
The Trend Chasers:  
Full-Package Production 
in Downtown LA 

Randa Allen has given so many tours of The Trend 
Chasers facility in downtown Los Angeles, she speed-
walks through the factory, listing the different departments 
at breakneck speed: “fitting room, pattern-making, traffic 
department, bookkeeping and accounting, marking and 
grading, cutting, sewing, finishing, screen-printing and 
sublimation, EDI.”

On a recent tour of the 80,000-square-foot facility, Al-
len covered some of the services available to retailers and 
brands looking to produce with The Trend Chasers. 

“You can bring your own fit model or we will provide 
one. You get one fit and one tweak. If it goes beyond that, 
the price goes up,” she said, walking through the fitting 
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This year is shaping up to be a banner year for off-price 
retailers, the market segment best known for selling clothes at 
20 percent to 70 percent off full price.

“It’s the only segment of the market that is growing,” said 
Vince Gonzales, director of brand development for the Bet-
ter in Blue denim line, who has been working in fashion 
since 1979. Flash-sale sites such as Gilt Group regularly sell 
out the high-end designer inventory they acquire, and many 
bricks-and-mortar off-price stores are merchandised to look 
like full-line stores, Gonzales said.

This year, Nordstrom Rack, Nordstrom Inc.’s off-price 
division, announced plans to build 28 stores throughout Amer-
ica. The company only opened two full-price stores, includ-
ing the full-line Nordstrom that opened at the Americana at 
Brand retail center in Glendale, Calif., in September. The re-
tailer did close a Nordstrom Rack store in Long Beach, Calif., 
this year, said Geevy Thomas, president of Nordstrom Rack, 

Off-Price Demand Fuels 
Growth for Retailers

By Alison A. Nieder Executive Editor

By Andrew Asch Retail Editor
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The beach is the place for Planet 
Blue, and the Malibu, Calif.–head-
quartered multi-brand boutique 
chain has introduced a private-label 
women’s swim line called Blue 
Life Swim.

Its first delivery will be March 
30, said Ling-Su Chinn, Planet 
Blue’s president and owner. Planet 
Blue has four physical boutiques 
and an e-commerce shop, where 
its private-label knits and wovens 
lines are sold among brands such as 
Twelfth Street by Cynthia Vincent, BB Dakota and Jet by 
John Eshaya.

Chinn said the Blue Line Swim label is not for a woman who 
prefers modest swim looks. “It’s an extra-sexy line,” she said.

To increase head-turning, the 
Blue Life Swim line features cut-
out paneling on many pieces. In 
the line’s “Malibu Racer Back” 
top, there’s large keyhole cutout 
between the cleavage. In the “Is-
land Fever” triangle top, two straps 
of fabric create an “X” in the back 
of the top. For bottoms, there also 
are cutouts in the sides of the line’s 
“Surf City Brazilian” bottom, and 
the aptly named “Cheeky Bottom” 
is another version of the tiny Bra-
zilian bottom.

Planet Blue’s swim-line debut 
comes in different schemes, such as a tie-dye mixed with 
indigo, white and lime colors. Solids come in lime greens, 
blacks and reds. There’s also a paisley print in the line. The 

Planet Blue Takes It to the Beach

Best Dressed Monk to Debut Store, Fashion Line
When men’s fashion label Best Dressed Monk opens its 

first boutique in Santa Barbara, Calif.’s exclusive Montecito 
enclave today, it hopes to give men a sartorial choice between 
fashion extremes.

After age 25, men don’t have to dress like nightclubbing 
college kids. They don’t have to dress in a stodgy way either. 
Best Dressed Monk co-owners Allen and Kira Gold believe 
they have a sartorially unique alternative.

The debut line of Best Dressed Monk features South Asian– 
and California-inspired clothes that Allen Gold hopes offer a 
panache and an elegant ease. “Not a single shirt in the line is 
designed to be tucked in,” he said.

The 32-inch-long shirts are intended to hang with the 
grace of a summer blazer but also have the casual feel of a 

polo shirt. Some feature a spread collar, others have banded 
collars, and one shirt has a unique shawl collar reminiscent 
of a Nehru jacket.

With a South Asian–influenced line, there had to be a 
Nehru jacket—albeit, the line calls it a “fitted military safari 
jacket,” or a Nehru translated through an urban, California 
prism. Other looks include vests, overcoats, pants with a nar-
row silhouette and yoga-inspired styles.

In an effort to make sustainable fashion, Best Dressed 
Monk’s clothes are made out of Sea Island cotton, Tencel and 
Khadi cotton from India. Retail price points range from $225 to 
$375 for shirts, $700 to $900 for coats and $250 for pants. Gold 
said the line has not formally confirmed wholesale prices. 

CHRISTMAS ON RODEO: Rodeo Drive kicked off the holiday season on Nov. 24, when the iconic shopping street hosted a 
ceremony with fanfare and electricity. The Beverly Hills High School marching band played while confetti and streamers were shot 
over the street and the holiday lights were switched on.

By Andrew Asch Retail Editor

made in america
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EMSIG MANUFACTURING CO., MAKERS OF BUTTONS SINCE 1928, HAS 
DEVELOPED THE TRULY UNBREAKABLE PEARL-FINISH BUTTON. IN SIZE 19/, IT 
CAN WITHSTAND A COMPRESSION TEST OF 2,000 POUNDS PER SQUARE INCH. 
(P.S.I.). WE ARE PRODUCING THE SAME PATTERN IN SIZES 14/ AND 17/.

THE BUTTONS ARE ALMOST 40 PERCENT THICKER THAN THE AVERAGE 
BUTTONS USED TODAY. OUR THICKER BUTTONS MAKE THE GARMENT EASIER 
TO FASTEN.

THESE BUTTONS ARE NOT MADE OF A PETROL CHEMICAL MATERIAL AND WILL 
NOT BURN OR SUPPORT COMBUSTION. IN CONTRAST TO MOST OF TODAY’S 
BUTTONS, WHICH ARE OF A PETROL CHEMICAL MATERIAL. THESE OTHER 
BUTTONS BURN WITH A HOT FLAME AND GIVE OFF A SMOKY, TOXIC RESIDUE.

