
Novelty Textile Wins 
Major Case Over Fabric 
Design Copyright

More than one year after filing a copyright-infringement 
lawsuit over three different fabric designs, Novelty Textile 
has been awarded $650,000 in a jury verdict. 

The verdict is one of the largest monetary awards this 
year for a fashion copyright-infringement lawsuit in Los 
Angeles, said Scott Burroughs, one of the attorneys repre-
senting Novelty Textile.

The case, filed in U.S. District Court in Los Angeles on 
July 31, 2013, centered around three proprietary fabric de-
signs that Novelty Textile said it had developed and then 
were ordered by one of the defendants, Hot Shot HK, do-
ing business as Brat Star Inc. in New York. 

Novelty Textile, based in Vernon, Calif., and owned by 
James Son, claimed that Hot Shot HK placed purchase or-
ders for the fabrics and later canceled them only to have 
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By the beginning of the holiday shopping season, nor-
mally there would be no sign of any cargo-container ships 
moored beyond the port breakwater waiting in line for days 
to dock.

But this is no normal year for apparel importers unfor-
tunate enough to still be waiting for their holiday merchan-
dise to clear the ports of Los Angeles and Long Beach, 
which handle about 40 percent of all the cargo that is des-
tined for the United States.   

The protracted contract negotiations between the Inter-
national Longshore and Warehouse Union and the Pa-
cific Maritime Association, which employs the longshore 
workers at 29 West Coast ports, have stalled until Dec. 2.  
Charges of work slowdowns at the ports have continued. 

No Change on the 
Waterfront as Cargo 
Slowly Clears the Ports

By Deborah Belgum Senior Editor
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The Voice of the Industry for 69 years

made in america

The office of Dragon Crowd Garment Inc. President J 
Spencer is neat as a pin. His big, shiny desk has nothing but a 
brass “J,” a computer and a cell phone on it.

“I’m a simple guy,” said Spencer, an Oklahoma native 
from a town of about 20,000. “I have a hard time focusing if 
I don’t keep things neat and tidy.” 

 The rest of the office is just as clean, and the 49-year-old’s 
calm demeanor seems to fit perfectly in the quiet setting. But 
what the office represents—an international knitwear manu-
facturer with more than $100 million in sales last year—is 

anything but sparse.
Based in Ningbo, China, with U.S. headquarters in Cos-

ta Mesa, Calif., Dragon Crowd makes apparel for specialty 
stores and private labels for department stores such as the BP 
and Make + Model brands at Nordstrom. 

“We are, at our core, a knitwear manufacturer; that is our 
greatest level of expertise,” Spencer said. Knits may be the 
foundation of Dragon Crowd’s business, but the company 
also produces woven tops, pants, jeans and jackets for men 
and women. But despite such assertions, the company’s plans 
look more like a strategy for market domination. 

By Julie Gallego Contributing Writer

Dragon Crowd Garment: Connecting Asia to 
the U.S. Through Orange County

Interior of the Ron Robinson store in Santa Monica, Calif.

Terrence Chermak has been spending the better part of 
the last six months knee-deep in wool—specifically, black 
wool. 

The owner of Los Angeles–based Britannia Mills Ltd. 
is no stranger to wool, which is always part of his line of 
contemporary knits. 

But Chermak recently became enamored with the hard-
to-find wool of black sheep and has put together the supply 
chain necessary to process it and bring it to market as an eco-
friendly specialty product with its own natural beauty. 

According to Chermak, most of the world’s wool is 
white—or more accurately, a natural color, which makes 

the wool easier and more efficient to process and dye. The 
wool from black sheep—which actually ranges in color from 
black to gray to brown to a warm honey shade—is primarily 
sold within specialty markets. 

“[Black] wool is a cottage industry—expensive and very 
crafty,” Chermak said. “Fine [black] wool in commercial 
quantities doesn’t exist—with one exception,” he said. “I 
figured it out,” he said.

To produce commercial quantities of black wool, Cher-
mak had to overcome several hurdles, starting with find-
ing enough black sheep. Ranchers might have thousands of 
white sheep but just a few black sheep to help them quickly 
estimate the number of sheep in a field. “Scattered in a lot of 
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LA-Based Britannia Sees Bright Prospects in Black Sheep
By Alison A. Nieder Executive Editor

company profile
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After almost 20 years of doing business 
in the well-off seaside city of Santa Monica, 
Calif., Ron Robinson was told in May to 
vacate his successful Ron Robinson shop 
at the landmark Fred Segal compound. The 
entire Fred Segal building at 500 Broadway 
was going to be torn down to make way for 
construction of a mixed-use building of resi-
dences and restaurants. 

It could have been time 
to retire or slow down, but 
business was too good in 
Santa Monica, and Robin-
son and his staff had made 
too many friends and clients 
to leave. Even after 40 years 
of running a Ron Robinson 
boutique at the Fred Segal 
compound on Los Ange-
les’ Melrose Avenue—he 
learned the art and business 
of boutique retail from Fred 
Segal at Melrose—Robinson 
thought that he had more to 
say. “Maybe it’s a bit like be-
ing addicted to something,” 
he said of boutique retail. “If 
I still have the energy, I’m 
going for it.”

Recently, he held a soft opening for the 
more than 5,500-square-foot standalone 
Ron Robinson shop at 1327 Fifth St. near 
Arizona Avenue. It’s a few blocks from his 
former space. (Fred Segal Santa Monica’s 
420 Broadway address is still functioning as 
a compound for boutiques.)

Robinson called the new space, located 
in a former art gallery, a flagship concept 

store. It will be a place where he; his busi-
ness partner and wife, Stacy Robinson; and 
his longtime staff will experiment and try 
something new under the Ron Robinson 
nameplate.

For the Santa Monica location, there 
will be new sections. Taking a bow will 
be Floral Art for Ron Robinson. “Take 
a Break” is where coffee drinks and other 
prepared foods will be served. There also 

is a 900-square-foot garden 
area outside of the shop, 
which Robinson designed. 
Bougainvillea and poinset-
tia flowers currently blos-
som there, and upholstered 
furniture is arranged around 
the garden.

The store also hosts a 
2,300-square-foot area for 
children’s clothing from 
infants’ to pre-teens’ called 
Lifesize Kids. In the front 
of the store there is the 
Apothia section, devoted 
to fragrances such as Robin-
son’s own Velvet Rope line 
and his collaboration with 
the Missoni fashion house, 

Missoni Home by Apothia, which produc-
es scented candles and homewares. 

The new shop also will sell gifts, coffee-
table books, jewelry, personal electronics 
and apparel. Popular brands sold at the shop 
recently were Cotton Citizen, PJ Salvage, 
Lulu Frost, Rabens Sallower, Nesh, Lucas 
Hugh and Teeki. Popular men’s brands have 
been Deus Ex Machina, Electric & Rose, 
John Varvatos, Scotch & Soda and Stance.

