
Brookfield’s Hogan:  
Why FIGat7th Retail Center  
Paid Off, What DTLA Needs  
to Do to Keep Retail Booming

Downtown Los Angeles is a hot retail spot now, but eight 
years ago, it was a dead zone for high-end mall-style retail. 

Brookfield Office Properties, headquartered in New 
York, correctly forecasted that downtown Los Angeles 
would be able to support a City Target as well as empori-
ums for H&M, Victoria’s Secret and Zara, all of which 
opened at FIGat7th, the retail center in downtown Los An-
geles that Brookfield renovated at a price tag of more than 
$40 million. 

California Apparel News recently interviewed Ed Ho-
gan, Brookfield’s national director of retail leasing, on the 
occasion of the June opening of Zara. The retail center is 95 
percent leased, but Hogan declined to state FIGat7th’s sales 
per square feet. Hogan talked about why Brookfield wanted 
to spend millions on downtown Los Angeles and what the 

➥ FIGat7th page 8

Georges Marciano is a well-known figure in the apparel 
industry. He founded the company Guess? Inc. and suc-
cessfully ran a brand that revolutionized the way consum-
ers relate to denim.

After selling his 40 percent share in the company to his 
brothers in 1993 and leaving, Marciano went into investing 
in commercial real estate.  

Now Marciano has returned to fashion with his own 
clothing line. It is called GM - Georges Marciano. It 
launched about three months ago with the help of 6188, a 
creative branding studio owned by Marciano’s son, Scott 
Marciano, and Marciano’s former design liaison, Angela 
Furlong. The two will be spearheading GM - Georges Mar-
ciano as one of their first projects. 

GM is denim focused but will also include men’s and 

Georges Marciano 
Returns With New 
Denim Line
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The Voice of The indusTry for 69 years

Designers who are looking forward for clothing ideas of-
ten glance back to get inspiration.

Ralph Lauren is one of the prime examples of how a de-
signer turns the past into the present. In the 1980s, he built 
his line on the American prairie look. He has taken the styles 
from “The Great Gatsby” era of the 1920s and turned them 
into a sophisticated collection. Most recently, he has been 
an astute student of the Edwardian period of the early 20th 
century, which falls in sync with the popularity of the British 
TV series “Downton Abbey.”

To explore how the previous trends affect today’s fashion 
world, Fashion Group International of Los Angeles orga-
nized a panel at the Fashion Institute of Design & Mer-
chandising in downtown Los Angeles to take a look at the 

subject on June 24. The four panelists were Doris Raymond, 
owner of the vintage boutique The Way We Wore; Alicia 
Estrada, owner of the clothing company Stop Staring!, 
which makes clothes primarily inspired by the 1950s; Sha-
reen Mitchell, who owns Shareen Vintage; and Madeline 
Harmon, co-owner of Chuck’s Vintage store on Melrose 
Avenue. 

Everyone agreed that taking cues from vintage apparel is 
a popular way for designers to come up with new ideas. “We 
are the pebble in the pond,” said Raymond, who opened her 
first vintage shop in San Francisco in 1981 and later moved 
it to La Brea Avenue in Los Angeles. 

Raymond has two sides to her business. There is the bou-
tique side, frequented by shoppers looking for brand-name, 
high-quality vintage pieces. Then there is the by-appoint-
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How Vintage Fashion Affects Contemporary Design
By Deborah Belgum Senior Editor

FULL HOUse: The renovataion of the FIGat7th retail center was a gamble on downtown LA, but it has turned out to be 
successful.
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San Francisco startup Le Tote believes it can pack the best 
of e-commerce trends into one bag.

Le Tote is riding the wave that has spawned other e-com-
merce rental sites such as Rent the Runway and Bag Bor-
row & Steal. But the San Francisco e-retailer has carved out 
a unique niche for itself. 

Instead of renting gowns, such as Rent the Runway does, 
or handbags, à la Bag Barrow & Steal, Le Tote rents sacks 
full of women’s fashions from popular brands such as BCBG 
and French Connection and loans them to Le Tote customers 
for $49 a month, said Brett Northart, the e-commerce site’s 
president. He and Rakesh Tondon founded Le Tote in October 
2012 as an invitation-only site and opened it up to the general 
public in mid-2013.

The San Francisco e-commerce site believes that it can 
also act as a personal stylist for its members. Le Tote gathers 
a vast vault of information on its members’ fashion pref-
erences through its algorithm, which has been nicknamed 
Chloe. 

Recently graduated from beta testing, Chloe not only sug-
gests what clothes a specific member would rent but can tell 
with accuracy what looks would be most flattering on a Le 
Tote member. Each tote contains three items and two acces-
sories that can be kept for as long as a customer wants. There 
are no shipping or return fees. 

“It’s an evolution for the business,” Northart said. “When it 
started, it revolved around a personal-stylist experience. Indi-
viduals thought through what would be best pieces for you. As it 
grew and collected more data, it built up substantial profiles on 

Le Tote: Finding a Personal Stylist in an Algorithm
By Andrew Asch Retail Editor
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Dov Charney may have bought up a huge 
chunk of American Apparel’s stock, but 
the control of the company could rest with 
a New York investment firm that helped the 
ousted executive bankroll the purchase of 
millions of shares.

According to published reports, Charney 
agreed to let Standard General approve 
all the moves he makes now that Standard 
General loaned him money to up his stake 
to 43 percent ownership in the Los Angeles 
apparel company. 

But American Apparel had a vote of no 
confidence from another stockholder. Inves-
tor FiveT Capital AG sold a big chunk of its 
stock. The fund once had been the retailer’s 
largest outside shareholder.

In filings, FiveT said its stock portfolio 
went from 26 million shares earlier this year 
to 5.54 million shares. The Zurich-based firm 
now holds about 3.2 percent of the stock, 
down from almost 13 percent.

FiveT came to American Apparel’s aid 
earlier this year, buying about half of the 
shares in a stock offering the retailer used to 
raise cash and stave off a default.

On June 27, with the help of Standard 
General, Charney bought 27.35 million 
shares of American Apparel stock for $19.55 
million. The investment firm bought the 
stock and then, through a loan, turned it over 
to Charney. The five-year loan carries a 10 
percent interest rate.

The transaction was outlined in docu-
ments filed with the Securities and Exchange 
Commission on June 30.

Now that Charney is the master of 42.98 
percent of the company’s stock, up from 
his previous 27 percent, he has called for a 
special stockholders meeting to take place 

on Sept. 25 to amend the clothing compa-
ny’s bylaws. He wants to boost the number 
of people serving on the board of directors 
from five to 15. American Apparel execu-
tives have rejected his request.

The New York Times is reporting that 
Standard General is in talks with the board 
to bring on new directors with more retail 
experience while keeping production of the 
American Apparel vast line of clothing in 
Los Angeles.

When Charney announced his intentions 
on acquiring more stock, the board an-
nounced a one-year shareholder-rights plan.

It gives shareholders the right to buy one 
ten-thousandth of a share of preferred stock 
at an exercise price of $2.75.

Further rights kick in if an investor attempts 
to acquire a larger piece of American Apparel 
stock. Any person or groups that own 15 per-
cent or more of American Apparel common 
stock will be considered an acquiring person. 
Any person or groups that already own at least 
a 15 percent stake in the company’s common 
stock will be considered an acquiring person 
if they buy an additional 1 percent of stock.

