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Increase in Resources 
Has Swim Collective 
Outgrowing Its Venue in 
Huntington Beach, Calif.

Traffic was steady and brisk at the Aug. 12–13 run 
of Swim Collective at the Hyatt Regency Huntington 
Beach Resort in Huntington Beach, Calif., which featured 
a 20 percent increase in resources showing contemporary 
swimwear, active surf apparel, swim accessories and ac-
tivewear. 

The activewear resources at Swim Collective served as 
a preview of Active Collective, a new section of the show 
for activewear resources, which will officially launch dur-
ing the January 2015 edition of Swim Collective in Dana 
Point, Calif.

“Since many brands are offering cross-over swim and 
active products already, this will strengthen our position as 
a destination trade show with everyone under one roof,” 

Cyber crimes are skyrocketing—there are estimates that 
more than $3.5 billion in fraud was committed online in 
2013—but security organizations protecting retailers and 
consumers are pushing back.

Criminals from around the globe steal credit-card num-
bers from retailers so they can charge items or take out 
cash from the stolen card numbers. Some argue that the 
answer is to build a better, more secure credit card.

On Aug. 13, the Payments Security Task Force, a 
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TRade show RepoRT

Denim pioneer François Girbaud is credited with a lot of 
firsts in the industry—from stonewash finishing and indus-
trial washing to stretch denim and new silhouettes such as the 
baggy jean, the pedal pusher and engineered fit. 

It’s debatable whether Girbaud was actually the first to 
wash denim with pumice stones—even he recalls finding 
telltale powder, possibly from crushed pumice, in the pocket 
of a pair of Gul & Blå jeans from Sweden in the 1960s. 
But as the co-founder in 1964 of the Marithe + François 

Girbaud sportswear brand, Girbaud was at the forefront of 
denim’s evolution from workwear to fashion statement. 

“In 1964, we started industrial washing garments,” Gir-
baud said. Unfortunately, the laundry Girbaud used also spe-
cialized in washing white sheets, which soaked up the indigo 
dye as it washed off the jeans. “[The owner] wanted to kill 
me,” Girbaud recalled. “But I made a fortune for him.” 

These days, the French designer is based in Los Angeles 
and working for J Brand, the LA-founded label now owned 
by Japanese fast-fashion chain Uniqlo. And his interest has 

By Alison A. Nieder Executive Editor

Denim Master Class: FIDM Students Get Advice, 
Inspiration From Some of Denim’s Best

sURFeRs and CeLeBs: The Waterman’s Ball—the surf industry’s annual awards event, fundraiser and opportunity to show off 
its unique style—was held recently in Laguna Niguel, Calif. For coverage of the event, see page 18. (Pictured: the Waterman’s 
Ball award ceremony. From left, Jeff Alter, president of Hobie Design and son of Hobie Alter; Ted Danson; Paul Naude; Rusty 
Preisendorfer; and Tom Carroll.)
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denIm RepoRT

 When Cheyann Benedict, co-founder of the C&C Cali-
fornia brand, made a return to fashion in 2013, she wanted to 
run her self-named Cheyann Benedict company her way.

She designed unique, art-inspired caftans, leather and 
suede jackets with long fringe, and she chose not to whole-
sale. She wanted to take her time and think through the line’s 
aesthetic and build solid brand awareness. She thought her 
previous brand, C&C California, grew too fast. It was ac-
quired by the former Liz Claiborne, now called Kate Spade 
& Co., for more than $28 million in 2005. Perry Ellis Inter-

national picked up the brand in 2008.
Her measured approach to brand building extended to her 

denim line, but she recently deemed it ready to take a for-
mal bow. Benedict has expanded the categories of the denim 
line and will formally make it available to wholesalers. It has 
been previewed at boutiques such as Dari in Los Angeles’ 
Studio City neighborhood. The denim line formally debuts 
as a wholesale line at the Oasis show at ENKVegas, which 
runs Aug. 18–20.

Times are tough for big denim brands, which are seeing 
heavy competition from activewear. Levi Strauss & Co., 

➥ denim page 8

By Andrew Asch Retail Editor

Denim: Cheyann Benedict’s Way
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news

In preliminary results for its second quar-
ter, American Apparel reported it reduced its 
net loss over last year even though revenues 
were relatively flat.

The Los Angeles apparel maker, which 
has been mired in controversy after asking 
founder Dov Charney to relinquish his chief 
executive post while a misconduct investiga-
tion is ongoing, said it would have to delay its 
official second-quarter earnings because there 
are five new board members on the seven-
member board. 

On Aug. 13, the company said that Laura A. 
Lee was the fifth new member on the board.  

“Laura brings a deep understanding of the 
Internet space and digital launch initiatives, 
combined with a strong background in major 

brand building and key partnership develop-
ment, to the American Apparel board,” said 
Colleen Brown, nominating and governance 
board chair. 

Lee is currently the head of East Coast 
content partnerships for Google/YouTube, 
where she oversees more than 150 television, 
film, new media and original entertainment 
partnerships. Prior to joining Google, she was 
a vice president and head of business develop-
ment and operations for MTV. 

Meanwhile, the company on Aug. 12 re-
ported that for the three months ending June 
30, net loss was $15 million compared with a 
net loss of $38 million during the same period 
last year.

Revenues are expected to be flat at $162 

million while gross margin is estimated to 
have narrowed slightly to 51 percent from 52 
percent in the year-earlier quarter. 

For the six-month period ending June 30, 
the company estimates its net loss will be about 
$21 million compared with $84 million a year 
earlier. Revenues for the first six months this 
year were an estimated $299 million, down 0.3 
percent from last year’s $300 million.

A battle has been going on in the execu-
tive level of the company, founded by Char-
ney in 1997. In June, Charney was asked to 
step down as the chief executive of the ver-
tical operation and leave the board while the 
company conducted an investigation into al-
leged personal and corporate misconduct by 
Charney. 

The company’s chief financial officer, John 
Luttrell, is acting as the interim chief execu-
tive officer.

In the wake of his ouster, Charney mount-
ed a struggle to gain more control of the com-
pany’s stock. He worked out a deal with New 
York private-investment company Standard 
General, which invested $25 million in the 
company, which started out selling blank T-
shirts nearly 20 years ago. Charney and Stan-
dard General now own nearly 44 percent of 
the publicly traded company.

During the investigation into alleged mis-
conduct by Charney, which Charney denies, 
the company is paying him to be a consultant 
with no authority over employees.

—Deborah Belgum

American Apparel Announces New Board Member and Quarterly Results

By 2017, The North Face plans to have 
all its down 100 percent certified and respon-
sibly sourced using the Responsible Down 
Standard, a third-party standard. 

The outdoor technical apparel maker 
plans to have 30 percent of its down certi-
fied by fall 2015 and 60 percent of its down 
certified by fall 2016. By next year, the com-
pany’s Summit Series of expedition-ready 
apparel and all of its European styles will be 
100 percent certified. 

The Responsible Down Standard, or 
RDS, evaluates and traces the original source 
of down, “creating a chain of custody from 
gosling to end product.” The North Face 
designed and launched the standard before 
turning it over to the Textile Exchange, the 

apparel and textile sustainability nonprofit 
organization, which will maintain and up-
date the standard with feedback from the 
industry. 

The North Face has been working with 
down suppliers and the third-party certifica-
tion body Control Union Certifications to 
implement the RDS in primary sourcing re-
gions in Europe and Asia, as well as its pro-
cessing sites in the U.S. 

According to The North Face, the first 
stop in the global down supply chain is the 
food industry. Down is then cleaned mul-
tiple times and sorted for quality. The RDS 
forbids practices such as force-feeding and 
live plucking and provides guidelines for 
food and water quality, housing, and animal 

health and hygiene. 
“Influencing the down supply chain to 

change its practices to ensure the ethical 
treatment of animals and traceability is a 
significant challenge. We are working with 
suppliers many levels past our direct down 
suppliers, all the way back to the farms of 
the food industry to enable more responsi-
bly sourced down,” said Adam Mott, The 
North Face’s director of sustainability. “Our 
ultimate goal is to change the industry as a 

whole, not just our own supply chain. To do 
that, we need a collective effort from our 
competitors in the apparel industry as well 
as other sectors that use a significant volume 
of down and feathers like the bedding and 
furniture industries. We want the practices 
promoted by the RDS to become the new 
norm.”

The North Face is a division of Greens-
boro, N.C.–based  VF Corp.

—Alison A. Nieder

North Face Sets 100-Percent-Certified-Down Goal 
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Stanford Shopping Center, a Simon-
owned mall located across the street from 
Stanford University, is in the midst of a big 
renovation.

The mall’s Bloomingdale’s department 
store is moving to a new building, which is 
scheduled to open in the fall. The old build-
ing is being torn down, and more than 20 
boutique spaces and five new restaurants 
will open in its place.

The renovation project will feature a new 
open plaza area. It will be located at the 
west end of the center, and visitors will be 
able to walk through the upcoming plaza’s 
garden areas and occasionally check out 
performances and gallery shows held at the 
plaza. The new development also will offer 
“outdoor living rooms,” which will feature 
open-air fireplaces.

“This project will not only transform the 
center’s look and feel, but it will make Stan-
ford Shopping Center an even greater part of 
the community and destination for visitors,” 

said Joshua Kalkhorst, the center’s mall man-
ager, in a prepared statement on July 31.

Stanford Shopping Center is anchored by 
Neiman Marcus, Bloomingdale’s, Nord-
strom and Macy’s and also is the address of 
high-profile retailers such as Abercrombie 
& Fitch, BCBGMaxAzria, Banana Re-
public, Juicy Couture, Burberry, Louis 
Vuitton, Kate Spade and Johnny Was.

Simon owns and operates major Cali-
fornia regional centers including Del Amo 
in Torrance, Fashion Valley in San Diego, 
Shops at Mission Viejo and Brea Mall as 
well as Desert Hills Premium Outlets and 
Camarillo Premium Outlets.

Simon’s Del Amo property is in the final 
stages of a renovation. For this renovation, it 
is consolidating the operations of its Macy’s 
anchor from three buildings into two stores, 
according to a Del Amo statement. The mall 
owner said it was in talks to bring a new an-
chor to take the Macy’s space.

—Andrew Asch

Stanford Shopping Center Gets 
Makeover

Barneys New York is alive and well at 
The Americana at Brand shopping center 
in Glendale, Calif.

The recently opened flagship store took 
over the spot that had been occupied by a 
Barneys Co-Op. The Barneys Co-Op chain, 
with its contemporary clothing, was a less 
expensive option to Barneys New York, 
known for its designers label.

But last year, a revamp in the retail chain’s 
business strategy saw an end to the Barneys 
Co-Op idea. Instead, Richard Perry, whose 
Perry Capital took a majority share in the 
retailer in 2012, decided to convert the Bar-
neys Co-Ops into spaces for the department 
store.

Perry has been trying to resuscitate the 
chain after it flirted with bankruptcy. It hit 
hard times after Dubai-based Istithmar took 

over in 2007 and then saw the economy nose-
dive, sending luxury shoppers into hiberna-
tion. Ron Burkle and his Los Angeles–based 
Yucaipa Companies also took a stake. 

Perry and his wife, clothing designer Lisa 
Perry, apparently want to bring back haute 
couture to the retail venture. 

The Barneys Co-Ops at Santa Monica 
Place and The Grove in the Los Angeles 
area have also been converted to Barneys 
New York spaces. The Barney Co-Op closed 
at South Coast Plaza in Costa Mesa, Calif.  

As part of the rebranding of the store at 
the Americana at Brand, the outpost has 
added some star designers to the lineup, 
which includes Balenciaga, Manolo Blah-
nik, Proenza Schouler, Stella McCartney, 
Gianvito Rossi, Marni and Maison Martin 
Margiela.—D.B.

