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Avoid being unfashionably late. 
Call the people who know.

Source your apparel supply chain in Central America or 

the Caribbean, and we’ll save you time and money. We offer 

more weekly fixed-day sailings between this region and the 

U.S. East and Gulf Coasts with faster transit times than anyone 

else. Our distribution centers, trucking services and air freight 

operations help speed your cargo through its supply chain. 

We also provide U.S. Customs brokerage services for both air 

and ocean shipments. Take your supply chain to a whole new 

level of efficiency with Crowley’s Speed to Market.

U.S. apparel and textile importers are 
rallying to push back a new proposal that 
would require more stringent record-keep-
ing requirements to bring in goods under the 
so-called “First-Sale Rule,” which went into 
effect more than 25 years ago.

Basically, the First-Sale Rule allows im-
porters to pay duties on the initial or low-
er price of an item charged by the factory 
rather than the higher value charged by a 
middleman or distributor who acquires the 
goods and then exports them to the United 
States. 

U.S. Customs and Border Protection of-
ficials would like to see importers produce 
a host of documents and invoices that start 
at the factory and go 
all the way up the lad-
der to the middlemen. 
Document s  wou ld 
have to be in English, 
which means factories 
in places such as Chi-
na and Vietnam would 
have to translate their 
invoices into English 
to verify the cost of the 
goods.

Import specialists 
believe the proposed 
changes require so 
much paperwork that 
people would s top 
using the First-Sale 
Rule, which would re-
sult in prices rising by at least 10 percent 
at the store level. Others believe it would 
be expensive and time-consuming to get all 
the necessary documents to prove the exact 
price paid at the factory level.  

“I had a client who contacted me a few 
weeks ago and was in a panic,” said Rob-
ert Krieger, president of Los Angeles cus-
toms brokerage company Krieger World-
wide. “He uses the First-Sale Rule to sell to 
big-box chains. He was concerned that the 
changes would majorly affect him.”

Customs has never been very happy 
with the First-Sale Rule. In 2008, it tried to 
eliminate the rule, which would have meant 
the government could have collected high-
er duties on imported goods. Apparel and 
footwear importers are two of the top users 
of the rule because tariffs on clothing can 
reach as high as 33 percent.

Recently, customs officials put together 
a draft document to modify the so-called 
“Informed Compliance Publication,” which 
shows how to comply with the various cus-
toms regulations. But trade groups and at-
torneys are trying to keep the rule from be-
ing altered. 

“We think this attempt is going over-
board and could have a chilling effect on 
the utilization of the First-Sale Rule,” said 
Tom Travis, a partner in the international 
trade and customs law firm Sandler, Travis 
& Rosenberg. “A good deal of the products 
that are assigned the highest duty rates are 
in apparel and footwear.”

Many apparel and footwear factories 
don’t want to open up their finances to out-
side scrutiny. “I don’t believe that most im-
porters are going to be able to get the books 
and records of their vendors, much less the 
factories,” said Richard Wortman, a Los An-
geles customs attorney with Grunfeld, De-
siderio, Lebowitz, Silverman, Klestadt. 
“Factories don’t want it because it will show 
who else they are doing business with and 
what other people are paying.”

Wortman’s law firm is putting together a 
formal response to the proposed revisions as 

is Sandler, Travis & Rosenberg. Attorneys 
believe that customs does not have the au-
thority to rewrite the recordkeeping require-
ments to include third-party, foreign enti-
ties. To do what it wants to do, the law firms 
maintain, customs needs to get some kind of 
legislation to achieve its goals.

The American Apparel & Footwear 
Association recently weighed in on the 
matter, stating that no revision was neces-
sary. “Trade relationships based around the 
First-Sale Rule now lay the foundation for 
many U.S. jobs in the apparel and footwear 
industries and for valuation structures that 
ultimately benefit millions of U.S. consum-
ers with affordable fashion,” noted Juanita 
Duggan, the new AAFA president. 

The “First-Sale Rule” has been legally 

challenged before when the matter was con-
tested more than 20 years ago. Some of the 
cases before the U.S. Court of International 
Trade were argued by Sandler, Travis & 
Rosenberg.

In E.C. McAfee Co. v. the United States 
(1988), the case involved the importation 
of made-to-measure suits. The U.S. pur-
chaser ordered the suits from a Hong Kong 
distributor who then contracted with a tai-
lor in Hong Kong to assemble the clothing. 
After receiving the completed clothing from 
the tailor, the Hong Kong distributor deliv-
ered the clothing to the freight forwarder 
for transport to the purchaser in the United 
States. The issue presented was whether 
the transaction value should be determined 
on the basis of the price the U.S. purchaser 
paid to the distributor or the lower price the 
distributor paid to the Hong Kong tailor, 
who assembled the clothing.

The American Air Parcel Forwarding 
Co. Ltd. v. the United States (1987) and 
Synergy Sport International Ltd. v. the 
United States (1993) cases were about im-
porting apparel. A fourth case, Nissho Iwai 
Corp. v. the United States (1992), involved 
subway cars.

In these cases, the courts ultimately 
found that Customs and Border Protection 
must appraise merchandise and assess du-
ties based on the manufacturer’s price as 
opposed to the higher price paid by the im-
porter or the U.S. customer.