WE OFFER OUR LATEST INNOVATIONS IN FOUR COLORS: WHITE, TWO SHADES 
OF OFF-WHITE, AND SMOKE. THESE BUTTONS ARE U.L. APPROVED. IN 
ADDITION, THIS PRODUCT AND ALL THE INGREDIENTS ARE 100% AMERICAN 
MADE.

COMPARED TO THE AVERAGE PRICE OF A PETROL CHEMICAL BUTTON, OUR 
BUTTONS ONLY ADD LESS THAN 4.3 CENTS TO THE COST OF A TEN-BUTTON 
SHIRT.

PROMOTING THE FEATURES OF THE TRULY UNBREAKABLE BUTTON CAN 
APPEAL TO YOUR CUSTOMERS. TO SELECT YOUR PRODUCT, CONTACT US FOR 
A PRESENTATION.

CELEBRATING OUR 84th ANIIVERSARY 
MANUFACTURING BUTTONS FOR THE CLOTHING INDUSTRY 

(1928-2012)

YOUR NUMBER ONE GLOBAL RESOURCE FOR 
QUALITY - INNOVATION - DEPENDABILITY - DISTRIBUTION

OFFERING A FULL SELECTION OF 
BUTTONS - BUCKLES - CLOSURES

CONTACT US TODAY FOR DETAILS  : 
 1-212-563-5460 /  1-800-243-1842 *  sales@emsig.com

Now visit us on the Web at 
WWW.EMSIG.COM

SALES OFFICES ACROSS AMERICA

   *CHICAGO*   *MIAMI*     *DALLAS*     *NEW YORK*     *PORTLAND*   *PHILADELPHIA*            
   *SEATTLE*     *NASHVILLE*    *SAN FRANCISCO*   *LOS ANGELES*    *NORTH CAROLINA*

ALSO OFFERING MANUFACTURING AND/OR  DISTRIBUTION IN THE FOLLOWING COUNTRIES;
*SHANGHAI, CHINA *     *HONG KONG*    *NEW DELHI, INDIA*     * MILAN, ITALY*    *DOMINICAN REPUBLIC*

Environmentally 
FRIENDLY

NATURAL & RECYCLED
BUTTON PRODUCTS

FIRE RETARDANT

Also now offering 100% 
Recycled Melamine

OFFERING A FULL SELECTION OF

 FOR SHIRTS AND PANTS

NOW OEKO-TEX CERTIFIED

Visit our Web Site for full details

PROUDLY MANUFACTURING 
BUTTONS IN  AMERICA 

FOR OUR ARMED SERVICES 
SINCE 1940

Now Offering a Complete Line of
Ladies Belts & Jewelry Accessories!

Contact us for details

Now visit us on the Web 
at WWW.EMSIG.COM

CONTACT US TODAY FOR DETAILS :
  1-212-563-5460 / 1-800-364-8003 sales@emsig.com

LATEST INNOVATION IN BUTTONS

Swim Collective, the 4-year-old West 
Coast swimwear trade show, will have a new 
home in August at the St. Regis Monarch 
Beach in Dana Point, Calif. 

The five-star resort and spa overlooks the 
Pacific Ocean and the hotel’s private beach. 

Swim Collective Executive Show Direc-
tor Shannon Leggett said the venue provides 
a fitting location for his exhibitors to show-
case their 2015 collections. 

“The luxurious setting reflects their life-
style brand message and places them in the 
correct context. Buyers become inspired,” he 
said in a statement.  

Among the companies committed to show 
at the Aug. 11–13 run of Swim Collective are 
L*Space, Luli Fama, Vix by Paula Herman-

ny, Maaji, Eberjey, PilyQ and Tigerlily.  
“We’re excited to appear at the Swim 

Collective Trade Show in August 2014,” said 
L*Space founder Monica Wise in a state-
ment. “This is our go-to West Coast swim 
show. We have exhibited since Day One and 
love the show.” 

Also a longtime Swim Collective exhibi-
tor, Raj Manufacturing will return to the 
show, said Marketing Manager Holly Harsh-
man in a statement. 

“We have been really pleased with the 
growth and success of the Swim Collective 
since its launch in 2010,” she said. “We will 
be showcasing all of our collections at the St. 
Regis in August.”

Raj’s portfolio includes its own brands, as 

well as licensed collections such as Luxe by 
Lisa Vogel, Athena, Hurley, Guess, Nau-
tica, Splendid Swim, Ella Moss Swimwear 
and Reef. 

New swimwear  show Riviera  by  
CurvExpo, organized by swim and linge-
rie show CurvExpo in partnership with 
ISAM (the International Swimwear and Ac-

tivewear Market), will debut Aug. 11–12 at 
the Hyatt Regency Beach Resort and Spa 
in Huntington Beach, Calif., where Swim 
Collective has been held. Before relocating 
to Dana Point, Swim Collective will return to 
the Hyatt Regency for its Jan. 24–25 run. 

For more information, visit www.swimc-
ollective.com.—Alison A. Nieder

Two captions in the 
Nov. 11 story about 
Allen Schwartz were 
reversed. The photo 
on  the  le f t  shows 
Schwartz with two 
dresses from his ABS 
by Allen Schwartz 
collection. The photo 
on the right shows 
Schwartz with tops 
from his new Blue 
Pearl line, which is currently sold at Barneys New York and the ABS by Allen Schwartz 
flagship store in Santa Monica, Calif. Los Angeles retailers Polkadots & Moonbeams 
and Madison are also planning to sell the line. 

 Corrections and Clarifications

Two more retail nameplates have signed 
on to Figat7th, the downtown Los Angeles 
mall owned by Brookfield Office Proper-
ties. 

Victoria’s Secret  will  open in an 
8,400-square-foot space in spring 2014. In 
addition to the brand’s selection of intimate 
apparel, beauty products, sleepwear and ho-
siery, the space will include a freestanding 
Pink store, Victoria’s Secret’s lifestyle brand 
for collegiate women. 

Bath & Body Works  wil l  open a 
2,570-square-foot space in spring 2014, as 
well. The store will carry the brand’s line of 
skincare, fragrance and bath products. 

Bath & Body Works, Victoria’s Secret and 
Pink are all divisions of Limited Brands.

