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Ever since PLM (Product Lifecycle Management) 
software was introduced to the apparel industry, the solu-
tion has been helping companies do everything from line 
planning to streamlining production by giving everyone 
involved in development access to the same real-time in-
formation. 

As familiarity with PLM’s capabilities has grown, so has 
the complexity of the supply chain as companies source 
materials and production around the world. 

To kick off a new focus on technology, California Ap-
parel News Executive Editor Alison A. Nieder recently 
caught up with executives from several technology provid-
ers to determine what brands, manufacturers and retailers 
look for in a PLM solution and how those needs change 
depending on size and market position. 

The story begins on page 8. 

PLM: Seeking a  
Simple Solution for a 
Complex Supply Chain

By Deborah Belgum Senior Editor
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THE VOICE OF THE INDUSTRY FOR 70 YEARS

The long-awaited moment may be here. The U.S. govern-
ment is expected to boost federal interest rates this month.

For nearly seven years, federal benchmark interest rates 
have been hovering around zero, but UCLA economists are 
predicting that the Federal Reserve will start lifting bench-
mark interest rates very soon as the economy continues along 
a measured growth path. 

By the end of 2016, those federal rates could inch up to 1.5 
percent, and by the end of 2017 they could reach 3.25 percent. 
“With the financial emergency long over, the unemployment 
rate indicating near full employment and the likelihood that 
inflation will soon approach its 2 percent target, we expect 
the Fed to begin normalizing interest rates by increasing the 
federal funds rate this month,” wrote UCLA Senior Econo-
mist David Shulman in the “UCLA Anderson Forecast for the 

Growing Economy 
Will Lead to Rising 
Interest Rates Soon

The founders of the high-end Oak stores, acquired by 
American Apparel two years ago, really want their stores 
back.

When they heard that American Apparel, which filed for 
Chapter 11 bankruptcy protection on Oct. 5, was planning to 
shutter the four stores—two in Los Angeles and two in the 
New York area—they offered American Apparel $600,000 to 
buy back the small chain. 

American Apparel rejected that offer, so the store found-

ers, Jeff Madalena and Louis Terline, turned around in mid-
November and countered with a $1.1 million proposal. That 
too was rejected.

But Madalena said the two sides continue to negotiate. 
On Nov. 19, the U.S. Bankruptcy Court approved a request 

by American Apparel to hold deep-discount sales at nine 
American Apparel stores it plans to close and at its four Oak 
stores. Most of those American Apparel stores are in New 
York and scattered around the country, but two are in Califor-
nia—one in Huntington Beach on Main Street and another at 

The first major shopping event of the 2015 holiday retail sea-
son is over, and analysts say business was great for e-commerce. 
However, business declined for bricks-and-mortar retail.

E-commerce market-research firm comScore, headquar-
tered in Reston, Va., said that digital business was stellar. 
Consumers spent $1.1 billion online on Thanksgiving Day. 
Online spending on Black Friday was $1.66 billion in desktop 
online sales, which was up 10 percent over last year.

ShopperTrak, a Chicago-headquartered e-commerce firm, 
released a statement on Dec. 1, which found that business for 
physical retailers declined on Thanksgiving. Retailers took in 
an estimated $1.76 billion on Thanksgiving Day, which was a 

12.5 percent decline compared to the same day last year. Con-
sumers spent $10.21 billion at bricks-and-mortar retailers on 
Black Friday, which was an estimated 11.9 percent decrease 
compared with the same day the previous year.

The market researchers still forecast that sales for physi-
cal retailers will increase 2.4 percent during the 2015 holiday 
season. Bill Martin, ShopperTrak’s founder, also stated that 
the success of holiday business does not rely on the perfor-
mance of a single day.

“It’s important to view the decrease in context. There are sev-
eral contributing factors, including fewer available store hours on 
Thanksgiving Day and a later Hanukkah, which is anticipated to 
push sales into December,” Martin said.

➥ Oak page 2

American Apparel Rejects Million-Dollar Offer to Buy Oak Stores 
By Deborah Belgum Senior Editor

THANKSGIVING CROWDS: Citadel Outlets in Los Angeles reported big shopping crowds on Thanksgiving night. 

Black Friday Weekend:  
E-commerce Up, In-Store Sales Down
By Andrew Asch Retail Editor

➥ Holiday Retail page 12
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Pacific Sunwear’s next high-profile line 
has almost nothing to do with surfboarding, 
skateboarding or action sports, which have 
been a focus for the Anaheim, Calif.– head-
quartered retailer with a fleet of 605 stores.

The retailer announced that it would col-

laborate with Jerry Lorenzo, a friend and 
fashion collaborator of Kanye West, the pro-
vocative musician and husband of reality TV 
celebrity Kim Kardashian. Lorenzo is best 
known for the high-end streetwear line Fear 
of God, which features bomber jackets, T-

shirts and other basics.
The Lorenzo PacSun 

collaboration line will be 
called F.O.G.

Gary Schoenfeld, Pac-
Sun’s chief executive of-
ficer, said that he hoped 
PacSun’s F.O.G. collection 
will be accessible to a wid-
er market. “We are proud 
to be partnering with Jerry 
in expanding his design 
reach by creating this more 
accessible new F.O.G. la-
bel, which reflects Jerry’s ongoing commit-
ment to high-quality fabrication, thoughtful 
detailing and purposeful silhouettes.”

Lorenzo said that the F.O.G. line was more 
than a diffusion brand. “I felt like we could 
work together to leverage PacSun’s resources 
and manufacturing expertise to make a col-
lection that reflected my design perspective 

and quality while still 
at a great price. In the 
end, I feel like we’ve 
created something 
more than a diffusion 
line of Fear of God 
but rather a totally new 
brand for a youthful 
audience that is appro-
priate and accessible.”

PacSun’s first run 
of the F.O.G. brand 
will feature 10 pieces, 
which range from a 

raglan-cut bomber to thermals, flannels, fleece 
tops and items with long hemlines and unique 
zipper details. The first run will be delivered 
on Dec. 11. The second is scheduled to be de-
livered at PacSun shops in late December. 

Core retail price points will range from 
$40 to $100. Outerwear will retail for 
$300.—A.A. 
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the Gilroy Outlet.
American Apparel’s purchase of Oak—an 

edgy store with expensive fashions—seemed 
a surprise when it was announced in 2013. 
Oak’s merchandise is pricy, and American 
Apparel’s goods are more affordable. 

Oak had only two stores in the New York 
area when it was bought by American Ap-
parel. The purchase price was low enough 
that American Apparel did not need to in-
clude the transaction in its filings with the 
Securities and Exchange Commission.

At the time of the purchase, former Amer-
ican Apparel Chief Executive Dov Charney 

said that the small retail chain had $5 million 
in annual revenues but could benefit from 
American Apparel’s retail know-how and 
manufacturing facilities to grow revenues.

After the American Apparel acquisition, 
Oak last year opened two stores in Los An-
geles. Also last year it briefly opened stores 
in Tokyo and Paris, but those soon closed. ●

Oak Continued from page 1

FIRE SALE: A “50 percent off” sale sign at the 
Oak store in downtown Los Angeles

After four years of designing almost every 
kind of top to put on a head—think baseball 
caps, broad-brimmed hats and beanies for 
the Original Chuck brand—John Putnam, 
the Los Angeles–area label’s founder, is go-
ing for an expansion.

He will introduce Original Chuck’s first 
full collection of men’s clothes. It is sched-
uled to be introduced at the Agenda trade 
show in Long Beach, Calif., next month.

For the inaugural line, Putnam looked for 
a creative director who could appeal to fash-
ion rebels and traditionalists. He recently 
announced that Mark McNairy has joined 
the brand as creative director. McNairy is 
perhaps best known for working with pop 
star Pharrell Williams’ line Billionaire Boys 
Club.

McNairy built a career on a style that he 
called “post-modern traditional.” The look 
has been embraced by stars of the hip-hop 
scene and established fashion tastemakers 
such as the Council of Fashion Designers 
of America and glossy magazines such as 
“GQ.”

“[McNairy] brings in traditional pieces 
and plays with them. … He built credibility 
with the tastemakers of the world,” Putnam 
said. 

In 2012, McNairy was featured in the GQ 
for Gap Best New Menswear Designers 
Collection. It was the same year that Todd 
Snyder and Johann Lindeberg—when the 
Swedish designer worked with the Blk Den-
im label—participated in the magazine’s 
program.

Along with Billionaire Boys Club, Mc-
Nairy also worked with Adidas with his 
own brand, Mark McNairy New Amster-
dam. He also serves as a creative director 
for the California-based subscription fashion 
retailer Five Four Club, which recently took 
the New York–headquartered designer out to 
the West Coast. 

The collaboration will be called Original 
Chuck by Mark McNairy. The first run 
will be a 25-piece line that will feature chino 
pants, jackets, woven shirts, headwear and 
accessories such as backpacks and eyewear. 
Pieces will wholesale for $30 to $60. Like 
McNairy’s previous work, it will be classic 
but with a sense of humor and sophisticated 
but based in an Americana heritage style, 
Putnam said. 

Original Chuck by Mark McNairy repre-
sents a new direction for Original Chuck but 
also one based on the line’s history.

Original Chuck is owned by Putnam Ac-

cessory Group Inc., a 20-year-
old company that has made 
private-label headwear and ac-
cessories for companies ranging 
from Neff, Young & Reckless 
to Zumiez Inc. and The Hun-
dreds, Putnam said.

The Putnam Accessory Group is housed 
in a 15,000-square-foot design center. In 
2014, revenue was under $20 million for the 
company and sales grew 20 percent from the 
previous year, Putnam said.

While Putnam Accessory will maintain a 
strong business in private label, in the past 
year it has built direct-to-consumer brands 
with performers and celebrities such as Nas, 
Future, Amber Rose and The Janoskians.

The celeb business is good, yet Putnam 
hopes to develop more of his own brands. 
“A focus for our business is to build more 
asset-based brands in the next few years. Our 
intention is to build legacy brands.”

