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The exceptional surface attributes of MicroModal® are now more attainable. 

Through supply chain optimizations and long-standing industry  

relationships, manufacturers benefit from our experience as  

the United States’ first successful spinner of MicroModal. Get less  

pilling and the superior sheen you want without the added costs.

We make MicroModal® work. 

For more information on integrating MicroModal into your products,  
contact Victor Almeida, Product Specialist, at +1 (706) 367 3933.

buhleryarns.com/MicroModal

DON’T COMPROMISE
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SAVE 
THE
DATE

Register now!
enkregistrations.com 

enkshows.com

Accessorie Circuit
August 2.3.4 @ Javits.NYC
sunDay-tuesDay

Intermezzo Collections
August 2.3.4 @ Javits.NYC
sunDay-tuesDay

Children’s Club
August 2.3.4 @ Javits.NYC
sunDay-tuesDay

Project womens
(Formerly known as ENKVegas)
August 17.18.19 @ Mandalay Bay. LV
Monday-Wednesday

Coterie
SOLE COMMERCE . TMRW
September 19.20.21 @ Javits.NYC
Saturday-Monday

Children’s Club
October 18.19.20 @ Javits.NYC
Sunday-Tuesday
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Atlanta Apparel
IT’S ALL INSIDE
Where inspiration takes center stage, lines are launched and style is born. 
Will you be an INSIDER?

800.ATL.MART  |  AmericasMart.com/Inside

©2015 AMC, Inc. Dates are subject to change.

June Atlanta Apparel
June 11–14, 2015

August Atlanta Apparel  
and World of Prom
August 6–10, 2015

VOW | New World of Bridal
September 16–18, 2015

October Atlanta Apparel
October 15–19, 2015

2016 MARKETS

February Atlanta Apparel
February 4–8, 2016

April Atlanta Apparel
April 7–11, 2016

June Atlanta Apparel
June 2– 5, 2016

August Atlanta Apparel  
and World of Prom
August 4–8, 2016

VOW | New World of Bridal
September 21–23, 2016

October Atlanta Apparel
October 6–10, 2016 

LOS ANGELES

Redbird
114 E. Second St.
(213) 788-1191
www.redbird.la

Early this year, a touch of history joined 
forces with fine cuisine to create Redbird, a 
unique eatery that opened in a 19th-century 
structure that used to be the parish and cathe-
dral for the Roman Catholic Archdiocese of 
Los Angeles. Called St. Vibiana’s Cathedral 
when it opened, the church has been decom-
missioned and serves as an event center sim-

ply called Vibiana. 
Located in the heart of downtown Los An-

geles, not far from the Los Angeles Fashion 
District, the eatery is in the cathedral’s former 
rectory, where a cardinal lived upstairs on the 
rectory’s second floor. Hence, the name Red-
bird.

The rectory is off to the side of the cathe-
dral, which makes it a bit quieter and a good 
spot to dine outside in the calming courtyard, 
which has a retractable roof and citrus trees. 
Inside is a bar/lounge where you can also dine.

Redbird is the creation of chef Neal Fraser; 
his wife and business partner, Amy Knoll Fra-
ser; and restaurateur Bill Chait, who is respon-
sible for a number of high-end Los Angeles 
restaurants, including République and Bestia. 

Fraser and his wife closed their Grace 
restaurant on Beverly Boulevard in 2010 and 
ended up moving their catering service to the 
Vibiana event center. Waiting for the economy 
to improve, they plotted the exact look and 
menu that would be incorporated at the future 
Redbird.

The result is a menu filled with special 
dishes that lean on spices for their uniqueness. 
Small dishes and appetizers include shrimp 
with grits and a cocoa nib chipotle mole; 
grilled Spanish octopus with cherry tomatoes, 
black chickpeas, baby kale and anchovy vinai-
grette; and tai snapper with yuzu kosho, shiso, 
Meyer; lemon and California olive oil. 

For meat lovers, there is spit-grilled lamb 
belly with fava beans, kumquats, aleppo pep-
per and sumac spice.

Main dishes include aged Liberty Farms 
duck breast with duck-leg chorizo; ora king 
salmon with roasted beets, farro verde and 
sorrel; and a 24-ounce veal chop with 24-hour 
veal cheeks and burgundy snails.

The restaurant has been well-received by 
restaurant critics, who are giving the place a 
thumbs-up.

The Well
1006 S. Olive St.
(213) 550-4448
info@thewell.la

When the partners of The Well, a designer 
retail complex in downtown Los Angeles, 
installed a pink neon sign bearing the store’s 
name on their storefront, people wondered if 
they were crazy.

The store made its debut in a sketchy, 
blighted-looking neighborhood just outside 
the Los Angeles Fashion District on Black 
Friday, the day after Thanksgiving, back in 
2012, when promises of a boutique retail 

SHOP & DINE

By Andrew Asch and Deborah Belgum
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Redbird

The trade-show circuit can be trying. If you are a buyer, 

it is walking up and down long lines of booths. If you are 

a vendor, it is endless hours sitting inside a windowless 

room hoping to sell the latest fashions. After a long day 

at a trade show, the best way to reward yourself is to 

splurge at a new restaurant or shopping spot. Here are 

a few suggestions on the new restaurants and up-and-

coming boutiques found in some of the major cities on 

the trade-show circuit.  
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   Men’s.Men’s.

sourcing at magic opens august 16
register now at attendmagic.comLas Vegas & Mandalay Bay  Convention Centers

Find it here.AUGUST 17–19, 2015
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scene in downtown Los Angeles were vague and memories of 
the Great Recession were fresh.

Now, the partners of The Well might be considered pio-
neers. They were among the first to take a chance on selling 
designer and contemporary clothes in downtown Los Angeles. 
A year after The Well’s debut, Acne Studios and the Ace Hotel 
opened a few blocks away, bringing international attention to 
the neighborhood.

Stephanie Harrison, a Well retail director and buyer, said 
the new shops and the construction boom of expensive luxury 
lofts in downtown Los Angeles have bought a new, wealthier 
consumer to the shop. “It used to be starving artists,” she said 
of the neighborhood. “Now it is artists and creatives with more 
money.”

When it opened, The Well could not have survived with-
out offering other services to downtown Los Angeles. In the 
7,500-square-foot compound, there’s a five-seat salon of-
fering hair and manicuring services. In the back, there’s a 
3,000-square-foot events space, which is typically rented out by 
companies looking to produce parties for hipsters. Hit-making 
DJs such as Skrillex performed at the events space in 2014.  
The events space hosts probably one party a week, said Well 
partner Alex Weidner. The company’s owners are Jefferson 
Tangradi and Alex Weidner. Jeremy Yuge is a Well co-founder.

Being a multi-brand fashion boutique was always a central 
part of The Well’s business plan. It currently sells work from 
new and emerging brands such as Drkshdw by Rick Owens, 
Minimale Animale, 11 by Boris Bidjan Saberi, Drifter, 
Henrik Vibskov and the company’s in-house fashion line, 
called The Well.

Some of the recent looks for The Well brand include elon-
gated T-shirts, tuxedo-style drop-crotch pants with a ¾ length 
and sneaker-style shoes embossed with the company’s logo of 
an eye in a triangle.

The logo represents connection and the partners wish to con-
nect people with their various services, Yuge said. “We want 
to spread a positive vibe—be well, live well and stay well,” he 
said. 

SAN FRANCISCO
Mourad
140 Montgomery St. #1
(415) 660-2500
www.mouradsf.com

There was a lot of anticipation for the Moroccan-influenced 
restaurant Mourad, which opened early this year in the art 
deco PacBell building, constructed in the 1920s in the heart of 

the Financial District.
The eatery’s décor, which is more modern than Moroccan, 

was written up in Architectural Digest, giving a nod to the 
14-foot-high teak sculpture at the entrance and the round, spiky 
chandeliers that have a very mid-century look.

The man behind the kitchen door is Mourad Lahlou, who 
grew up in Morocco and made his way to San Francisco when 
he was 20 to study economics at San Francisco State Uni-
versity. When he began missing his native cuisine, he started 
cooking for himself and adopting recipes with fresh ingredients 
from Northern California.

That cooking style has been implemented in his restau-
rants. His first eatery was Kasbah in San Rafael, Calif., which 
opened in 1996 and concentrated on more traditional Moroccan 
cuisine. Closing Kasbah a few years later, he next invested his 
culinary endeavors in Aziza, a restaurant opened in 2001 in the 
Richmond district of San Francisco. It is here that the Moroc-
can menu got an infusion of California cuisine, which earned 
the eatery a Michelin star, a first for a Moroccan restaurant in 
the United States.

Lahlou next set his sights on downtown San Francisco while 
keeping Aziza open. So far, he has been getting glowing re-
views for dishes such as the eggplant served with cucumber, 
oregano, pepper, flatbread and za’atar spice and the octopus 

SHOP & DINE

Mourad

Shop & Dine Continued from page 4
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The Well

July 21−23, 2015
Javits Convention Center

New York, NY

Free entry online
www.apparelsourcingshow.com
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FORWARD
DALLAS MARKET CENTER

DALLAS APPAREL & ACCESSORIES MARKET
JUNE 3–6, 2015

dallasmarketcenter.com

served with chickpeas, artichokes, oranges, 
olives, and merguez. 

There is also branzino served with potatoes, 
cabbage, cranberries and mussels or duck liver 
with pistachios, cocoa, turnips and satsuma. 

For those wishing a more traditional Mo-
roccan experience, there is family-style din-
ing with short ribs, chicken or lamb shoulder 
served with all the sides and sauces. And, of 
course, there is couscous. 

Workshop Residence
833 22nd St. 
(415) 285-2050
www.workshopresidence.com

San Francisco is famous for companies 
such as Gap Inc. and Levi Strauss & Co., 
which make basic clothing and pants once 
constructed for laborers. Add Workshop 
Residence to that list of Bay Area companies 
with useful clothing on their radar.

Located in San Francisco’s Dogpatch/
Potrero Hill neighborhood, Workshop 
Residence contracts artists to design items 
deemed useful. Then it contracts with San 
Francisco Bay Area manufacturers to pro-
duce the items, which are 
later sold at Workshop’s 
storefront, said Kristie Wu, a 
Workshop store manager.

Clothing is a big part of 
the locally produced, use-
ful goods sold at the Work-
shop. Artist Ann Hamilton 
designed trench-style coats 
made out of linen, denim 
and waxed canvas for a 
rain-repellent outerwear. 
Kimono makers Tsuyo On-
odera and Maki Aizawa 
made aprons and scarves 
for the Workshop. Stepha-
nie Syjuco designed dresses 
and hoodies painted with 
battleship camouflage de-
signs from World War I.

Most artists work at the 
residency by invitation. Oc-
casionally, the Workshop 
produces an open call where 
anyone can submit ideas for 
a useful product that will be 
manufactured in San Fran-
cisco.

LAS VEGAS
Cleo
SLS Las Vegas
2535 S. Las Vegas Blvd.
(702) 761-7612
www.sbe.com/restaurants/locations/
cleo-las-vegas

For a Mediterranean twist on dining, you 
can’t go wrong with Cleo, one of several high-
end restaurants at the new SLS Las Vegas ho-
tel. 

Cleo, short for Cleopatra, is a small chain 
of restaurants born in the heart of Hollywood 
when Danny Elmaleh opened up his first Cleo 
in 2010 at The Redbury Hotel, operated by 
Sam Nazarian, who opened the SLS Las Ve-
gas hotel last August. Once established in Los 
Angeles, it was only natural that the next stop 
should be in the desert. 

The first thing that greets visitors at the 
Las Vegas Cleo is the 14-foot-tall photo of 
Nazarian’s girlfriend, model Emina Cunmu-
laj, dressed as Cleopatra, headdress and all. 
That sets the tone for an evening of exotic 
dining inside a room with green-and-white 
tile floors, brilliant chandeliers hanging over-
head and a wood-burning oven in the middle 
of the dining room.

Elmaleh is a chef with international roots. 
He was born in Israel to a Moroccan father 
and a Japanese mother, having lived in the 
Middle East and Japan before landing in the 
United States. Once in the U.S., he worked 
with culinary stars such as Josiah Citrin of 
Mélisse in Santa Monica, Calif., and later with 
chef Katsuya of the Katsuya chain, which is 
also a partnership with Nazarian.

Diners who have frequented Cleo rave 
about the eastern Mediterranean fare, which 
includes lamb tagine with apricots and cous-
cous, spinach and ricotta dumplings, grilled 
octopus, falafel, layered eggplant moussakah 
in a béchamel sauce, lamb shawarma with 
spices, grilled branzino with cauliflower and 
couscous, and homemade laffa bread. 

co-te-rie
515 E. Fremont St.
(702) 685-7741 
www.coterie.com 

Don’t bother looking for a sign to tell you 
the address of the downtown Vegas boutique 
co-te-rie. 

The sign in front of the store reads “Checks 

Cashed,” and it’s upside down. Walk inside, 
and the store is completely different from the 
luxe casino milieu of the Las Vegas Strip, lo-
cated a short drive away.

There’s AstroTurf on co-te-rie’s ceiling. 
There’s blackboard on some of the walls 
where people can doodle. Paintings and pho-
tography from local artists line other walls. 
There’s a couch area, a newsstand with books 
and magazines, and a workspace to hook up 
a computer.

The store is a bit different by design. It is 
located in the middle of the “Downtown Proj-
ect” to rejuvenate the Fremont East District 
neighborhood. The project is helmed by Tony 
Hsieh, founder of Zappos, the fashion e-com-
merce emporium. Zappos headquarters also is 
located in the Fremont East District.

Hsieh invited co-te-rie founder Sarah Ni-
speros to open a boutique in the formerly 
blighted area because he thought the place 
needed a clothing boutique … and a place to 
hang out, said Nicole Comacho, a co-te-rie 
buyer.

The demographic breakdown of consum-
ers visiting co-te-rie is 50 percent locals, 50 
percent tourists, who take advantage of the 

Shop & Dine Continued from page 6
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3,000-square-foot place’s free Wi-Fi. There’s a 1980s arcade-
style table loaded with a Pac-Man game. Those achieving 
a high score can redeem points for a 35 percent discount on 
clothes.

