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Bridesmaid dresses made by Watters were some of the fashions seen on the runway at
the recent Couture: Los Angeles Bridal Market, held near downtown Los Angeles.

Bridal Trade Show Makes Second
Appearance in Los Angeles

By Deborah Belgum Senior Editor

For big bridal trade shows, retailers typically head to New
York in October for New York Bridal Fashion Week, when
there is a confab of exhibits around Manhattan, or to Chicago
in late September for the National Bridal Market.

But Los Angeles has had a scarcity of big bridal shows for
store owners until last year when New York—based The Knot
launched its Couture: Los Angeles Bridal Market with
scores of exhibitors showing everything frilly and lacy.

Brett Olsen, an associate producer of the Couture bridal
trade events, said that The Knot had many requests by bridal-

gown manufacturers and retailers to produce a show on the
West Coast. “Los Angeles was an untapped market,” he said,
noting that The Knot has been producing a bridal trade show
for some 20 years in New York. “People look to us as an au-
thority on wedding gowns.”

Last year the venue was the Siren Studios in Hollywood.
But this year the show moved to The Reef, formerly known
as the LA Mart, near downtown Los Angeles, where the
event occupied two floors during its Aug. 30-31 run.

More than 50 bridal brands showed 150 collections in
an open-air environment, where many spaces had their own

=> Couture page 8
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Spring/Summer
Trends for 2016 Pop
With Newness

By Deborah Belgum Senior Editor

If you thought the 1970s were here to stay for a while in
the fashion lineup, you’d be wrong.

The 1980s are already nudging their way onto the run-
ways for Spring/Summer 2016, said Jaclyn Jones, the wo-
menswear editor for WGSN, also known as Worth Global
Style Network, the British trend-forecasting firm with offic-
es in London, Hong Kong, New York and Sdo Paulo, Brazil.

“I think the ’70s are making their way for the ’80s to
develop,” said Jones, who has been cruising the major Las
Vegas trade shows and frequenting press previews to glean
ideas about what will be popular for the upcoming season.

“Some designers may still create *70s looks. However, we
are expecting the shift to move to *80s styles, which will
begin to hit retail in Spring/Summer 2016 and will really
infiltrate in Spring/Summer 2017.”

= WGSN page 5

Re/Done: Denim
Repurposed

By Sarah Wolfson Contributing Writer

Last July, founders Sean Barron and Jamie Mazur spear-
headed Re/Done vintage denim. The two noticed a demand
for vintage denim, but fit is typically a problem. There are
plenty of vintage jeans available, but consumers often have
to get them tailored for a more modern fit.

“I noticed all my coolest girlfriends always wore tai-
lored vintage Levi’s,” Mazur said. “I’d always been pas-
sionate about denim, especially vintage denim, but didn’t
know if redoing it on a large scale was possible. Sean’s
background in apparel made him the perfect person to test
the idea.”

With more than 20 years of industry experience, Barron
previously launched apparel companies such as Katayone
Adeli and Joie. Mazur had a denim sample-sale business,
Underground Denim.

Re/Done jeans immediately gained A-list fan appre-

=> Re/Done page 3
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Agenda Moves East Coast Show to Miami

The Agenda trade show announced Sept. 1
that it will move the location for its winter East
Coast show from New York to Miami.

On Jan. 18-19, Agenda will run its win-
ter East Coast show at the Mana Wynwood
events space in Miami’s bustling arts district.
The 153,111-square-foot space was the ad-
dress for high-profile events during the Art
Basel art fair and the electronic music conclave
Winter Music Conference. Agenda also pro-
duces biannual shows in Long Beach, Calif.,
and Las Vegas. Its summer East Coast show
will continue to be held in New York.

With the move, Agenda will ditch New
York’s blustery winter weather. Temperatures
dipped to 36 degrees Fahrenheit during the
last January show in Manhattan. However, the
new show is scheduled to run a few days after
Surf Expo, which has produced the dominant
trade show for surfwear on the East Coast for
40 years.

Surf Expo, which is owned by Atlanta-based
trade-show producer Emerald Expositions, is
scheduled to run Jan. 14-16 in Orlando, Fla., a
four-hour drive up from Miami.

Agenda—which built a reputation for
showcasing styles for streetwear, action sports
and fashion—is owned by Reed Expositions,
which is headquartered in Norwalk, Conn.
Agenda grew to prominence as a scrappy trade
show that served as a satellite show and, even-
tually, as a competitor to Action Sports Re-
tailer, a surfwear trade show that shuttered in
2010 in San Diego.

Agenda founder Aaron Levant said he be-
lieves there will be little competition between
the two shows. “We don’t view ourselves as
a competitor of Surf Expo because we serve
a different market demographic for the most
part. The show is also in a different city on a

different date. With that said, we believe there
will be a lot of buyers who attend both shows.
In the past, we have had many buyers who
would hit Surf Expo in Orlando and then come
up to our show in New York. If anything, we
just shortened the commute for many of those
buyers,” he said.

Roy Turner, senior vice president for the
sports group of Emerald Expositions, which
runs Surf Expo, declined to comment on Agen-
da’s move to Florida.

The new show could create some new op-
tions for vendors who exhibit at both Surf Expo
and Agenda Long Beach, which is also sched-
uled in January. Dale Rhodes, vice president of
sales for Katin USA, said his surfwear com-
pany hopes to support Surf Expo and Agenda.
But there was a question about whether his
company could appear at both shows.

“It is to be determined. We do have to look
out for our best interests,” he said. “We have
to see what direction Agenda is going in. If it
is more of a streetwear atmosphere, we would
stay with Surf Expo. If Agenda looks more like
the Long Beach show and caters to more bou-
tique and resort business, it might be a great
option for us. We might do both.”

Vendors have long complained about hav-
ing to scramble from the sprawling Agenda’s
Long Beach show in January to fly across the
country to Surf Expo.

In an interview earlier this year with Cali-
fornia Apparel News, Agenda’s Levant said he
had tried to negotiate new scheduling for the
two shows since 2011. Agenda will host its
Long Beach show Jan. 7-8, 2016.

Levant started thinking about doing a Mi-
ami show after producing an Agenda show in
Manhattan during the harsh storms of January
2014.
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“Everything was
shut down,” he said of
the storm that winter.
“We had hundreds of
people who contacted
us and said that they
couldn’t get to the
show. It put a big dent
in our plans. We still
had a decent show,
but it could have been
so much better.”

Levant also fore-
cast that a move to
Miami would broad-
en the appeal of the
New York show, taking the show from an event
that mostly appeals to Northeast retailers to
one that would attract retailers from across the
Eastern seaboard and the Caribbean. He ex-
pects the upcoming Miami show to feature a

Aaron Levant at the Agenda show in Long
Beach, Calif.

wide-ranging mix of
vendors.

“We are hoping to
diversify the brand
mix in Miami to be
reflective of the mix
offered at our Long
Beach show. It may
take several editions
for this to take shape,
but that is the general
direction that the Mi-
ami show is headed,”
he said.

