric Concepts 
stands alone as the innovative trend-driven 
domestic textile supplier to the contemporary 
apparel market.  Producing high end, luxurious 
fabrics in the USA and offering a fully searchable 
online inventory with easy swatch ordering and 
sampling, they are a designer’s dream. With an 
extensive library and constant new line devel-
opment in basic PFD, Novelties, Stripes, and 
Prints, they are always on trend.  By supporting 
customized product development they facilitate 
the manufacturer’s ability to achieve a unique 
look and brand identity.  Set up to produce large 
and small orders with equal consideration and 
care, they are your trusted partner in building and 
growing your business from the ground up.

California Label Products
13255 S. Broadway
Los Angeles, CA 90061
(310) 523-5800
Fax: (310) 523-5858
Contact: Tasha
www.californialabel.com
info@californialabel.com
California Label Products has been servicing 
the apparel industry for 20 years. The design 
team at our In-House Art Department can help 
you create a new look for your tags and labels 
or just  get you pricing for your current items! 
We are constantly changing our designs, as we 
follow the fashion trends. Come to our show-
room and see the latest tags and labels for 
every season. Our product list not only consists 
of woven labels, printed labels, and custom 
hang tags, but we also have care labels, size 
tabs, integrated hangtags, and many other 
novelty items, including leather patches, heat 
transfers, buttons, and snaps.
Check our website for a full product list or call 
or email us.

Colormax
1627 Paloma St.
Los Angeles, CA  90021
(213) 746-6060
Fax: (213) 746-6111
info@colormax.us
www.colormax.us.com
Products and Services: Established in 1980, 
we are Southern California fashion-industry 
specialists in laundry, fabric framing, enzyme 
washing, soft hand, over-dye, and any other 
specialized needs. We specialize in dying knit 
fabric and wovens, as well as enzyme wash. 
Call Goody or Rea for fast services.

Design Knit, Inc.
1636 Staunton Ave.
Los Angeles, CA 90021
(213) 742-1234
Fax: (213) 748-7110
www.designknit.com
shalat@designknit.com
Contact: Shala Tabassi
Products: Designer and better contemporary 
knit fabrics from sheer to heavyweight.
What’s New: New items include novelty 

sweater knits for cut and sew using specialty 
yarns.  Variety of knits made from cashmere, 
silk, wool, rayon, Modal blends, Supima/micro-
Modal, Supima blends, Tencel, MicroTencel, 
proModal, linen blends, garment dyeable 
stripes, as well as yarn-dye solids and stripes. 
Specializing in 3 ends French terrys and fleece 
knits using variety of yarn blends. Large selec-
tion of fabrics made with streaky and tri-blends 
yarns. Customized auto stripes single knits
Custom Work: Yes
Inventory: Knit to order
Minimum: Varies by fabric
Price Points: Moderate to high
Competitive Edge: We offer new and innovative 
fabrics every season. Custom developments 
also available.

VESTEX
www.apparelexpo.com
Services: 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 dynamic 
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 
Sourcing 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, bringing together all your company’s 
needs: a full range of suppliers’ exhibition 
floor, specialized seminars and conferences, 
the opportunity to have perfect appointments 
at the Matchmaking Meeting Program, and 
social events. Show dates are May 21–23, 
Grand Tikal Futura Hotel & Convention Center, 
Guatemala City [Lucia]. For more information, 
email apparelexpo@apparel.com.gt.

This listing is provided as a 
free service to our advertisers. 
We regret that we cannot be 
responsible for any errors or 
omissions within Made in the 

Americas Resources.

MADE IN the AMERICAs Resources

Skins, a gradient compression sportswear brand, has moved its U.S. headquarters from 
Portland, Ore., to Encinitas, Calif.

The move was prompted by the number of professional athletic teams and training camps in 
Southern California whose participants are ideal candidates for Skins’ compression products. 

Skins’ compression wear develops specific products for various sports. The technology-driven 
compression garments are specially designed to compress muscle groups to trigger accelerated 
blood flow, resulting in increased oxygen to working muscles and enhanced performance. 

“As our renewed focus is on growing the North American compression category through in-
creased presence across multi-sport segments, transferring Skins to the California coast provides 
a unique opportunity for us to reach our core audience,” said Johnny West, general manager of 
Skins North America. “The wide array of thriving sport disciplines, businesses and active indi-
viduals within the north county San Diego area allows us to bring the Skins brand to the consum-
ers who use the product the most and keep a close watch on the trends that drive the industry.”

Skins was originally developed in Australia in 1996. The brand came to the United States 
in 2007.—Deborah Belgum

news

High-Tech Activewear Brand Moves 
From Oregon to California
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Young Mens Denim Design Associate

The Associate Designer will be responsible for developing

silhouettes each season under the supervision of the Senior

Designer as well as support the Design team in all phases of

the design development process from concept to produc-

tion. *FLATS *PDM *WET PROCESSING *TECHNICAL

PACKAGES .

Please submit JPEG's of 4 Flat Sketches Jeans & 4 Back

Pocket Flats along with resume and salary for consideration

to HR Miscella.Ruano@Seven7Jeans.com

CUSTOMER SERVICE/

SALES ASSISTANT

Women's clothing mfr located in Los Angeles area is

looking for: a good Customer Service/Sales Assistant

with 2-3 years experience in Garment Industry. With

hands on knowledge on writing and checking orders and

purchase agreements. With strong communication skills

and can communicate with buyers and sales team. Can

multi-task, computer literate and has a sense of pride on

working with highest accuracy and speed.

Salary is open and negotiable.

Benefits include medical and paid vacations.

Please send resume to vitae101@gmail.com

THE JENIUS GROUP: EMBROIDERY, HEAT

STUD, & ART DEVELOPMENT DESIGNER

Strong, conceptual thinker who possesses a wide range

of design capabilities including a solid background/un-

derstanding of development of prints, embroideries &

heat studs

-Expert skills in Adobe Suite: InDesign, Photoshop & Il-

lustrator

- Hand skills: should be a natural illustrator / collage

artist, range and versatility is essential

- Minimum of 5 years of art development, embroidery

work and CAD experience

- Meticulous approach and polished delivery

- Experience working with accounts such as Sundance

and Cache a plus

Please email RESUME, and SALARY HISTORY in WORD

or PDF format for consideration

to:info@thejeniusgroup.com

IMPORT ASSISTANT

Trixxi needs an Import Assistant. Experience communicat-

ing with overseas contractors required. Jr Sportswear &

Dress experience a plus. Must have attention to detail and

good email communication skills. Paid health

insurance part of benefit package.

Send resumes or a list of qualifications to resume@trixxi.net

1st PATTERNMAKER - DAVID MEISTER

10-15 years experience in better dressmaking. Extensive

knowledge of garment fit and construction required.

Must have knowledge of the Gerber 8.1 system.

Please email resume: careersca@kellwood.com

IN-HOUSE SALES * KILL CITY WOMEN'S

Looking to go corporate and get in deep with a single

brand. KC Women's is looking for a motivated- creative-

inspiring individual w/ 2-4 years exp & contacts from

working in showrooms. Must have reliable transporta-

tion to visit local stores & ability to travel nationally and

build account base. And of course a love for our product.

Resume to drew@killcity.net

FIRST PATTERNMAKER

Van Nuys based manufacturer is looking for a first pat-

ternmaker for our Junior Woven Sportswear & Dress Di-

vision. Must have extensive knowledge of woven fabrics.

PAD experience a Plus but will train the right candidate

as long as they are proficient on one of the current com-

puter systems. Must have minimum 3 years' experience

making computer patterns, be self-motivated and be able

to work in a busy environment. Will be tested.