The boutique sells women’s brands such as Free People, 
Hard Tail Forever, Dittos, Boheme and For Love & Lemons 
as well as lines from emerging designers from Amsterdam and 
Paris. It also sells men’s looks and shoes.

For clothing, co-te-rie also hosts a pop-up shop. It’s for So 
So Happy, a Los Angeles–area fashion line with a Japanese 
cute-culture inspiration.

DALLAS 
CBD Provisions
1530 Main St.  
(214) 261-4500 
www.cbdprovisions.com

There are not many restaurants around where the biggest 
draw on the menu is pig’s head.

The idea of finding a pig’s head on your table can be daunt-
ing, but pork lovers who have ordered it rave about the succu-
lent meat served with tomatillo sauce, radishes and tortillas that 
can turn a head into carnitas. 

CBD Provisions (the CBD stands for Central Business Dis-
trict) is one of those eateries that combines a dollop of Europe 
with a big serving of the Lone Star state. Everything is made 
from scratch and is sourced from local farms and ranches in 
the area. 

Under the eye of Executive Chef Richard Blankenship, the 
menu has something for everyone— even if they aren’t red-
meat lovers. 

The menu is divided into small plates and large plates. The 
small plates vary from meaty fried pig tails (the other end of 
the pig) served with house kimchi to kale salad served with 
goat feta and golden raisins to yogurt cheese served with Texas 
olive oil. 

Big plates consist of the roasted Gulf catch of the day served 
with spring gazpacho, snap peas and lemon bread crumbs; 

braised lamb shoulder with fresh chickpeas, harissa yogurt and 
spring onion raisins; or head-on Gulf shrimp and grits. 

For family-style dining, there is the pig’s head or the 44 
Farms steak served with new potatoes and charred onion.

The restaurant’s location is also a draw. It is in Dallas’ his-
toric downtown, right next to the well-appointed Joule Hotel. 

The interior design of the restaurant could best be described 
as a Texas brasserie, which is one way of saying that Paris came 
to visit but Dallas came to stay. There are brick walls, salvaged 
wood floors, and industrial-style tables and chairs. 

The open kitchen inside the eatery gives you a clear view of 
how creative the chefs can be.

Traffic Los Angeles
1604 Main St.
(214) 261-4585
www.shoptrafficla.com

After serving as a style innovator in Los Angeles for a few 
decades, Traffic Los Angeles boutiques helped redefine the 
look of another big city: Dallas.

Traffic Los Angeles opened its Dallas location adjacent to 
the Joule Hotel, a boutique lodging space in a regentrifying 
area of downtown Dallas, which is the home of the first Nei-
man Marcus location. The 2-year-old shop is Traffic Los 

Angeles’ first shop built outside of Los Angeles County.
Downtown Dallas developers Headington Companies 

asked Traffic owner Michael Dovan if he was interested in 
opening in an area full of potential but not much else. “It re-
minded me of Los Angeles in the 1970s and 1980s,” Dovan 
said of downtown Dallas. “When I came to [Los Angeles] 
in 1977, there was no Saks, no Neiman Marcus. There was 
nothing. Now there is a lot of competition in Los Angeles.”

Dallas was so open that Dovan was able to stock brands 
that others have exclusives on in the Los Angeles area, such 
as Commes des Garçons and Rick Owens. Other popular 
Traffic brands, such as Paul Smith and D Squared, did not 
have a big distribution in Texas, and Dovan said that people 
from all over the state have dropped by the shop to check 
out the brands.

Novelty and new looks will continue to be an important 
part of the Dallas store’s identity. It features a 350-square-
foot pop-up shop, called Traffic Play, which will devote 
temporary space to new brands. The permanent parts of 
the store feature a 3,500-square-foot men’s shop and a 
1,200-square-foot women’s shop. Dovan said the stores look 
similar to their counterparts at the Beverly Center in Los 
Angeles. Retail price points at the Dallas store range from 
$36 to $5,000.

Dovan would not say if he was considering opening more 
Traffic Los Angeles stores. “It’s up in the air,” he said. 

SHOP & DINE

Traffic CBD Provisions

Shop & Dine Continued from page 8
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T
Tukatech Goes Platinum

Tukatech, the groundbreaking software innovator, is 20 years old, 
and its founder, Ram Sareen—as much beloved as he is respected by 
his globally diverse clientele—is showing no signs of slowing down. 

Born in India to a “garmento,” Sareen learned at least some of the 
business while taking his father’s clients on weekend tours of the Taj 
Mahal—“four hours up and down, listening to their yak-yak.” An en-
gineer by education, Sareen says, “I am a much better tailor, able to 
understand the challenges of the industry. I had to understand what 
they do and what is restricting them.” 

During the 1980s, Sareen ran his own consulting company, help-
ing set up factories in Asia, teaching them how to manufacture “the 
American way.” And by age 30 he was senior vice president of Lon-
don Fog. 

By age 45, a near-fatal medical scare set him on a new path to 
Tukatech, whose software solutions continue to change the way the 
industry does business.

 
California Apparel News: Twenty years is quite a milestone, 

Ram. How has Tukatech survived when others have faltered?

R.S.: We’re a “disruptive technologist.” We’re always looking 
for a different way to do things. I live by the mantra: Change is 
constant; growth is optional. People hate change but if they don’t 
change, they don’t grow. If we don’t change, we fall behind. 

I don’t want to do what somebody else has done. If I achieve what 
someone else has done already, would that be success? 

CAN: Where did the inspiration to be “disruptive” come from?

R.S.: Well, I grew up in India during the hippie era. All my life, I 
cannot remember doing what anyone had already done. By the time I 
finished high school, I had attended seven different schools. Not my 
choice, but they got tired of my disruptions and ideas and asked me 
to find another school; in other words, I was thrown out.

I started Tukatech at age 45 after suffering a major heart attack. The 
funny part is, I could hear them declare me dead. That changed my life. 

Being a Hindu, we all believe in reincarnation. But I remembered 
what Gandhi said: It doesn’t matter what you do in life, you are going 
to die, so it’s very important you do something worthwhile while you 
are living.  

For me to take my retirement savings to start Tukatech, compete 
with Gerber, Lectra, and other established companies, I’d have to be 
either crazy or passionate. No investors, no partners, and no loans. 
Till today, we are a debt-free company.

CAN: What was your initial idea? 

R.S.: My single goal was to make patternmaking a digital process. 
Easier said than done. Most industry people were not motivated be-
cause the cost was huge, it took too long, and a trained person ended 
up leaving anyway. Most of the CAD companies had failed. But the 
oxygen room of our industry is the pattern room. Without a pattern, you 
have nothing to make, nothing to cut, nothing to sell, nothing to ship.

When I started this I sat down with some CEOs, and I asked them, 
“What is it we have to do so that every patternmaker you hire, instead of 
giving them just a desk, you give them a computer?” And they told me, 
“Give me someone who takes responsibility for getting results for me, at 
a cost of about $10,000, then I’ll do it.” That was the birth of Tukatech. 

So, we had to come up with that price point. This was 1995. One 
station with training cost about $50,000. For us to come up with a 
$10,000 solution and produce results was an uphill battle. But we did.

The second challenge was working with patternmakers who were 
artisans not computer scientists. For us to take manual operators and 
get them onto computer systems, we had to come up with a training 
process that worked in about three days or less. We did it.

The third challenge was the new generation coming up, the 
Google generation who knew computers extremely well but they 
didn’t have the skill level of the old patternmakers. We had to put in 
intuitive technology that would train them from beginner to expert in 
a short time. 

We worked with colleges and with authors of patternmaker books. 
For $25 a month, students can rent the learning edition of our whole 
system. The end result today is that we have more than 500 colleges 
around the world who teach with our technology and more than 
10,000 stations installed in colleges. The students coming out of 
these schools are able to add value from day one.

CAN: Tukatech has a reputation for great service.

R.S.: We take full responsibility. We are the only company 
that includes unlimited training and consulting services and 

implementations to make sure that the whole company benefits. 
Still today in 20 years we do not have a salesperson. We teach 

them how to fish. We even give them a freezer so they can take some 
and share.

CAN: From the beginning, you were aiming for the little guys 
with little knowledge of computers. To your point, this is not the 
way things are usually done.

R.S.: My objective was not to go after the big guys. Most of the in-
dustry is run by small companies with little money to invest. At least 
500 $2 million to $20 million California companies started from noth-
ing. I wanted to help the smallest of the small, who had the desire 
but not the capital. In 2000, I came up with a process that allows a 
person with no capital to use the technology.

CAN: Your software rental fee is so inexpensive.

R.S.: You can rent the software for $200 a month for the whole 
system. Even the largest companies like Coach are renting the soft-
ware. Today we have more than 4,000 renters in 41 countries 
who download the software, pay on the Internet, and learn the 
system themselves. We were the first ones to build audio/video les-
sons for each and every tool in multiple languages.

Beyond that, we opened up 46 Tukacenters worldwide where 
people can come in to use our equipment or hire our technical people 
to do it for them. In 2001, we were the first to launch Web services on 
Tukaweb, which allows people to upload their jobs. We partnered with 
Kinko’s and FedEx so that patterns with the grading and marking in-
structions could be uploaded, Kinko’s would print it, and FedEx would 
deliver the pattern the same day, connecting the entire supply chain 
and saving money and time. 

CAN: Time is everything today.

R.S.: There are some facts—63 percent of the total cycle time is 
still product development and approval. The cost of development 
continues to go up, and the selling price continues to go down. The 
two are growing apart day by day, eating into the margins. Either you 
change the process and improve the efficiency, or eventually you will 
close the doors. 

As an example, we just signed with a retailer in Russia. Instead of 
their usual nine to eleven weeks for development approval, we can 
get it done in 14 days. Collectively, my customers are making 100,000 
fewer samples per month. More than 400 brands, retailers, and/or 
their vendors develop virtual samples on Tuka3D, shortening their 
cycle time and reducing their costs. They are going to production 
directly from computers. 

CAN: What’s the next big thing for Tukatech?

R.S: The Internet is a way of life today. A patternmaker sitting in 
a Starbucks in Newport Beach makes a pattern for someone in San 
Francisco, clicks a button, and a Kinko’s/FedEx delivers it in hours. 
I have 200 freelance patternmakers, graders, marker makers, and 
other service providers making the difference since 2003.

“Cloud” is the new buzzword that really has a lot of possibilities 
to shorten the cycle time without big investments. We just launched 
Tuka3D Cloud Solutions—we call it “community collaboration”—make 
a sample, put it in the cloud, designer gets notification, uploads the 
new garment, within 48 hours the sample is approved. It’s no differ-
ent than doing it physically in a sample room, but this travels globally 
in very little time at small cost. 

CAN: Where do your new challenges come from?

R.S: Forty-five percent of all products get dropped before produc-
tion. Why can’t we make the pattern and sew the sample digitally? 
The Asians are doing it. Why are we behind? A lot of young designers 
are ready. 

CAN: So, 20 years?

R.S.: I don’t even know where the time went. In the last 20 years, 
we’ve replaced more than 6,000 competitive CAD systems. No sales-
people, no solicitation, yet companies like Guess, Nike, Patagonia 
chose Tukatech to implement and engineer their process. We gave 
them an easy-to-run yet powerful system with unmatched training 
and support. In 2007, we were rated the number one software com-
pany in the world, and ever since then we have been holding that 
spot. We haven’t lost our focus. We changed the entire CAD industry.

(Advertisement)

Ram Sareen with his wife, Iva
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NEW YORK
Santina
820 Washington St.
(212) 254-3000
www.santinanyc.com

The big glass box that sits under the High 
Line in the Meatpacking District is not an 
arboretum or a greenhouse. But it is becom-
ing one of the more talked-about restaurants 
because of its clean lines designed by Italian 
architect Renzo Piano and its fun, Mediter-
ranean atmosphere.

Santina opened at the beginning of 2015 at a time when 
the weather was so frigid no one wanted to go outside. But 
if they made it to Santina, they got a mini vacation to the 
Italian coast, where the seafood is abundant and the colors 
are vibrant.

The glass ceiling and walls create a peculiar atmosphere 
of sitting outside in a garden when you’re sitting under the 
old railway line now called the High Line. The restaurant 
is filled with potted palms, Murano-glass sunflower chande-
liers and brightly hued dinner plates. The white marble tables 
surrounded by blue banquettes create a seaside ambience. 

Even the wait staff is decked out in colorful polo shirts and 
sneakers to add to the on-the-beach feel.

Santina’s menu is heavy on vegetables and seafood, as any 
coastal Italian eatery would be. It is also renowned for its 
cecina, a chickpea crepe that comes with a variety of fillings, 
such as shrimp, mushrooms, tuna or lamb tartare. 

There are vegetables such as 
squash carpaccio drenched with 
beurre noisette, a fritto misto—a 
medley of fried vegetables—and 
kale salad. Specialties include 
mozzarella grilled in a lemon-leaf 
wrap and a tasty minestrone soup. 
Main courses tend to seafood. 
Particularly tasty is the lobster 
Catalan with a sea urchin emul-
sion, a well-prepared swordfish 
and a sea bass plate. There is also 
a grilled meat dish of the day.  

Babel Fair
260 Elizabeth St. 
(646) 360-3685
www.babelfair.com

There’s a new style rising in 
Manhattan.

It’s playful, a bit unconvention-
al, and colorful patterns are wel-
come. What it is not is dark and 
sexy, said Erica Kiang. She is the 
founder of one of the outlets and 
perhaps a home to this style. It’s 
the Babel Fair boutique in Man-
hattan’s Nolita neighborhood.

Babel Fair founder Erica Kiang 
opened the bright, cheerful bou-
tique in 2009 during the grimmest 
period of the Great Recession. 
The store thrived. In September 
2014, Kiang opened another lo-
cation in Brooklyn’s stylish Wil-
liamsburg section.

Enter the Manhattan store, and 
you’ll find walls painted white, 
hear pop music as well as doo-
wop songs from the 1950s and see 
the looks of international design-
ers. However, the dresses, tees and 
jackets are not sold at a designer 
price. Retail price points typically 
range from $60 to $350. A typical 
ticket is $150, Kiang said.