He also expected
growth, too. The New
York show featured 250 brands, he said. “[The
Miami] venue has the potential to hold be-
tween 500 to 600 brands, so there is still long-
term growth potential for us,” he said.
—Andrew Asch

Mélange Fashion Tech Trade Show Takes a

Bow at The New Mart

With e-commerce, m-commerce and a
new trend in wearable technology, fashion
has embraced business models invested in
the digital world. The Mélange trade show
will present panels and produce an exhibi-
tion on this rapidly changing business world.
It will make its debut Sept. 16-17 at The
New Mart fashion showroom building in
downtown Los Angeles.

The event will take place on The New
Mart’s third floor, which has been the site of
the Designers and Agents trade show and
other trade events. Specific panels will cover
subjects such as new developments in mobile/
digital payments, making content for e-com-
merce, and how action-sports brands such as
Billabong and Diamond Supply Co. look to
build relationships with their customers.

Other panels will discuss topics ranging

from wearable technology to building a brand
with a mission that involves charity. Jordan
Glassberg, vice president of development for
Toms Shoes, will speak. Other speakers will
include executives from BCBG Max Azria
Group, Halston and Zappos.

During the evening of Sept. 16, the show
will feature Tastes of LA, which will feature
foods from Los Angeles—area restaurants in-
cluding Factor’s Famous Deli, Amante Pizza
& Pasta and Maggiano’s Little Italy.

Registration for two days of the show costs
$299, according to the show’s website.

Meélange was founded by Tom Keefer, a
Los Angeles—based youth marketing special-
ist who has worked with Newsweek Intl., LA
Gear, K-Swiss, Mattel and the BBC World-
wide Global Licensing Team. For more infor-
mation, visit www.melangelive.com.—A.A.

Is Quiksilver Shopping for a Buyer?

Over the last few years, the beleaguered
California surfwear company Quiksilver has
been bleeding massive amounts of money.

What was once a high-flying, beach-orient-
ed clothing and shoe company was so wealthy
that it was snapping up brands such as the
French winter sports equipment company Ros-
signol, which it bought in 2005 for $320 mil-
lion and sold three years later for $147 million.

Last March, the Huntington Beach,
Calif., company replaced its chief executive of-
ficer and its chief financial officer.

Now Bloomberg News is reporting that the
company is looking for a buyer to help keep
the company afloat. Quiksilver, the news orga-
nization said, is talking with potential strategic
buyers with a goal of a management-led buy-
out of the publicly traded company.

Under a deal, Quiksilver hopes to keep its
chain of 683 stores, factory outlets and shops-
in-shops and avoid bankruptcy, the report said.

As surfwear has been eclipsed by more
trendy yoga wear and athleisure styles,
Quiksilver has suffered. Last year, the com-
pany had a net loss of $309.4 million on $1.57
billion in revenues. In 2013, its net loss was
$232.56 million on $1.81 million in revenues.

In March, Quiksilver fired Andy Mooney as
its chief executive officer and replaced him with
27-year Quiksilver veteran Pierre Agnes. At
the same time, Chief Financial Officer Richard
Shields lost his job to Thomas Chambolle.

In addition, Quiksilver cofounder Bob
McKnight stepped in as chairman of the board,
a position once held by Mooney.

—Deborah Belgum

Banana Republic and CFDA Supporting Emerging
Designers Who Produce in the U.S.

Banana Republic and the Council of
Fashion Designers of America are ramping
up a program that supports emerging design-
ers in the United States who create and man-
ufacture their collections in their local cities.

The partnership will include two limited-
edition collections sold exclusively at select
Banana Republic flagship stores and online.
The program will spotlight one New York—
based designer—the first one being Timo
Weiland—to create a capsule collection for
Spring 2016. Then a Los Angeles—based de-
signer who manufactures in LA will be se-
lected to design a collection.

“This new program is a great opportunity
to provide mentorship and resources to help
creative talent grow their business while de-
signing and producing locally,” said Marissa
Webb, Banana Republic’s creative director.

With the Weiland collaboration, the de-
signer will create a collection with 12 wo-
menswear styles in solids and customs
prints—including dresses, tops, skirts and
a blazer. It will launch at the retail chain in
March 2016. The collection will be sewn in
New York by Sunrise Studio and Sn Pro-
ductions. For more information, visit www.
cfda.com.—D.B.
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Say Goodbye to the Magnetic-
Stripe Credit Card

Going out of style soon: credit cards with mag-
netic stripes.

Banks and credit-card companies intend to
replace these striped cards with cards bearing
microchips. Called EMV cards, which stands for
Europay Mastercard Visa, after the companies
that formed the standard for the chips, the cards
cannot be hacked by fraudsters, according to sup-
porters of the technology.

On Oct. 1, banks and credit-card companies
are going to enlist retailers in their fight against
the soaring rates of credit-card fraud around the
world, which was said to reach $16.31 billion in
global losses this year, according to The Nilson
Report, a payments-industry trade journal.

In the past, and until Oct. 1, banks and credit-
card companies covered fraud losses. After Oct.
1, retailers will be responsible for frauds commit-
ted with magnetic-stripe cards.

In an effort called the EMV Liability Shift,
banks and card companies on Oct. 1 will change
liability agreements. If a fraud takes place on a
transaction made with an EMV card, banks and
card issuers will assume liability. If a fraud takes
place on a transaction with a magnetic-stripe
card, the retailer is on the hook for the loss.

“It’s an incentive for merchants to upgrade to
new chip technology,” said Randy Vanderhoof,
director of the EMV Migration Forum, a pay-
ments-industry group involved with the transition
from magnetic-stripe cards to EMV cards.

Eventually, credit-card companies will issue
only EMV cards. In the next year, it is estimated
that 15 percent to half of the credit cards held
by Americans will be EMV cards, according to
industry watchers. (In a separate agreement, re-
tailers selling gasoline will go through an EMV
migration in 2017.)

But retailers are needed to help push this pro-
cess along by installing EMV point-of-sale ter-
minals at their shops. Vanderhoof said that prices
for the terminals range from $30 for a stand-alone
payment terminal line, or more than $200 for a
terminal that is leased from a payments agent.
Some retailers might order an EMV terminal
through the company they run payments through.

The transition to EMV credit cards is expected
to put a major dent in credit-card fraud for physi-
cal retailers using magnetic-stripe credit-card ter-
minals. Counterfeit cards using magnetic stripes
make up 49 percent of credit-card fraud losses
around the world, according to The Nilson Re-
port.

However, if criminals are pushed out of one
market, they’ll find another one. If they cannot rip
off goods from stolen credit cards at bricks-and-
mortar shops, they’ll go online, said payments-
industry watchers such as Monica Eaton-Car-
done, cofounder and chief operating officer for
Chargebacks 911, a Tampa, Fla.—based company
that manages chargebacks for retailers.

“We have a whole bunch of criminals who
steal credit cards. They’re not going out of busi-
ness,” Eaton-Cardone said.

Online retailers often use predictive analytics
programs to root out fraudsters. Eaton-Carbone
suggested that online retailers research and check
who is making purchases on their sites.