For more information, contact Lucas 
Pierce or “The” Michael David at (323) 306-
1330 or themichaeldavid@originalchuck.
com and lucas@originalchuck.com.

—Andrew Asch

Original Chuck Taps Mark McNairy for First Full Collection

FIRST RUN: A prototype of a 
hat for Original Chuck by Mark 
McNairy

CHUCK CREW: From left, John Putnam, Lucas Pierce, Mark 
McNairy, “The” Michael David and Steve Fordiani

 Corrections and Clarifications

A story published Nov. 27 incorrectly 
noted that Kitson was acquired by Spen-
cer Spirit Holdings Inc.

Spencer Spirit, through its affiliate 
BHK Investments LLC, agreed to par-
ticipate as a lender to Kitson to provide 
greater liquidity for the company accord-
ing to Alecia Pulman, a public-relations 
representative who works on behalf of 
Spencer Spirit. 

PacSun Announces Line With Fear of God’s Jerry Lorenzo

Jerry Lorenzo
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Nation and California,” which was released on 
Dec. 2. The forecast extends through 2017.

While other countries around the world 
are still experiencing slow growth and chal-
lenges, the United States will move ahead 
at a good pace next year. Meanwhile, busi-
nesses will see a reprieve in the inventory 
glut that hung on through the summer. “The 
growth in real inventories declined from 
$113.5 billion in the second quarter to a 
more normal $90.2 billion in the third quar-
ter,” Shulman wrote in the report. 

With the majority of the inventory cor-
rection behind us, UCLA economists fore-
see a 3.1 percent expansion in the nation’s 
gross domestic product next year—the most 
vigorous since 2005 before the Great Reces-
sion took hold in 2008. 

Next year, bright spots in the economy 
will be in residential and commercial con-
struction. The new housing market is ex-
pected to see starts of 1.4 million units in 
both 2016 and 2017 compared with an esti-
mated 1.14 million units this year.

Another strong sector is the auto industry, 
with car sales speeding along. “Evidence of 
the robustness of consumer demand is com-

ing from red-hot automobile sales, where it 
now appears that selling rates on the order 
of 18 million units [this year] might be the 
new normal,” Shulman said, noting that low 
interest rates, a growing economy and low 
gas prices have fueled growth. 

The Golden State

Just as strong as the U.S. economy is 
California—home to high-flying technol-
ogy companies, real-estate developers and 
the entertainment industry. 

The state has been adding jobs at a faster 
clip than the United States, and that should 
continue into 2016 and 2017.

Growth areas will be in the business and 
professional services sector as well as lei-
sure and hospitality, said Jerry Nickelsburg, 
UCLA Anderson senior economist. 

Tourism has been on the rise this year, 
with record numbers of passengers arriving 
at the international airports in Los Angeles 
and San Francisco. 

International passenger arrivals were up 
20 percent this year over last year at Los 
Angeles International Airport and up 25 
percent at San Francisco International Air-
port. “In spite of the strong dollar, interna-
tional arrivals are increasing at a pretty good 
clip,” Nickelsburg said. “The second part of 
that equation may be lower fuel prices, which 
means transportation costs are lower.”

Next year, Nickelsburg anticipates that 
many U.S. tourists may prefer to keep their 
holiday plans limited to the United States 
because of so many overseas terrorism in-
cidents in Europe and other areas. “If they 
stay closer to home, where do they go? Cali-
fornia is one of the places you would think 
they would visit with the beaches, Hol-
lywood, Yosemite National Park and San 

Francisco,” he said. 
Another fast-growing sector in California 

is residential construction, which will con-
tinue to grow. “The new housing units per-
mitted increased over the last three months 
to levels last seen at the end of the 1990s,” 
Nickelsburg noted in the report. 

Housing construction remains dominated 
by apartment buildings, but that will change 
as payrolls grow and families want to ex-
pand into houses. 

After a slow start this year due to diffi-
cult labor negotiations, activity at the state’s 
seaports is revving up as U.S. residents have 
more money in their pockets to buy goods 
that are imported through gateways such as 
the ports of Los Angeles, Long Beach and 
Oakland. The Port of Los Angeles and the 
Port of Long Beach account for 40 percent 
of all the cargo-container volume coming 
into the United States. 

As of September, port activity [in the 
state] was at historically high levels equal to 
the peak in 2007, right before the economy 
nosedived, Nickelsburg noted. Imports are 
carrying the day, but exports have declined 
since 2013 because many of the nation’s 
major trading partners—Canada, China and 
Japan—have seen their economies cool off. 

Imports will continue to be strong from 
Asia, but exports will still lag. Canada and 
Japan will make a comeback, but China will 
take another two years before it starts grow-
ing more rapidly. 

With so many industries on the upswing, 
California’s unemployment rate should con-
tinue to decline from its current 5.8 percent, 
which is slightly higher than the nation’s 5 
percent unemployment rate. 

The UCLA Anderson Forecast calls for 
California’s total employment to grow by 
2.6 percent in 2015, by 2.1 percent in 2016 
and 1.4 percent in 2017. 

California’s payroll growth is a tad more 
vigorous, with salaries up 4.3 percent in 
2015 and predicted to grow 3.4 percent in 
2016 and 3.2 percent in 2017. 

By the end of 2017, the UCLA Anderson 
forecast calls for California’s unemploy-
ment rate to dip to 4.9 percent, close to the 
nation’s rate.

UCLA Anderson economist William Yu 
points out that employment at offices in the 
San Jose and San Francisco area have taken 
the lead in growth over office employment 
in Los Angeles.

One reason Los Angeles lags behind is 
that a significant number of jobs were lost 
in the finance sector after the financial crisis 
that began in September 2008 with the col-
lapse of Lehman Brothers, then the fourth-
largest investment bank, which filed for one 
of the largest bankruptcies in history.  

“We haven’t come back to the pre-reces-
sion peak,” Yu said, “but we are very close. 
There is a 2 percent gap.” 

Yu said Los Angeles needs to “enhance 
our human capital, starting with public edu-
cation and even preschool resources. In the 
21st century, human capital is the most im-
portant thing in this country.” ●

UCLA Continued from page 1

Source: California EDD, Anderson Forecast

California Regional Job Gain (Oct. 2014 to Oct. 2015)
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Dec. 5
Line and Dot sample sale
2807 S. Santa Fe Ave.
Vernon, Calif.

“Fashion Illustrator Using 
Photoshop CS6,” presented by 
Fashion Business Inc.
California Market Center, A792
Los Angeles

Dec. 12
“Line Sheets in Photoshop CS6,” 

presented by Fashion  
Business Inc.
California Market Center, A792
Los Angeles

Dec. 15
Speed Consulting at Fashion 
Business Inc.
California Market Center, A792
Los Angeles

Dec. 16
TALA Annual Christmas Party
Cooper Design Space
Los Angeles
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There’s more
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For calendar details and contact 
information, visit ApparelNews.
net/calendar.
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Joe’s Jeans, the publicly traded company 
in Los Angeles that makes blue jeans and 
other clothing, will be holding a stockhold-
ers’ meeting in January to approve a reverse 
merger that will see the company become 
the Differential Brands Group and traded 
on the Nasdaq.

In September, the financially struggling 
company, which was close to declaring 
bankruptcy, sold its flagship brand, Joe’s 
Jeans, to Sequential Brands Group and 
Global Brands Group Holding for $80 
million. Funds from the sale were used to 
retire Joe’s Jeans’ debt. 

Its other blue-jeans label, Hudson, re-
mains with the company and is being merged 
with the high-end label Robert Graham. 
The two will be combined into the Differen-
tial Brands Group.

At the January meeting, stockholders will 
be asked to approve a 1-for-30 reverse stock 
split. That means for every share of Joe’s 
Jeans, stockholders get 30 shares in the new 
company. 

A major stockholder in Joe’s Jeans is Joe 
Dahan, the label’s former creative director, 
who owns 17.3 percent of Joe’s stock. Da-
han now works for Sequential Brands but has 

promised to vote his shares in favor of the 
merger. Peter Kim, founder and chief execu-
tive of Hudson, owns 10.6 percent of the stock. 

When the reverse merger is complete, 
Michael Buckley, Robert Graham’s chief 
executive, will be the chief executive of the 
Differential Brands Group.

Also at the meeting, stockholders will be 
asked to approve naming five people to the 
new company’s board of directors. They are 
Sam Furrow, Joanne Calabrese, Kelly Hoff-
man, Suhail Rizvi and Kent Savage. They are 
the current board members for Joe’s Jeans. 

Joe’s Jeans has struggled financially. Its 
third-quarter financial results showed it had 
a $5.65 million profit on $18.7 million in net 
sales compared with a $276,000 profit on 
net sales of $25.7 million for the year-earlier 
period.

But for the first nine months of the fiscal 
year, Joe’s Jeans had a net loss of $19.3 mil-
lion on $61.3 million in net sales compared 
with a profit of $437,000 on $69 million in 
sales for the same period in 2014.

Joe’s Jeans started having financial prob-
lems in 2013 when it borrowed $90 million 
to buy Hudson for $97.6 million and then 
defaulted on its loans.—Deborah Belgum

Joe’s Seeks Approval for Reverse Merger

These suits and accessories for men, 
women, and children bring a fresh 
perspective to the swim marketplace.   

Bermies
In tribute to Bermuda, Bermies draws 
inspiration from the paradise islands’ 
“vibrant colors, crystal-clear waters, 
and pink sand beaches” for its cool 
and affordable line of men’s swimwear. 
Cut the trending slightly shorter length, 
the trunks are stretchy, breathable, 
fast drying, extremely comfortable, 
and, priced at $49.99 retail, affordable. 
Patterns are big at Bermies, with sharks, 
turtles, sailboats, scooters, and retro 
triangles currently in the mix. Sharkies 
is the bestseller here, “inspired by these 
magnificently restless ocean beasts” 
that “embody certainty, strength, and 
power while mastering a sense of 
beauty and grace.” The Bermies target 
customer, between the ages of 18 and 
30, has helped build the company’s 
community through its @bermies 
Instagram account, “where users share 
their pictures from their adventures 
around the world.” 