Please fax resumes to davidz@kandykiss.com

FIRST THROUGH PRODUCTION

PATTERNMAKER

PERMANENT FULL TIME POSITION

Must be thoroughly experienced on GERBER

Min. 5 yrs working in Domestic Contemporary Knitwear

Knowledge Of AIMS Production Software a Plus

Salary plus benefits

Glendale location

Contact: Laura@fbwcgroup.com

MARKING & GRADING

Must have 3 yrs. Exp. With Gerber Patternmaking version

8.4 or higher. For Denim Manufacturer.

Please email resume to lauram@atomicdenim.com

PATTERN MAKER

Contemporary Clothing Co. seeks

1st - through - Production Pattern Maker.

Extensive knowledge of drape, knits & active fabrics req.

E-mail resume to bonniec@bordx.com

PATTERNMAKER 1st - PRODUCTION

Company located in the So. Bay area is seeking an

individual with at least 5 yrs. exp. in 1st to production

(denim fabric preferred) and Gerber V8.5. Knowledge of

shrinkage, fitting and garment construction required.

Must be detail oriented, a team player w/ability to work

in a fast paced environment.

E-Mail resume to: pthr90248@yahoo.com

Production Patternmaker

Moderate young missy company is looking for a Production

Patternmaker for knits & wovens with exprience in missy &

plus sizes.

Pls e-mail your resume to samilee@nycalinc.com

PRODUCT DEVELOPMENT/

PRODUCTION ASSISTANT

Santa Barbara based China garment manufacturer seeking

organized,self-starter able to multi task from initial concept

to eventual production. Strong in follow-up, detail oriented,

and ability to communicate clearly and effectively by email

a must. Import experience preferred. Knowledge of

Photoshop, Illustrator, Excel and Word very helpful.

Email resume to: cpr@cpr-sb.com

Product Developer

We are a developer of trims and logo identity products for

fashion. Seeking individual with exp in trims or related

products. Qualifications: Exp in dealing with factories in

Asia, ability to work well with others, analytical & math com-

petencies, highly organized, top verbal and written comm

skills. Resume (with salary history): jobs@aziusa.com

Clothing Company Seeking
Production Coordinator:

Applicant must have 5 years of exp. In domestic produc-

tion. Responsibilities include pre-production and pro-

duction tracking. Applicant must be detail orientated, or-

ganized and work to ensure that all components are in

place in time to start production in a timely manner.

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

Production Pattern Maker:

An energetic and self-motivated patternmaker needed

to work in fast paced environment. Applicant must have

5-7 years' experience in knits. Must be a team player,

detailed orientated & well organized.

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

Technical Designer:

Technical Designer needed to work in a fast paced

environment. Applicant must have a great understanding

of garment construction, specs, and patterns. Also, must

be able to efficiently solve any fit issues. Must be de-

tailed, self-starter, organized, and a team player.

Must have 5 - 7 years' experience.

Please email resumes at jnrdsgn@aol.com

Production Coordinator - Mandarin Speaking

We are looking for or an Exp'd Production Coordinator, bilin-

gual in Mandarin and English, to work with our contractors

in Asia. This position directs the manufacturing process of a

product from the point of vendor selection to delivery.

***Send Resume to hrdept@mbwswim.com***

Production Manager

Established LA knits manufacturer seeks exp(5yrs min) Prod

Mngr. Must be highly organized, analytical, detail orientated

and have established relationships w/ local contractors. Ex-

tensive knowledge in all areas of apparel prod & fab quali-

ties. Responsibilities include: implementation of cost sheets;

ordering & tracking B.O.M., issuing prod & smpl cut tickets,

coordinating del, monitoring & inspecting contractors.

Competitive salary + benefits. Submit resume to

bonniec@bordx.com or fax 213.622.0572

SENIOR GARMENT PRODUCTION MANAGER

Seeking an individual w/min. 5 yrs. exp. in local & over-

seas production. Must be familiar w/AIMS & Excel in

denim manufacturing. Ability to manage all phases of

production including pre-production, working with de-

signers, patternmakers, cutting & sewing, QC & shipping

to ensure quality & timely delivery. Must be proactive in

solving production issues. Detail oriented, organized w/

strong communication skills (verbal & written) required.

E-Mail resumes to: hr90250@yahoo.com

QUALITY CONTROL TECHNICIAN

LA based progressive fashion brand seeks motivated

person for field work with domestic production

factories.Responsible for daily visits to factories & laun-

dries, reviewing quality, adherence to standards, follow

up & track Pre & TOP samples, perform pre-shipment

audit. 5 +years QC or manufacturing experience, knowl-

edge of apparel construction & able to communicate

well. Transportation required.

Please email resume to: brad@theoriginalcult.com

To create your classified ad go to 
classifieds.apparelnews.net/

For advertising information:
 Jeffery 213-627-3737 Ext. 280
classifieds@apparelnews.net

041913 class-jf.indd   10 4/18/13   7:29:09 PM



APPARELNEWS.net  April 19–25, 2013   CALIFORNIA APPAREL NEWS  11

Jobs Available Jobs Available Jobs Available

J BRAND

Q. C. LAUNDRY INSPECTORS

Q. C. SEWING INSPECTORS

5+ years exp req.

Inspect garments from manufacturing

Work to improve product quality

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

SAMPLE SEWER

5+ years exp req.

Ability to work with denim

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

SHIPPING & RECEIVING ASSOCIATES

High school diploma required

Must be able to follow deadlines, be reliable, &

impeccable attention to detail.

All applicants required to speak, read & write in English.

Apply online: jbrandjeans.com/careers

Or in person at Reception:

1214 E. 18th Street, Los Angeles 90021

Director of Sales

LA Based Contemporary Collection

-Must drive business & achieve specified goals

-Analyze selling to optimize reorder potential

-Provide product projections

-Manage all Showrooms and interface with company

departments, including: CS, production, and design.

-Develop road plans and approve all new accounts

-Manage RA/cancellation requests

-Must have strong management and team building skills

-Must be an experienced leader; solution-oriented

-5-10 years sales, including mgmt of a sales team

-Major and specialty store relationships preferred

-Compensation Based on Experience

fashionjobs05@gmail.com

MARKER/GRADER

Paige Premium Denim is seeking a Marker/Grader. Must

have at least 5 yrs. exp. in denim marking/grading,

knowledge of PAD system a +, good understanding of

fabric yield, garment construction, shrinkage and grade

rules for the premium denim market. Must be extremely

accurate, detailed & organized. A team player and thrive

in a fast paced environment.

Please fax resume with salary history to

Human Resources (310) 204-1172, or

e-mail resume to elaineb@paigeusa.com

Sales Assistant

Textile oriented/garment importer seeks a motivated

individual for a Sales Assistant position. Experience in

textile and garment industry a must. Extensive email corre-

spondence with customer, in-house sales and in-house

production. Must be well organized, detail oriented and with

impeccable follow up skills. Design background helpful.

Send Resume to: resume@meridiantex.com

Customer Service/Account Manager

Excellent opportunity for an organized and detailed individual

to manage in house accounts for a PL fashion knit MFG.

Knowledge of knits, garment construction and washes/PFD a

must. Please submit resume and salary requirements to:

hrbwapparel@gmail.com

GARMENT PRODUCTION COORDINATOR

Well established Textile/Garment Company locates in

Commerce looking for Production Coordinator

* Good communication skills w/positive & energetic attitude.

* knowledge of MS office & all Garment prod'n procedure.

* Min. of 5 yrs of import exp. (fitting comment & tech pack)

* Ability to prioritize and handle multi task. detail-oriented &

highly organized individual

* Good follow up with existing and new customers.