Some hallmarks of fraud, she noted, include
a card’s shipping and billing address are mark-
edly different, such as the shipping address is in
Florida, but the billing address is in Colorado. Or
the same shipping address is used with 40 differ-
ent credit cards. “Look for bogus emails,” Eaton-
Carbone said. “It might be connected with a fake
person.”—Andrew Asch

August Store Sales
Show Slowness

Many retailers missed their forecasts
for their August comp-store sales. Sales
for U.S. retailers were down 0.9 percent
in an index compiled by Retail Metrics,
a Boston-area market-research company.

Ken Perkins, Retail Metrics’ president,
blamed lighter-than-expected traffic at
malls for the decline as well as anxiety
over international

Sales for the Labor Day weekend,
which is one week later than usual, might
inject some energy into the retail environ-
ment after the dog days of August.

In a Sept. 1 research note, Adrienne
Yih of Wolfe Research wrote that retail-
ers’ promotions for Labor Day weekend
were not forecast to be as deep as they

economic headlines
such as currency de-
valuations in China

August Retail Sales

and the stock market $Sales  %Change  Same-store
plunge. (in millions) from yr. ago sales % change
Gap Inc. re- The Buckle $101.40 -2.1% -3.3%
ported a 2 percent Gap $1,200.00 -3.0% -2.0%
decline in its same- L Brands Inc. $826.00 +8.0%  +6.0%
store sales in August. | Stein Mart $86.10 04%  -14%

The Buckle Inc., a
denim-focused chain

Source: Company reports

headquartered in Ne-

braska, posted a 3.3 percent decline in its
same-store sales. Florida-based off-pricer
Stein Mart Inc. also reported a 1.4 per-
cent drop in its August comparable-store
sales.

However, L Brands Inc. delivered
some good news for August. It posted a
6 percent gain in same-store sales during
the month. L Brands is the parent compa-
ny to retail chains Victoria’s Secret, Bed
& Bath and Henri Bendel.

Zumiez Inc., an action sports—focused
chain headquartered in Washington state,
which typically is included on California
Apparel News’ index, announced it would
report its August sales and its 2015 sec-
ond-quarter sales on Sept. 10.

were in 2014. “August comps thus far in-
corporate a weak start to the quarter, but
building momentum in (the second half of
the year) as school starts creates a “need
to buy,” she wrote.

Bebe Stores Inc., a contemporary
chain headquartered in the San Francisco
area, also announced some good financial
news. On Aug. 27, it said same-store sales
during the fourth quarter of 2015 were up
1.1 percent for its 163 stores compared
with the same period last year. Fourth-
quarter net sales were $104.3 million,
with a $5.2 million net loss, compared
with sales of $103.5 million with a $34.5
million net loss during the same period in
2014—A.A.
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Re/ DOﬂe Continued from page 1

ciation with models Erin Wasson and Bella
Hadid and actresses January Jones and Ari-
elle Vandenberg.

Keeping the integrity of the vintage jean
is a priority, but also constructing a modern
fit, ensuring consistent sizing and produc-
ing flattering silhouettes are key. Barron

raw goods, they are sorted one by one to see
what we want to redo,” Mazur said. “Then
they are washed and taken apart completely
at the seams. The waist bands come off and
the legs are opened. From there, the jeans
are laid to our patterns, cut, then sewn back
together. We measure the jeans at each phase
of production to ensure a consistent fit.”
Re/Done offers a variety of styles for

Piles of vintage jeans

and Mazur start with Levi’s 501s, which are
sourced from vintage suppliers all over the
country—although the two are particularly
fond of jeans that come from the South.

“Something about the wear patterns that
develop in that sun are just so beautiful,”
Mazur said.

Re/Done’s factory and headquarters are
housed in the same building in Los Angeles,
which helps with quality control and effi-
cient operations.

“We get to oversee every stage of pro-
duction to make sure things are running
smoothly,” Barron said. “We also have the
ability to make samples and test out new de-
signs in a very efficient manner.”

Each pair of vintage jeans is deconstruct-
ed, then resewn into a one-of-a-kind denim
piece.

“When we receive the vintage jeans as

The sewing room at Re/Done

every woman—from a high-rise style with
a *70s feel to a slouchy, shredded pair to a
structured, slim fit to a tapered, body-framing
pair with varied seam measurements to a tat-
tered black denim. There are a few shorts, in-
cluding an edgy knee-length, “walking short”
and a cropped denim jacket, as well.

“We are inspired by classic fits that tran-
scend different eras,” Barron said. “For
example, a high-rise jean is a staple item.
We wanted to draw on that but make the fit
modern and more appealing to a millennial
consumer, [and] each denim expert ensures
the fit is true to size.”

Re/Done currently produces up to 5,000
pairs each month. Retail price points range
between $182 for a pair of denim shorts to
$340 for a more detailed, buttery pair of
jeans.

Each denim collection is framed within

a campaign that includes a
story and features an inspi-
rational figure. “We believe
that there is no better way to
communicate than by telling
a story—especially with a
product as steeped in heri-
tage as ours,” Barron said.
“We want people to develop
an emotional connection
to our product. It isn’t like
another denim company,
where your jean is the same
as thousands of other girls’
jeans. Each piece we make is
one of a kind, so when you
find your perfect jean, it is
just that—yours.”

As a sustainable brand,
Re/Done doesn’t use any
dyes or other harsh chemi-
cals that would be typically
associated with the produc-
tion of new jeans.

“New denim compa-
nies use harsh chemicals to
try to copy what our jeans
have naturally. There is no
replacement for good old-
fashioned wear and tear,”
Barron said.

By recycling vintage den-
im, they reduce the apparel
waste that would normally
be sent to a landfill. As a
repurposed denim brand,
they are able to reduce the
amount of water it takes to
produce jeans.

“It takes on average 2,600 gallons of
water to make a new pair of jeans, whereas
it takes less than 50 gallons to make ours,
which is the equivalent of two washes at

APPARELNEWS.NET SEPTEMBER 4-10, 2015

home,” Mazur said.

For Fall 2016, Re/Done
will add a men’s collection,
preserving the same quality
as the women’s pieces.

Re/Done is available
on the company website,
www.shopredone.com, and
at Barneys New York (in

stores and online) for the domestic market.

For sales information, contact Gary Shel-
ton at gary@rainbowwave.com. He is based
out of Re/Done’s London international sales
office, Rainbowwave. ®
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British Company Acquires
Majority of Urban Expositions

Urban Expositions, the trade-show or-
ganizer that recently acquired the Wom-
ensWear in Nevada event, revealed that a
majority share of its venture was acquired
by Clarion Events, a nearly 70-year-old en-
terprise based in London. Terms of the deal
were not disclosed.

On Sept. 1, Urban Expositions, headquar-
tered in Kennesaw, Ga., announced that the
acquisition had been made some time before
the WWIN purchase in mid-August but did
not give a specific date for when the transac-
tion closed.

Urban Expositions said its current ex-
ecutive management team, staff, office lo-
cations, brands and events will remain the
same and that managing partners Doug
Miller and Tim von Gal will retain signifi-
cant ownership and continue to oversee all
facets of the business.