Frogglez Goggles
For any parent who has struggled to pull 
swim goggles on a kid only to watch 

them slide 
off or fill with 
water, Frogglez 
understands 
your pain. The 
company made 
its name by 
creating the 
first hassle-
free, stress-
free, patented, 
noncompetitive 

goggles, which use a unique headband-
like strap design of soft neoprene that 
keeps them firmly, but comfortably, 
in place. And if the kids pull them 
off? Frogglez Goggles float. Originally 
designed for the children’s market—and 
hugely successful there—Frogglez is 
looking to expand the brand with adult 
models and other Frogglez-branded 
accessories. Frogglez Goggles come 
in a variety of brilliant colors, but blue 
Frogglez are the number one seller at 
resort boutiques, swim schools, and 
retailers small and large. 

I-Play
I-Play Inc. believes in the merits of 
mixing parents 
and their 
children in a 
pool: “Water 
play is a fun 
way for parents 
and children to 
bond to support 
physical, 
mental, and 
emotional 
development.” 

As the original swim-diaper 
manufacturer with more than 20 years 
of experience, I-Play also has made sure 
that nothing else is mixing in the pool. 
Parents of babies from newborn to 3 
years old appreciate I-Play’s unique, 
patented, and approved swim-diaper 
design, which includes a waterproof 
layer, absorbent layer, and wicking liner. 
The Snap Reusable Absorbent Swim 
Diaper is the bestseller, but the latest 
innovations include comfort seams 
around the legs and waist, easy-lock 
snaps for those quick changes, and 
stretchy, lightweight material that 
enables the freedom of movement every 
tadpole needs. 

Jacque Designs
If you ask the folks at Jacque Designs 
what’s new, they say, “We are!” 
Launched at the start of 2015, the 
company is set to 
show its second 
collection while 
continuing to 
make available its 
first collection of 
six sexy bikinis, 
all of which were 
retail hits. Jacque 
is inspired by “a 
Californian boho-
chic style”—
bikinis made of 
the highest-quality 
materials in the trendiest designs, yet 
affordable.” The “Sydney” suit was a 
customer favorite from season one and 
will remain available in black and another 
“versatile” color to come when 2016 
launches. Jacque’s prediction? “Women 
who like to exhibit an extremely styled 
look while lounging, women who enjoy 
athletic water activities, women who 
are simply getting their much-needed 
Vitamin D, or women doing all of these 
things will need this suit.”  

Paramount Swimwear
Hong Kong–based Paramount 
Swimwear is the great enabler of all 
swim designers, wholesalers, and 
retailers, from mass merchants to better 
specialty and department stores, for 

girls, juniors, 
missy, and 
plus swimwear. 
The company, 
which has its 
own factory in 
China, offers 
“endless” 
capabilities 
and gives its 
customers 
direct pricing 

and the opportunity to increase their 
margins. Paramount can custom-design 
a program at a variety of price points 
under its in-house brands or work with 
retailers “to help them develop their 
own styles and directions” with the aid 
of its New York sales and development 
staff. Paramount’s designers, who scour 
the globe for inspiration, are currently 
“loving the influences of sportswear 
and activewear within the market, and 
we try to incorporate this in our styles.” 
Also prominent: boho trends and “trim 
playing a big part as well.” 

Check out these brands at the next Surf 
Expo, in Orlando, Fla., Jan. 14−16.

Innovative, Creative—
and Affordable

advertisement

L Brands Inc. posted great sales on No-
vember, the start of the holiday retail season.

Same-store sales increased 7 percent over 
the same month last year for the parent brand 
of Victoria’s Secret, PINK, Bath & Body 
Works, La Senza and Henri Bendel.

But overall November was tough for many 
of the retailers followed by the California 
Apparel News index. Zumiez Inc., the mall-
based action-sports retailer, posted a 13.8 
decline in November sales.  Retail giant Gap 
Inc. declined 8 percent. The Buckle Inc., the 
mall-based retailer with a fleet of 469 stores, 
posted a decline of 7.9 percent. Off-pricer 
Stein Mart Inc. also posted a decline of 4.8 
percent.

Retail analyst Adrienne Yih Tennant of 
Wolfe Research wrote in a Nov. 30 preview 
of the month’s business that the U.S. experi-
enced generally warm weather during No-
vember. The balmy weather reined in demand 
for cold-weather clothes, which hurt sales.

In the preview, she also wrote that Black 
Friday weekend was “generally a disappoint-
ment.” Although, she said that during the 
weekend, boutiques were busy at American 
Eagle Outfitters, Express and Hollister 

as well as L Brand’s Pink and Bath & Body 
Works divisions.

 Many businesses reported earnings for 
their third fiscal quarters. Zumiez reported a 
same-store-sales decline of 7.3 percent. Net 
sales declined 4.2 percent to $204.3 million 
from $213.3 million in the same quarter in the 
previous year.

Rick Brooks, Zumiez’s chief executive 
officer, forecast a same-store decrease of 14 
percent to 16 percent for its fourth quarter of 
2015. “With the fourth quarter off to a slow 
start combined with tougher sales compari-
sons ahead, we believe it’s prudent to maintain 
a cautious outlook for the remainder of fiscal 
2015,” he said. 

Tilly’s Inc. also announced on Dec. 2 re-
sults for the third fiscal quarter for its 2015 fis-
cal year. Same-store sales increased 3.9 per-
cent for the Irvine, Calif.–based retailer. On 
Dec. 2, Pacific Sunwear of California Inc. 
also posted results for the third quarter of its 
2015 fiscal year. Same-store sales for the quar-
ter decreased 3 percent.  The forecast for its 
fourth fiscal quarter ranged from a decline of 
3 percent to an increase of 3 percent in same-
store sales.—Andrew Asch

RETAIL SALES

November Sales Tough
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FINDINGS & TRIMMINGS

1. 3A Products Thread “Twist Metallic”
2. J.N. Zippers & Supplies Corp. #5 Plastic 
Silver Mirror Lamé, #5 Plastic Gold Mirror Lamé 
and #5 Plastic Tape, Mirror Gold Teeth
3. Appliqués With Glitz Inc. #ACT190 “Bayley’s 
Yardage”
4. Appliqués With Glitz Inc. #ACT139 “Cynthia 
Yardage”
5. Midori Ribbon RSL00207 “Scalloped Trim”
6. 3A Products Rhinestone Zipper
7. Emsig Manufacturing Corp. #A3695

8. Emsig Manufacturing Corp. #BW086631
9. Dara Inc. #B39KN71407-AG
10. Dara Inc. #B410011/40L
11. Dara Inc. #B34XN97936
12. Dara Inc. #B41008/28L
13. Dara Inc. #B39KN71413-AG
14. Appliqués With Glitz Inc. #ACT116 “Sophia 
Large Stone/Pearl Accent”
15. Appliqués With Glitz Inc. #ACT200 “Dora”

1. Finotex hangtag, labels and ribbon
2. Zohar Industries zipper
3. Emsig Manufacturing Corp. “Hardware” 
4. Emsig Manufacturing Corp. #A2895 
5. Emsig Manufacturing Corp. #A3583
6. Emsig Manufacturing Corp. #BW084731
7. Emsig Manufacturing Corp. #A3522
8. Emsig Manufacturing Corp. #A3752
9. Emsig Manufacturing Corp. #A2463
10. Seram America Inc. #N021004XT

11. Dara Inc. #B34M-1522N/28L
12. Dara Inc. #B16L-1104/28L
13. Dara Inc. #B02-0491/40L
14. Emsig Manufacturing Corp. Spider Pin
15. Emsig Manufacturing Corp.#A3946
16. Midori Ribbon #RV10006 “Vintage 
Lavender Floral”
17. Midori Ribbon #RV10004 “Vintage Blue 
Floral”

JEWEL BOX

NATURAL SELECTION

1. California Label 
Products hangtag and 
labels
2. Finotex hangtag and 
labels
3. Trim Networks labels
4. Emsig Manufacturing 
Corp. #SQ141171
5. J.N. Zippers & Supplies 
Corp. #5Horizontal Stripe 
Coil
6. Dara Inc. #0621-1067, 
left; Dara Inc. #0621-
1010, right
7. Satab USA #1956 
“Dentelle Annush”
8. Satab USA #711 
Grosgrain “Dag”
9. Satab USA #7352 
“Galon Gaia”
10. Satab USA #7328 
Grosgrain “Free” 

1. Dara Inc. zipper
2. Cuteque International Inc. 
“Daisy With Rhinestone and 
Beads Stitches in Center”
3. Cuteque International Inc. 
“Fabric Flower With Glass 
Beads Stitches in Center”
4. 3A Products Thread “Sew 
It All”
5. Zohar Industries zipper
6. Satab USA #7401 
“Passepoil Elina”
7. Dara Inc. #X-0544 and 
#X-0027
8. Seram America Inc. 
#NSER527ZT/0000
9. California Label Products 
label
10. Finotex label
11. J.N. Zippers & Supplies 
Corp. #5 Plastic Rainbow 
Mirror Lamé Zipper
12. Satab USA #1515 “Ruban 
Tisse Sil”

1. J.N. Zippers & Supplies Corp. magnetic 
snap
2. J.N. Zippers & Supplies Corp. 1" flat 
D-ring 
3. J.N. Zippers & Supplies Corp. 3/8" 
swivel trigger hook
4. J.N. Zippers & Supplies Corp. 1" tri-bar 
slide
5. J.N. Zippers & Supplies Corp. 1" swivel 
lever hook
6. Emsig Manufacturing Corp. #A3838
7. Seram America Inc. #N020965XT
8. Seram America Inc. #N020961XT
9. Zohar Industries zipper
10. J.N. Zippers & Supplies Corp. #5 Print 
Tape Metallic Coil Leopard #NN1014

1. Cuteque International 
Inc. “Embroidery on Satin Ribbon”
2. Cuteque International Inc. “Lime 
Peony”
3. 3A Products Thread “Sew It All”
4. Dara Inc. #0621-1075
5. Dara Inc. #0621-1074
6. Emsig Manufacturing Corp. 
#A3191
7. Finotex labels
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FINDINGS & TRIMMINGS

