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RETAIL FOCUS

End of the Mall?

By Andrew Asch Retail Editor

The traditional mall is losing relevance. It might already
be a dinosaur.

Making the provocative statements was Rick Caruso of
Caruso Affiliated, who popularized mixed-use, lifestyle-cen-
ter malls such as The Grove in Los Angeles and The Ameri-
cana at Brand in Glendale, Calif. His comments were made
last month as part of the National Retail Federation’s 2014
Big Show keynote address.

“I’'ve come to the conclusion that within 10 to 15 years, the
typical U.S. mall, unless completely reinvented, will be seen
as a historical anachronism that no longer meets the needs of
the public, retailers or communities,” Caruso told the crowd of
retail executives. “I believe the rebirth of retail will come as
developers, retailers and cities understand the retail paradigm
of the future is based on something timeless and enduring.
People want to engage and feel a sense of community. They
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Legendary Surfer Shaun
Tomson Buys Back Solitude
Label From Oxford

By Deborah Belgum Senior Editor

World-champion surfer Shaun Tomson, who started up
the apparel line Solitude in the late 1990s, has bought back
the surfwear label he sold to Oxford Industries nearly 10

., ) years ago.
L* ] In an interview, Tomson acknowledged he wrapped up
the deal at the end of January and is shooting to relaunch
the brand in spring 2015. He declined to reveal the pur-

| ¥
¢ | chase price.
¥ 1 The newest edition of Solitude will be designed by
Tomson’s wife, Carla Tomson, who was the designer of the
menswear label sold to Oxford Industries in 2005 and dis-

tributed exclusively through JCPenney Inc.
Under Oxford Industries—whose other labels include
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NEWS

Gap Closes 1969 Design Studio in Downtown Los Angeles

‘When The Gap Inc. opened its artsy denim
design studio in the heart of downtown Los
Angeles nearly four years ago, the company
later went on a big media campaign touting the
creative spirit wrapped up in the new locale.

But the San Francisco—based retail and
apparel giant has been relatively low key
about its decision to shutter the loft-like
space, where designers worked on the com-
pany’s 1969 brand, named for the year the
company was founded.

Gap executives said the studio officially
closed Feb. 1, which is the end of Gap’s
fiscal 2013 year. But many designers had
already moved to New York, where all the
creative work is being done now for the 1969
label, which launched in 2009 with prices
that hover around the $69.50 mark.

“The LA market remains important to the
denim industry, and we’ll have eyes in the
market to ensure we’re on top of emerging

trends,” Gap said in a statement issued on
Feb. 5. “Today, we have a centralized, global
design approach and powerful creative en-
gine based in New York.”

Although the 5,400-square-foot studio
opened in an old brick building on West Pico
Boulevard and Olive Street in 2010, near the
Los Angeles Fashion District, the company
didn’t make much noise about its existence
until the summer of 2011.

Then Gap launched a big public relations
and media blitz touting the creative spirit be-
ing generated inside the building, where, ac-
cording to a press release, “the 1969 studio
feels like the personal atelier of a denim archi-
tect, not the headquarters of a global brand.”

It was noted that the structure used to
house a cigar factory. “This Gap denim epi-
center is an ever-changing canvas for ideas,”
the press release explained, “featuring art
books, mood boards, vintage buttons, Japa-

nese work-wear catalogues and back issues
of surfer magazines set against a backdrop of
sun-filled, floor-to-ceiling bay windows.”
The establishment of a gritty design stu-
dio near LA’s fashion district was intended
to boost the authenticity of the trend-driven
1969 brand, which was competing with more
Los Angeles—centric brands such as True Re-
ligion, 7 For All Mankind and Joe’s Jeans.
But apparently the experiment didn’t work
out in a section of downtown that is being in-
undated with new restaurants, hotels and apart-
ment buildings. “If Gap didn’t get out of these
designers any kind of new direction, I don’t
doubt they closed it,” said Ilse Metchek, presi-
dent of the California Fashion Association,
whose members are apparel manufacturers,
retailers, finance people and legal experts. “So
I don’t blame them for closing what is now a
very, very expensive piece of property.”
Denim designer Adriano Goldschmied,

who is a partner and executive vice presi-
dent of product development at Citizens of
Humanity, a Los Angeles premium-denim
maker, was sad to see another design source
close its doors. “I believe the engine of our
business is design, so this is not good news,”
said the Italian, who designed the very first
1969 jeans in 1999 to celebrate the 30th an-
niversary of Gap Inc. The premium jeans,
which sold for $98, were out for only one
year before being revived in 2009. “I am sure
this means they have a stronger design team
in New York to support the line.”

Gap Inc.—whose retail nameplates are
Gap, Banana Republic, Old Navy, Athle-
ta, Piperlime and Intermix—reported that
its same-store sales for the holiday season in
November and December were up 1 percent.
In fiscal 2012, the company had revenues of
$15.65 billion, up from $14.5 billion in fiscal
2011.—Deborah Belgum

SOIitUde Continued from page 1

Ben Sherman, Tommy Bahama and Lilly
Pulitzer—the surfwear line launched in
February 2006 in 500 JCPenney stores.
Men’s cotton woven shirts sold for $42 to
$45, and linen and microfiber shorts fetched
$38 to $50. The Tomsons had a contract to
stay on for three years after the purchase, but
early on in their contract, a family tragedy
hit, which put a damper on their participation
in the brand.

By 2009, Oxford Industries shuttered the
label, citing Securities and Exchange Com-
mission documents that the impairment
charges to exit the Solitude business and

other non-Solitude costs were $8.1 million.

The label has been dormant ever since.

Tomson, who has written several books,
is a motivational speaker and is also a se-
nior associate with apparel-company adviser
Walter Wilhelm Associates, said he and his
wife are deciding how to go forward with the
surf-inspired label, which will have clothing
for both men and women.

“We have the hard decision of deciding
where we want to position and sell our-
selves,” said Tomson, who is originally from
South Africa and won the IPS World Cham-
pionship in 1977. “We are definitely looking
at a premium brand.”

In January, Tomson attended Surf Expo
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in Orlando, Fla.,
to check out the
surfwear scene
and touch base
with some of his
old retail clients.

The line was
carried by many
surf shops up and
down the Cali-
fornia coast as
well as around
the United States.
Jeremy Woodul,
floor manager at
Surf-n-Wear’s
Beach House in
Santa Barbara,
Calif., said the
line was a solid
brand that sold to
amiddle-aged guy
who could afford
the higher price
points. “It was
not for the kids,
which was nice
because there was nothing out there for the
middle-aged guy. All the surfwear out there
was youthful in the cuts and prints. Solitude
was classier and age appropriate for surfers
in their 30s, 40s and 50s,” Woodul recalled.

Channel Islands Surfboards, which has
stores in Santa Barbara and Los Angeles,
carried the line from its inception until it
was sold to Oxford Industries in 2005. Scott
Martinson, who was the retail manager and
buyer at the time, liked the line for the differ-
ent fabrics that made it stand out from other
menswear lines. “The quality and craftsman-
ship were there. It set itself apart from what
we were carrying, but it was high-end qual-
ity and comfort. We were a little sad when it
went to Oxford Industries.”

When Solitude started in 1998, the Tom-
sons were using high-end fabric from Italy
and other countries for their beach-oriented
line, which had men’s woven shirts retailing
for $75 to $150. It was stocked by Nord-
strom and Bloomingdale’s.

When Shaun Tomson talks about the be-
ginning of the line, he remembers walking
along a deserted beach on an offshore island,
90 miles from 14 million people, and what
captured the moment for him was the feeling
of solitude. “That day was a genesis for our
company,” he recalled. He wanted to create
clothing for people who had the same attrac-
tion to the ocean and the need to get away
from the pressures of the modern world as
he did.