In 2009, the U.S. International Trade 
Commission analyzed the First-Sale Rule. 
The group found that between Sept. 1, 2008, 
and Aug. 31, 2009, some 23,520 separate 
importing entities used the First-Sale Rule. 
That accounted for 8.5 percent of all import-
ing entities.

Out of all the imports, totaling $1.63 tril-
lion, some $38.5 billion, or 2.4 percent, was 
imported under the First-Sale Rule. The top 
five categories using this rule were machin-
ery and computers, electrical machinery, 
woven apparel, knitted apparel, and mineral 
fuels. ●

ImPORt/ExPORt

By Deborah Belgum Senior Editor

CHECK LIST: A customs official makes a list of incoming cargo.

Apparel and Footwear Importers Concerned 
About Changes in First-Sale Rule
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Emsig Manufacturing’s 
Indestructible Fashion Button

advertisement

Larry Jacobs believes that every 
garment maker should have a story to 
tell. “The story is to the consumer,” he 
says. “‘This is why you should consider 
our product.’”

And the story shirt makers should 
be telling, Jacobs continues, is 
about a pearl-like button so strong 
it can withstand 1,800 pounds per 
square inch of pressure, negating the 
damaging effects of a buck-press 
machine. This button is 50 percent 
thicker than normal shirt buttons. A 
button that will not burn or support 
combustion. “These buttons are truly 
unbreakable,” says 
Jacobs. “You can 
wash them 100 times 
and beyond and they 
will retain their finish, 
strength, and color. 
They will outlast the 
garment.”

This shirt button 
is produced by 
Emsig Manufacturing 
Company, one of the 
oldest and largest 
button manufacturers in 
the world. It is the pride 
and joy of Jacobs, 
who, as president with 
60 years in his family-
owned company, has 
a lot of innovations 
to be proud of. “You 
have to be creative 
and innovative and 
bring products to the 
market,” he says. Such 
innovations include 
an antibacterial button targeted for 
medical apparel, producing a thicker 
button that makes it easier for people 
with arthritic hands to fasten them, 
and recycling and selling its waste 
product as blast media to take paint off 
airplanes and cars.  

The story of Emsig’s unbreakable 
button, however, demonstrates the 
company’s ability to innovate its own 
innovations. The unbreakable button 
is made from melamine, a powder 
substance made primarily of nitrogen, 
which has fire-retardant properties. 

For that, Jacobs took another look 
at the company’s melamine button 
production. Emsig, which has been 
a provider of buttons to the U.S. 
military since 1940, first developed the 
melamine button in 1942 during World 
War II, when American troops needed 
more-durable buttons than the horn 
or casein ones then in use. Emsig is 
currently the largest producer in the 
world of melamine buttons. “Melamine 
is the strongest material available,” 
Jacobs says. The traditional problem 
with melamine, however, was its look.

“It was basically a utility button,” he 
says. “We could only offer it in solid 
opaque colors. That didn’t add a lot of 
fashion or style.”

While that might have been fine for 
military fatigues or other uniform use, 
it wasn’t exactly an acceptable look for 
dress shirts. Jacobs knew that, for the 
melamine to be accepted, it needs to 
have the traditional pearl-like effect of 
traditional shirt buttons. 

For years, the ability to combine 
style and substance in melamine 

seemed impossible. More recently, 
however, Jacobs began working 
with a company to produce a pearl 
coloring that could fuse completely 
with the melamine material. “It never 
had been done before in melamine,” 
Jacobs explains. “The material wasn’t 
available or even developed. I knew 
it was possible, and we did it. We 
experimented constantly, making one 
lot over and over, making changes and 
changes, making it this way and that 
way so it has a certain effect. That is 
what it took. But I thought, if we can 
develop it, it will be the best material.” 

Jacobs sent his samples to 
independent labs to confirm the results, 
and the button received Underwriters 
Labs (UL) approval. After a year of 
development, “finally, it was marketable, 
salable, successful.” The pearl coloring, 
in white, off-white, and smoke, is a 
permanent part of the button, so it will 
never fade with washing. The button 
is also 50 percent thicker than normal, 
which makes for easier fastening. It 
comes in sizes 17 and 19 ligne, plus 14 
ligne for button-down collars, for which 
the mold is in process. 

With the shirt button done, Jacobs 
is busy “trying to develop other effects 
and stylish looks in melamine,” to reach 
out more deeply to the fashion industry. 
“I’m working on all types of ideas,” he 
says, “but, of course, it’s a matter of 
being successful and really creating 
something that works. 

“We’ve always been a leader in 
these things,” he goes on. “In our 86 
years, we never were simply a button 
seller, we were always innovative 
and creative as producers, with 
factories doing our own research and 
development. You hope you develop a 
product that is unique and different and 
makes a difference to people.”

Jacobs believes that garment 
makers who invest in Emsig’s melamine 
buttons will have a great story to tell 
their customers. And that is the story 
Emsig is here to tell as well. “We have 
a truly unbreakable button, something 
that has never been accomplished 
by any company in the whole world,” 
Jacobs says. “No other button with a 
pearl look can make that statement.”  

1.212.563.5460 • 1.800.364.8003 • sales@emsig.com • www.emsig.com

China and Vietnam are still the top two 
providers of apparel and textiles to the Unit-
ed States, but Vietnam is growing quickly as 
an apparel powerhouse.