3A Products 
213) 749-0103 
www.us3A Products.com

Appliqués With Glitz Inc./ 
Lords and Ladies Inc. 
(888) 344-5480 
appliqueswithglitz.com

California Label Products 
(310) 523-5800 
www.californialabelproducts.
com 
  

Cuteque International Inc. 
(626) 287-1705 
www.cuteque.com

Dara Inc. 
(213) 749-9970 
www.DaraIncUSA.com

Emsig Manufacturing Corp. 
(212) 563-5460 
www.emsig.com

Finotex 
(800) 786-0007 
www.finotex.com

J.N. Zippers & Supplies Corp. 
(650) 871-8838 
www.zprz.com

Midori Ribbon 
(800) 659-3049 
www.midoriribbon.com

Satab USA USA 
(908) 510-0342 
www.satab.com

Seram America Inc. 
(646) 590-0296 
www.seram.com

Trim Networks 
(213) 688-8550 
www.trimnetworks.com

Zohar Industries 
(323) 544-4444 
www.zoharzippers.com 

1. Zohar Industries zipper
2. Zohar Industries zipper
3. Finotex label
4. Trim Networks label
5. California Label Products label
6. J.N. Zippers & Suppliers Inc. #5 Plastic 
Sunshine Ombré Strip

7. Seram America Inc. #N021000
8. Seram America Inc. #N02100C
9. Seram America Inc. #N020220XU/0000
10. Seram America Inc. #M02098XT
11. Satab USA #1809 “Ruban Resille E”

1. Cuteque International Inc. 
“Yellow Peony”
2. Cuteque International Inc. 
“Dahlia With Stone Stitched 
in Center”
3. Dara Inc. X-0217D
4. Seram America Inc. 
#N020389XT
5. Seram America Inc. 
#N020971XU
6. Seram America Inc. 
N020395XT
7. Trim Networks label
8. Emsig Manufacturing 
Corp. #M9129 “Niagara 
Twin” and Industrial Strength 
Melamine
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sales offices across america
ChiCago*MiaMi*Dallas*New York*PhilaDelPhia*seattle
*Nashville*saN FraNCisCo*los aNgeles*North CaroliNa

New eMsig oFFiCes Now oPeN iN korea aND vietNaM.  

YOUR #1 GLOBAL RESOURCE FOR
QUALITY, INNOVATION, DEPENDABILITY, DISTRIBUTION

Emsig is the largest manufacturer of Melamine buttons in the world

mANUFACTURING A FULL SELECTION OF
buttons • buckles • closures • swimwear accessories

New styles each seasoN

CELEBRATING
OUR 87TH

ANNIVERSARY

Patch
a3222
Beige
availaBle in other colors

THe aBoVe real leaTHer BUTToNs Will Be iN sTocK for immeDiaTe 
DeliVerY BY Dec. 15 from oUr coNNecTicUT-BUTToN facTorY.
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When companies come to you looking 
for a PLM solution, what are they looking 
for? Are companies’ PLM needs different 
depending on their size and their market? 
Do those needs change over time? 

Gary Barraco
Amber Road
Director, Global Product Marketing
www.amberroad.com

We’ve had strong interest in product test-
ing and social compliance—but product 
testing is becoming more important now 
with the U.S. Customs and Border Patrol’s 
(CBP) Automated Commercial Environ-
ment (ACE) becoming the Single Window 
in December. What’s happening now is 
CBP is streamlining all trade information 
through ACE, creating a single, electronic 
view of all import and export requirements. 
Previously, traders needed to submit the 
same information to multiple agencies mul-
tiple times. U.S. importers (and exporters) 
electronically file using ACE, with the fil-
ing typically done by your customs broker 
or your 3PL. 

Single Window improves operations for 
both the importer and the various Partner 
Government Agencies (PGA) by providing 
a single portal for the importer to electroni-
cally submit all information to comply with 
CBP and other government regulations. 
The information would then be assessed 
electronically by the relevant government 
depar tmen t s  and 
agencies (47 in all), 
resulting in border-
related decis ions 
t ransmit ted elec-
tronically back to the 
trader.

As importers, this 
means you need to 
turn in certificates of 
compliance (CoC) 
stating the product 
has been tested and 
is compliant with 
certain regulations 
upon entry into the 
United States.  This is not the current re-
quirement under the Consumer Product 
Safety Improvement Act (CPSIA), which 
states the importer of record needs to pro-
vide the CoC on request, typically when 
screened at the port. [With Single Window], 
the certificate of compliance or conformity 
is now going to be required on every ship-
ment. 

There’s a new burden on making sure that 
products are tested and meet all of the regu-
lations based on the country it’s sold into. 
Oregon, Washington State, Maine, Califor-
nia and Illinois have placed additional levels 
of regulation on some goods, which means 
you also need to turn in whatever is going to 
be necessary for the state level. And if you 
are selling that same product to multiple 
countries, this gets really complex. 

Social compliance often goes hand-in-
hand with that also. You don’t need to turn 
in documentation for social compliance in 
order to [clear customs], but now we have 
tools for restricted-party screening. You 
want to look at all of the suppliers you’re 
dealing with to make sure your supply chain 
is clean. It’s similar to the conflict minerals 
ruling, [which prohibits companies from] 

buying from a black-listed supplier. 
If you look at product testing, if you im-

port 100 T-shirts or 100,000 T-shirts, you 
still need to have that test done. The de-
mand from the regulatory side is the same 
regardless of the size of the shipment or the 
size of the organization. Just because Nike 
is bringing in a billion shipments a year 
doesn’t mean Modell’s Sporting Goods has 
to do anything less. They’ve got the same 
requirements. So from a regulatory perspec-
tive, there is no de minimis. Modell’s has 
to make the same investment that Nike is. 
That’s a huge burden on small and medium 
enterprises. The best way to streamline the 
processes is to automate using a technology 
platform such as Amber Road’s. The solu-
tion allows for tracking of each PO (pur-
chase order) and the testing status, ensuring 
the goods will have a certificate of compli-
ance for entry.

Mark Burstein 
President of Sales, Marketing and R&D
NGC Software
www.ngcsoftware.com

When companies are thinking about a 
PLM solution, what they really seek is vis-
ibility of the product lifecycle from concept 
through delivery. They are also looking for 
faster speed to market, more efficient design 
processes and tighter collaboration with 
their supply-chain partners. Often, the deci-
sion to invest in PLM is a result of a com-

pany’s  success 
and rapid growth; 
companies can’t 
keep pace with 
the growing num-
ber of lines, their 
SKUs are prolif-
erating, and they 
need to establish 
more consistency 
in product fit and 
quality. These are 
all  signs that a 
company is ready 
for PLM.

C o m p a n i e s 
look for a PLM solution that is designed for 
the fashion industry. They want a product 
that is especially designed for their industry 
and software companies that have in-depth 
understanding and experience in fashion 
and apparel.

The beauty of a modular approach to 
PLM is that companies can get the function-
ality they need now and expand later. 

Typically, the core functionalities are 
implemented in the first phase, followed 
by supporting functionalities in later phas-
es. Core functionality includes product 
specifications and approval tracking, cost-
ing, sample management, PO delivery and 
WIP (work in process) tracking, logistics, 
and calendar management. These are the 
basic building blocks for the concept-to-
delivery model. 

Later phases of a PLM implementa-
tion often include line planning, vendor 
onboarding and compliance, product and 
material testing, and production quality 
management. Once the system has been live 
for a period of time, it’s time to add busi-
ness intelligence (BI) tools to start tracking 
metrics and setting goals for continued im-
provement.

Technology Q&A Continued from page 1

Gary Barraco
Amber Road

Mark Burstein
NGC Software
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Luis Velazquez
Director of Business Development
Lectra North America
www.lectra.com

Successful companies look for PLM 
systems for one main reason: They have 
a strategic goal in mind and their current 
systems and processes are preventing them 
from reaching that goal, or at the very least 
slowing them down. I know this is a very 
general statement, and it is general on pur-
pose because strategic goals can vary quite 
a bit from company to company depending 
on size, market, maturity as well as many 
other business realities. The important thing 
is that their investment in PLM be linked to 
reaching a well-defined strategic goal and 
that the technology be tied to a thorough re-
vamping of business processes. 

When a company is small, often they are 
looking for a way to get their tech packs 
out in a uniform way. They are interested 
in costing, approvals and other basic items. 

These guys are many times just trying to 
keep their heads above water as they expe-
rience growth and look to manage increas-
ingly complex business models. Larger 
companies can have additional needs that 
center around risk management and improv-
ing quality. This may include things like as-
sessing environmental impact, documenting 
the social-responsibility records of their 
vendors and trade partners, more ownership 
and accuracy around fit, and better com-
munication tools such as integrated 3-D for 
globally dispersed teams.

Dr. Andreas Seidl
Chief Executive Officer 
Human Solutions Group
www.human-solutions.com

I find that no matter what size a com-
pany is, there are two highly important is-
sues with regard to a PLM system. Firstly, 
companies want to design one seamless de-
velopment process that becomes transpar-
ent and manageable via PLM and includes 
teams, sites and partners worldwide. The 
second issue is the integration of the key 
software tools along this process. It is these 
two factors that have the most impact on 
quality, time and cost saving—and that is 
the pressure most companies are experienc-
ing at the moment. They need to get their 
collections to the store faster, and every 
cent saved on the way will be beneficial to 
the company’s results. A PLM system that 
truly matches a company’s ways of working 
can help to achieve this. That is why PLM 
GoLive offers overall system integration, a 
full reference process, and availability in 
the form of desktop, Web or cloud software. 
Any market segment has its special demands 
in terms of process design. In my opinion, a 
true fashion PLM should fulfill any of these 
demands, like the management of multiple 
products and their great number of product 

variants, or individual process flexibility 
for apparel for men, women and children. 
However, a company and its processes 
naturally change, as do its PLM needs. So 
maximum flexibility and the ability to up-
grade to new technologies in the market 
would be a must for me—and that rules 
out any system that requires a lot of legacy 
programming. Our philosophy is fast adap-
tation and as much flexibility as possible. 