In the beginning, the line was cut and
sewn in Los Angeles and Orange counties.
Later, production shifted overseas. But qual-

A look from the original Solitude
line

Shaun and Carla Tomson

ity was always the company’s
main concern. “We were the first
in the surf market to use Modals,
Tencels and have digitally printed
boardshorts. We believed 15 to 20
years ago that sustainability was
really important,” Tomson said.

Message in a brand

The brand’s success was not
only because of good design and premium
fabrics but also because there was a message
behind the label.

It was a message carried forth by Tom-
son, an introspective surfer who has written
about courage, achieving goals and support-
ing the environment. He stands behind his
message as a board member of the nonprofit
Surfrider Foundation, an environmental
group whose goal is to keep the oceans and
beaches clean. In 2003, the Surf Industry
Manufacturers Association named Tomson
as its “Environmentalist of the Year.”

“While profits and sales are good, you
need to stand for something,” the world-
class surfer said. “Everyone in their lives is
so busy. We are busier and busier every day.
While technology has been great, it has cre-
ated a 24-hour, seven-day-a-week cycle. We
want to convey the concept in our clothes of
people taking time for introspection and soli-
tude and how it affects their ethos.”

Tomson tries to convey those ideas in his
motivational speeches to corporate groups
and in his talks to schoolchildren. The Mon-
tecito, Calif., resident travels around the
world, talking to executives about imparting
the power of positive living, making a differ-
ence, and commitment to your community
and your business.

After his 15-year-old son died in 2006
playing the “choking game,” a game in which
kids asphyxiate to get a brief high, Tomson
began sharing his thoughts with students,
teaching them to think twice before they do
something because it was a lesson he never
got to teach his own son. ®
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LINGERIE
Catherine Martin to Be Honored by Rodeo Drive Walk of Style

Catherine Martin, a costume and produc-
tion designer who gained note for working
with Miuccia Prada on costumes for the 2013
film “The Great Gatsby,” will be inducted into
the Rodeo Drive Walk of Style, it was an-
nounced on Feb. 5.

Martin will be the second costume designer
to be inducted on the Rodeo Drive Walk of
Style. The first was Edith Head. However, Mar-
tin was the most fitting choice for a year when
Beverly Hills will be looking back at its history,
said John Mirisch, Beverly Hills” mayor.

“We are delighted to honor Catherine Mar-
tin with the Rodeo Drive Walk of Style Award
during our centennial year,” Mirisch said. “As

we look back on our own glamorous past,
celebrating her re-creations of 1920s design
while working with three of Rodeo Drive’s
key luxury brands is particularly gratifying.”
Along with working with Prada on the film,
Martin also worked with Brooks Bros. and
Tiffany & Co., which maintain stores on Ro-
deo Drive.

The award will be celebrated with a
Feb. 28 party at 1927 estate Greystone Man-
sion, which is located in Beverly Hills. Other
inductees for the Rodeo Drive Walk of Style
were Giorgio Armani, Tom Ford, Gianni and
Donatella Versace, photographer Mario Tes-
tino, and Diana Vreeland.—Andrew Asch

Vestar to Acquire, Redevelop The Village at Orange

Vestar, a privately held real estate company
headquartered in Phoenix, recently announced
plans to acquire and redevelop regional mall
The Village at Orange in Orange, Calif.

Vestar said that it secured acquisition fi-
nancing for the 855,728-square-foot regional
mall and the total loan consideration from
Bank of America was $45.4 million.

The Village at Orange has anchors such as
Wal-Mart, JCPenney, Sears, Ross Dress for
Less and grocery Trader Joe’s. It also is the
address for fashion shops such as Old Navy,

Pacific Sunwear, Active Ride, Wet Seal,
Tuesday Morning, Melissa Bleu and Wei-
man Shoes.

Vestar will be redeveloping the mall and
adding new major and juniors anchor stores,
along with upgrading the mall’s common ar-
eas. Construction is scheduled to start in 2015.
Vestar owns properties in California that in-
clude Peninsula Center in Palos Verdes,
The District at Tustin Legacy in Irvine, and
Long Beach Towne Center and Buena Park
Downtown in Buena Park.—A.A.

MAGIC Promotes Griffin and Gallin

Advanstar Global, the company that
produces the MAGIC Market Week trade
shows, announced a pair of executive promo-
tions.

Christopher Griffin was named presi-
dent of the WWDMAGIC and Sourcing at
MAGIC shows. He had previously served
as vice president at both shows.

Leslie Gallin was named president of
footwear for Advanstar Global, the par-
ent company of MAGIC. She had previ-
ously served as vice president of footwear
for Advanstar Global. She will direct trade
shows FN Platform in Las Vegas and Sole
Commerce and ProjectSole NYC in New
York.—A.A.

RETAIL SALES

Tough January Showed Bright Spots

Extreme weather made the tradition-
ally low sales month of January even

January Retail Sales

tougher for retailers. However, busi- $Sales  %Change  Same-store
nesses rallied, said the International (in millions) from yr. ago sales % change
Council of Shopping Centers, and '(l;he Buckle ggg-gg -2;-%0 - ?‘83"

; : ap L -2.0% +1.0%
sal‘es increased 3.5 percent, according L Brands Inc. $731.20 25%  +0.0%
to its tally of comparable-store sales. Stein Mart $64.40 -1.8%  -0.7%

“Comparable-store sales posted a Zumiez $38.10 -24.3% -7.6%

moderate gain in January—in line with
its prior-month performance,” said Mi-
chael Niemira. ICSC’s chief economist.

Other analysts seemed less confident about
January’s performance. Adrienne Tennant of
Janney Capital Markets said the compara-
ble-store sales of most of the retailers that she
followed were below expectations because
extreme weather across much of America
kept people from shopping and big sales and
promotions hurt margins. The next month
wouldn’t be that much better, she said. “We
believe the consumer malaise experience
in January will continue into February,” she
wrote in a Feb. 6 research note.

Some retailers reported good performanc-
es during January. L Brands, the parent com-
pany of Victoria’s Secret, posted a 9 percent
same-store-sales increase. Gap Inc. reported
a 1 percent increase in its same-store sales for
January. “We’re pleased to deliver a strong
finish to the year,” said Glenn Murphy, Gap’s
chairman and chief executive officer, “with
another month and quarter of comp-sales
growth.”

January was particularly tough for retail-
ers who serve juniors and young adults. The
Buckle Inc. reported a same-store-sales de-
cline of 6.6 percent, and Zumiez Inc. posted
a decline of 7.6 percent in January. The Wet
Seal Inc. announced results Feb. 6 for its fis-

Information from company reports

cal fourth quarter. Same-store sales declined
16.5 percent for the quarter. Its total net sales
were $124.8 million.

Wet Seal Chief Executive Officer John
Goodman said that the decline was greater
than expected. “We had a difficult fourth quar-
ter, marked by ongoing softness in mall traffic,
a highly promotional environment throughout
the teen sector and elements of our assortments
that did not resonate as well as we anticipated
with our customers,” he said.

The January gloom will be broken by
stronger business in the rest of 2014. During
a Feb. 6 conference call, the National Retail
Federation forecast retail sales will climb 4.1
percent compared with the 3.7 percent growth
of 2013.

“Measured improvements in economic
growth combined with positive expectations
for continued consumer spending will put
the retail industry in a relatively good place
in 2014,” NRF President and Chief Executive
Officer Matthew Shay said.

During the conference call, Jack Klein-
henz, NRF chief economist, said retailers
should expect difficulties during the year.
“2014 won’t be any less challenging, but we
will see more strength,” he said.—A.A.
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LINGERIE
LaTres Lingerie: Bringing a
Feminine Touch to Downtown LA

When Tray Hayslette decided to open a
lingerie store in Southern California, she
scouted several popular retail neighbor-
hoods—including West Third Street, Fair-
fax Avenue and Encino—before selecting
a space on Main Street in downtown Los
Angeles.

“There are no lingerie stores

ty of customer service, educating women
about the brands she sells, carrying special
sizes or special ordering if it’s out of stock,
and wrapping every item sold in pretty tis-
sue paper like a gift—whether it’s a high-
end item or a less-expensive item.