Please send resume to alan@chungwoocorp.com &

alfred@chungwoocorp.com or Fax: 323-722-8593
 

TECHNICAL DESIGNER

Premium Denim Co. located in the South Bay is seeking

an individual to work with creative director. Must be fa-

miliar w/garment construction, excellent communication

& follow-up ability. Well rounded knowledge of overseas

and domestic garment production & construction req'd.

Must have exp. in Adobe Illustrator & Excel to create

technical packages. Knowledge of construction & wash

processes (denim exp. preferred) required..

E-Mail resumes to: pthr90248@yahoo.com

THE JENIUS GROUP

TECH PACK COORDINATOR

Strong Tech Pack Professional to work on creating Tech-

nical Packages within the Product Development team for

both trims, embroideries and garments.

QUALIFICATIONS

-Expert skills in Adobe Suite: InDesign, Photoshop & Il-

lustrator

- Minimum of 3 years of Tech Pack developmentexperi-

ence

-Excellent Organizational Skills

TO APPLY:

Please email RESUME, and SALARY HISTORY in WORD

or PDF format for consideration to:

info@thejeniusgroup.com

FREELANCE/FULL-TIME PATTERNMAKER

Experienced in knits and wovens for the junior/missy

apparel Market. 1st through production. Must have

knowledge in construction, specs. PAD systems

software knowledge a plus.

E-mail: lonni.mag@gmail.com/Fax 213-746-8500

Sales Rep--Fashion Company

Major LA Based Fashion Company seeking in-house

sales reps. Must have 5 years experience preferably with

department stores. Salary and commission to commen-

surate with experience. Email resume

applynowlosangeles@gmail.com

 

Technical Designer/Product Development

Better women's contemporary dress Co. looking for tech

designer to manage and direct product life cycle from

initial prototype through production sew-by. Duties in-

clude development of product PDM packages, detailed

spec sheets, and sewing construction. Design degree w/

sewing and/or pattern making experience preferred. Min-

imum 5 yrs industry experience required.

Email resumes to: fajoblistings@gmail.com

Jobs Wanted
FREELANCE PATTERNMAKER

Expert Draper/Pattern Maker 20 Years Experience Patterns,

Tech Packs, Fittings, Samples, Duplicates, Small Production,

Highest Quality Available. Downtown Location.

Cell: 818-679-2007

Email: mod@margaretondemand.com

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

NEW YORK CITY

1407 BROADWAY SHOWROOM SPACE AVAILABLE FOR

MARKET WEEKS.

CALL:212 921 7778

DRESSME2@AOL.COM

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

LOOKING FOR A JR. SCREEN PRINT LINE

WE HAVE THE SALES AND GORGEOUS ORIGINAL

ARTWORK. NEED AN EXPERIENCED FACTORY WITH LOTS

OF MACHINERY. ALSO ABLE TO DO SUBLIMATION.

WE ARE LOCATED IN NY

CALL 212 921 7778 DRESSME2@AOL.COM

Phone now for Classified 
advertising information:

 Jeffery 213-627-3737 Ext. 280

Call Terry Martinez  for more information and   
to reserve space: 213-627-3737 x213

Trade Shows Section
Get into the next Trade Shows Special Sections with 
advertorial May 10 and Nov. 15, 2013

041913 class-jf.indd   11 4/18/13   7:29:21 PM
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Clovis, Calif.–based embellished-ap-
parel resource Synergy 17 has created a 
macro for CorelDraw to help apparel de-
signers resize rhinestone fonts for custom 
applications. 

Compatible with CorelDraw X4, X5 
and X6, the resize tool let users custom-
ize design specs and rhinestone size and 
replace irregular-shaped stones. 

A tutorial video is available on the Syn-
ergy17 website. 

On the 17th of each month, visitors 
to Synergy 17’s website may also down-
load the latest pre-stoned rhinestone font, 
available for free. After 24 hours, the font 
will be available for sale, along with the 
company’s catalog of rhinestones, fonts 
and designs, textile foil and heat-transfer 
equipment and supplies, graphics, and cli-
part. 

Launched in 2011, Synergy 17 sells gar-
ment-decorating equipment and supplies, 
including heat presses, vinyl cutters, rhine-
stone-design software, vinyl, rhinestones, 
rhinestone-template materials, rhinestone 
fonts, rhinestone designs and other acces-
sories. In addition, Synergy 17 offers train-
ing and information for hobbyists, start-up 
businesses and well-established decorated-
apparel makers.

For more information, visit  www.syn-
ergy17.com.—A.A.N.
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Bridgewater, N.Y.–based Brother In-
ternational Corp. is running a special  
0 percent financing program on its Graf-
fiTee series of digital garment printers. 

The promotion, which runs through the 
end of May, applies to Brother’s GraffiTee 
models GT341, GT361 and GT381.  

“We are excited to announce this spe-
cial financing offer to those looking to 
start or expand a garment-decorating busi-
ness,” said Peter Holland, senior director 
and general manager for Brother’s indus-
trial-products division. 

The Brother GraffiTee Series are mod-

ular, allowing customers to upgrade as 
business grows. They are available as a 
CMYK-only printer; a CMYK with two 
white print-heads model; and a CMYK 
with four white print-heads model, which 
features single-pass printing for higher 
speed and performance, according to the 
company.

The printers offer up to 1200 dpi for 
photographic-quality printing, print areas 
up to 16 by 18 inches, LAN/ethernet/USB 
connectivity, an ink-cartridge system and 
OekoTex Standard 100, Class 1-certified 
inks, and a compact size. The printers 

come with GraffixPro Studio T-shirt de-
sign software. 

For more information about the Graf-
fiTee series, visit www.graffitee.com.

The special promotion applies to new 
27-month leases on Brother GraffiTee 
digital-garment printers leased directly 
from Brother International Corp. and is 
valid within the United States only. 

For more information about Brother’s 
promotional lease program, including 
terms and limitations, visit www.broth-
erusa.com.

—Alison A. Nieder 

tech notes

 

Brother Offers Limited Lease Promotion 
for Digital Garment Printers

Product safety, compliance and sustain-
ability issues—including state and interna-
tional regulations; import surveillance; and 
developing an efficient, cost-effective and 
reasonable testing program—will be dis-
cussed at an all-day seminar and workshop 
in Long Beach, Calif., hosted by Ameri-
can Apparel and Footwear Association.

Danielle Abdul, AAFA government-
relations manager, will kick the event off 
with an update on the state of the indus-
try, and Nancy Nord, commissioner for 
the U.S. Consumer Product Safety Com-
mission, will give the keynote address and 
answer questions from attendees. 

A panel discussion titled “California 
and Beyond the Border: An In-Depth Look 
at Regulations” will address West Coast 
state regulatory issues, including  Propo-
sition 65 and green chemistry, and will 
look at international regulations, including 
those from Canada, the European Union 
and China. 

Panelists include Erin Maus and Doug-
las Sanders, both with Baker & McKen-
zie, and Barbara McAndrews, senior legal 
counsel for product safety and compliance 
for Quiksilver. 

Import surveillance, requirements and 
strategies to avoid having goods stopped 
at the ports will be discussed at another 
panel, titled “Stopped at the Border: The 
Impact of Import Surveillance on Your 
Business.” Panelists include Vicky Hutson, 
compliance investigator for the Consumer 
Product Safety Commission, and Dora 
Murphy, director of the Center for Excel-
lence & Expertise. 

Cost-effective testing and the Consumer 
Product Safety Improvement Act (CPSIA) 
will be discussed at a panel titled “What’s 
Reasonable? Developing a CPSIA-Com-
pliant, Reasonable Testing Program.” 

The May 19 Product Safety and Com-
pliance Seminar will be held at the Long 
Beach Marriott. 