While Robinson’s staff directs buying for 
various sections, his merchandising captures 
some of the best of the Los Angeles lifestyle, 
said Carl Louisville, founder of the Guerilla 
Atelier boutique in downtown Los Angeles.

“His attention to detail and his ability to 
find items that speak to his brand and life-
style are extraordinary,” Louisville said. 
Robinson also retains a disciplined work 
ethic. He opened a shop-in-shop at Guerilla 
Atelier in 2013. When the store moved to a 
new address in downtown Los Angeles, 427 
Hewitt St., Robinson showed up at 9 a.m. on 
a Sunday in early October to help Louisville 
move items for Robinson’s shop-in-shop. 
“He’s a consummate merchant,” Louisville 
said. “He works as hard today as he did 
when he opened. No detail is too small, no 
project is too big.”

Robinson also designed the interior of 
the new Santa Monica store with Ruben 
Ojeda, an architect who helped design some 
of the interiors at the Ron Robinson Melrose 
store.

The shop features an exposed, bow-truss 
ceiling; white epoxy flooring in the front; 
and a wood floor painted white in the back. 
Walls are white too. “It’s a big canvas to put 
product onto,” Robinson said. There’s also 
an open, airy ambience about the place, and 
shoppers are intended to have a clear view 
of the entire shop floor.

The past 12 months has been an event-
ful time for Ron Robinson. After Fred Se-
gal shopkeeper Bob Serf retired, Robinson 
acquired his 2,000-square-foot space in the 
Fred Segal Melrose compound. He built an 
accessories hallway, lined with one-of-a-
kind fashions such as hats by Gladys Tamez  
and snakeskin boxing gloves from Elizabeth 
Weinstock. There’s also a women’s active 

section and more space for kids’. In Novem-
ber 2013, he opened a 1,800-square-foot 
section for StylObjects, which is devoted 
to design, gifts, accessories and books. He 
introduced the expansion in May.

Ron Robinson regularly puts on store 
parties with diverse themes. Recently, there 
was a party for eyewear line Mothersbaugh 
by Mothersbaugh + Baum, which was in-
spired by the satiric point of view of Mark 
Mothersbaugh, a founder of music group 
Devo. The store has also held events for 
eco-fashion, action-sports brands and new 
designers.

Ron Robinson captures a certain Califor-
nia lifestyle, said Adam Vanunu, president/
chief executive officer and creative direc-
tor for Cotton Citizen. “It’s quality basics, 
it’s colorful and fun, and it is a necessity,” 
Vanunu said of clothes at Ron Robinson 
boutiques. “It is very California.”

Cotton Citizen made its Ron Robinson 
debut for holiday 2012, and it was a crucial 
branding exercise. “The line was a brand-
new line,” Vanunu said. “It helped us pin-
point our customer—see the brands that we 
wanted to be next to. They helped us brand 
ourselves.”

Looking back on 40 years in business, 
Robinson noted that retailers have to build 
lightning-fast reflexes to stay in business. 
“The world is faster than it was when I start-
ed. The awareness of a product comes at the 
speed of the Internet. Whatever comes from 
Europe or Japan becomes knowledgeable 
to others immediately. That means finding 
unique and more-unknown components be-
comes that much more challenging,” he said. 
“We have to work faster and make these 
finds and connections to bring these people 
to market and cultivate them early on.” ●

By Andrew Asch Retail Editor

Ron Robinson Bows Standalone Shop in Santa Monica

Interior and garden area at the Ron Robinson store in Santa Monica, Calif.

Ron Robinson

January 14 & 15, 2015
Los angeLes, Ca
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soCal materials show

debut Rick Caruso, developer of The Grove 
and The Americana at Brand retail cen-
ters in the Los Angeles area, announced 
Nov. 25 that his company, Caruso Affili-
ated, closed escrow on Swarthmore Avenue 
in the wealthy enclave of Pacific Palisades 
in Los Angeles.

The announcement is a milestone in a 
two-year saga to develop the street into a 
retail district named Palisades Village. It 
currently is the address of boutiques, restau-
rants and many empty storefronts. Caruso 
acquired the land, said to be 2.77 acres, in 
December 2012. 

However, his company found that parts 
of it had been contaminated by toxic chemi-
cals left over from a dry-cleaning business. 
Caruso worked with California’s state De-
partment of Toxic Substances Control to 
develop a plan to clean the space up, the 

developer said.
“We are excited to move full speed 

ahead with our plans for the next chapter 
of Swarthmore Avenue,” he said. The de-
veloper is scheduled to discuss his plans for 
Swarthmore Avenue at a community meet-
ing at 6:30 p.m. on Dec. 4 in Mercer Hall at 
Palisades Charter High School.

Caruso is also under contract to acquire 
the Mobil gas station adjacent to Swarth-
more Avenue, on the corner of Sunset and 
Swarthmore. That deal is expected to close 
in mid-2016, according to a Caruso Affili-
ated statement. 

Earlier this year, Caruso stated his in-
terest in “street-front” retail, or developing 
shopping outside of malls. Palisades Vil-
lage could be such a place where unique 
boutiques do business on pedestrian 
streets.—A.A.

Caruso Closes Escrow on Palisades Enclave
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the fabric copied in China. The fabric designs 
were made into clothes sold to The Wet Seal, 
another defendant in the case, which continued 
selling the garments to shoppers even though 
the Southern California retail chain received a 
cease-and-desist letter, Burroughs said.

“The facts here were egregious,” Burroughs 
said. “Hotshot had actually issued a purchase 
order to Novelty Textile for the three designs 
and canceled them a day later and then had the 
fabric knocked off in China.”

One of the fabrics had a yellow daisy design 
on a black background; another had a floral 
design in mint, orange and green; and a third 
fabric had a geometric design in blue, pink and 
teal.

The fabrics were copyrighted in 2012 be-
fore they were shown to Hot Shot HK, court 
papers showed. 

Side-by-side photos of Novelty Textile’s 
designs and the designs used in apparel sold at 
The Wet Seal appeared to be identical.

In a summary judgment by U.S. District Court Judge S. 
James Otero, both defendants were found guilty of willful 
copyright infringement under the Copyright Act of 1976. A 
jury then decided punitive damages. Motions are forthcom-
ing for costs and attorneys’ fees. 

This is not the first time Novelty Textile has sued a retail-
er and an apparel maker for copyright infringement. Novelty 
has been a plaintiff in at least 14 cases against retailers such 
as Nordstrom, Windsor Fashions, Charlotte Russe, Love 
Culture, Ross Stores and Rue21 Inc.

But it is rare for these kinds of cases to actually go to 
court. Most are settled outside a courtroom to avoid an ex-
pensive trial, where attorneys’ fees can mount to more than 
$150,000 to $200,000.