The average price for a bra and panty

like mine in downtown—and
there aren’t that many in LA,” said
Hayslette, who opened LaTres Lin-
gerie last year and said she wanted
visitors to her store to feel like
they’re “stepping into a woman’s
boudoir.”

“I love girly things, I love lace,
I love nice lingerie,” Hayslette
said. “Women should always have
beautiful lingerie no matter what
they’re doing”

When Hayslette opened La-
Tres at 111 W. Seventh St., she
also launched her e-commerce site
(www.latreslingerie.com).

The boutique and online shop
carry lingerie brands Mimi Hol-
liday, Maison Lejaby, Private
Arts, Addiction Nouvelle, Splen-
did and Spanx. New collections
ordered for spring include Cosa-
bella, Eberjay, For Love and Lemons,
Stella and Zimmerli.

The boutique also carries loungewear,
tights, candles, books and massage oil
“things you can’t find in a Victoria’s Se-
cret.” In spring and summer, the store carries
swimwear, as well. Hayslette’s online shop
saw a nice boost for JimmyJane massage-
oil candles when the brand was featured on
a recent episode of the HBO show “Girls.”

When Hayslette teamed up with Living-
Social, she saw her traffic shoot up to 2,000
visitors on the day that the daily-deals web-
site offered a discount voucher for her bou-
tique and website. One customer arrived at
the store with a $50 coupon and purchased
$350 in lingerie, Hayslette said.

“It shows me people are really interested
in lingerie,” she said.

Hayslette specializes in providing plen-

Tray Hayslette

set is $60, although LaTres has higher-end
items that sell for up to $180.

“T also have five-for-$20 panties every-
day,” Hayslette said. “I don’t care if you’'re
buying $4 panties, I want to make it look
nice and special.”

Because she’s based in downtown LA,
Hayslette can easily shop the Los Angeles
Fashion District for new brands and replace-
ment orders. She also scouts for new inde-
pendent designers. One recent example is the
Los Angeles—based eco lingerie collection
Claire Bare, which Hayslette is adding to
her inventory. She also shops the CurvExpo
trade shows in Las Vegas and New York.

“I do a lot of research,” Hayslette said.
“I’ll call lingerie stores in Paris or Portland
to make sure I get a lot of information—to
see what women are buying.”

—Alison A. Nieder
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Westcoast Trend Show
Embassy Suites, LAX North
Los Angeles

Through Feb. 10

Vintage Fashion Expo

Feh. 12

Los Angeles

LA Convention Center online
Los Angeles

Through Feb. 9

Feb. 9 online
ShopWalk Feh. 13

Various merchants
Downtown Los Angeles

FCI’s fashion design orientation
Fashion Careers International

SIMA Image Awards
The Grove of Anaheim
Anaheim, Calif.

“E-commerce Fashion for Omni-
channel Retailers,” presented
by Infor

California Market Center, Suite
A727

“Think Like a Buyer” webinar by |os Angeles
Fashion Business Inc.

“Oeko-Tex Standard 100
Updates for 2014” wehinar
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WHAT’S CHECKING

Checking In on LA’s
Larchmont Boulevard

By Alyson Bender Contributing Editor

Tucked away in the midst of the hustle and bustle of Los Angeles, Larchmont Boulevard is
a friendly street with a small-town feel. The area serves as a Main Street retail district to the
Hancock Park and Windsor Square neighborhoods (including nearby Paramount Studios)
and is located between First Street and Beverly Boulevard.

Although the community is quaint in comparison with its surroundings, the block-long
stretch of Larchmont Boulevard houses a variety of boutiques—many longtime tenants on
the thoroughfare. Corporate retailers are virtually non-existent, and locals keep the boulevard
bustling year-round.

Hardwear

152 N. Larchmont Blvd.

For Hardwear owner Renee Mizrahi, the empha-
sis of her 3-year-old boutique is on the feel and fit of
the clothing. She focuses on eco-friendly elements,
such as organic-cotton tees and vegan-leather jackets,
and likes to showcase local designers when possible.

“At Hardwear, we are all about quality basics and
fresh merchandise,” said Mizrahi, who restocks her
store weekly. “Our customers are community based.
They will buy a
top, fall in love
with how soft
and comfortable
it is, and come
back later that
week to pur-
chase the same
item in every
other color.”

Free People
and Genetic
Denim are two
of the bestsell-
ers at Hard-
wear, where the
denim retails
for $68 and
$200, respec-
tively. Vegan-
leather jackets
retail for under
$100, and leg-
gings are under
$60.




WHAT’S CHECKING

Library

121% N. Larchmont Blvd.

Around the same time Renee Mizrahi
opened Hardwear, her son, Michael Miz-
rahi, opened Library across the street. Li-
brary offers all the latest styles from some
of the most coveted labels in retail today
and counts locals, actresses and movie ex-
ecutives in its stable of customers.

“J Brand and Rag & Bone are definitely our top-selling brands,” said Hillary Schwartz,
store manager. “Our customers also love IRO jackets.”

Other brands that can be found at Library include Helmut Lang, ALC, LnA and Pend-
leton, to name a few.

Most denim retails for around $200. The best-selling J Brand navy leather moto jacket
retails for $1,052 (pictured on the left mannequin below).

Wer

) Fineman West welcomes
Picket Fences Wendy On as Tax Director,
214 N. Larchmont Blvd. to which she brings over
12 years of experience and
expertise serving clients

in the fashion retail and
apparel industry. From
inbound and outbound
logistics to manufacturing
and import/export processes, Wendy will provide business
and tax planning strategies and share best practices in the
industry to help companies achieve their financial goals.

Established in 1994, Picket Fences has been a
Larchmont staple for nearly two decades. Appeal-
ing to locals, it offers a wide selection of contem-
porary fashion, lingerie, loungewear and gifts for
all occasions.

“Denim,
candles and pa-
jamas are our
top three—selling
categories,” said
Sol Kojababian, store manager. “Our customers are ca-

sual and chic, and our merchandise reflects that.” Wendy will also identify new business opportunities to

“AG Jeans and Eberjay sleepwear are extremely pop- enhance client development as well as grow our Chinese
ular among our customers, as are PJ Salvage separates.” ractice srou

Beyond the extensive selection of loungewear and den- P group.
im, other brands carried by Picket Fences include Vince, ] o . . .
Velvet by Graham & Spencer, Milly, Toms, Ella Moss, Prior to joining Fineman West, Wendy was with Deloitte for
Equipment, Clare Vivier, Maison Scotch and Michael over 10 years, where she served as a trusted tax adviser
Stars, plus many more. to her clients. In addition to apparel, Wendy has extensive

knowledge in the manufacturing, real estate, entertain-
ment, and technology industries, having served both public
and privately held companies. She obtained her Bachelors
in Accounting and Masters in Business Taxation from the
University of Southern California. Wendy also serves as a
Board Member for Ascend, where she mentors students
and future business leaders pursuing a career in account-
ing and finance.

Fineman West & Co. LLP is a full-service CPA firm located
downtown servicing start-ups to well-established compa-
nies in the garment industry as well as clients in the home,
jewelry, furniture, and real-estate industries. Below is a list
of our representative clients in the apparel business:

LF Store and More Jaya Apparel Group, LLC
J Brand, Inc.
LF Store, a women’s retailer known for its R.N'Ovate, Inc. dba Clover Canyon
unique style, is having its semiannual, storewide Star Fabrics & Affiliated Companies

sale for the next

month and can be T ¥ Stony Apparel Corp. dba Eyeshadow

found at 120 N. | R e YMI Jeanswear, Inc.

Larchmont Blvd. ! ; YS Garments dba Next Level Apparel
Other retailers to | : L

visit on Larchmont | d'|"_""1_|ll' a

Boulevard include
Alternative, Ni-
cole, Goorin Bros.
Hat Co., Diptyque
Paris and CH Bou-
tique.