Barneys New York Opens at the Americana at Brand
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Aug. 16
Offprice
Sands Expo & Convention Center
Las Vegas
Through Aug. 19

Aug. 17
Sourcing at MAGIC
Las Vegas Convention Center
Las Vegas
Through Aug. 20

Collab Ave.: The Mansion Trade 
Show
Private mansion residence
Las Vegas
Through Aug. 19

Aug. 18
Liberty Fairs
Sands Expo & Convention Center
Las Vegas
Through Aug. 20

Project
Men’s
ENK Vegas
Pooltradeshow
MVMNT
The Tents @ Project
Mandalay Bay Convention Center
Las Vegas
Through Aug. 20

WWDMAGIC  
FN Platform
WSA@MAGIC
ISAM
Las Vegas Convention Center
Las Vegas
Through Aug. 20

Agenda
Sands Expo & Convention Center
Las Vegas
Through Aug. 20

CurveNV
The Venetian
Las Vegas
Through Aug. 19

MRket
Stitch
Accessories The Show
The Venetian
Las Vegas
Through Aug. 20

WWIN
Rio All-Suite Hotel & Casino
Las Vegas
Through Aug. 21

Capsule
The Venetian
Las Vegas
Through Aug. 20

KidShow
Bally’s
Las Vegas
Through Aug. 20
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Look inside any gym and the typical ac-
tivewear wardrobe is often filled with atten-
tion-grabbing neon, bright prints and clothes 
with a lot of pattern lines to emphasize the 
apparel’s performance features. 

As a fan of minimalist home design and 
fashion, designer Kaili Lickle was turned off 
by those standard offerings of highlighter-hued 
tank tops and complicated leggings she saw 
when shopping for activewear clothes.

“So many of the brands out there were 
tacky, overdesigned or acid bright,” said Lickle, 
founder and designer of Olympia Activewear. 
“I created what I wanted to wear when work-
ing out. There are no added frills. It’s just clean 
and simple.” 

The first seeds for Olympia Activewear 
were planted about three years ago, when 
Lickle was attending the Academy of Art 
University in San Francisco, studying fashion 
and visual merchandising. 

“I got really addicted to spin class,” Lickle 
said. Given San Francisco’s unique weather, 
Lickle hunted for one outfit that could get 
drenched in sweat and go straight home in the 
chilly evening. “I could find your basic leg-
ging, but it didn’t have a certain aesthetic,” 
Lickle said. 

The idea lay dormant, and Lickle moved on 
to work as a window dresser for Louis Vuitton 
in Honolulu. When it came time to finally start 
her own company, she said, her retail experi-
ence was very handy. “There is a psychology, 
timing, and you have to understand your cus-
tomer [in visual display]. It’s definitely carried 
over to [Olympia’s] business—to really under-
stand our customer, where we belong, so that 
everything is in line with the brand aesthetic,” 
said Corona Del Mar, Calif.–based Lickle. 

In the current trend and cultural move-
ment toward an active and healthy lifestyle, 
Olympia found a niche in hip online swim 
and contemporary clothing sites such as 
Carbon 38, Largo Drive, Bikini Bird, Free 
People, Revolve Clothing and A Tropical 
Affair in Santa Barbara, Calif., which caters 
to fashionable girls that incorporate their 
yoga clothing into their everyday outfits. 

Olympia’s spare design doesn’t mean that 
it lacks in performance features. The light-
weight 80 percent nylon and 20 percent span-
dex blend fabric for leggings, sports brands 
and mini-shorts is also moisture wicking, and 
some designs feature mesh panels for added 
cooling windows. Tops in lightweight cotton 
are cut loose with a boyfriend-like style to 
be breathable. Olympia’s custom plush and 

wide elastic waistbands have become a sig-
nature design detail that also doesn’t dig into 
the wearer’s hip. 

Wholesale price points range from $30 
to $82.50 for tops, sports bras, shorts and 
leggings. The line is produced in Indonesia. 
For more information, email info@olym-
piaactivewear.com or visit www.olympia 
activewear.com.—Rhea Cortado 

new resources

Olympia Activewear: Minimalist Activewear

Fashion Faces is a special sponsored series of columns. The next one will appear in the Sept. 12 issue.

So, what did you learn at Rutgers 
about factoring?

Nothing. It was a half a page in one 
of my classes.

And yet, here you are, pretty much 
knowing everything there is to know. 
How’d you get to this point?

I got the job once I moved to 
California. After college, I wasn’t thrilled 
about staying in the tri-state area, so 
when a good friend called to vent that 
her roommate was moving, I packed 
everything into my Honda Civic and I 
went. I looked in the L.A. Times for jobs 
and found one at CIT. I think the ad was 
for something financial. If it had said 
“factor,” I’d have thought, I don’t know 
what that is, so forget that.

And a factor was born.
I knew if California didn’t work out 

for me, I was only in it for a year. As 
things go, within nine months I met the man 
who would become my husband. I had a job 
in an industry I liked. So here I am, 25 years 
later. 

What do you like about factoring?
I mostly like helping people. I’m a numbers 

person, so I enjoy the analysis. I started my 
career in credit and I ended up on the sales 
side. Had you told me out of college I’d end 
up in sales, I’d have asked what you were 
smoking. I think of my job as “consultative 
selling.” 

Explain, please.
Of course the goal is to sell my product, but 

I am also consulting with a company. I am not 
afraid to say, I’m sorry, my product is not for 
you right now or You have a really good deal 
now. Let’s talk in a year. 

Not a hard-sell girl.
I don’t see myself as the traditional, 

stereotypical salesperson. 

Do you find you have to explain a lot about 
factoring on your calls?

It depends on whom I’m talking to. There 
are still CFOs from industries other than 
apparel who are not as familiar with factoring. 
The first question I ask them is what they 
think factoring is. I want to make sure we’re 
on the same page before we get started. 
There is high-risk, high-rate, lender-of-last-
resort factoring, which we don’t do. Once I 
have their understanding of factoring, then I 
tell them, Here’s how we do it, or That’s great, 
that’s exactly what we do. 

What else do you tell them? 
For a young company starting out, it’s 

a great way to outsource the receivables 
functions. It allows the company to be nimble. 
We are the receivables experts, so let us do it 
for you cost-effectively. We use our position 
of strength and our relationships to get what 
we need. But factoring is not generally short 
term. 

Are you looking at a different stratum of 
potential clients now that the recession 
seems to have ebbed? Has your strategy 
evolved or changed? 

We haven’t changed our position. It’s who 

we are and who we’ve been since I’ve been 
here—the independent finance factor. I’ll do 
any deal if it’s the right people at the right 
time, and we’ve been doing that throughout. 
We’ll do a startup; we can be flexible to make 
the deal work. We like to listen to the stories 
and see how we can help. 

What persuades you to deal with a potential 
client? 

I like to know the owner is involved in the 
business, knows what is going on, as opposed 
to an absentee owner. 

Do you look for passion?
Always. That’s what I love about working 

for Rosenthal. We have a lot of passion for 
what we do. We’re not stupid with money, 
but you want to help the people who have a 
passion for what they do. You’ll see someone 
who has had a bump in the road, and a 
traditional lender may not want to continue 
supporting them. A lot of people hit bumps 
during the recession. We were able to sign a 
lot of business because we understood what 
the bumps were about. These clients still 
have passion for their business; it was just 
circumstances beyond their control. 

I guess at this point I should ask how your 
knees are holding up. 

My knees? They’re fine. Why? 

Aren’t you a baseball catcher of note? 
It’s slow-pitch softball, so we stand up. The 

ball bounces on the plate to be a strike. Us old 
people don’t do fast pitch.

Got it, got it. But baseball’s in your blood, 
right?

Softball. It’s been a big part of my life. 
We’re a sporting family. We watch sports, play 
sports, coach sports. 

Your girls interested in being factors?
In fact, my 12-year-old last year at one 

point said, I kind of want to do what my mom 
does. When she realized I don’t get the whole 
summer off, she said, I don’t think I want to 
do what you do. Certainly, being in sales, I 
love the flexibility I have. I joke with them 
that they should be lucky to have a job where 
coffee meetings and going to Dodger games 
are considered work. I think it allows for a 
good balance in life. 

Sydnee Breuer: Rosenthal & 
Rosenthal’s Soft-Pitch Expert

All in the Family: Softball (and the Dodgers) are shared 
passions of Sydnee Breuer, her husband, and their two 
daughters.

facesFashion

Spotlighting the industry’s innovators and influencers

When Sydnee Breuer, born and raised in Maryland and a graduate of Rutgers University, hit the 
road in her Honda Civic shortly after graduation to head to California, little did she know she’d 
be a lifer—or a factor. Breuer, who is senior vice president, business development, at factoring 
powerhouse Rosenthal & Rosenthal, spent 20 years learning a trade she’d never heard of before 
she started her career. When she isn’t pitching business, she’s catching slow pitches in an adult 
softball league, or she and her husband are teaching moves to their 12- and 17-year-old fast-pitch-
softball–playing daughters. Now, if she could only teach them to appreciate fine Maryland crab…. 

(818) 914-5900  (888) 722-7020
rosenthalinc.com

21700 Oxnard Street, Suite 1880
Woodland Hills, CA 91367
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shifted from finishing denim with stones or sand or chemi-
cals to cleaner alternatives such as ozone and laser finish-
ing. 

“When the Berlin Wall fell, all these people came out 
from the east side wearing acid wash,” he said. “I’m respon-
sible for that.”  

Girbaud made the off-the-cuff comment during Kingpins 
+ FIDM, a recent event organized by Kingpins, the denim 
development trade show, and the Fashion Institute of De-
sign & Merchandising. 

On July 31, about 30 FIDM students gathered on the top 
floor of the Cooper Design Space in Los Angeles to learn 
about branding, development and career building from sev-
eral well-connected names in denim. In addition to Girbaud, 
speakers included Tim Kaeding, former creative director for 
7 For All Mankind and current founder of Mother den-
im brand; Joie Rucker and Caroline Calvin, designers and 
founders of Calvin Rucker; and Ben Talley Smith, a denim 
designer and consultant who has worked with brands such as 
Alexander Wang, Earnest Sewn, Vince and Marc Jacobs. 

Later this year he will launch his own denim label, Talley. 
The event was moderated by Kingpins founder Andrew 

Olah, who cited California Fashion Association statistics 
to underscore the economic impact of denim.  

“The jeans business by 2018 will be a $58 billion busi-
ness,” Olah said. “We’re talking about 5.8 billion jeans per 
year. You’re talking about 12 billion yards of fabric—using 
an unlimited amount of energy.” 

Olah briefly discussed the 
denim supply chain, from the land 
used to grow cotton to the global 
supply of indigo. He discussed the 
amount of water and chemicals 
needed to affix indigo to denim 
yarns and the processes the indus-
try uses to remove the color from 
the jeans in finishing. 

“If indigo were invented today, 
it would be rejected because indi-
go hates cellulose fibers,” he said. 
“We have to dye it multiple times, 
and every time we do that we have 
to go through multiple processes 
to help the indigo go into the fi-
ber. And then it goes through in-
dustrial processes to take it all out. 
When looking to the future of the 
industry, the first thing that comes 
to me is sustainability.” 

Olah urged the students to ask 
where their jeans are made, how 
they are dyed and how they are 
finished. And if they don’t like 
the answer, he said, don’t buy the 
brand. 

“At the end of the day, every 
consumer has a right to say no,” 
he said. “Every time you pur-
chase, you say yes.” 

Inspired by denim

The unique nature of denim 
was at the heart of the speakers’ 
passion for the jeans business. 

Kaeding’s first opportunity to 
work with denim was when he 
was hired as a freelance designer 
by The Gap to launch a new luxu-
ry childrenswear collection. Kae-
ding had just shuttered his collec-
tion of high-end women’s apparel 
and had never worked with denim 
before. Fortunately, The Gap had 
hired a denim expert—Adriano 
Goldschmied—to work on The 
Gap’s 1969 brand. Goldschmied 
suggested Kaeding contact Italian 
denim mill Candiani and Italian 
finishing company Martelli.

The experience was enlighten-
ing, particularly after Kaeding’s 
experience with fabrics that cost 
$30 to $50 per yard. 

“This is this cheap $5 fabric, 
but it’s so amazing,” Kaeding said. 
“You can sculpt it. I’m only going 
to work in denim.” 

Smith had a similar experience 
when he was hired by Tommy 
Hilfiger to design outerwear, only 
to find out on his first day that the 
company had moved him to the 
denim department. 

He was so intent on learning all 
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Kingpins + FIDM Continued from page 1

Denim designer and consultant Ben Talley 
Smith

Mother jeans founder Tim Kaeding (left) with Kingpins founder Andrew Olah

01,6-9,12,16,17.cover.indd   6 8/14/14   7:28:03 PM



about denim, he made his own. 
“At night in my apartment in Brooklyn I would make 

my own jeans [and] sand them 
myself,” he said. “It helped me 
understand denim, from start to 
finish. Because I was making the 
pattern myself, if it didn’t fit, I 
knew why.” 