If that occurs, existing stockholders will 
be able to buy additional shares of the com-
pany’s common stock for $2.75 a share.

Meanwhile, American Apparel announced 
it had hired the investment-banking advisory 
firm Peter J. Solomon Co. to ensure that it 
has “adequate access to capital in the future 
at a reasonable cost.”

This comes at the same time that Lion 
Capital has asked the Los Angeles apparel 
firm, which employs 10,000 people world-
wide, to repay a $10 million loan. The loan is 
considered in default if Charney is no longer 
chief executive. American Apparel execu-

tives have said the company would be able 
to pay the loan. 

Meanwhile, taking over for Charney is 
John Luttrell, American Apparel’s executive 
vice president and chief financial officer, who 
was named as interim CEO while the com-
pany searches for a new chief executive.

According to a press release issued by 
the company, Charney’s termination will be 
effective following a 30-day cure period re-
quired under the terms of Charney’s employ-
ment agreement. 

The board also intends to request Charney 
resign from the board. He is no longer the 
chairman of the board. That position is now 
jointly held by board directors Allan Mayer 
and David Danziger. 

Mayer has been a member of the board 
since the company went public in 2007 and 
has served as its lead independent director 
for the past three years. Danziger has chaired 
the board’s Audit Committee since 2011.

The company’s directors said they decided 
to fire Charney after conducting an investi-
gation into his alleged misconduct, although 
the directors did not go into any details about 
the investigation.

Over the years, Charney has been em-
broiled in a number of sexual-harassment 
lawsuits, some settled out of court, some 
dropped and some still active. He has also 
garnered his share of criticism for his pro-
vocative advertisements showing scantily 
clad models wearing the company’s apparel 
or posing in suggestive manners.

In recent years, American Apparel has 
been losing money and flirting with bank-
ruptcy. It has had only one profitable quarter 
over the past 17 quarters.

For 2013, the company reported a net loss 
of $106.3 million on $633.4 million in reve-
nues, compared with a loss of $37.3 million on 
$617.3 million in revenues in 2012. Facing a 
cash shortfall, the retailer in March announced 
plans to sell 61 million shares of stock at 50 
cents each to meet debt payments.

Head hunt 

The company is working with an execu-
tive-search firm to find a new chief execu-
tive. 

Sources close to the company doubted 

that Luttrell, the acting CEO, would take over 
the top job permanently. He has been with 
American Apparel since February 2011 and 
currently serves as the company’s executive 
vice president and chief financial officer. Pre-
viously, he held the same titles at Old Navy, 
The Wet Seal and Cost Plus. His strength is 
running the financial side of a business.

However, in his new temporary position, 
Luttrell’s yearly compensation will increase 
from $441,000 to $750,000, with a guarantee 
he will earn that sum for at least six months.

In addition, he was awarded a vested 
stock grant of 350,000 shares, which means 
he now owns 967,186 shares.

The board said in its statement that “Dov 
Charney created American Apparel, but the 
company has grown much larger than any 
one individual, and we are confident that its 
greatest days are still ahead.”

In financial papers filed with the Securities 
& Exchange Commission, American Apparel 
noted that a new distribution center opened 
last year in La Mirada, Calif., had cost the 
company $10 million instead of saving it $3 
million as planned. But it failed to note that 
Charney insisted that he run the new distri-
bution center, which turned out to be disas-
trous until he departed around Thanksgiving, 
sources close to the distribution center said. 
Charney even moved in a bed to be closer to 
the operations, one source said. 

American Apparel is probably one of the 
largest apparel factories in the United States. 
It employs 10,000 people around the world—
in stores and in production facilities. 

“We have one of the best known and most 
relevant brands in the world, with employees 
who are second to none; I believe we have 
a very exciting future,” Luttrell said in the 
release. “Our core business—designing, 
manufacturing and selling American-made 
branded apparel—is strong and continues to 
demonstrate great potential for growth, both 
in the U.S. and abroad. This new chapter in 
the American Apparel story will be the most 
exciting one yet.”

The release said the company will continue 
to “remain committed to its sweatshop-free, 
“Made in USA” manufacturing philosophy.”

Charney founded American Apparel in 
1997. The company operates nearly 250 retail 
stores in 20 countries.—Deborah Belgum

Battle for American Apparel Rests With New York Investment Fund

Sport Chalet Inc., a prominent West 
Coast retailer of sporting goods for more 
than 50 years, was acquired by Vestis Retail 
Group, which runs Bob’s Stores and East-
ern Mountain Sports.

The purchase price was listed as $17 mil-
lion in cash, but Vestis is also assuming more 
than $52 million of Sport Chalet debt.

Sport Chalet, based in the Los Angeles 
suburb of La Cañada Flintridge, will be-
come a private company after the transaction 
closes at the end of the third quarter. Sport 
Chalet will remain headquartered in Califor-
nia with Craig Levra staying on as chairman, 
chief executive officer and president. 

Vestis, which is owned by Versa Capital 
Management LLC, a Philadelphia-based 
private equity firm with more than $1.4 bil-
lion in assets, will make a cash tender offer 
for all of Sport Chalet’s Class A and Class B 
shares for $1.20 per share. Shares of Sport 
Chalet Class A stock rose 31 cents, or 37 
percent, to $1.15 on the Nasdaq. 

The deal will create a fleet of 150 stores 
with $800 million in combined sales. Sport 
Chalet has 50 emporiums in California, Ne-
vada, Arizona and Utah. Eastern Mountain 
Sports operates 68 stores. Bob’s runs 35 
locations described as value-oriented stores 

with casual fashion, denim, activewear and 
footwear. 

In recent years, Sport Chalet has had a 
tough time making a profit. In fiscal 2013, it 
lost $3.33 million on $360.4 million in rev-
enue. The previous year it lost $5 million on 
$350 million in revenue.

In 2013, Sport Chalet started exploring 
various opportunities to expand its growth. 
It was advised by Cappello Global LLC, a 
private equity firm headquartered in Santa 
Monica, Calif. 

In a letter to employees, Levra said he 
did not anticipate any Sport Chalet locations 
would be closed or any jobs would be cut in 
the near future.  

A Sport Chalet press release said the re-
tailer would become stronger because of the 
deal. As part of a larger organization, it will 
have larger economies of scale, which it did 
not have as a regional retailer. It will have 
greater purchasing power and a greater mar-
keting and advertising budget. 

Sport Chalet has an interesting history. It 
was started in 1959 by Norbert Olbertz and 
his wife, Irene, when they bought a small ski 
and tennis shop in La Cañada Flintridge. To 
save money that first year, they slept in the 
back of the store.—Andrew Asch

Sport Chalet Acquired by East Coast Retail Group
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their tastes, their fit profiles, how the fit makes them feel.”
Based on a member’s rental history, Chloe can suggest 

garments and styles based on what the member actually or-
dered rather than what she put on her profile. 

For example, if she posted on her profile that she prefers 
low-cut tops but her rental history finds she mostly rents 
crew-neck tops, the algorithm will suggest that she stick with 
looks from her rental history. 

Of course, the customer is always right, Northart said. Le 
Tote will always send the items that have been requested. Yet 
in each bag sent out, Le Tote will add a “mystery piece,” or a 
garment that Chloe believes a specific customer would love. 

“We want to provide you pieces that you would like. 
Sometimes it is what you ordered, sometimes it pushes your 
boundaries a bit,” Northart said. 