Rick Ludolph
Founder and President
Productive Solutions LLC
www.productivesol.com

As a provider of system evaluation and 
implementation services, we see a growing 
number of small- to medium-sized busi-
nesses taking their first steps into PLM. 
Fashion companies often look to us for help 
in defining the scope of their PLM needs, 
finding their best system/vendor fit, craft-
ing an implementation plan and getting the 

biggest bang for 
their PLM buck.

P L M  s y s -
tem capabilities 
continue to ex-
pand to include 
more processes 
both upstream 
and downstream 
from the core 
product-devel-
opment focus. 
Beyond product 
da ta  manage-

ment, bills of materials and tech-pack capa-
bilities, many of today’s fashion executives 
and entrepreneurs want to leverage expand-
ed PLM functions for materials manage-
ment, line planning, workflow management, 
sourcing and compliance.

Generally speaking, the needs of small- 
and mid-sized fashion companies are quite 
similar, but they evolve over time. Early 
in their PLM initiatives, many companies 
want to leverage traditional PLM features 
to tackle basic best practices. For example, 
their initial goal may be to transition all of 
their design and preproduction data into a 
PLM system so that designs, product speci-
fications, costing information and fabric/
trim libraries are centralized and captured in 
digital format instead of on paper, in spread-
sheets and disparate computer programs. 
They also may want to drive more product-
development communications through the 
PLM solution, reducing reliance on emails, 
faxes and phone calls.

After achieving these early wins, which 
can result in significant business improve-
ments, some fashion businesses consider 
PLM’s expanded capabilities. For instance, 
they may want to reduce physical sample 
rounds by utilizing 3-D sampling technol-
ogy, which is integrated into some PLM 
programs. They may decide to leverage 
PLM line-planning capabilities, drawing 
on historical sales data and social-media in-
dicators to help them make well-informed 
decisions on the next season’s collections. 
Some companies are even using PLM to 
generate 3-D showrooms so that retail buy-
ers can view their collections digitally any-
time, anywhere.

The scope of a fashion company’s opera-
tions can drive differences in PLM system 
requirements. For example, while most 
companies need to share product informa-

Luis Velazquez 
Lectra North America

Dr. Andreas Seidl
Human Solutions Group

Rick Ludolph
Productive Solutions LLC

➥ Technology Q&A page 10

YKK® Authorized Distributor

Specializing in all kinds of 
zippers with fast delivery and 
excellent customer service

We deliver all over the world

Recycled Hangers

Flat Plastic Bags

YKK® Authorized Distributor

Specializing in all kinds of 
zippers with fast delivery and 
excellent customer service

We deliver all over the world

Recycled Hangers

Flat Plastic Bags

Zohar Industries
4851 S. Alameda St.
Los Angeles, CA 90058
323-544-4444 phone
323-544-4000 fax
info@zoharindustries.com
www.zoharzippers.com
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tion and track both internal and external processes, a small 
company with in-house product-development teams and a 
local contractor network may not have the same collabora-
tion and systems integration needs as a large, global enter-
prise.

With finite human and capital resourc-
es, small- and medium-sized apparel busi-
nesses often benefit from implementing 
an out-of-the-box fashion PLM solution 
that can provide immediate solutions to 
their most pressing needs, such as gain-
ing visibility and control over preproduc-
tion processes and accelerating time to 
market. The key is to invest in a system 
with the flexibility to grow with their busi-
ness. Their solutions provider should be 
ready, willing and able to add capabilities 
and extend the PLM solution to address 
the demands of growth and supply-chain 
complexity.

Matthew Klein 
Partner
Backbone PLM
Backboneplm.com

Companies that come to us interested in PLM are attract-
ed to several benefits. The top ones are:

Cloud-based product data. Having all product-related in-
formation in one central hub (in the cloud) makes collabo-
rating with teams across multiple geographies seamless.

Automated tasks. PLM automates things such as file stor-
age, time stamping, PDF generation and report generation. 
PLM incentivizes the user by taking the product information 
they’re going to create anyway but then aggregates that info 
and quickly creates reports with it. Therefore, a line plan can 
be created in seconds using the images they uploaded for 
their tech packs, consolidating many steps.

Bird’s-eye view. PLM offers a bird’s-eye view of your 

product-development process. To find where a button is be-
ing used across multiple styles is as simple as clicking a 
button. Without PLM, it would require someone manually 
going through each style to find this information. With com-
pany’s SKU counts in the hundreds, this can be a very tire-
some task. Filtering systems help you narrow down seasons, 

divisions and product categories to help you find the infor-
mation you need fast.

Recycling product data. Reusing design components 
helps save both time and money, avoiding additional devel-
opment fees. Also, many users create new styles from previ-
ous, like styles to save time and maximize their productivity, 
which all can be done with a few clicks of a button.  

The interesting thing is a fashion company’s develop-
ment process from one company to the next is very similar, 
which is why a turn-key PLM such as Backbone works for 
companies across multiple product categories and markets. 
Not much varies depending on size and market; we have 
clients with two users and others with 10 who use the same 
platform and tools. Their process may differ slightly, but it’s 
mostly semantics. 

As a company gets larger, they may need more integration. 
Usually, they will need a PLM that talks to their ERP (elec-
tronic resource planning), their inventory manager, or creates 
merchandising worksheets and production purchase orders. 

Colleen Grass
Director of Business Development
FAN PLM
www.fanplm.com

Brands approach us for different reasons and at different 
times. 

Most every company starts out using 
Excel and email to track everything from 
design to development, production, all the 
way to sales samples. FAN PLM caters to 
lifestyle, footwear and apparel brands, so 
we see brands come to us for a few differ-
ent reasons:

Explosive growth. A company is grow-
ing so quickly that they can’t manage the 
data, so they hire more people, but things 
still fall through the cracks. This kind of 
bandage brings down morale and can fi-
nancially kill a brand. 

Amount of data. Brands with constantly 
evolving product lines and new seasons 

throughout the year amount to a massive volume of infor-
mation that must be tracked. Tracking products through 
their lifecycles with resources such as Excel, Smartsheets 
and email are very quickly outgrown. When companies can 
bring their factories and sourcing agents into specific parts 
of the system, without security issues, it reduces time, mis-
takes and eliminates hidden costs.

Reducing head count. Adding head count to analyze, 
track and make sense of the numbers becomes a financial 
burden. C-levels start to recognize that they need a robust 
system that can analyze and make sense of the data. A prop-
er PLM system such as FAN’s can provide insight that is 
otherwise unachievable. 

They don’t know what they don’t know. Oftentimes com-
panies are also looking to introduce best practices. Imple-
menting a PLM system that has been built based on years 
of experience in their specific industry offers new practices 
that can streamline the entire lifecycle process. A good PLM 
system should be able to grow in a complementary fashion 

Technology Q&A Continued from page 9

Matthew Klein 
Backbone PLM

Bill Brewster
Gerber Technology

John Murphy
Apparel Magic

Colleen Grass
Fan PLM
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to the brand’s growth without breaking the bank.
Global communications. Companies are constantly chal-

lenged to communicate with factories. Sending tech packs, 
transferring design files or emailing Excel files are all riddled 
with challenges and room for error. Using a cloud-based sys-
tem allows everyone access to real-time info and provides for 
that single version of the truth. 

Bill Brewster
Vice President and General Manager,  
Enterprise SW Solutions
Gerber Technology
www.gerbertechnology.com 

Gerber Technology’s YuniquePLM is Web-based prod-
uct lifecycle management software that helps the fashion 
and apparel industries communicate effectively, accelerate 
workflows and eliminate errors. YuniquePLM was devel-
oped by industry professionals with practical experience in 
design, product development, supply-chain solutions and 
manufacturing and connects the creative teams to the supply 
chain to get the right products to market, on time and at the 
right cost.

YuniquePLM is a truly collaborative platform that pro-
motes communication all along the supply chain, aiding 
businesses in standardizing their processes for development 
and product information. Companies seek out PLM systems 
and partnerships in order to better communicate and col-
laborate—first internally and then with their supply-chain 
partners.

Initial implementation of a PLM system is typically 
centered on consolidation of product data and information 
and creating a solid tech pack that can be used with ven-
dors. YuniquePLM integrates with all of the tools used in 
the industry, such as Adobe, textile design software, and 
pattern-making and marker-making CAD software, includ-
ing Gerber Technology’s solutions such as AccuMark 3D 
visualization systems.

The need for access to information and collaboration 
along the development and production processes cuts across 
businesses of all sizes, and YuniquePLM is effective for all 

types and sizes of companies. In fact, we recently intro-
duced YuniquePLM In The Cloud as a way to offer flexible 
and scalable PLM software without the need for an IT infra-
structure, so it is a platform users of all sizes (and particu-
larly smaller companies) will be able to embrace.

In the case of larger businesses, however, the benefits of 
PLM can be more significant because companies can col-
laborate across their own multiple brands and product lines. 
As an example, this access allows for the material aggrega-
tion and visibility across product lines, brands and divisions, 
which drives increased cost-saving opportunities. These re-
ductions in time-to-market and opportunities for cost sav-
ings can also be applicable through the entire supply chain.

True collaboration and communication comes with con-
tinued use and integration of PLM, particularly in the ar-
eas of cost management and bills of materials. Over time, 
businesses and their supply partners can work to achieve 
global strategic goals together, including collaboration on 
full sourcing and line and range planning. 

John Murphy
Chief Executive Officer
ApparelMagic 
www.apparelmagic.com

Companies look to ApparelMagic’s PLM features when 
they need to track every important requirement during the 
product’s development and selling lifespan. From the very 
beginning stages, when designs are being reviewed, fabrica-
tions tested, specs revised, and when important decisions are 
made regarding sourcing and raw material choices, high-vis-
ibility PLM is not a luxury, it’s a mission-critical necessity.