“We are thrilled to partner with such a
well-established, international event orga-
nizer as Clarion,” said Miller, Urban Expo-
sitions’ president and chief executive officer.
“We look forward to working closely with
the Clarion team to start a whole new chapter
for our respective companies.”

Urban Expositions, founded in 1995 by
Miller and von Gal, the company’s chief op-
erating officer, started out in the trade-show
business by organizing its first event—the
Philadelphia Gift Show. The company

holds a number of gift shows around the
country, including the California Gift Show
in Los Angeles (recently renamed LAMKT).

In 2008, Urban Expositions branched out
to start trade shows in the fields of aviation,
food service and restaurants, jewelry, and
gaming. It also holds a Halloween and Par-
ty Expo in New Orleans and a P3: Progres-
sive Pet Products show in Chicago.

For a while, it organized a textile-related
trade show called Material World & Tech-
nology Solutions, an event held in Miami
Beach, Fla., that focused on the textile, trim
and sourcing sectors of the apparel industry.
The show was extended to Los Angeles for
a brief time. Material World & Technology
Solutions was shuttered in 2009.

But Urban Expositions, under the new
Clarion Events ownership, dipped back into
the apparel trade-show business with its pur-
chase of WWIN, held twice a year in Las Ve-
gas at the Rio All-Suites Hotel & Casino.
WWIN was founded in 1998 by Specialty
Trade Shows Inc., whose principals are Jeff
Yunis and Roland Timney.

“We are extremely excited about the new
opportunities our Clarion partnership will de-
liver,” von Gal said.

Clarion was founded in 1947 and is one
of the oldest events operations in Britain. It
organizes more than 200 trade shows in 35
countries.—Deborah Belgum
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WGSN Continued from page 1

Jones labeled this ’80s trend “Culture Club.” It has a defi-
nite Grace Jones vibe with geometric designs and interesting
graphics. “Neon is going to be coming back,” Jones noted.
“There will be this glow-in-the-dark typography.”

There are metallic fabrics with polished glamour that have
the look and feel of the digital age.

This Spring and Summer, the trend for dress and skirt
lengths is to fall everywhere except at the knee. Popular sil-
houettes will be mini, midi and maxi lengths. “Maxis are al-
ways popular for summer,” Jones said.

In a trend called “Modern Masters,” Jones sees a focus on
craftsmanship and attention to detail with intricate stitching
and rich fabrics. “I think there will be more playing with ar-
chitectural volume,” Jones said. There will be more pleating,
smocking and adoption of tailoring in a unique way. Silhou-
ettes will be drawn from Greece, Rome and the Dutch mas-
ters.

A definite Latin vibe is taking shape on the catwalks, too.
A WGSN team recently traveled to Cuba as well as a team
from womenswear label Madewell, scouting out prints, col-
ors and silhouettes. “This trend will be seen in bold colors,”
Jones said, with tropical florals

NEWS

COLOR

said, and is gaining traction.
“I think this trend started
more at the younger end of
the market with juniors, who
are willing to take risks, and
now it is starting to trickle
up to the older customer with
more streamlined fabric and
more raw denim,” Jones said.
“The older customer wants a
cleaner look, but the younger
customer wants more distress-
ing in her denim. ... I think
the cropped flare is the one to
watch and the cropped wide
leg with a higher-rise waist—

-~

LEISURE LUXE

more of the mom jeans and
more of a focus on indigo.”

A softer color palette and feminine fabrics mark the
“Graceful Edge” trend, which relies on vintage heirlooms and
fabrics for its influence. Layered lace, precise pleats and sheer
materials add delicate details in washed-out tones. Prints will

look like they came from your grandmother’s attic.

The color scheme for Spring/Summer 2016 will trend to-
ward warmer tones—such as orange, coral, red, peach and
amber—but there will indigo and bright blues making an ap-
pearance on the color stage, too, Jones said. ®

and palm-pattern prints. Big ruf-
fles will be part of the vivid state-
ment as well as off-the-shoulder
designs.

The athleisure trend has jumped
off the charts and will continue
to do so. But for Spring/Sum-
mer 2016, designers are injecting
relaxed looks of more tailored
clothing in a trend called “Lei-
sure Luxe.” Think slouchy pants
with wide legs and elastic waists
in lightweight fabric such as linen
and brushed silk that can be worn
with sneakers, sandals, oversized
tunics and tank tops that button up.

Denim is making a big come-
back with the flare jeans, Jones

LATIM GLAMOUR

I
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CULTURE CLUB
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Testimonials at

1-800-868-7111

www.smartwicking.com MADE IN THE USA

SIMART TIERS

SWEAT
MANAGEMENT
AND
REMOVAL

. TECHNOLOGY™

_ Two Tier Fabric

THE BEST PERFORMANCE FABRIC IN THE WORLD.

WE GUARANTEE...

« SMART Tiers removes sweat from your skin in under a second.
* The dry inner layer doesn’t cling to your skin!
» Fast evaporative premium cotton outer layer.

* You will perform and feel better. ¢ No body odor!
* Chemical Free wicking that will not wash out.

» Silky Soft. Durable. Easy care. Sun Protection.
» Colorful shirts, leggings, and sleepwear.

Testimonials

§4 MENTION CODE CA FOR 20% DISCOUNT.

LANCE@DUNNMFG.COM
MONROE, NORTH CAROLINA
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Mara Hoffman Launches Activewear

Known for her colorful, signature prints and
mystical aesthetic, Mara Hoffman has added
activewear to her evolving lifestyle brand.

The expansion was a natural next step for
the New York-based designer, whose label al-
ready includes a full women’s ready-to-wear
collection as well as swimwear, bridal and
childrenswear.

“It’s a category I've always wanted to break
into as an active person myself,” Hoffman said.
“Swim is such a huge category for us, and
we attract a consumer that is conscious about
healthy and active living—the line was really a
natural extension for us.”

Mara Hoffman Activewear launched
this summer with the debut of a short film
that stars Juliette Lewis telling the story
through dance and movement. The film, shot
in the California desert, was created to con-
vey the brand’s goal for the collection—"to
inspire one into transformation.”

Hoffman draws on nature and mythology as
well as her personal travels around the world to
create her collections. Made for “strong, con-
fident, loving and free-spirited” women, the
activewear collection is designed to meet their
multi-faceted lifestyle needs.

“We really think of different moments
in her life and throughout her days—going
out for dinner/drinks, work, attending a nice
event, exercising/meditating, vacation and
travel. We want her to turn to us for all of
these moments,” the designer said.

Designed to coordinate with the
other Mara Hoffman collections, the
active line is an extension of Hoffman’s
growing brand. “We took design and
print inspirations from our Spring *15
Ready-to-Wear collection, specifically
the “Birds” pieces and swim collec-
tions,” Hoffman said. “It’s important
that there is cohesion across categories.”

Details such as cutouts, embroidery
and the designer’s coveted original
prints are featured on a variety of styles
such as spandex sports bras, bodysuits,
leggings, ponchos, jumpsuits and
French terry pieces. A printed yoga mat
manufactured by Yoga Design Lab is
also available.

For the upcoming Spring/Summer
’16 season, Hoffman was inspired by
Willie Nelson and has infused her in-
terpretation of Americana culture into
her designs.