Chloe’s accuracy is shaped by its thorough follow-up 
questions, Northart said. After a member returns a bag of 
clothes, Chloe asks a lot of questions on where a garment 
fit—or did not fit—and what else the member loved or hated 
about the piece. The algorithm’s success depends on collabo-
ration with the site’s members, and more than 75 percent of 

Le Tote’s members reply to the algorithm’s follow-up ques-
tions, Northart said. Le Tote also employs a handful of hu-
man stylists, but Chloe has been taking a higher profile on 
the site, he said.

Some of the site’s success will depend on what consum-
ers want to share, said Kelsi Smith, a Le Tote member and a 
digital-marketing expert and chief executive of Stylesmith, 
a Los Angeles–headquartered media and marketing agency. 
She also is the director and founder of the Los Angeles 
Fashion Council, which produces Los Angeles Fashion 
Week events.

The clothing-rental model succeeds with Rent the Run-
way. “It makes sense to rent gowns,” she said. “It gives you 
the opportunity to rent something that you wouldn’t be able 
to buy,” Smith said.

For Smith, the jury is still out on whether women would 
want to rent contemporary clothes, especially for those who 
live in driving distance of a mall with a lot of contemporary 
stores.

Northart said that Le Tote is quickly being embraced by 
its core demographic, women in their 20s and 30s. His site’s 
revenue and subscriber base here increased 30 percent to 40 
percent each month, he said. But he declined to further quan-

tify his site’s growth.
Growth is just beginning for Le Tote because Northart 

contends that consumption habits have changed. Today’s 
consumers, especially people in their 20s and 30s, prefer 
to rent a house and a car. “The recession skewed a lot of 
people’s perceptions of owning,” Northart said. “[Le Tote] is 
a great way to supplement a wardrobe and not be committed 
to owning it forever.”

For Kristina Skinner, a Le Tote member who also does 
public relations for a San Francisco startup company called 
Inkling, renting clothes is a great way to fill out a ward-
robe.

“I love having new clothes but get very bored very quickly 
with a lot of the items I own,” Skinner said. “Le Tote lets 
me constantly infuse my wardrobe with fresh items without 
breaking the bank, and I also love that I get to take some 
fashion risks and style clothing I might not necessarily ever 
pick out for myself in a store. Also, I couldn’t even buy an 
outfit I love for $49 a month, but with Le Tote I get to wear 
about 10 to 15 outfits I love every month. It makes justify-
ing the monthly subscription fee pretty easy when you think 
about it like that. I really enjoy the clothing-rental concept. I 
also use Rent the Runway for formalwear.” ● 
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women’s contemporary clothing with six to eight categories, 
including shirtings, vests, tees, skirts and dresses. “This was 
my father’s idea, but the inspiration for the line comes from 
all three of us. Angela and I share the same vision, and we 
often bounce ideas off each other,” Scott Marciano said. His 
father now lives in Montreal after losing a lawsuit in Los An-
geles and being ordered to pay $105 million in damages.

Furlong is a fashion veteran. She 
was part of the first graduating class 
in 1983 from the Otis College of 
Art and Design. A year later, she 
started working for Guess. “It was 
only a 3-year-old company then. I 
stayed with Marciano for a decade, 
where I was a designer and eventu-
ally landed a role as vice president,” 
Furlong said. “It went from a $35 
million company to a $650 million 
venture, and I had the opportunity to 
watch it grow,” she said.

Furlong brings years of experi-
ence to the project. She has worked 
at a wide array of denim brands—
Esprit in its heyday, Lucky Brand 
and True Religion. 

Although this is Scott Marciano’s first formal induction 
into the apparel industry, he has been working alongside his 
father for years. “I have always had a passion for the indus-
try, and it’s in my blood. Right now, it’s about getting my 
dad’s vision to come alive,” Scott Marciano said.

The team aims to create and manufacture quality products 
made in the United States. They want to re-establish a men’s 
and women’s brand based off the aesthetics of the 1980s, a 
throwback to a time when the wash, fit and style of denim 

were expressive and fun.
The brand’s DNA is denim, but all the pieces tie into one 

cohesive look. “We want an Americana feeling that Georges 
[captured] in the early ’80s but would like to make it more 
contemporary,” Furlong said. 

They intend to capture a modern youth culture by concen-
trating on an up-to-date fit. The women’s denim bottoms 
feature a slim cut. 

All the woven fabrics are imported from Italy and Tur-

key. Printed shirtings use twills and corduroy. 
The knits are sourced and manufactured in Peru. The knit 

pieces use cotton, jersey, fleece and piqué. Thermals will be 
added. All the knits have a special wash to them.

There are three denim categories: vintage, classic and col-
ored. The look is a bit rigid because they eschew the use of 
“super stretch.” The indigos are not too raw nor selvage. “We 
are going for a heritage look but not a straightforward gar-
ment dye,” Furlong said. 

They use a lot of interesting dyeing processes from Eu-

rope to achieve a soft, brushed look. 
There are also a graphic element, embroidered details, top 

finishing coats and a lot of color used as a vehicle to achieve 
the new GM sensibility. The men’s denim pants come in a 
standard slim/straight fit. The designers are working on a ta-
pered and skinny silhouette for the future. 

Average wholesale price points are expected to run be-
tween $75 and $300.

GM plans to officially launch in August through a few dif-
ferent venues—e-commerce, boutiques and the label’s own 
online site, which will be running soon. “We are going to 
first push a little bit of everything from our collection,” Fur-
long said. “Once sold, we will continue to add and sell as we 
go along,” she said. 

For more information, contact Scott Marciano at smar-
cianoe88@gmail.com. ●

Marciano Continued from page 1

Le Tote  Continued from page 1

Even though the six-year contract between West Coast 
dockworkers and their port employers expired at 5 p.m. on 
July 1, the two sides will continue negotiations through the 
middle of July.

The International Longshore and Warehouse Union, 
which represents some 13,600 registered workers at 29 West 
Coast ports, and the Pacific Maritime Association, whose 
72 members include shipping lines and terminal operators, 
have been negotiating in San Francisco since May 12. 

PMA spokesperson Wade Gates said that both sides con-
tinue to talk and would be negotiating through the middle 
of July. That message was reiterated by ILWU spokesper-
son Craig Merrilees. “They are meeting and negotiating and 
working on it,” he said. Merrilees added that cargo will keep 
moving and normal operations will continue at the ports until 
an agreement can be reached.

Both sides have been relatively quiet about the talks, which 
is good news because in the past there have been threats of 
work slowdowns if the talks bogged down. 

In the past, it has taken weeks after the deadline to come 
up with an agreement, and this year it will probably be no 
different. But it always puts on edge apparel importers and 
exporters who use the ports of Los Angeles; San Diego; 

Long Beach, Calif.; Oakland, Calif.; or Tacoma/Seattle, 
Wash. 

Major retailers and apparel manufacturers already have 
their contingency plans in place in case a work stoppage 
happens. The National Retail Federation recently issued a 
study showing if there was a West Coast port shutdown, it 
would cost the economy as much as $2.5 billion a day.  

The study showed that a five-day stoppage would reduce 
the U.S. gross domestic product by $1.9 billion a day, disrupt 
73,000 jobs and cost the average household $81 in purchas-
ing power. 

In the past, contract negotiations have been stuck on is-
sues such as automation and technology.