Smaller companies who outsource production still need 
to record whether and when a garment has met compliance 
requirements (such as CPSIA, Prop 65, etc.). That’s why 
Mulberribush owner David Feinberg credits ApparelMagic 
for “the ability to trim costs, by better understanding the 
entire product and sales environment—labor, materials, pro-
duction cycles, customer buying patterns.” 

And larger companies, who typically control broader as-
pects of the development and supply chain, rely on Apparel-

Magic to track every important sign-off date and document 
reference in the testing and compliance process. According 
to Seven Licensing’s President and Chief Financial Officer 
Peter Akaragian, “Whether it’s a redesign to enhance the 
product’s appeal or a change in available fabric and sourc-
ing, we use ApparelMagic’s PLM to determine our options 
and respond effectively.”

ApparelMagic’s unique “event history” tracking and doc-
ument linking means that whether data is stored directly in 
our system or referenced by document number, the manag-
ers have instant access to requests, responses and the current 
status of certifications. They can even call up instant images 
of the certificates themselves.

But PLM requirements go far beyond formal certifica-
tions. ApparelMagic also presents a unified view of product 
history, including lab dips, customer approvals, details on 
the origin and consumption of raw materials, management 
of design sign-offs, technical drawings and photo images of 
garments, trims and accessories.

Once the product has survived the development process, 
ApparelMagic provides in-depth analysis of its sales perfor-
mance and relative contribution to the bottom line. Rank-
ing and analytical reports provide decision support to justify 
expanding the product, revising or retiring it, based on clear 
visibility of its performance over time. Badgley Mischka 
President Christine Bell Currence states, “ApparelMagic’s 
PLM system has given us a significant boost in efficiency in 
many different departments. We use the system throughout 
the company to share data with designers, customer-service 
agents, production and inventory-control departments, even 
our warehouse fulfillment partners.”

Today’s most advanced and competitive players require 
a PLM that is light years ahead of what was expected even 
five years ago. Web access to far-flung offices and personnel 
is demanded. Drag and drop image management is essen-
tial. Onboard email integration for transmitting transactions, 
tech packs and approval forms is expected. By meeting these 
demands, ApparelMagic strives to give the modern apparel 
company, whether startup or industry veteran, the best PLM 
tools for success.●

 Corrections and ClarificationsINDUSTRY FOCUS: technology
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The National Retail Federation, a Washington, D.C.–
based trade group, said more than 151 million people shopped 
during Thanksgiving and Black Friday weekend, according to 
a Nov. 29 statement.

The average amount spent per person was $299.60, accord-
ing to the NRF. More than half—51.6 percent—of gift purchas-
ers said they bought a clothing item during the Black Friday 
weekend.

Some retailers say the next few weeks will be a tough wait 
until people rush to malls and boutiques for last-minute gifts. 
Others forecast that they will en-
joy steady business until a week 
before Christmas, when their 
stores will enjoy a spike of shop-
ping. Market researchers and 
Wall Street analysts are parsing 
shopping data and forecasts to de-
termine whether business for the 
holiday season will turn out to be 
good or whether the biggest shop-
ping season of the year will be a 
disappointment. 

Black Friday was a big day 
at South Coast Plaza, the Costa 
Mesa, Calif.–based luxe retail 
center, where 200,000 people 
passed through the mall, said 
Deborah Gunn Downing, South 
Coast Plaza’s executive director for marketing. 

At Los Angeles’ Beverly Center, retail traffic was slightly 
up compared with Black Friday last year, said Susan Vance, 
marketing and sponsorship director for the Taubman-owned 
mall. Lines were long for the center’s fast-fashion and juniors-
oriented emporiums, such as Uniqlo, XXI Forever and H&M. 
Shoppers also lined up early to take advantage of Macy’s door-
busters. Vance noticed an increase in attendance of tourists—
mostly Chinese nationals, whose tour groups took them to the 
center to shop the Black Friday sales.

The Citadel Outlets, just south of downtown Los Ange-
les, reported full parking lots during the weekend, including a 
1,000-space, nine-level parking structure that was unveiled on 

Nov. 20, said Traci Markel,  the center’s director for marketing.
Markel said that shoppers were attracted to the outlet mall 

for its low prices. Brand-name clothing is sold 30 percent to 
70 percent off full price at the Citadel’s stores. Weather also 
cooperated. After hot temperatures pushed back demand for 
outerwear during October and November, it got cold in the 
Los Angeles area around Thanksgiving. People wanted to buy 
sweaters and outerwear, Markel said.

Another lucky break was the lack of rain during shopping 
hours on Thanksgiving weekend. “We’re keeping an eye on 
El Niño,” she said of the weather system forecast to drench 
the West Coast in the next few months. “Los Angeles doesn’t 

like rain. If we can stave off rain, 
sales can stay strong throughout 
December.”

For street-front boutiques such 
as LASC in West Hollywood, 
Calif., Small Business Satur-
day, the day after Black Friday, 
was a day devoted to shopping 
at independent retailers, said 
Don Zuidema, co-owner of the 
men’s boutique. Zuidema noted 
that business was good on Small 
Business Saturday, which was 
Nov. 28.  He also forecast that 
business would climb during the 
holiday retail season.

“Our holiday business is usu-
ally slow until around the 15th of 

December, and then we see a big uptick in sales as customers 
prepare for the holidays. The business continues for the week 
between Christmas and New Year’s since so many people are 
on vacation, visiting Los Angeles. There are many parties for 
the New Year,” he said. 

Business exceeded forecasts at e-commerce emporiums 
Revolve and Forward by Elyse Walker, according to Mi-
chael Karanikolas, a cofounder of both emporiums. He and 
Michael Mente, another cofounder at Revolve and Forward, 
originally predicted that sales would double over last year. 
But sales tripled.

Revolve rarely does promotions, Mente said. But it offered 
20 percent off assorted items, which attracted more shoppers. 

The e-commerce emporiums’ Thanksgiving and Black Friday 
weekend’s business increased because more shoppers pur-
chased goods through e-commerce and m-commerce (sales 
placed via mobile phone and tablets), Karanikolas said. 

Half of Revolve and Forward’s sales came from mobile 
devices, Karanikolas said. “When half of sales comes in 
from mobile devices, it paints a compelling picture of how 
the consumer is continuing to change,” he said. A desire for 
convenience is boosting an increase in shopping through 
smartphones and other mobile devices. Karanikolas noted 
that the increase of m-commerce echoed his sites’ traffic 
through the rest of 2015. Throughout the year, half of his 
sites’ shoppers made purchases through mobile devices.

While the excitement from Black Friday is still fresh, 
Wall Street analysts have not been nearly so enthusiastic 
about holiday retail sales. 

The NRF forecast that winter holiday retail sales will in-
crease 3.7 percent compared with last year, when sales in-
creased 4.1 percent. In a statement, Matthew Shay, the NRF’s 
president and chief executive officer, said there are plenty of 
bright spots in the U.S. economy: U.S. unemployment is low, 
just 5 percent, according to the Bureau of Labor Statistics. But 
Shay forecast in an Oct. 8 statement that American shoppers 
would make purchases “prudently and deliberately.”

In a Nov. 30 research note, Liz Pierce, an analyst for 
Brean Capital, said that while shopping centers were 
busy during the Black Friday weekend, retail traffic did not 
reach “the shopping frenzy of seasons past.”  There were no 
“must-have” items that precipitated changes in wardrobes 
like there have been in the past.

Because 2015 was the hottest year on record, most con-
sumers have not purchased outerwear and warm-weather 
clothing for the year. Most retailers are still working through 
their cold-weather inventory, despite offering generous dis-
counts during Black Friday weekend, she said. “Have the 
sales even made a dent?” she asked in a separate interview.

She also thought that the sales offered by retailers were 
not much different than the ones offered through the rest of 
the year.

“Your ‘Buy One, Get One 50 Percent Off’ sale is almost ev-
ery day of the year. What is so special about that?” Pierce said. 
“Maybe we’re at an impasse. Retailers must get off a merry-go-
round in terms of promotional craziness,” she said. ●

START OF SEASON: Retailers offered big promotions to 
kick off the 2015 holiday retail season. Pictured above, 
signs advertising sales Thanksgiving night at Macy’s in 
South Coast Plaza in Costa Mesa, Calif.
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California Label Products
13255 S. Broadway
Los Angeles, CA 90061
(310) 523-5800
Fax: (310) 523-5858
Contact: Tasha
www.californialabel.com
info@californialabel.com
Products and Services:  California Label Products wishes you Happy 
Holidays! In today’s market it’s all about branding. And 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 labels. Our 
product list consists of woven labels, printed labels, custom hangtags, 
and heat transfers. We also have a service bureau for your price 
tickets and care labels needs, with quick turn time and great pricing. 
We are dedicated to setting the highest standard of excellence in 
our industry. Above all, we value quality, consistency and creating 
solutions that work for you. Check our website for a full product list 
or call or email us.

Dara Inc.
3216 S Broadway
Los Angeles, CA 90007 
www.daraincusa.com
(213) 749-9770
Products and Services: Established in August of 1984, Dara Inc. is 
a credible distributor of the highest-quality trims, threads, notions, 
beauty and nail art materials, as well as arts and crafts products; it 
is known to the apparel, arts and crafts, and beauty Industries. With 
over 30 years of the highest quality of service, Dara Inc. has posi-
tioned itself as one of the industry’s top leaders throughout Southern 
California and has received significant national and international 
recognition for its excellence. Our most valuable asset is the ease of 
doing business due to our huge array of products, making it a “one-
stop-shop” for all of our clientele’s needs. 

Elite Labels USA
5 Penn Plaza, 19th Floor,
(Midtown Manhattan)
New York, NY 1001
(212) 849-6880
M: +44 (0) 7570 183 438
Contact: Stuart Lee

elite-usa@elitelabelsltd.co.uk
www.elitelabelsltd.co.uk
Products and Services: Elite Labels USA has now opened its new 
offices in New York.  Elite Labels is a leading clothing/apparel label 
supplier with over 30 years of industry experience. Our clients include 
the most prestigious names in fashion, much-loved high-street 
retailers, the character-license industries, and edgier brands look-
ing to enhance their credibility with a niche audience. Whether you 
are a small manufacturer or a group servicing large retail markets, 
our in-house design and production approach offers an integrated, 
one-stop service for all your label requirements. We work closely 
with our customers, developing and innovating, and we are thus fully 
equipped to meet the demands of the ever-changing trends in label-
ling and branding concepts.  We are confident that we will be able to 
meet all your needs, giving you the very best in personal service and 
finished product at a highly competitive rate. We can manufacture and 
distribute from USA, UK, Portugal, Turkey, UAE, Egypt, India, Sri Lanka, 
Pakistan, Bangladesh, and China.