During the first six months of this year, 
Vietnam exported 14.5 percent more in 
clothing and textiles to the U.S. than dur-
ing the previous first six months of 2013. It 
went from $4 billion in apparel and textile 
exports to $4.65 billion.

Another country that gained a signifi-
cant market share this year was Nicaragua, 
which saw its ex-
ports of apparel and 
textiles to the United 
States jump 7 per-
cent during the first 
six months of this 
year over last year. 
The Central Ameri-
can country’s exports 
went from $660 mil-
lion to $707 million.

Nica ragua  has 
the lowest minimum 
wa g e  i n  C e n t r a l 
America and also 
has a special tariff 
preference level un-
der the Dominican 
Republic–Central 

America Free Trade Agreement. That tariff 
preference level, which expires at the end of 
this year but could be renewed, allows Nica-
ragua to use non-regional yarns and fabrics 
in some of its production and still receive 
duty-free access for qualifying apparel. 

Nevertheless, China is still the big ap-
parel factory to the United States. During 
the first six months of this year, its exports 
inched up 2.11 percent to $21.5 billion from 
$21 billion in 2013.—Deborah Belgum. 

ImpOrt/expOrt

Vietnam’s Apparel Industry Is 
on a Rapid-Expansion Plan

Jan. through June 2013 vs. Jan. through June 2014  (in millions of dollars)

Textile and Apparel Trade Balance Report: General Imports

 2013 2013 2014 YTD
  Jan.–June Jan.–June % Change

Taiwan 

Yarn 154 77 86 11.60  
Fabric 387 170 191 11.93  
Made-up 196 102 95 -6.97  
Apparel 370 191 181 -5.17  
Total 1,107 540 553 2.27  
Japan

Yarn 184 93 99 6.26  
Fabric 442 216 230 6.26  
Made-up 36 17 15 -9.08  
Apparel 43 19 20 4.42  
Total 705 346 365 5.41  
EU27

Yarn 704 367 365 -0.49  
Fabric 1,484 736 814 10.54  
Made-up 962 462 489 5.90  
Apparel 2,356 1,061 1,203 13.44  
Total 5,507 2,626 2,872 9.35  
EU28

Yarn 704 367 365 -0.48  
Fabric  1,484 736 814 10.55  
Made-up 962 462 490 5.93  
Apparel 2,367 1,066 1,210 13.56  
Total 5,518 2,631 2,879 9.42  
ASEAN

Yarn 286 147 145 -1.60  
Fabric 395 206 198 -3.63  
Made-up 961 487 543 11.50  
Apparel 18,541 8,933 9,401 5.24  
Total 20,182 9,774 10,288 5.26  
CBI                            

Yarn 0 0 0  -100.00  
Fabric 3 1 1 -1.16  
Made-up 1 1 1 -20.91  
Apparel 810 387 384 -0.71  
Total 814 389 386 -0.76  
LDDC exc. Haiti              

Yarn 9 5 5 1.55  
Fabric 9 5 5 3.20  
Made-up 281 160 178 10.93  
Apparel 7,919 3,905 3,868 -0.95  
Total 8,218 4,075 4,056 -0.47  
W HEMI                        

Yarn 873 463 389 -16.01  
Fabric 1,436 727 728 0.13  
Made-up 1,624 829 849 2.45  
Apparel 14,058 6,706 6,826 1.79  
Total 17,991 8,725 8,792 0.77 

 2013 2013 2014 YTD
  Jan.–June Jan.–June % Change 
World 

Yarn 3,734 1,921 1,886 -1.82  
Fabric 7,899 3,892 4,141  6.38  
Made-up 23,417    11,300    11,699  3.52  
Apparel 82,403    37,655    38,841  3.15  
Total 117,453    54,769    56,566  3.28 
Canada 

Yarn 434   233   190    -18.68  
Fabric 795   410   390 -4.96  
Made-up 361   187   174 -6.69  
Apparel 551   251   272  8.20  
Total 2,142 1,081 1,026 -5.16  
Mexico

Yarn 385   203   171    -15.47  
Fabric 534   268   283  5.81  
Made-up 970   489   518  5.92  
Apparel 3,848 1,874 1,870 -0.20  
Total 5,738 2,833 2,843  0.34  
India 

Yarn 187    91    97  6.41  
Fabric 399   197   209  6.26  
Made-up 2,959 1,416 1,508  6.52  
Apparel 3,259 1,746 1,846  5.72  
Total 6,804 3,450 3,661  6.10  
Pakistan 

Yarn 17     9     9  5.30  
Fabric 116    56    61  8.08  
Made-up 1,495   766   779  1.73  
Apparel 1,499   696   702  0.96  
Total 3,125 1,527 1,552  1.63  
China            

Yarn 725   359   401 11.51  
Fabric  2,087 1,005 1,084  7.94  
Made-up 13,909 6,574 6,744  2.58  
Apparel 31,478    13,077    13,230  1.17  
Total 48,199    21,014    21,458  2.11  
Korea, South 

Yarn 325   170   166 -2.58  
Fabric 602   309   318  2.62  
Made-up 119    61    45    -26.30  
Apparel 246   101   108  6.70  
Total 1,292   641   636 -0.85  
Hong Kong            

Yarn 1     1     2    124.64  
Fabric  11     5     5 -6.26  
Made-up 46    23    29 26.67  
Apparel 156    69    69 -0.06  
Total 214    98   105  6.74 

Source:  U.S. Department of Commerce, Office of Textiles and Apparel.