This time, the issues are centered around a generous 
healthcare plan provided by the employers. Currently, long-
shore workers pay nothing for their healthcare coverage and 
only $1 for prescriptions even though they are among some 
of the highest-paid blue-collar workers in the United States, 
with yearly wages hovering around $100,000. 

Under President Obama’s Affordable Care Act, these gen-
erous healthcare plans will be subject to a “Cadillac tax” that 
will cost employers millions. The rationale for the tax is to 
rein in bloated healthcare plans that raise medical costs and 
to help fund Obamacare. 

This “Cadillac tax” calls for a 40 percent excise tax on 

employer-sponsored plans spending more than $10,200 per 
employee or $27,500 per family.

Starting in 2018, PMA members will have to pay a hefty 
$150 million tax on the healthcare plans provided to long-
shore workers. 

Because the tax doesn’t begin until 2018, it is possible the 
two sides could end up hammering out a three-year contract 
rather than a six-year contract to push the issue down the 
road. 

Every contract-negotiation season has its difficulties. In 
2008, negotiations got contentious over automation and job 
security, but an agreement was reached a month after the 
contract expired. 

Many still are haunted by the disastrous contract negotia-
tions in 2002. The PMA’s shipping companies and terminal 
operators locked out dockworkers on Sept. 27, shutting down 
all West Coast port operations for 11 days during the impor-
tant season to bring in holiday goods. Major apparel com-
panies in Los Angeles lost millions when they were unable 
to deliver their goods on time and had to pay charge-back 
money or saw orders canceled. 

President George W. Bush invoked the Taft-Hartley Act 
and got a court order to open up the ports again. It was the 
first work stoppage at the West Coast ports since 1971, when 
a strike closed the ports for several months. ●

Longshore Workers and Employers Continue Talks After Contract Expires
By Deborah Belgum Senior Editor

Scott Marciano and Andrea 
Furlong

Shirts from the GM - Georges Marciano collection The GM - Georges Marciano collection
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July 5
Interfilière
Paris Expo Porte de Versailles
Paris
Through July 7

July 7
LA Fashion District Walking Tour 
by Fashion Business Inc.
Los Angeles

July 8
Venue
Cooper Design Space
Los Angeles
Through July 9

Fashion Culture Trade Fair, 
presented by Fi3
Barker Hangar
Santa Monica, Calif.
Through July 9

July 9
“Sales Negotiations” webinar
online

July 10
Agenda
Long Beach Convention Center
Long Beach, Calif.
Through July 11

“Follow-Up Business Plan” 
workshop by Fashion Business Inc.

California Market Center, A792
Los Angeles

July 14
“Starting a Business Plan for a 
Fashion Product” workshop by 
Fashion Business Inc.
California Market Center, A792
Los Angeles

July 15
CMC Gift & Home Market
California Market Center
Los Angeles
Through July 21

Spin Expo
Metropolitan Pavilion
New York
Through July 17

July 17
Mercedes-Benz Fashion Week 
Swim
Various venues
Miami
Through July 21

July 18
California Gift Show
Los Angeles Convention Center
Los Angeles
Through July 21

July 19
Cabana
Miami Beach, Fla.
Through July 21

Salon Allure
W South Beach
South Beach, Fla.
Through July 22

Miami Swim Show
Miami Beach Convention Center
Miami Beach, Fla.
Through July 22

July 20
Pooltradeshow
Jacob K. Javits Convention Center
New York
Through July 22

Project
Jacob K. Javits Convention Center
New York
Through July 22
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312 E. Jefferson Blvd.
Los Angeles, CA 90011

Tel (323) 232-6700
Fax (323) 232-6858
www.keylininc.com
support@keylininc.com

Your Source for Premium Products

zippers
Swiss Made

Mid and West Region 
Distribution Center

Keylin inc.

Accessories
Bra Hook & Ring

Buckles
Chains
Charms

Conchos
God Locks

Elastic
Eyelets & Grommets

Fasteners

Hook & Eyes
Hook & Loops
Jean Rivets

Loops
Machine Dies

Machinery
Nail Heads

Purse Frames
Rhinestones

Rings

Rivets
Safety & Kilt Pins

Sliders
Snaps

Suspender Clips

Tack Buttons
Tips

Webbing
Wood Beads 

Zippers
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Bebe Stores Inc. announced June 27 that 
it will shutter its 2b Bebe division in a cost-
cutting effort that will eventually save the re-
tailer $9 million to $10 million annually.

Described as “sexy, affordable fashion” on 
the division’s website, 2b Bebe runs 16 mall-
based stores and an e-commerce site. Jim 
Wiggett, Bebe’s interim chief executive of-
ficer, said that the closure of the division will 
allow the company to focus on the core Bebe 
brand. “This is a difficult step but important 
to the long-term success of our brand,” Wig-
gett said in a company statement. “As we 
prepare for the next fiscal year, we continue 
to evaluate our cost structure, capital expen-
diture requirements and dividend payments, 
and we will remain focused on carefully 
managing expenses and inventories, as well 
as preserving our cash.”

Wiggett joined Bebe June 12 after Steve 
Birkhold, Bebe’s former chief executive of-

ficer, resigned.
Wiggett also announced a cost-reduction 

program that will cut 9 percent of Bebe’s non-
store employees and less than 1 percent of its 
store-operations team. A company statement 
noted that severance packages were given to 
those whose jobs were cut. 

For its fourth quarter of fiscal 2014, Bebe 
now forecasts its comparable-store sales to be 
in the negative low single-digit range. When 
it announced results for its third quarter of 
fiscal 2014 on May 8, Bebe forecasted that 
same-store sales for the fourth quarter would 
be “flat.”

For its third quarter of fiscal 2014, same-
store sales decreased 5.7 percent, and net 
sales declined 17.2 percent to $93.5 million 
from $112.9 million in the same time the pre-
vious year. Bebe currently runs a fleet of 224 
stores across the U.S., Canada, Puerto Rico 
and the U.S. Virgin Islands.—Andrew Asch

NEWS

Goodman Factors
—   Since 1972  —

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

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. 

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

The concept 
of factoring 
is simple:

Bebe to Shutter 2b Bebe

Rosenthal & Rosenthal of California 
announced it has hired Maria Contino as its 
new senior vice president and business de-
velopment officer. 

Contino spent 22 years in the factoring 
business with The CIT Group, where she 
held several positions, most recently as dep-
uty sales manager.

“Maria is a highly respected factoring 
and financing executive on many different 
levels. I couldn’t be happier to have her on 
our team,” said Harry Friedman, executive 

vice president and Western region manager 
for Rosenthal & Rosenthal. 

Contino graduated from Loyola Mary-
mount University, where she received her 
bachelor’s and master’s degrees. She is also 
a member of the Commercial Finance As-
sociation, the Association for Corporate 
Growth, the Professional Club, the Surf 
Industry Manufacturers Association and 
the International Association of Skate-
board Companies.

—Deborah Belgum

Maria Contino Joins Rosenthal & Rosenthal
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Fashion Karma 
Created Daily!

Labels, 
Patches & 
Paper Tags

Bracelets

Rhinestone 
Buttons

Decorative 
Rivets & 
Buttons Belts

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

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

Come visit our factory in China!

Here’s a typical timeline for de-
signers: Toil through the process of 
making a debut line, produce a big 
party and then hope buyers take a 
look at the line.

The Well, a downtown Los An-
geles creative company, flipped the 
typical timeline.