Smith’s denim trajectory took 
him to Earnest Sewn, Rag & 
Bone, Rogan and Helmet Lang 
and gave him the opportunity to 
develop denim at Sights Den-
im Systems in Henderson, Ky.

“We would pick fabrics and go 
down there with a hundred ideas,” 
he said. “We’d come back at the 
end of the week with new washes, 
new coatings, new techniques and 
sanding patterns. It allowed me to 
showcase what I am good at.” 

Before launching their brand in 
2012, Calvin and Rucker worked 
for such denim powerhouses as 
Marithé + François Girbaud, Levi 
Strauss & Co. and Guess? Inc. 
The two met at Levi’s, where 
Calvin eventually rose to senior 
vice president of the Levi’s brand, 
while Rucker went on to found 
Joie Jeans with Andrew Rosen 
and Sean Barron and then Rich 
& Skinny Jeans with Michael 
Glasser. 

Denim design is “a constant 
exploration,” Rucker said. “Ev-
ery time I design a jean it’s a new 
experience. Denim is one of the 
hardest things as a designer you 
can make. It’s super challeng-
ing, and the technology is always 
changing. It’s really hard to do it 
well.” 

Even after a pair of jeans leave 
the store, it continues to evolve. 

“As you wear a jean it takes 
on a life of its own,” Rucker said. 
“It’s almost like a diary of your 
life.” 

So many people are involved 
in the design and development of 
a pair of jeans, it creates a “com-
munity of support,” Calvin said. 

“That’s one of the greatest 
things about LA,” Rucker added. 
“There’s an incredible culture of 
camaraderie in the jeans industry 
in Los Angeles. Everybody knows 
each other. They compete with 
each other, but they also help each 
other. They know a year from now 
they might be working together.” 

Social media, new technology 
and the speed of information have 
changed the way many designers 
scout for trends and inspiration. 
Smith said that the time he used 
to spend shopping the market, he 
now spends on Instagram.

“[In the past,] we would trav-
el to Europe, and we would see 

things you wouldn’t see at home,” Calvin said. “You’d come 
home with all these samples and wow the merchandisers. 
Now street style is all around. You can see what’s happen-
ing in Europe when it happens in Europe. That has created 

so much pressure on the entire in-
dustry. It’s already knocked off the 
second it’s out the door.” 

The event concluded with some 
advice for the students. Rucker 
urged the students to never forget 
to have fun and to be willing to 
work without set rules. 

“If you believe there are rules, 
you probably won’t be able to take 
anything to the next level,” she 
said.  

Kaeding advised the students to 
learn every aspect of the business. 

“You have to know everything,” 
he said. “You have to know how the 
tape gun works. You have to know 
the UPS man. When the sewers 

don’t show up, you have to sit down and sew it yourself. 
“I have a philosophy at Mother. If you can do something 

better than I can, you’re hired. And I can do a lot of things 
well.” ●
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has when factored by CIT knowing it can 
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Joie Rucker and Caroline Calvin, founders of Calvin Rucker FIDM Apparel Technology Coordinator Mary Brannon, denim designer François Girbaud 
and California Fashion Association President Ilse Metchek
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Dallas Apparel & Accessories Market
October 22–25, 2014

WEDNESDAY–SATURDAY DATE PATTERN

fashion

Download the app today!
DALLAS MARKET CENTER

Find the latest trends and must-see 
lines at The Center of fashion.

7 for All Mankind
AG Adriano Goldschmied

Alice & Trixie
Aryn K
Askari

Bella Dahl
Bobi

Crème Fraiche
Cult of Individuality

Darling
Desigual

Frankie B
Free People

Gentle Fawn
Glam

Gold Hawk
Greywire Denim

Hardtail
Hazel

IT Jeans
Johnny Was Collection

LA Made
Language

Left on Houston
Lucky Brand Jeans

Miilla
Minnie Rose

Miss Me Clothing
MM Couture
Pete & Greta

Petit Pois
Rock Revival

Tibi
Tracy Reese
Uncle Frank

Velvet Heart
Veronica M

*partial list, for a full list of lines  
visit dallasmarketcenter.com

denim
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one of California’s dominant denim com-
panies, reported a 76 percent decline in its 
net income for the second quarter of fiscal 
2014, which ended on May 25.

But for Benedict, an expanded move into 
denim is a good initiative—and an oppor-
tunity to showcase what she calls “the new 
Americana.”

“For me, it is about doing the 
things that I love in all of the cat-
egories,” Benedict said. “I love 
denim. I completely believe in it. 
People wear it all of the time. We 
believe that our denim is the new 
Americana. To be an American 
brand, you need to make lines 
here. You need to make things 
here and support your neigh-
bor.” 

T h e  C h ey a n n  B e n e d i c t 
brand’s jeans are manufactured 
in Los Angeles and will whole-
sale for $100 to $200, said 
Lisette Polny, the brand’s chief 
operating officer.

The line will offer more than 
15 silhouettes, Benedict said. It 
also will build its point of differ-
ence by not doing a “boyfriend” 
silhouette jean, which has be-
come a staple for most denim 
lines. “It’s not flattering to a woman’s body,” 
Benedict said of the loose-fitting jeans.

Benedict’s jeans, like her brand’s clothes, 
aim to fit women of all ages and sizes. Some 
of the silhouettes include the “Greaser,” in-
spired by the denim looks of the 1950s. “It 
is updated in the fit. It is more body-con-
scious. It is our most basic and well-fitted 
jean,” she said.

The line’s baggy jean is called the 
“Heathers,” named after the 1988 noir teen 
comedy. “It is the perfect ’80s update,” 
Benedict said. “They are slightly baggy. … 
It is moderately high-waisted. … It has a 
great, subtle roundness to it.”

The line also offers the “Nirvana” jean, 

a bell-bottom style. “Bell bottoms come in 
fashion and out of fashion,” Benedict said. 
“But my job is to create the best possible 
version of each look. … It is really sexy. It 
shows [women’s] curves.” 

At ENKVegas, Benedict will show basic 
washes. When she shows the line again in 
2015, the line will offer additional washes that 
she describes as “beautiful pieces of art.”

Benedict trained to be an artist. She grad-

uated from New York University’s Experi-
mental Theatre Wing, which is dedicated to 
the avant-garde stage. She always supported 
herself through making fashion. During her 
college years, she would tie-dye T-shirts and 
sell them at consignment stores. She later 
got a job at the Calypso St. Bart fashion 
company. She served as regional manager 
for the Los Angeles area and opened the 
company’s store in the Sunset Plaza re-
tail district, she said. In 2002, she decided 
to launch her own line, C&C California, in 
partnership with Claire Stansfield. 

After the company was acquired, Bene-
dict spent time traveling and living in New 
York.  

“I  spent  a  long 
time thinking of how 
I’d like to do a com-
pany again,” she said. 
“I wanted to make ev-
erything here. I want-
ed to feel that there 
was an integrity in the 
way that I built the 
infrastructure of the 
company. In planting 
seeds that grow deep 
roots rather than the 
quick turnover.” ●

Denim Continued from page 1

Manhattan Associates Inc., the Atlanta-
based supply chain commerce solutions pro-
vider, has acquired the assets of GlobalBay 
Technologies from San Jose, Calif.–based 
VeriFone in a move that will extend Man-
hattan Associates’ omni-channel inventory 
and order management solutions offerings. 

The acquisition merges Manhattan As-
sociates’ enterprise inventory visibility, or-
der management and store solutions with 
GlobalBay’s point-of-sale and “clienteling” 
applications, the company said. 

“Our decision to acquire GlobalBay was 
driven primarily by our customers asking 
us to extend our omni-channel scope within 
their stores,” said Eddie Capel, Manhattan 
Associates chief executive officer, in a com-
pany statement. “Moving beyond inventory 
and fulfillment and into sales and clienteling 
is one way we’ll provide a comprehensive 

store platform with omni-channel at its core. 
“For our customers, this means that they will 
now have the ability to unlock the informa-
tion that presents a single view of custom-
ers, orders and inventory. This unique com-
bination allows our customers to provide 
a complete sales and clienteling solution, 
including best-in-class inventory and order 
management capabilities to their stores, and 
deliver the retail experience that the new, 
omni-channel shoppers expect.” 

Terms of the deal were not disclosed.  The 
acquisition does not include VeriFone’s 
GlobalBay Merchant solution, which is 
targeted to small retailers. VeriFone is re-
taining GlobalBay Merchant, which will be 
rebranded in the coming months, the com-
pany said.

For more information, visit www.manh.
com.—Alison A. Nieder

Manhattan Associates Acquires GlobalBay Technology
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Established in 1974 in Eu-
rope, Big Star denim has been 
Los Angeles–based since Koos 
Manufacturing picked up the 
line in 2003, first as a licensed 
brand but now as one of Koos’ 
company-owned trademarks, 
which also include AG Adri-
ano Goldschmied. 

Big Star’s classic styles 
feature vintage-inspired fab-
rications and styles. 

“The new Big Star col-
lection is unique to its 
brand phi losophy and 
manufacturing capabili-
ties,” said Senior Designer 
Ron Balatbat. 

The company’s mis-
sion for Big Star is to 
produce a premium-den-
im line that utilizes state-
of-the-art equipment and 
environmentally friendly 
processes. 

Inf luenced by Southern 
California’s ease and coastal 
vibe, Big Star’s men’s and 
women’s styles are offered 
in similar wash techniques 
ranging from light to dark, 
with brushed whisking that 
gives the styles a vintage 
look. The men’s collection 
comes in 20 styles and five 
fits that include a slim fit, 
straight leg, regular boot 
and regular straight. Men’s denim 
shorts feature a Hawaiian hibiscus 
print. There are 38 women’s styles 
in 13 fits, including skinny, slim 
straight, boot, chino, boyfriend 
and overalls, as well as a denim 
pencil skirt. 

While the look of the denim 
is important, the company also 
stands by its craftsmanship and 
attention to detail, Balatbat 
said. 

“Big Star continues to offer 
premium denim at accessible 
price points and is dedicated 
to delivering timeless pieces 
for the modern individual,” 
Balatbat said. “From the 
start of this union, Koos’ 
expertise in making jeans 
and their constant evolu-
tion in R&D and produc-
tion have been Big Star’s 
greatest asset.” 

Big Star’s sustainability 
efforts include ozone wash-
ing and eco dyes, low-water 
and energy-efficient wash-
ing machines, and eco-
friendly wash processes, 
including laser finishing, 
tying, tacking, grinding 
and 3-D whiskering.

 “Laser technology is 
probably the most ad-
vanced wash process, 
having the ability to 
recreate natural wear 
patterns with unri-
valed consistency and 
efficiency,” Balatbat 
said.

Denim fabrica-
tions ranging from 
100 percent  cot-
ton to cotton/Ly-
c ra  and  co t ton /

poly/Lycra blends are 
sourced domestically 
and internationally. 
Big Star is primarily 
manufactured at the 
Koos Manufacturing 
facility in Aguas 
Calientes, Mexico. 
The company also 
produces Tee by 
Big Star, a col-
lection of knits 
made entirely in 

the U.S that also 
employs green processing 
and finishing.  

Wholesale price points 
for jeans start at about 
$40 and vary depending 
on level of wash process-
ing, Balatbat said. Other 
items such as shorts, 
crops and non-denim 
bottoms range in price 
from $33 to $52.

Big Star is currently 
sold at major retailers 
such as Nordstrom, 
L o r d  &  Ta y l o r , 
Brooklyn Denim 
Co. and Revolve-
Clothing.com.

Fo r  s a l e s  i n -
formation in the 
U . S ,  c o n t a c t 
Denim Area  a t 
(213) 612-0850. 
—Sarah Wolfson 

Big Star: European Heritage, Los Angeles 
Design and Environmental Philosophy
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CALIFORNIA APPAREL 
NEWS: What season are 
you buying? How many 
days are you spending 
at the show? How many 
shows are you going to?

DON ZUIDEMA: We 
find we are buying closer 
in to season whenever pos-
sible so that we can react 
to trends and work more 
closely with vendors on 
margins.  

We plan on spending two days at the shows 
and will do our best to hit them all, especially 
Liberty, Project and Capsule since that is 
where we do most of our buying.

MELISSA AKKAWAY: My team will be 
buying for pre-Spring/Spring 2015. They will 
be spending a week in New York to attend 
shows and showroom appointments. They will 

attend Coterie and D&A, for sure, 
and possibly Project. [Then we will] 
attend LA market in October.