Kiang developed a taste for 
emerging international designers 
when she was an exchange student 
at the University of Cape Town in 
South Africa. Since then she has 
traveled the world—specifically 
China, Brazil, Korea and Spain—
to find new, affordable designers 
that match her aesthetic. She also 
developed a showroom business to 
represent some of these designers. 
Also called Babel Fair, the show-
room is headquartered in New 
York’s Garment District.

Kiang eventually hopes to ex-
pand Babel Fair to Los Angeles. 
“We’d like to have a showroom 
there,” she said. But what about 
a store? “We always go back and 
forth about it,” she said. 
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MIAMI BEACH
Seagrape
4041 Collins Ave.
(786) 605-1043
www.seagrapemiamibeach.com

Seagrape, a new restaurant 
that recently opened inside the 
Thompson Miami Beach hotel, 
is the work of local celebrity chef 
Michelle Bernstein, whose Jewish 
and Latina roots have always influ-
enced her menus.

She is renowned for taking over 
the Azul restaurant in 2001 at the 
Mandarin Oriental hotel and 
turning it into a must-go destina-
tion. Then she went on to open the 
modern bistro Michy’s, another 
well-received restaurant created 
this time with her husband, David 
Martinez.

With Seagrape, she has amped 
up her culinary skills to offer a little 
bit of something for everyone. But 
mainly she concentrates on local 
ingredients grown by farms with 
which she has partnered.

Her menu has Italian pasta 
dishes, expertly prepared vegetable 
dishes with touches of spices, sea-
food and a selection of steaks that 
come from a local ranch. 

The nosh appetizers start the 
evening on a high note. There are 
warm gougères served with truffled 
cheese, a sherry glaze and jamon 
Serrano (the Spanish version of 
prosciutto). Or there are squash 
blossoms stuffed with corn grits 
and baby corn surrounded by a 
layer of shrimp mousseline sauce. 

Or you can skip to the starters, 
which include coriander roasted 
red and yellow beets served with an 
avocado hummus, fried chickpeas 
and sumac yogurt, or a kale salad 
made with pomegranate and toasted 
walnuts, pears and a pickled-raisin 
dressing. A favorite in this category 
is the Spanish grilled octopus with 
an orange-gochujang sauce.

There are a wide variety of 
main dishes. There is house-made 
garganelli pasta served with long-
stewed tomatoes, parmesan and ba-
sil or a Florida snapper served with 
a rice cake, sugar snaps and shrimp 
chorizo in a sofrito broth.

The 1950s are definitely alive 
in the restaurant’s interior design. 
There are light-oak tables, terraz-
zo floors and a horseshoe-shaped 
green marble–clad bar. For those 
who can’t get enough of the out-
doors, there is a terrace for dining.

Trend by Sebastien James
130 NE 40th St.
(305) 576-5200
www.trendbysj.com

Call Trend by Sebastien James 

a family affair.
On the left side of the 2,200-square-foot boutique, Sebastien 

Scemla runs a store for his men’s collection, Sebastien James.  
On the right side of the shop, his wife, Sandy Scemla, runs the 
multi-brand boutique Trend by Sebastien James. 

It’s an island of independent boutique retail in the Miami 

Design District. Neighbors include flagships for Euro-
pean fashion houses such as Hermès, Louis Vuitton, 
Celine, Givenchy and Cartier. Located across the street 
is the celebrated restaurant Michael’s Genuine Food & 
Drink. 

If the address is part of Miami’s most upscale com-
mercial real estate, Sandy Scemla feels that her family’s 
operation has an alternative to offer the city. “We have a 
unique, personalized touch that no one has in the area,” 
she said.

The boutique offers brands such as Helmut Lang, 
Iro, Derek Lam, Rag & Bone, J Brand, Haute Hip-
pie, Missoni, Equipment and Diane von Furstenberg.

But don’t expect to see Lang or Iro styles that you see 
in Los Angeles or New York at Trend, Sandy said. “Mi-
ami is a special place. It is very warm. It is not seasonal. 

I have to be very selective,” she said.
While Miami style reigns at her side of the shop, the Sebas-

tien James collection aspires to a global audience. Along with 
collared shirting that could be worn at any Miami hot spot, the 
collection also makes suiting with a young, stylish edge and 
bomber jackets. ●
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Aaron Levant 
Founder
Agenda 
www.agendashow.com

Agenda is different from many shows 
in that we actually discourage brands 
from creating a lot of excitement at their 
booths. We have stringent rules in place 
to prevent brands from having any type 
of amplified sound, promotional models 
or giveaways in front of their booths. We 
also have guidelines for the displays, such 
as how tall a booth can be, and restrict the 
amount of additional fixtures or signage 
outside of what we provide. The look of 
our booths is tightly curated to encourage 
a focus on product rather than the aesthet-
ics of the booth. 

We encourage our brands to show 
special or exclusive items that are only 
available if a buyer orders at the show to 
promote transactions on site. We try to 
encourage our brands to use the show as 
a vehicle to engage in meetings with ex-
isting and prospective customers, and we 
encourage them to set appointments and 
management meetings at the show.

Britton Jones
President and Chief Executive Officer
BJI Fashion Group 
MRket, AccessoriesTheShow, Stitch 
www.mrketshow.com
www.accessoriestheshow.com
www.stitchshows.com

MRket, AccessoriesTheShow and 
Stitch are highly juried trade shows, and, 
by providing the right atmosphere for our 
attendees, the show floors are easy to nav-
igate and naturally create a sense of com-
munity. We are adding new engagement 
areas this season to support discovery and 
add a new energy and buzz to the over-
all experience for both our retailers and 
designers. It’s about enjoying time at the 
shows and elevating the show experience. 
Our activations aid in creating conversa-
tion and generating great content for the 
designer’s social-media channels, which 
in turn creates an instant awareness from 
the buyers while in Las Vegas for market 
week. Some of these new engagement ar-
eas include a Style & Shoot section where 
designers will have the opportunity to par-

ticipate in a live photo shoot with a 
fashion photographer, stylist and 
models. After each shoot, we post 
the images to BJI’s social-media 
accounts and share them with our 
designers as well. Posting the Style 
& Shoot images during the shows 
helps to garner further exposure 
from our collective audiences.

It is so important for designers 
to “tell their story” to the retailers, 
get their message out and create a 
buzz around their collection before 
a market week. We are passionate 
about helping our designers fuel 
this buzz by staying closely con-
nected to the retail community 
through a myriad of channels. We 
can’t stress enough how beneficial 
it is for exhibitors to participate 
in all the marketing opportunities 
MRket, AccessoriesTheShow and 
Stitch have to offer. Our diverse 
mix of communication is designed 
to serve the needs of every one of 
our retailers. This includes pre-
show, on-site and post-show mar-
keting materials, our My Market 
mobile app, extensive personal 
outreach programs and our show 
websites, which present a complete 
story by providing look books, 
show guides, exhibitor profiles, 
article and brand buzz sections as 
well as almost daily email blasts. 
Also, by engaging in our show 
conversation on social media, ex-
hibitors are aligning themselves 
with all things show-related. This 
creates a real-time awareness and 
makes it possible to be seen even 
when busy working with custom-
ers at the show. 

Brittany Carr
Director of Events and Trade 
Shows

California Market Center
www.californiamarketcenter.com

Pre-show outreach is impera-
tive for a successful show, and I 
strongly urge our exhibitor base to 
be proactive in reaching out to po-
tential buyers weeks prior to mar-
ket. Whether it is doing store visits, 
sending teaser pictures of their new 
lines or cross promotions via social 
media, building a relationship prior 
to coming to market is key. If these 
relationships are cultivated correct-
ly, buyers will make the extra effort 
to come to see a rep based on their 
relationship. 

That being said, there are cer-
tainly specific things an exhibitor 
can do to appeal to walk-in traffic 
once a show begins: 1) Present your 
brand in an attractive and organized 
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Rules of Attraction: Tips and Advice for Getting Attendees to Visit Your Trade-Show Booth

Exhibiting at a trade show is a great way to 
expose your brand or services to a wide range of 
potential buyers, but there’s more to it than simply 
showing up and waiting for attendees to stop 
by. Although there’s no substitute for pre-show 
planning, there are still ways to attract buyers once 
the show has begun. From well-merchandised 
displays and dedicated greeters to snacks and 
giveaways, exhibitors have a number of ways to 
draw attendees to their booth or showroom. 

California Apparel News recently caught up with 
several trade-show organizers to ask for tips and 
advice for exhibitors looking to generate excitement 
and attract more buyers at the trade show. 
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space with displays that showcase your prod-
uct well; 2) Smile and acknowledge buyers 
passing by without seeming overly aggres-
sive. Make them feel comfortable enough to 
walk inside and browse your goods at their 
leisure; 3) Good candy, complimentary water 
bottles and other treats are nice ice breakers. 
Exhibitor takeaways such as branded tote 
bags and branded water bottles are traveling 
advertisements and are noticed by other buy-
ers walking the market; 4) Take advantage of 
advertising, display and sponsorship opportu-
nities offered by show producers to 
help direct attention to specific ex-
hibitors during showtime. Basical-
ly, exhibitors need to be proactive 
participants of a show, maximizing 
every opportunity that helps their 
product stand out within a show 
environment. Once they’ve done 
what they can to capture a buyer’s 
attention with presentation and self-
promotion, it’s ultimately the prod-
uct that will hook the buyer in.

Caron Stover
Vice President of Apparel 

Tradeshow Sales 
Atlanta Apparel
www.americasmart.com

Engage with our Atlanta Ap-
parel social-media community. Us-
ing and following our hashtags—
#AtlantaApparel and #ATLAp-
parelFav—is an excellent tool for 
researching and reaching buyers 
who are in the building. We have 
an outpouring of positive feedback 
from exhibitors who have taken the 
time to make connections online.

Take advantage of the Digital 
Showrooms at www.americasmart.
com. Buyers can locate product 
info, view look-book photos, and 
connect with the brand’s website 
and social-media communities on 
these complimentary online list-
ings. 

Demand the buyers’ attention 
with on-site advertising and spon-
sorships. From a sponsored Daily 
Strut fashion show on our atrium 
runway to a spread in our Buyer’s 
Guide to a Video Wall loop, ad-
vertising is a great way to break 
through the noise and market dis-
traction. A great ad campaign is a 
key component in building brand 
recognition. 

Be approachable, free of dis-
tractions and attentive to your cus-
tomers’ needs! Once they enter a 
booth or showroom, it is up to the 
exhibitor to build and grow a strong 
relationship with the client. This is 
definitely the most important way 
to bring in buyers. 

Vanessa Chiu
Show Director
AXIS
www.axisshow.com

Axis takes aesthetics and culture 
into account at every turn. We cu-
rate both on-site activations and off-
site events, paying close attention 
to providing a conducive platform 
to promote retail, media, authentic 

tastemaker face-to-face time. 
Our exhibiting collections exhibit in a 

gallery-like setting with white walls, natu-
ral wood and modern fixtures that mimic an 
architectural facade that plays up the brand’s 
story and focuses on the product. 

We encourage our brands to work together 
with us and use us as a resource, define/outline 
their retailer distribution goals pre-show and 
further streamline their brand’s story through 
our digital campaigns to our networks. It’s 
incredibly important to be consistent with 

your pre-show outreach and brand messaging, 
communicating to your network of prospec-
tive and current retailers, media, industry peers 
and influencers. 

An authentic way to spread the word 
is through word-of-mouth through these 
networks. We highly encourage setting ap-
pointments for retailers and media. A few 
other on-site incentives include offering in-
booth targeted gifting, showing only exclu-
sive product.

Hillary France
Co-founder
Brand Assembly
www.brandassembly.com

Of course there is no substitute for pre-mar-
ket prospecting, but there definitely are some 
simple yet important ways to catch the eye of 
buyers during the actual show. At Brand As-
sembly, our setup is a blank canvas with no 
intricate booth build-outs; this is because we 
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are huge advocates of having the product speak 
for itself.   

With the product as the main feature, it is 
important to have the booth merchandised 
smartly by being clean and organized and not 
to overcrowd or underutilize a brand’s racks or 
shelves. The brand should have their “show” 
pieces strategically placed throughout to keep 
a buyer’s attention while browsing a collec-
tion. The product should be wrinkle-free and 
not falling off the hangers, and the product 
should be reset after each appointment worked.

Another important suggestion is for the 
sales rep to be engaged, warm, inviting and 
prepared. The sales rep should make eye con-
tact with buyers as they pass by or get up to 
greet buyers that come in. The rep should have 
a clean work space and look the part. Wearing 
the clothes of the season is one of the best sell-
ing tools! The rep should also have exceptional 

knowledge of the product and pricing and be 
prepared with key selling tools such as leg-
ible line sheets and look books. It all sounds 
like common sense but is truly one of the most 
important aspects to initiate any contact with a 
potential buyer.

Every season at Brand Assembly there are 
many new and emerging brands showing their 
collection for the very first time, so we are es-
pecially sensitive to providing them guidance 
on how to stand out and attract buyers that are 
not necessarily there to seek them out. Our 
simple advice for them is “focus on the basics.”

Henri Myers
Co-founder, Creative Director 
Coeur Tradeshow
www.Coeurshow.com

At Coeur, we know that having the right 
brands featured in a well-curated manner helps 
attract the best buyers overall each season. But 

when it comes to the exhibitors, they can do 
several things to create excitement and bring 
more buyers to the show. Brands can prepare 
ahead of time by having a strong campaign 
image that resonates with their brand but also 
adds spark to what they plan to feature at the 
show. This can be in the form of daily images 
sent or posted through their social-media out-
lets or promo videos of the new collection and 
its inspiration. Brands can also showcase spe-
cial behind-the-scenes footage that also works 
for press, bloggers and those key buyers or real 
potential accounts they are looking to attract. 
Participating brands can do a string of teasers 
to send all stores presenting information on the 
show as well. By doing this, brands can make 
moves to connect with stores that are a match 
and even gain appointments this way as noted 
last season with a few top stores seeing great 
images during the Coeur show in Los Angeles 
on Instagram or Twitter that caught buyers’ at-
tention, which got them to pop by to see and 

write the line.  
We also encourage all brands to properly re-

search the stores they feel could be potentials. 
This is an integral part for each brand to spear-
head and be responsible for. Contacting these 
stores before the show to set up appointments 
is also a way to ensure a stronger showcase 
at Coeur. There’s always walk-by traffic, of 
course, but we know that brands cannot solely 
count on this to obtain orders. It’s about each 
brand being proactive and not reactive. 