The new stores join a mix of tenants, in-
cluding H&M, Zara, City Target, Sport 
Chalet, Sunglass Hut, LensCrafters and 
Gold’s Gym, as well as a growing roster of 
restaurants ranging from casual to fine din-
ing. 

In 2006, New York–based Brookfield 
acquired the subterranean shopping center 
with the purchase of Trizec Properties. 
The mall opened in 1986 under the name 
Seventh Market Place. A $40 million 
makeover of the property was completed in 
2012.—A.A.N.

Victoria’s Secret and Bath & Body 
Works Coming to Figat7th

Swim Collective Heading to New Home in August

Kira Gold has worked as a costume 
designer. Allen Gold started his career 
in fashion publicity in the 1960s era of 
Swinging London. Later, he ran bou-
tiques and most recently worked in 
finance. Also joining the Best Dressed 
Monk team is Greg Niebel, who ran 
the pioneering boutique B.NY in Santa 
Monica, Calif. It closed in 2009, but 
during its 20-year run it introduced de-
signers such as Yohji Yamamoto and Is-
sey Miyake to the Los Angeles area. Niebel 
will be running Best Dressed Monk as a re-
tail business manager and merchandiser.

After the debut of the Best Dressed Monk 
boutique, Gold hopes to wholesale the line 

and perhaps open several Best Dressed 
Monk boutiques in the future. For more in-
formation, contact (805) 324-4600 or email 
allen@bestdressedmonk.com.

—Andrew Asch

Best Dressed Monk’s snap-collar overshirt, left, and 
military safari-style jacket

Best Dressed Monk 

Continued from page 1

beach won’t be the only place for the swim 
line. Chinn hopes that women will wear it 
as outerwear and with jeans and dresses as 
outfits for concerts. “It’s festival swim,” she 
said. “Festival” is a label often used to de-
scribe fashion styles intended for concerts 
and festivals such as the annual Coachella 
Arts and Music Festival in Indio, Calif.

Planet Blue will be wholesaling the line, 
and Chinn said that e-commerce emporiums 

Revolve Clothing and Shop Bop, along with 
swim specialty shop Diane’s Beachwear, 
will be selling it. Wholesale price points will 
range from $60 to $80 per piece. 

Diane’s Beachwear buyer Sharleen 
Guerieri praised the line’s look. “The fabric 
is amazing,” she said. “The styles are very 
up-to-date, and they have an extra edge.” 

Up next, Planet Blue will introduce a yo-
gawear line. Its first delivery will be July 30. 
“Yoga is the new denim,” Chinn said. For 
more information, contact cassie@shop-
planetblue.com. ●

Planet Blue Continued from page 1

An intimate gathering of Southern Cali-
fornia designers and manufacturers turned 
out on Nov. 14 in downtown Los Angeles 
to see a demonstration of Lectra’s Modaris 
3-D pattern-making software. 

The event, held in a private room at The 
Palm restaurant, highlighted how Modaris 
can help companies streamline the pattern-
making and fit process and bypass some 
of the expense of producing fit and design 
samples. 

Carlos Jimenez, Lectra’s Montreal-based 
solutions expert, led the demonstration, 
opening with the results of a Kurt Salmon 
study on fit that found 62 percent of consum-
ers said they were unhappy with the fit of 
their clothing. In fact, one in five said they 

had returned garments because of poor fit.  
Modaris “bridges the gap between the 

design and technical teams,” Jimenez said, 
adding that it allows designers and pattern-
makers to make changes to the flat pattern 
and see it instantly in 3-D. They can access 
Lectra’s digital library of 150 different types 
of material to help see what the finished gar-
ment will look like, and they can test differ-
ent grading and adjust print or embellish-
ment sizes and share information across the 
team about changes. 

Paris-based Lectra specializes in integrat-
ed technology solutions for industries using 
soft materials—such as apparel, accessories 
and footwear—as well as automotive and 
other industrial applications.—A.A.N.

Lectra Hosts 3-D Tech Demo in LA
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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.

Dedicated to conservation and 

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. 

NEED EXPERT  
INDUSTRY ADVICE?

THE BUHLER 
BOYS 

WE HAVE ANSWERS. 
experts@buhleryarns.com

TO MARKET
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Dec. 2
“Finding Your Bridal Niche” 
webinar, presented by Fashion 
Business Inc.
online

Dec. 3
FBI holiday mixer
California Market Center, A792
Los Angeles

Dec. 4
Vendor-Seeing Day at Directives 
West
California Market Center, A525

Los Angeles
Through Dec. 5

Dec. 5
Divine Design’s opening-night 
shopping party benefiting 
Project Angel Food
8767 Wilshire Blvd.
Beverly Hills
(Other shopping days are Dec. 
6–8.)

“Business Strategies” webinar, 
presented by Fashion Business 
Inc.
online

Dec. 7
Line and Dot winter sample sale
2807 S. Santa Fe Ave.
Vernon, Calif.

Submissions to the calendar should be faxed to the Calendar Editor at (213) 623-5707. Please include the event’s name, date, time, 
location, admission price and contact information. The deadline for calendar submissions is the Tuesday prior to Friday publication. 
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CalendarCalendar

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

in a statement. However, it wasn’t entirely a 
setback. The Long Beach store closed because 
its lease expired, and the company operates 
three Rack locations a short drive away.

Ross Stores Inc., headquartered in Pleas-
anton, Calif., opened 27 stores over the sum-
mer. Between July 2012 and August 2013, the 
chain opened 79 stores. 

Smaller off-price chains have expanded, 
too. Gabriel Bros. Inc., headquartered in 
West Virginia, opened a new store in Toledo, 
Ohio, this year and expanded its Erie, Penn., 
store to 86,000 square feet. Fallas Paredes, a 
division of National Stores Inc., headquar-
tered in Gardena, Calif., opened new stores 
this year, including locations in Lompoc, Ca-
lif., and Santa Maria, Calif.