But going to trial has resulted in some big awards in cas-
es concentrating on fabric designs and their copyright. Last 
year, Advanced Visual Image Design LLC (Avid Ink), a 
sublimation printer in Los Angeles that sells directly to man-
ufacturers, sued Exist Inc., a Florida garment wholesaler, 

for allegedly copying more than two dozen of Avid Ink’s 
proprietary fabric designs.

Exist denied all the allegations, saying the vendor of the 
garments had obtained the designs in a transaction taking 
place in a hotel lobby in China.

But in a U.S. District Court trial in Riverside, Calif., Ex-
ist was found guilty of willful copyright infringement and a 
jury awarded $1.75 million to Avid Ink. Avid Ink was pre-
sented by Doniger/Burroughs, the same law firm that rep-
resented Novelty Textile.

On the legal trail

In the past decade, many Los Angeles fabric converters 
and printers have had more than their day in court. Some 
have filed scores of lawsuits, with several fabric companies 
being accused of making more money filing lawsuits than 
creating fabric designs.

L.A. Printex Industries in Los Angeles has filed hun-

dreds of lawsuits over fabric design and copy-
right infringement. Between 2005 and 2009 
alone, the Los Angeles company, headed by Jae 
Soon Nah, filed more than 200 federal lawsuits. 
And more have been filed since then. 

L.A. Printex has sued retailers such as 
Macy’s, Mervyns, TJ Maxx and Forever 
21 as well as clothing manufacturers such as 
Ms. Bubbles, Stony Apparel Corp., Just for 
Wraps and Topson Downs of California. 

Meridian Textiles in Commerce, Calif.; EKB 
Textiles; and Neman Bros. in Los Angeles have 
also hit the legal trail in copyright-infringement 
cases.

Jeff Kobulnick, an attorney with Ezra Brutz-
kus Gubner who has represented various parties 
in these kinds of cases, said at least 300 lawsuits 
are filed a year involving fabric design copyright 
infringement. Most of those are in Los Angeles 
with others in New York and Canada. 

“Oftentimes the plaintiffs in these cases have 
raced to the copyright office to file for copy-

right registration on designs that have been in 
existence for a long time, such as animal prints 

or a fleur-de-lis,” he said. “The plaintiff pays a copyright fee 
and then feels they have a ticket to sue whoever is using a 
design that may be similar.”

Mark Brutzkus, also with Ezra Brutzkus Gubner, advises 
his retail and fashion clients to have warranties and agree-
ments in place with their fabric vendors and clothing manu-
facturers guaranteeing that they own the copyright to the 
fabric’s design. “We have been advising our manufacturing 
clients to have indemnity agreements with their fabric sup-
pliers and with representation and warranties from the fabric 
supplier that they own the copyright to the fabric designs or 
have a license to sell the designs,” he said. 

Attorney Staci Riordan, who chairs the fashion-law team 
at Nixon Peabody in Los Angeles, said it is hard to check 
which print designs have been copyrighted at the U.S. Copy-
right Office because they are only listed by number or name 
and have no accompanying photos or drawings. “The system 
that is in place is extremely problematic,” she said. “You are 
rolling the dice every single time.” ● 
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Novelty Continued from page 1

A line of fans and shoppers snaked 
around the corner of Melrose Avenue 
and North Kilkea Drive in Los Angeles 
on the morning of Nov. 21 to take in 
the opening of the first physical bou-
tique for Nasty Gal, the e-commerce 
emporium that mixes designer vintage 
with contemporary styles for a unique 
statement.

Jessica Rafael drove more than 55 
miles from the South Orange County 
town of San Juan Capistrano, Calif., 
for a chance to be one of the first 
shoppers at Nasty Gal’s Melrose store. 
“It’s different from any brand,” Rafael, 
a restaurant server, said. “It’s very au-
thentic and unique.”

The store opening has been highly 
anticipated because of the popularity 
of www.nastygal.com, which makes 
more than $100 million a year, according 
to a statement on the company website, 
and interest in founder Sophia Amoruso, 
who published #Girlboss, a hardcover book that 
was ranked as a bestseller by Publisher’s Weekly 
this summer.

The interest seeped into the realm of celebrity. 
At a gala debut dinner for the boutique on Nov. 20, 
Academy Award winner Charlize Theron appeared 
in Nasty Gal clothes accompanied by Sean Penn 
and his daughter Dylan Penn. Hip-hop musician 
Azaelia Banks also dropped by the festivities.

At the Nasty Gal boutique, designer vintage 
looks ranging from Vivienne Westwood to Thi-
erry Mugler are mixed in with clothes from the 
Nasty Gal line. In the front of the boutique, clothes 
and jewelry are displayed. The center of the bou-
tique is devoted to a bank of dressing rooms. In 

the back is a shoe salon and an alcove for hipster 
magazines and the Lena Dunham memoir Not 
That Kind of Girl.

The space for the Nasty Gal boutique formerly 
housed contemporary boutique Madison. It is lo-
cated across the street from the pioneering bou-
tique compound Fred Segal. Liz Porter, manager 
of Channel Islands Surfboards at 8175 Melrose 
Ave., forecast that Nasty Gal would bring a lot of 
foot traffic to the street. “They have no parking,” 
Porter said. Nasty Gal shoppers will have to park 
on the street and walk past Melrose boutiques to 
shop at the store. “We’ll get a lot of girls walking 
by,” Porter said. “We’ll get a lot of street sales.”

—Andrew Asch

Nasty Gal Opens on Melrose

NASTY PARTY: Two Nasty Gal shoppers take a shot of 
themselves using a photo booth by the Phhhoto company.

SIDE BY SIDE: Novelty Textile said its fabric design on the left was illegally copied and used in 
the skirt on the right, which was sold at The Wet Seal.

Beleaguered retailer The Wet Seal 
Inc. announced Nov. 24 that it has 
hired a team to help the Foothill Ranch, 
Calif.–based retailer to look for “strate-
gic and financial alternatives,” which is 
industry lingo for considering an array 
of new directions for the business, in-
cluding a sale.

Wet Seal hired Houlihan Lokey, a 
global investment bank with a Los Ange-
les office, to help chart its next steps. It also 
hired William Langsdorf, a former chief 
financial officer for Tilly’s Inc., to be an 
adviser.

Ed Thomas, who joined Wet Seal as 
its chief executive officer on Sept. 3, 
declined to give a schedule for a sale. 
A company statement noted that the ex-
ploration of alternatives may not result 
in a sale. However, Thomas noted that 
tough times demand hard choices. 

“I’m proud of the progress we have 
made to date in light of the ongoing dif-
ficult macro environment and state of 
affairs at the company when I joined 
in September. Given our struggles and 
challenges, it is prudent for us to con-
tinue the review of alternatives. We 
welcome the addition of these advisers 
to our team,” Thomas said.