Another aspect at Coeur is that due to the 
overall vibe and setting of Coeur and what we 
provide, brands can and often do create strong 
collaborations with other key brands for future 
projects. Depending on the collaboration, this 
too manifests great opportunities and buzz that 
buyers also notice and get excited about. 

Hisham Muhareb
Co-founder

SoCal Materials Show
www.thematerialshows.com

Create a buzz by utilizing so-
cial media before, during and after 
the show. Let your social-media 
audience know where you’ll be. 
You can also create a buzz dur-
ing the event by offering promo-
tional items. T-shirts, water bottles, 
snacks with the company logo al-
ways attract potential customers to 
your booth. 

Pierre-Nicolas Hurstel
Chief Executive Officer
CurvExpo
Interfilière
www.curvexpo.com
www.interfilière.com

One of a kind experience: 
Why would a buyer visit your 
booth and not another one? Why 
would a customer buy online or 
decide to visit your store instead of 
another one? Because of the unique 
experience you create. A great look 
and feel is nothing without offer-
ing a great experience. A combina-
tion of this carries the most weight 
when attracting buyers on the 
show site. The brand’s presenta-
tion makes the space inviting and 
an easy-to-share quality with buy-
ers. Providing buyers with support-
ing digital and printed material of 
their brand(s) is also a great way to 
ease business on site and encour-
age word of mouth. Furthermore, 
brands need to be creative and bold 
when looking to attract buyers. 
This can be done through various 
incentives such as get-togethers, 
serving food, beverages, handing 
out flyers, showing videos, giving 
goodie bags, holding events within 
your booth and so on.

Last, through encouraging your 
team to work together and main-
tain enthusiasm throughout the 
show, buyers are more likely to 
want to come into your booth. An 
exciting and motivating attitude 
will enhance a brand’s productiv-
ity and experience.     

Social media: Another way to 
encourage attracting buyers and 
creating a great experience on 
the show site is through making 
the most of the social-media plat-
forms available. Brands should 
constantly tweet, post on Insta-
gram, Facebook, etc., throughout 
the duration of the show. By using 
official hashtags and letting people 
know where a brand is and what it 
is doing is a very easy way to gain 
extra, free exposure and encourage 
buyers to visit the booth.   
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Spend time in and out of your booth: It is 
very easy for a brand to get sucked into man-
ning their booth all day during a trade show. 
However, team members should try to share 
duties in order to network during conferenc-
es, social events and walk the show floor. 
By doing this, it is a great way to help gain 
industry knowledge, tips and new tools. It 
is also an ideal place to meet new people, 
which helps give a good return on invest-
ment outside of the sales aspect of the trade 
show. 

Meryl Mandelbaum
Managing Director
Designers and Agents
www.designersandagents.com

Designers and Agents’ recommendation 
to its exhibitors is to keep it simple. Ob-
viously, there is no substitution for great 
product. A well-merchandised and focused 
presentation is key to attract buy-
ers’ attention. Giveaways, snacks, 
greeters, etc., can be “gimmicky” 
and are more of a distraction than 
anything else. We realize that this 
may not be the consensus, but in 
regard to the aesthetic and culture 
of our show, this is what works.

 
Eva Walsh
Executive Vice President, 

Marketing
Dallas Market Center
www.dallasmarketcenter.com

At Dallas Market Center, pro-
viding resources to guarantee ex-
hibitor success while at market is 
a top priority and one of the best 
ways we can serve our new and 
loyal customers. We’re thrilled 
for what’s in store for our mar-
ketplace in the second half of the 
year, on all fronts. With consumer 
confidence in Texas 26 points 
higher than the national average, 
we’re seeing growth, increases in 
attendance from key buyers and 
new manufacturers at each market 
across all industries. 

One of the ways we encourage 
exhibitors to generate excitement 
and draw buyers to their show-
rooms is through the power of so-
cial media. With our following of 
nearly 50,000 buyers, manufac-
turers, reps, bloggers and indus-
try friends—more than any other 
apparel marketplace in the coun-
try—we encourage exhibitors to 
connect with our pages during 
market. We see that exhibitors 
who utilize our #dallasmarket 
hashtag, post visually appealing 
and trendsetting product photos, 
purchase information or location 
garner more attention from buy-
ers. The on-staff social-media 
team hosts seminars on the funda-
mentals of customer engagement 
through social media, which can 
directly translate into sales. Our 
staff is always available on and 
off market to aid our exhibitors in 
social-media success.

Additionally, we provide sever-
al opportunities for our exhibitors 
to have product featured in areas 
throughout market such as during 
our runway trend fashion shows, 
sponsoring a buyer’s lounge and 
our inspirational displays located 
throughout the building. Our in-
credible visual team profession-
ally designs these displays from 
exhibitor product and highlights 
specific niche categories of mer-
chandise and trends, and our 
runway shows draw hundreds of 

buyers looking 
for the latest 
trends of the 
upcoming sea-
son. With these 
opportunities, 
buyers are able 
to see the prod-
ucts come to 
life on a model 
or on a man-
nequin, which 
helps them envision how their customer will 
see the product. These elements are also po-
sitioned in central buyer locations and allow 
exhibitors to get in front of their audience 
and present their product. When showrooms 
participate, buyers notice it.

We also encourage and promote exhibi-
tors who host events during market as well 
as special guest appearances such as de-
signers, authors, celebrities and more. In-

viting buy-
ers to come 
be inspired 
by a guest 
speaker or 
c e l e b r i t y 
always ex-
c i t e s  t h e 
c r o w d . 
Whenever 
exhibitors 
dec ide  to 

host an event, we feature these events with 
a promotional listing in our Showtimer 
guide, which is distributed across campus. 
Above all, an exhibitor’s product is always 
at the forefront of generating buyer inter-
est. Our marketplace is full of exhibitors 
with unique and one-of-a-kind product, 
and we invite our industry friends to ex-
perience the inspiration, growth and com-
merce in Dallas.  

David Dea
Founder
Factory Direct
www.ftydirect.net

To maximize exposure while at a trade 
show, Factory Direct recommends: 

•Providing sought-after giveaways. 
•A small takeaway that describes the DNA 

of your company at a glance—perhaps with a 
special offer for coming to the show or con-
sultation.

•Aesthetically pleasing graphics.
•Working your social media—talking about 

giveaways and special offers for visiting.  
•Social media—actively pre-show, during 

the show and post show.
Most importantly, for all parties in the 

booth to bring the positive energy, because it’s 
contagious.

APPARELNEWS.NET   MAY 2015   CALIFORNIA APPAREL NEWS / TRADE SHOWS  17

HAMMOCKSHOW.COM

LYCRA® XTRA LIFE™ is a trademark of INVISTA.

TRADE SHOW Q&A

➥ Q&A page 18

David Dea Andrew OlahEva Walsh

14-19.feature.indd   17 5/13/15   6:32 PM



18  CALIFORNIA APPAREL NEWS / TRADE SHOWS    MAY 2015   APPARELNEWS.NET

TRADE SHOW Q&A

WE ARE THE 
INDUSTRY SECRET
Have you heard of the ASD show? Did you know that we are the largest, 
affordable fashion accessories show in the country? Do you realize that 
you can find over 600 vendors just in the accessories and beauty area? 
ASD Market Week is the most efficient way to buy affordably priced,  
on- trend merchandise with the highest profit margins.

Register now at asdonline.com

Your Affordable Shopping Destination

August 2-5, 2015 / February 28-March 2, 2016
Las Vegas Convention Center, NV

Suzanne De Groot
Executive Director 
Fashion Market Northern California 
www.fashionmarketnorcal.com

Fashion Market Northern California—
FMNC—has a great reputation for being a 
very friendly show to attend and shop. It starts 
at the front desk. From the moment buyers 
register and get their badge to walking down 
the aisle in our open-booth environment, at-
tendees tell us FMNC is a relaxing and fun 
place to do their buying. 

Smiling and a positive attitude always is a 
great attraction! 

This translates to our exhibitors as well. 
Exhibitors with a friendly attitude that look 
and wear their brands and/or designers make 
a statement to a buyer walking by. Buyers ap-
preciate how the designs, whether apparel or 
accessories, look on the body.

The most successful exhibitors create an 
environment that is visually attractive. They 
have the experience and past successes to 
know that if they offer displays with new de-
signs and collections right up front, it will at-
tract new buyers.

Limited displays curated by color and 
style create a visual landscape for the buyer 
to imagine how the merchandise will translate 
in their shops. 

Most of the time, less is more. … The ex-
hibitors that offer a unique limited taste of a 
designer up front know that it will attract the  
interest of the buyer to want to know more of 
a designer’s story.

Lifestyle posters, company logos, and 
signage professionally printed and mounted 
present a polished statement. Additional light-
ing will highlight displays on the wall. Mirrors 
need to be in reach of a buyer trying on ap-

parel and/or accessories.
Offering a comfortable place to sit, water 

and snacks will encourage a buyer to stay in 
the booth, ask more questions and write or-
ders.

Successful exhibitors have extra staff that 
are knowledgeable to help in the booth. You 
do not want to miss a buyer that is ready to 
buy.

We as a show also strive to create buyer sat-
isfaction by offering free parking, lunch cou-
pons, afternoon snacks and a late night with 
wine and beer for extended shopping, and we 
recently have added Starbucks coffee and food 
trucks in addition to the salads and other items 
available from the San Mateo Event Center 
catering service.

We provide special rates at the Marriott, 
which includes parking and a shuttle to and 
from the hotel each day of the show. We also 
offer a free room at the Marriott to any new 
buyer attending the show.

Andrew Olah
Founder
Kingpins
www.kingpinsshow.com

We recommend that our exhibitors edit 
their offerings down to their best/newest 
items—and show their fabrics in full garments 
with the best possible wash. A lot of times, 
the instinct for exhibitors is to pack as much 
of their collections into their booths as pos-
sible, but often the result is a cluttered, unfo-
cused booth that looks more like a yard sale 
than a beautiful collection. It is hard for even 
the most gorgeous of fabrics to stand out in a 
packed rack. We all eat with our eyes first, and 
a well-edited booth allows designers to more 
clearly see a mill’s point of view. 

Giveaways are also a good way to get at-
tention—but only if they tell a mill’s story and 

are, for lack of a better word, cool. Everyone 
seems to be more conscious of waste and what 
gets sent to landfills. So, pens and traditional 
giveaways such as calculators or lanyards no 
longer cut it. Giveaways have to be something 
that recipients will actually use and keep. Some 
of our exhibitors give away items like teddy 
bears made from knit denim, beautiful pouches 
made from selvage denim, indigo-dyed woven 
scarves, denim bow ties and pens carved from 
wood—all things that tell their brand story and 
are novel and memorable and functional.

John Ruffo
Founder
Lazr Trade Show 
www.lazrtradeshow.com

Lazr Tradeshow is preparing for another 
successful event slated for October during LA 
Market week. Our retail-relations team is hard 
at work informing both our exhibitors and re-
tailers on key reasons to attend our event. 

Lazr’s retail-relations team works hand 
in hand with exhibitors to pinpoint targeted 
retailers. Lazr management also visits retail 
stores and buyers face to face to add a person-
al touch. Over the last several show cycle, our 
success is based on building personal relation-
ships and networking. This in turn creates trust 
and builds rapport. 

Our grassroots networking approach along 
with visiting retailers and buyers, one by one, 
person by person, one door at a time, assures 
a positive return on exhibitors’ investment ex-
perience. 

Sam Ben-Avraham
Founder
Liberty Fairs
www.libertyfairs.com

There’s definitely no substitute for pre-

planning. That’s the best thing you can do for 
your business at a trade show. Outside of that, 
the key thing to remember is that you have 
about 15 seconds to tell your brand’s story 
when a buyer is walking through the aisle. 
That story should be told through a combina-
tion of branding, personality and, of course, 
merchandising—less is definitely more. On 
the personality side, it’s important to be ap-
proachable and engaging rather than pushy. 
Always look alert and attentive when sitting in 
your booth, not preoccupied. Eye contact and 
a smile are the best conversation starters.  

Leslie Gallin
President, Footwear 
UBM Advanstar
(including FN Platform, MAGIC, WSA, Sole 
Commerce and Project Sole NYC )
www.magiconline.com

Drawing attendees to your booth starts well 
before MAGIC begins. I see it as a process 
with five critical components:

Pre-sell. Don’t wait until you are behind the 
booth to start selling. Start communicating with 
your target buyers before the show starts. Now-
adays, we all receive way too many emails. 
Buyers respond to visuals, so invest in hand-
written notes with look books and invite buyers 
to visit you at the show. Ensure they’re aware of 
your offerings and set appointments early. Fol-
low up with phone calls when possible. 

Curate. As far as booth presentation goes, 
less is more. Buyers are drawn to product they 
can see. Know your buyers and their stores. 
Highlight which products are your best-sellers 
and a selection of others that fit into their store 
specifically. If this is your first time meeting, 
get to know their needs a bit more and sched-
ule a follow-up conversation. Ask questions 
and show a genuine interest in their customer 
demographics. This mindfulness will differen-

Q&A Continued from page 17

for details go to: www.dgexpo.net

Write:  info@dgexpo.net  /  Telephone: 212.804.8243

FabriC &TriM Show
Suppliers with Low MiNiMuMS + SToCk

dgexpoThe

Dallas / Miami / New York  / San Francisco

for Accessories, APPAREL
& Home Furnishings

June 15 & 16 / Dallas
August 4 & 5 / New York City

September 9 & 10 / Miami
November 22 & 23 / San Francisco
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tiate you from the masses.  
Booth Environment. Create an environ-

ment within your booth that not only exudes 
the heart of your brand but makes you and your 
team excited to be there. Energy is contagious, 
and if your sales reps are excited, your buy-
ers will naturally follow suit. Also, add props 
inside your booth, for example, old suitcases 
with shoes placed on top. This shows the retail-
ers a clever and inexpensive idea for displaying 
the product. Retailers need the visual stimula-
tion of how you see your brand sitting on the 
store shelves. Remember, they too have limited 
space to bring the shoes to life. Less is more 
when setting up your booth shelves.