801 S. Figueroa Street, Suite 1000 | Los Angeles, CA 90017

p: (213) 688-9898 | f: (213) 688-9899 | www.fwllp.com
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TRENDS

FRANKIE B “The Shop” jumper ($112).

Left:

LEVI'S “Trucker”
jacket and 501 jean
(call for pricing).
KILL CITY “Shut
Down” V-neck tee
($24). THE FRYE
COMPANY “Phillip
Lace-Up” boots (call
for pricing).

Right:

LEVI'S “Trucker”
jacket (call

for pricing).
GEORGE LOVES
tank top ($33).
CALVIN RUCKER
“Heartbreaker” zip
skinny in “Pretty in
Patches” ($119).

From vintage inspiration to
distressed treatments, denim is

reworked to create an original take
ETIENNE

on the classic blue jean. Innovative MARCEL
. dest d
washes, patchwork and shredding vest (385).

CITIZENS OF
are some of the best looks of the HUMANITY

season.—N. Jayne Seward “Kai”

drawstring

TORTOISE “Kinixys 2003" jean jacket ($193). NEUW pant ($113).

“3 Crowns Enkel Tee” ($20). KASILRARE “Gunslinger”
green vintage jean (call for pricing).
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TRENDS

Left:
MCGUIRE TORTOISE denim
“Work Wear” coat ($175) and
jean jacket “Chelys 1014”
and “Mrs. jean ($175). KILL
Robinson” CITY “Gazzarri”
pant (call for destroy-wash tee
pricing). H ($26). THE FRYE
BY HUDSON COMPANY “Phillip
“Encke” Lace-Up” boots
suede boots (call for pricing).
($134.09). Right:
CITIZENS OF
HUMANITY
“Borderline” denim
jacket ($145) and
“Daria” miniskirt
($81). GEORGE
LOVES tank
top ($33). THE
FRYE COMPANY
“Engineer 12R”
boots (call for
pricing).

PHOTOGRAPHER: BEN COPE/7ARTISTMANAGEMENT,COM; PRODUCER/STYLIST: N. JAYNE SEWARD/NORMAJAYNE.COM; MAKEUP: ANNA BRANSON using MAC at THE REX

AGENCY; HAIR: TARA JEAN for ARTMIX BEAUTY/RENE FURTERER; MODELS: HARRY HAINS and ANGEL RUTLEDGE for FORD LA; STYLIST INTERN: NICOLE WHITTED

DIRECTORY

Please note all prices are wholesale

CALVIN RUCKER
(323) 841-1112
OASIS ENK Vegas, #23138

CITIZENS OF HUMANITY

(213) 213-0390

Women's not showing in Las Vegas
Men's: Project, #326

CULT OF INDIVIDUALITY
(213) 250-6200, Ext. 117
Liberty Fairs, #556/557

ETIENNE MARCEL
(213) 316-0112
ENK Vegas, #17103

FRANKIE B
(213) 489-3055
Project, #18144

GEORGE LOVES
(213) 612-0050
Not showing in Las Vegas

H BY HUDSON
0207 729-2113
Project, #32100

JACOB DAVIS
(213) 239-9640
Liberty Fairs, #642

KASILRARE
(323) 816-6490
Liberty Fairs (check directory)

KILL CITY
(323) 260-7308, Ext. 219
Liberty Fairs, #580

LEVI'S
(415) 501-6513
Project, #34077

MCGUIRE

LA: (213) 622-9884
NY (212) 924-2466
ENK Vegas, #25128

NEUW
LA: (310) 933-7381
NY: (646) 508-3260
Liberty Fairs, #664
THE FRYE COMPANY
(310) 854-6701
Project, #22111
THVM - THIS HERE VERY MOMENT
w ” : “ (213) 617-0667
JACOB DAVIS “The Crosby” two-tone jacket ($62). NEUW “3

” « P Liberty Fairs (check directory)
Crowns Enkel Tee” ($20) and “Lou Slim” jean (378). THE FRYE CULT OF INDIVIDUALITY “Morrison” vest ($78) and “Rebel” jean TORTOISE

COMPANY “Phillip Lace-Up” boots (call for pricing). in “Etson” ($82). NEUW “3 Crowns Enkel Tee” ($20). info@tortoisejeans.com
Liberty Fairs (check directory)
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CONFIRMED

AUGUST 12TH & 13TH 2014

L*SPACE, VIX PAULA HERMANNY, VITAMIN A, WILDFOX, SEAFOLLY
ACACIA, PILY @, MAAJI, MIKOH, MINK PINK, FRANKIES, HELEN JON
RVCA, REEF , FOX, HURLEY , BEACH RIOT, LOLLI, SAN LORENZO,
BEACH BUNNY, BOYS & ARROWS, INDAH, TIGERLILY, POSH PAU,
MELISSA ODABASH, CARTER, SAUVAGE, LUXE BY LISA VOGEL
DOLCESSA, PRANA, LILY LOTUS, GUINTSOUL, SENSI, ELAN, RAVIYA
SANDORATTO, ROSE BULE, TORI, WATER GLAMOUR, TRUNKETTES
LE MAR, LEILANI, RAISINS, RAISIMNS GIRLS, RADIO FLJI, IT FIGURES!
GUESS, BEACH HOUSE, BEACH HOUSE WOMAMN, GABAR, ROXANNE
COCO RAVE, COCO REEF, COLCO REEF PLUS, JUICY COUTURE SWIM
MICHAEL KORS, CARMEN MARK VALVO, VINCE CAMUTO, TYR HB
TOMMY HILFIGER, NAUTICA, DKNY, MARC BY MARC JACOBS, DIVA
ACHE, SPLENDID, ELLA MOS55, TOMHY BAHAMA, MARA HOFFMAN
SWIMWEAR ANYWHERE, RAJ MANUFACTURING & MANY MORE.......
PROUDLY ENDORSED BY PROEXPORT COLOMBIA & ABEST BRAZIL

EXHIBITORS, SIGN UP NOW!
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Ma"S Continued from page 1

are driven by the experience.”

Caruso’s bombshell comments were ac-
companied by uncomfortable news for mall
operators. ShopperTrak, a market-research
firm that measures foot traffic in malls,
found that consumer foot traffic plummeted
14.6 percent during the 2013 Christmas retail
season despite a 2.7 percent increase in retail
sales across several channels. The statistic
suggested that while those shopping at malls
made more purchases,
many more were shop-
ping at home through e-
commerce.

California Apparel
News spoke with a group
of analysts, retailers
and real estate players
to gauge the state of the
mall. While all agreed
that the “A”-level mall
will continue to thrive,
the majority of speakers
agreed with Caruso that
the business will have to
change.

The panelists included Fraser Ross, found-
er of the Kitson chain of boutiques, which has
opened—and closed—locations in some of
the most exclusive malls, including the Bev-
erly Center in Los Angeles and The Ameri-
cana at Brand, as well as in hip retail streets
and more-unconventional locations such as
airports.

Paco Underhill is an environmental psy-
chologist who studies what makes people
shop. As founder of market-research company
Envirosell, and as author of books such as
“Call of the Mall: The Geography of Shop-
ping,” published in 2004, he has long analyzed
what attracts and repels people from malls.

Rick Caruso, founder and chief
executive officer, Caruso Affiliated

Giorgio Borruso is the owner of architec-
ture firm Giorgio Borruso Design. He has
built stores in malls such as South Coast
Plaza in Costa Mesa, Calif., and Americana at
Brand and is the winner of international archi-
tecture awards, including the 2013 German
Design Prize, the American Architecture
Award (2010 and 2007) and the Retail Design
Institute’s Store of the Year Award (2004,
2005, 2006, 2007, 2009 and 2010).

Jay Luchs is an executive vice president in
the West Los Angeles of-
fice of Newmark Grubb

Knight Frank and has
brokered deals on top
retail streets such as
Rodeo Drive and Abbot
Kinney Boulevard. He is
a partner in the Malibu
Village retail center in
Malibu, Calif.