The announcement comes on the 
heels of activist investors Clinton 
Group going public with its frustration 
with the Wet Seal turnaround. On Nov. 
19, it distributed a letter to Wet Seal’s 
board of directors through PRNews-
wire. The letter, signed by Joseph A. 

De Perio, a senior portfolio manager, 
demonstrated frustration with Thomas, 
because it claimed that the stock price 
had dropped 80 percent since Thomas 
started helming the retailer. It also re-
quested that the company seek differ-
ent debt financing rather than Bank of 
America, its current lender. It also re-
quested changes in the retailer’s equity 
financing situation and that it make 
real estate concessions.

On Nov. 17, B. Riley & Co., a fi-
nancial-services firm, downgraded Wet 
Seal’s stock from buy to neutral. Jeff 
Van Sinderen, a B. Riley analyst, wrote 
that Thomas is making the right calls 
for a turnaround but that it may not be 
enough.

“Although every possible effort is be-
ing made by the much improved WTSL 
leadership, those critical elements of 
the turnaround have not yet material-
ized,” Van Sinderen wrote. “While we 
have believed that Ed Thomas is one of 
the few people on the planet with a shot 
at turning around WTSL, with less than 
$20 million remaining on the balance 
sheet, time is of the essence.”

Van Sinderen called for landlords to 
work with Wet Seal to help the company. 
Wet Seal continues to run a fleet of 528 
Wet Seal stores across the United States 
offering juniors fashions. However, the 
last few years have been filled with tur-
moil, seeing declining sales, proxy bat-
tles, and, on April 25, the shuttering of its 
contemporary Arden B division.—A.A.

Wet Seal Hires Team to 
Explore Sale
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In addition, a chassis shortage has con-
tinued as larger ships make their way to the 
West Coast.

That meant that as of Tuesday, Nov. 25, 
there were six cargo-container vessels wait-
ing for dockside space. That is a vast im-
provement over the 12 cargo-container ships 
that bobbed beyond the breakwater on Nov. 
23. But it is a see-saw situation with more 
ships on the way.

 Between Nov. 26 and Nov. 28, another 
seven cargo-container vessels were scheduled 
to show up with no space immediately avail-
able at the twin ports. The vessels would have 
to play the waiting game like everyone else. 

“The fact that seven more are coming to 
anchor between now and the end of the week 
indicates the congestion continues,” said Capt. 
Kip Louttit, executive director of the Marine 
Exchange of Southern California, which 
monitors the arrival and departure of ships at 
the ports of Los Angeles and Long Beach.

The situation was no different at the Port 
of Oakland in northern California, which 
had four cargo-container ships waiting for 
spaces at the smaller port. Normally at this 
time of the year, there are no ships waiting 
for berths. “It is days to weeks to get cargo 
off the docks here,” said Capt. Lynn Kor-
watch, executive director of the Marine Ex-
change of the San Francisco Bay Region. 

The Thanksgiving holiday didn’t help 
matters. Longshore workers officially have a 
24-hour holiday on Thanksgiving, but things 
had already slowed down at the docks for 
various reasons. “We are still seeing prob-
lems with dispatch of yard crane operators at 
the two ports,” said Steve Getzug, a spokes-
man for the Pacific Maritime Association, 
the group of terminal operators and shipping 
lines that employs the longshore workers.

Backups continued at the Port of Long 
Beach and the Port of Los Angeles. “This is 

kind of Thanksgiving-shutdown week,” said 
Port of Long Beach spokesman Art Wong. 
“Everything just slows down.”

Phillip Sanfield, spokesman for the Port of 
Los Angeles, said cargo congestion is still an 
ongoing problem. “We are working to do as 
much as we can to relieve the situation,” he 
said.

To add to the congestion woes, 13 ship-
ping lines announced they would impose 
port-congestion fees of $1,000 per 40-foot 
container at West Coast ports.

Meanwhile, the ILWU and PMA contin-
ued to hold small subcommittee meetings 
to address port-by-port issues, but more-
general meetings over larger issues were 
suspended for 12 days and scheduled to 
resume on Dec. 2.

One bit of good news is that as of Nov. 
21, a handful of independent truck drivers 
who deliver and pick up cargo containers at 
the ports of Los Angeles and Long Beach 
stopped picketing truckers working for eight 
companies that serve the ports. It had added 
just one more problem in digging out cargo 
from the docks.

The truckers, hoping to be full-time em-
ployees at the companies, were supported 
by the Teamsters Union. Truckers, after 
an eight-day strike, returned to their jobs as 
talks are expected to take place between the 
trucking companies and the truckers. ●

Dec. 4
The Professional Club’s 
networking event
The Palm
Los Angeles

Dec. 6
Line & Dot sample sale

2807 S. Santa Fe Ave.
Vernon, Calif.

Dec. 7
ITMA/Showtime
High Point, N.C.
Through Dec. 10
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Element, an Irvine, Calif.–based brand owned by Billabong International Ltd., an-
nounced on Nov. 24 the hiring of two European executives.

Reynald Gautier was hired as vice president of Element’s global design. Julien Duval was 
promoted to vice president of global marketing.

Frank Voit, the global general manager of Element, noted that the two new hires are ac-
complished at their respective disciplines and are both skateboarders. “Element continues 
to solidify its brand strength by hiring skateboarders who are creative experts in design and 
marketing to ensure future product lines resonate with consumers. Reynald and Julien will 
lead global teams while driving the creative process forward to create the freshest product 
for our customers,” Voit said. 

Both Duval and Gautier will work out of Element’s European offices in Hossegor, France. 
Gautier will direct the company’s different regions to ensure a consistent vision for Ele-
ment’s product, according to an Element statement.

Element began as a skateboarding brand in 1992, and it will develop international retail 
before the year ends. In December, the company is scheduled to open a London boutique.

—Andrew Asch

Element Goes Global: New Executives, New Boutique
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From moisture control to UV-protection, our  
Los Angeles-based company uses state-of- 
the-art technology to supply the activewear 
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Dragon Crowd does not just make clothes for retailers 
to sell. It actually turns the old manufacturer-to-store-floor 
model on its head. Instead of waiting for customer orders, 
Dragon Crowd—using its own textile mills, Asia-based fac-
tories and in-house design team—brings finished products 
to retailers such as PacSun, Oakley, Hurley, Scotch & 
Soda, Bloomingdale’s and BCBG, Spencer said.

F o u n d e d  i n 
1 9 9 8  b y  C h i e f 
Executive Officer 
Edward Zhou in 
Ningbo  (where 
he was born and 
raised),  Dragon 
Crowd started as a 
production agency 
for retailers and 
apparel  brands. 
But  eventual ly, 
Zhou, now in his 
40s and living in 
Orange County, 
became dissatis-
fied with the qual-
ity of textiles he 
was getting from 
manufacturers and 
decided to buy his 
own factory, said 
D r a g o n  C r ow d 
Marketing Direc-
tor Jeff Marshall. 
The move allowed 
Zhou  comple t e 
control of custom-

er service and the supply chain that could deliver the quality 
garments he sought. 