Emsig Manufacturing  
Corporation
263 W. 38th St., 5th Floor
New York, NY 10001
(800) 364-8003, Ext. 309
sales@emsig.com
www.emsig.com
Products and Services: Our real leather buttons will be in stock for 
immediate delivery by Dec 15, 2015, from our Connecticut button fac-
tory.  We constantly have been developing new and different effects 
made out of melamine resins, which is the strongest, most durable 
material in the button industry. This is not a petro chemical material, 
does not support combustion, and can take hundreds of washings 
without loss of color finish or luster. The pearl-like buttons in shirt 
sizes shown in the ad can take a PSI (pounds per square inch) of 
1,800 PSI. There are truly unbreakable. We have been supplying all 
branches of our military for over the past 73 years. Our plants in Asia 
operate on the same quality and people standards as we have here in 
America. All our plants are open for inspection.

Progressive Label
2545 Yates Ave.
Commerce, CA 90040
(323) 415-9770

Fax: (323) 415-9771
Info@progressivelabel.com
www.progressivelabel.com
Products and Services: Progressive Label is dedicated to helping 
companies develop and showcase their brand identity. From logo 
labels and hangtags to care/content labels and price tickets, we will 
develop, produce, and distribute your trim items worldwide. We spe-
cialize in producing custom products that will meet your design and 
merchandising needs. Our mission is to deliver high-quality products 
at competitive prices, wherever they are needed for production. We 
understand the rush nature of this industry and strive to meet the 
tight deadlines facing our customers. Another important part of our 
business is FLASHTRAK, our online ordering system for price tickets. It 
‘s a great tool for placing and tracking price ticket orders and will soon 
be expanded to include custom products and care labels.

Zohar Industries
Zohar Industries
4851 S. Alameda St.
Los Angeles, CA  90058
(323) 544-4444
Fax: (323) 544-4000
info@zoharindustries.com
www.zoharzippers.com
Products and Services: Zohar Industries is a YKK authorized distribu-
tor specializing in all types of novelty zippers with fast delivery and 
excellent customer service. We have been in business over 25 years 
and we are proud in our outstanding and friendly service combined 
with excellent products and fast delivery.  We deliver zippers  all over 
the world, including but not limited to China, Vietnam , EU countries, 
North Africa, Central America and more. We are a perfect match to 
a company with contractors in various locations around the globe 
who needs a superior quality control with their trim. We also offer 
recycled hangers and flat plastic bags. Please visit our website to 
view the catalog. 
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ASST./ASSOC.	DESIGNER

Seek	ing	Asst./As	soc.	level	De	signer	for

women's	cloth	ing	line.	 Must	have	strong	Il	lus	‐

tra	tor/Pho	to	shop	skills.	 Must	be	self	mo	ti	‐

vated,	or	ga	nized,	team	player.	 Knowl	edge	of

gar	ment	spec	and	tech	packs	pre	ferred.

Knowl	edge	of	so	cial	me	dia	pre	ferred.	 Email	re	‐

sume:	kates.	bobi@	gmail.	com.

ASSISTANT	FIT	TECHNICIAN

Pre	pare	&	is	sue	FIT	com	ments	from	PROTO-

Ship	ment.	Must	be	able	to	com	mu	ni	cate	with

fac	to	ries	on	FIT,	con	struc	tion,	ma	te	ri	als,

changes	etc.	Rec	og	nize	solv	ing	bal	ance	&	FIT

is	sues.	Must	have	knowl	edge	of	specs,	points

of	mea	sure	ments	gar	ment	con	struc	tion	&	pat	‐

terns.	Com	puter	skills:	Il	lus	tra	tor	(a	must),

Pho	to	shop.	Must	be	de	tail	ori	ented,	have

strong	writ	ten	&	ver	bal	com	mu	ni	ca	tions	skills.

Must	be	or	ga	nized,	flex	i	ble,	work	well	un	der

pres	sure	&	be	a	team	player.	Must	have	3-5

yrs’	exp.	in	fit	ting	and	fit	com	ments................

TO	AP	PLY:	Sub	mit	your	on	line	pro	file	&	salary

his	tory	to	EMAIL:	hrman	ager	hir	ing@	gmail.	com

FREELANCE	DESIGNER/MERCHANDISER

In	dian	Ap	parel	Co.	en	gaged	in	ca	sual	&	con	‐

tem	po	rary	wear	for	ladies,	jr,	chil	drens	&

mens	look	ing	for	DE	SIGNER	who	can	give	de	‐

signs,	tech	packs,	print	de	signs	on	pro	ject	ba	‐

sis.	She/He	should	pos	sess	am	ple	exp.	in	all

above	ar	eas,	par	tic	u	larly	in	ladies	wear.

Should	have	good	knowl	edge	about	In	dian	Ap	‐

parel	In	dus	try.	If	the	can	di	date	is	in	ter	ested	&

ca	pa	ble	to	do	mar	ket	ing,	mer	chan	dis	ing	can

en	gage	the	can	di	date	for	tak	ing	care	of	their

ex	ist	ing	&	bring	ing	new	cust.	on	com	mis	sion

ba	sis.	Would	like	to	meet	can	di	dates	from	8th

Dec.	thru	12th	Dec.	De	tails	send	to:	thomas@	

avi	dapp	arel	s.	com	&	suresh@	avi	dapp	arel	s.	com

SALES	ASSISTANT

Trim	Man	u	fac	tur	ing	com	pany	seek	ing	can	di	‐

date	for	full	time	po	si	tion	with	1	year	exp.	re	‐

lated	to	sales,	com	puter	skills,	de	tail	ori	ented,

good	peo	ple	skills,	to	fol	low	up	with	cus	tomers

in	the	Ap	parel	In	dus	try.	Email	re	sumes	to:

ariela@	lab	elte	xusa.	com

FIELD	QUALITY	CONTROL	PERSON

Busy	Ju	nior	dress	com	pany	seek	ing	field	qual	‐

ity	con	trol	per	son	to	check	cut	ting,	sewing,	in	‐

line	in	spec	tions	and	au	dits.	5	years	exp,	own

car.	Email:	Richard@	bai	leyb	luec	loth	ing.	com

ASSISTANT	TEXTILE	DESIGNER	/

COLORIST

Must	have	abil	ity	&	ex	pe	ri	ence	in	de	vel	op	ing

and	ex	e	cut	ing	CAD	de	signs	for	tex	tile	PRINTS.

Ju	nior/Con	tem	po	rary	mar	ket.	Pho	to	shop	skills.

E-mail	Re	sume	:	net@	cou	ture	text	ile.	com

SPEC	WRITER

•Must	be	able	to	write	spec	i	fi	ca	tion	sheets.

•Must	have	exp.	cre	at	ing	line	sheets.	•Must

be	de	tail-ori	ented,	and	pos	sess	the	abil	ity	to

work	well	un	der	pres	sure.	 •Must	be	pro	fi	cient

in	PC	ap	pli	ca	tions.	•Can	di	dates	must	have

min.	1	yr	exp.	•Gar	ment	con	struc	tion	knowl	‐

edge	a	must.	Swat-Fame	of	fers	a	great	work	‐

ing	at	mos	phere,	com	pet	i	tive	ben	e	fit	pack	age.

Qual	i	fied	exp.	can	di	dates	fax	re	sumes	to	626-

934-5201	or	email	to:	HR@	swa	tfam	e.	com

TECHNICAL	SWEATER	DESIGNER

LA	Area	Women’s	Ap	parel	Mfr--Ju	niors,	Plus-

Size	&	Missy.	Fash	ion	and	Cut-n-Sew

sweaters.	Li	ai	son	be	tween	De	sign	&	Pro	duc	‐

tion.	Tech	Pack	de	vel	op	ment	&	im	port	sam	ple

spec	ver	i	fi	ca	tion.	Pos	sess	lead	er	ship	qual	i	ties

to	in	de	pen	dently	an	a	lyze	&	prob	lem-solve.

Sea	sonal	sto	ries	for	Line	of	fer	ings.	Clearly

com	mu	ni	cate	&	co	or	di	nate	needs.	Must	have

es	tab	lished	Sweater	fac	tory	re	la	tion	ships.

Send	re	sume:	swea	ter	de	signer@	gmail.	com

CUSTOMER	SERVICE	PERSON

Rapidly	grow	ing	Con	tem	po	rary	Knitwear	Com	‐

pany	based	in	Santa	Mon	ica	is	look	ing	for	a

full	time	cus	tomer	ser	vice	per	son.	Ideal	can	di	‐

date	should	be	an	en	er	getic	all	around	team

player,	have	ex	cel	lent	ver	bal	and	writ	ten	com	‐

mu	ni	ca	tion	skills,	an	out	stand	ing	work	ethic,

and	the	abil	ity	to	han	dle	and	pri	or	i	tize	a	range

of	cus	tomer	ser	vice	re	spon	si	bil	i	ties.	Ex	pe	ri	‐

ence	with	Full	Cir	cle,	Mi	crosoft	ex	cel	and	Mi	‐

crosoft	word	is	a	plus.	Du	ties	to	in	clude	but

not	lim	ited	to:	•In	ter	na	tional	ship	ping/doc	u	‐

ments	•Al	lo	ca	tion	•Or	der	en	try	•Cus	tomer

sup	port	•Re	turns	•In	voic	ing	•fil	ing.	Please

send	your	re	sume	to:	Jaci@	360	swea	ter.	com....	

No	phone	calls	please!