Larry Kosmont is
president and chief ex-
ecutive officer of the
Kosmont Companies,
specializing in economic
development, real estate
and public finance. He consults with cities
on public and private deals with retailers and
mall developers. In 2009, Kosmont created
the Kosmont Muni Horizons Fund, which
sources private financing for public projects,
government programs, infrastructure funding
and economic development. He is a manag-
ing partner of the Renaissance Community
Fund, which invests and develops mixed-use,
residential and commercial projects through-
out California.

Do malls need to change? How do they need
to change?
FRASER ROSS: Malls are not bringing

You Give Us Your Invoice.
We Give You the Money.

You Pay Your Bills.
Factoring Made Simple.

No bells, unnecessary, really. No whistles, not
needed as well. No tricks. Ditto.

At Goodman Factors, we simply offer smart,
dedicated good service from an experienced
team of pros. Along with money at competitive
rates when you need it—today, for instance.

Goodman Factors

Since 1972

Please call 877-4-GOODMAN
or visit us at goodmanfactors.com. Simple, right?

The concept

. of factoring

":_-_-.J
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in freshness.
You have got to
provide more ac-
tivities, fashion
shows and celeb-
rity signings so
more people will
have a reason to
go. They have to
be more experi-
ential. Malls need
to do a better job
of integrating
entertainment
and dining. The
cookie-cutter
model is gone.
There are so
many things that
[mall operators]
can do to keep
people in malls,
but [they] don’t
do them. There
should be stroll-
er-rental services.
You have to cre-
ate a fun experi-
ence for kids in
the mall—a kids’
store, a kids’
play area and a
toy store. If kids
visit the mall and
have a great time,

Giorgio Borruso, owner of
architecture firm Giorgio
Borruso Design

Paco Underhill,
environmental psychologist,
founder of market-research
company Envirosell and
author of books such as
“Call of the Mall: The
Geography of Shopping”

they’ll keep asking their parents to bring them
back. Happy children equal a happy family.
You need coffee shops and theaters. You don’t
need another mass chain store in a mall. ...
Malls are not looking at longevity, they’re just
looking to get the highest rent.

Idon’t see a great future for malls that open

Larry Kosmont, president

and chief executive

officer of the Kosmont

Companies

Jay Luchs, executive vice
president in the West Los
Angeles office of Newmark
Grubb Knight Frank

more stores for
publicly traded
companies that
open their stores
to satisfy their
investors. In the
long term, those
stores won’t
bring in much
money. A lot of
branded stores
say, “Let’s open
our own store
and get double
margin,” but
you’re not get-
ting the same
sales. [Shop-
pers] come out
of the store with
one small bag—
not 20 pieces.
People want to
diversify their
wardrobes. A lot
of people don’t
know how to
diversify stores
quickly, and the
market changes
quickly. One
minute, scarves
are popular.

The next minute, headbands are popular. In
a boutique, you have the ability to be much
more agile and to respond quickly to changes

in taste.

It’s multi-brand stores that bring people
to malls. We bring convenience shopping to
the shopper. Stores also have to become mini
department stores. That’s how you’re going

= Malls page 12

WELLS FARGO
CAPITAL FINANCE

Our Trade Capital
team provides:

Factoring

Accounts receivable

financing

Accounts receivable
management

Acquisition financing

Inventory financing

Import and export
financing

Letters of credit

“I need a lender who

can help me adapt to

whatever comes next.”

WWIN "

BOOTH #M1016

In an industry that endlessly strives for the next big thing, having the flexibility to adapt at a moment’s notice is key to success. With our Trade Capital team
at Wells Fargo Capital Finance, you get the strength and stability you need, along with the nimbleness you want. Our balance sheet can help minimize your
exposure to risk, while our proven track record in factoring and receivables management helps make sure you're ready for whatever’s next. To help ensure
that your business’ success never goes out of style, let’s start a conversation today. Learn more at wellsfargocapitalfinance.com/apparel or

call 1-866-703-4932.

Together we’ll go far
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Fashion Resource

for APPAREL, ACCESSORIES, FOOTWEAR,
PHOTOGRAPHERS and PR FIRMS

Join the next

Find out about the special
package rate.

FEBRUARY 14
MARCH 7
APRIL 4

COSTELLA HANDBAGS
www.costellahandbags.com
info@costellahandbags.com

(323) 210-7566

For more information,
contact Terry Martinez

at 213-627-3737 ext. 213
or terry@apparelnews.net

Take advantage of our new
classifieds promotion and
double your exposure.

Everyone’s a Winner

When you place your FEBRUARY 14

ad in the next issue of
California Apparel News
and ApparelNews.net,
you’ll receive distribution
at 20 trade shows taking
place in Las Vegas
and New York.

Bonus Distribution
OffPrice Show 2/16-19
Curve NV 2/17-18
AccessoriesTheShow/Las Vegas 2/17-19

Agenda LV 2/17-19
Stitch 2/17-19
MRket 2/17-19

Sourcing@MAGIC 2/17-20

WWIN 2/17-20

FN Platform 2/18-20

WWDMAGIC 2/18-20
POOL 2/18-20
Project 2/18-20
Project Mvmnt 2/18-20
ENK Vegas 2/18-20
Liberty Fairs NV 2/17-19
Designers & Agents NY 2/21-23
Coterie 2/23-25
AccessoriesTheShow/FAME/Moda
Manhattan 2/24-26

Enter the promo code

Vegas14

and receive 15% off.

Apparel

Call now for special rates Jeffery
213-627-3737 x280
classifieds.apparelnews.net/

THE VOICE OF THE INDUSTRY FOR 69 YEARS
THE APPAREL NEWS GROUP, 110 East 9th st. #A-777, Los Angeles,
CA 90079 (213) 627-3737 apparelnews.net

12 CALIFORNIA APPAREL NEWS FEBRUARY 7-13, 2014 APPARELNEWS.NET

NEWS

Ma"S Continued from page 11

to survive. You edit the best of the best collec-
tions. You have a beautiful cashmere sweater
and a funny pillow next to it. You have every
different price point.

If you don’t have a large, national book-
seller in the mall, Kitson can bring people to
the mall to buy books. We sold $3 million in
books last year in minimal square footage due
to the editing and attitude of the selection we
provide.

Another point for consumers is that park-
ing is important. [Malls] are overcharging for
parking. That is one of the consumers’ biggest
issues. Why do people have to pay for parking
when they can have merchandise delivered to
their home, no questions asked, no hassle?

What does Kitson look for in mall space?

FRASER ROSS: We need to be in a high-
traffic lifestyle center with great dining, retail
and movies and a mixture of international
tourists and local clients. It is critical to us that
the management team of the center be willing
to partner with us on aggressively marketing
our business and giving us the flexibility to
do what we need to in order to be successful.
For instance, if we are next to a theater or din-
ing venue that attracts late traffic, we want the
flexibility to stay open later. We expect that the
center will commit to employing all available
resources, signage, events, social and tradi-
tional media, to benefit us and, in turn, them-
selves.

Are malls in crisis?

PACO UNDERHILL: The cutting edge
of the modern mall left North America long
ago. Every developer outside the U.S. has
been developing “alls” rather than “malls.”
Think about Tokyo Midtown, Time War-
ner Center in New York and Darling
Harbour in Sydney. In those places there
is commercial shopping. There are offices,
hotels and residential space. The mall itself
offers a complete shopping solution—there
are grocery stores, hardware stores, a place
to arrange travel, a childcare facility. Look
at Westfield properties outside of the United
States. There has been an effort to bring a
cross-section of tenants and improve the rel-
evance of the shopping malls.

Clearly, for U.S. malls, the most under-
developed asset is the asphalt that surrounds
them. Many U.S. malls are crying out for rede-
velopment. Most U.S. malls have no connec-
tion to public transportation. Japanese malls
are on top of railroad stations.