But with the pressures of fast-fashion retailers such as 
H&M, Zara and Forever 21, department and specialty 
stores began having a hard time delivering trends to their 
customers quickly enough. 

That ,  according  to 
Spencer, who joined Drag-
on Crowd in 2012, is when 
things started to change. 

“Going into 2012 we 
started talking about what 
our customers were ask-
ing for: more innovation; 
style development; more 
design; more value input 
from the vendors in help-
ing them to source better 
products, develop better 
products and put better 
products out to the cus-
tomers,” Spencer said. 
“And that’s where we’re 
trying to respond in kind 
and become a much more vertically integrated organization 
so that we can provide all of those value-added services for 
the customer.”

 In the past, retailers “would have done more of their own 
market research and their own product development. They 
would have looked less to the manufacturer for concepts and 
ideas and just told the manufacturer, ‘I want this jean. Go 
make this. I want this woven top. Go find the fabric and 
make it exactly like this,’” he explained. “Now we’re bring-
ing them products, concepts, ideas and really putting togeth-
er a vision of what’s happening in the market today and in-
terpreting what we see coming down the pike for the future.  
In this office we like to say it’s innovation for inspiration. 
We innovate to inspire buyers and designers to be able to 
build the products that are right for their customers.”

Dragon Crowd’s model is fairly new, but it’s not the only 
one using it, said Frank Kaufman, Moss Adams LLP part-
ner focusing on the retail and apparel sectors.

Kaufman calls the shift “Asian Fusion.”
“‘Asian Fusion’ is more applicable to the apparel industry 

than to food these days,” he said.
“We are seeing a trend of foreign-owned U.S.-based com-

panies taking advantage of a vertical model to thrive. The 
U.S. side gets competitive pricing, timely delivery, financing 
terms and production flexibility. The Asia side gets a more 

secure and consistent order stream as well as enhanced stock 
value domestically. It is a compelling argument and why the 
strong will get stronger.” 

Part of Dragon Crowd’s strategy for keeping up with 
fast-fashion trends is to use three of its own brands to test 
the market. In addition to supplying retailers with in-house 
brands, Dragon Crowd also produces lines that comprise 
about 10 percent of its business. Those lines are:

• 3rd & Army, which Spencer describes as “a brand built 
for a semi-contemporary young man who is looking for an 
Americana type of look.” The line sells $69 shirts, jackets 
for about $90 and tees printed with the brand logo for about 
$20 at The Buckle and several other specialty retailers 
across the U.S.

• Colorfast, a casual contemporary knitwear line sold at 
Urban Outfitters and Bloomingdale’s, includes tees, tanks 
and hoodies selling from about $30 to $45, Spencer said. 
“We develop 100 to 200 new fabrications of knits every sin-
gle month. Colorfast is the brand we use to exploit that—to 
show the customer and say, ‘Look, this is what that looks 
like in this body style.’”

• Social Republic is a graphic tee line sold at Macy’s that 
Spencer said is meant to be a category killer. “It utilizes our 
abilities in knitwear, our expertise in being able to identify 
ways to reduce cost and build fabrications and still maintain 

company profile

Dragon Crowd Continued from page 1

INTERNATIONAL: Based in Ningbo, 
China, with U.S. headquarters in Costa 
Mesa, Calif., Dragon Crowd makes 
apparel for brands, specialty stores and 
department stores using its own textile 
mills, Asia-based factories and in-house 
design team.

DIVERSE MIX: Knits may be the foundation of Dragon Crowd’s business, but the company also 
produces woven tops, pants, jeans and jackets for men and women. 
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company profile

Andy Spade is getting into the pajama 
game.

Spade, the co-founder of the Kate Spade 
fashion label, started Sleepy Jones, an 
independent New York–based sleep and 
loungewear company geared toward men 
and women, last year. On Nov. 20, he held a 
grand opening for a 650-square-foot Sleepy 
Jones boutique at 1318 Montana Ave. in 
Santa Monica, Calif. It is a couple of store-
fronts down from the Aero Theatre, a pop-
ular cinema that has been screening films 
since 1940. Another Sleepy Jones boutique 
opened in New York recently.

Chad Buri, co-founder and chief operat-
ing officer of Sleepy Jones, said the label 
was started because he and his partners, 
Spade and Anthony Sperduti, felt that pa-
jamas could make a comeback. They noted 
that in the past men lounged around their 
homes and studios in pajamas, and with the 
right fabrics and proper sizing they felt that 
sales for pajamas could increase. Sleepy 
Jones has been sold at Barneys New York, 
Nordstrom’s e-commerce site, and leading 
boutiques such as Stag and Unionmade.

“There is no reason to think of pajamas 
as something only to be worn to bed,” Buri 
said. “It’s something nice and comfortable 
to be wearing around the house.”

The label also makes artist-edition paja-
mas. Mike Mills, an artist and filmmaker, 
made a graphic of sleeping pills for the la-
bel, which are printed on the pajamas. Other 
prints on pajamas are the more conventional 
black watch plaid, stripes and a plain gray. 
Pants retail around $140. Shirts retail around 

$150. The label also designs robes, men’s 
boxer shorts and women’s panties as well as 
T-shirts.—Andrew Asch

the look to provide a product to 
big-box retailers that meets their 
quality needs, their design aes-
thetic and their pricing.” Social 
Republic T-shirts boasting giraffes 
dressed like singer Pharrell Wil-
liams in his signature oversized 
hat and rapper chains, an ostrich 
in a bowler hat, and a winged pig 
retail for about $24 each.

Propping up Dragon Crowd 
are 2,500 employees, four offices, 
three factories and three fabric 
mills. Plans for a fourth factory 
and a research-and-development 
department are underway for 
2015, Spencer said. 

Expanding with R&D

“There’s a lot of exciting things that are 
happening,” he said. “We’re focused intent-
ly on the innovation side of what we do and 
on building out our capacity.” 

In January the new factory—and consol-
idation of other operations in China—will 
increase the number of employees to around 
3,200, Spencer said. “On the top floor we’re 
going to put in 30 knitting machines so that 
we can continuously kick out fabric from 
that facility.” 

The new factory and knitting facility will 
accommodate a research-and-development 
department that Spencer is especially ex-
cited about.

“If you look at some of the largest com-
panies in the world—the Pfizers, the Glaxo-
SmithKlines—they spend 5, 10, 15 percent 
of their annual revenue on R&D,” he said. 
“While we’re never going to do that, there’s 
lessons to be learned from that. So we’re fo-
cusing intently on that department—taking 
it out of the specific business units within 

our organization and creating a unit that’s 
not gauged on driving topline revenue but 
that’s gauged on the innovation that they 
provide, which I think is a unique thing in 
this industry.”