DOCKSIDE: A cargo container ship is berthed at the Port of Los Angeles.
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A North Carolina sock manufacturer has 
fully embraced the “made in USA” trend and 
has taken it to the ultimate level. The company, 
Nester Hosiery, based in the textile region of 
Surry County, N.C., has achieved considerable 
success with its U.S.-centric supply chain. 

The made-in-USA aspect of the company’s 
socks has helped boost sales through the years 
with consumers and retailers. About three years 

ago, Nester Hosiery took it a step further with 
the launch of its Farm to Feet sock brand. 

“It’s working well,” said company founder 
Marty Nester. “We are now in more than 60 
retail stores that cover 40 states. “We are a U.S. 
company and teamed up with U.S. suppliers of 

all the raw materials. It’s a 100 percent U.S. 
recipe. It took us a while to get there with not 
only the yarns but also the packing, dyes and 
every aspect.”

The Farm to Feet supply chain begins with 
American Sheep Industry ranchers, a federa-
tion of 45 state sheep associations representing 
more than 82,000 sheep producers throughout 
the U.S. Using ASI wool ensures that Farm to 
Feet socks are made of U.S.-produced merino 
wool.

From there the wool goes to the Char-
geurs facility in Jamestown, S.C., where it 
is scoured, combed, sorted and prepared for 
spinning as wool top. From there, the wool top 
is trucked about 140 miles north to Burling-
ton Industries’ spinning and finishing plant in 
Raeford, N.C., where it is spun and dyed. It 
is then shipped about 150 miles northwest to 
Nester Hosiery, where the company produces 
Farm to Feet socks from the wool yarn. 

Socks are either 100 percent wool or wool 
blended with small percentages of nylon and 
spandex, both made in the U.S. Nester sources 
nylon-covered elastic yarns from McMichael 
Mills in Madison, N.C. The American-made 
supply chain continues with a packaging com-
pany and a manufacturer of point-of-purchase 
displays, both made in North Carolina. Even 
the inks used for the packaging are U.S.-
made.

Nester Hosiery’s domestic production is 
highlighted on the packaging. Each package 
contains a photo of someone who works along 
the U.S. supply chain. 

The socks are available at many traditional 
and online retailers of outdoor apparel and 
range in retail price from $15 to $28 per pair. 
Nester Hosiery also makes socks for about 20 
other brands.

Strategy shift
After 20 years working at some of 

North Carolina’s major hosiery com-
panies, Marty Nester realized he had 
the skills and knowledge needed to 
open his own company. So, he found-
ed Nester Hosiery in 1993.

At first, the new sock maker served 
as a contract knitter for other hosiery 
mills and offered no direct sales to 
retailers. For the first two years, as 
Nester says, “all we did was knit.” 
That began to change in 1995 as 
U.S. sock makers began to lose 
market share to offshore manufacturers. 
Nester Hosiery lost about half its 
sales in one year due to closings of 
other mills. That led to a rethink-
ing of the company’s long-range 
strategy.

“We thought it was time to 
change our customer 
base a bit and go after re-
tailers,” Nester recalls.

So, Nester Hosiery 
moved into production of 
heavyweight, wool and 
wool-blend outdoor-type 
socks, and Marty Nester hit the road, calling 
on some of the major outdoor retailers. He 
hired nephew Kelly Nester to head up sales. 
He is now president of the company.

“It took us five to six years before we could 
end our contract knitting and sell 100 percent 
of what we made to retailers,” Nester recalls. 

Today Nester Hosiery is a thriving manufac-
turer. It has grown rapidly and now produces 
7.5 million pairs of socks annually. About 195 
people work at Nester Hosiery. The addition 
of new machinery in recent years has reduced 

the total number of repetitive-motion 
jobs in the plant.

Sustainable, efficient

Sustainability is a major focus for 
Nester Hosiery, which began measuring 

its efforts in waste reduction in 2009. The 
company is now recycling 85 percent of 

the waste that used to go into a land-
fill. Water use has been reduced by 

40 percent. New air compressors 
and energy-efficient finish-

ing equipment have al-
lowed the company to 
trim its energy costs. 

“It is something we 
are proud of,” Nester says. “We try to keep 

involved in all aspects of sustainability 
and with our suppliers as well.”

The sustainability aspect of the 
company’s operations is 
an important feature for 
many of its outdoor-ap-
parel customers, such as 
Patagonia, which touts 
the Nester Hosiery sus-
tainability story on its 

website.
Two designers and three knitting technicians 

handle most of the company’s product devel-
opment. Business is strong for Nester Hosiery, 
and its founder believes that pace will continue 
for the foreseeable future.

“We are ahead of our 2014 goals in terms 
of sales, revenue and inventory control,” Nester 
said. “Looking into 2015, everything we hear 
from our retailers is positive. We are looking at 
at least 10 percent annual growth this year and 
the same for 2015.” ●
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U.S.-MADE: 
Nester Hosiery’s 
Farm to Feet sock 
brand is 100 percent made in America, 
including yarns, knitting, dyeing and 
packaging. 