Sponsors include Baker & McKen-
zie, ecVision, OekoTex, SGS, TEXbase, 
Olympus, UL, Bureau Veritas and TUV 
SUD. 

For more information, visit  www.
wewear.org.—A.A.N.
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Synergy 17 Offers 
Rhinestone Font 
Tool for CorelDraw, 
Free Font Download

Burbank, Calif.–based Graphics One 
LLC formed a partnership with Metalnox, 
a Brazil-based maker of heavy-duty calen-
dars and industrial heat presses.

Through the partnership, Graphics One 
can offer free installation and on-site ser-
vice of the Metalnox equipment through 
a nationwide network of dealers. Since 
1982, Metalnox has been manufacturing 
equipment for the textile industry with its 
original patented technology. Metalnox 
products are sold in Brazil; South, Central 
and North America; Europe; and Asia. The 
company’s Metalnox 8000ACV Pro and 

12000AV Pro have a dual shuttle system, 
which allows for two continuous pressing 
jobs.  Metalnox’s Paper Vacuum System 
allows users to use generic transfer paper 
and still produce crisp images with no 
ghosting.

Graphics One provides a range of digi-
tal imaging products, including prepress, 
graphic arts, large format and color prod-
ucts, as well as installation and technical 
support through a distribution partner net-
work in nearly 100 countries. 

For more information, visit www.graph-
icsonenews.com.—A.A.N.

Graphics One’s Partnership Puts 
Metalnox Equipment On-site
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Ocean and Air Freight from the Los Angeles Fashion District!
We opened our faciliy in the Fashion District over 2 years ago. 
Our address is 1015 E. 14th Street, Los Angeles, CA 90021. Our 
goal is to improve your ocean rates and transit times by using 
the port of Los Angeles as a gateway to the west coast of Latin 

America, saving the time and expense of your shipment being 
trucked to Miami. We also ship to other destinations, and are 
competitive pricewise, but we are fashionably unique in offer-
ing this West Coast USA to West Coast Latin America service.

Japan Europe

Hawaii

Guam

Asia

Middle 
East

Oceania

Australia

New Zealand

China

Guatemala City, Guatemala
San Salvador, El Salvador

Panama City, Panama

Guayaquil, Ecuador

Callao, Peru

Valparaiso, Chile

Caribbean

Southeast Asia

Phone: 555-555-5555 
Fax: 555-555-5555 
E-mail: someone@example.com 

1015 E 14th Street 
Los Angeles, CA 90021 
Tel (310) 537 2000 
Ext 1523 / 1269 
WWW.DGXGLOBAL.COM 

 

                                    

     

     

 Tel (310) 537 2000 Ext 2009 
 Email air@dhx.com                                                                   

  

Product/Service 
Information  - 

Rate Sheet 

Tel: (310) 537 2000  
Ext 1523 / 1269 

The Supply Chain Partner 
You can Depend on! 

All water services to Latin 
America and Caribbean. 

Service to South Pacific  

Islands, Hawaii, Guam. 

Japan, China, Far East, 
South East Asia, 

Australia, New Zealand, 

Middle East and Africa. 

New warehouse in the 
heart of  the  Fashion  

district. 

Services : Insurance,  

Packing, labeling,  

Assembly, crating 

Consolidation, Insurance 

Air and Ocean. 

 

Worldwide air and 
ocean services 
including  West Coast of South America

Latin America

The DGX Difference

Dependable  Global Express, Inc. (dba “DGX”) has grown to become one of the 

leading asset based neutral non vessel operating common carriers (“NVOCC”) 

currently serving all global destinations. We believe that this growth is attributable to 

our constant commitment to service. A professional staff dedicated to providing the kind 

of service that our customers demand, and the strength provided by our position in the 

industry, help make DGX the best choice to service your needs.

Management’s philosophy has always been to provide a premium quality service, at 

competitive rates. Accordingly, we have responded and will continue to respond to 

our customers’ needs, and have increased the value of our service through quality 

enhancement and solution oriented action.  

We believe DGX offers the worlds finest neutral NVOCC programs available. Throughout 

this brochure we discuss our 

philosophies and those related qualities 

which help to differentiate us in the 

market place. Our goal is simple—keep 

our customers satisfied.

DGX currently services full 

containerloads from any inland point 

or door origin in the continental United 

States to most worldwide destinations, 

and from most global origins into USA 

destinations.  Additionally, by using 

our transcontinental trucking network or container freight stations (“CFS”) we service less 

than containerload shipments from any point in the United States to a variety of global 

destinations. Included within this brochure are highlights of the major services we offer 

and a synopsis of each shipping and destination location.

You’ll appreciate the “DGX Difference”—and so will your customers!

The DGX Service Philosophy

Our Employee Philosophy is to be “the best transportation service, striving to 

provide excellent service to our customers.” Over the years this has grown to 

mean being attentive to our customers, flexible 

in meeting their needs, and understanding 

and taking care of their business.  The 

improvements and service expansions that 

have taken place since DGX’s formation have 

all been focused on meeting customer needs 

and challenges in the marketplace.

Originally, the “hub” of our service and the foundation of DGX was ocean 

freight; it is still our primary business. Because of the experience we’ve 

gained over the years, we’re in a position to understand your needs and work with 

you to meet them. The results speak for themselves - shipments which arrive at 

their destination on-time, intact, every time. Our employees have worked hard to 

establish procedures and a work ethic which enables us to be part of your shipping 

and distribution solution - not a 

part of your problem. Our goal 

is to keep you a satisfied and 

loyal customer. We accomplish 

this by offering more services 

than others, and by performing 

these services at a level which 

is unparalleled. The following 

services reflect some of the 

advantages we offer.

International Logistics 
for the 21st Century

You’ll appreciate the “DGX Difference” -
 and so will your customers!

Dependable. From Start to Finish.™

PROJECT CARGO 
Custom Solutions for Critical Cargo

Los Angeles
Fashion District

1015 E. 14th Street
Los Angeles, CA 90021
310-537-2000 ext. 1269
www.dgxglobal.com

San Jose, Costa Rica

Colombia

Imports: 
807 service available 
from Caribbean, 
Central America 
and South America.
Local transportation 
network and distribution 
available.

For more information, 
bookings and rates call 
310-537-2000 ext. 1269

Honduras and Nicaragua

Phone: 555-555-5555 
Fax: 555-555-5555 
E-mail: someone@example.com 

1015 E 14th Street 
Los Angeles, CA 90021 
Tel (310) 537 2000 
Ext 1523 / 1269 
WWW.DGXGLOBAL.COM 

 

                                    

     

     

 Tel (310) 537 2000 Ext 2009 
 Email air@dhx.com                                                                   

  

Product/Service 
Information  - 

Rate Sheet 

Tel: (310) 537 2000  
Ext 1523 / 1269 

The Supply Chain Partner 
You can Depend on! 

All water services to Latin 
America and Caribbean. 

Service to South Pacific  

Islands, Hawaii, Guam. 

Japan, China, Far East, 
South East Asia, 

Australia, New Zealand, 

Middle East and Africa. 

New warehouse in the 
heart of  the  Fashion  

district. 

Services : Insurance,  

Packing, labeling,  

Assembly, crating 

Consolidation, Insurance 

Air and Ocean. 

 

Worldwide air and 
ocean services 
including  

Part of the Dependable Group of transportion companies
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Mark Burstein
President of Sales, Marketing and R&D 
NGC 

If fashion companies are running their businesses by spreadsheets, 
emails or outdated legacy systems, they’re on a collision course with po-
tential disaster. Without the visibility of PLM systems, they run the risk 
of missing deadlines, over- or under developing product lines, missing 
their margins, and experiencing mistakes in quality. The list goes on and 
on, and these are all symptoms that a company is ready for PLM. 