Spencer expects the research-and-devel-
opment effort to focus on adapting new tech-
nologies for synthetics that could be used in 
the burgeoning “athleisure” category.

 “All of the athleisure wear—going from 
gym to street—it’s crushing the denim mar-
ket now,” Spencer said. “It’s comfortable, 
but it’s all synthetic-based, so we’re focused 
intently on how can we take some of these 
things that are happening in the cotton-
based market and develop those in the active 
market in synthetic fibers.”

For all of Spencer’s optimism, he said 
Dragon Crowd is mindful of its place in 
the sector—even with revenue projected to 
triple by 2019. 

“We’re not a huge business; we’re a 
large business,” he said, “but we have some 
pretty-aggressive growth plans over the next 
five years.”  ●

retail

Andy Spade, left, and Chad Buri

Sleepy Jones Opens 
in Santa Monica

3RD & ARMY: One of Dragon Crowd’s three in-house 
brands, 3rd & Army is described as “a brand built for 
a semi-contemporary young man who is looking for an 
Americana type of look.” 
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flocks you might be able to find 100 or 200 
pounds,” Chermak said. 

The next challenge was to find mills to 
process the black wool into usable yarn. 

“It was so tricky to figure out how to get 
it produced because everyone who’s run-
ning white wool doesn’t want to touch it,” 
Chermak said. “No one wants to process it 
because it will contaminate the rest of the 
wool. I have to go through all kinds of mini-
mums for processing.”

Chermak is keeping all his resources 
close to the vest, but he said he found a 
rancher located somewhere “in the United 
States”—who has a sizable number of black 
sheep.

 He is similarly circumspect about the 
companies he is working with to process the 
wool, although he does say, “It’s completely 
sourced in the U.S.”

The result is enough wool to produce 
about 5,000 to 10,000 garments this year.

“It’s exceptionally limited,” he said. 
“This is literally ranch to market.”

Chermak has approached just a select 
few brands—and only companies that are 
best able to convey the eco-friendly story to 
their consumers. 

“It requires no dyeing, there are no 
chemicals, no effluent,” he said, adding that 
it uses about 75 percent less water to pro-
cess and the cycle time is shorter, so it uses 
less electricity, as well. 

“And I happen to think it’s pretty,” Cher-
mak said. 

For now, Chermak envisions blending all 

the shades of black wool into one natural 
neutral. But as he builds a wider network 
of ranchers and a larger supply of wool, he 
sees a future where the different shades of 
wool can be blended to make new shades, 
heathered yarns and mélange looks. ●
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Britannia Continued from page 1

SHADES OF SHEEP: Most wool is a natural white shade, which makes it easy to process and dye. 
Britannia has put together the supply chain necessary to process and dye wool from black sheep—
which can range in color from black to gray to brown to a warm honey shade.
 

Terrence Chermak

Coming Soon
Loyola Law School 
Carves Out a Program 
for Fashion Law 

Law schools in the West have specialties in entertainment 
law, sports law and biotech law, but it is rare to find a school 
that has a concentration of classes devoted to fashion law.

That is changing. Next year, Loyola Law School in down-
town Los Angeles is introducing a concentration of fashion 
law classes that will give attorneys a focused education on the 
legal matters faced every day by the hundreds of fashion com-
panies located in Southern California. 

This makes Loyola Law School the second law school in 
the country with a fashion law program that is more than just 
one or two fashion law or trademark classes. Fordham Law 
School in New York City was the first in the nation, open-
ing its Fashion Law Institute in 2010 with six fashion law 
classes and a fashion law boot camp. 

The Fashion Law Project, as the Loyola program is being 

➥ Loyola page 2

Fifth & Pacific Companies, which used to be known 
as Liz Claiborne Inc., has agreed to sell Lucky Brand 
Jeans for $225 million to Leonard Green Partners, a Los 
Angeles private-equity company. The deal should close in 
early 2014. 

The transaction, announced Dec. 10 and approved by the 
board of directors on Dec. 8, involves a $140 million cash 
payment and $85 million in a three-year seller note that 
carries $8-million-a-year interest plus another $417,000-a-
month interest for a maximum payment upon maturity of 
$100 million. The note can be paid off at any time.

The $225 million purchase price is equivalent to seven 
times Lucky Brand’s earnings before interest, taxes, depre-
ciation and amortization, also known as EBITDA.

Lucky Brand Jeans 
Sold to Los Angeles 
Private-Equity Firm

By Deborah Belgum Senior Editor

By Deborah Belgum Senior Editor
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Asher Fabric Concepts
2301 E. Seventh St., #F107
Los Angeles, CA  90023
(323) 268-1218
Fax: (323) 268-2737
www.asherconcepts.com
sales@asherconcepts.com
Products and Services: For over  two decades, family-
owned and operated Asher Fabric Concepts (AFC) has 
been offering an impressive selection of knitted fabrics 
produced in Southern California. Notwithstanding the (mis)
conception that “everyone is manufacturing overseas,”  
AFC has a 22-year track record proving otherwise. Based 
in Los Angeles, AFC is committed to becoming the dominant 
domestic knit supplier for the swim, active, and contem-
porary markets. In addition to its unequalled selection of 
knits [and some luxurious wovens] AFC ‘s eco-friendly 
textiles include jerseys, French terries, ribs, sweater knits, 
etc., comprised of organic cotton, organic hemp, bamboo, 
and other recycled and natural fibers.  “Our customers are 
often surprised at how competitive our pricing is on the 
Organic and other specialty lines,” declares AFC Sales Vice 
President Yael Ohana.

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 newest and most creative 
innovative button styles. We see color and metal combina-
tions, 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. 

Mariak Industries
575 W. Manville St.
Rancho Dominguez, CA 90220
(310)710-9156
www.mariak.com
Contact: Ashley Duffield
aduffield@mariak.com
Products and Services: Mariak provides roll-to-roll digital 
dye sublimation printing on the industry’s newest state-of-the 
art equipment up to 126” wide and 1200 DPI. Digital printing 
allows the ability to group files and minimize cost. Direct UV, 
solvent printing, and vintage film transfer are also available. 
Our efficiencies allow for very low minimums and quick turns. 
Print on your own PFP fabric or purchase from one of our 
32+ fabrics in house. Our image library includes over 3,500 
designs. Services include expert color management and 
limited design, located in sunny Los Angeles.

Spirit Activewear
Spirit Activewear. Spirit Athleisure. Spirit Jersey®
www.spiritactivewear.com
www.spiritjersey.com 
Products and Services: Spirit Jersey® AUTHENTIC. 
FAMOUS. ORIGINAL. Made in the USA. #1 best seller coast 
to coast.