The rise of off-price retail also is a shop-
ping-center story. In 2013, nine outlet retail 
centers opened in the U.S. These shopping 
centers are devoted to off-price boutiques 
run by individual brands, and 10 more are 
forecast to open in 2014. Compare that with 
their full-price counterparts. No regional 
malls that focus on full-price stores opened 
this year, according to the International 
Council of Shopping Centers’ Value Retail 
News and International Outlet Journal pub-
lications, which report on the outlet-center 
business. The last regional mall opened 
was City Creek Center in Salt Lake City, 
which took a bow in 2012. It was developed 
by Taubman Centers, headquartered in 
Bloomfield Hills, Mich.

Past stigmas attached to off-price retail no 
longer exist, said Liz Pierce, senior research 
analyst for Ascendiant Capital Markets in 
Irvine, Calif. “It’s chic to look for value,” she 
said. The macroeconomy is making consum-
ers cautious. They are increasingly looking 
for deals, and off-pricers have them every 
day. “The off-price sector will be one of the 
big winners for the holiday,” she said. “You 
don’t need coupons for a deal. You don’t have 
to wait for a sale.” 

The leading trade show for this market is 
growing, too. The Off-Price show is expect-
ing the largest trade event in its history—
more than 1,300 booths—said Todd Fabos, 
marketing manager of the Off-Price show, a 
biannual event that takes place in Las Vegas. 
The next one is scheduled for Feb. 16–19. 
The show also will increase its cash-and-
carry section, which will feature more than 
80 booths, compared with 50 booths at the 
August show.

Even if off-price’s giant discounts fueled 

some of the biggest growth of this year, the 
ride has not been without turbulence.  Last 
week, Ross Stores’ stock slipped in value af-
ter the retailer announced that its third-quarter 
sales were $2.40 billion, missing analysts’ 
guidance of $2.43 billion.

In a statement, Michael Balmuth, Ross 
Stores’ vice chairman and chief executive of-
ficer, noted that the missed guidance should 
be taken in context of the retailer’s continuing 
good sales.

“Third-quarter sales were in line with our 
guidance while earnings were better than ex-
pected mainly due to above-plan merchandise 
gross margin,” he said in a prepared statement. 
“Operating margin of 11.3 percent was rela-
tively flat to last year. As a percent of sales, an 
improvement in cost of goods sold was offset 
by an increase in selling, general and adminis-
trative expenses.”

The TJX Companies Inc., headquartered 
in Framingham, Mass., bills itself as the larg-
est off-pricer in the world, managing a fleet 
of 3,000 TJ Maxx and Marshalls stores 
across the globe. On Nov. 19, the company 
announced increases in its third-quarter re-
sults for 2014. Net sales increased 9 percent to  
$7 billion, and same-store sales increased 5 
percent over the previous year.

The company raised its guidance for its 
2014 fiscal year, which ends Feb. 1, 2014. The 
company expects a full year of diluted earn-
ings per share to be in the range of $2.91 to 
$2.94, compared with $2.55 in fiscal 2013.

The company maintains its solid outlook 
for its fourth quarter, with same-store sales 
forecast to increase 1 percent to 2 percent. The 
solid number takes into account that there are 
six fewer days in the holiday shopping season 
compared with the 2012 Christmas shopping 
season, according to a TJX statement.

Compared with other apparel retail sectors, 
off-price is a solid performer. Off-pricers re-
ported a 2 percent gain to sales of $22.3 billion 
in the 12-month period between October 2012 
and September 2013 over the same period in 
the previous year, according to information 
gained by the NPD Group, a market-research 
company based in Port Washington, N.Y.

The department-store sector also reported 
a 2 percent change in sales to $29.1 billion 
during the same period. National chains did 
not fare as well, reporting a 6 percent de-
cline during the same period. National chain 
stores—which includes retailers such as JC 
Penney, Kohl’s and Sears—reported sales of  
$23.2 billion in the 12-month period ending in 
September. ●
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call now for special rates
Terry MarTinez (213) 627-3737 x213 apparelnews.net

Call now to book your space. 
And don’t forget to ask about our online 
and e-newsletter holiday specials, too.

From Newsmakers to 
Year in Review, these 
are some of our best-
read issues.

From now through the end of the year,  

California Apparel News 

is offering a holiday special—

2 ads for the price of 1! 

’Tis the Season…

December 6
Cover: retail Financial report

Fashion Resource

 
December 13

Cover: 2013 newsmakers
e-tail Spot Check

Salute to Suppliers & Services 
Advertorial

Fashion Faces

December 20
Cover: Fashion

2013 retrospective and 
Financial Industry review

retail report

December 27
Cover: Year in review

Surf report
Technology

Technology Advertorial

Off-Price Continued from page 1
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room to the pattern-making department. 
“We use Tukatech and Gerber [pattern-
making software]. People can bring their 
own patterns. We make [patterns] first 
through production,” she said. 

She slowed down slightly in the book-
keeping department. “If [the customer is] 
factored, if they’re paying cash, if they’re 
paying with terms, the [accounting] team 
needs to know what I’m negoti-
ating. We handle each customer 
as if it is our only customer.”

In the sewing room, where 
rows of employees pulled pieces 
of brightly colored cut pieces to 
sew into activewear garments for 
New Balance, Allen said, “Once 
they see what we’re capable of 
doing, they can design what our 
ability is. It doesn’t have to leave 
the building, and that’s amaz-
ing.”

The Trend Chasers is a divi-
sion of XCVI, the manufacturer 
of garment-dyed contemporary 
casual fashions founded in 1996 
by Gita Zeltzer. The company re-
mains a family business with Gita 
Zeltzer and her husband, Marik 
Zeltzer, turning the reins to son Alon Zeltzer 
and daughter Daniela Zeltzer. These days, 
XCVI splits its business between branded 
apparel and private-label manufacturing. 
More than three years ago, XCVI formed a 
partnership with Deborah Kirkland to start 
The Trend Chasers as a separate division 
focusing on full-package production from 
design development though production. 

The company’s clientele includes big retail-
ers and brands such as Chico’s, Guess, New 
Balance, Rag and Bone, Aiko and Aether.  

“All customers are [important]—big or 

small. This is their baby,” Allen said. “Our 
service and attention to their needs are all 
handled. We figured out how to be full pack-
age from design to delivery.”

There are about 160 employees working 
in The Trend Chasers facility, located in the 
south side of the Los Angeles fashion district 
where downtown LA meets Vernon, Calif.