As leaders of an events company, 
the partners of The Well produced 
after-hours parties at their former 
headquarters, located near the Uni-
versity of Southern California. 
Then, in December 2011, The Well’s 
partners opened a 7,500-square-foot 
space at 1006 S. Olive St., at the edge of 
the increasingly stylish Fashion District. 
The new location offered an events space, 
along with a fashion boutique and a hair 
salon. The site is also where The Well 
launched its first fashion line, called The 
Third Dimension.

Designed and made in downtown Los 
Angeles, it offers pieces for men and 
women as well as unisex garments. The 
seven-piece line is intended to be avant-
garde streetwear, said Jeremy Yuge, The 
Well partner who designed the line. 

“I wanted something everybody could 
wear,” Yuge said. “I also wanted some-
thing where people would feel like they 
are space-age ninjas.”

The separate pieces in the line are 
named after mythic figures and constel-
lations of stars. They come in black and 
white, and many feature The Well’s lo-
go—an eye surrounded by a triangle.

One piece in the line is the “Erebus.” 
It’s a black sweater that drops around the 

thighs and features raw-edged pockets. 
There’s the “Nyx,” a cropped tank top. 
There’s the ‘Themis,” a collared shirt with 
an elongated body and an all-over print 
of The Well logo. Other looks include 
unisex drop-crotch pants and layering 
pieces. Retail price points range from $80 
for the crop top to $198 for the “Erebus” 
sweater. 

The Third Dimension line will not be 
wholesaled outside its own store. Instead, 
it is intended to attract people to the down-
town LA boutique, Yuge said. However, 
The Well later will produce other fashion 
lines, and they will be wholesaled as part 
of a bid to reach The Well’s ultimate goal 
of being a player in all kinds of businesses 
with a cultural and a design edge. The fu-
ture pieces will all be branded under the 
name of The Well, said Alex Weidner, an-
other partner in the company.

“This is not a quick-buck move,” 
Weidner said of building a number of 
businesses in an emerging section of 
downtown Los Angeles. “We’re trying to 
build a brand.” ●

mAdE IN AmERICA

By Andrew Asch Retail Editor

THE PARTNERS: From left, Jeremy Yuge, 
designer of The Third Dimension line and partner 
in The Well, with Alex Weidner and Jefferson 
Tangradi, also partners in The Well

Growing up as a self-proclaimed “punk-rock 
kid” in Los Angeles’ Venice Beach neighbor-
hood, Rico Adair always admired Vivienne 
Westwood’s designs but could not afford them. 

Instead of sulking, he learned how to sew in 
his grandparents’ garage, making his own grunge- 
inspired outfits from scraps of fabric and editing 

garments he found to his liking.
“I used to dig through my grandparents’ closet 

and find vintage 1960s outfits that I would then 
tailor in their garage,” Adair said.

Following a few jobs in the fashion indus-
try and inspired by a childhood hobby, he went 
out on his own and launched a namesake label 
in 2001, which has developed a following with 
collectors over the years. Everything is designed 
and made in Van Nuys, a neighborhood in South-
ern California’s San Fernando Valley. 

All of his pieces in the one-of-a-kind, eco-
sustainable collection of clothing and acces-

sories for men and women are made from up-
cycled materials. 

“There is never a shortage of materials,” 
Adair said. Many people donate old clothing to 
him. He also shops garage sales. “What I do is 
recycle—in every sense of the word.” 

Adair sells his line in a handful of retail stores 
in Southern California, but the majority of his 
business is with private clients. Often, clients 

will give him one of their own gar-
ments to creatively rework and then 
will buy back the article from him. 
Over the years, many of his clients 
have become collectors, some of 
whom boast more than 50 pieces. 
As far as garnering new clientele, 
his strongest two leads are word-of-
mouth and Facebook.

Adair’s items include dresses, 
jackets, shorts, tops and accessories 
and, on average, retail for $125. His 
pieces are carried in Uroborus and 
Sumiko, both on Main Street in San-
ta Monica, Calif.; Zingara on Abbot 
Kinney in Venice; and Flasher and 
Enda Kings on Melrose Avenue in 

Los Angeles. While he mainly designs women’s 
clothing, he does do some men’s, which is car-
ried at Enda Kings.

“Everything I do is out of passion,” Adair 
said. When asked if he has a favorite one-of-a-
kind piece he made since launching his line, he 
fondly replied, “I found a 50-year-old tarp that 
was my grandfather’s and turned it into a jacket. 
It was cool, but I ended up selling it.”

For more information and to shop his current 
designs, visit www.ricoadair.bigcartel.com or 
email Adair directly at ricoadair@gmail.com 
to set up an appointment. ●

By Alyson Bender Contributing Writer

A men’s jacket made from a 
painters tarp

Rico Adair: Re-Claimed, Up-Cycled Fashion  
With SoCal Roots

Party in LA, Made in LA

Rico Adair at work in his studio
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ment-only side for designers who use vintage pieces and 
prints to collect ideas. 

They can be studying the construction of a 1960s Oscar 
de la Renta gown or the floral embroidery on a 1950s Mexi-
can dress or the sleeve detail on a 1940s dress. “In my ex-
perience, I see that pretty much every decade has its niche,” 
she said. “And then fast fashion goes after the ones who are 
knocking off the decades they see are hot.”

The world of vintage started getting a toehold in the fash-
ion world around the 1980s, the panelists said. It was a time 
when there were scores of vintage apparel stores on Melrose 
Avenue in Los Angeles and the Japanese were paying thou-
sands of dollars for vintage Hawaiian shirts. This was the 
decade that J. Peterman, the vintage-inspired clothing cata-
log, was started by John Peterman, who sold apparel based 
on vintage pieces. The first item he offered was patterned 
after an original horseman’s duster coat. 

Then, movie stars such as Winona Ryder started wearing 
vintage gowns on the red carpet, which prompted others to 
seek out vintage eveningwear and clothes. “When I opened 
my store in 1981, vintage clothing was more an economic 
way to wear quality clothing and was a residual of the hippie 
era,” Raymond said. 

Inspiration or rip-off?

Yet the big question becomes, “When does inspiration 
turn into out-and-out plagiarism?” Everyone remembered 
the brouhaha over the allegations that for the Spring/Sum-
mer 2002 collection of Balenciaga, designer Nicolas Ghes-
quière had copied the patchwork styles of San Francisco de-
signer Kaisik Wong, who passed away in 1990. Ghesquière 
later admitted he had gotten his ideas from Wong’s creations 
he had seen in a book.  

“As a designer, I really try to take a garment and be to-
tally inspired by it but take the garment and create my own 
vision,” said Estrada, who started her dress and separates 
company in 1997. “Sometimes the dresses of the 1950s 
don’t fit the body shapes of today. The average waist size 
in the 1950s was 22 to 23 inches, and in the 1940s it was 
even smaller. And if you make something more modern, it is 

more wearable. My goal was never to look like I was wear-
ing a costume.”

Mitchell of Shareen Vintage believes half the talent of 
using vintage clothing for modern-day collections is being a 

great editor. “It means taking great moments of the past and 
developing them into your brand consciousness,” she said.  

Harmon, who carries a lot of vintage denim at Chuck’s 
Vintage, noted that often the fabrics of yore don’t work in 
today’s modern world, which is one of the advantages of 
updated vintage styles. “Consumers try on vintage denim 
jeans and find they are not comfortable because they are 
used to trying on lighter 8-ounce or 7-ounce denim jeans,” 
she noted.