By John McCurry Contributing Writer

BUSINESS SHIFT: Founded in 1993, Nester 
Hosiery started as a contract knitter, but, as 
the U.S. sock business began moving offshore, 
Nester Hosiery shifted its business model. Today, 
the company produces 7.5 million pairs of socks 
annually for sale to bricks-and-mortar and online 
retailers.

Nester Hosiery: Diving Into the U.S. Supply Chain Feet First
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C A N  T H E  R I G H T  S O F T WA R E
R E A L LY  M A K E  FA S H I O N  S I M P L E R ?

Technology is supposed to make things easier. But many fashion 
companies fail to realize this promise because much of the 
industry’s software is still based on code written circa 1980.

NEXT-GENERATION TECHNOLOGY
Scalable, cloud-based Microsoft® platform operating at the  

speed of fashion.

SINGLE SYSTEM ADVANTAGE
All-in-one solution eliminates functional and visibility gaps  

across your entire supply chain.

LOWEST TOTAL COST OF OWNERSHIP
Out of the box solutions, configurable and customizable to  

fit your needs.

212-279-5800 | info@simparel.com | www.simparel.com

Simparel®: 
The Simplest Path from Concept to Consumer 

As contract talks between West Coast 
longshore workers and their employers con-
tinued into their 14th week, importers were 
playing it cautious and bringing in as much 
merchandise as they could to fill holiday or-
ders.

In August, cargo container–import vol-
umes at the nation’s ports are expected to hit 
an all-time high of 1.54 million 20-foot con-
tainers coming through the country’s major 
ports, according to the recent National Re-
tail Federation’s “Global Port Tracker” re-
port. That would make it the highest monthly 
volume since the National Retail Federation 
began tracking U.S. port traffic in 2000. The 
previous high was set in July at 1.53 million 
cargo containers.

Importers are still concerned about the 
lack of a contract between longshore work-
ers at 29 West Coast ports—including Long 
Beach and Los Angeles—and their employ-
ers, who are terminal operators and ship-
ping lines. The six-year contract expired 
July 1. 

“The negotiations appear to be going 
well, but each week that goes by makes the 
situation more critical as the holiday season 
approaches,” said Jonathan Gold, the NRF’s 
vice president for supply chain and customs 
policy.

The contract between the Pacific Mari-
time Association, based in San Francisco, 
and the International Longshore and 
Warehouse Union, also based in San Fran-
cisco, covers nearly 20,000 full and part-
time workers. Dock workers remain on the 
job as the negotiations have stopped and 
started since beginning in mid-May. 

The NRF reported that cargo-container 
volumes in June were up 9.1 percent over 
last year with 1.48 million cargo containers 
crossing the waterfront.

July was estimated to be at 1.53 million, 
up 5.8 percent over the previous year, and 
August is forecast to hit 1.54 million con-
tainers, a 3.6 percent increase over last year. 
September will also be strong at 1.48 million 
cargo containers, 2.8 percent more than last 
year. 

The rest of the year will be in positive 
territory. October’s volume will reach 1.48 
million cargo containers, up 3.3 percent. 
November will see a predicted 1.37 million 
containers, or a 2 percent rise, and Decem-
ber will taper off with 1.34 million cargo 
containers coming through the ports, up 2.1 
percent over the previous December.

For 2014, port traffic should total 17.1 
million cargo containers, a 5.2 percent jump 
over 2013, which totaled 16.2 million con-
tainers. Imports in 2012 reached 15.8 mil-
lion containers.

Ben Hackett, the founder of Hackett As-
sociates, which works with the NRF to re-
search and write the “Global Port Tracker” 
report, said the healthy cargo-container traf-
fic reflects an improving economy and mer-
chants’ concerns about the contract negotia-
tions. “U.S. GDP [gross domestic product] 
has increased in 11 out of the last 12 quar-
ters, confirming that we are in a sustained 
period of expansion,” Hackett said. “A sig-
nificant portion of the strong upswing in im-
ports has been due to the labor negotiations 
with importers moving up shipments just in 
case.”—Deborah Belgum

Cargo-Container Volumes Rise at U.S. Ports as 
Contract Talks Continue on the Waterfront
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WFX Launches Business Intel Platform
WFXOnDemand, a software solutions 

provider for the apparel and consumer-goods 
industries, has launched WFX BI, a business 
intelligence platform to help customers man-
age and share data across internal teams and 
departments. 

WBI BI allows users to create reports and 
dashboards from a library of configurable 
data models depending on specific business 
areas and information needs. The models 
can be interlinked and, using report design 

tools, can deliver customized information to 
specific users. Businesses can quickly cre-
ate custom reports and build dashboards to 
highlight specific information. 

Based in New York, WFX provides cloud-
based enterprise resource planning (ERP) and 
product lifecycle management (PLM) software 
for more than 15,000 fashion users worldwide.  
For more information, visit www.wfxcloud.
com or www.wfxondemand.com.

—Alison A. Nieder

ICIX Releases Product Safety 
Compliance Application

ICIX has introduced Direct Test, a 
cloud-based application to help retailers and 
manufacturers collect and manage third-
party product test results to meet safety and 
regulatory requirements. 