What do malls need to do?

PACO UNDERHILL: In the short term and
the long term, they have to bring in a broader
tenant mix. They have got to get over the para-
noia of the shopping cart. The have to bring
in grocery stores. They will have to bring in
tenants that don’t necessarily pay high rent but
tenants that bring in high foot traffic.

They also have to think about land. They
have to think about better ways to utilize as-
phalt. “B” and “C” malls might build housing
for the generation of baby boomers who don’t
want to mow lawns. Many “A” locations are
going to be fine. We don’t have the sophistica-
tion to meet [consumers’] desires. For exam-
ple, in Korean subway stations, there are vir-
tual stores, [e-commerce stores where consum-
ers view walls lined with pictures of consumer
products, make a purchase with their phones
and have the products delivered to an address
of their choice.] What if you went to Dodger
Stadium and there were a series of tents where
you could look at something?

What are malls doing right? Why do people
need malls?

JAY LUCHS: [Retailers] can do high sales
volume because there is a lot of foot traffic.
People want to browse and shop, and malls
are great places to do it. You go to malls to do
the sales. A lot of brands go to streets for the
image. But streets only have so much space.

Malls have a lot of space.

Tenants want to be on [retail] streets be-
cause they are more eclectic. They go to places
where they have great flooring and brick walls.
For hip brands, image is everything to them.
It is why streets are very important. Tenants’
images are created on the street. It is hard to
create an image in the mall when all of the
spaces look the same. I’'m a fan of both [malls
and retail streets].

You’ve made a career advising cities on retail.
What are you telling them now?

LARRY KOSMONT: Cities are still starved
for taxes and jobs, but we’ve seen huge turn-
over in retailers. The old days are over when
retail centers were built and populated with
big boxes. A lot of big boxes went dark, and a
lot, like Best Buy, are going to a smaller foot-
print.

[Cities] need to attract tenants and retail
projects that merge the bricks and clicks, bring-
ing jobs and vitality that will last. If they do not
focus on this, they are risking hard-earned pub-
lic monies unnecessarily.

What do malls need to do?

LARRY KOSMONT: You're going to see
multi-faceted businesses with medical, edu-
cation and housing. The retail center is going
back to the old days. It is going to be about
the village center and market squares. The key
is to focus on infill sites and rethinking civic
uses. The Internet is accelerating this trend.

Retail has become more about showman-
ship, events and entertainment value. Overall,
we’re thinking that the way retail centers will
change, a lot will have to be more trip-based.
They’1l have to think about what people will
make a trip for and what gets them out of the
house more consistently.

What do malls need? Do they need more green
space? More buildings that would evoke a
sense of wonder?

GIORGIO BORRUSO: To be relevant
today, the belief of maximizing dollars per
square foot with schemes of recurring banal-
ity, based on simple grids and repetition, all
masked by efficiency, needs to be replaced by
a sense of discovery, variety and a willingness
to sacrifice potential sales floor square foot-
age in favor of enrichment of “public spaces,”
such as gardens, fountains and playgrounds.
In terms of architectural language, it is fun-
damental to introduce variety, embracing a
holistic approach that transcends the “shop—
plus—food court” model, favoring a non-
linear, complex center of different activities
that mimics the intermix of uses of an urban
environment, a “surrogate city,” combining
leisure, gathering spaces, eateries and high-
level entertainment and incorporating the
use of natural elements, flora and water. Ar-
ticulation between open exterior spaces and
covered areas, interspersed with shopping,
can be a model for the future metropolis.
I am not sure that architects need to “reinvent”
the mall at all. As Rick Caruso astutely pointed
out, describing people of the Paleolithic era
sitting around the fire, humans have a natural
desire—in fact, almost a biological need—to
congregate, exchange stories, laugh, linger.
My suggestion is to look at extraordinarily
successful examples in our distant past—f{rom
Trajan’s Market [in Ancient Rome] to the an-
cient streets and piazze, integral components of
the texture of the built city. These places were
vital points of social gathering, the very life-
blood of the city, where people couldn’t wait
to spend time, interact, be seen, learn, work,
play and shop.

Maybe, with an eye to those utopic mod-
els, the mall could be a place that recognizes
you—not just salutes or sells you, [is] able to
understand your needs and aspirations, ambi-
tions and even frustrations, the same way a
good friend would do, thus providing tempo-
rary “warmth” and a sense of belonging that
will brace you to return to the complicated life
we all live. ®
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SEWING CONTRACTOR

Downtown LA factory capable of small or large
production and sample making.

SKILLS INCLUDE: single needle, double needle cover
stitch, overlock, marrow, blind hem and chain stitch.

20 years exp. Multiple references available upon
request. Quick turnaround. Quality workmanship.
Please call (424) 228-4706
or email jeanniehorn@gmail.com
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To advertise call: June 213-627-3737x250

FIT MODELS

L"a FIT-MODELS. COM
Fit Models
) All Sizes

Check us out on
Facehook
and enter to win
5100 Gift Card!

MODEL SERVICES

Rage iioneLs

FIT MODFL

FIT, SHOWRODOM, TRADE SHOWS, PRINT, COMMERTIAL, RUNWAY |
818-225-0526
P9 teamrageg@ragemodels.com

@o®  www.oragemodels.com

FIT MODELS

PRIVATE LABEL MFG.

. FIT MODELS — ALL SIZES l

Fit ® Print ® Runway ® Showroom ® Trade Shows

VRI

323.931.5555

“Contact Ms. Penny to set up a Fitting or Casting.”
Penny.Middlemiss@mavrickartists.com
Tiffany.Stubbs@mavrickartists.com

PROFESSIONAL GARMENT MANUFACTURE

Established factory in Vietnam with over 200 operators
and over 13 years of experience has immediate production
capacity available. Company prides itself for its high
commitment to quality and timely delivery. We have
extensive knowledge in the following areas: Lingerie;
including complex Bustier manufacturing, Bras, Swim,
Light Sportswear and Exercise wear.

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

MODEL SERVICES

To advertise in
the Directory of Professional
Services & Business Resources
call June 213-627-3737 x250

or E-mail: june@apparelnews.net

CLASSIFIEDS
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Jobs Available Jobhs Available Jobs Available

Executive Assistant
Miller International Inc. (Denver, CO) has an immediate
opening for an Executive Assistant to provide administrative
and secretarial support to the Executive Team. Check out
the full job description on our careers page at
www.miller-international.com

Associate Designer for Contemporary Brand
*Working under the Design Director: inception,cad
sketch, color research, trim development, artwork
*Working with Tech Designer, Pattern Maker, and Wash
Developer to set up tech packs, construction details
*Strong communication with multiple domestic and
overseas factories
*Setting up working line sheets, presentation boards,
and color stories.

*CONTACT: susan@geneticdenim.com

Asst. Designer/Associate Designer
Requirements: Minimum 2 years experience in women's
apparel., Adobe lllustrator, Adobe Photoshop, Excel. To
be considered for these opportunities, submit your re-
sume and sample work as an attachment to:
amy.johnnywas@yahoo.com

DESIGN ASSISTANT

Growing private label sweater manufacturer seeks a full-
time Design Assistant to work closely with a design
team. Min. 2 years experience in the Sweater Industry/
Knowledge of knitwear. The candidate must be creative,
artistic, computer savvy, organized, a great sketcher,
have knowledge of patterns, fluency in lllustrator and
Photoshop and able to multitask and works well with
others. Bilingual in English and Chnese a plus.