Texollini
2575 El Presidio St.
Long Beach, CA  90810
(310) 537-3400
www.texollini.com
sales@texollini.com
Products and Services: We at Texollini use state-of-the-
art technology to supply the fashion and garment industries 
with innovative and trend-driven fabrics. Speed-to market, 
trend insights, and quality control have been the corner-
stones of our Los Angeles–based facility for over 20 years. 
Our in-house vertical capabilities include knitting, dyeing, 
finishing, and printing, and our development and design 
teams are unparalleled. Contact us to find out how our 
quality-driven products will enhance your brand.

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

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 mar-
ket 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.

made in america Resources

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

Manager of Sales

Established wholesale clothing line is looking for an experi-

enced Manager of Sales; an individual who has the ability to

lead and direct a team of seasoned Sales Representatives.

Candidates should be expert leaders; skilled at managing

people, coaching sales conduct, improving processes, and

making changes when/where necessary. Please send re-

sume & cover letter to: jobs.confcompany@gmail.com

menswear designer needed

established men's and shorts & pants manufacturer in

Vernon is looking for an experienced men's designer.

we're looking to expand our pants and woven top's busi-

ness and branch out into swimwear too.

the following experience is required

illustrator

photo shop

excel

create accurate tech packs

spec garments

flats & CAD's

must have complete knowledge of the mens market,

whats trending

communicate with overseas factories

THIS IS NOT AN ENTRY LEVEL POSITION

MUST BE ABLE TO PROVIDE VERIFIABLE JOB REFER-

ENCES.

SEND RESUMES TO:RESUME4DESIGN@GMAIL.COM

FULL TIME POSITION

womens sportswear rep wanted

established men's shorts manufacturer is in need of an

experienced womens sales rep for it's new womens

contemporary shorts division. the position is in-house

this is not an entry level position

must have boutique and department store contacts and

experience.

min 2 years experience

must be able to make road trips and travel to trade

shows.

candidate must have to full rolodex of contacts and ex-

perience and established buyer relationships

must have the experience to launch a new brand with re-

sults.

the position is full time in Vernon

the mens division is currently in Nordstroms, neimans,

fred segal, atrium, bloomingdales, japan and Canada. we

need to have that same level of business for the wom-

ens.

please send resume to Resume4design@gmail.com

LEAD GRAPHIC ARTIST

Are you an enthusiastic & talented Graphics Leader for

our Girls 7-16 fashion tops & screened t-shirts division?

Must have knowledge of separation & embellishment

techniques to recreate print-ready artwork. Teamwork,

self-starter & creative input, critical. Private Label &

Brand. Develop innovative artwork directly focused for

specific customers. Highly organized, driven for results

& clear communicator of creative ideas. Well-versed in

CAD, Photoshop & Illustrator. Work location near down-

town LA area.

Send resumes to: graphicdesigninLA14@yahoo.com

DESIGNER (VERNON, CA)

Designer needed for a MISSY line with 5 yrs. min exp.

Key responsibilities include: Trend research, color story

development, developing brand appropriate collections

within a schedule & working with sample dept. to ensure

collections are completed on time to send to sales team.

Highly developed understanding of garment construction

& sublimation printing techniques. Ability to develop dif-

fusion products for private label customers. Experience

in garment dye & novelty dye, screen print, sublimation,

flat sketching. Proficient in Adobe Photoshop and Illus-

trator. Ability to multi-task & work well under pressure.

Please email resume and salary requirement to:

victor@sublitexusa.com

DENIM COMPANY SEEKING INDIVIDUALS TO

FILL THE FOLLOWING POSITIONS.

INCREDIBLE OPPORTUNITY

FOR THE RIGHT PERSON

IMPORT PRODUCTION

COORDINATOR/MERCHANDISER

Highly motivated person with 2-3 yrs exp. in the junior/

special sizes denim bottoms market needed to assist in

import production.

� Must have well rounded knowledge of overseas

garment production & construction

� Know how to read TECHPACKS and understand

technical garment terms.

� Experience with measuring garments as well as

approving finished garments, lab-dips, fabrics, etc.

� Must be a self-starter, detail oriented individual and

have strong written and verbal comm. skills.

Email to hrdept@rewash.com or fax resume with

salary history to (323) 657-5344

Swimwear Designer

Research, creating design concepts, and illustration of

swimwear. Looking for a team player with 3-5 years exp, or-

ganized, detail oriented, Photoshop and Illustrator.

Local candidates only. Email your resume and samples of

work to jobs@rajman.com.

Import Coordinator

Junior, Missy and Girl's lines are seeking an Import Co-

ordinator. Needs to have 2 years+ of garment experi-

ence. Good at communication and presentation. Can

present novelty fabric, trims, and garments to designers.

Can maintain a good relationship with designers and

customers. Bilingual - Able to speak Mandarin Chinese

to talk to Chinese suppliers to resolve issues. Able to

drive to visit companies(Customers).

Please send resume to: Perry@Luxephil.com

10-11.SC.Classifieds.indd   10 11/26/14   5:38:08 PM



apparelnews.net   november 28–december 4, 2014   CALIFORNIA APPAREL NEWS  11

Jobs Available Jobs Available Jobs Available

Jobs Wanted

Real Estate

December 5
Cover:  
Retail Financial Report 
Fashion Resource
Findings & Trimmings 
Advertorial

December 12
Cover: 2014 Newsmakers
E-tail Spot Check
Salute to Suppliers &  
Services Advertorial
Fashion Faces

December 19
Cover: Fashion
2014 Retrospective and  
Financial Industry Review
Retail Report

December 26
Cover: Year in Review
Surf Report
Technology
Technology Advertorial
Bonus Distribution
AccessoriesTheShow/FAME/Moda 
Manhattan 1/4–6, 2015

Crowded LA Market Schedule 
Draws Major Retailers and 
Specialty Stores

The intersection of fashion and technology—and the 
future of wearable technology—was on the agenda at a re-
cent one-day conference hosted by Fi3. 

Held in partnership with Apparel Insiders and spon-
sored by ISKO, the Oct. 13 conference at the Ace Hotel in 
downtown Los Angeles featured several speakers, includ-
ing Sylvia Heisel, founder of Heisel Co.; Sandra Lopez, 
director business and marketing strategy, fashion wearable 
technology, for Intel Corp.; and Peter Kim, founder and 
chief executive officer of Hudson Jeans.

Last year, Intel founded its New Devices Group to better 
understand the world of wearables. Its focus is on emerg-
ing technologies because, as Sandra Lopez emphasized, 
“technology is in the forefront of bringing wearables to 
market.” Intel is not claiming to have started the wearable 

Fashion and Tech 
Merge at Fi3

By Andrew Asch, Alyson Bender and Alison A Nieder

By Alyson Bender Contributing Writer

InsIde:
Where fashion gets down to business

www.apparelnews.net

Quik’s McKnight steps down ... p. 2
Layoffs at Wet Seal ... p. 2
Althouse opens in DTLA ... p. 2
Technology Resources ... p. 9

➥ Fi3 page 2

4 3

Buyers ranging from major retailers such as Bloom-
ingdale’s, Neiman Marcus and Nordstrom to key spe-
cialty stores and e-tailers such as ShopBop, Ron Herman, 
Fred Segal and Beckley turned out for the recent run of 
Los Angeles Fashion Market, which was spread across 
multiple showroom buildings and several returning and 
new trade shows. 