“With more than 38 million products re-
called in 2013, product safety is clearly an 
issue for both consumers and businesses,” 
said Matt Smith, co-founder and chief strat-
egy officer for San Francisco–based ICIX, 
in a company statement. “The globalization 
of supply chains and increased regulation 
have made it much more difficult to man-
age extended supply-chain risk. We devel-
oped Direct Test in collaboration with lead-
ing brands, retailers and testing labs to help 
them proactively and efficiently meet the 
challenge of validating product safety.”

By integrating with testing labs, Direct 
Test automates and streamlines the man-
agement of product testing and regulatory 

documents. The application will match a 
company’s purchase orders with existing 
test results and certifications and will alert 
the company, trading partners and testing 
labs when any of the required information is 
missing. Regulatory paperwork is automati-
cally generated, and products without the re-
quired paperwork are identified before they 
are shipped. 

ICIX recently secured a $25 million Series 
C investment from Perth, Australia–based 
Wesfarmers Limited and Walnut Creek, 
Calif.–based Vertical Venture Partners. 
The current round of investment, coupled 
with the original investment by Menlo Park, 
Calif.–based Draper Fisher Jurvetson and 
East Melbourne, Australia–based Starfish 
Ventures, brings ICIX’s total venture capital 
investment to $50 million. 

For more information, visit www.icix.
com.—A.A.N.

Simparel Taps IT Operations Veteran as 
LA-Based Senior Project Manager

New York–based Simparel Inc. has hired 
Lawrence Mora as senior project manager. 

Based in Los Angeles, Mora will work to 
help brands, manufacturers and vertical retail-
ers add and implement Simparel Enterprise 
Solutions, including enterprise resource plan-
ning (ERP), product lifecycle management 
(PLM), sourcing and supply chain manage-
ment (SCM), electronic data interchange 
(EDI) and warehouse management solutions 
(WMS).

With more than 20 years of industry expe-
rience, Mora has worked with a broad range 
of ERP solutions, including ACS, Apparel 
Business Systems, AIMS, Apparel Magic, 
BlueCherry, Full Circle, Garpac, NGC 
Red Horse and Vantage Point. He spent 10 
years consulting as a senior analyst, project 
manager and ERP implementation specialist 

and served as director of information sys-
tems for Baby Guess and Group B Clothing 
(owners of the Democracy label) and as man-
ager of EDI and logistics systems for l.e.i. and 
Circa Corp.

“With such impressive expertise and a solid 
industry reputation, Larry was in a position to 
work with virtually any technology provider 
out there,” said Steve G. Vogel, Simparel’s 
chief executive officer, in a company statement. 
“The fact that he chose Simparel not only con-
firms the strength of our technology but our 
commitment to providing the best customer 
experience in the business. He is a perfect fit 
with the team of trustworthy and customer-
focused professionals that are taking Simparel 
and its customers to new levels.”  

For more information, visit www.simparel.
com.—A.A.N.
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ALL IN ONE APPAREL SOLUTION
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Realize your vision. 
Improve quality, productivity and profits.

INTRODUCING

AccuMark 9.0 offers the industry’s 
most robust pattern design, grading 
and marker making functionality 
to help automate the tasks you 
perform every day.

•  Integrates with Gerber’s spreading,  
cutting and PLM systems.

•  Reduces cycle times and accelerates the 
critical path for garment approvals. 

•  Maximizes product quality and reduces 
material costs.

•  Improves collaboration with colleagues  
and partners.

For more information visit  
gerbertechnology.com/accumark
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American & Efird LLC
24 American St.
Mt. Holly,  NC  28120
www.amefird.com
Contact: Mark Hatton, Global Marketing 
Director
(704) 827-4311
mark.hatton@amefird.com
Products and Services: American & Efird (A&E) 
is the largest U.S. manufacturer and the world’s 
second-largest manufacturer and distributor of 
premium quality industrial and consumer sewing 
thread, embroidery thread and technical textiles.   
A&E’s presence extends from the Americas to 
Europe to Asia.  But it is not simply the scope 
of A&E’s expanding international operations 
that make A&E a world-class company.  This 
distinction comes from A&E’s dedication to 
providing its customers with the finest products 
and services, at the highest quality, globally.  All 
of A&E’s programs, policies, and goals reflect an 
effort to act in an ethical, socially responsible 
manner.  A&E maintains a long-standing com-
mitment to Sustainability and Corporate Social 
Responsibility in all of its worldwide operations.

Crowley
Corporate Headquarters:
9487 Regency Square Blvd
Jacksonville, FL 32225
1-800-276-9539/ 904-727-2200
1-800-CROWLEY
www.crowley.com/ApparelNews
Products and Services: While you make the 
fashions that make others look good, Crowley 
provides the diversified transportation and 
logistics services to help you move your goods 
to market fast. We are one of the only shipping 
and logistics companies that treats apparel 
like a perishable cargo. Our ocean, air, and 
inland transportation along with our warehous-
ing and distribution services throughout the 
U.S., Central America, and Caribbean Basin 
can help your entire operation run effectively 
and cost-efficiently, sewing up any loose ends 
in your supply chain. Not only do we ship more 
frequently than other regional carriers, but our 
logistics offerings provide significant time and 
money-saving benefits. For instance, we are 
able to store apparel overages, allowing you 
to keep retail inventories low and replenish 
shelves in a hurry. If you’re doing business in 
the region, or beyond, let us show you what we 
can do for you. Call today or visit us online.