Network. At the end of the day, “People 
want to do business with who they like.” Don’t 
leave relationship building behind the booth. 
Engage with your key buyers and industry 
colleagues at exclusive dinners and after-hour 
events. MAGIC offers loads of opportunities 
for networking.

Social Media. Social media is a way to get 
your brand in front of the world. Consumers 
and retailers are using social media to glean 
an understanding of what trends are impor-
tant. Leverage the power of social media to let 
your followers know about your presence and 
compel them to visit your booth through give-
aways, contests, etc. Use tools such as Four-
square to create promotional incentives and 
generate buzz before, during and post show. 

Judy Stein
Executive Director
Swimwear Association of Florida/Miami 
SwimShow
www.swimshow.com

Nothing really can take the place of pre-
show planning, but some other ways to attract 
buyers include:

Promotions: Friendly and flirty bikini-clad 
girls are a staple at our show. You see them ev-
erywhere, and do they work to get buyers into a 
booth? You bet they do! As do in-booth fashion 
shows, celebrity appearances, complimentary 
snacks and swag bags. Great show promotions 
not only capture a prospective buyer’s atten-
tion, they also garner their contact information 
to nurture that relationship. I would point out 
though that while it’s important to have fun and 
be creative, you should avoid too many promo-
tions and focus on just one or two great ideas. 
You want to promote as a way to get the right 
people in the booth, but you don’t want to fill 
your booth with people who are there just to 
take advantage of your promos who are not in-
terested in your products. 

Networking: Our show offers multiple op-
portunities to network throughout the four days 
including our annual Cocktail Party and Fash-
ion Presentation, Spring/Summer 2017 Colors 
& Trend Seminar, Swim Lounge, Breakfast 
Bar and High Tea. I suggest taking advantage 
of these moments to create new and strengthen 

existing relationships. Talk to everyone, every-
where—simply saying hello could generate a 
great new contact. 

Environment: I suggest a clean, warm, 
eye-catching and inviting environment. Don’t 
overpack the space with too much furniture 
and displays. You want to make sure that there 
is enough space for you, your team and your 
buyers. Be the oasis in the maelstrom where 
they can seek refuge. Another key point to 
remember is that it should be accessible. The 
interior set up of the booth is just as important, 
if not more so, than the exterior. The working 
area should be designed to comfortably work a 
line with buyers.  

Staff: It’s important to remember that the 
employees in your booth are your ambassa-
dors. It is important to staff your booth with a 
team of outgoing and knowledgeable people 
who will be able to disseminate information 
about your products while simultaneously en-
gaging people who stop by to find out if they 
are potential buyers.   

Debora Pokallus
Chief Executive Officer
Bel Esprit Showroom—The International 
Showroom for Ethical Fashion
Showroom International—The International 
Showroom for Independent Fashion
www.moda360intl.com

Bel Esprit and Showroom International 
work with independent designers, and we 
know firsthand the difficulties these designers 
have in attracting the attention of buyers. We 
created our event, Moda 360, to help. Market-
ing a fashion line today requires more than a 
booth at a trade show or a runway during a 
fashion week; designers need great visuals and 
branding out in the press and on social media 
to attract attention, not just of buyers but also 
the end consumer. Moda 360 challenges de-
signers to creatively present their collections 
and provides them with necessary marketing 
materials (photos, videos, press) to get buyers’ 
attention.

The focus at trade shows is writing orders, 
so most booths are arranged to provide all the 
SKUs and options. But retailers also want to 
know how to sell a collection to their custom-
ers, so designers who provide merchandising 
and presentation ideas to buyers will make it 
easier for retailers to visualize how the collec-
tion will work in their store.  Also, the more 
designers define their brand and have that 
brand representation out in the market, the 
more easily retailers will understand the con-
cept, and the right retailers will be attracted to 
the collection.  

The retail market is difficult, with bricks-
and-mortar stores competing with e-com-
merce, and retailers want to be sure that 

Judy SteinLeslie Gallin Ashleigh KaspszakDebora PokallusSam Ben-Avraham
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Goodman Factors
—   Since 1972  —

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

Factoring Made Simple.
No bells, unnecessary, really. No whistles, not 

needed as well. No tricks. Ditto. 
At Goodman Factors, we simply offer smart, 
dedicated good service from an experienced 

team of pros. Along with money at competitive 
rates when you need it—today, for instance. 

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

The concept 
of factoring 
is simple:

We’ve got your finances in the bag.

Los Angeles Office
801 S. Grand Avenue, Ste 1000
Los Angeles, CA 90017
Call: Tae Chung
Tel: (213) 534-2908

New York Office
450 7th Avenue, Ste 1006

New York, NY 10123
Call: Richard Kwon
Tel: (212) 629-8688

finone.com

Click, Call, or Come by — We’re here for you! 

FuLL SeRviCe FACTORiNg
TRAde FiNANCiNg

ShORT-TeRm LOANS
CRediT pROTeCTiON COLLeCTiON

Financial-Ad-in-the-bag.indd   1 5/6/15   4:47 PM

what they see and buy at trade shows will sell 
through. Designers who engage their end cus-
tomers and creatively express their brand for 
press/media and in social media will attract the 
right stores for their collections, and retailers 
will have more confidence in buying a brand 
when they see the consumer engagement, 
they will know the target market of the collec-
tion. Because most independent designers do 
not have adequate resources to produce these 
marketing materials, we developed our event 
to give a different perspective on collections, 
focusing on the creative presentation of the 
brand and providing a portfolio of promotional 
materials for designers to use before and dur-
ing trade shows so that their brand concept is 
known and understood, and buyers who are 
interested in the designer’s concept will seek 
them out.

Ashleigh Kaspszak
Director, Marketing and Public Relations
The New Mart
www.newmart.net

Be original in your approach. It’s all about 
the personal connection. At The New Mart, 
people come first. 

Word-of-mouth marketing during the show 
is extremely powerful. Friendly interactions 
with new people can go a long way, so talk to 
everyone, say hello, get to know the person in 
the elevator or on the way back from grabbing 
your morning coffee. 

You will stand out by going the extra mile— 
i.e., host a party, attend events or seminars that 
are happening during a show—talk to your 
neighbors, the buyer entourages, whoever. 
Trade-show events are professional, but they 
are also social. Put your best foot forward in 
every way.

Create an enjoyable experience for your re-

turning buyers while utilizing time as best you 
know how. This way you can encounter the 
many opportunities available to you. And don’t 
forget, keep lines of communication open dur-
ing the show at all times—be available by 
phone, text, email, fax and social media!  

Stephen Krogulski
Chief Executive Officer
Offprice Show 
www.offpriceshow.com

It’s all about the product and its availabil-
ity and both our exhibitors and retailers know 
this. Due to the nature of Offprice being a fast-
inventory turn, quick decision and a high-ener-
gy environment, where one deal can make your 
quarter numbers or maybe your year,  planning 
is the key.

We provide various tools to assist in the pre-
show preparations for both our exhibitors and 
retailers to ensure they have a meaningful and 
hopefully a profitable experience with the Off-
price Show.

Gilles Lasbordes
General Manager
Première Vision 
www.premierevision.com

First, besides the fact they can inform their 
customers of their presence at the show, we 
have different ways for exhibitors to increase 
their visibility.

First, all exhibitors are invited by the Pre-
mière Vision Fashion team to send their best 
creative and innovative products for the differ-
ent fashion forums. Being on these forums is a 
good way to be noticed by visitors.

They can use the digital tools PV developed 
and is still developing:

•Filling in the questionnaire to give more 
information [than] they have in the e-catalog.

•Sending all information about their compa-

ny, their products, their innovations, their activ-
ities and news. This information (they all get an 
email from the communication department as 
a reminder every season) would be used in dif-
ferent media: the website, our social networks, 
our daily paper distributed at the show, our new 
smartphone application. … The more specifici-
ties they give, the more chance they have to be 
included in those media and to be seen by most 
of the visitors.

•They can also invest in media advertising 
to draw attention to their collections before the 
show.

•They can also organize events linked to the 
company directly at the show—conferences, 
presentations, etc. … It’s a good way to get 
communication before and during the show.

 
Roy Turner 
Senior Vice President 
Emerald Expositions Sports Group
www.emeraldexpositions.com
www.surfexpo.com

On site at the show anything that offers vis-
ibility is key, including participation in product 
showcases, fashion shows, floor stickers and 
celebrity/athlete autograph signings. Timely 
A/V, thematic props and overall merchandis-
ing can’t be dismissed either. Stay focused and, 
most of all, engaged with the attendee. If you 
sit in the back corner, nose deep in your iPad, 
don’t be surprised when you don’t have a good 
show or attract orders.

 Beyond the physical, don’t forget digital 
opportunities. Last year we introduced opt-in 
based “networking” between buyers and ex-
hibitors via our mobile app. The response has 
been great, and it’s available at no cost. Also, 
one tool that’s often overlooked at the show 
is lead-retrieval systems. Data capture is key 
to sales success and improvements in lead re-
trieval systems now enable instant access to 
data and allow staff to capture and respond to 

leads in more efficient ways.
For exhibitors, a successful trade-show ex-

perience really starts with a booth and great 
product. The entire show floor is compet-
ing for buyers’ attention, and exhibitors need 
to build awareness of their brand before, dur-
ing and after the show for the greatest success. 
Surf Expo is known for being a “business-first” 
show, where buyers come to write orders. Buy-
ers have limited time, and most are booked 
with appointments from open to close each 
day, then they spend nights writing orders and 
meeting/networking with exhibitors. Some al-
locate a morning or afternoon to walk the show 
floor to see what’s new. We develop our spon-
sorship and advertising opportunities with this 
in mind. From pre-show, product-driven emails 
and direct mail to product inclusion in our fash-
ion shows and our many showcases (new prod-
uct, new exhibitor and footwear), there are am-
ple opportunities to help exhibitors stand out.

Jeff Yunis
President
Specialty Trade Shows
WWIN (WomensWear In Nevada) 
www.wwinshow.com

First and foremost, we encourage exhibi-
tors to let buyers know that they will be at the 
show and where their booth is located.  At the 
show itself, we have numerous ways of attract-
ing buyers to booths. We offer large photos, 
signage and banners at near our cost. We offer 
well-placed mannequins that we profession-
ally dress with appropriate signage and even 
have a special section for “made in the USA.” 
We offer showcases for the accessories people, 
and perhaps the best new way to get buyers to 
a specific booth is via our show app. By using 
it, buyers can search by category, booth loca-
tion, exhibitor name and more. And we have 
staff throughout the show to help buyers find 
specific lines or categories. ●
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May 14
The NBM Show
Arlington, Texas
Through May 16

May 15
International Jewelry and 
Merchandise Show
New Orleans
Through May 18
Fit Expo
Poznan, Poland
Through May 17

May 17
Surtex
New York
Through May 19

May19
Apparel Sourcing Show
Guatemala City
Through May 21
Venue
Los Angeles
Through May 20

May 21
Connections
Hamburg, Germany
Modaprima
Florence
Through May 24

May 22
Si’Sposilalia Collezioni
Milan
Through May 25

May 27

Denim by Premiere Vision
Barcelona
Through May 28
Premium Textile Japan
Tokyo
Through May 28
Dye + Chem Brazil
Sao Paulo, Brazil
Through May 29
International Yarn & Fabric Show
Sao Paulo, Brazil
Through May 29

May 28
Couture
Las Vegas
Through June 1

May 30
GTS Jewelry & Accessories Expo
Greensboro, N.C.
Through June 1

May 31
Arizona Apparel, Accessories, 
Shoes & Gift Show
Mesa, Ariz.
Through June 1
Denver Apparel & Accessories 
Market
Denver
Through June 1
ITMA Showtime
High Point, N.C.
Through June 3
Chicago Apparel & Accessories 
Market
Chicago
Through June 2

June 1
Coast
Miami
Through June 2

Shoes & Leather Guangzhou
Guangzhou, China
Through June 3

June 2
New York Shoe Expo
New York
Through June 4
Techtextil North America
Hoston
Through June 4

June 3
Dallas Apparel & Accessories 
Market
Dallas
Through June 6
FIG
Dallas
Through June 5

June 4
The NBM Show
Indianapolis
Through June 6

June 6
Norton’s Apparel, Jewelry & Gift 
Market
Gatlinburg, Tenn.
Through June 8

June 7
Michigan Women’s Wear Market
Livonia, Mich.
Through June 8
Metro-Michigan Women’s Wear
Livonia, Mich.
Through June 8

June 8
Los Angeles Fashion Market
Los Angeles
Through June 11
Shape
Los Angeles
Through June 10
Designers and Agents
Los Angeles
Through June 10
Brand Assembly
Los Angeles
Through June 10
Select
Los Angeles
Through June 10
Transit
Los Angeles
Through June 10
LA Kids’ Market
Los Angeles
Through June 11
Travelers Show
Philadelphia
Through June 9
Fukuoka International Gift Show
Fukuoka City, Japan
Through June 10

June 9
Licensing Expo
Las Vegas
Through June 11

June 10
Tissu Premier
Lille, France
Through June 11
Atlanta Fashion Shoe Market
Atlanta
Through June 11

June 11
Atlanta Apparel Market
Atlanta
Through June 14

June 14
Northstar Fashion Exhibitors
St. Paul, Minn.
Through June 15
New England Apparel Club
Marlboro, Mass.
Through June 17
NW Trend Show
Seattle
Through June 16

June 15
Shanghaitex 2015
Shanghai
Through June 18
The Metropolitan New York 
Shoe, Footwear & Accessories 
Market
Secaucus, N.J.
Through June 16
Travelers Show
Baltimore
Through June 16