CARRIE MARTINES: We’re 
shopping for Spring ’15 as well 
as Immediates for Fall. We’re go-
ing to be at the shows Monday and 
Tuesday. We’ll be attending Project, 
Liberty, Capsule and ENKVegas to 
visit our friends at NOE Undergar-
ments. 
 
CAN: How is the economy? Are 

your customers spending more? Will you be 
spending more at the Las Vegas shows?

DZ: Customers are being cautious in their 
spending, and we also find we need to focus on 

service and selection to compete 
with the online stores as well as 
other retailers.

MA: I think the retail economy 
has stabilized, but the client is 
much more specific with how and 
what they spend their dollars on. 
They want pieces that can transi-
tion from one season to the next 
and possibly have room in their 
budget to make one big splurge 
per season. 

CM: We’re definitely seeing 
customers investing in their clos-
ets. Price is not an issue. It really 
comes down to the product and 
the brand story. 

CAN: Trade shows can be 
exhausting. Any advice on how to 
keep your energy up during trade 
shows?

DZ: Thank goodness for the 
coffee bars during the show—
along with bottles of water. That’s 
what we do to keep the energy. We 
also get motivated by being at the 
shows, and that drives us as well.

MA: Yes, they are very ex-
hausting because you are walk-
ing all day plus collecting lots of 
line sheets and look books, which 
inevitably makes your bag super 
heavy. I always dress in something 
comfortable, yet chic, as well as 
carry a cross-body bag that can be 
easily accessible. I also eat a great 
breakfast and carry snacks to keep 
me fueled throughout the day plus 
drink tons of water. 

CM: Comfortable shoes and 
eggs for breakfast.

CAN: Will there be an “it” item 
this season? Are there any 
fashion trends that will be 
peaking during the show?

DZ: One of the main reasons to 
go to the shows is to seek out that 
“it” item for the upcoming season 
and to see what trends are being 
shown. [It] allows us to then focus 
on our buy and how we plan on 
merchandising the store.

MA: I am always looking to 
be on trend without only stocking 
super-trendy items. I try to mix 
in staple items plus a few trend 
pieces.

CM: We’re constantly in search 
of the unique, eye-catching, amaz-
ing pieces and collections that 
stand out. ●

trade show q&a

Showtime: Retailers Discuss Trade Show Plans and Preparations
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With more than 20 apparel, foot-
wear, accessories and sourcing trade 
shows taking a bow in Las Vegas 
starting on Aug. 18 and a trade show 
season that continues on until the end 
of October, retailers are gearing up for 
the serious work of finding the brands 
that might hold the key to big profits. 

Boutique owners Don Zuidema, 
co-founder of LASC in West Hol-
lywood, Calif.; Melissa Akkaway, 
founder of  Beckley in Los Angeles; 
and Murphy and Carrie Martines, 
co-founders of The Celect in Costa 
Mesa, Calif., talked to California Ap-
parel News of their plans for the up-
coming trade shows.

By Andrew Asch Retail Editor

Don Zuidema Melissa Akkaway Carrie Martines
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group of America’s largest payment-card issuers, including 
Chase and Bank of America, forecast that they will have 
issued more than 575 million credit cards with EMV chips. 
The task force contends the EMV-chip cards offer improved 
security against fraud and is superior to the magnetic-strip 
cards, which typically rely on measures such as the holder’s 
signature to check against fraud.

“These numbers reflect the significant momentum behind 
the adoption of the EMV chip in the United States,” Ryan 
McInerney, president of Visa Inc., said in a prepared state-
ment. “By the end of next year, these issuers estimate that 
one in two of their U.S. payment cards will be chip-enabled, 
which represents real progress given the scale and complex-
ity of this overall effort.”

However, cyber security is constantly evolving, and 
there are other groups searching for ways to make retail-
ers’ payment systems as secure as they can be. The Retail 
Industry Leaders Association, an Arlington, Va.–retail 
trade group, named cyber security as one of its top retail 
priorities in 2014. With its partners, it has been petitioning 

for different means to boost security, said Brian Dodge, a 
spokesman for RILA.

“Merchants believe that the chip is part of better security 
but by no means enough,” Dodge said. “The banks and card 
networks are limiting the migration to chip only.” 

RILA has voiced support for card security that would mix 
chip and PIN-number measures. The organization and its 
partners have asked card issuers to work with them to build 
a new system where no data is stored or transmitted in an 
unsecure format. The system would offer open technology 
standards, which Dodge said would boost competition and 
result in less expenses for merchants. 

Cat-and-mouse game

No matter what security technology cards take, it is turn-
ing into an increasingly complex cat-and-mouse game, said 
Judah Phillips, an author of data-processing policy and 
founder of Boston-area analytics consulting firm SmartCur-
rent. “Fraudsters and criminals regularly succeed at staying 
one step ahead of retailers and several steps ahead of authori-
ties,” he said.

Credit-card fraud is much more lucrative for criminals—
and holds much less risk for them—than traditional theft, 
said Joseph LaRocca, founder and president of Retail Part-
ners, a consulting company that works with retailers and law 
enforcement.  

“We’re finding that criminals are diversifying their busi-
ness,” LaRocca said. “Fifteen years ago, a pickpocket would 
snatch your wallet, take the cash and dump everything else. 
In today’s world, the same pickpocket would take the cash, 
steal the credit cards and sell them. At a minimum, they are 
draining the full balance of open-to-buy on the card.”

In some cases, the thieves use the credit cards to buy goods 
for themselves. In other cases, they use the card information 
to steal cardholders’ identities.

Protect store devices 

Computers regularly get hacked. LaRocca recommended 
that retailers protect their devices in the same way consumers 
protect their home computers. Retailers should check com-
puters for viruses with antivirus software and protect their 
computers with firewalls. 

LaRocca also recommended 
changing passwords for store 
devices. If a password has been 
stolen, the integrity of the device 
can be protected by changing the 
password. Another recommen-
dation: Put financial data on a 
shop’s “clean” computer, where 
only one executive or a trusted, 
select group of people will have 
access to the data.

LaRocca also recommended 
that store devices be checked 
frequently. Thieves have placed 
“skimming devices” in retailers’ 
cash registers and ATMs. These 
devices steal credit-card num-
bers and PIN numbers. The num-
bers are later sold or used by the 
crooks to drain bank accounts.

Organized attack

Organized retail crime (ORC) 
remains a serious threat, said 
Robert Moraca, vice president of 
loss prevention for the National 
Retail Federation trade group, 
based in Washington, D.C.

Crimes perpetrated by gangs 
of professional criminals cost 
America’s retailers $30 billion 
annually. “[ORC is] an organized 
effort by street gangs, which do 
surveillance of stores. They’ll go 
in with four to five people and 
overwhelm the place, then leave 
with 50 to hundreds of items,” 
Moraca said.

The NRF’s 2014 Organized 
Retail Crime survey found that 
eight in 10 retailers were victims 
of ORC crimes in 2013. The good 
news is that the rate of ORC has 
declined. In NRF’s 2011 survey, 
94 percent of retailers claimed 
that they had been victims of re-
tail crime. In the 2014 survey, it 
was 88 percent. The decline may 
be due to heavier enforcement. 

The NRF has encouraged 
building of partnerships with 
merchants and law enforcement, 
such as the Los Angeles Area 
Organized Retail Crimes Asso-
ciation, to combat crime. 

Also, 25 states have recently 
passed stringent laws against 
ORC recently. (California does 
not have a specific law against 
ORC.)

Moraca recommended some 
prevention measures. “Operate 
your facility efficiently and effec-
tively. Make sure it is clean and 
cashiers are attentive. Criminals 
will pick a store that is in disar-
ray,” Moraca said. ●
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what’s checking

Off the beaten path and unfamiliar to most tourists, Montana Avenue is 
a 10-block stretch on the north side of Santa Monica, Calif., where locals 
lead active lifestyles and like to shop local. With an even balance of cor-
porate retailers and independent boutiques, most shops cater to an upscale 
crowd, as reflected by the surrounding neighborhood. Although no retailer 
was immune to the economic downturn, many have found ways to set 
themselves apart and are now thriving as the economy stabilizes. 

Santa Monica’s Montana Avenue: Luxe and Local
By Alyson Bender Contributing Writer

EMPHATIC by DEE ROCCO
1109½ Montana Ave.

The sister store to Emphatic at Fred Segal, Emphatic on Montana 
is stocked up on chunky knits and oversized sweaters for fall. One of its 
newest and most popular brands is 19 4t, which uses Japanese cotton 
for easily wearable basics (long-sleeve top, pictured, $129). Ams Purse 
chunky knit oversized cardigans ($316) and sweaters with zipper details 
($249) have also been extremely well-liked by customers. Populaar as 
well is My Tribe’s leather and suede-on-spandex textured blazer ($589, 
pictured). Beyond the apparel, Hammitt Los Angeles’s buttery leather 
bags (pictured, small cross-body $279, and large tote, $719) are favor-
ites, as are a unique line of leather fanny packs from Thailand, which 
retail for around $249 each.

WEATHERVANE
1209 Montana Ave.
www.weathervaneforwomen.com

Boasting predominantly European and Japanese brands, Weathervane 
is an upscale boutique that offers edgy fashion-forward and avant-garde 
designs. The retailer has been on Montana for four years and carries de-
signers that include Issey Miyake, Comme des Garçons, Rick Owens, 
Dries van Noten and Yohji Yamamoto.  According to Lauren Fitch, direc-
tor of sales and operations, some of the top-selling pieces for fall include 
Avant Toi’s merino wool and linen-blend blazer ($1,085); Marsell shoes 
and boots, which range from $670 to $1,390; Ann Demeulemeester, who 
is currently featured in all the store’s fall window displays; and Faliero 
Sarti wool, alpaca and acrylic blend Italian scarves ($295).  

Emphatic Ams Purse Cardigan, 19 4t 
sleeveless tee, Tysa pant, Ham-
mitt Los Angeles leather bag

19 4t sleeveless tee, 
leather fanny pack from 
Thailand, Tysa pant

Hammitt Los Angeles bags 
(large: $719, small: $279)

Leather fanny packs from 
Thailand ($249)

Weathervane
Marsell shoes from Italy 
($670–$1,390)

Avan Toi blazer ($1,085) Two looks from Ann 
Demeulemeester Fall ’14
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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

© 2013 Wells Fargo Capital Finance. All rights reserved. Products and services require credit approval. Wells Fargo Capital Finance is the trade name for certain asset-based 
lending services, senior secured lending services, accounts receivable and purchase order finance services, and channel finance services of Wells Fargo & Company and its 
subsidiaries, including Wells Fargo Bank, N.A.; Wells Fargo Business Credit, a division of Wells Fargo Bank, N.A.; Wells Fargo Credit, Inc.; Wells Fargo Distribution Finance, LLC; 
Wells Fargo Capital Finance, Inc.; Wells Fargo Capital Finance, LLC; Wells Fargo Trade Capital Services, Inc.; Castle Pines Capital LLC; Castle Pines Capital International LLC; 
Burdale Financial Limited; and Wells Fargo Capital Finance Corporation Canada. Wells Fargo Capital Finance Corporation Canada (also doing business in Quebec as Société 
de financement Wells Fargo Capital Canada) is an affiliate of Wells Fargo & Company, a company that is not regulated in Canada as a financial institution, a bank holding 
company or an insurance holding company.. MC-5918

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. 

“I need a lender who 
can help me adapt to 
whatever comes next.”

what’s checking

FRANCESCA’S COLLECTION
1230 Montana Ave. #106
www.francescascollection.com

Veronica Chacon has been the 
store manager of Francesca’s Col-
lection on Montana Avenue for 12 
years and has watched how locals 
changed how they shopped through 
the economic highs and lows of the 
past decade.  “We have definitely watched our customers 
make lifestyle changes and are shopping smarter now,” Cha-
con said. “When the economy dipped, a lot of our customers 
moved away, but since then new residents have become our 
new customers.”

For fall, Francesca’s is full of rich jewel tones, and Cha-
con said a major trend they are seeing is that their customers 
are buying kimono-style outerwear as opposed to cardigans. 
Although the majority of Francesca’s merchandise is private 
label, the Dina B kimono has been a strong seller ($38). The 
private-label denim line Harper’s ($44) is also a top seller. 
As far as jewelry is concerned, they are selling a lot more 
dainty classic pieces for fall as opposed to larger, trendy 
pieces. The jewelry retails from $12 to $38.     