Emsig Manufacturing
263 W. 38th St., 5th Floor
New York, NY 10001
(800) 364-8003, Ext. 309
sales@emsig.com
www.emsig.com
Products and Services: We have been doing this 
for the past 86 years. Our new 2015 button and 
trim line is ready to be shown, featuring the new-
est and most creative innovative button styles. We 
see color and metal combinations, tortoise-shell 
looks, rubber touch effects, as well as Western 
concho looks and magnetic closures. Also, military 
styles. All making your apparel more eye catching. 
Our line will add to your garment sales appeal. 
Shop our line. We do make a difference. 

FDM4 America Inc.
11500 S. Eastern Ave., Suite 150
Henderson, NV 89052
(866) 676-3364
salesinfo@fdm4.com
Contact: Mike Cutsey, President
Products and Services: FDM4 is a multi-
company, multi-warehouse, multi-currency 
solution that integrates your entire organiza-
tion - including design, purchasing, inventory, 
sales, accounting and customer service while 
taking advantage of the benefits of an apparel-
based software. The FDM4 suite also offers 
forecasting at the style, color size level, PLM, 
import management, intelligent allocations, 
ASN’s, style based order processing, decoration 
order processing, integrated EDI, E-commerce, 
SEO, Mobile Applications, freight calculation, 
RF warehouse management, financials, busi-
ness intelligence & reporting, CRM. FDM4’s 
solutions are modular and can be acquired 
individually either through a licensed model 
or a SaaS(subscription model) in a hosted 
environment. FDM4 offers continual support 
throughout the entire implementation process 
and custom development ensure that the soft-
ware changes and grows with you year after 
year. In business for 36 years, FDM4 has the 
knowledge and industry specific expertise to 
ensure your software and support is tailored to 
meet the demands of the apparel industry.
 

Gerber Technology
24 Industrial Park Road West
Tolland, CT 06084
(800) 826-3243
(860) 871-8082 (outside USA)
www.gerbertechnology.com
Contact: Jill Powers; 
jill.powers@gerbertechnology.com

(760) 473-4593
Candace Dozer; 
candace.dozer@gerbertechnology.com
(949) 307-4870
Products and Services: Gerber Technology 
offers a complete suite of computer-aided design 
and manufacturing systems for the apparel and 
sewn-goods industries. These include the indus-
try-leading AccuMark® pattern design, grading, 
and marker-making software, Vstitcher™ 3D 
pattern draping software, automated nesting, 
and textile spreading systems, as well as single- 
and multi-ply GERBERcutters. Gerber also offers 
YuniquePLM™product lifecycle management 
software, which helps retailers, brand owners, 
and manufacturers manage all of the details 
associated with their products from concept to 
consumer and enables them to communicate 
and collaborate more effectively with their global 
partners. Gerber Technology supports 25,000 
customers, including more than 100 Fortune 500 
companies, in 130 countries around the world.

Lectra
5000 Highland Parkway
Suite 250
Smyrna, GA 30082
(770) 422 8050
Fax: (770) 422 1503
www.lectra.com
Products and Services: For nearly 40 years, 
Lectra has delivered innovative technology 
solutions to fashion companies around the 
world, enabling them to improve their edge and 
better respond to today’s most pressing chal-
lenges. Lectra’s network of experts, specializing 
across a range of areas—including research 
and development, solution implementation, 
and change management—are dedicated to 
serving businesses as diverse as fast fashion, 
luxury, and ready-to-wear. Lectra offers an 
unrivaled suite of hardware, software, and 
associated services to optimize the entire 
value chain, from line planning and scheduling 
through design, development, and sourcing, all 
the way to manufacturing to deliver a sustain-
able competitive advantage.

NGC 
6 Centerpointe Drive, Suite 700
La Palma, CA 90623
www.ngcsoftware.com
Contact: Mark Goldberg, Director – Western 
Region
(800) 690-0642
mgoldberg@ngcsoftware.com
Products and Services: NGC is the most 
experienced provider of fashion PLM, Supply 
Chain Management, Global Sourcing and ERP 
software and services, with an unmatched 
record of innovation and technology leadership 
in the fashion, apparel, footwear, accessories, 
consumer goods, and retail industries. NGC’s 
executives, product development teams, and 
implementation experts all have extensive 
experience in the fashion industry—something 
that separates NGC from the competition. NGC 
complements its best-of-breed enterprise solu-
tions with a full range of consulting services, 
enabling NGC to consistently deliver successful 
implementations for leading brands and retail-
ers in Los Angeles and around the world.

Proexport Colombia
Contact: Sylvia Reyes, Apparel and Textiles 
Sourcing Director
(212) 922–9114
sreyes@proexport.com.co
www.proexport.com.co
Products and Services: Proexport Colombia 
provides you with reliable information about the 
industry and facilitates your business transac-
tions with Colombian sourcing companies. We 
can help prepare information tailored to your 
needs, organize personalized agendas with 
potential suppliers in Colombia, and walk you 
through the entire process of connecting you 
with the country. We invite you to learn more 
about the Colombian textile and garment com-
panies that showcase new trends. Learn more 
about trade opportunities featuring competitive 
advantages and benefit from the Free Trade 
Agreement: 0% duty on products imported from 
Colombia. This industry offers more than 100 
years of experience in manufacturing fabrics 
and apparel for the fashion industry, locally 
and internationally. Colombia has become a 
hub in Latin America thanks to its competi-
tive production and quality during the last 10 
years. With exports exceeding 1 million dollars 
per year, Colombia is currently a competitive 
supplier of apparel and textile goods in Latin 
America.  Visit us at Sourcing at MAGIC in Las 
Vegas (booth # 90816).