June 16
CALA
San Francisco
Through June 17
Pitti Immagine Uomo
Florence
Through June 19
Pitti Immagine W
Florence
Through June 19
WWSRA
Portland, Ore.
Through June 18
MosShoes
Moscow
Through June 19
ITMA Asia + CITME
Shanghai
Through June 20

June 20
White
Milan
Through June 22
Style Africa Expo and Runway 
Show
Los Angeles

June 21
Fashion Market Northern 
California
San Mateo
Through June 23

June 22
Travelers Show
Pittsburgh
Through June 23

June 23
Rocky Mountain Outdoor Show 
(WWSRA)
Denver
Through June 25
Active Collective
Huntington Beach, Calif.
Through June 24

June 24
Dallas Total Home & Gift Market
Dallas
Through June 30
Men’s Fashion
Paris
Through June 28
Pitti Imagine Bimbo
Florence
Through June 27

June 25
Hong Kong Jewellery & Gem Fair
Hong Kong
Through June 28

June 26
Capsule
Paris
Through June 27

June 27
GTS Florida Expo
Orlando, Fla.
Through June 29
Tranoi
Paris
Through June 29

June 28
The Deerfield Show
Deerfield, Ill.
Through June 29
SMOTA
Miami
Through June 30
ABC Salon
Munich
Through June 29
OffPrice
Miami
Through June 30

June 30
CALA
Denver
Through July 1

July 1
Pitti Immagine Filati
Florence
Through July 3

July 2
ispo
Shanghai
Through July 4
Anteprima
Milan, Italy
Through July 3

July 3
Mercedes-Benz Fashion Week 
Amsterdam
Amsterdam
Through July 13

India International Leather Fair
New Delhi
Through July 5

July 4
TrendSet
Munich
Through July 6
Interfilière
Paris
Through July 6
Playtime
Paris
Through July 6
Mode City Paris
Paris
Through July 6

July 5
Haute Couture
Paris
Through July 10

July 6
Francal
Sao Paulo
Through July 9
Hong Kong Fashion Week
Hong Kong
Through July 9

July 7
Lazr
Los Angeles
Through July 10
The Atlanta International Gift & 
Home Furnishings Market
Atlanta
Through July 14
Mercedes-Benz Fashion Week 
Berlin
Berlin
Through July 10
Seek
Berlin
Through July 8
Bread and Butter
Berlin
Through July 9
Panorama
Berlin
Through July 9

July 8
SoCal Materials Show
Long Beach, Calif.
Through July 9
Agenda
Long Beach, Calif.
Through July 9
Premium
Berlin
Through July 10
EIMI
Bucaramanga, Colombia
Through July 9

July 12
Bubble London
London
Through July 13

Modefabriek
Amsterdam
Through July 13

July 13
India International Garment Fair
New Delhi, India
Through July 15

July 14
Intermoda
Guadalajara, Mexico
Through July 17

July 15
LA Gift & Home Market
Los Angeles
Through July 20
DG Textile Expo Fabric & Trim 
Show
Dallas
Through July 16
The ASI Show
Chicago
Through July 16
Market (LA Mart)
Los Angeles
Through July 20
London Textile Fair
London
Through July 19

July 16
Jewelry, Fashion & Accessories 
Show
Rosemont, Ill.
Through July 19

July 17
Connections
New York
Through July 18
California Gift Show
Los Angeles
Through July 20

July 18
SwimShow
Miami Beach, Fla.
Through July 21
Cabana
Miami Beach, Fla.
Through July 20
Salon Allure/Hammock
Miami
Through July 20
Designer Forum
New York
Through July 20

July 19
Project New York
New York
Through July 21
MRket
New York
Through July 21
PROJECT SOLE New York
New York
Through July 21
The Tents
New York
Through July 21
Philadelphia Gift Show
Oaks, Penn
Through July 22

July 20
Liberty Fairs
New York
Through July 22
Capsule
New York
Through July 21

July 21
SpinExpo
New York
Through July 23
Texworld USA
New York
Through July 23
Kingpins
New York
Through July 22

Indigo
New York
Through July 22
Apparel Sourcing
New York
Through July 23
Hometextiles
New York
Through July 23
Première Vision New York
New York
Through July 22
Lineapelle New York
New York
Through July 24
JFW International Fashion Fair
Tokyo
Through July 24

July 22
Agenda
New York
Through July 23
FBS
Tokyo
Through July 24
The NBM Show
Long Beach, Calif.
Through July 25

July 25
Windy City Gift Show

Rosemont, Ill.
Through July 28
San Francisco International Gift 
Fair
San Francisco
Through July 28

July 26
JA New York
New York
Through July 28

July 28
Colombiamoda
Medellin, Colombia
Through July 30
IFLS+EICI
Bogota
Through July 31
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Get more than just yarn. In addition 
to the industry ‘s best yarn, Buhler 
provides unsurpassed technical sup-
port, transparency, and 20+ years 
of supply chain partnerships. Our 
US-based facilities allow for quicker 
delivery and agile responsiveness to 
market trends. Known throughout the 
industry for consistency, our products 
are certified safe by Oeko-Tex Stan-
dard100, including supima Cotton, 
MicroModal Edelweiss, MicroTENCEL, 
and various blends. Visit our website 
at www.buhleryarn.com.

Five seasons a year, buyers from 
around the globe flock to the Cali-
fornia Market Center (CMC) for Los 
Angeles Fashion Market, the West 
Coast’s premier destination for 
thousands of apparel, gift, home, 
and lifestyle collections displayed in 
hundreds of the CMC’s showrooms 
and temporary exhibitor showcases. 
Featured tradeshows include SHAPE 
Active & Lifestyle Tradeshow, SELECT 
Contemporary Tradeshow, TRANSIT 
LA Shoe Show, and the LA Kids‘ 
Market. LA Fashion Market at the 
CMC now offers visiting retailers 
and brands more opportunities and 
resources than ever to exhibit in and 
shop from. www.californiamarket-
center.com

What decisions go into choosing 
your next market to attend? Here are 
10 great reasons to attend Fashion 
Market Northern California® (FMNC) 
this June 21–23. *Made in USA: 
Fabulous assortment of designers and 
collections made in America. *Fair 
trade: With a conscience, sustain-
able—for our planet and your budget. 
*Outerwear: Don’t miss Fall/Winter 
collections—knitwear, sweaters, styl-
ish layering. *Denim: Leggings, skin-
ny, Capri, boyfriend and distressed. 
*European: See what is modern, cool 
and trending—to wear with sneakers 
or ankle boots. *Accessories: Trend, 
fashion and semiprecious jewelry, 
tights, gloves, socks and distressed 
boots for your ankles and knees! 
*Open-booth format: Buyers can 
shop without appointments and can 
find new resources for three days, 
five times a year. *Free night at the 
Marriott if you have never attended 
our show. Come stay on FMNC! *Free 
parking: Monday and Tuesday until 
10:00 sponsored by FMNC. *Taco 
truck: Fresh taco and quesadillas plus 
custom salad bar, lunch sponsored 
by FMNC—and don’t forget the af-
ternoon cookies and snacks, plus the 
Starbucks station, newly opened. For 
more information, visit our website 
(www.fashionmarketnorcal.com), 
email us at fashionmarketnorcal@
gmail.com, or call Suzanne De Groot 
at (415) 328-1221.

Atlanta Apparel is the largest apparel 
market on the East Coast, offering 
thousands of contemporary and 
ready-to-wear women’s, children’s, 
and accessories lines all together 
in one location at one time. As the 
apparel and accessories collection of 
AmericasMart® Atlanta, it features an 
expansive – and growing – product 
mix, including contemporary, 
ready-to-wear, young contemporary, 
social occasion, bridal, active 
wear, resort wear, swim, lingerie, 
fashion jewelry, fine jewelry, shoes, 
handbags and more showcased in 
permanent showrooms and temporary 
exhibition booths. Trend-driven 
juried temporary collections include 
Premiere (women’s premium 
high-end/contemporary apparel, 
denim and accessories), Premiere 
LUXE (high-quality luxury apparel 
and accessories) and Emerging 
Designers (new-to-Market designers). 
Atlanta Apparel presents five apparel 
Markets and two specialty Markets: 
WORLD OF PROM (prom, pageant, 
quinceañera, social occasion) and 
VOW | New World of Bridal each year. 
www.AmericasMart.com/Inside

Tukatech is the garment and apparel 
industry’s leading provider of fashion 
technology solutions. Founded in 
1995 by garment-industry veteran 
Ram Sareen, Tukatech offers award-
winning 2D pattern-making, grading, 
and marker-making software, auto-
mated marker-making software, 3D 
sample-making/virtual-prototyping 
software, as well as garment plotters, 
and automatic cutters and spreaders 
for production. All systems include 
unlimited training, consulting, process 
engineering, and implementation of 
our technologies. The capabilities 
of Tukatech’s technology remains 
unparalleled in the fashion industry, 
and all of our products are offered 
at affordable prices. Some systems 
available for rent. Contact us to learn 
more. http://tukatech.com

Register now for North America’s 
largest apparel fabrics show! Tex-
worldUSA is a key resource for fabric 
buyers, R&D, product development, 
designers, merchandisers, and sourc-
ing executives. This is a must attend 
event for professionals in every facet 
of the industry—ready to be inspired 
by fabrics, influenced by the latest 
trends and introduced to a host of 
reliable, cutting-edge apparel textile 
companies. Join us for three days of 
sourcing, seminars, and networking 
July 21–23, Jacob K. Javits Conven-
tion Center, New York, N.Y.  
www.texworldusa.com

The International Apparel Sourcing 
Show (Apparelsourcing) offers ap-
parel brands, retailers, wholesalers, 
and independent design firms a 
dedicated sourcing marketplace for 
finding the best domestic and interna-
tional apparel manufacturers. It is the 
only event on the East Coast to focus 
on sourcing finished apparel, contract 
manufacturing, and private label 
development. In addition to the prod-
ucts, services, and resources avail-
able on the exhibit hall floor, the Inter-
national Apparel Sourcing Show offers 
valuable seminar programs led by 
leading industry professionals. Make 
plans now to join us July 21 – 23, for 
three days of sourcing, seminars, and 
networking at the Javits Convention 
Center, located at 655 West 34th 
Street.www.apparelsourcingshow.com 
and www.texworldusa.com
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           I'm incredibly grateful to Merchant 
Factors. They really removed all my financial 
stress. They freed me to create, and are one of 
the key elements in Cleobella's growth.

Angela O’Brien:
Creative Director &
Owner, Cleobella

W E ’ V E  B E E N  F A C T O R I N G  T H E  F A S H I O N  I N D U S T R Y ,  F R O M
S T A R T  U P S  T O  M I D  S I Z E  C O M P A N I E S ,  F O R  O V E R  3 0  Y E A R S .

“

”

INFO@MERCHANTFACTORS.COM

@MERCHANTFACTORS

LOS ANGELES

800 SOUTH FIGUEROA ST.,  SUITE 730 

LOS ANGELES, CA 90017

P: 213.347.0101

NEW YORK

1441 BROADWAY, 22ND FLOOR

NEW YORK, NY 10018

P: 212.840.7575

www.merchan t fac to r s . com 

Milberg Factors, Inc.
A  T R A D I T I O N  O F  E N T R E P R E N E U R I A L  F I N A N C E

Call Dan Milberg, SVP, NY  212.697.4200
Dave Reza, SVP, LA  818.649.8662

Ernie White, SVP, Winston-Salem 336.714.8852

www.milbergfactors.com
©2013 Milberg Factors, Inc.

Business isn’t easy—but there’s 
much less to worry about when 
your credit and � nancing partner 
takes the time and makes the effort 
to understand your situation. At  
Milberg Factors we push ourselves, 
doing all we can to help you grow 
and exceed your goals.  

Depending on your needs, we can 
underwrite the credit risk of your 
accounts receivable, provide 
working-capital � nancing, and handle 
your receivables bookkeeping and 
collections. You’ll get personal  
service, 24/7 account information—
and our commitment to help you 
reach new heights. So give us a call!

WE WORK HARD FOR 
YOUR SUCCESS.

MIL.031.13_Success_p4.indd   1 1/24/14   9:02 AM

July 29
Global Shoes (GDS)
Dusseldorf, Germany
Through July 31 

August 1
GTS Jewelry & Accessories Expo
Greensboro, N.C.
Through August 3
Fashion Exposed
Sydney
Through August 5
Innatex
Frankfurt, Germany
Through August 3
Playtime
New York
Through August 3

August 2
ASDMARKETWeek
Las Vegas
Through August 5
AccessoriesTheShow
New York
Through August 4
Moda
New York
Through August 4
Fame
New York
Through August 4

Accessorie Circuit
New York
Through August 4
CurveNY
New York
Through August 4
Pure London
London
Through August 4
Lazr
Los Angeles
Through August 5
Children’s Club
New York
Through August 4
Chicago Collective
Chicago
Through August 4
Intermezzo Collections
New York
Through August 4

August 3
Los Angeles Fashion Market
Los Angeles
Through August 6
Shape
Los Angeles
Through August 5
Select
Los Angeles
Through August 5
Transit
Los Angeles
Through August 5

LA Kids’ Market
Los Angeles
Through August 6
Imprinted Sportswear Shows 
Las Vegas
Through August 5
Vision
Copenhagen
Through August 6

August 4
DG Textile Expo Fabric & Trim 
Show
New York
Through August 5
New York Shoe Expo
New York
Through August 6

August 5
Outdoor Retailer
Salt Lake City
Through August 8
Copenhagen International 
Fashion Fair
Copenhagen
Through August 7

August 6
Atlanta Apparel Market/World 
of Prom
Atlanta
Through August 8

August 8
Westcoast Trend Show
Los Angeles
Through August 10

Premium Order Munich
Munich
Through August 11
Wasche Und Mehr
Koln, Germany
Through August 10
Orlando Gift Show
Orlando, Fla.
Through August 10

August 9
Stylemax
Chicago
Through August 11 
Toronto Gift Fair
Toronto
Through August 12
Moda
Birmingham, U.K.
Through August 11
NW Trend Show
Seattle
Through August 11
Dallas Men’s Show
Dallas
Through August 11
Bodyfashion
Mijdrecht, Netherlands
Through August 11