Typically, The Trend Chasers can turn a 
new order in 90 days or less. Re-orders are 

even faster, taking between 45 and 60 days 
to complete.

“We can produce 2,500 units in an eight-
hour shift,” Allen added.

Some customers arrive with a fully devel-
oped concept. Others are looking for input. 

“If someone comes in with a T-shirt 
graphic and wants to spice it up, we might 
suggest foil or sublimation. It depends on 
the customer,” Allen said. “We come back 
with newness or listen to what they want.” 

It’s the same for a customer’s preferred 
vendors. 

mAdE IN AmERICA

Made in America Continued from page 1

Deborah Kirkland and Randa Allen
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“We will use your nominated vendor. I don’t want you to 
lose your relationship,” Allen said. But if she can get fabric 
or trim at a better price, Allen said, she is obligated to let the 
customer know. 

“I’m doing a disservice if I don’t tell them,” she said. 

Experienced team

Allen joined The Trend Chasers a few months after XCVI 
launched the business, joining Kirkland, who oversees prod-

uct development, merchandising and sales for The Trend 
Chasers. Kirkland’s background is in bridge and contempo-
rary merchandising for companies such as Johnny Was and 
Levi Strauss. She led XCVI’s private-label division before 
launching The Trend Chasers. 

XCVI’s private-label division started out developing 
trend-based concepts to pitch to retailers but soon shifted to 
simply providing design development and production ser-
vices based on retailers’ needs. 

“We said, ‘Why don’t we just do what the customer wants 
us to do?’” Kirkland said. When Chico’s became a customer, 
the Fort Myers, Fla.–based retail chain arrived with an ex-
tensive list of production requirements, including certifica-
tion by Bureau Veritas, the European-based testing, inspec-

tion and certification company with offices in 140 countries 
around the world. 

“They taught us how to do bigger business with social 
compliance,” Kirkland said.

The Trend Chasers is certified by Bureau Vertitas and by 
Worldwide Responsible Accredited Production (WRAP), 
the independent nonprofit group that certifies factories 
around the world to ensure companies are “engaged in law-
ful, humane and ethical production.” The Trend Chasers is 
one of only 12 factories in the United States to pass the or-

ganization’s rigorous requirements. 
Before joining The Trend Chasers, Allen ran her own 

contemporary dress label, Notice, which was produced in 
Los Angeles.

“My world was cut-and-sew dresses,” Allen said. “When 
I got here, I didn’t know PFD and sublimation. I was on 
learning curve 101.”

But she dove into the garment-dye side of the business 
and quickly got up to speed. 

“There are so many different hats to wear here,” Kirkland 
said. “You have to have the knowledge.” 

These days, Kirkland calls Allen “the teacher.”
“It’s an education for a lot of people,” she said. “They 

don’t know how to find the fabrics, how to make the fit-

tings or what to do if the fabric doesn’t work. There’s such a 
learning curve. They can’t afford to do it on their own.” 

Keeping sourcing options open

Although The Trend Chasers works with small businesses 
as well as large brands and retailers, the “sweet spot” is a mid-
size company that can meet The Trend Chasers’ minimum-
order requirement of 500 pieces per style. The Trend Chasers 
can produce up to 10,000 units of basic knits per week and 

5,000 units of novelty pieces per week. 
“A lot of people want to do business domestically but can’t 

afford it. It’s the higher-end companies that can,” Kirkland said. 
For companies that want to produce domestically but find 

they can’t afford the price of made-in-America manufacturing, 
The Trend Chasers also offers offshore production options. 

“Most people ask for American made, but we have China 
and Vietnam relationships—if that’s where people need to go,” 
Allen said.

For some companies, The Trend Chasers provides an op-
portunity to test new product, Kirkland said. “We’ll do a small 
run domestically, and the larger order goes offshore,” she said. 
“The biggest thing we do is chase business—business they 
missed or an opportunity they can’t do offshore.” ●

MAKING IT EASIER TO MAKE IT HERE: With 160 employees and an 80,000-square-foot facility in the Los Angeles Garment District, The Trend Chasers offers brands and retailers a full-package option for domestic production.
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Los Angeles–based design-
er Jessica Faulkner embraces 
the smart side of clothing. Us-
ing her world travels, educa-
tion, sports background and 
industry experience, Faulkner 
creates a well-rounded apparel 
line filled with sophistication, 
flirtiness and versatility.

Faulkner is largely influ-
enced by tailoring, and each 
collection injects this sensibil-
ity, from her jumpsuits to ikat-
printed capes. Before launch-
ing her Jessica Faulkner col-
lection in early 2012, Faulkner 
worked with Fashion Week San Diego as a 
designer on a costume and wardrobe project 
and as a design assistant for the women’s 
contemporary line Jane Oh, for which she 
did everything from sketching to designing, 
sourcing and pattern-making. Jane Oh owner 
Alison Andrews served as a role model for 
Faulkner and inspired her to launch her own 
label. 

The native California designer split her 
time growing up between San Diego and 
Big Bear, Calif., where her parents owned 
a restaurant, and Faulkner developed a love 
of snowboarding and outdoor activities. She 
studied international business, Spanish and 
fine arts, with an emphasis on fashion design, 
at San Diego State University, which gave 
her a broad foundation to launch her own 
business. 

A trip to Scotland inspired Faulkner’s 
Fall/Winter ’13 collection, which includes a 
men’s-inspired wool/leather blazer, pinstriped 
trouser, mini kilts and plaid fabrics. 

For Spring 2014, Faulkner mixes light 
and dark hues in a mosaic-print design. A 

white laser-cut leather top is lined with a 
soft pastel pattern, and a pair of turquoise 
leather shorts was inspired by a recent trip to 
the Middle East. 

“I went to Kuwait for a wedding, so I de-
cided to include Middle Eastern influences 
without being too aggressive with prints,” she 
said. “I was inspired by palms, waterfalls and 
the Arabian sea offset with pink sunsets and 
the dust storms, which is seen in the [allover] 
printed [suit], dresses and tops.”

The architectural elements are evident in the 
lace fabrics as well as the shapes and volume 
of the silhouettes. Faulkner uses leather, Ten-
cel/cotton and natural fiber/polyester blends. 
All products are manufactured in the U.S.