RUTI
1406 Montana Ave.
www.ruti.com

Having now been 
open two years, Ruti 
ca r r i e s  nea r ly  a l l  
Israeli designers, with 
the exception being 
United Nude shoes. 
Two of its top-selling 
styles are by Alem-
bika and include the 
“Punto Pant” ($229), 
which boasts a wide 
leg and relaxed fit, and 
the “King” top ($209), 
with a high-low hem and versatility that can make it a top or 
tunic. Ruti prides itself on being a one-stop shop, carrying a 
wide variety of merchandise with “a little bit of everything 
for everyone,” according to Kelly Pentecost, store manager.  
Other Ruti locations can be found on Abbot Kinney and in 
Berkeley, San Francisco and Palo Alto.  

LEYLIE
1230 Montana Ave. #104
www.leylie.com

Leyl ie  Aghi l i  has 
had her namesake re-
tail store, Leylie ,  on 
Montana for three and 
a half years. “There is a 
wonderful sense of com-
munity here, and traffic 
is very neighborhood 
driven,” Aghili said. “I 
think the success of my 
store is due in large part 
to the fact that I cater to the area’s lifestyle, which includes 
tailored, form-fitting styles and classics with a twist.”  Being 
so close to the ocean with damp mornings and cool nights, 
Aghili says cashmere tops are a year-round top seller, as 
are button-down blouses from her own line. Citizens of 
Humanity jeans are her No. 1–selling denim brand, and 
customers also love pieces from Harthord, Inhabit, IRO 
jackets, Brochu Walker and NSF.   

Citizens of Humanity boyfriend-cut jeans ($258), Brochu Walker 
sweater ($334), Generation Love tee ($88)

Leylie

Ruti

Alembika 
houndstooth wide-leg 
“Punto Pant” ($229) Pre-fall merchandise

Francesca’s Collection

Dina B kimono ($38) Fall jewel tones
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said Shannon Leggett, Swim Collective ex-
ecutive show director. 

The recent show in Huntington Beach 
featured high-profile swim brands such 
as L*Space, Body Glove, Gottex, Little 
Marc Jacobs Swimwear, Becca and Spee-
do with noteworthy retailers in attendance 
that included Barneys New York, Bloom-
ingdale’s, Net-a-Porter, Dillard’s, Planet 
Blue ,  Revolve , 
Zappos, Diane’s 
Swimwear and 
Victoria’s  Se-
cret. According 
to Leggett, atten-
dance increased 
50 percent over 
last August.  

“The location 
of this show is 
extremely ben-
eficial to connect 
with West Coast 
and Hawaiian re-
tailers,” said Anna 
Petitfils, marketing coordinator for Sunsets 
Inc.—an umbrella company that represents 
and manufactures Curve by Sunset, Lav-
ish, Aerin Rose, B. Swim, Swim Systems 
and Sunsets out of the Harbor City area of 
Los Angeles—who has been participating 
in Swim Collective since its first show four 
years ago. “Every year, we have witnessed 
the show and market growing.” Selling 
mainly Spring ’15 collections at the recent 
edition, Petitfils reported “great traffic de-
spite not being in the main room.” 

Indeed, many exhibitors noted the tight 
space on the main show floor with an over-
flow of booths located in adjacent halls. 

Kelly Ellingson, vice president of North 

American sales and marketing for Colom-
bia-manufactured brand Maaji, has also 
participated in Swim Collective since it first 
bowed. She echoed Petitfils’ praises for the 
show, saying, “This show suits us well, with 
all the surf-specialty and swim-specific re-
tailers who attend. We offer contemporary 
women’s swim, men’s, lingerie, kids’, and 
active beach wear and were able to meet 
with department stores and specialty bou-
tiques such as Sun Diego.” 

Los Angeles 
contemporary la-
bel Clover Can-
yon  has  had  a 
swim collection 
for three years 
but until now has 
always showed 
the  swim l i ne 
with the ready-to-
wear line. 

“This  i s  the 
only swim show 
o n  t h e  We s t 
Coast, and it has 
proved to be a 

great place to connect with new accounts 
and gain exposure,” said sales representa-
tive Jillian Burchell.

Erica Segerberg, designer and co-owner 
of Citrine, a new contemporary swim line 
made in Bali, Indonesia, was participating 
in her first trade show ever.  

“We decided to participate in this show to 
break into the West Coast swim market, and it 
has surpassed our expectations,” she said. “We 
met with retailers from Huntington Beach, 
Santa Monica, all over Los Angeles and Santa 
Cruz. This show is going really well for us, 
and buyers are writing.”

Many West Coast retailers emphasized 
the convenience of Swim Collective’s loca-

Swim Collective Continued from page 1

tRAdE ShOW REPORt

Accessorize.
Limit your exposure to  
past due invoices.
Bibby Financial Services  
provides a cash flow boost  
to help you take advantage  
of growth opportunities.

F u n d i n g  t h at ’ s  g ot  yo u  cov e r e d :

› 24-hour funding on invoices
› Credit management and collections
› Facilities from $250k up to $12 mm
›  Local decision-makers and one point  

of contact working alongside you
›		Export	finance	and	purchase	order	
finance	available

www.bibbyusa.com  
or 877-88-BIBBY Your Apparel Finance Experts

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:

Sunsets Inc.
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tion in addition to the wide array of brands 
and products offered. Chris Thornburg of 
Old Honolulu in San Clemente, Calif., 
said he usually shops for new merchandise 
at MAGIC Market Week in Las Vegas but 
decided to visit Swim Collective this sea-
son.

“Since we live in a beach town, swim sea-
son for us is year-round, so we have to con-
stantly stay on top of the market,” he said. 
“This show is more intimate, very easily 
manageable as opposed to [the swim trade 
shows in] Miami and Vegas, and it is in our 
backyard. We have discovered brands from 
all around, including Dubai, North America 
and South America.” 

Danise Otis of online swimwear retailer 
Sundance Beach, based in Santa Barbara, 
Calif., was a returning buyer at Swim Col-
lective. “Our customers collect bikinis like 
they collect socks,” she said. “They can never 
have enough. There are definitely more ex-
hibitors here this season than last, and I look 
forward to discovering new brands.” 

Jessiut Serrano, women’s buyer for Ac-
tive Ride Shop in Rancho Cucamonga, Ca-

lif., was also a returning buyer. 
“We always attend this show,” she said. 

“It is a great place to discover new vendors 
and see what’s trending. It is nice to be able 
to come to one place and see everything at 
once.”

Although many retailers were writing or-
ders, others used the show to get first and 
second looks at collections and write notes.  

“We like to assess what’s out there and 
review the line sheets and then make private 
appointments at our Anaheim [Calif.] head-
quarters after the shows,” said Erin Con-
nery, women’s buyer for Pacific Sunwear. 
“We are currently buying for Resort, Spring 
and Summer ’15.”

Next season, Swim Collective will move to 
the St. Regis Monarch Beach resort in Dana 
Point for the Jan. 15–16 run of the show. Leg-
gett said 250 exhibitors have already signed 
up to participate in the January show, as well 
as 50 activewear brands that have committed 
to show in Active Collective. 

In addition to Active Collective, Leggett 
will launch a Swim Preview show June 
23–24.  ●

trade show report

Maaji Stone Fox Swim  and Mint. by Jessica Snyder

Miami
September 15 &16, 2014  

Miami airport convention center

info@dgexpo.net /  212.804.8243
dg

Fabric &trim Show

expo

the dg expo
Featuring SupplierS with low MiniMuMS + Stock

Miami / New York City / San Francisco

www.dgexpo.net

North American Suppliers
with global production including Made in USA

dgeMiamiAd081414_F_Layout 1  8/14/2014  9:14 AM  Page 1

Factoring • Trade Finance
Purchase Order Finance • Business Loans
L.A. Headquarters: 1055 W. Seventh St., Ste. 2200, Los Angeles, CA 90017 213•225•1000

Fashion District Office: 1016 S. Towne Ave., Ste. 211, Los Angeles, CA 90021
New York Office: 560 Sylvan Ave., Ste. 1065, Englewood Cliffs, NJ 201•227•0009

California Finance Lender Licnese #6036885
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PROUDLY MADE IN LA

Novelty | Pleating | Smocking | Unique Stitches
24 HOUR SAMPLE TURNAROUND | DOMESTIC PRODUCTION 

WWW.TWINSPLEATING.COM | 323.268.2955

E x p e r i e n c e  W h a t ' s  N e x t

Showing Spring/Summer 2015 Collections
October 8 – 11, 2014

Runway Premier Shows
Michael & Stephanie Costello

MTCostello Collection, California

Michelle Lesniak
Project Runway Winner, Portland

Seth Aaron
Project Runway & Allstar Winner, Portland

Irina Shabayeva
Project Runway Winner, NYC

Lenzanita
South Dakota

Gordana
Project Runway Allstar, California

Walter Collection
California

China Moment
Fashion From Shen Zhen

Also:
Emerging Designers Contest

Presenting Sponsor: Kuni Lexus of Portland

Wearable Technology Fashion Contest
Presenting Sponsor: Digital Trends

#1 Production in the US outside 
New York Fashion Week 

- TIME Magazine

@fashionxtonline  #fashionxtfashionxt.net
For Buyers and Press Registration:

Photo by: Joey Stalone

EvENtS

The Waterman’s Ball has been 
described as the surfwear business’s 
excuse for a prom, a chance to party 
at the stunning Ritz Carlton in La-
guna Niguel, Calif., and a thank you 
to the ocean for providing the raw 
materials for the surfing lifestyle.

At the 25th Waterman’s Ball, 
held Aug. 9, an estimated $400,000 
was raised for ocean-based nonprof-
its such as Clean Ocean Action, 
Heal the Bay, Surfrider Founda-
tion and Surfers Against Sewage. 
The backdrop to the event was the 
wider 2014 Waterman’s Week-
end, when a series of fun events, 
such as a golfing tournament, helps 
to raise money for environmental 
causes. The event was produced by 
the trade group Surf Industry Manufactur-
ers Association. The weekend’s underwrit-
ers included Paul Naude, president of the 
SIMA Environmental Fund; Joel Cooper, 
chief executive officer of Lost Enterprises; 
apparel brands Rusty and Stance; retailer 
Sun Diego; and the Agenda trade show.

As with past Waterman’s Ball events, 
great surfers and environmentalists were 
honored with unique trophies. They are ar-
chitectural models of specific beach scenes 
with significance to the honoree. 

The “Waterman of the Year” was Tom 
Carroll, who won the World Champion-
ship of Touring in 1983 and 1984 and was 
the first “goofy foot,” or right-footed surfer, 
to win the surfing world’s equivalent of the 

World Series or Tour de France.
The Environmentalist of the Year was Ted 

Danson. The star of the “CSI: Crime Scene 
Investigation” TV show founded a nonprofit 
called American Oceans Campaign, which 
merged with Oceana, a Washington, D.C.–
headquartered environmental nonprofit. He 
also co-wrote the 2011 book “Oceana: Our 
Endangered Oceans and What We Can Do 
to Save Them.”

The Lifetime Achievement Award was 
given to Rusty Preisendorfer, a legendary 
board shaper and owner of Rusty Surf-
boards. His company made the boards used 
by some of the world’s top surfers, including 
Mark Occilupo.

The Special Recognition Award went to 

At 25th Waterman’s Ball, Surf 
Business Protects the Ocean

THE PRIZE: Holding up the Special Recognition Award for 
Hobie Alter is Malcolm Wilson, who crafted the trophies, 
pictured left, and Jeff Alter, Hobie Alter’s son.
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Hobie Alter, one of the innova-
tors in the surf business and 
surfing. In 1954 he opened the 
Hobie Surfboards shop in Dana 
Point, Calif. It was the first surf 
shop defined by a retail profes-
sionalism. Previous surf shops 
were guerrilla operations. He 
also gained note for his Hobie 
Cat sailboats. Alter passed away 
in March 2014.

At the Waterman’s Ball, the mood of the 
event is worn on the sleeves of the guests. 
Many of the brand chiefs wore outré surf 
looks with a humorous edge, but Naude, the 
president of the SIMA Environmental Fund, 
said the event was of grave importance. “In 
the early days it was just a party,” he said of 
the Waterman’s Ball. “It was a get-together 
for an industry that got together too infre-
quently. … But work on the environment 

never ends.”
Fernando Aguerre, president of the In-

ternational Surfing Association and for-
mer chairman and chief executive officer of 
Reef, wore an electric fuchsia Paul Smith 
suit to the event, and he agreed that protect-
ing the oceans was an urgent matter. “This 
is not a battle to keep the ocean clean. It is a 
war. The polluters never stop,” he said.