Speed-to-market is one of the key reasons that companies adopt PLM 
systems. The most successful fashion companies are designing closer 
to season than ever before in order to be on-trend and more responsive 

to consumers. As a result, com-
panies must compress their lead 
times and produce products as 
close as possible to the retail-floor 
set date. This helps maximize full-
price sales and reduce markdowns, 
which increases sell-though and 
profitability.

SKU proliferation is another 
big driver in fashion PLM adop-
tion. Managing the increasing 
amount of styles, colors and sizes 
that fashion companies are devel-
oping today is extremely difficult 
without a PLM system. 

PLM isn’t a luxury anymore. 
Fashion companies must become 
more efficient and productive. 
PLM can be the key to helping 
them compete.

Stacey Charbin
Fashion Marketing Director 
Lectra

Fashion is a business of change. 
And it comes as a surprise that, 
sometimes, fashion companies are 
hesitant to change. Sometimes be-
cause the business is so fast paced 
that you don’t have time to breathe 
and sometimes because you aren’t 
sure how to go about making the 
changes that you think you need.  

This is where PLM enters the 
picture. A PLM solution shakes 
up a traditional way of working 
with collaborative technology. 
PLM channels expertise where it 
matters most—vision, creativity, 
quality and fit—while providing 
traceability and visibility. 

PLM is a big change.  And if 
top management isn’t fully behind 
the idea of such a solution, a com-
pany simply isn’t ready for it.

By working with top fashion 
brands around the world, we’ve 
seen several other signs of readi-
ness. Previous experience with 
enterprise software projects—
ERP, in particular—is a good 
sign that a company can imple-
ment PLM effectively. This im-
plies a strong IT team and sup-
port, which will be needed for a 
PLM project. There should also 
be initiatives already underway 
to standardize and formalize col-
lection development. A company 
should have a firm understanding 
of change management and be 
serious about critical path man-
agement. Clear roles and respon-
sibilities as well as organizational 
buy-in will help ensure success-
ful implementation and sustain-
ability of a PLM solution.
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COMFORT. FINESSE. ÉLÉGANCE.
FIT. LOOK. FEEL. SO FINE.

Welcome to Tricots Liesse, Montreal, Canada
The lastest in fabric concepts and designs, innovative fibre and fabric 

applications, cutting-edge dyeing and finishing techniques, environmentally 
conscious and the fastest turnaround in the industry.

1 Liesse Knitting

Tricots Liesse has a 
wide variety of state-
of-the-art knitting 
machines including: 
double-knit rib, 
double-knit interlock, 
transfers, automatic 
stripers, single-knit and 
double-knit electronic 
stripers, single-knit mini 
jacquard, single-knit 
terry, open-width jersey, 
polar fleece. All knitting 
machines are equipped 
with special spandex 
attachments.

2 Liesse Design

Tricots Liesse also 
has its own very 
experienced and highly 
qualified design team 
using the latest textile 
software CAD design 
tools.

Our expert team can 
custom design fabrics 
to achieve the look 
and feel you need, all 
constructed to your 
exacting standards.

3 Di-Tech Dyeing & 
Finishing

Our European-styled, 
state-of-the-art dyeing 
and finishing facility 
has the unique ability 
to process small runs 
to very large programs, 
including a multitude 
of different finishes and 
knitted fabrics from 2 oz. 
to 22 oz. and everything 
in between. Di-Tech 
specializes in the quick 
turn of samples and/
or production of the 
highest-possible quality 
knitted fabrics.

4 Twenty (cut and 
sew)

Cutting-edge styling 
coupled with the latest 
fabric innovations are 
only two of the things 
that make our garments 
unique.

Every Twenty fabrication 
is designed exclusively 
for the collection by 
Tricot Liesse’s premium 
knit designers.

5 Environmentally 
conscious

Tricots Liesse’s and 
Di-Tech’s electricity are 
supplied by Hydro-
Québec. H.Q. is the 
largest producer of 
hydro-electricity, and it 
also uses green energy, 
especially wind energy. 
The natural flow of 
water in rivers offers 
kinetic power that can 
be transformed into 
usable energy.

Michelle Yabko
Swimwear/Active
Tel: 213 910 3896
Fax: 818 716 7548
Email: Myabko@tricots-
liesse.com
 

Teresa Luna
Sportswear/Performance
Tel: 323 244 0596
Fax: 323 879 9909
Email: teresa@tricots-
liesse.com
 

New York Office
Eva Ruzin
Lena Borkum 
Tel: 212 279 6868
Fax: 212 239 2257
 

Plant: 2125 rue Lily-Simon, 
Montreal, QC, H4B 3A1, 
Canada
Sales office: 
250 West 39th Street
New York, N.Y., 10018, USA
www.tricots-liesse.com

What We 
Do

We’re dedicat-
ed to providing 
customized 
circular knit-
ted fabric 
solutions for a 
wide range of 
apparel and 
non-apparel 
applications.

Our 
Products

From Single 
Knits to Double 
Knits, from 
Swimwear 
to Crochets, 
from our new 
Eco-friendly 
fabrics to our 
Fire Retardant 
fabrics.

Single Knits

Plain jersey, feeder and 
engineered stripes, 
bird’s eye, lacoste, 
mesh, an infinite 
number of jacquards, 
jerseys in plaited, fluid 
and control weights, 
crochets and novelty 
constructions in both 
piece-dyed and yarn-
dye versions; gauges 
from 14 to 40.

Double Knits

Jacquards, interlocks, 
PDRs, double-face, 
blisters, transfer jac-
quards, lined crochets, 
ribs and trims, all fab-
rics are available in both 
piece-dye and yarn-dye 
versions, in gauges 
from 14 to 28.

Swimwear

Swimwear fabrics, 
many with custom 
finishes such as anti-
microbial, resistance to 
chlorinated pool water, 
and resistance to sea 
water.

Surface finishes

Surface finishes such 
as sueding, sanding, 
napping and ice finish.

Chemical finishes

Chemical finishes such 
as wicking, anti-fungal, 
fire retardancy, water 
repellency, ice finish, 
moisture management 
systems (Aquaway 
& Bi-Dri), anti-static, 
U.V.P. Finish Rayosan, 
Soli resist, Cold Black, 
anti-pill and more.

technology

When Is It Time to Add PLM?
Technology providers offer advice for companies looking to add product lifecycle management systems.

Large apparel manufacturers and retailers producing around the world 

have learned that product lifecycle management software keeps all divisions 

on track to bring in production efficiently and on time. 

 The challenge is to know when to add PLM. California Apparel News 

Manufacturing and Technology Editor Sarah Wolfson recently caught up 

with several apparel technology executives to find out what signs apparel 

makers should look for when deciding whether to add—or upgrade—their 

PLM systems. 
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James Horne 
Vice President of Marketing 
Centric Software 

Today, omni-channel retailing practices 
are pressuring apparel makers to produce 
more SKUs than ever before. This demand 
puts enormous pressure on product teams. If 
existing systems—like PDM [product data 
management] or spreadsheets—hamper 
rather than help the efforts of product teams 
to keep up, this is definitely a sign that it’s 
time for PLM. PLM systems—especially 
those with apparel-industry business prac-
tices built in and that implement quickly 
right out of the box—allow apparel compa-
nies to ramp up product development—and 
SKUs—quickly.

For example, one North American appar-
el company found it could manage 22 per-
cent more SKUs year over year—without 
increasing headcount—once it implemented 
a PLM system designed for the apparel in-
dustry.

Many apparel companies are so strangled 
by their current work environments and sys-
tems that they can’t pursue a new market 
when they identify one. An effective PLM 
system provides a way to track, document 
and manage rapid product development 
with good cost control.