“Keeping manufacturing local is a huge 
part of what we do,” Faulkner said. 

Wholesale price points start at $32 for a 
basic tank and $40 for shorts and run up to 
$200 for one of the leather designs. A floor-
length dress made with six yards of fabric is 
wholesale priced at $98. 

For sales information, contact Jaclyn 
Prophet at jaclyn@jessicafaulkner.com. 

—Sarah Wolfson

mAdE IN AmERICA

Lola Getts is an activewear company that 
makes functional sports-performance cloth-
ing in plus sizes. Founders Stacey Goldstein 
and Jodi Geiger saw a void in the activewear 
industry for plus-size styles. As an avid cy-
clist and yoga participant, Goldstein noticed 
that women of various sizes in her classes 
were wearing baggy sweats and white tees.

Goldstein met Geiger, who is also an avid 
athlete and has worked in the garment busi-
ness for 25 years. The two decided to partner 
up and make clothes dedicated to the “curvy 
woman,” Geiger said. They wanted to create 
a brand that empowered women of all sizes 
to appreciate their bodies and help pursue a 
fit and healthy lifestyle. Geiger has experi-
ence in sales, selling trims and novelties to 
activewear and swimwear companies, which 
helped the design process. 

Lola Getts launched in 2012, selling its first 
collection on the Lola Getts e-commerce site. 
The West Coast company makes all of its prod-
ucts in the U.S., with an emphasis on Made in 
America designs. “We both want to reinvigo-
rate the economy here in the U.S.,” Geiger 
said. The line is designed, cut, sewn and pack-
aged in downtown Los Angeles using some of 
the finest active and technological performance 
fabrics available, according to Geiger. 

“We use a real woman who is a plus-size 
model for all of our fittings, along with a pat-
ternmaker who has an extensive background 
fitting plus-size women,” Geiger said. “We 
create styles that enhance her curves and the 
use of fabrics helps to shape and smooth the 
problem areas by lifting the rear, flattening 
the mid-section.” 

The tops offer stylish fits with razor 
backs, V-neck fronts and elongated flatter-
ing dimensions. The “Lola Club Tee” has a 
sporty collar, a shirttail for added coverage 
and mesh sleeves. An added moisture-wick-
ing fabric is inserted to keep the customer 

dry. There are a 
jacket and bottoms 
in the collection, 
as well. A key ele-
ment added in the 
pieces is flat-lock 

stitching, which gives the pieces smooth 
lines, better fit and added comfort. 

“All of our bottoms and some of our tops 
use a high grade of weight with compression 
for added support—however, they are all soft 
to the touch and breathable,” Geiger said. 

The pieces in the collection come in 
three sizes—0 (14/16W), 1 (18/20W) and 
2 (22/24W)—with plans to add additional 
sizes in the future. Lola Getts plans on ex-
panding into other niches of the sports mar-
ket such as hiking, golf and skiwear. 

Wholesale prices range from $28 to $65. 
In addition to the Lola Getts website, the 
line is sold at boutiques and fitness centers 
such as Ganesha Yoga & Adventures in 
Chicago; Scarlett Boutique, in Charlotte, 
N.C.; Texas fitness chain Luke’s Locker; 
and Aries Apparel in Hillsboro and Happy 
Valley, Ore. For sales information, contact 
Jodi Geiger at (602) 321-4149 or at info@
lolagetts.com.—S.W.

Jessica Faulkner: Wardrobe for All Seasons

Lola Getts: Plus-Size Performance
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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: For over  two decades, 
family-owned and operated Asher Fabric Concepts 
(AFC) has been offering an impressive selection 
of knitted fabrics produced in Southern California. 
Notwithstanding the (mis)conception that “every-
one is manufacturing overseas,”  AFC has a 
22-year track record proving otherwise. Based in 
Los Angeles, AFC is committed to becoming the 
dominant domestic knit supplier for the swim, 
active, and contemporary markets. In addition to its 
unequalled selection of knits [and some luxurious 
wovens] AFC’s eco-friendly textiles include jerseys, 
French terries, ribs, sweater knits, etc., comprised 
of organic cotton, organic hemp, bamboo, and other 
recycled and natural fibers.  “Our customers are 
often surprised at how competitive our pricing is on 
the Organic and other specialty lines,” declares AFC 
Sales Vice President Yael Ohana.
 

Buhler Quality Yarns 
Corp.
1881 Athens Highway
Jefferson, GA 30549
(706) 367-9834
www.buhleryarn.com
sales@buhleryarns.com
Contact: David Sasso
Products and Services: – Get more than just 
yarn. In addition to the industry’s best yarn, we 
provide unsurpassed technical support, transpar-
ency, and 20+ years of supply chain partnerships. 
Our US-based facilities allow for quicker delivery 
and agile responsiveness to market trends. Known 
throughout the industry for consistency, our prod-
ucts are certified safe by Oeko-Tex® Standard 
100, which include Supima Cotton, MicroModal® 
Edelweiss, Micro TENCEL®, and various blends. 
Visit or website, call or email us.

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
Products and Services: California Label Products 
has a great line of domestic trims that are proudly 
Made in America. These  products consist of woven 
labels, printed labels, care labels, size tabs, custom 
hangtags, heat transfers, and stickers. We also have 
a service bureau for care labels and price tickets 
with a 48-hour turn time.  We have an in-house 
Art Department where our graphic artists can help 
you with product development or quote an existing 
item. We are always concerned about quality, price, 
and delivery. California Label Products is known for 
serving all your label needs.
 

Eco Swim by Aqua 
Green
1441 Broadway, Suite 802
New York, NY 10018
(212) 730-9555
www.ecoswim.com
Products and Services: Eco Swim by Aqua Green 
is a sustainable-minded eco lifestyle brand that is 
committed to providing fashionable products that are 
better for you and for the planet. Our mission is to 
demonstrate leadership in style while providing fash-
ionable, excellent quality, and planet-friendly products 
for the conscious consumer. Proudly manufacturing 
Eco Swim in the USA, Aqua Green has reduced their 
fossil-fuel use by 96.9%. Aqua Green works tirelessly 
to parallel recycling initiatives in North America and 
Asia to provide more sustainable products globally. 
Aqua Green also works to keep American manufactur-
ing alive, supporting communities and providing jobs 
to hard working Americans. The use of recycled and 
renewable materials keeps waste from landfills and 
oceans and saves the need for virgin non-sustainable 
resources.