In addition to being fashionable, the
collection is designed to be fully func-
tional. Performance styles are made
with high-tech fabrics that incorporate

PHOTO COURTESY OF MARA HOFFMAN

SPF 50 as well as moisture-wicking and
muscle-compression properties. Retail
prices range from $108 for solid sports
bras to $324 for printed jumpsuits.

The line launched exclusively on the com-
pany’s revamped website (www.marahoff-
man.com) and is now available at retailers

COURTESY OF MARA HOFFMAN AND JASON ROSS SAVAGE, WWW.JASONROSSSAVAGE.COM

Mara Hoffman

including Bloomingdale’s, Bandier, Car-
bon38.com, Anthropologie, Nordstrom.
com, Net-A-Porter, Shopbop and Revolve
Clothing.

“The response has been really strong—we

are excited to show our buyers the new Ac-
tivewear Spring 16 collection this Septem-

ber,” Hoffman said.
For more information, call (212) 505-3020.
—N. Jayne Seward
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ACTIVEWEAR

Eco-Friendly Activewear: Wear It to Heart

Los Angeles—based ac-
tivewear brand Wear It to
Heart got its start as a di-
rect-to-consumer brand that
launched in 2014 with the
opening of the company’s
online store. The opportu-
nity to interact directly with
the activewear community
provided valuable customer
feedback, which helped the
company launch its whole-
sale business following the brand’s debut at
the Agenda trade show in Long Beach, Calif.,
and the Axis trade show in New York.

W.IL.T.H. consists of a variety of sports
bras and leggings, including capris, shorts,
tennis skorts and extra-long leggings.

“Our most recent collection was inspired

for both workout and every-
day wear.

Retail prices range from
$68 for printed leggings to
$100 for more-complicated
pieces. W.L.T.H. is currently
carried throughout the U.S.
in specialty stores such
as Bandier and Paragon
Sports as well as workout
studios, including Equinox.

According to Ha, about 15
percent of all apparel sold in the U.S. falls
into the “athleisure” category. “The crossover
functionality, [including] performance and
style, have converged,” Ha said. “Activewear
is the new denim.”

W.LT.H is run by a collective of veterans
who have deep roots in the LA manufactur-
ing industry,

Ha said. All
designing
is done in
Los Ange-
les while
products are
manufac-
tured at the
company’s
own facility

by the California desert and features prints
such as cactus flowers, indigo, tie dye and
daisies. We are now offering solid leggings
for the first time as well,” said Sunnie Ha, di-
rector of design.

The collection combines fresh and edgy
mixed prints, such as stripes, polka dots, flo-
rals and camouflage as well as intricate cuts
that make most of the tops and leggings work

in El Salva-
dor. “Our family [runs] a very successful
private-label [business with] apparel manu-
facturing plants in El Salvador. Because of
this, W.I.T.H. remains nimble, innovative and
is able to quickly [produce] current trends,”
Ha said.
For sales information, contact Juan
Zighelboim at (305) 503-4139, Ext. 550, or
Jjz@wearittoheart.com.—Sarah Wolfson

Threads 4 Thought: Activewear Made Out of Plastic Bottles

Sales for women’s activewear
are skyrocketing. The market for
clothes made for yoga, running and

the gym grew 21 percent to become 4

an $18.5 billion business in the [ ]
12-month period ending in June
2015, according to market-research
company The NPD Group.

But most of the clothes sold for
this market are made out of nylon.
Eric Fleet, president of the fashion
company Threads 4 Thought,
contends that the fabric is
not good for the environ-
ment because nylon is man-
ufactured from petroleum -
products and made in a way
he says pollutes the envi- o= "-
ronment. Enter Threads .
4 Thought Active. “We g N
wanted to provide an al- g
ternative to all of the nylon ]
that is out there,” Fleet said.

Threads 4 Thought got 1
into the activewear market
by making clothes manu-
factured from polyester
made from recycled plastic
bottles; 37 bottles are recy-
cled to make one of Threads
4 Thoughts’ leggings and
19 bottles for a sports bra,
according to a company statement.

Ashley Irey, a former design director for
Splendid, joined Threads 4 Thought in 2014
as its women’s design director. She runs the
company’s downtown Los Angeles design
office and has led Threads 4 Thoughts’ ac-
tive line.

Along with being constructed out of plas-

ha
T

!‘.

tic bottles, the line has fashion
flair, too, Fleet said. Fashion looks
include a tuxedo-style stripe down
the side of the leggings. Some of
, the tuxedo stripes are made of a
.!r' ; mesh that makes leggings more
breathable. Others feature patterns
such as camouflage.

The two core pieces of the line
are a % legging called the “Half
Lotus Crop” and a full-length
piece called the “Firefly Leg-
4 ging.” These pieces come

in black and heather gray.
!'n

But with Threads 4
-
a

Thought making new de-
liveries every 60 days,
Fleet said, the leggings al-
ways come in new prints
and designs.
Other pieces in the line
are jackets, tank tops and
T-shirts. Wholesale price
points range from $15 to
$40. Threads 4 Thought
also makes graphic tees
for women and some
men’s looks designed in
its New York City office.
F Threads 4 Thought
Active took a bow for
the Spring 2014 season.
It has been sold at select Whole Foods lo-
cations; at Seed People’s Market in Costa
Mesa, Calif.; and through direct sales at
the company’s website (www.threadsfor-
thought.com).
For more information, contact Ashley Se-
gal, the company’s vice president of sales, at
ashsegal@t4tapparel.com.—Andrew Asch

GEOTEX DIGITAL PRINTING

Come visit us at the LA International
Textile Show, Booth PH11

ApparelNews

CALL NOW FOR SPECIAL RATES
TERRY MARTINEZ (213) 627-3737 x213
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COUtU '@ continued from page 1

mini-runways to show off the flowing and
flouncy styles that make up their Spring/
Summer 2016 collection.

Most of the gowns were heaped with lace
and silk, but one of the emerging trends for
brides-to-be is a move to make their wed-
ding and all the accoutrements as personal
and individual as possible to distinguish
it from friends’
weddings. “So
much of the aver-
age girl’s life is on
social media that
that influences
her,” said Tricia
Dixon, regional
sales manager for
XO Group Inc.,
the parent com-
pany of The Knot,
which is a multi-
form wedding
resource. “So she
wants to make her
wedding as per-
sonal as possible.
She wants to take
ownership of her
wedding.”

Anything that
smacks of individualism is up for grabs,
such as a unique nameplate, place settings,
floral arrangements or bridal accessories.

Many of the exhibitors at the

A model wears a Franssical

ing through the open-space exhibition area.
Claudia Bermudez Adamcesicz came from
Metairie, La., near New Orleans, where
she has owned the Bustles & Bows Bridal
Boutique for nearly two years. She nor-
mally shops the bridal shows in Chicago
and Dallas but decided to check out the Los
Angeles show and visit relatives at the same
time.

She wanted to
see some of the
lines she carries,
such as Kitty
Chen, Privato by
Mon Cheri and
Kenneth Win-
ston. “It’s been
great. I like it,”
she said. “Every-
thing is here and
it’s not too big.”