Whether a company conducts its own 
[regulatory] audits or outsources them, the 
challenges are the same. Maintaining vis-
ibility, documenting results quickly and ac-
curately, and the ability to produce well-or-
ganized, clear, succinct documentation upon 
request (such as for inspectors) are all essen-
tial. A good PLM system delivers all of this 
in the same system where all other product 
information is stored. This “single source of 
truth” approach results in better compliance 
management, visibility and risk mitigation, 
as well as better and safer products.

Fast fashion used to be a differentiator for 
a few companies but is now being adopted 
across the industry. Fast fashion’s previous-
ly unheard-of development cycles require 
much more efficient product-development 
efforts and a way to integrate everyone from 
designers to line planners and from merchan-
disers to factories and retailers. Everyone in 
the supply chain must be on the same page, 
working from the same information—at all 
times—in all time zones. A PLM system 
that delivers robust functionality and imple-
ments quickly allows more product cycles 
in shorter periods of time.

Many apparel companies view their cre-
ative staff as a differentiator. Yet designers 
can become uninspired by the atmosphere 
in which they work. The last thing some-
one from a top design school wants to do 
is spend a lots of time tracking information 
through a myriad of spreadsheets. A PLM 
system designed for the apparel industry re-
moves administrative headaches and allows 
creative teams to be creative. As a bonus, 
this environment can even help in the re-
cruitment and hiring process.

[A PLM system can help] when the sup-
ply chain is performing well, but the compa-
ny still needs to improve margins. This usu-
ally happens when companies put all their 
cost-saving efforts into ERP. The problem 
with this approach is that ERP only affects 
costs that occur after the product is in the 
marketplace. The greatest impact on prod-
uct costs are locked in during design and de-
velopment, long before the sale. With PLM, 
a company has much better control of costs 
and can do more what-if scenario planning 
before locking in costs during develop-
ment.

Debbie Marconi 
Director of Global Management
Gerber Technology

We find that companies turn to PLM when 
their process becomes too difficult to man-
age in the traditional way. Without a PLM 

system, organizations have data dispersed 
in all sorts of places—in emails and spread-
sheets—and, because product details change 
so quickly, the data is never current. A PLM 
system serves as a dynamic repository of all 
of the details associated with planning, de-
signing, developing, sourcing, tracking and 
reporting on a product line. With PLM, ev-
eryone in the process pulls data from a single 
source that tracks history, workflows and 
individual responsibilities to help companies 
go from concept to finished product in a frac-
tion of the time.

PLM systems make it possible to con-
nect your creative process with your supply 
chain and truly collaborate dynamically with 
vendors around the world in real time. This 
means vendors are elevated to true partners 
because they can actively participate in the 
product-development process. The best sys-
tems are able to translate information into 
multiple languages to ensure details aren’t 
lost in translation. PLM systems also enable 
companies to easily track the performance of 
their vendors to determine who their high-
performing partners are at any point in time.

High-performing organizations want vis-
ibility into their entire process, from planning 
to purchase, and need to be able to estimate 
costs quickly and easily. A comprehensive 
and user-friendly PLM system will enable 
everyone involved in the process, including 
executives, to track progress and ensure that 
commitments are met and quality is upheld.

Robust PLM systems can also be inte-
grated with a company’s enterprise systems 
like, for example, ERP. This gives manag-
ers all the information they need to make 
informed decisions going forward. Which 
lines are the most profitable? Which ven-
dors consistently hit their deadlines? They 
present the information graphically and en-
able managers to easily drill down to the de-
tails. This means you not only reduce time 
spent in meetings scrutinizing spreadsheets 
that may or may not be providing the most 
current, comprehensive view of your busi-
ness, but you also increase profits by getting 
the right products to market on time at the 
right cost.

Ben Silver
Senior Director, Business 
Development
Simparel Solutions 

Growth in smaller companies is the main 
reason they need to move to a PLM system 
to enable them to track and cost their pre-
production products more efficiently. Do-
ing things in Excel and on spreadsheets just 
doesn’t cut it when companies see growth in 
the 30 percent to 40 percent range. Their staff 
can’t keep up with all the activities, so they 
either add staff—which can get expensive and 
time consuming—or add a system to enable 
their process to be tracked automatically, and 
there is only one version of the truth through-
out the company.

Larger companies look to add or replace 
PLM systems based on how their business 
models have changed. In some cases, bringing 
production back to this hemisphere has cre-
ated a need for more design and development 
than they were getting overseas from their 
vendors. In that case, a new system is needed 
to help develop product quickly and efficiently 
to meet the new business model of manufac-
turing, where speed to market is needed—as 
well as replace what was being done overseas 
for them. What we are also seeing is that the 
unified approach—where everything is in one 
system—works best, so interfaces, manual 
inputs and APIs are not having to be created. 
[An API, or application protocol interface, 
allows different software systems to commu-
nicate with each other.]  Gartner [the tech-
nology research firm] did a study in 2011 in 
which they said, “Modern apparel companies 
must adopt an end-to-end model of operations 
in order to succeed.” ●

technology

AccuMark®  software helps you 
create new styles quickly with 
easy-to-use tools. It also enables 
you to accurately grade patterns 
and consistently generate effi-
cient markers to calculate fabric 
usage and costs. 

And, with powerful annotation 
capabilities, you can share spec 
packs with suppliers in their local 
language so details aren’t lost in 
translation.

Accelerate  
product  
design with  
AccuMark.

PLM   |   PATTERN DESIGN   |   GRADING   |   MARKER MAKING   |   SPREADING   |   CUTTING

gerbertechnology.com
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Buhler Quality 
Yarns Corp.
1881 Athens Highway
Jefferson, GA 30549
(706) 367-9834
www.buhleryarns.com
sales@buhleryarns.com
Contact: David Sasso
Products and Services: From harvest to hanger, 
we ensure your supply chain is supported and 
your final product is of the utmost quality. 
Introducing MicroModal® Edelweiss—the same 
comfort and luxury with a greener footprint—to 
our portfolio, which includes Supima, Micro 
TENCEL®, Supima Outlast, and blends, certified 
by Oeko-Tex 100—ensuring safety for all appli-
cations. Bring your product to market backed by 
experience, extended supply chain networks, and 
unsurpassed technical support.

Designer Fabric 
Warehouse
5015 District Blvd.
Los Angeles, CA 90058
(323) 277-2777
www.dfwla.com
Products and Services: Announcing the grand 
opening of our 60,000-square-foot warehouse 
that is a go-to source for every garment manu-
facturer, designer, party planner, set decorator, 
student, and fashion addict! Our buying power 
and keen eye give you an outstanding range 
from basic fabrics to couture in apparel and 
home decorative fabrics. Come shop our amaz-
ing range of leathers, silks, denims, linens, 
cottons, woolens, rayon, solids, prints, vintage 
fabrics, and technical/performance fabrics. Did 
we leave anything out? Probably—because we 
have new items coming in all the time, always 
at great prices and low minimums. So ... come 
into DFW and see for yourself. With easy access 
from the freeway and minutes from downtown 
LA, Designer Fabric Warehouse is your fabric 
destination.

DGX
1015 E. 14th St.
Los Angeles, CA 90021
(310) 537-2000
www.dgxglobal.com
air@dhx.com
Products and Services: Worldwide air and 
ocean services include water services to Latin 
America, the South Pacific, Hawaii, Guam, 
Japan, China, the Far East, and the Middle 
East. We have a new warehouse in the heart 
of the Fashion District in Los Angeles and offer 
insurance, packing, labeling, assembly, crating, 
and consolidation. Our goal is to improve your 
ocean rates and transit times by using the Port 
of Los Angeles as a gateway to Latin America, 
saving the time and expense of your shipment 
being trucked to Miami. We are competitive 
price-wise, but we are fashionably unique in 
offering this West Coast USA to West Coast 
Latin America service.