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 found-
ing family. Now managed by a third and fourth 
generation who are proud of their international repu-
tation and guided by their commitment to integrity, 
quality, and developments of new materials, ideas, 
and services. This continuing commitment keeps 
Emsig a world leader in the manufacturing of but-
tons for the apparel industry. We have buttons that 
are U.L approved, as well as OKEO-Tex approved. 
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 mak-
ers from the raw resins to the finished products, we 
are innovative and creative in our industry. We truly 
make a difference.

Sourcing at MAGIC
2501 Colorado Ave., Suite 280
Santa Monica, CA 90404
(310) 857-7558
(877) 554-4834
cs@MAGIConline.com
www.sourcingatmagic.com
Services: Sourcing at MAGIC is North America’s 
largest, most comprehensive sourcing event, reflect-
ing the fashion supply chain at its most complete. 
Offering unmatched access to over 40 countries 
representing the world’s most important markets, 
Sourcing at MAGIC showcases more than 1,100 
apparel and accessories resources, conveniently 
merchandised by country and category; contract 
and original design manufacturers; fabric, trim and 
component suppliers; and service and technology 
providers. Upcoming show dates are Feb. 17–20 at 
the Las Vegas Convention Center, South Hall.

Tukatech
5527 E. Slauson Ave.
Los Angeles, CA 90040
(323) 726-3836
Fax: (323) 726-3866
http://tukatech.com
tukateam@tukatech.com
Products and Services: Tukatech is the gar-
ment and apparel industry’s leading provider of 
fashion technology solutions. Founded in 1995 by 
garment-industry veteran Ram Sareen, Tukatech 
offers award-winning 2-D and 3-D pattern mak-
ing, design, and manufacturing software designed 
specifically for garment makers of all sizes and skill 
levels, as well as garment plotters, and automatic 
cutters and spreaders for production. All systems 
include unlimited training, consulting, process engi-
neering, and implementation of our technologies. 
The capabilities of Tukatech’s technology remains 
unparalleled in the fashion industry, and all of our 
products are offered at affordable prices. 

US Blanks
3780 S. Hill St.
Los Angeles, CA 90007
(323) 234-5070
Fax: (323) 234-5010
www.usblanks.net
Products and Services: Welcome to the US Blanks 
premium fashion basic apparel line for men and 
women. US Blanks is the creation of two decades of 
research and expertise, incorporating the concept that 
styles should be manufactured with the finest cottons 
and raw materials. We believe in the idea that design, 
fit, and feel can be brought to a new standard in our 
market. As a vertical manufacturer, we mill our own 
fabric, dye, cut, and sew all right here in the USA. Not 
only is our cut and sew domestic, but the majority of 
the yarns we use are made right here at home. US 
Blanks’ quality standards ensure that superior fabric, 
innovative designs, and quality sewing are imple-
mented on every garment that passes through our 
Southern California facilities. We appreciate each and 
every customer that will keep the U.S. manufacturing 
jobs here and help the U.S. economy thrive.

This listing is provided as a free service to 
our advertisers. We regret that we cannot be 
responsible for any errors or omissions within 
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C L A S S I F I E D S 

Jobs Available Jobs Available Jobs Available
DESIGN ASSISTANT

Contemporary lifestyle brands seek creative, detail-oriented

& motivated individual w/3+ yrs of exp. to join creative team.

o Must be able to identify trends, colors and assist in line

development. o Must be organized, able to multi-task and

work in fast-paced environment. o Excellent communication

skills, able to work with domestic & import vendors. o Team

player with positive, professional attitude and understanding

of deadlines. A real opportunity for someone who is disci-

plined, driven and focused on fashion.

Please send resume and salary history to

hrmanagerhiring@gmail.com

DESIGN ASSISTANT

Entry Level position to work with our Kid's division. Re-

sponsibilities include but not limited to tagging, pictures,

sample room tasks, putting garments up to cut, etc.

Must be energetic & self-motivated. Prefer min. 1 yr.

exp. working in a design room but will consider a new

graduate with the right attitude. Computer knowledge a

must. Email resume to: melissak@kandykiss.com

DESIGN/MERCHANDISING ASSISTANT

Design oriented textile/garment importer seeks an aggres-

sive, motivated individuals with strong follow up skills for

Design/Merchansiding Assistant & Sales Assistant positions.

DESIGN/MERCHANDISING ASSISTANT

Duties includes issuance & follow up of purhase orders, lab

dips, maintains fabric library & assists in sourcing & product

development.Some design background required.

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

SALES ASSISTANT

Exp. in textile and garment industry a must. Extensive email

correspondence with customers, in-house sales & in-house

production. Must be well organized, detail oriented and with

impeccable follow up skills. Design background helpful.

Send resume to : resume@meridiantex.com

MERCHANDISING ASSISTANT

Licensed apparel company seeks merchandising

assistant. Must be proficient in Illustrator, Photoshop,

Cads, etc. Blue Cherry a plus. Start immediately.

Fashion District LA.

All candidates send in resumes w/salary history to

jobs@mightyfineinc.com

CUSTOMER SERVICE/PRE-PRODUCTION REP.

Must have 5 yrs customer service experience in apparel

manufacturing. Knowledge of AIMS and EDI is required.

Responsibilities include: allocation, order entry, invoic-

ing, RA's, A/R and EDI. Add'l duties include developing

monthly pre-prod schedules, monitoring fabric inv./write

PO's for fabric needed. Must be able to work well with

showrooms & have great organizational skills.

Send resume to Shannon@woodleighclothing.com

Customer Service

Must have 3 yrs. exp in apparel industry, excellent

selling skills over the phone. AIMS Software

knowledge a must.

Send res. to: jobs@robinsjean.com or

fax: 562-231-0742
Phone now for Classified 
advertising information:

 Jeffery 213-627-3737 Ext. 280
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MERCHANDISING POSITION

Romeo & Juliet couture contemporary sportswear collection

has an opening for Merchandising position in Los Angeles.