Debra Zagar
traveled from
Puyallup, Wash.,
near Tacoma, to
stock her store,
called Something
Blue Bridal Bou-
tique.

“I usually go
to New York,”
she said. “I am just checking the show out.
There are a couple of designers here that [
carry, and I am looking for other labels.” ®

creation.

Los Angeles bridal trade show
were trying to find more West
Coast customers. That was the
reason Franssical, a San Francis-
co label launched more than two
years ago, was at the event. “We
need West Coast representation,”
said Marie Krim, the label’s na-
tional sales director, who is based
in Dallas. “We don’t have a lot of
reps on the road.”

While they had picked up a few
new accounts, Krim and her col-
leagues, including the label’s de-
signer, Vivi Ta, thought the show
was slow, and they would analyze
whether to participate in it again.

Veteran wedding-dress mak-
er Kevin Lu, who launched his
Casablanca Bridal company in
1997 from Anaheim, Calif., was
taking a no-holds-barred attitude
on his enormous exhibition space,
which included a table of sand-
wiches, cookies, pasta salad and
wine; racks of wedding dresses;
and a small runway to show his
Casablanca label, which whole-
sales for $499 to $899, and his
higher-end Amaré Couture col-
lection, which has a wholesale
price of $899 to $2,000. The
gowns are manufactured in a fac-
tory that Lu owns in Yantai, China,
that employs 1,000 workers.

His labels are regularly seen at
bridal shows in Dallas, New York,
Chicago, England and Canada.
His philosophy is to connect with
as many retailers as possible and
get more eyes on his gowns. “It’s
show time,” he said, standing at
the edge of his space.

This was the second Los An-
geles Couture show for the Mon
Cheri Bridals company, based
in Trenton, N.J. Pamela Hender-
son, helping out with sales, said
last year’s show at Siren Studios
“was horrible.” The location was
difficult to get to for many buyers.
“This venue is better, but I don’t
think there have been as many
buyers,” she said.

But store buyers from the West
Coast and beyond were meander-

A display of Kenneth Winston wedding gowns
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Vince Shows Softness in Second-Quarter Sales

Vince, the contemporary womenswear
company born in Los Angeles and now head-
quartered in New York, reported some disap-
pointing financial results for its second quarter.

Net sales for the quarter ending Aug. 1
declined 10.4 percent to $80 million from
$89.3 million during the same period last
year. Wholesale sales dropped 21.6 percent
to $58.3 million while direct-to-consumer
sales through the company’s 42 Vince stores
and its online site jumped 44.7 percent to
$21.7 million.

On a positive note, Vince’s same-store sales
were up 13.4 percent, including e-commerce.

With such a sharp drop-off in sales, the
high-end clothing company had a $5 million
net loss for the second quarter compared with
a net income of $10.5 million last year.

The company’s financial results were an-
nounced days after Jill Granoff, the chief ex-
ecutive officer when the company went pub-
lic, left Vince. She was replaced by interim
Chief Executive Officer Mark Brody.

Brody said the second-quarter financial
results showed a major weakness in the
company’s wholesale sales with lower-than-
expected sell-through and customer reorders.
That in turn led to a significant increase in

inventory levels. “As a result, we elected to
write down current year product to estimated
net realizable value. In addition, our off-price
customers reported high levels of inventory.
In order for us to move forward with our
strategy to reduce sales to off-price retailers
and to enhance our brand positioning, we
made the decision to dispose of the vast ma-
jority of prior-year product,” he said.

Brody said the company is working to en-
hance its product assortment and improve its
operational performance with tighter invento-
ries and procurement practices.

—Deborah Belgum

Activewear Resources

Asher Fabric Concepts

2301 E. Seventh St #F107

Los Angeles, CA 90023

(323) 268-1218

Fax: (323) 268-2737

www.asherconcepts.com
sales@asherconcepts.com

Products and Services: In 1991, Asher Fabric
Concepts, based in Los Angeles, transformed the
apparel industry by offering cutting-edge, high quality,
“Made in US.A” knits for the contemporary fashion,
athletic, and yoga markets. Since then, the company
has become internationally known for its premium
quality, knitted constructions with and without span-
dex, along with its creative print design and application.
Asher Fabric Concepts provides fabric development,
knitting, dyeing, and finishing in addition to fabric
print design and printing capabilities based on each
customer’s needs. The company differentiates itself
from the competition by offering proprietary textiles and
by continually updating and innovating every aspect of
textile design and production. With an in-house design
team, new prints are constantly added to its collec-
tion, and color stories are updated seasonally. Asher
Fabric Concepts’ customers are leaders with strong

brand recognition in the high-end, fashion-forward
contemporary markets. Whether it is dress wear-knits,
swimwear, active wear, sportswear, body wear, or inti-
mate apparel, Asher Fabric Concepts always delivers.

G + G Multitex Inc./Geotex

2445 S, Santa Fe Avenue

Los Angeles, CA 90058

(323) 588-3100

Fax: (323) 588-1499

info@multitex.us

www.multitex.us

Products and Services: GEOTEX Digital & Heat
Transfer Printing is a leading digital and roll-to-roll
sublimation printer based in Los Angeles. We specialize
in both small- and large-quantity printing projects with
the most competitive rates in the industry. Just in case
you don't have your own designs, we also carry a large
library of open line designs for you to choose from. Not
only do we carry an extensive selection of printable
fabrics, we can also print on your fabrics. Please feel
free to contact one of our associates for more info and
a quote on your unique project. Come visit us at the LA
International Textile Show, Booth PH11.

SMART Tiers

1400 Goldmine Road

Monroe, NC 28110

(800) 868-7111

Fax: (704) 289-6857

www.smartwicking.com

lance@dunnmfg.com

Products and Services: Best performance fabric for
Yoga and Activewear. S.MAR.T. Shirts and Fashions
are entirely American made and grown. Our goal is
to deliver superior comfortable athletic apparel that
works better and longer than any other in the area of
sweat management with 100% natural proprietary
organic fibers. This is achieved by our patent knitting
and finishing process, whereby sweat is mechanically
propelled away from the skin and into a distinct second
layer. The first soft tier uniquely keeps the skin dry with-
out the use of chemical treatments. Our soft silky inner
fibers provide extreme comfort, no more sogginess, and
a dry non-bacteria-growing microclimate. The outer
layer, designed for maximum evaporation dries quickly,
preventing condensation and odors caused by lingering
sweat, making you feel dry and cooler. This resilient
fabric combination has the added benefit of insulation
without causing the body to overheat or cool too quickly
when your exertion level varies or different outside
temperatures are encountered with solar protection.
Color blocking is standard in our Performance Ringer™
T-shirt. SMART stands for Sweat Management And
Removal Technology™ .