Estrada said that originally her goal was to sell to vintage 
stores, but they didn’t like the idea of stocking new clothes 
that looked like the old ones they were carrying. “A lot of 
vintage stores mocked me and thought I was a big joke,” she 
said. Now, some 10 percent of the 2,500 stores that carry her 
label are vintage stores. “Owners will say, ‘You are our No. 
1–selling dress because we can sell the same dress over and 
over” instead of having only one of everything, Estrada said.

Other obstacles in the early days of her vintage-inspired 
line included trying to get a booth at the MAGIC Market-
place in Las Vegas. “They didn’t want to give me a booth. 
They thought my dresses were costumes,” she recalled of 
that time 15 years ago. “So they put me in the Edge section, 
which was Goth and punk.” ●

FGI Continued from page 1

THE VINTAGE EXPERTS: Kevin Jones, left, a FIDM curator, was 
the panel’s moderator. From left to right are Doris Raymond, 
Madeline Harmon, Shareen Mitchell and Alicia Estrada.

With a new shop at the prominent Fashion Island retail 
center in Newport Beach, Calif., Out Incorporated plans 
to introduce activewear that can be worn to the gym or the 
office.

The Out Incorporated shop opened July 1 in a space once 
occupied by a Babakul boutique, said Leah Hundsness, co-
founder of the Out label. 

The Fashion Island boutique is a “summer” store that will 
close at the end of August. Out Incorporated has a design 
studio and retail space opened in April at 423 31st St. in 
Newport Beach. The label also was recently placed at Ron 
Robinson in the Fred Segal compound of boutiques in Los 
Angeles.

“It’s something that we can wear at offices—at Sephora 
and LVMH—and something that would not look strange 
when we put on our shoes and go to the gym,” Hundsness 

said. 
She most recently worked in Singapore as a senior vice 

president at Sephora, a division of fashion conglomerate 
LVMH. That is where Hundsness met the other two Out In-
corporated founders, Libby Amelia and Lauren Gill. 

In designing the line, the partners believed the silhouettes 
for women’s activewear were often too tight and revealing 
and the colorways were too bright. 

Their new line offers looks that Hundsness called “am-
biguous,” such as sweaters and tops that can be worn to the 
office and gym. In addition, there are mix-and-match pieces 
that are dubbed “Après Sweat.” Another category is called 
“Extreme Sport,” which features bras and leggings. 

Retail price points range from $165 to $200 for tops to 
$90 to $130 for bras, and $110 to $130 for leggings.

—Andrew Asch

An Activewear Line That Goes From Working Out to Working

www.dgexpo.net

August 5-6, 2014 New York

September 15-16, 2014  Miami
November 23-24, 2014 San Francisco

North American Suppliers
with Global Production

including Made in USA

po box 8435, nyc 10150 / info@dgexpo.net / 212.804.8243

Fabric &Trim Show
Suppliers with LOW MINIMUMS + STOCK

TheThe
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city needs to keep its retail boom rolling.
CALIFORNIA APPAREL NEWS: 

When did Brookfield invest in FIGat7th?  
Was it considered a gamble to invest in 
downtown Los Angeles then?

ED HOGAN: Brookfield acquired  
FIGat7 th  in 
2006. It was 
part of Brook-
field’s multi-
billion-dollar 
acquisition of 
Trizec Prop-
erties Group. 
W e  d i d n ’ t 
seek to own 
i t .  But after 
we bought it, 
I was sent out 
to look at the 
property and 
figure out what 
we were going 
to do with it.

My initial 
thought was 
that we were 
going to sell 
i t .  I t  was  a 
freestanding 
retail mall. It didn’t fit our typical profile. 
Brookfield’s major retail is attached to of-
fice buildings. But I started looking at the 
fundamentals of downtown Los Angeles 
and started to understand the asset. It be-
came apparent to me that downtown was at 
a moment of great transformation.

What was intriguing to us was that there 
was a transformation of residential real es-
tate in downtown LA. There was an explo-
sion. The Metro was just getting going. All 
trains bring you to the Seventh 
Street/Metro Center Station 
[in downtown Los Angeles]. 
It was the bull’s-eye for trans-
portation.

Also, every neighborhood 
in Southern California was 
anti-development … except 
for downtown. It was very 
pro-development. In addition 
to the success of LA Live 
opening, it was really effec-
tive at how it pulled people 
from all over Los Angeles 
into downtown. It didn’t reg-
ister with a lot of people then. 
I used to ask people, “Do you 
ever go to downtown?” They’d 
say, “I never go there.” I’d ask, “But did 
you go to the Lakers game? Did you go 
to [downtown restaurant] Bottega Louie?” 
They’d answer yes.

All of the fundamentals were there. If a 
central business district has 50,000 residents 
and they can take a five- to 10-minute walk  
to a store, you’re in a 24/7 district. You’re at 
a point where retailers will be busy seven 
days a week. It was a very densely popu-
lated urban core, but at that first three miles 
in the core, there was not a lot of destina-
tion shopping. Residents are forced to drive 
away from the core.

CAN: Was it tough to convince Target, 
H&M and Zara to move to this new mall in 
downtown LA?

EH: You have to remember that we start-
ed marketing this [in] 2009/2010. Every-
thing was a tough sell then. The economy 
was just recovering. But Target was very 
astute with site analysis. They knew that 
a store in downtown Los Angeles made a 
lot of sense. Ralphs proved the potential 
to them. [Ralphs opened in downtown Los 
Angeles in 2007.] We were the first to sign 
a City Target.

H&M and Zara were a tougher sell. These 
brands usually go to neighborhoods with a 
greater concentration of retail. The tenants 

that came to us at that time were discount 
anchors. But we thought that this location is 
too strong of a demographic to put in a dis-
count department store. It took some selling 
to convince them that downtown was a truly 
underserved neighborhood like Washington, 
D.C., was 15 years ago.

We compared Los Angeles’ fundamen-
tals to Wash-
ington, D.C., 
15 years ago. 
H&M opened 
a Washington, 
D . C . ,  s t o r e 
then, and they 
were  b lown 
away with their 
sales in Wash-
i n g t o n .  We 
said, “Here is 
a similar sce-
nario. Look at 
downtown Los 
Angeles. It is 
underserved.” 
… Retai lers 
don’t want to 
take chances. 
W h e n  y o u 
have a 10-year 
l e a s e ,  y o u 
can’t wait five 

years to build business. You need to start 
paying rent on day one. Retailers want to 
be busy. 

CAN: Why was it important to put a lim-
it on maximum fees at the FIGat7th parking 
lot? Why was it important to allow 24-hour 
parking there? 

EH: Our parking is very discounted. If 
you are going to park there for a day, or park 
for three hours, it only will be a few bucks. 
We want to make it as easy and convenient 

for people to shop. We were 
looking for other retail centers 
that were competitive with 
ours. We have favorable rates 
on evenings and weekends as 
well. You can go to the Lakers 
game, and it would be much 
cheaper to park at our struc-
ture than at Staples Center 
three blocks away.

CAN: Was cheap parking 
something that you thought 
about initially? Or was it an 
idea that you arrived at later?