Please fax resume to 626-961-5008

GIRL'S DIVISION ACCOUNT MANAGER
Van Nuys based manufacturer is looking for an Account
Manager for our Girl's Division. This position oversees
orders from conception to shipment and requires exten-
sive understanding of costing in various COOs, T&A,
customer standards and requirements, fabrics and trims.
Candidate will work extensively with Sales, Design and
Production Teams and will have direct communication
with key accounts so must have excellent communica-
tion and follow up skills. Must have min. 3 years' exp. in
a similar position. Exp. with Target Corp. a big plus.
Please send resumes to: cathyk@kandykiss.com

Place your ads online at http://classifieds.apparelnews.net/

1ST PATTERNMAKER
Kellwood brand needs 1st patternmaker
with Gerber experience.
Please email resume: careersca@kellwood.com

swatfame

truth in fashion®
1ST PATTERNMAKER

Ideal candidate must have min. 3 yrs recent exp. making 1st
patterns. Must be able to create patterns from sketches. Exp.
with social dresses preferred. Must be able to function in
busy environment. Exp. with Gerber V8.2 PDS required no
exceptions. Only candidates with Gerber PDS exp. will be in-
terviewed and given skills exam. Send resumes to
rvasquez@swatfame.com.

First Pattern Maker: Dresses
Social Occasion dress designer Sue Wong seeks first
pattern maker for dresses (3+ years experience). Knowl-
edge of Gerber software is a plus. Health benefits
available. Salary Commensurate with experience.
Email: resumes@suewong.com
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ASSOCIATE DESIGNER DESIGNERS CUSTOMER SERVICE ASSISTANT
We are in search of a well-rounded, energetic, motivated ju- LA/China based woman apparel company is assembling a  Fast paced junior dress manufacturer seeking a CUSTOMER
nior level designer for a lifestyle apparel company, located in  team of experienced designers (5+yr) to expand it's line of ~ SERVICE ASSISTANT to Assist Warehouse with operations,
downtown Los Angeles. The Assistant/Associate Designer woman apparel. order entry, & Logistics. Must have Customer Service Exp.
would take direction from the Women's &/or Men's Senior ~ Applicants may send their resumes to: ilcanto8@yahoo.com in junior apparel manufacturing. This position consists of

Designer. They would be responsible for CAD/presentation
layouts, basic tech packs using Full Circle (our PLM/EDI
software), some apparel design, & any other assistance the
Women's Senior Designer may need.

Responsibilities

* Assist with all aspects from concept to design and final de-
velopment of specific classification

* Spec & assist with fitting proto samples to ensure they are
up to measurements, pattern, color, and quality standards

* Assist in all aspects of daily follow-up with external and in-
ternal business partners and communicate changes

* Sketch design in lllustrator a must.

* Execute garment tech packs that are organized & accurate
* Assist and take direction for preliminary design research

* Perform other duties as required

Requirements:

* Strong tech pack skills

* BA in fashion design and 2+ year related experience

* Comprehensive understanding of apparel design, fabric,
garment construction and the design process

* Strong organizational and time management skills, with
ability to multitask in a fast-paced creative environment

* Very good Photoshop and lllustrator skills

* Experience with Full Gircle a plus

* Basic MS Office skills;

* A passion for apparel!

HR@MargaritavilleApparel.com

No solicitors
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DESIGNER & ASSISTANT DESIGNER
Luxury Contemporary Denim Women Line Looking for
Designer and Assistant Designer for top and bottom de-
signs. Must interact between Pattern Makers, Sample
Makers, and Senior Designer to develop new designs ac-
cording to company concept. Good opportunity for new
Designers & Assistant Designers to start a career in the
fashion industry. Must have good sketching, communi-
cation skills, well organized, be a team player & be able
to put great ideas to work.

Send resumes to: jobs@robinsjean.com
or fax 562 231-0742
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PRODUCTION PATTERNMAKER
Must have min. 10 yrs exp. Expertise in Advanced Con-
temporary construction. Exp. with garment dye, washes,
shrinkages a must. Must be Gerber proficient. Must be
able to keep to schedule, communicate well and work
well with others.
Please send resumes w/work and salary history to:
HR@Raquelallegra.com

PATTERNMAKER/TECH DESIGNER

Product Manager Wanted for Large Apparel
Company

A large apparel Company located within the San Fernan-
do Valley is experiencing a growth phase. With our con-
tinued success and growth we are looking for a talented,
zealous, detail orientated Product Manager. The right
person will be an enthusiastic team player who is able to
work with sales and design, communicate with factories,
and be able to negotiate costs. Knowledge of garment
construction and fabric is a requisite. A required mini-
mum of 7 years of experience in sportswear along with
being able to maintain the full cycle of product manage-
ment. Experience with the mass retail market would be
an advantage. We employ a diverse team of individuals
dedicated to our mission by offering an excellent salary
and benefit package, such as health, optional dental,
gym membership and 401K. If you're dedicated and
ready to work for an organization that cares about you,
we have an opening for a Product Manager.

Please send your resume and cover letter along with pay
history to: employeescout@gmail.com.

high volume order entry and email correspondence. -
Excel, AIMS and EDI knowledge strongly preferred.
Please send cover letter and resume to:
productionjobslal23@gmail.com

Senior Account Executive
Contemporary multi-line showroom looking for a senior
account executive for in-house and show sales.
Aggressive compensation package. Established
relationships a must. Please email resumes to
salesexecresumes@gmail.com.

sanclu;lr_v

CLOTHING

SENIOR KNIT/SWEATER DESIGNER
Growing Company, Great Team, Burbank location needs:
SENIOR KNIT/SWEATER DESIGNER
Talented, prolific, current knit designer! Mixmaster!
Take charge. Full knowledge, create, source, tech fit.

Full process.

Aurv Knitz [ne.

CHARGE BACK ACCOUNTANT
Well established apparel company working specifically
with Juniors Knit tops is currently looking for applicants
to the following available positions:

Applicants must be able to work in a fast environment
and be very detail oriented.

Charge Back Accountant:

Applicant must have a minimum of 3 years in Charge
Backs experience. Background in the garment industry is
a big plus. Candidate must also be able to communicate
clearly and work on several projects at once. Part Time
job available.

Please email us your resume at: jnrdsgn@aol.com. Do
not send resume in body of email. Put on the subject the
position for which you're applying"

TECHICAL DESIGNER
Work with design team in creating. Must be fast
efficient, excellent sketched, follow thru with makers
All categories. Min 3 yrs experience.
Send resume with sample of work and salary
requirement to : Debra @ sanctuaryclothing.com

Matty M, Willow & Clay and Search for Sanity
DESIGN ASSISTANT

Contemporary lifestyle brands seeks a Design Assistant
who is creative, detail-oriented and motivated individual
with 3+ years of experience to join creative team.
0 Must be able to identify trends, colors and assist in
line development.
0 Must be organized, able to multi-task and work in fast-
paced environment.
0 Excellent communication skills, able to work with
domestic and import vendors.
0 Team player with positive, professional attitude and
understanding of deadlines.
A real opportunity for someone who is disciplined,
driven and focused on fashion.

Please send resume and salary history to

elaine@completeclothing.com

WEST COAST ACCOUNT EXECUTIVE

(Boutique)

Alternative Apparel hiring a West Coast Account Execu-

tives (Boutique). ldeal candidate will have 3-5 years pre-

vious experience in apparel sales with industry leading

brands in the men's and/or women's markets. Respon-

sibilities include Time and Action calendars, analysis &

forecasting sales, tracking replenishment business,

monitoring sell thru, & driving presentations & product

assortments. Bachelor's preferred.

Apply to suzi@alternativeapparel.com

PATTERNMAKER
Needed for Denim Manufacturer. Must have 3 yrs.
experience with Gerber patternmaking version
8.4 higher. Or Style CAD 8.0.

Please email resume to: lauram@atomicdenim.com
SAMPLE SEWER and DUPLICATES
Growing Contemporary label seeks full time First
Sample Sewer. Must have 6+ years experience in the
garment industry. and be authorized to work in the US.
Please contact Claudia at (310) 391-9292 # 225.

CAD OPERATOR
We have an immediate opening for an exp'd, highly creative
Team Player to work with our fast paced Design teams. Exp.

with Photoshop & lllustrator CS 3 a must. Duties include flat
sketching, line sheets, lllustration boards, screen print
graphics, all over print artwork, re-coloring & CADS. Min. 3
yIs. exp.