Spirit Athleisure

www.spiritathleisure.com

Products and Services: Spirit Athleisure launched
its Fall/Holiday Graphic Sweat Collection at ENK
Intermezzo in NYC to rave reviews from both buyers
and press. The collection features a garment dye
palette in soft Modal fleece and tri-blend knit fabrics.
Buyers loved the mixed-media details shown on the
dyed heather crop hoodie, which also features striped
lining in hood and inside cuffs and contrast draw-
strings. The graphics shown on the back of the jerseys
and hoodies bring a vintage athletic aesthetic—one
graphic piece from the collection reads, “GOOD VIBES”,
recalling a ‘70s feel. These details truly made the look
of Spirit Athleisure’s graphic sweats stand apart from
many other graphic lines in the market. Interested
buyers included Sweats Appeal Long Island, LULU's
in Del Mar Long Island, Ride and Reflect in New
Jersey, Reform in New Jersey and Infinity on Madison
Ave in NYC.
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Consulting = Design * Engineering = Installation
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To advertise in the Directory
of Professional Services & Business Resources
call June Espino 213-627-3737 x250
or E-mail: june@apparelnews.net

FIT, SHOWROOM, TRADE SHOWS, PRINT, COMMERCIAL, RLIKWAY

% 818-225-0526

teamragei@agemodels.com %
www.ragemodels.com |

Be a part of the September 25th Fiber/Fabric Special Section

BONUS DISTRIBUTION: -
LA Gift & Home Market LA Fashion Market AccessoriesTheShow/ Aﬁparél NE.WS
Shape Designers & Agents LA FAME/Moda Manhattan
LA Textile Show Premiere Vision NY DG Expo SF CALL NOW FOR SPECIAL RATES
LA Majors Market Surf Expo S::;e TERRY MARTINEZ (213) 627-3737 x213
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CLASSIFIEDS

Visit www.apparelnews.net/classifieds P 213-627-3737 Ext. 278, 280
to place your ad in our self-serve system F 213-623-1515

Jobs Available Jobs Available Johs Available

www.apparelnews.net

Kaen Kane

CUSTOMER SERVICE REP
Min 2 yrs. prior CSR in apparel industry.
Strong written/verbal communication. Exp.
with data entry & Ecommerce. Prior exp. han-
dling major retailers is a must. Prior AS400 &
EDI exp. a plus. Computer knowledge MS Of-
fice, Word, Excel. Bilingual English/Spanish a
must. Great benefits package. Fax your res.
to (323) 277-6830 or email in PDF or Word for-
mat only to: resumes@karenkane.com

MULTI-DIVISION WOMEN’S SLEEPWEAR
FIRM HAS IMMEDIATE OPENING FOR
THE FOLLOWING POSITION:
TECHNICAL DESIGNER

Exp'd TECHNICAL DESIGNER to support our
production development team. Must have
strong Photoshop/lllustrator/Excel skills & ex-
cellent drawing skills. Must understand gar-
ment construction & be able to apply POM’s &
Specs of garments to Tech Packs. Must be
very detailed-oriented. Send resume w/salary
hist. to: Emily Luna MGT Industries, Inc. 13889
S. Figueroa Street Los Angeles, CA 90061 Fax:
(310) 538-1343 E-Mail: eluna@mgtind.com

e MERCHANDISE COORDINATOR
Ladies hosiery company located in Van Nuys,
looking for fashion-forward, enthusiastic, hard-
working individual motivated by challenges.
Duties: ensure sample development and pro-
duction is received as ordered & on time from
vendors, track, receive, log & send samples.
Send tech packs to vendors, communicate
daily to manage sample organization, cata-
loging & archiving. Copyright filing, update line
lists. Ability to interface effectively with multi-
ple departments & ability to work indepen-
dently, need to have strong computer skills,
with working knowledge of Word & Excel, be
organized & detailed, knowledge of Photoshop
& lllustrator a plus. Salary: 13-15 per hour, 1
to 2 years exp. in apparel, email resume and
salary history to: Susie@dmisocks.com

MULTI-DIVISION WOMEN'S SLEEPWEAR
FIRM HAS IMMEDIATE OPENING FOR
THE FOLLOWING POSITION:
PRODUCTION PATTERNMAKER
With a min. of 5 yrs exp. Knowledge of bra or
daywear development, construction & grading

is a plus. Must have exp. in Sleepwear and
Daywear in both woven and knit fabrics. Expe-
rience with Gerber PDS 2000 or Optitex sys-
tem is required. Must be detail-oriented, able
to work independently, and have good commu-
nications skills. Send resume with salary his-
tory to: Emily Luna MGT Industries, Inc. 13889
S. Figueroa Street Los Angeles, CA 90061 Fax:
(310) 538-1343 E-Mail: eluna@mgtind.com

PRODUCTION COORDINATOR NEEDED
Gmt. manuf. looking for prof., highly detailed
and organized self-starter with min. of 5

years exp. Must be able to manage high vol-
ume orders/WIP. Denim exp. a PLUS. Profi-
ciency in Excel required. Excellent communica-
tion skills required. PT position to start. Email
resume to gmtsintl@gmail.com.

swatfame

truth in fashion™

ASSOCIATE DESIGNER
We are seeking Associate Designer for Jr.
Dress division. Ideal person must have mini-
mum 2 recent years experience in Dresses.
Must be experience in all aspects of design.
Will work closely with Designer and Sales
staff. Must be able to work in a fast tempo
environment. Must be extremely organized.
Send resume to hr@swatfame.com

PATTERN MAKER
Large, Privately held manufacturer, estab-
lished in 1964 needs a PATTERN MAKER. Ideal
candidates must have working knowledge of
Gerber PDS 2000, at least 2-3 yrs exp, excel-
lent communication skills, construction and fit
knowledge, basic computer sills in Outlook,
Word and Excel. Salary commensurate with
qualification. Excellent Medical & Dental Bene-
fits. Generous Profit Sharing & Pension Plan -
fully paid by the company. Letty Hernandez
HR Manager - Paquette Mfg. Fax #(323)780-
7792 E-mail: lIhernand@byer.com

1ST THRU PRODUCTION PATTERN
MAKER

Vava Voom Glam Factory is seeking a 1st
thru producrion pattern maker. We specialize
in Evening, Cocktail, Club dresses. Must have
exp. in dresses with strong skills in draping &
flat pattern making. Please submit resume to
ELEAL@VAVAVOOM.MODA

FABRIC & TRIM SOURCING
Fabric and Trim Sourcing Needed ¢Fabric and
trim development experience *Tracking ap-
provals and price negotiations ¢Product knowl-
edge textiles & garment construction **Bilin-
gual English and Mandarin is a Plus** Compen-
sation based on previous work experience.
Please email resume and pay history to
hrdept@mbwswim.com.