EH: It was something that 
we thought about initially. 
Having parking be a nominal 
cost—it is a thing that would 

affect the experience and would determine 
if you have a repeat visit. Anybody who 
is opening a store, leasing space, the two 
things that they look at are visibility and ac-
cess. Is it visible from the street? How can 
people get there? If they remember that it is 
easy and pleasant, you will have a greater 
likelihood of repeat customers. 

CAN: Any forecast on how long down-
town Los Angeles will continue to be an at-
tractive spot for fashion retail? Is there any-
thing that downtown needs for fashion retail 
to blossom here?

EH: Downtown is at a very important 
point. People will shop at where they live. 
Retailers will tell you that. If there’s a gazil-
lion tourists and office workers in a neigh-
borhood, retailers will say, “That’s great, but 
my shoppers will shop where they live.”

We saw this in downtown New York. 
You need to create green spaces, parks and 
schools to keep them in downtown. So as 
it grows, downtown is at a point that if the 
city does not take a lead and really foster the 
parks and green spaces and work with pri-
vate, public and charter schools, they’re go-
ing to miss an opportunity for it to grow and 
to transition from singles to families. Once 

FIGat7th  Continued from page 1

ZARA OPENS: An emporium for Zara opened in June at the 
FIGat7th retail center in downtown LA. FIGat7th brought 
mall-style retail to downtown LA.

➥ FIGat7th page 9
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it has families, then the neighborhood 
will solidify. Families will not go where 
there are not green spaces and schools.

Also, no one discounts the value of a 
car. If I were to open a store in Los An-
geles, the first thing I’d look at is how 
my customers arrive and what parking is 
especially like. At Brookfield, we have a 
large parking lot at FIGat7th. It was one 
of the reasons why we were successful 
at filling up FIGat7th. 

I don’t see downtown LA’s Historic 
Core filling up like SoHo in New York 
unless the city looks at creating parking 
that serves the Historic Core. There’s an 
opportunity for public/private partner-
ships to develop that core. If downtown 
were to address those issues, you’d see 
housing prices climb to the same as the 
most desirable places in Los Angeles. 

CAN: Will Brookfield be develop-
ing any other retail properties in Cali-
fornia?

EH: We’re evaluating Phase 2 at 
FIGat7th. We bought the lot that sits 
between FIGat7 and the parking struc-
ture. We are studying it now—if we can 
expand our retail and what uses we can 
add to that. We still have a lot of interest 
from retailers in FIGat7th.

CAN: Will you be making an an-
nouncement on Phase 2 soon?

EH: We just started studying it. We’re 
asking ourselves, “Does it make sense to 
do a Phase 2 and what does Phase 2 look 
like?” I didn’t think that we’d be look-
ing at Phase 2 this fast. It is indicative of 
the success of FIGat7th. ● 

FIGat7th  
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Buhler Quality Yarns Corp.
1881 Athens Highway
Jefferson, GA 30549
(706) 367-9834
www.buhleryarns.com
sales@buhleryarns.com
Contact: David Sasso
Products and Services: Get more than just yarn. In addition to the 
industry’s best yarn, Buhler provides unsurpassed technical support, 
transparency, and 20+ years of supply chain partnerships. Our 
US-based facilities allow for quicker delivery and agile responsive-
ness to market trends. Known throughout the industry for consistency, 
our products are certified safe by Oeko-Tex® Standard100, which 
include Supima Cotton,MicroModal® Edelweiss, Micro TENCEL®, 
and various blends. Visit our new website at www.buhleryarn.com.

 
California Gift Show
(800) 318-2238
www.californiagiftshow
Products and Services: Reflecting the continued rebuilding process 
that Urban Expositions initiated upon acquiring the show in 2012, the 
July 18–21, 2014, edition of the California Gift Show returns to the Los 
Angeles Convention Center with an expanded selection of top-name 
lines and innovative newcomers. Further strengthening the selection, 
the summer show welcomes a new Retail Marketing Bootcamp series, 
a full lineup of buyer services and a unified promotional alliance with 
the LA Mart and California Market Center (CMC).“Retailers come to 
market to see what’s new. That has been the driving force behind our 
efforts to revitalize the California Gift Show’s offerings,” explains Doug 
Miller, president, Urban Expositions. “Our sales team has worked 
diligently to bring back the leading lines and trend-forward companies 
that once headlined this show and defined the Southern California 
marketplace. We’re backing this selection with money-saving hotel 
discounts, parking rebates, show specials and other services, as well 
as a coordinated marketing campaign with the LA Mart and CMC, to 
make sure that we are bringing retailers the West’s best possible 
market experience. 

DG Expo Fabric & Trim Show
www.dgexpo.net 
(212) 804.8243
Products and Services: Find resources for Made in the USA textiles, 
finishers, and cut and sew production at DG Expo Fabric & Trim Show!  
This two-day show features U.S. and Canadian companies with 
low minimums, stock programs, and small lot production. DG Expo 
focuses on the needs of designers, small manufacturers (producing 
apparel, accessories, home furnishings, and other sew products), 
plus private-label retailers, fabric stores, event/party planners. In 
addition to the two-day show, there is a three-day seminar program 
focused on business growth and profitability, plus textile classes. The 
next show is in New York City - August 5 & 6.  The first DG Expo in 
Miami will be on September 15 & 16, and our next West Coast show 
is in San Francisco - November 23 & 24. Visit our website for details 
and to register. 

Fi³
www.fi-three.com
info@fi-three.com
(310) 390-9400
Products and Services: Mash up a fashion trade event, a music 
festival, and a conference series, and what do you have? Fi³: 
Re-Imagining the Men’s Market in LA.  LA is emerging as an inter-
national fashion hub, and we thought that creating a community 
of like-minded brands and retailers here would be cool. We think 
fashion and music go well together, and we think that motorcycles 
and bourbon go well with everything. 

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

Resources.

made in america Resources
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Real Estate

Jobs Wanted

Buy, Sell and Trade

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

WE BUY FABRIC!

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

ALL FABRICS!

fabricmerchants.com Steve 818-219-3002

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

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

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. 818-679-2007. mod@margaretondemand.com

ACCOUNTING CLERK (A/P & A/R)

*Post payments and collect debt.

*Assist in order processing.

*Handle customer credit issues.

*Monthly closing and EOM reconciliation.

*Must be able to handle fluctuating volumes of work,

prioritize, meet deadlines.

*Data entry.

*Reconcile, verifying and reports for balances.

*Manage wkly check run.

*Organize and maintain vendor & customer files.

*Ensure timely & accurate payment of all approved

invoices

Min 2 yrs exp.

Excellent written and oral communication skills

Strong MS Office

AS400/VPS knowledge a plus

Fax resume/salary history to (323) 277-6830 or email in

PDF or Word format only to resumes@karenkane.com KANDY KISS

TECHNICAL DESIGNER

Technical Designer for junior knit division: Min. 3-5 yrs

of exp. working with Imports. Works closely with asso-

ciate designer to create tech packs, Adobe illustrator &

Photoshop, PLM, Excel, etc. Knowledge of garment con-

struction, fitting & fabric a must. Highly organized self-

starter, willing to multi task in the design & development

process.

Please send resume to: tad@kandykiss.com

SENIOR MERCHANDISER

Sanctuary Clothing seeking a senior merchandiser with

at least 5 yrs exp. in the women's apparel market. Bur-

bank location. Liaison between design & sales/planning

team. Manage Sku plans. Create & analyze reporting for

merchandising & design purposes. Track seasonal car-

ryovers by style, key items, & color direction. Manage

corporate calendar. Provide merchandising assistance to

departments throughout the company on an as needed

basis. Conduct trend research & inspiration for the sea-

son, as well as competitive shopping. Understand how

to drive business based on sales, history & market

trends.