August 11
Kingpins
Hong Kong
Through August 12
Printsource New York
New York
Through August 12

August 12
Dallas Apparel & Accessories 
Market
Dallas
Through August 15

August 13
Swim Collective
Huntington Beach
Through August 14

August 14
New Orleans Gift and Jewlery 
Show
New Orleans
Through August 17

August 15
OffPrice
Las Vegas
Through August 18
Seattle Gift Show
Seattle
Through August 18

NY Now
New York
Through August 19

August 16
Sourcing at MAGIC
Las Vegas
Through August 19
Alberta Gift Fair
Alberta, Canada
Through August 19

August 17
Project
Las Vegas
Through August 19
Project Womens
Las Vegas
Through August 19

The Tents
Las Vegas
Through August 19
Men’s
Las Vegas
Through August 19
Pooltradeshow
Las Vegas
Through August 19
WWDMAGIC
Las Vegas
Through August 19
FN PLATFORM
Las Vegas
Through August 19
WSA@MAGIC
Las Vegas
Through August 19
Playground
Las Vegas
Through August 19
ISAM
Las Vegas
Through August 19
Liberty Fairs
Las Vegas
Through August 18

As the oldest privately held factoring 
company in the Southwest, Good-
man Factors provides recourse 
and nonrecourse invoice factoring 
for businesses with monthly sales 
volumes of $10,000 to $4 million. 
Services include invoice and cash 
posting, credit and collection service, 
and cash advances on invoices upon 
shipment. Due to its relatively small 
size and centralized-management 
philosophy, Goodman’s clients often 
deal directly with company manage-
ment/ownership. Its size also enables 
it to provide flexible arrangements 
and quick decisions. Goodman Fac-
tors now operates as a division of 
Independent Bank (Memphis, Tenn.), 
which has routinely been recognized 
as one of the Southeast’s highest-
rated independent banks in terms 
of customer approval ratings and in 
terms of capital soundness. www.
goodmanfactors.com

MAGIC is the global pillar of fashion 
tradeshows. Twice annually, 60,000+ 
industry insiders meet in
Las Vegas to shop 11 can’t-miss mar-
kets, each tailored to a unique look 
or trend. Our comprehensive market-
place covers the top men’s, women’s, 
juniors’, and children’s apparel, 
footwear, accessories, and resources.  
With 85 years of experience and at-
tendance from over 120 countries, 
MAGIC moves fashion forward glob-
ally. From the fabric to the finished 
product, the hottest brands to the 
top designers, and the tastemakers 
to the power buyers, if it’s fashion, 
you’ll find it at MAGIC. Held at the Las 
Vegas and Mandalay Bay Convention 
Centers, the upcoming show dates 
are Aug. 17-19, with SOURCING at 
MAGIC opening on the 16th. Visit 
magiconline.com or call (877) 554-
4834 for more information.

Comerica Bank has been providing 
financing and commercial banking 
services for nearly 150 years. Our 
apparel team has over 20 years of 
industry experience and delivers 
customized solutions for apparel 
and textile companies by providing 
management of growth, cash, risk, 
and wealth. Other tailored products 
include trade finance, equipment 
and real estate financing, foreign 
exchange and hedging. We can 
also work with your factor through 
established inter-creditor agreements.  
Member FDIC. Equal Opportunity 
Lender. www.comerica.com/apparel

CURVEXPO is the only show in North 
America solely dedicated to designer 
lingerie, swimwear, and men’s under-
wear. CURVEXPO will be presenting 
the Spring/Summer 2015 collections 
of over 350 brands at CURVENY NEW 
YORK Aug. 2–4 at the Javits Center 
North and CURVENV LAS VEGAS 
Aug. 17–19 at the Venetian (Toscana, 
San Polo, Murano ballrooms). For 
more information, visit our website. 
www.curvexpo.com. (212) 993-
8585

Milberg Factors offers a competitive 
menu of factoring, financing, and 
receivables-management products for 
entrepreneurial and middle-market 
companies with more personalized at-
tention than larger institutional firms. 
A partner of our firm manages every 
client relationship. Our 70-year track 
record in the core factoring industry 
assures our clients that they will enjoy 
a stable relationship supported by a 
mature and experienced staff. www.
milbergfactors.com

International Trade Show Calendar 
Continued from page 21
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Agenda
Las Vegas
Through August 19
WWIN
Las Vegas
Through August 20
Stitch
Las Vegas
Through August 19
AccessoriesTheShow
Las Vegas
Through August 19
Capsule
Las Vegas
Through August 19
MRket
Las Vegas
Through August 19
CurveNV
Las Vegas
Through August 19
KIDShow
Las Vegas
Through August 19
Montreal Fashion Week
Montreal
Through August 20

August 18
PGA Expo
Las Vegas
Through August 19

August 19
FIG
Dallas
Through August 21

August 21
Memphis Gift and Jewelry Show
Memphis
Through August 23

August 22
Atlanta Shoe Market
Atlanta
Through August 24
STYL/KABO 
Brno, Czech Republic
Through August 24

August 23 
Northstar Fashion Exhibitors
St. Paul, Minn.
Through August 25
Fashion Market Northern 
California
San Mateo, Calif.
Through August 25
New England Apparel Club
Marlboro, Mass.
Through August 26
Toronto Shoe Show
Toronto
Through August 25

August 24
Coast
Miami
Through August 25
International Textiles Expo
Las Vegas
Through August 25

August 25
CALA
San Francisco
Through August 26
SAPICA
León, Mexico
Through August 29
Playtime
Tokyo
Through August 27

August 26
Intertextile
Shanghai
Through August 28
Japan Jewellery Fair
Tokyo
Through August 28
Rocky Mountain Gift Show
Denver
Through August 31

August 28
The NBM Show
Philadelphia
Through August 30
Denver Apparel & Accessories 
Market
Denver
Through August 31

August 29
Fort Lauderdale Gift Show
Fort Lauderdale, Fla.
Through September 1
Trendz
Palm Beach, Fla.
Through August 31

August 30
Michigan Shoe Market
Livonia, Mich.
Through August 31
The Micam
Milan, Italy
Through September 2
Couture
Los Angeles
Through August 31
TRU Show
San Francisco
Through August 31
SMOTA
Miami
Through September 1

Boston Collective
Boxborough, Mass.
Through September 1
Las Vegas International Lingerie 
Show
Las Vegas
Through September 2

August TBA
Lakme Fashion Week (TBA)
Mumbai, India
Coeur (TBA)
New York

September 1
Micam
Milan
Through September 4
SpinExpo
Shanghai
Through September 3
Munich Fabric Start
Munich
Through September 3
Mipel
Milan, Italy
Through September 4

September 2
All China Leather Exhibition
Shanghai
Through September 5
CIFF
Shanghai
Through September 4
Moda Shanghai
Shanghai
Through September 4
Textech International Expo
Dhaka, Bangladesh
Through September 5
International Yarn and Fabric 
Show
Dhaka, Bangladesh
Through September 5
Next Season
Poznan, Poland
Through September 4
BTS
Poznan, Poland
Through September 4
Poznán Fashion Fair
Poznán, Poland
Through September 4
Fast Fashion
Poznán, Poland
Through September 4
CPM 
Moscow
Through September 5

Tokyo International Gift Show
Tokyo
Through September 4

September 3
Dye + Chem Bangladesh
Dhaka, Bangladesh
Through September 6

September 4
Zoom by Fatex
Paris
Through September 6
Fatex
Paris
Through September 6
Première Classe
Paris
Through September 7
The Sourcing Connection
Paris
Through September 6

September 6
Londonedge
London
Through September 8
Riviera by Mode City
Cannes, France
Through September 8

September 8
Milano Unica
Milan, Italy
Through September 10
Northwest Shoe Travelers Market
Shakopee, Minn.
Through September 10
MosShoes
Moscow
Through September 11
Shirt Avenue
Milan
Through September 10
Indigo
Brussels
Through September 10

Sun State Trade Shows, LLC, is a 
company that organizes and pro-
motes wholesale booth-inspired trade 
shows in Mesa, Arizona (May/June)
and Phoenix, Arizona (September 
Market), and San Diego, California 
(October Market). We feature clothing 
lines for missy, junior, and contem-
porary sizes: petite to plus. We also 
feature accessories, shoes, hats, 
and gifts from the moderate to better 
price range. Upcoming show dates 
are  May 31–June 1, (Arizona Ap-
parel, Accessories, Shoes & Gift Show 
at the Mesa Convention Center), Sep-
tember 27–29 (Phoenix Convention 
Center), then October 26–27, (San 
Diego Apparel, Accessories, Shoes 
& Gift Show at the Town & Country 
Resort & Convention Center). For 
more information, visit www.arizo-
naapparelshow.com  or www.sandi-
egoapparelshow.com or email info@
arizonaapparelshow.com or chinds@
sandiegoapparelshow.com

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

Celebrating our 75th year as an inde-
pendent, family-owned factoring com-
pany with a large focus on the apparel 
industry, Rosenthal & Rosenthal 
understands our clients’ business and 
is able to cater to the needs of our 
clients, including prompt turnaround 
on requests, flexibility in structure, 
and a user-friendly state-of-the art 
on-line client system. Services include 
factoring, credit protection, collection, 
cash application, lending services, 
and letters of credit. We were estab-
lished in 1938, and 75 percent of 
our clients are apparel-related. www.
rosenthalinc.com

Surf Expo is the longest-running and 
largest boardsports and beach/resort 
lifestyle trade show in the world. Pro-
duced annually in January and Sep-
tember, the show draws buyers from 
specialty stores, major resorts, cruise 
lines, and beach rental companies 
across the U.S., the Caribbean, Cen-
tral and South America, and around 
the world. Surf Expo features approxi-
mately 2,600 booths of apparel and 
hardwoods and a full lineup of special 
events, including fashion shows, 
shaping competitions and demos. 
The show attracts more than 27,000 
attendees and was named among 
the Fastest 50 Growing Trade Shows 
by Trade Show Executive Magazine 
and among the Top 25 Fastest Grow-
ing Shows For Attendance by Trade 
Show News Network. Surf Expo will 
be held Sept. 10–12 at the Orange 
County Convention Center in Orlando, 
Florida. www.surfexpo.com

➥ Trade Show Calendar page 24

We know you’re fashion savvy. 
We can help you be financially 
savvy as well.
Bibby Financial Services provides a 

cash flow boost to help you take advantage 
of growth opportunities.

F U N D I N G  T H AT ’ S  G OT  YO U  COV E R E D :
› 24-hour funding on invoices

› No dilution of equity

› 24/7 online account access

› Credit management and collections

› Facilities from $250k up to $12m

›  Local decision-makers and one point of contact working alongside you

›	 	Export	finance	and	purchase	order	finance	available

www.bibbyusa.com or 877-88-BIBBY

Your Apparel Finance Experts
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September 9
Lineapelle
Milan, Italy
Through September 11
Bisutex
Madrid
Through September 13
DG Textile Expo Fabric & Trim 
Show
Miami
Through September 10
NE Materials Show
Danvers, Mass.
Through September 10
rooms31
Tokyo
Through September 11
The One
Dallas
Through September 12
Madridjoya
Madrid
Through September 13
Intergift
Madrid
Through September 13

September 10
Surf Expo
Orlando, Fla.
Through September 12
Trends The Apparel Show
Edmonton, Canada
Through September 14
Imprinted Sportswear Shows
Orlando, Fla.
Through September 12
Active Collective
New York
Through September 11
Dallas Total Home & Gift Market
Dallas
Through September 11

September 11
International Western/English 
Apparel & Equipment Market
Denver
Through September 13
Momad Metropolis
Madrid
Through September 13
Western Imprint Canada Show
Calgary
Through September 12

September 12
Norton’s Apparel, Jewelry & Gift 
Market
Gatlinburg, Tenn.
Through September 14
I.L.M. International Leather 
Goods Fair
Offenbach, Germany
Through September 14

September 14
Première Vision Paris
Paris
Through September 17
Première Vision Manufacturing
Paris
Through September 17
Apparel Sourcing
Paris
Through September 17
Texworld
Paris
Through September 17

September 15
Osaka International Gift Show
Osaka, Japan
Through September 16

September 16
Atlanta Fall Gift & Home 
Furnishings Market
Atlanta
Through September 18
Vow: New World of Bridal
Atlanta
Through September 18
Asia’s Fashion, Jewellery and 
Accessories Fair
Hong Kong
Through September 19
NW Materials Show
Portland, Ore.
Through September 17

Las Vegas Souvenir & Resort 
Gift Show
Las Vegas
Through September 19
IFJAG
Miami
Through September 20
Indiana Women’s Apparel Club
Plainfield, Ind.
Through September 17
Hong Kong Jewellery & Gem Fair
Hong Kong
Through September 20
International Casual & 
Accessories Market
Chicago
Through September 19

September 17
Capsule
New York
Through September 19

September 18
Designers and Agents
New York
Through September 20
Hawaii Market Merchandise 
Expo
Honolulu
Through September 20
Billings Market Association
Billings, Montana
Through September 20
Mercedes-Benz Fashion Week 
Madrid
Madrid
Through September 22
Profile Show
Toronto
Through September 21
Atelier Designers
New York
Through September 20
Designers at the JW Marriott 
Essex House 
New York
Through September 20
Tranoi
Paris
Through September 20

September 19
Stitch
New York
Through September 21
AccessoriesTheShow
New York
Through September 21
Moda 
New York
Through September 21
Fame
New York
Through September 21
Edit
New York
Through September 21
Coterie/Sole Commerce/TMRW
New York
Through September 21
Trendz West 
Palmetto, Fla.
Through September 21

September 20
OffPrice 
London
Through September 21
Michigan Women’s Wear Market
Livonia, Mich.
Through September 21
Metro-Michigan Women’s Wear
Livonia, Mich.
Through September 21

September 21
Interfilière
New York

September 23
Mercedes-Benz Fashion Week 
Sydney
Sydney
Through September 29

September 24
London Fashion Week
London
Through September 27

September 26
Los Angeles Apparel Trade Show 
Los Angeles
White
Milan
Through September 28
GTS Florida Expo
Orlando, Fla.
Through September 21
Mipap
Milan
Through September 21