—Andrew Asch
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LA 

801 S. GRAND AVE., SUITE 1000 

LOS ANGELES, CA 90017 

TAE CHUNG 

(213) 534-2908 

 

NY 

450 7TH AVE., SUITE 1006 

NEW YORK, NY 10123 

AUSTIN SOHN 

ALAN NI ( ) 

(212) 629-8688 

Visit us @ www.finone.com 

 

Toll Free (800) 957-4309

Factoring Credit Lines
$100,000 to $5,000,000

www.OverniteCapital.com

Advance Rates up to 90%

No Monthly Minimums

No Concentration Limits

No Financial Covenants

P.O. Financing Options

Very Fast Funding

events

THE BOYS: Fernando Aguerre, president of the International 
Surfing Association, left, and Ted Danson

Paul Naude
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• Wholesale Buyers of Clothing, Accessories and Home Goods
• Licensing • Sourcing • Private Label • Special Make Ups

800.285.8589
8447 Wilshire Blvd. Ste. 401 • Beverly Hills, CA 90211 

stanc234@gmail.com

Stan Cooper
Over 30 Years of Business Relationships

SC

Fashion Resource Guide

This listing is provided 
as a free service to our 

advertisers. We regret that 
we cannot be responsible 
for any errors or omissions 

within the Fashion 
Resource Guide.

Agenda
www.agendashow.com
Products and Services: The Agenda trade 
show is a forum for the most inspired in the 
streetwear and action-sports industries to unite. 
Lines speak for themselves, and buyers are not 
intimidated by the usual overwhelming trade 
show experience. From the garage-run lines on 
the verge of explosion to the well-established 
elite, Agenda caters to the needs of buyers and 
brands that exist on a higher level of design and 
aesthetic. With a strong emphasis in style, art, 
music, and culture, the Agenda experience is as 
much a lesson as it is a tool. Make sure to come 
to Agenda’s Las Vegas show Aug. 18–19, or for 
more info go to our website.

California Market Center
110 E. Ninth St.
Los Angeles, CA 90079
(213) 630-3600
www.californiamarketcenter.com
Products and Services: Five seasons a year, 
buyers from around the globe flock to the 
California Market Center (CMC) for Los Angeles 
Fashion Market, the West Coast’s premier des-
tination for thousands of apparel, gift, and 
lifestyle collections displayed in hundreds 
of  the CMC’s showrooms and featured trade 
shows. Our array of resources includes SELECT 
Contemporary Tradeshow, TRANSIT LA Shoe 
Show, LA Kids Market, and the Gift, Home & 
Design showcase. L.A. Fashion Market at the 
CMC now offers visiting retailers and brands 
more show options then ever to exhibit in and 
shop from. The Los Angeles International Textile 
Show (LA TEXTILE) is the fashion industry’s West 
Coast destination for premier textile, design and 
production resources. Offering hundreds of fab-
ric collections and design services from around 
the globe, the caliber of resources and fashion 
direction is presented with our contemporary 
designer audience in mind.

Dallas Market Center
2100 Stemmons Freeway
Dallas, TX 75207
(214) 655-6100 or (214) 744-7444

www.dallasmarketcenter.com
Products and Services: Dallas Apparel & 
Accessories Markets are held five times each 
year at the Dallas Market Center. Apparel & 
Accessories Markets welcome thousands of 
buyers to each market, 70 percent of whom 
don’t shop other apparel marketplaces. Dallas 
Market Center has recently added additional 
key rep groups/lines from California to further 
establish itself as a destination for the lead-
ing edge of fashion. For the latest news and 
upcoming market dates, visit the Dallas Market 
Center website.

Designers and Agents
80 W. 40th St.
New York, NY 10018
(212) 302-9575
Fax: (212) 302-9576
da@designersandagents.com
www.designersandagents.com
Products and Services: Designers & Agents® 
is an independent, international trade fair for 
hundreds of collections and thousands of retail-
ers who define the direction in fashion and 
lifestyle. Identifying emerging talent and creating 
an intimate, synergistic environment that fosters 
relationships between designers and buyers, 
each of D&A’s shows in New York, Los Angeles, 
and Paris is pre-edited, art-directed, and mer-
chandised to create a sense of camaraderie and 
discovery. D&A features brands from the United 
States, Europe, Japan and around the world that 
are the influencers in the advanced contempo-
rary market, the segment of the women’s market 
that continues to experience consistent growth.

Fashion Market 
Northern California
(415) 328-1221
www.fashionmarketnorcal.com
info@fashionmarketnorcal.com
Products and Services: Fashion Market 
Northern California is in its seventh year at 
the San Mateo Event Center. The easy-to-shop 
Fashion Market is the largest open-booth show 
on the West Coast, with over 2,000 clothing 
and accessories lines. Our exhibitors are from 

every category: European to contemporary to 
updated to juniors lines, plus a wide range of 
classic to trend accessories. Every market offers 
complimentary continental breakfast, lunch 
coupons for buyers, and coffee and cookies in 
the afternoon—another plus! The buzz is this 
is the show to attend! The San Mateo Event 
Center is a convenient location approximately 
10 miles south of SFO, easily serving all of 
Northern California, Northwestern and Rocky 
Mountain states’ retailers. We have introduced 
“Late Night at FMNC”—extended hours  on 
Monday  to allow buyers to miss the evening 
traffic commute and enjoy complimentary wine 
or beer from 4 to 7 p.m. There will be free park-
ing  on Monday  and  Tuesday until 10 a.m.  Our 
August Market will be  August  24–26,  Sunday 
to  Tuesday. The hours are  Sunday, the 24th-9 
a.m.  to  6 p.m., Monday, the 25th-9 a.m. 
to  7 p.m., and  Tuesday, the 26th-9 a.m.  to  5 
p.m.  Buyers can turn in their parking receipts at 
the registration desk for reimbursement.  

FashioNXT
1255 NW 9th Ave Suite 211
Portland OR 97209
(503)-756-1412
www.FashioNXT.net
Contact: Tito Chowdhury
Products and Services: FashioNXT is produced 
by Tito Chowdhury, who produced Portland’s 
internationally recognized fashion week, featured 
in TIME magazine and the Wall Street Journal. 
FashioNXT’s annual high-end runway shows fea-
ture globally known fashion designers, including 
the most number of “Project Runway” winners 
and All-Stars anywhere. This October (Oct. 
8-11), in collaboration with top personalities 
from some of the most influential entities in the 
wearable tech and fashion industry—Samsung, 
Intel, Nike and Project Runway—FashioNXT is 
launching its first annual Wearable Technology 
Fashion Competition, presented by Digital 
Trends. The purpose of this competition is to 
inspire innovative thinking to go above and 
beyond making technology wearable, to making 
it fashionable and, more importantly, worn. The 
prize package includes $1,000 cash; features on 
Digital Trends, The Manual and The Oregonian-
Oregonlive; showcase at FashioNXT; a computer 

system sponsored by Intel; and more.

Henry Hanger
1-877-HenryLA
(213) 747-6141
www.henryhanger.com
Products and Services: Henry Hanger is a 
manufacturer of garment hangers and has spe-
cialized in providing tailored solutions based 
on a customer’s individual needs for over 80 
years. Product lines include custom and stock 
woods, acrylic plastic, and fabric-padded and 
metal hangers. New lines include several types 
of non-slip wood hangers and a variety of 
new wood and metal styles. The company has 
two showrooms in New York and Los Angeles, 
as well as domestic production and overseas 
operations.

Indonesian Trade  
Promotion Center
3457 Wilshire Blvd., Suite 101.
Los Angeles, CA 90010
Phone: (213) 387-7041
Fax : (213) 387-7047
itpcla@sbcglobal.net
www.itpcla.com
Products and Services: We are delighted and 
proud to present the best of Indonesia to our 
colleagues in the U.S. and to our international 
visitors. As the largest economy in Southeast 
Asia, Indonesia has become one of the top 
sourcing destinations in Asia, especially for 
fashion. All products at the Indonesian Pavilion 
at Sourcing at MAGIC, as part of the MAGIC 
Market Week, have been handpicked from 
Indonesia’s best manufacturers, with skilled 
craftsmanship and quality products, who 
specialize in woven apparel, textile, leather, 
footwear, and jewelry products. The Pavilion is 
organized by the Indonesian Trade Promotion 
Center (ITPC LA), an Indonesian government 
international trade development agency that 
provides information, professional advice, and 
match-making services. Few countries in the 
world could match Indonesia’s diverse popula-
tion of 240 million with 400 different ethnicities 
living together among 17,000 islands. Visit 

Indonesia Pavilion at Sourcing at MAGIC in Las 
Vegas, Booth #91812!

Line & Dot
(323) 589-1200
info@thelineanddot.com
http://thelineanddot.com
Products and Services: Line & Dot is a 
women’s contemporary collection that instan-
taneously distinguishes itself by combining 
classic staples and modern European style. The 
importance of quality, expert craftsmanship and 
impeccable attention to detail resonate deeply in 
Line & Dot’s core brand identity. Every season, 
Line & Dot delivers an element of surprise 
with each style marrying together with timeless 
femininity and vintage aesthetic. This creative 
blend results in a collection of effortless pieces 
that are perfect for any occasion. Line & Dot 
embraces all things wearable yet glamorous, 
creating a chic style that every woman aspires 
to achieve.

Luv Surf Apparel
Contact: Nicole Diefenbach, Sales Manager
Cell: (210) 216-1943
nicole@luvsurfapparel.com
www.luvsurfapparel.com
#wearthecalidream
Products and Services: Luv Surf Apparel 
is a juniors and young contemporary collec-
tion connecting young women globally to the 
California lifestyle. Our apparel and accessories 
are designed to promote active living and inspire 
our customers to spread the luv and embrace 
sunshine, sand, and surf. Come see us in Las 
Vegas at POOLTRADESHOW in booth #1143 and 
in Orlando at Surf Expo in booth #907. 

Stop Staring!
www.stopstaringclothing.com
(213) 627-1480
Contact: Joyce
Products and Services: Stop Staring! will be 
doing a LIVE RUNWAY FASHION SHOW every 
hour at MAGIC. We will be showing the latest 
in vintage-inspired dresses (worn by a huge 
celebrity following!), which include our plus-

size collection, available up to size 26.  Stop 
Staring! will be showcasing both Fall Holiday 
2014 and Spring Summer 2015 Visit us at Booth 
#74518. Visit the Stop Staring! showroom at 
the California Market Center in Los Angeles. 
located on the second floor, room #A296. Or 
our Corp Showroom at 14023 Paramount Blvd. 
Paramount, CA 90723.

Twins Pleating & 
Stitching
3659 Whittier Blvd.
Los Angeles, CA 90023
(323) 268-2955
Fax: (323) 268-2463
www.twinspleating.com
Contact: Tony Gomez
contact@twinspleating.com
Products and Services: Twins Pleating & 
Stitching provides a wide variety of services 
ranging from unique stitches to custom pleating.  
We offer a 24 hour sample turnaround and are 
well equipped to produce domestic production, 
with no minimums.  With over 30 years of expe-
rience in the fashion industry, Twins has created 
a company dedicated to customer satisfaction. 
We have become the leader in novelty products 
and proudly produce all of our work in Los 
Angeles.  From heat transfers to smocking, there 
is no need to go overseas when it can all be done 
with pride, in a promptly and most importantly 
quality manner, here at home.

BBCN Bank (BBCN)
Trade Finance Center
3267 W. Olympic Blvd. Los Angeles, CA 90006
213-235-3220
Contact:  Yeong Gwon Pak at YeongGwon.Pak@
BBCNBANK.COM / Brian Kim at Brian.Kim@
BBCNBANK.COM
www.BBCNbank.com
Products and Services: Headquartered in Los 
Angeles, for more than 28 years BBCN Bank 
has been serving the Korean-American, as 
well as a diverse mix of clients mirroring its 
communities at 55 service branches and loan 
production offices in California, New Jersey, 
New York, Washington, Illinois, Colorado, Texas, 
Georgia and Virginia. As the nation’s leading 
Korean-American bank, with $6.9 billion in 
assets (as of June 30, 2014), BBCN specializes 
in core business banking products for small- and 
medium-sized companies, with an emphasis 

in commercial real estate, business lending, 
SBA lending, and international trade financing. 
BBCN was named by Forbes in 2013 & 2014 
to its Best Banks in America list, and is ranked 
among the top 10 SBA 7(a) lenders in the U.S. 
BBCN Bank is a California State chartered and 
FDIC-insured bank.