Simparel
53 W. 36th St.
11th Floor
New York, NY 10018
(212) 279-5800
Contact: John Robinson
www.simparel.com
info@simparel.com

Products and Services: Simparel Inc is a lead-
ing provider of concept-to-consumer business 
solutions tailored specifically for fashion and 
softgoods brands, manufacturers,and retailers. 
Its flagship Simparel® all-in-one enterprise 
software delivers the full range of capabilities 
large and small companies need to manage their 
entire business and supply chain. Leveraging the 
latest technologies and industry best practices, 
this breakthrough solution empowers clients 
with previously unattainable process visibility, 
control,and collaboration across their product 
development (PLM), supply chain(SCM), manu-
facturing (MRP), warehousing and distribution 
(WMS), retail compliance and collaboration 
(EDI),and other critical business processes.
With the power and simplicity of this single 
system, apparel and fashion-related compa-
nies can accelerate cycle times, reduce costs, 
and improve customer service. Los Angeles–
basedKoi Happiness, a leading developer of 
designer scrubs for the medical market,is one of 
the many companies that have replaced multiple 
systems and generic software with the com-
prehensive Simparel solution to better manage 
growth and changing business requirements. 
Simparel clients also include Ballin, Bonobos, 
Hanky Panky, Mamiye Brothers, Outerstuff, R.G. 
Barry, and other leading and emerging brands. 

Thai Son S.P Co., Ltd
153 Ung Van Khiem Street, Ward 25,
Binh Thanh District, Ho Chi Minh City,
717224
Vietnam
thai-son@hcm.fpt.vn
www.thaisonspgarment.com
Products and Services: Thai Son S.P Co., 
Ltd is a clothes manufacturer with the latest 
manufacturing technology for women’s and 
men’s knitwear. You might call us a a cut and 
sew factory in Vietnam. But we are more than 
a CMT factory. We produce fabric and offer FOB 
pricing. We are highly specialised in producing 
garments from circular knitted fabric and are 
proud to be one of the family-owned garment 
supplies who have been surviving and develop-
ing for the past 22 years. Currently, we have 
two production facilities in Ho Chi Minh City. We 
are constantly developing fabrics and prints to 
serve the ever changing fashion industry. If you 
are doing apparel sourcing, please send us your 
tech packs with order quantities so we can see 
if we are a good fit for your needs.

Trim Networks Inc.
910 S. Los Angeles St., Suite 405
Los Angeles, CA 90015
(213) 688-8550
Fax: (213) 688-8551
info@trimnetworks.com
www.trimnetworks.com
ae@trimnetworks.com
Products and Services: TNI is not just a button 
company; it’s an arbiter of taste and fashion. 
We give designers the freedom to create freely 
and not have to worry about the little parts and 
trims. Connecting our clients with reliable and 
trustworthy garment factories in Asia has been 
the foundation of our system and our networks. 
We are in touch with over 2,000 garment and 
denim factories in southern China. The good 
water quality of Canton has also enabled us to 
create some of the most exciting colors in electro 
plating. Over 300 wash-houses are scattered in 
this rich province, which in return can provide 
some of the newest colors in fashion today. In 
addition, our strategic location south of the Delta 
River gives us plenty of resources to all types of 
raw-material suppliers. By joining our network, 
you no longer need to search for garment manu-
facturers. We have done the research for you.

Vertex International 
Inc.
5148 Pacific Blvd.
Vernon, CA  90058
(323) 726 - 2126
Fax : (323) 726 - 2326
www.v-i-i.com
Products and Services: Vertex International 
Inc. is a market leader in domestic knit fabric 
production, with over 20 years of experience 
producing high quality and innovative knits 
for the contemporary apparel market.  Our 
specialty is the fast delivery of knit-to-order 
fabrics. Located in Los Angeles, we knit, dye, 
and finish all of our fabrics locally. We produce 
a multitude of knit fabrics, utilizing a variety 
of yarn contents and counts.  Our line of fabrics 
ranges from super-soft fabrics, novelty knits, 
stripes, and much much more. Basically, if it’s 
a knit, then we make it! Vertex is dedicated to 
providing our customers with the best quality, 
fast turnaround time, and complete customer 
satisfaction.

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 Supply Chain & 

Tech Focus Resource Guide.

supply chain & tech focus Resource guide

Focus your investment on solutions that  

integrate PLM, Global Sourcing, SCM, 
ERP and other enterprise data into a single,  

seamless collaborative system to standardize  

all processes within your organization. www.ngcsoftware.com | 800.690.0642

Synchronize Your 
Global Fashion Enterprise

Fashion Karma 
Created Daily!

Labels, 
Patches & 
Paper Tags

Bracelets

Rhinestone 
Buttons

Decorative 
Rivets & 
Buttons Belts

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

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

Come visit our factory in China!
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