In addition to the central showroom buildings—the 
California Market Center, The New Mart, the Cooper 
Design Space, the Gerry Building and the Lady Liberty 
Building—buyers also had several other trade shows to 
shop, including Designers and Agents, Select, Brand As-
sembly, Coeur, LA Men’s Market and Lazr, as well as 
new activewear show LA Active. 

Exhibitors reported upbeat buyers looking for every-
thing from Immediate deliveries to Spring ’15 goods. 

This season, market dates remained split with the CMC 
and Gerry (as well as a handful of showrooms in the other 
buildings) opening on Sunday, Oct. 12. The New Mart, 
Cooper, Lady Liberty and the temporary trade shows 
opened on Monday, Oct. 13.

Los AngeLes FAshIon Week

TrAde shoW reporT

➥ LA Market page 3

spring 2015
Spring ’15 came to Los Angeles with Los Angeles Fashion Week, the 11-day event featur-

ing more than 60 runway shows, installations and parties spread across multiple ven-
ues. For highlights from the first half of the events, see pages 6–7. 

Call now for special rates
Terry Martinez 

(213)  627-3737 x213 

Buy, Sell and Trade

Coming Soon Four of our most popular and best-read cover features of the entire year

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

TECHNICAL DESIGNER

Min 5 years exp. Knowledge Flat Pattern, Photoshop,

Illustrator, Excel. Create tech packs for overseas &

domestic vendors, specs garments.

andrew@andrewchristian.com

DESIGNER

Experienced soft woven tops and dresses, collection

Designer. Looking for talent, someone with passion for

design. Intuitive, vision, full skill set and trend right.

Exp with domestic and import, start to finish.

Fast paced team, Burbank location.

Email resume, sample of work and salary requirement

to: Debra@sanctuaryclothing.com

SPACE FOR LEASE

* In newly renovated Anjac Fashion Buildings

in the heart of Downtown Fashion District.

* Industrial, retail and office space also available

throughout the San Fernando Valley.

* Retail and office space also available just

south of Downtown.

213-626-5321 or email info@anjac.net

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

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

EIGHT SIXTY

PRODUCTION PATTERNMAKER

Looking for an experienced production pattern maker...

Candidate must have strong communication and

organizational skills. Gerber V8 system a must, Knits and

Wovens, Min 5 years' experience in women's

contemporary apparel. Downtown Los Angeles. Benefits

Contact: Aida Vasquez avasquez@eightsixty.com or

fax resume to 213-683-8390

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

SAMPLE SEWER

Knits & Woven's. 5+ years experience. Must be fluent in

English. Women's contemporary. Great benefits.

Aida Vasquez 213-891-1500 x29

PATTERN MAKER

Garment Dye mfg. patternmaker. Experience in woven &

knits. Ability to apply shrinkage to patterns & follow specs.

Lectra experience. Near Burbank.

Email to: cmcpatternmaker@gmail.com

DIRECTOR OF INFORMATION TECHNOLOGY

Los Angeles area apparel group has highly demanding

hands-on position for candidate with diversified IT Ap-

parel Industry background. Small staff & multiple con-

sultants participating. Detail-oriented, highly organized,

urgency-minded. AS/400 based ERP system, PC & MAC

user base. Manage all MIS systems, Networks, Telecom,

Document Mgt, EDI, Compliance Communication. Sup-

port users, software training, troubleshooting, basic

hardware maintenance, track expenditures & develop

cost-reducing alternatives. Ideal candidate will be de-

greed & have relevant certifications.Full Benefit Package.

Forward resumes: InformationTech2014@yahoo.com

SWEATER TECH/SWEATER DESIGNER

Seeking sweater tech/possibly sweater designer, for

contemporary woman's clothing company. Must have at

least 5 years experience. Needs to create tech packs and

work with design through production.

Send resumes to : clothingco910@gmail.com

Sales and Production Assistant

We are looking for a Sales & Production Assistant.

Contributing to the production process. Build relationships

with vendors and internal customers. 1-3 years' experience

in apparel/accessory production and sourcing. Please send

resume to: sales@urbanexpressions.net.

CUSTOMER SERVICE

A swimwear company is seeking an assistant for Cus-

tomer Service with order management and accounts re-

ceivable experience. Candidate must have the following

qualifications:

1. Computer proficiency in Microsoft Office, Word and

Excel

2. Knowing operation system, with EDI and AIMS

experience is a plus or a on job training will be provided

3. Two years of relative experience in the clothing

industry.

Working location at city of Brea, Orange County,

Please email resume to: info@ajglobaltexinc.com

Trim Sales Representative - Los Angeles

Brand I.D is looking for a trim sales representative to be

based out of our Los Angeles office.

You will work closely with our customers and the Brand

I.D Hong Kong development team to ensure that cus-

tomer trim packages are developed in a timely manner,

according to their specifications and customer expecta-

tions.

All applicants please use url below:

http://www.brandid.com/survey.aspx?survey_id=20

Development & Graphics Assistant - Kids

Childrenswear Domestic production . Pre-production/ devel-

opment for patterns/graphics. Tech-packs, flats. Manage-

ment of e-commerce site. Multi-tasking small business posi-

tive environment. Entry/mid-level experience only. Please

email Daisy at help@citythreads.com

STANDARD FABRIC OFFERING IMMEDIATE

EMPLOYMENT:

2 CAD ARTISTS

1 COLORIST

2 PRODUCTION COORDINATORS (mod2 experience)

2 SALES ASSISTANTS

Email resumes to: abraham@paramounttextile.com

USED TUKATECH CAD PATTERN MAKING

SYSTEM

Including:

TukaJEt Plotter, Computer/Software,

Digitizer. All in good condition

Call: 213-663-1207

TECHNICAL DESIGNER

Have excellent knowledge of garment construction in both

wovens and knits with experience in garment dye a plus.

4+ years design experience working with domestic & over-

seas production in technical design

email: careers@dolan-group.com

Super organized technical designer

The Five Four Club is one of the fastest growing companies

in men's fashion. We are looking for a Technical Designer

that can manage the technical product development process

and work cross-functionally to ensure seamless execution

on time. Email resumes@fivefourclothing.com

JR. ADVERTISING
SALES EXECUTIVE

* Seeking professional, energetic salesperson with

Apparel Industry and or Ad Agency experience.

Please email your resume to:

terry@apparelnews.net
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