Bibby Financial Services
3027 Townsgate Road, Suite 140
Westlake Village, CA 91361
(877) 88-BIBBY Fax: (805) 446-6112
www.bibbyusa.com
sales@bibbyusa.com
Products and Services: Bibby Financial 
Services is a worldwide market leader in 
business cash-flow solutions to small and 
medium-sized companies. With offices in eight 
North American cities and 14 countries around 
the world, its product portfolio includes accounts 

receivables finance, purchase order finance, and 
specialist expertise in the apparel industry. It is 
an approved lender for the Export-Import Bank’s 
working capital guaranty delegated authority 
program. Bibby Financial Services is a subsid-
iary of a 204-year-old privately held company 
based in the United Kingdom. Whether you 
area start-up or an established company with 
sales volumes over $60 million, Bibby Financial 
Services can offer you fast, flexible funding solu-
tions to help grow your business. 

CIT Commercial Services
300 South Grand Ave.
Los Angeles, CA 90071
Contact: Mitch Cohen, Western Regional 
Manager
(800) 248-3240
www.CITFactoringUniversity.com
Products and Services: CIT Commercial 

Services operates throughout the United States 
and internationally. The Los Angeles office 
serves clients in the Western United States 
and Asia. CIT is the nation’s leading provider 
of factoring, credit protection, and accounts-
receivable management services. Companies of 
all sizes turn to CIT for protection against bad-
debt losses, to reduce days‚ sales outstanding, 
and to enhance cash flow and liquidity. CIT’s 
breadth of services, experienced personnel, 
industry expertise, proprietary credit files on 
over 330,000 customers, and comprehensive 
online systems are all reasons that clients say 
give CIT a competitive advantage.

Finance One
Los Angeles Office:
888 S. Figueroa St., Suite 1100
Los Angeles, CA 90017
(213) 430-4888 Fax: (213) 430-4877
Contact: Tae Chung at (213) 534-2908
www.finone.com
Products and Services: Finance One, Inc. is a 
privately held factoring company now celebrating 
its 15th year. Located in the heart of downtown 

Los Angeles, it provides factoring, trade financ-
ing, and purchase-order financing to small- to 
medium-sized businesses. As the company’s 
motto, “Win/Win Factoring,” displays, Finance 
One places a top priority on its clients’ growth 
and success. Finance One provides factoring 
services at the most competitive rates, with 
exceptional customer service and personalized 
financial solutions for unique business needs.

Gateway Trade Funding
431 West Lambert Road
Suite 309
Brea, CA  92821
Contact: Thomas A. Novembrino
(714) 671-0999
www.gatewaytradefunding.com
Products and Services: We customize financing 
programs to meet the unique needs of our clients. 
Our focus goes beyond the company’s current 
financial statements. We dedicate time and effort 
to learn about the business of our clients and 
their distinctive requirements.  Our staff is com-
mitted to responding quickly to client requests. 
Integrity, discretion, responsiveness and creativity 

are our touchstones. When you are ready to talk 
to financial experts who are willing to listen to you 
and see the potential of your business, choose 
Gateway Trade Funding as your financial part-
ner. Gateway’s management team has extensive 
experience in national and international trade 
finance, and commercial banking.

Goodman Factors
3010 LBJ Freeway, Suite 140
Dallas, TX 75234
(972) 241-3297 Fax: (972) 243-6285
Toll-free (877) 4-GOODMAN
www.goodmanfactors.com
Contact: Jessie Valdivia or Bret Schuch
Products and Services: As the oldest pri-
vately held factoring company in the Southwest, 
Goodman Factors provides recourse and non-
recourse invoice factoring for businesses with 
monthly sales volumes of $10,000 to $2 million. 
Services include invoice and cash posting, credit 
and collection service, and cash advances on 
invoices upon shipment. Due to its relatively 
small size and centralized-management phi-
losophy, its clients often deal directly with 
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company management/ownership. Its size also 
enables it to provide flexible arrangements and 
quick decisions.

Hana Financial, Inc.
1000 Wilshire Blvd., 20th Fl.
Los Angeles, CA 90017
(213) 240-1234 Fax: (213) 228-5555
www.hanafinancial.com
Contact: Rosario Jauregui
Rosario.jauregui@hanafinancial.com
Products and Services: Established in 1994, 
Hana Financial is a commercial finance com-
pany specializing in traditional factoring, trade 
finance, and international factoring. Additionally, 
it provides SBA loans, residential mortgage 
loans, and wealth management. Hana Financial 
has successfully transformed itself from a local 
start-up, primarily serving a niche market of 
Southern California, to a nationwide firm garner-
ing businesses from all across the nation. It 
operates in over 28 industries in four countries, 
with locations in Los Angeles, New York, and 
Bellevue, Wash. It’s also a member of Factors 
Chain International.

Marcum LLP
2049 Century Park East, Ste. 300
Los Angeles, CA 90067

Contact: Ron Friedman, Partner/Co-Retail 
Practice Leader
(310) 432-7414 Fax: 310-432-7507
Ron.Friedman@marcumllp.com
www.MarcumLLP.com
Year Established: 1951
Territory: Marcum LLP is one of the largest 
independent public accounting and advisory 
services firms in the nation. Ranked among 
the top 20, Marcum offers the resources of 
1,300 professionals, including over 160 
partners, in more than 22 offices through-
out California, Connecticut, Florida, Grand 
Cayman, Massachusetts, New Jersey, New York, 
Pennsylvania, and China. The firm’s presence 
runs deep, with full-service offices strategically 
located in major business markets.
Services: Marcum’s Retail & Consumer Products 
practice group serves both domestic and inter-
national companies of various sizes, from 
start-ups to multi-nationals with up to $1 billion 
in annual revenue. Our industry professionals 
guide clients through the entire lifecycle of the 
business by providing personalized, innovative 
strategies to increase profitability and maxi-
mize their competitive advantage. Within these 
diverse markets, Marcum delivers an array of 
services beyond traditional audit, tax, and con-
sulting work, including financial reporting, tax 
compliance, and business consulting services 
linked by common supply-chain principles.
Competitive Edge: Marcum’s team of seasoned 

professionals is uniquely qualified to serve retail 
and consumer products companies; they under-
stand the industry and specific market forces 
that are driving business decisions. Members 
of our Retail and Consumer Products practice 
group speak and publish regularly on such 
topics as strategic business and tax planning, 
working effectively with your board, finance 
sourcing, and operational excellence. Marcum 
professionals combine practical knowledge with 
years of experience to provide a level of under-
standing and service that is unique among 
professional service firms. The firm takes a team 
approach to every engagement, ensuring the 
highest degree of technical knowledge, experi-
ence, and understanding of current issues and 
regulatory matters.

Overnite Capital
2933 Bunker Hill Lane, Suite 210
Santa Clara, CA 95054
http://overnitecapital.com
info@overnitecapital.com
 1 (800) 957-4309
Products and Services: Overnite Capital 
was established to fill a void in the market. 
Sophisticated operators of companies want rea-
sonable pricing without minimums or restrictive 
covenants. We create a positive environment 
for our clients. There is an energy and team-
oriented culture that you will experience as a 
client at Overnite Capital. President and founder 
Brian Battaglia is a strong advocate of superior 
customer service. Every aspect of his professional 

career, from his background in public accounting 
through his experience in commercial finance, 
has built upon this objective. To sustain profit-
able growth, you need a financial partner with 
the capacity to propel your business to the next 
level. We fund startups with good business plans 
and internal financial statements are acceptable. 
Overnite Capital offers over three decades of 
commercial factoring experience in a wide range 
of industries. Our personalized service is first-rate 
and our pricing structure is fair and flexible. We 
are the only call you need to make.
 

Prime Business Credit
1055 W. Seventh Street, Suite 2200
Los Angeles, CA 90017
(213) 225-1000
Fax: (213) 225-1090
benc@pbcusa.com
www.pbcusa.com
Contact: Ben Cho
Products and Services: Prime Business Credit, 
Inc. (PBC) is a leading provider of factoring and 
trade solutions for small to mid-size businesses 
looking for a factor capable of handling annual 
sales volume of up to $50 million.  Established 
in 1999, PBC has two offices located in the 
financial and fashion district in downtown Los 
Angeles and one office in New York.  Though 
specializing in servicing clients from the apparel 
and textile industry, PBC’s clientele list includes 
firms from multitude of industries.  For the 
past 15 years since inception, PBC has grown 
substantially each year with factoring volume 

exceeding $700 million annually.  PBC acqui-
sition of Asiana Capital, a factoring/finance 
company, specializing in financing for the small 
business community, has expanded our ability to 
provide services to more clients looking to reach 
their full potential.  Our #1 priority is to provide 
unmatched high-quality services to ensure our 
client’s complete satisfaction with a vision 
towards a successful business relationship.

Rosenthal & Rosenthal
1370 Broadway,
New York, NY 10018
(212) 356-1400
Fax: (212) 356-0910
West Coast: 21700 Oxnard St., Suite 1880,
Woodland Hills, CA 91367
(818) 914-5904
Fax: (818) 710-7868
www.rosenthalinc.com
sbreuer@rosenthalinc.com
Contact: Sydnee Breuer
Products and Services: Celebrating our 75th 
year as an independent, family-owned factor-
ing company with a large focus on the apparel 
industry, Rosenthal & Rosenthal understands 
our clients’ business and is able to cater to the 
needs of our clients, including prompt turnaround 
on requests, flexibility in structure, and a user-
friendly state-of-the art on-line client system. 
Services include factoring, credit protection, col-
lection, cash application, lending services, and 
letters of credit. We were established in 1938, and 
75 percent of our clients are apparel-related.

Wells Fargo Capital 
Finance
333 South Grand Ave., Suite 4150
Los Angeles, CA 90071-1504
Contact: Wes Takeuchi
(213) 443-6030
Wes.Takeuchi@wellsfargo.com
www.wellsfargocapitalfinance.com
Products and Services:  Wells Fargo Capital 
Finance has a large and diversified portfolio of 
more than 2,300 clients with loans outstanding 
in excess of $27 billion. We offer traditional 
asset-based financing, specialized senior 
secured financing, accounts-receivable financ-
ing, purchase-order financing, and supply-chain 
financing to companies throughout the United 
States. Our Retail Finance, Trade Capital, and 
Purchase Order Finance teams have years of 
experience working with apparel companies. 
We are part of Wells Fargo & Co., a diversified 
financial-services company with $1.3 trillion 
in assets, 9,000 stores, and 12,211 ATMs and 
the Internet across North America and inter-
nationally.
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Pattern  ServiceS

EXPERT FIT MODEL!
Rockin’ Rate$$$

310.993.0079
Email: 
RockinRobinRox@icloud.com

Pattern Servi ceS

To advertise call June 213-627-3737 x250 or E-mail: june@apparelnews.net

cutting/grading/.marking

coating & Printing

Fit modelS

model ServiceS

accounting ServiceS

HOVIK M. KHALOIAN

5 2 0  N .  C E N T R A L  A V E . ,  S U I T E  #  6 5 0
G L E N D A L E ,  C A  9 1 2 0 3

T E L :  8 1 8 . 2 4 4 . 7 2 0 0   

H M K C P A @ J P S . N E T

ACCOUNTING •  AUDITING
TAXATION SERVICES FOR THE APPAREL INDUSTRY

CPA

s. kanouni pattern sewing studio
full service cut & sew in house

missy • junior • kids • men’s •

1st pattern thru production
product development

private label
small production

Duplicates • Marking
sketching • saMples • graDing

Located at the Heart of Downtown. 824 S. Los Angeles St. #307, Los Angeles, CA 90014
Call Soade 213-627-2281  

(213) 880-0515
E-mail: skfashion@att.net

PATTERNS WORLD INC.
Providing pattern making and full development services for 

the garment industry for over 25 years.  We specialize in 
first through production patterns and in house sample room.  

Salesman duplicates, small production welcome.

Check us out at 
www.patternsworldinc.com

(213) 439-9919

Sewing machine ServiceS

OrganizatiOn 
& Planning 
• Production
• Operations
• Allocation
• Shipping
• Domestic & Imports

Apparel Industry Consultant
Utilize my extensive 

experience to structure 
your business 

for profitability

Contact Diane Isgur
disgur@verizon.net  

or 310-701-8661

buSineSS conSultant

This listing is provided 
as a free service to our 

advertisers. We regret that 
we cannot be responsible 
for any errors or omissions 

within the Finance 
Resource Guide.