September 27
LA Gift & Home Market
Los Angeles
Through September 29
Arizona Apparel, Accessories, 
Shoes & Gift Show
Phoenix
Through September 29
The Deerfield Show
Deerfield, Ill.
Through September 28
Syracuse Super Show
Syracuse, N.Y.
Through September 28

Market (LA Mart)
Los Angeles
Through September 28
National Bridal Market
Chicago
Through September 30

September 28
LA International Textile Show
Los Angeles
Through September 30
Factory Direct Trade Show
Los Angeles
Through September 30
The Source/International Textiles 
Expo
Las Vegas
Through September 30
The Metropolitan New York 
Shoe, Footwear & Accessories 
Market
Secaucus, N.J.
Through September 29
Luggage, Leathergoods, 
Handbags & Accessories Show
Toronto
Through September 30
Fashion Week San Diego
La Jolla, Calif.
Through October 4

September 29
Kansas City Apparel & Accessory 
Market
Kansas City
Through September 30
Ready to Wear
Paris
Through October 7

September TBA
Trend Selection (TBA)
New York
Interstoff Asia (TBA)
Hong Kong

October 1
Portland Fashion Week
Portland, Ore.
Through October 4
Midwest Children’s Apparel 
Group
Indianapolis
Through October 2

October 2
Capsule 
Paris
Through October 4
Tranoi
Paris
Through October 4
The NBM Show
Denver
Through October 3

October 3
GTS Jewelry & Accessories Expo
Greensboro, N.C.
Through October 5

October 4
Travelers Show
Philadelphia
Through October 6

October 5
LA Majors Market
Los Angeles
Through October 7
Nor-Cal Apparel & Footwear 
Show
San Francisco
Through October 7
International Yarn and Fabric 
Show
Jakarta, Indonesia
Through October 7

October 6
Galveston Gift & Resort Show
Galveston, Texas
Through October 8
JITAC European Textile Fair
Tokyo
Through October 8

October 7
Fashion Access
Hong Kong
Through October 9
Cashmere World
Hong Kong
Through October 9

October 10
Couture
New York
Through October 12

October 11
Travelers Show
Baltimore
Through October 12
KidShow
Miami
Through October 12
Lazr
Los Angeles
Through October 14

October 12
Los Angeles Fashion Market
Los Angeles
Through October 15
Shape
Los Angeles
Through October 14
Select
Los Angeles
Through October 14

Transit
Los Angeles
Through October 14
LA Kids’ Market
Los Angeles
Through October 15
Designers and Agents
Los Angeles
Through October 14
Coeur
Los Angeles
Through October 14
Brand Assembly
Los Angeles
Through October 14

Shanghai Mode Lingerie and 
Swim
Shanghai
Through October 13
Interfiliere
Shanghai
Through October 13
Mercedes-Benz Fashion Week 
Istanbul
Istanbul
Through October 17

October 13
InterTextile
Shanghai
Through October 15
Yarn Expo
Shanghai
Through October 15
Panama City Beach Gift Show
Panama City Beach, Fla.
Through October 15

October 14
Premium Incentive Show
Tokyo
Through October 16

October 15
Atlanta Apparel Market
Atlanta
Through October 19
Imprinted Sportswear Show
Fort Worth, Texas
Through October 17
Dye + Chem Indonesia
Jakarta, Indonesia
Through October 17
Jewelry, Fashion & Accessories 
Show
Rosemont, Ill.
Through October 18

October 16
Denver Apparel & Accessories 
Market
Denver
Through October 18
Portland Christmas Cash & Carry 
Show
Portland, Ore.
Through October 18

October 18
Fashion Market Northern 
California
San Mateo, Calif.
Through October 20
Children’s Club
New York
Through October 20
New England Apparel Club
Marlboro, Mass.
Through October 21
Northstar Fashion Exhibitors
St. Paul, Minn.
Through October 20

October 21
Dallas Apparel & Accessories 
Market
Dallas
Through October 24
FIG
Dallas
Through October 23
Première Vision Istanbul
Istanbul
Through October 23
Luxe Pack
Monaco
Through October 23
Plug In 
Tokyo
Through October 23

October 22
Manila F.A.M.E. International
Pasay City, Philippines
Through October 25

October 24
Stylemax
Chicago
Through October 27
Trendz
Palm, Beach, Fla.
Through October 26
Chicago Gift Show
Chicago
Through October 27

October 25
Travelers Show
Pittsburgh
Through October 26
NW Trend Show
Seattle
Through October 27

Mercedes-Benz Fashion Week 
China
Beijing
Through December 2
NW Trend Show
Seattle
Through October 27

October 26
San Diego Apparel, Accessories 
and Gift Show
San Diego
Through October 27
Coast
Miami
Through October 27

October 27
Atlanta Fall Immediate Delivery 
Show
Atlanta
Through October 29
London Asia Textile Fair
London
Through October 28
China Sourcing Fair
Hong Kong
Through October 30

October 28
Kingpins
Amsterdam
Through October 29

October 29
CALA
Seattle
Through October 30

October 30
Christmas Cash & Carry Gift 
Show
Los Angeles
Through November 1

October TBA
LA Men’s Market (TBA)
Los Angeles
Concept (TBA)
Los Angeles
Project Ethos (TBA)
Los Angeles
Style Fashion Week (TBA)
Los Angeles
Lingerie Fashion Week (TBA)
New York
JA New York (TBA)
New York
Modama (TBA)
Guadalajara, Mexico
London Textile Fair (TBA)
London

November 1
Michigan Women’s Wear Market
Livonia, Mich.
Through November 2
Metro-Michigan Women’s Wear
Livonia, Mich.
Through November 2

November 3
CALA 
San Francisco
Through Novemeber 4

The next edition of Première Vision 
Paris, the global event for fashion 
industry professionals, will be held 
Sept. 15–17 at Parc d’Expositions de 
Paris-Nord Villepinte. It includes six 
trade shows among which is Première 
Vision Fabrics, the World’s Premier 
Fabric Show—three days to discover 
the collections of some 780 weavers 
from all over the world, innovations, 
trends, and main directions for 
Autumn/Winter 2016–17. It’s a hub 
for business and inspiration. Other 
Première Vision shows will take place 
July 21–22 in New York and Oct. 
21–23 in Istanbul.  
www.premierevision.com

With offices in seven North American 
cities and 15 countries around the 
world, Bibby Financial Services is 
a worldwide market leader in busi-
ness cash-flow solutions. BFS is a 
subsidiary of The Bibby Line Group, 
a privately held company established 
in the United Kingdom in 1807.  
Bibby Financial Services supports 
businesses of all sizes with flexible, 
customized financing solutions. With 
Asset Based Lending and factoring 
products, BFS gives clients access to 
the working capital they need to grow 
and support their businesses.  Bibby 
Financial Services is proud to have 
helped more than 8,900 clients grow 
their businesses by providing nearly 
$1 billion in funding across the globe.  
www.bibbyusa.com

ENK is the most exclusive trade show 
producer in the United States, with a 
series of trade exhibitions that include 
nearly 10,000 design companies in 
New York City and Las Vegas. ENK 
shows attract 250,000 domestic and 
international buyers and press yearly, 
producing sales of over $1 billion.
Currently, ENK produces 14+ annual 
exhibitions, including Coterie, Acces-
sorie Circuit, Intermezzo Collections, 
Children’s Club, and Project Women’s 
(formerly known as ENKVegas). www.
enkshows.com

Merchant Factors Corp., conveniently 
located near the garment center, of-
fers traditional non recourse factorof 
credit. Our local management team 
offers very quick responses to all 
inquiries and flexibility to meet our cli-
ents’ needs. Established in 1985 with 
offices in Los Angeles and New York, 
we pride ourselves on strong client 
relations. www.merchantfactors.com

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 cornerstones 
of our Los Angeles–based facility for 
over 20 years. Our in-house vertical 
capabilities include knitting, dyeing, 
finishing, and printing, and our devel-
opment and design teams are unpar-
alleled. Contact us to find out how our 
quality-driven products will enhance 
your brand. www.texollini.com

International Trade Show Calendar 
Continued from page 23

ASDMARKETWeek comprises one lo-
cation and nine shows. Did you know 
that ASD is actually the largest ac-
cessories show in the U.S.? With over 
1,000 vendors, ASDMARKETWeek is 
where you will find the latest trends 
and styles of affordably priced hand-
bags, fashion jewelry, sunglasses, ap-
parel, beauty and fragrance products, 
and more. This show is the best-kept 
secret in the industry. Now more than 
ever is the time to discover the show 
that offers you the opportunity for 
higher margins! Show dates are Aug. 
2–5, 2015, and Feb. 28 – March 2, 
2016, at the Las Vegas Convention 
Center. Register for free today. www.
asdmarketweek.com

Finance One, Inc. is a commercial 
finance company specializing in 
creating unique financial solutions 
for small- to mid-size businesses. We 
offer full-service factoring and receiv-
able managing services at the most 
competitive rates, all while maintain-
ing  premium quality. By offering a 
wide array of services, our experi-
enced staff assures our clients’ assets 
are secure. We are undaunted by any 
challenge, and with a 17-year track 
record of success, there’s no doubt as 
to why our motto is “Win/Win Factor-
ing.” www.finone.com

California Label Products is always 
serving your label needs. We are 
dedicated to setting the highest stan-
dard of excellence in our industry. 
Our In-House Art Department can 
help develop your brand identity with 
an updated look or provide you with 
a new source for your existing items. 
Our product list not only consists of 
woven labels, printed labels, custom 
hangtags, and heat transfers, but we 
also have a service bureau for your 
price tickets and care labels, with 
quick turn time and great pricing. 
Above all, we value quality, consis-
tency and creating solutions that work 
for you. Check our website (www.
californialabel.com) for a full product 
list, call (310) 523 5800, or email us 
at info@californialabel.com.

➥ Trade Show Calendar page 26
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TRADE SHOWS

Print +
 Online + 
Archives 

= Total Access

Get Yours Today and 
Save 75%! 
call toll-free

(866) 207-1448

November 4
Smoky Mountain Gift Show
Gatlinburg, Tenn.
Through November 7
SGIA Expo
Las Vegas
Through November 6

November 5
Mid-South Jewelry and 
Accessories Fair
Memphis
Through November 8
Textech International Expo
Jakarta, Indonesia
Through November 7

November 6
Hawaii Market Merchandise 
Expo
Honolulu
Through November 8
The NBM Show
Charlotte, N.C.
Through November 8

November 10
CALA
Denver
Through November 11
New England Apparel Club
Hyannis, Mass.
Through November 11 

November 11

Mercedes-Benz Fashion Days 
Zurich
Zurich, Switzerland
Through November 14

November 12
China Sourcing Fair
Johannesburg, South Africa
Through November 14

November TBA
Première Vision (TBA)
Sao Paulo
Connections (TBA)
London
Tissu Premier (TBA)
Lille, France
Premium Textile Japan (TBA)
Tokyo
JFW Japan Creation (TBA)
Tokyo
Istanbul Leather Fair (TBA)
Istanbul
Modaprima (TBA)
Florence
China International Gold, 
Jewellery & Gem Fair (TBA)
Shanghai
Denim by Premiere Vision (TBA)
Barcelona

Established in 1994, Hana Financial 
is a commercial finance company 
specializing in traditional factoring, 
trade finance, international factor-
ing, and asset-based lending.  Ad-
ditionally, it provides SBA loans and 
residential mortgage banking, as well 
as capital market services, including 
investment banking, asset manage-
ment, and wealth-management 
services.  Hana Financial has suc-
cessfully transformed itself from a lo-
cal start-up, primarily serving a niche 
market of Southern California, to a 
nationwide firm garnering businesses 
from all across the nation.  It operates 
in over 28 industries in four countries 
with locations in Los Angeles, New 
York, and Bellevue, Wash.  It’s also 
a member of Factors Chain Interna-
tional. www.hanafinancial.com

Salon Allure has teamed up with 
retail visionaries Babalu to bring you 
Hammock, an expansion of the Salon 
Allure trade show that includes addi-
tional creative exhibition space, previ-
ous sell-out suites and new events. 
Hammock provides the optimal 
platform for exclusive designers and 
niche international brands to meet 
with swim and resort decision-making 
domestic and international buyers.
www.hammockshow.com

Intertextile Shanghai Apparel Fabrics 
(formely known as Intertextile Shang-
hai Fair) was first launched in 1995, 
with cooperation from Sub-Council 
of Textile Industry, CCPIT and China 
Textile Information Centre. It is one 
of the world’s leading apparel fabrics 
and accessories fairs.
Since its inception the show has 
continually expanded, with both 
spring and autumn editions together 
now covering around 200,000 sqm. It 
plays an important role in generating 
new business leads in Greater China. 
Show dates are Oct. 13-15 in Shang-
hai. www.hk.messefrankfurt.com

DG Expo Fabric & Trim Show is a two-
day show featuring U.S. and Cana-
dian companies with low minimums 
and many with in-stock programs. DG 
Expo focuses on the needs of design-
ers, small manufacturers (producing 
apparel, accessories, home furnish-
ings, and other sewn products), plus 
private-label retailers, fabric stores, 
and event/party planners. In addi-
tion to the two-day show, there is a 
three-day seminar program focused 
on business growth and profitability, 
plus textile classes. Our Dallas show 
is June 15-16. Our next Miami show 
takes places Sept. 9-10. Our New 
York City show is Aug. 4-5. Our San 
Francisco show is Nov. 22-23. Visit 
our website for details and to register. 
www.dgexpo.net

International Trade Show Calendar 
Continued from page 24

On the Cover:
Papillon jacket, Able shirt 
and Velvet Heart pants 

featured at the Directives 
West runway show during 
LA Majors Market in April. 
Photo by Norman Zeller

All show dates are 
verified prior to 

publication but are 
subject to change. 

Highlights are provided 
as a free service to our 
advertisers. We regret 

that we cannot be 
responsible for any errors 
or omissions within the 

International Trade Show 
Calendar.

The editors and writers of California Apparel News
are blogging at ApparelNews.net

we’re blogging

blog Talk of the Trade>>

Go Beyond the News
and Behind the Scenes
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