DESIGN ASSISTANT
Design Assistant needed for new designer.
Must have energy and drive for Junior fashion
industry. Experience of one year preferred,
but will consider applicant with strong intern-
ship background. Must be great team player
and have strong communication skills. Please
submit a resume with your contact informa-
tion to: Angie@kkcpa.com

1ST TO PRODUCTION PATTERNMAKER
Wilt is looking for an experienced 1st to Pro-
duction patternmaker - Must know Tuka. Mini-
mum 5 years exp. garment dye knowledge
preferred. email: parcandpearl@parcandpearl.
com

ACCOUNTS PAYABLE/ACCOUNTING
STAFF

Garment Manufacturer located around down-
town LA is looking for Accounts Payable with
2-3 years experience. Quick book hands on ex-
perience and computer literate, a must. Un-
derstanding of basic bookkeeping, a plus. Send
your resume to vitael0l@gmail.com

ACCOUNTS PAYABLE STAFF
A growing company in a fast-paced work envi-
ronment is seeking an accounts payable staff
who will handle the following tasks: -Process
vendors’ invoices for domestic & import. -Cut
vendors checks and prepare wire transfers. -
Help with HR and other administrative and ac-
counting functions. Candidate must be sharp
and quick with a min. of 2 yrs. experience and
proficient in QuickBooks and AS400. Please
email resume to jay@secretcharm.com or fax
to (213) 742-7755.

SOCIAL DRESS DESIGNER
We are seeking an experienced Social Dress
Designer. Ideal person must have minimum 3
yrs recent exp. in Social Dresses. Must be
exp. in all aspects of design that includes
sourcing fabric, trim, sketching with illustrator,
and trend research. Must be able to meet
deadiines and be extremely organized. Send
resume to hropps2015@gmail.com

PRODUCT DEVELOPMENT
COORDINATOR

Santa Monica based company seeks PRODUCT
DEVELOPMENT COORDINATOR w/ 5+ yrs exp.
in evaluating material performance & commu-
nicating across multiple product categories.
Organized. Detail-oriented. Strong time mgmt.
skills. Excl. written & verbal comm. skills.
Computer literate. « GREAT BENEFITS. FULL-
TIME * Email resumes to koirecruiter@koihapp
iness.com OR Fax resumes to (310)828-0091

Y
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BUSINESS ANALYST
NYD) Apparel is seeking an exp'd IT Business
Analyst. Interact with all functions of the orga-
nization to define/document processes; draft
and present proposals/design specifications for
business & systems enhancements; imple-
ment business enhancements through
process & systems improvement. Exp. work-
ing with Blue Cherry req'd. Excellent benefits
& work environment. No phone calls please.
Send res. & sal. hist. to: eric.ueno@nydj.com

CREDIT & COLLECTIONS MANAGER
Apparel Mfr based in LA area looking for sea-
soned expert in Dilution Concentration, Special
Collections, Chargeback Analysis, Vendor Com-
pliance. Customers include: Major, Specialty,
Big-Box & Wal-Mart. Limit aged/uncollected in-
voices. Communicate with Customers/Factors.
Prepare Mgt Financial reports. Proactive analy-
sis & professionally assertive to lead A/R Dept.
Email: hrcollections2015@yahoo.com.

parelNews

SALES ASSOCIATE
We are looking for an energetic seller with
telemarketing experience. Apparel Industry
knowledge and experience preferred. This is
an entry level sales position with room for
growth. College degree in advertising or
sales/marketing preferred. Please email your
resume to: terry@apparelnews.net
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Jobs Available Real Estate Buy, Sell and Trade

PRINT (TEXTILE) DESIGNER
Fantastic opportunity for a highly organized,
detail-oriented, team player to join a growing
women'’s, contemporary Swimwear/Dress
Company located in Los Angeles. Job requires
position to be current with market trends,
able to communicate with mills, provide com-
ments and approve strike offs. Ideal candidate
will have a degree in Graphic Design or re-
lated degree with a min. of 3 yrs textile work
exp., fluent in Adobe Photoshop, lllustrator for
PC and MAC platforms. Must be able to color
prints and put into repeat, as well as create
prints from scratch. Qualified applicants,
please fax resume to: 310.733.2135

PRODUCTION PATTERN MAKER
Fast paced JRS Company seeking a full time
Production Pattern Maker. Must be very com-
fortable with knits & woven tops and dresses.
Must be able to do paper and Gerber pat-
terns. 3 - 5 yrs. experience required. Starting
pay is based on experience. Please email re-
sume to: support@libertylove.net

appareinews.net/classifieds

GARMENT BUILDINGS
Mercantile Center 500 sq. ft. - 16,500 sq. ft.
Priced Right. Full Floors 4500 sq ft., Lights-
Racks-New Paint Power Parking Available-
Good Freight. Call 213-627-3754 Design Pat-
ternmaker Garment Lofts 300 sq ft-1,000 sq
ft. Call 213-627-3755

SPACE FOR LEASE
¢In newly renovated Anjac Fashion Building in
the heart of Downtown Fashion District ¢In-
dustrial, retail and office space also available
throughout the San Fernando Valley *Retail
and office space also available just south of
Downtown 213-626-5321 or email info@anjac.
net

WE BUY FABRIC!
1st/Prod. Patterns/Grading/Marking and Specs.
12 yrs on Pad System. In house/pt/freelance/
temporary in-house as well. Fast/Reliable. ALL
AREAS Ph. (626)792-4022

*WE BUY FABRIC!
WE BUY FABRIC! No lot too small or large. In-
cluding sample room inventories Silks,
Woolens, Denim, Knits, Prints, Solids Apparel
and home furnishings fabrics Contact Marvin
or Michael STONE HARBOR (323) 277-2777

Position Wanted

35 YRS EXP'D
1st/Prod. Patterns/Grading/Marking and Specs.
12 yrs on Pad System. In house/pt/free-
lance/temporary in-house as well. Fast/Reli-
able. ALL AREAS Ph (626-792-4022)

FREELANCE PATTERNMAKER
20 YEARS + Gerber 9.0 Pattern maker
:Dresses Jackets, Sportswear. Pattern Scan-
ning, draping . spec sheets (excellent technical
& verbal skills) Debora 562.857.1390 tdan-
clerl@verizon.net

~or classified advertising information:
call Jeffery 213-627-3737 ext. 280, emall classifieds@apparelnews.net or
visit www.appareinews.net/classifieds to place your ad in our self-serve system

ApparelNews

COMING SOON IN CALIFORNIA APPAREL NEWS

September 11
Cover: Fashion
NY Fashion Week Coverage

Textile Preview with Tech Focus and LA Textile
Resource Guide*

Findings & Trimmings Special Section

Fashion Faces

Bonus Distribution
AccessoriesTheShow/FAME/Moda Manhattan 9/19-21
LA Textile Show 9/28-30

Coterie NY 9/19-21

September 18
Cover: Textile Trends

New Resources

Freight & Logistics

Spot Check

Technology

Made in America

Fashion Faces
Bonus Distribution

LA Gift & Home Market 9/27-29
LA Textile Show 9/28-30

ApparelNews

Downtown LA Retail

omise but NO
Holds Pr o Success

) Jenue: Bigger
\XIBrfm Bigger Venue

September 25
Cover: Fashion
Fiber & Fabric

Fiber & Fabric Special Section*+
Industry Focus: Retail/Boutiques

Bonus Distribution
LA Gift & Home Market 9/27-29
LA Textile Show 9/28-30

LA Majors Market 10/5-7
Designers & Agents LA 10/12-14
Shape 10/12-14

LA Fashion Market 10/12-15

CALL NOW FOR SPECIAL RATES

TERRY MARTINEZ (213) 627-3737 x213
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