Emsig Manufacturing
263 W. 38th St., 5th Floor
New York, NY 10001
(800) 364-8003, Ext. 301, 308, 309, or 312
sales@emsig.com
www.emsig.com
Products and Services: Emsig Manufacturing 
Corporation was founded in 1928 in America. 
Ownership and management remain with the 
founding family. Now managed by a third 
and fourth generation who are proud of their 
international reputation and guided by their 
commitment to integrity, quality, and develop-
ments of new materials, ideas, and services. 
This continuing commitment keeps Emsig a 
world leader in the manufacturing of buttons 
for the apparel industry. Besides its factory in 
the USA, Emsig also operates factories in China 
and India. All operated with the same ethical 
and moral standards of a company dedicated 
to the safety of the environment and the 
well-being of its employees. Some of our most 
recent innovations include buttons that are bio 
tech in that they resist the growth of viral and 
bacterial organisms. We have introduced the 
world’s first truly unbreakable shirt buttons. 
Our melamine buttons are all made in our 
USA factory. Our glow-in-the-dark buttons are 
unique. Many of our products are fire-proof and 
will not support combustion. As makers from 
the raw resins to the finished products, we are 
innovative and creative in our industry. We truly 
make a difference.

FDM4 America Inc.
11500 S. Eastern Ave., Suite 150
Henderson, NV 89052
(866) 676-3364
sales@fdm4.com
Contact: Mike Cutsey, President
Products and Services: FDM4 is a multi-com-
pany, and multi-warehouse, multi-currency 
software solution that integrates your entire 
organization – including procurement, inven-
tory, sales, accounting and customer service, 
while taking advantage of the benefits of 
apparel-based software. With increasing pres-
sure to reduce time to market, you need 
the right product at the right time. With our 
forecast module you can anticipate demand 
at the style, color, and size level, utilizing 
color and size percentages. The FDM4 suite 
also offers purchasing, import management, 
intelligent allocations, CRM, order process-
ing, E-commerce, SEO, mobile apps, freight 
calculation, integrated EDI, ASN’s, RF ware-
house management, financials, customizable 
pre-packs, customer-specific packing rules, 
and dynamic line sheets. FDM4’s solutions 
are modular and can be acquired individually 
either through a licensed model or a SaaS 
(subscription model) in a hosted environment. 
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 satisfaction. Our industry-specific 
expertise ensures software and support is 
tailored to meet the demands of your industry 
and helps you improve the bottom line.

Gerber Technology
24 Industrial Park Road West
Tolland, CT 06084
(800) 826-3243
(860) 871-8082 (outside USA)
www.gerbertechnology.com
Contact: Jill Powers
jill.powers@gerbertechnology.com
(760) 473-4593
Products and Services: Gerber Technology 
offers a complete suite of computer-aided 
design and manufacturing systems for the 
apparel and sewn-goods industries. These 
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www.keylininc.com
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Your Source for Premium Products

zippers
Swiss Made
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Distribution Center

Keylin inc.

Accessories
Bra Hook & Ring

Buckles
Chains
Charms

Conchos
God Locks

Elastic
Eyelets & Grommets

Fasteners

Hook & Eyes
Hook & Loops
Jean Rivets

Loops
Machine Dies
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Rhinestones

Rings

Rivets
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Sliders
Snaps

Suspender Clips

Tack Buttons
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Zippers

When you have 
worked at the 
same place go-
ing on 59 years, 
and run it for 

most of that time, you might be 
forgiven for becoming a bit weary, 
even jaded. However, you would 
not be Larry Jacobs, president and 
CEO of Emsig Manufacturing, the 
global powerhouse button producer. 
Jacobs has spent his entire adult 
life—and years that for someone less 
motivated might have been a golden 
retirement—continuing to build the 
Emsig brand with the enthusiasm and 
energy of a 20-year-old. Can he pos-
sibly still enjoy his 
work routine? 

“Well, of 
course I’m enjoy-
ing it,” he shoots 
back. “That’s why 
I can go to India 
for two nights and 
come home. Who 
does that? I com-
mute an hour and 
a half each way to 
work every day.

“I enjoy it,” 
he continues, 
“because it’s an 
opportunity to be 
creative.” 

Creativity, 
along with tech-
nological innova-
tion, have kept Emsig at the industry’s 
forefront since its founding in 1928. 
The list of Emsig “firsts” is impressive, 
from the first enameled steel work 
shirt button to buttons that glow in the 
dark, and, for the medical field, anti-
bacterial melamine buttons that inhibit 
the growth of bacteria. Emsig has 
also learned how to recycle the nearly 
200,000 pounds of waste melamine 
into new product—“No one else does 
that,” Jacobs points out. 

While many of Emsig’s buttons are 
produced in its 110,000-square-foot 
Connecticut factory—one of only two 
button makers that still produces in 
the United States—Jacobs had the 
foresight some 30 years ago to set 
up production facilities in China and, 
more recently, in New Delhi, India, 
to service U.S. overseas produc-
tion. Emsig’s Chinese license at its 
two China facilities allows American 
companies manufacturing there to 
avoid import duties on buttons as 
well as quickly recover the VAT. See-
ing opportunity and capitalizing on it 
has been Jacobs’ genius as much as 
thinking outside the box has propelled 
Emsig to the top.

“We are creative because that’s 
what you have to do,” says Jacobs. 
“I’m involved in fashion, and fashion 
is about change. The concepts I’m 
working on have to be doable, have 
to be practical, and you have to know 
the market is ready for certain chang-
es. Then we offer them.” 

So, what’s new at Emsig? For 
starters, a new shirt-size wonder 
button that, Jacobs crows, “is truly 
unbreakable. Takes a compression 
test of 2,000 pounds per square inch. 
No one has really made a button 
like this.” The pearlized look stands 
up to hundreds of washings without 
change, including enzyme washing, 
and the button will not burn. 

Also in the pipeline is a “photo but-
ton,” produced in China, allowing a 
customer to have any photo perma-
nently infused into a button. “The photo 
becomes an actual part of the button,” 
Jacobs notes. “It doesn’t wash off, it’s 
iron-able. I can’t believe it myself.”

Jacobs is equally excited, however, 
in the series of products Emsig is not 
producing but will be distributing in 
the United States and South Ameri-
ca—a rarity for the company. “This is 
a very special line of products for the 
swimwear industry,” he says. “It’s so 
different and so exciting, we’ve never 
seen anything like it.” The line comes 
from the children of a former but-

ton maker in Italy Jacobs knew and 
comprises more than 1,200 separate 
items. Jacobs is a bit closed-mouth 
about it—“it’s a few weeks before I 
have everything, and I have to wait 
until it comes in,” he explains—but he 
will say that the combination plastic-
metal line of trim involves “all types of 
unique ways of fastening a garment, 
as well as showing a fashion style that 
is washable, iron-able, and isn’t af-
fected by chlorine or saltwater.”  

Innovation aside, Jacobs takes 
pride in the employees that have 
become as much a family as a work-
force. “What’s important for me is the 
value I have in the people who work 
for us,” he says. For them, Jacobs is 
willing to fund continuing education 
classes as well as treatment for any 
addiction. His smarts and style, and 
unusual longevity, attracted Who’s 
Who in America to pick him as one 
of 100 “unusual” top executives, 
and Emsig has been profiled on the 
World’s Greatest television series. Ja-
cobs’ continuing zest for his business 
ensures that Emsig will be a power-
house for years to come.