Email resumes to: caricuao90@gmail.com

Vince brand is seeking a Patternmaker/Tech Designer
with Gerber experience.
Please email resume: talent@vince.com

ASSISTANT DESIGNER
Local company seeks Assistant Designer for Contemporary
Missy denim & woven bottoms division. Must have 2+ yrs.
design exp., CAD sketching, garment construction knowl-
edge, Photoshop & lllustrator required. Web PDM is a plus.
Pls send resume with cover letter to:
Human.Resources@sunrisebrands.com or
fax to (323) 881-0375

DESIGNER
LA junior sportswear company seeking designer for
sportswear & dresses. Min. 5 yrs' experience. Know how to
work with overseas suppliers for product development.
Must have good communication skills, be well organized,
know the essential computer programs & be a team player.
Please send resume to: mpaguio@velvetheart.com

TECHNICAL DESIGNER
Swimwear technical designer needed. Fittings, QC,
self-starter. Al and Microsoft Excel a must.

Full time / benefits. Salary D.O.E.
anne@sunsetsinc.com
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Fast growing Apparel company is need of the following
for immediate employment;

1) Spec writer - must have a minimum  experience of
2 yrs & exposure in contemporary line preferably and
with good communication skills.

2) Shipping - Must have experience in shipping & re-
ceiving both fabric & garment and exposure with EDI
process is preferred.

Please send your resume to: textsmart@aol.com

BAILEYZ/

HEAD PATTERNMAKER

Looking for a candidate who is highly organized and
motivated with great people skills to manage a team of
production patternmakers and keep them on schedule.
Must be highly skilled and knowledgeable in fit and qual-
ity. Must be able to direct fittings along with design, and
also be able to assess and correct problems and clearly
explain solutions to production staff and contractors.
Must have at least 10 or more years' experience in the
better market.

Please e-mail your resume to info@bailey44.com

PHASHEN

PRODUCTION COORDINATOR
LA based consultant/agent seek exp prod coord 3+ yrs exp.
to communicate w/our China office. GREAT communication
is a MUST. Organized in fast pace environment. Knowledge
of garment prod & construction needed. Mandarin is A+ but
not required. Email resume to Peter@phasheninc.com

Production & Compliance Manager
Duties: follow products from development/sampling, pro-
duction & shipping/delivery to final customer. Good organi-
zation & follow daily details in various stages of completion.
MS Office & Outlook email necessary. Pay DOE, but provide
desired amount. Pls send resume to linda@soxnetinc.com.

APPAREL PRODUCTION MANAGER
Established clothing manufacturer located in Vernon, Ca
growing rapidly has following positions available imme-
diately. We offer a professional, team orientated work
environment, competitive compensation including health
plan and 401k .

APPAREL PRODUCTION MANAGER.

Production and Quality Control of Domestic Production.
Qualifications & current experience to include superviso-
ry skills in Sewing, Garment Construction, production
quality control, tech pack's, costing and knowledge of
domestic sewing contractors.

CUSTOMER SERVICE REPS (3 positions available)
Customer Service Reps for data entry of purchase or-
ders, invoicing, customer and sales rep support via
email and phone. Qualifications to include current Appar-
el Customer Service experience, accurate data entry
skills, good skills on excel, emails, industry software,
and professional phone manner.

ACCOUNTS PAYABLE SPECIALIST

Self-motivated individual to help with accounting tasks
and focus on accounts payable, must have strong atten-
tion to detail, computer skills, good typing speed, must
have previous accounting experience, able to reconcile
accounts, strong work ethics, team player, problem
solver and able to follow direction. Candidates will be
tested on their skills, only apply if you have relevant exp.

PLEASE EMAIL YOUR RESUME INCLUDING SALARY
REQUIREMENTS TO:abeurekal@gmail.com Thank You.

CPCITY PRINTS

PRODUCTION ASSISTANT and
MIMAKI PRINTING MACHINE ASSISTANT
-Receive and organize fabric approvals
-Send out daily packages
-Assist Mimaki technician
-Ability to work with a team and meet strict deadlines.
contact_us@cityprintsny.com
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QC POSITION AVAILABLE
Seeking highly qualified Individual w / min 5 yrs exp. Un-
derstands all aspects of sewing construction, repairs and
finishing. Must have excellent follow up skills.
Valid DL and transportation.
Email resume to HR@raquelallegra.com

Sample/pattern/production Maker needed
Must be experienced. Needs to do structure gowns,bon-
ing and must work at fast pace. Contact Stephanie C
(213)689-3020 Wanted sample maker

Matty M, Willow & Clay and Search fo Sanity
PRODUCTION PATTERNMAKER
Established Contemporary label seeks Production Pat-
ternmaker to develop first through production patterns.
Must have 5-7+ yrs patternmaking exp. and knowledge
of TukaCad software. Applicant must have a solid under-
standing of sewing construction with novelty fabrics.
Must be able to conduct fit sessions and to review over-

all fit, balance and finish of the garment.
Please send resume and salary history to
elaine@completeclothing.com

sanclu;lr_v

CLOTHING

SENIOR TECHNICAL DESIGNER/BOTTOMS
5+ yrs. experience in the fashion industry and in the
technical area responsible in creating complete technical
packs from pre-development stage to end production in
full cycle. Must have denim and non denim washed and
fashion bottoms experience. Familiar with specs and fit-
ting interpretations. Sit in fittings with designer. Com-
municate overall fit comments/approvals to oversea fac-
tories. Proficient with lllustrator, Photoshop, Word and
Excel. Patternmaking knowledge a plus.

Email resume along with salary requirement to:
rosemary@sanctuaryclothing.com

Production Patternmaker
Looking for a production patternmaker who is fluent in
tukatech. Knowledge of import and domestic production. We
produce woven tops and dresses, & knit dress. Style is con-
temporary. Self motivated and organized. Friendly atmo-
sphere. Atleast 10 years of pattern making experience. We
are located in downtown Los Angeles. kris@azizla.com

TECHNICAL DESIGNER
4+ yrs. experience with denim & non-denim fashion bottoms
& tops. Responsibilities include measuring & fitting samples
with designers, sending fit comments, approving graded
specs & communicating with our overseas factories on a
daily basis proactively solving fit issues.
Email resumes to fit@ymijeans.com

TECHNICAL DESIGNER Min 5 years exp. Knowledge
Flat Pattern, Photoshop,
Illustrator, Excel. Create tech packs for overseas &
domestic vendors, specs garments.
andrew@andrewchristian.com

Technical Designer
Technical Designer
Garment importer and wholesaler in City of Brea is look-
ing for a full time technical designer.
Min 3 year experience in the fashion industry (women
swimwear experience is a plus) responsible in creating
tech pack from sample development to final production.
Familiar with specs, fitting, garment construction. Com-
municate fit comments to overseas vendors. Proficient
with lllustrator, Photoshop, Word and Excel. Pattern
making knowledge a plus. Friendly working environment,
full health and dental coverage. Please email resume to-
gether with salary requirement to:
karl@ajglobaltexinc.com

Johs Wanted

Freelance Patternmaker
Expert draper/patternmaker. 20+ years experience all cate-
gories. Patterns, tech packs, fittings, samples, duplicates,
small production. Highest quality available. Downtown lo-
cation. mod@margaretondemand.com 818-679-2007

MARGO'S PATTERNS
* Quality -
- Effective Product Development-
There is a difference
www.patternsbymargo.com or 213.623.2765

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

Line Wanted
LA sales rep looking 4 junior fashion line tops, bottoms,drs
to sell in budget mrkt. Please email
jenniferannwaites@gmail.com.

We buy women's contemporary, name brand
clothing, shoes, and accessories
We buy contemporary, name brand women's clothing, shoes
& accessories. They can be overstock merchandise, out of
business, end of season, etc.
480-612-2886 or tensbums@cox.net
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