The individual has to have min 3-5 yrs. exp. in Merchandis-

ing and must be on top of latest trends and willing to travel.

Please email your resume to: Davidsham@gmail.com

Full Charge Bookkeeper

LA based apparel company seeks experienced bookkeeper

with potential to grow into a controller position. Ideal candi-

date will have knowledge of Quickbooks, AIMS, Factor expe-

rience and the ability to supervise the accounting depart-

ment. Must be organized with exceptional multi-tasking &

communication skills. Salary DOE. Please e-mail resumes to

wendy@bedheadpjs.com

FULL-TIME MARKER

Velvet seeks full time MARKER for the Gerber system.

Please contact Claudia at (310) 391-9292 # 225.

Must be eligible to work in the U.S.

FIRST PATTERNMAKER

Van Nuys based manufacturer is looking for a first pat-

ternmaker for our Junior Sportswear & Dress Division.

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.

Please fax resumes along with salary requirement to

hrbestgarments@yahoo.com

FIRST THRU PRODUCTION PATTERNMAKER

We are looking for an Experienced Freelance First thru

Production Patternmaker. Woman contemporary knits &

dresses. Must have exp. in shrinkage. Must be able to

Drape, Spec, & is extremely Proficient in Excel & Gerber

V8. We would like this person to be able to work off

sketches & photos, & be able to work well with others.

Also managing sewers.

Email resumes to: monique@woodleighclothing.com

PATTERNMAKER

FIRST TO PRODUCTION FOR WOMENS' HIGH END

CONTEMPORARY. MIN 10+ YEARS EXPERIENCE. DRAPING

KNOWLEDGE REQUIRED. SEWING/TAILORING A PLUS.

PLEASE EMAIL RESUME: arcla101@gmail.com

PATTERNMAKER

Searching for experienced patternmaker to develop first

through production patterns. Must have 5-7+ years pattern-

making experience on Junior knits/ wovens sportswear and

dresses.

- Strong technical skills. Knowledge in wide range of

garments.

- Work with design & pre-production team on fit specifics

- Good communication skills, Mandarin speaking preferred.

Will work closely with China offices.

Please send your resume to:

susie@modmodeleclothing.com

PATTERNMAKER

First - Production

Apparel company in Paramount is seeking an experienced

Patternmaker. Must have several years of draping exp.

Ability to review and interpret design sketches, check

accuracy of sample patterns, ability to work with sample

sewers throughout the entire patternmaking process

(deciding color patterns and fabric quantity, etc). Advise

correct machine/sewing techniques, quality control, check all

patterns and final product to maintain design, quality and

inspect for errors pre and post process. Must be a team

player, accountable and flexible with last minute changes,

corrections and additions. Part-time to full-time.

Send resume with salary history to

hrresumes90723@gmail.com

Project Manager

XCVI is looking for a full-time, in-house Project Manager to

handle large women's clothing national accounts. We are

looking for candidates with a minimum of 5 years experience

in the garment industry. Duties include costing, generating

and following up on TNA's, sourcing fabrics/trims, tracking

cost/expenses, and coordinating with pattern makers, cut-

ters, samples sewers, shipping, outside vendors and buyers

from development through production. To apply, send re-

sume to jobs@xcvi.com. No phone calls please.

FABRIC CUTTER

SAMPLE AND PRODUCTION CUTTING FOR WOMENS'

HIGH END CONTEMPORARY. EXPERIENCE WITH BETTER

QUALITY FABRICS AND SILKS. 7 YEARS MINIMUM EXP.

PLEASE EMAIL RESUME: arcla101@gmail.com

Quality Control - Women's Apparel

LA Domestic Women's apparel company seeks QC pro-

fessional. 5 years experience in wovens & women's

clothing preferred. Must be fluent in English/Spanish,

with great communication skills.

domestic.qc@gmail.com

*Corporate Sales Rep*

Looking for an enthusiastic fast learner who pays close

attention to detail while completing high volumes of sales.

Must have a minimum of 2 years experience with majors

and built relationships with Buyers/DMMs. Must be profi-

cient with Word and Excel, and be willing to travel.

Email resume: rita@danielrainn.com

SALES REPRESENTATIVE &

BELT & BRACELET DESIGNER Experienced, inno-

vative trim factory out of China with

showroom and warehouse in LA looking to add energetic

and experienced sales representative and designer to its

global team. Be part of our global trim solutions.

Please email resume to: j.reyes@trimnetworks.com or

ae@trimnetworks.com

Jobs Wanted
35 yrs Exp'd

1st/Prod. Patterns/Grading/Marking and Specs. 12

yrs on Pad System. In house/pt/freelance

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

Real Estate
Garment Buildings

Mercantile Center

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

Full Floors 4500 sq ft.

Lights-Racks-New Paint-Power

Parking Available - Good Freight.

Call 213-627-3754

Design Patternmaker Garment Lofts

300 sq ft - 1,000 sq ft.

Call 213-627-3755

Buy, Sell, and Trade
WE NEED FABRIC

Silks Wools Denims Knits Prints Solids...

Apparel & Home decorative.

No lot to small or large...

Also, buy sample room inventories...

Stone Harbor 323-277-2777 Marvin or Michael

WE BUY FABRIC!

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

ALL FABRICS!

fabricmerchants.com

Steve 818-219-3002
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Jobs Available Jobs Available Jobs Available

Phone now for Classified advertising information: Jeffery 213-627-3737 Ext. 280
classifieds@apparelnews.net jeffery@apparelnews.net

Coming in 
December

call now for special rates
Terry Martinez (213) 627-3737 x213 

apparelnews.net

December 6
Cover: Retail Financial Report

Fashion Resource
Finance Advertorial

 

December 13
Cover: 2013 Newsmakers
E-tail Spot Check

Salute to Suppliers & Ser-
vices Advertorial
Fashion Faces

December 20
Cover: Fashion
2013 Retrospective and 		
Financial Industry Review
Retail Report

December 27
Cover: Year in Review
Technology

Technology Advertorial

Bonus Distribution
AccessoriesTheShow/FAME/Moda 
Manhattan 1/5–7
Designers & Agents NY 1/5–7
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