“I don’t hit a home run every time 
at bat to be sure,” he says, “but if 
you are not involved, you end up 
doing the same thing over and over 
again. The world goes on. I learn from 
younger people today. Then I say, 
‘Here I am, this is what I’ve got.’”   

advertorial

the emsig edge

IN L.A.
MIKE KAUFMAN—818-787-7209

IN SAN FRANCISCO, PORTLAND, OR
ROBB GOWDY—415-519-4454

IN NEW YORK
800-364-8003
www.emsig.com

Emsig Manufacturing is Oeko-Tex certified and UL specified.
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include the industry-leading AccuMark® 
pattern design, grading, and marker-making 
software, Vstitcher™ 3D pattern drap-
ing software, automated nesting, and textile 
spreading systems, as well as single- and 
multi-ply GERBERcutters. Gerber also offers 
YuniquePLM™ product lifecycle management 
software, which helps retailers, brand owners, 
and manufacturers manage all of the details 
associated with their products from concept 
to consumer and enables them to commu-
nicate and collaborate more effectively with 
their global partners. Gerber Technology sup-
ports 25,000 customers, including more than 
100 Fortune 500 companies, in 130 countries 
around the world.

Keylin Inc.
312 E. Jefferson Blvd.
Los Angeles, CA 90011
(323) 232-6700
Fax: (323) 232-6858
Support@KeylinInc.com
www.KeylinInc.com
Products and Services: Keylin, Inc. is a com-
pany organized to design, manufacture, and 
market fasteners for the aviation, construction, 
garment, leather, medical, and oceanic indus-
tries. 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 mar-
ket. 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 provides 
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 Distribution Center, Keylin has 
an on-site Riri machine from Switzerland to 
allow on-site custom jobs enabling 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.

Progressive Label
2545 Yates Ave.
Commerce, CA 90040

(323) 415-9770
Fax: (323) 415-9771
Info@progressivelabel.com
www.progressivelabel.com
Products and Services: Progressive Label is 
dedicated to helping companies develop and 
showcase their brand identity. From logo labels 
and hangtags to care/content labels and price 
tickets, we will develop, produce, and distribute 
your trim items worldwide. We specialize in 
producing custom products that will meet your 
design and merchandising needs. Our mission 
is to deliver high-quality products at com-
petitive prices, wherever they are needed for 
production. We understand the rush nature of 
this industry and strive to meet the tight dead-
lines facing our customers. Another important 
part of our business is FLASHTRAK, our online 
ordering system for price tickets. It’s a great 
tool for placing and tracking price ticket orders 
and will soon be expanded to include custom 
products and carelabels. 

S & J USA Inc.
843 E. 31st St.
Los Angeles, CA 90011
(323) 231-0811
Fax: (323) 231-3820     
snjusa@snjusa.com
Products and Services: S & J USA, Inc. has 
been a major, authorized distributor of YKK zip-
pers for over 25 years. We carry a vast array of 
zippers, and we have an in-house factory that 
allows us to complete orders quicker than our 
competitors. S & J USA, Inc. also specializes 
in snaps, tack buttons, eyelets, and elastics, 
among other trims. Our customers range from 
the U.S. to Asia, and we hope to expand even 
further in the future. We are known for great 
customer service and quality materials.

Simparel
53 W. 36th St.
11th Floor
New York, NY 10018
(212) 279-5800
www.simparel.com
info@simparel.com
Products and Services: Designed specifically 
for the apparel, footwear, home furnishings, 
and accessories industries, Simparel enables 
manufacturers to reach their full potential by 
accelerating performance across the entire 
company, as well as their global supply chain. 
The Simparel Unified Global ERP Solution 
provides global enterprise visibility and col-
laboration throughout the PLM, supply chain 
management, order-to-cash, EDI, logistics, and 
distribution processes.

True end-to-end functionality lets customers 
focus on products and sales by making busi-
ness decisions faster and easier, improving 
product delivery, and facilitating cost and 
inventory management. This unified model 
approach has been proven to enable greater 
agility, flexibility, and responsiveness. 
Simparel’s next-generation software architec-
ture is faster to deploy and extend, delivering 
a magnitude of scalability and performance 
improvements over traditional solutions. Find 
out why Simparel is the fastest growing ERP 
solution.

Twenty Corporate 
Showroom
250 West 39th St.
Suite 1704
New York, NY
(212) 279.6868, Ext. 231
Fax: (212) 239-2257
Contact: David Helwani
www.twentytees.com
Products and Services: Twenty is redefining 
and innovating. Through the use of exclusive 
luxury knits with a deliciously soft texture, a 
timeless versatility, and an edgy sophistica-
tion in beautiful silhouettes, twenty creates 
basics that are anything but basic. The perfect 
combination of texture and design give each 
piece its own unique sensual character. From 
delicate tank tops to chic dresses, twenty tran-
scends trends. Fashion forward and refined, 
the neutral palette of knits is designed with 
every sensuous detail in mind from cut and fit 
to fabrication for lightweight comfort and style. 
Meant for the modern girl with global adven-
tures, the garments travel and transition from 
steamy summer days to cozy winter nights with 
incredible ease. Since twenty’s launch in 2009, 
each collection is crafted with a fine hand and 
inspired by the very women who enjoy and 
understand the distinctive feel of a twenty 
piece. Every twenty fabrication is designed 
exclusively for the collection by Tricots Liesse’s 
premium knit designers. twenty has become a 
noun and verb in the everyday language span-
ning both the coasts of our Newport Beach, 
Calif., headquarters, and New York, N.Y., office. 
It is a lifestyle and philosophy by which we live 
by. Live in twenty.
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Designer Fabric Warehouse
Discover something in the aisles

Great prices and low minimums are perfect for small manufacturers of 
apparel and home decor, exhibit & set decorators, costumers, couturières, 
and design students. With new items coming in all the time, Designer Fabric 
Warehouse is your go-to source for fashion and interior decorative fabrics.

5015 District Blvd. 
Vernon CA 90058
323-277-2777 
info@dfwla.com • www.dfwla.com

Open Monday - Friday
9 AM to 5 PM

FREE PARKING 

Leathers
Silks

Denims
Linens

Cottons
Woolens

Rayon
Solids
Prints

Velvets
Couture

Vintage Prints
Lace

Knits
Technical

Performance

FABRIC  WAREHOUSE

DESIGNER

DFW

ALL TYPES ZIPPERS 

JEAN RIVETS

TACK BUTTONS 

SNAP BUTTONS

PLUS MORE 

TRIMS AVAILABLE

NAILhEAdS

ALL TYPES ZIPPERS

843 E. 31st St.

Los Angeles, CA 90011

Tel: (323) 231-0811

Fax: (323) 231-3820

Email: snjusa@snjusa.com

Operating hours

8:00 am – 5:00 pm (PST)

Monday – Friday

S & J USA, Inc.

C&C
Metal
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US Supima Cotton  
Preferred by luxury brands for its 
length, strength, and fineness. 
Dedicated to conservation and 

carbon neutrality.

Lenzing MicroModal®   
The ideal fiber for flexible clothing. 
Now with Edelweiss technology  

for a more sustainable and  
renewable luxury product.

Lenzing Micro TENCEL®  
Superior in moving moisture,  

reducing bacterial growth, and  
offering strength and comfort. 
Made from FSC-certified pulp.

NEED EXPERT  
INDUSTRY ADVICE?

THE BUHLER 
BOYS 

WE HAVE ANSWERS. 
experts@buhleryarns.com

TO MARKET
Trends are changing at the speed of 
Twitter. Gaps in supply chains, overseas 
production and inconsistent suppliers  
will leave you slow to capitalize. 

With our US-based facility and the 
industry’s best yarns, we’ll help you  
reach retail while fads are still hot.  
After all, trends are quick to pass, but  
your sales don’t have to be. 

GET MORE THAN JUST YARN. 
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