Finance Resources Continued from previous page
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West Coast Sales Representative

Miss Me looking for FT exp road sales @ LA showroom/pro-

vide exceptional customer service / plan & schedule meet-

ings w/ buyers / High sell thru rate/prepare reports and sam-

ples /attend trade shows / Be the liason between designers

and buyers/ Submit resumes to apply@missme.com

HIGH LEVEL IMPORT PRODUCTION

ASSOCIATE

LA based Alternative fashion company seeks strong,

proactive individual to join our team.

5-8 yrs Exp in apparel imports w/ an eye for detail & well

organized. Domestic exp a plus. Garment construction &

costing.

T & A calendar. Track orders, samples w/ factories. Cus-

tomer compliance. Detailed daily communication, Coor-

dinate shipments

Resume to info@blankgeneration.com

Import Designer

Major manufacturer seeking Import Designer for young

contemporary line. Must be familiar with Product Devel-

opment and be able to work in a fast paced environment.

Please send resumes to dede.braxton@gmail.com

CUSTOMER SERVICE REPRESENTATIVE

PVH Neckwear in Los Angeles

Highly organized individual with strong attention to de-

tail. Must have experience with EDI Purchase Orders that

includes management of major department store orders.

Must be familiar with the Purchase Order process. Com-

puter proficiency in Microsoft Office with knowledge of

Royal4 or other ERP systems.

A quick learner that gains expertise on reporting options

and proactively communicates and consults with Sales

based on reporting information. Familiar with the NRF

calendar and implications to financial goals. Candidate

must be focused on supporting the Sales team in achiev-

ing monthly shipping estimates. Ability to develop exper-

tise on vendor manuals, routing and compliance require-

ments for assigned customers.

Minimum Qualifications:

High School diploma with Bachelor's Degree preferred.

Min. 2 years of order management exp. in the Apparel or

other consumer products. Able to effectively prioritize

workload. A self-motivated team player with excellent

communication skills, both written and verbal.

Hourly position with Excellent benefits that include

3 weeks paid vacation.

Please email resume to: TheresaHernandez@PVH.com

Product Development

Sunsets Inc. is seeking a highly motivated and organized in-

dividual to join our team. Ideal candidate will assist product

development manager from initial tech pack development

through bulk QC. This position requires excellent communi-

cation skills with foreign vendors, domestic partners and

sample room. Must have general knowledge of stretch fab-

rics, construction, grading and fit. Swimwear experience de-

sired. Microsoft Office and Adobe Illustrator skills required.

anne@sunsetsinc.com

PRODUCTION ASSISTANT

LA's largest knitting mill seeking Production Assistant

for busy Account Executive.

* 2-3 years experience in fabric or garment production

* Organized, detail oriented self- motivated team player

* Computer literate, proficient in Excel

* Strong sense of urgency and deadlines

Please email your resume to annat@antexknitting.com

COSTING TECHNICIAN

Los Angeles based manufacturer looking for an experienced

Costing Technician. 5+ years experience, strong knowledge

and experience with construction, yields and mini markers.

Experience with junior dresses, & placement prints. Strong

knowledge of EXCEL & AIMS a plus. Have experience man-

aging tech packs. Be able to review and analyze sample re-

quests. Negotiate pricing with vendors, with strong sense of

urgency and excellent written communication skills.

Send resume: Hrexperts123@gmail.com

ACTIVE DESIGNER AND ASST. DESIGNER

Exper active/lifestyle designer. Must have

strong fabric, color, trim, fit, trend knowledge.

Detailed, organized mgr.

Email resume : info@kosusa.com

Independent Sales Rep

Established apparel company located in Ontario, CA looking

for independent sales rep. Company has been in business

since 1989 and carry both basic in stock blank garment and

making custom production for brand names and retail

chains. Need apparel sales experience and have existing

sales channels. Team player. Great earning potential in sales

commission. Send resume to: bertkaty@verizon.net

ASSOCIATE DESIGNER

Garment Manufacturing Company in Los Angeles is need

of an Associate Designer.

� Bachelors or Associates Degree, or equivalent, in Fash-

ion Design with 2-4 years of related experience;

� Has an ability to execute design tasks in alignment with

style guidelines and standards;

� Must be proactive and can perform efficiently under

very tight schedule;

� Detail oriented and organized;

� Working knowledge of Photoshop, Illustrator and Excel

Please send your resume to vitae101@gmail.com

COSTING ASSISTANT

� Experience in garment pre-production

� Efficient in managing and creating tech packs

� Responsible for costing new styles, and creating

cost sheets.

� Highly organized, detail oriented, team player and

self-motivated

� Knowledge of fabrics and trims

� Computer literate, proficient in Excel

� Must be familiar with garment construction, have

excellent communication skills & follow up ability

� Work closely with our import and domestic production

teams making sure they have all info needed

� Strong sense of urgency

Please send your resume to vitae101@gmail.com

CUSTOMER SERVICE REPRESENTATIVE

Multi-Division apparel firm is seeking an exp. Cust. Svc

Rep to support our expanding contemporary product

lines. Min. 3 years exp with major apparel customers is

req. Excellent skills in Excel and Word are a must. Must

be very organized, detail-oriented, and able to work with

a min of supervision.

Send resume with salary history to:

Tom Stevenson

MGT Industries, Inc.

13889 S. Figueroa Street

Los Angeles, CA 90061

E-Mail: tstevenson@mgtind.com

Premium Denim Designer Wanted

To head design dept for new super premium denim divi-

sion. Must have 5+ yrs exp at top premium denim com-

panies and be capable of running entire design room/

produce sample lines. Open to freelance designers.

Send resume to: Reagan@hereticbrand.com

Associate & Senior Designer Wanted

Nicolette, LA based company, is looking for an

Associate & Senior Designer, with at least 3-5 yrs.

experience in Junior Apparel.

Please contact Andy Azad 213-248-4590.

Email: Andy@nouveaufabrics.com

TECHNICAL DESIGNER

5+ exp. in the fashion industry & in the technical area.

Responsible for creating complete technical packs from

pre-development stage to end production full cycle. Fa-

miliar with specs & contemporary fitting interpretations.

Knowledge of cut and sew knit and sweaters a must. Sit

in fittings with designer. Responsible for communicating

fit comments/approvals to oversea factories. Proficient

with Illustrator, Photoshop,Word and Excel. Knowledge

of special accounts and patternmaking a plus.

Email resume along with salary requirement to:

rosemary@sanctuaryclothing.com

PRODUCTION ASSISTANT

We are seeking Production Assistant. Must have 2-3 yrs.

exp. in Fabric Production either overseas or domestic. Must

be extremely organized , detail oriented and self motivated.

Excellent communication skills with Vendors and our Sales

team. Must have general knowledge of MOD2 and OMNIS.

Please email resume to ramin@richlinetextiles.com

Customer Service Production Assistant

Quick Books - Invoicing , EDI, T&A , Critical Path, deliv-

ery schedules . Excel , Microsoft office and General com-

puter skills . Logistics/ Booking Procedures , Understand

all booking procedures to ensure goods arrive on time .

Understanding and working with customers compliance

manuals. TOP's , all FED EX. Anna (818) 878 9725

PRODUCTION COORDINATOR

LA based company is looking for Garment Production Coor-

dinator with heavy experience in overseas production. Must

be a team player, have strong analytical skills, detail oriented

and highly organized. Successful candidate should possess

excellent grammatical skills, must be a strategical thinker

and hands on employee. Bilingual is a plus. Responsibilities

include and not limited to production processes, scheduling,

costing, and coordinating order deadlines with factories.

Please e-mail your resume to: carlos@designcollection.com
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Real Estate

Jobs Wanted

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 BUY FABRIC!

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

ALL FABRICS!

fabricmerchants.com Steve 818-219-3002

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

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

Buy, Sell and Trade

AVAILABLE FOR LICENSING

PHONE:818.980.9880 and FAX: 818.980.9890

Email-sokmavn@gmail.com

Senior Knitwear Designer Southern California based

luxury cashmere brand seeks a Senior Knitwear Designer

with a minimum of 10 years experience to create, design and

develop concepts for their knitwear collections. This individ-

ual should have highly specialized knowledge of knitwear de-

sign and production processes. BA or BS in fine Arts/Fash-

ion Design is preferred. Contact: jburger@tse-us.com

ADVERTISING SALES EXECUTIVE
* Seeking professional, energetic salesperson with

Apparel Industry and or Ad Agency experience.

* Prefer college graduate with Advertising experience.

* Must know Power Point, ACT Database or other

database program.

Please email your resume to:

terry@apparelnews.net

LF SPORTSWEAR

1st PRODUCTION PATTERNMAKER

LA contemporary company seeking 1st - Production

Patternmaker. Min 5 years exp. Must be proficient at Gerber

system. Must specialize in garment dye knits and denim

garments. Assist in creation and execution of product.

Expert at fit, construction, draping, textiles, shrinkage.

Ability to work in fact paced environment.

Email resume to: susan@lfstores.com

PRODUCT DEVELOPER

Accessories company in Whittier, CA seeking a detailed

oriented, pro-active problem solver, responsible for all

aspect of the product development cycle, tech packs,

prototype, SMS, top sample production, and world wide

logistics products includes, hats, sunglasses, back

packs socks jewelry etc.. Only experienced Individuals

English/ Chinese a must Great compensation package,

Send resume to caseyl@blueberrybookusa.com

I've Written Millions of Orders for Others.

Why not you!

Looking for junior/missy screen tees, tops & dresses.

dressme2@aol.com or 818 970 3327

SPEC/COSTING TECHNICIAN

Looking for an individual who is team oriented, highly

motivated, able to handle multiple tasks. Min 2 yrs pre-

vious exp. with domestic/import costing. Must be able

to develop cost sheets & spec sheets from sample. Gar-

ment construction exp. needed. Detail oriented, flexible

& dependable. Proficient in AS400, Excel & Lotus Notes.

Fax resume to: (323) 277-6830 or

email to: resumes@karenkane.com

QC.Designer,Factory Manager,Product Develop

QC-knowledge and the ability to identify/distinguish

Designer-Junior and Young Contemporary Designer

Factory Manager-Extensive knowledge of controlling floor

Product Develop-in enough experience

Send Resume to jobs@4goldengreen.com

Brand Representative for Showroom

LA based women's wear manufacturer is looking for

brand representation. We are looking to find an experi-

enced sales rep or join an existing showroom to help us

grow our wholesale business and to develop and main-

tain strong relationships with retailers. Interested parties

please respond to info@talinahermann.com

1st to Production Patternmaker

Wilt is looking for an experienced 1st to Production Pattern-

maker- Must know Tuka. Minimum 5 years experience,

garment dye knowledge preferred.

email:parcandpearl@parcandpearl.com

Design Assistant

Salary: $28,000-36,000 DOE / Location: Los Angeles, CA

Taking detailed pictures of samples and creating line sheets.

Forecasting and researching styles and colors that will be in

fashion. Working closely with the head designer to develop

new designs. purplegenhr@gmail.com

Patternmaker

Contemporary Line in Downtown LA looking for Produc-

tion and First patternmakers. Manual hard and soft pa-

per. Minimum 4 years experience. Full-time and Free-

lance positions available. Email resume and salary re-

quirement to leslie@sw3uk.com

Fabric/Trim Buyer

- Experienced with Fabric/Trim Purchasing is a must

- Excellent communication & follow up skills

- Organized, accurate & punctual

- Must be eligible to work in US

Please email resume to: apparel90058@gmail.com
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CALIFORNIA: 
Ron Friedman, CpA
Retail and Apparel 
Practice Co-Leader
Partner
P: (310) 432-7414
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ron.friedman@marcumllp.com

Lenny Gordon, CpA
Retail and Apparel 
Practice Co-Leader
Partner
P: (310) 432-7423
C: (310) 422-6000
lenny.gordon@marcumllp.com

Neil prasad, CpA
Partner-in-Charge, 
Los Angeles
P: (310) 432-7470
C: (310) 308-2221
neil.prasad@marcumllp.com

Nick Antonian, CpA, mbA
Senior Manager
P: (310) 432-7468
C: (818) 482-1222
nick.antonian@marcumllp.com 

FLORIdA: 
Ilyssa blum, CpA
Partner
P: (954) 320-8020
C: (954) 673-5999
ilyssa.blum@marcumllp.com
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that the difference between using a service provider and a trusted
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guiding retail and consumer products companies through the
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resources around the world, the Marcum professionals are the
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