Email resume along with salary requirement to:

erica@sanctuaryclothing.com and

ken@sanctuaryclothing.com.

SR. TECHNICAL DESIGNER - MEN'S

Vince brand is seeking a Sr. Tech Designer with

PDM experience.

Please email resume: talent@vince.com

ASSISTANT FABRIC BUYER

Qualification:

-Seeking an exp'd & resourceful Assistant fabric buyer.

-Must have 1-2 years experience working with agents,

mills, and factories.

-Must have working knowledge of knits/wovens

-Must be organized, detail oriented, a self-starter, and a

team player

-Strong communication and follow up skills

-Must have experience in a fast paced production envi-

ronment, private labels & 3rd party testing.

Responsibilities

-Follow up with all new fabric development

-Generate gave code

-Collect and document prices/ leadtime/minimum & sur-

charge information for every new fabric

-Request quality color standards from design

-Request & track lab dip request

-Track all open production fabric purchase orders, ship-

ping samples, lab dips, weight, discharge approvals to

ensure on time delivery

-Maintain fabric tracking schedule for sample and stock

& distribute to production team weekly

-Responsible for all fabric request including placing

sample purchase orders as needed

-Assist in requesting & tracking fabric & garment test re-

sults

-Building & maintaining strong relationships w/vendors

Please forward resume via email to

hr@bluprintcorp.com

FIRST AND PRODUCTION PATTERN MAKER

Garment Manufacturer in Los Angeles is looking for

experienced first and production patternmakers for

domestic and import production. Must be detail-oriented

and have a sense of urgency in a fast pace environment.

Proficient in MS Outlook, Excel and Illustrator.

Knowledge of PAD system a plus.

Please submit your application to vitae101@gmail.com

FIRST PATTERN MAKER

Garment Manufacturer in Los Angeles is looking for

experienced 1st patternmaker. Must be detail-oriented

and have a sense of urgency. Knowledge of

PAD system a must.

Please submit your application to vitae101@gmail.com

Sales Executive Assistant

Leading California based manufacturer of Junior, Misses &

Girls apparel has immediate opening for a Sales Executive

Assistant.

Great opportunity in our Los Angeles offices for a very orga-

nized and self-motivated individual to join our highly re-

spected company. Wholesale apparel industry background

prefered. We're looking for a detail oriented problem solver,

with excellent follow-up and communication skills. Must be

a quick learner and be computer proficient in Word and Ex-

cel.

Salary is commensurate with experience. Compensation al-

so includes generous medical and dental benefits, plus ex-

cellent pension and profit sharing plan.

Please e-mail resume to: rnewcomb@byer.com

REGIONAL TERRITORY MANAGER

Long established leading multi-brand bridal, prom and social

occasion wholesaler seeking corporate sales executive for

West Coast (11 state) region. This is a road sales situation

(approx 50% travel). Will consider candidates with diverse

backgrounds, and from wholesale/retail channels. A career

changing opportunity. Email: keith@impressionbridal.com

DENIM SALES REP

Junior / Young Contemporary Mfg. . LA Based Denim Enter-

prise , Seeks motivated & experienced sales rep with current

relationship & established accounts. Major, Specialty Stores,

Large Volume, Private label, Some road work, travel Salary

Plus Commission. Email: bonageusa@gmail.com

PATTERNMAKER

CONTEMPORARY CLOTHING CO. IN OC IS SEEKING 5 +

YEARS EXPERIENCE, FIRST-PRODUCTION, PATTERN MAK-

ER/GRADER. ABILITY TO REVIEW AND INTERPRET DESIGN

SKETCHES. KNOWLEDGE OF GERBER. SEND RESUME

JOSY6237@SBCGLOBAL.NET

To place a Classified Ad Call
Jeffery 213-627-3737 Ext. 280 
or jeffery@apparelnews.net
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August 1
Cover: Fashion
New Resources

New Lines &  
Showrooms

Las Vegas  
ResouRce guide

Fashion advertorial
Retail Focus with Tech
industry Focus: Finance

Fashion Resource
Fashion Faces

Bonus Distribution
Imprinted Sportswear Show LV 

8/3–5
LA Fashion Market 8/4–7 

Dallas Market Week 8/13–16
OffPrice Show 8/16–19

Sourcing@MAGIC 8/17–20
CurveNV 8/18–19

ENK Vegas 8/18–19
AccessoriesTheShow 8/18–20

Agenda LV 8/18–20
Liberty Fairs LV 8/18–20

POOL 8/18–20
Project 8/18–20
Stitch 8/18–20

WWDMAGIC 8/18–20
WWIN 8/18–21

August 8
Cover: Vegas Must Buys with Denim

Market Wrap
Denim Report

What’s Checking

sourcing & Fabric 
special section  

with Tech 

accessories section
Fashion advertorial
Lingerie in Focus
Fashion Resource
denim advertorial

Bonus Distribution
Riviera by CurvExpo 8/11–12

Swim Collective 8/11–13
Dallas Market Week 8/13–16

OffPrice Show 8/16–19
Sourcing@MAGIC 8/17–20

CurveNV 8/18–19
ENK Vegas 8/18–19

AccessoriesTheShow 8/18–20
Agenda LV 8/18–20

Liberty Fairs LV 8/18–20
POOL 8/18–20

Project 8/18–20
Stitch 8/18–20

WWDMAGIC 8/18–20
WWIN 8/18–21

August 15
Cover: Fashion

Technology
E-tail Spot Check
Made in America
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special section  

with Tech

Fashion advertorial
Fashion Resource

Finance advertorial
Made in america  

advertorial
Fashion Faces

Bonus Distribution
AccessoriesTheShow 8/18–20

Fashion Market Northern 
California 8/24–26

OffPrice Show 8/16–19
Sourcing@MAGIC 8/17–20

CurveNV 8/18–19
ENK Vegas 8/18–19

AccessoriesTheShow 8/18–20
Agenda LV 8/18–20

Liberty Fairs LV 8/18–20
POOL 8/18–20

Project 8/18–20
Stitch 8/18–20

WWDMAGIC 8/18–20
WWIN 8/18–21

Nolcha Fashion Week 9/4–8

Be seen by the buyers, fashion icons, and the 100,000 industry decision makers that attend these events.

ReseRve youR adveRtising space in these issues. 

Vegas
You hit the jackpot! 

three big issues!
august 1, 8, 15
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buhleryarns.com 1881 Athens Highway, Jefferson, GA 30549   t. 706.367.9834   e. sales@buhleryarns.com 

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.

In a marketplace that is wrought with fast-fashion 
and shifting trends, creating brand loyalty takes 
sharp timing. Distance and clear communication 
are vital factors for success. 

With our US-based facility and the industry’s 
best yarns, we’ll help you streamline your supply 
chain, improve quality, and get to retail sooner. 
Put our unparalleled resources, and America’s 
manufacturing advantages, to work for you. 

APPAREL BY THREE DOTS  /  SPRING 2014 COLLECTION 
THREEDOTS.COM   /  MADE IN THE USA

COME JOIN US AT 

TEXWORLD USA

JULY 22-24, 2014 
BOOTH #H1805
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