ACCTS	RECEIVABLE	ANALYST

Highly	de	tailed	as	sertive	A/R	An	a	lyst.	Iden	tify,

re	search	&	dis	pute	charge	backs.	Credit

Memos.	Strong	writ	ten/ver	bal	com	mu	ni	ca	tion.

Work	with	Fac	tor	&	Cus	tomers.	Ven	dor	Com	‐

pli	ance	Guide	lines	for	ma	jor,	spe	cialty	&	big

box	re	tail	ers.	AS400,	Mi	crosoft	Of	fice.	Email:

tla	man	tain@	sel	fest	eemc	loth	ing.	com

SALES	ADMIN	ASSISTANT

High-en	ergy,	pas	sion	ate	work	ethic	for	fast-

paced	en	vi	ron	ment.	Strong	writ	ten/ver	bal

com	mu	ni	ca	tion,	con	sis	tent	fol	low-up,	de	tailed,

multi-task	and	or	ga	ni	za	tional	skills.	Abil	ity	to

co	or	di	nate	needs	from	mul	ti	ple	ar	eas	to	meet

dead	lines.	Write/Re	vise	Or	ders,	Sam	ple	Re	‐

quests.	Mi	crosoft	Of	fice	and	AS400.	Ap	parel	In	‐

dus	try	ex	pe	ri	ence	crit	i	cal.	Send	re	sumes	to:

tla	man	tain@	sel	fest	eemc	loth	ing.	com

.....................WAL-MART....................

PRODUCTION	COORDINATOR

Re	tail	Link,	CTL	and	Wal-Mart	Test	ing	re	quire	‐

ments.	Fab	ric	knowl	edge	for	knits/wo	vens.

Sub	mits	track	ing	and	ap	provals.	Li	ai	son	btwn

Prod	and	Tech	De	sign.	Fac	tory	com	mu	ni	ca	‐

tion.	Ex	cep	tional	fol	low-up	skills.	Crit	i	cal	sense

of	ur	gency	for	high-vol	ume	pro	duc	tion.	Send

res.:	tla	man	tain@	sel	fest	eemc	loth	ing.	com

PRODUCTION	PATTTERNMAKER

Min.	5yrs	exp.	In	Denim	a	Must	-	Ex	per	tise	in

Shrink	age	&	Sewing	pre	ferred	-	Bot	tom	&

Tops	exp.	Help	ful.	--Email	Re	sume	w/Salary

His	tory	to:	hrre	source755@	gmail.	com

GRAPHIC	ARTIST/DESIGNER

AI	&	Pho	to	shop	ex	per	tise	a	must	-	De	tail	Ori	‐

ented	w/Cre	ative	Eye	-	Denim	Exp.	Help	ful	--

Email	Res.	w/Sal.	Hist.	to:	hrre	source755@	

gmail.	com

TECH	DESIGNER

Min.	3yrs	exp.	In	Denim	Req	-	Knowl	edge	of

Denim	Con	struc	tion	crit	i	cal	-	AI/Pho	to	shop	&

Ex	cel	Pro	fi	cient	 --Email	Re	sume	w/Salary	His	‐

tory	to:	hrre	source755@	gmail.	com

FULL	CHARGE	BOOKKEEPER

Grow	ing	L.A.	denim	mfr.	is	seek	ing	a	dy	namic

full	charge	book	keeper.	Ap	parel	in	dus	try	exp.

is	req'd.	Du	ties	in	clude	gen	eral	ledger	main	te	‐

nance,	cash	man	age	ment,	ac	cts	re	ceiv	able,	ac	‐

cts	payable,	pay	roll,	man	age	ment	re	port	ing	&

in	ter	fac	ing	with	the	Com	pany’s	CPAs.	Knowl	‐

edge	of	Quick	Books	is	req'd	&	knowl	edge	of

Pa	cific	Ap	parel	Sys	tems	is	pre	ferred.	Sub	mit

res.	&	sal.	re	quire	ments	to:	info@	coh	nhan	dler.	

com

KNIT	SALESPERSON

L.A.	based	con	tem	po	rary	line	seek	ing	an	en	‐

thu	si	as	tic	strong	in-house	knit	sales	per	son

with	a	proven	track	record	&	sales	exp.	Can	di	‐

date	must	have	knowl	edge	of	cut	&	sew	knits

with	cur	rent	ma	jor	store	con	tacts.	 Com	puter

skills	&	travel	are	a	must.	Send	res.	&	sal.

hist.	to:	JOB	SHR000@	GMAIL.	COM

IN-HOUSE	SALES	PERSON

STAN	DARD	FAB	RICS:	HIR	ING	A	SEA	SONED	IN

HOUSE	SALES	PER	SON.	 Email	re	sume	to:

abra	ham@	par	amou	ntte	xtil	e.	com

PRODUCTION	PATTERNMAKER	AND

TECH	PACK	WRITER

PRO	DUC	TION	PAT	TERN	MAKER:	Must	have	5

yrs.	Exp.	with	Stretch,	Rigid	Denim	fab	rics,

Knits,	jer	sey,	top,	bot	tom,	women,	kids,	&	men

lines.	Well	Or	ga	nized,	de	tailed	ori	ented	with

sense	of	ur	gency.	Must	know	how	to	work

with	shrink	age,	grad	ing,	nest	read	ing,	fit	ting,

some	mark	ing,	specs.	Must	know	how	to	use

Op	ti	tex	Sys	tem	&	some	hand	pat	tern	mak	ing

_______________________________	_	_	_	_	_	_	_	_	_	_	_	_	_	_	_	_	_	___

TECH	PACK	WRITER:	Must	have	3	years	ap	‐

parel	man	u	fac	tur	ing	ex	pe	ri	ence,	Pho	to	shop,	Il	‐

lus	tra	tor	and	Ex	cel.	Must	in	ter	act	with	Pro	duc	‐

tion,	Sam	ple	and	Pat	tern	Room	and	De	sign	ers.

Will	work	with	new	de	vel	op	ments	and	con	‐

cepts,	Must	be	fa	mil	iar	with	sewing	in	struc	‐

tions,	metic	u	lously	de	tail	ori	ented.	Must	be

team	player	with	a	sense	of	ur	gency.	Sub	mit

re	sume	to:	jobs@	rob	insj	ean.	com

SALES	ASSISTANT	WANTED

Con	tem	po	rary	hand	bag	com	pany	is	look	ing

for	in-house	sales	per	son	with	great	phone

skills	&	2-5	years	min.	exp.	in	men’s	and/or

women’s	fash	ion	ac	ces	sories…	please	email

your	re	sume	to:	david@	dom	inie	luxu	ry.	com

14-15.classifieds.indd   14 12/3/15   7:08 PM



APPARELNEWS.NET    DECEMBER 4–10, 2015   CALIFORNIA APPAREL NEWS  15

apparelnews.net/classifieds

Lines WantedBusiness Opportunity

December 11
Cover: 2015 Newsmakers
E-tail Spot Check

Salute to Suppliers & Services 
Advertorial

December 18
Cover: Fashion
2015 Retrospective and 
Financial Industry Review
Retail Report

Fashion Faces
Activewear Special Section

December 25
Cover: Year in Review
70th Anniversary Fashion Retrospective
Surf Report
Technology

Technology Advertorial

January 1, 2016
Cover: Retail 
Surf Report

Fashion Advertorial
Waterwear

Bonus Distribution
SoCal Materials Show 1/5–6
Agenda Long Beach 1/7–8

Swim Collective 1/8–9
AccessoriesTheShow/FAME/
ModaManhattan 1/10–12
Surf Expo 1/14–16

COMING SOON IN CALIFORNIA APPAREL NEWS

How a New Free-Trade 

Agreement Would Affect U.S. 

Textile and Clothing Makers

One of the biggest free-trade agreements ever negotiated 

by the United States could be a done deal by the end of this 

year. But it is still unclear how the Trans-Pacific Partner-

ship will affect textile and apparel makers that manufacture 

in the United States.

One of the key items in the new free-trade agreement 

with 11 other countries is whether there will be a yarn-for-

ward rule. Under the North American Free Trade Agree-

ment and the Dominican Republic–Central America 

➥ Made in America page 3

SAN MATEO, Calif.—Fall fashions, Immediate Sum-

mer items and accessories filled the nearly 105,000-square-

foot space at the San Mateo Events Center for the June 

21–23 run of Fashion Market Northern California. 

“It’s one of the most successful regional markets,” said 

Nina Perez, a former Northern California sales represen-

tative now based in Los Angeles, who still travels to the 

region for her “loyal following.”  

Buyers Looking for Immediates and 

Fall Merchandise at Fashion Market 

Northern California

By Deborah Belgum Senior Editor

By Christina Aanestad Contributing Writer
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THE VOICE OF THE INDUSTRY FOR 70 YEARS

MADE IN AMERICA

The Stronghold to Move  

Abbot Kinney Store, Plans 

Retail Expansion

The Stronghold, which bills itself as Los Angeles’ oldest 

clothing label, will be making some new moves.

The 120-year-old label is scheduled to relocate its Abbot 

Kinney Boulevard store, also called The Stronghold. The 

label also plans to expand its e-commerce and bricks-and-

mortar retail in the next 12 months.

The Stronghold will move into a 1,200-square-foot space 

on the west side of a 3,600-square-foot building, which has 

housed its retail, design and administrative operations since 

➥ Stronghold page 2

By Andrew Asch Retail Editor

Contemporary collection Clear / Kai Milla bowed on the runway at the L.A. Convention Center 

as part of the BET Awards festivities. For more looks from the show, see page 8.Clear Launch

01,2,3,6,7.cover.indd   1
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Downtown LA Retail 

Holds Promise but No 

Guarantees for Success

Almost every night, bars and restaurants are hopping in 

downtown Los Angeles, a once-blighted area that is going 

through an unparalleled boom, but boutique retailers don’t 

feel like they entirely share in the city’s new prosperity.

Earlier this year, a group of boutiques in downtown’s 

historic core neighborhood—Pale Violet, Curio, Haus of 

Love, and Buttons and Bows, a resale boutique co-owned 

by Karen Marley, daughter of reggae legend Bob Marley—

all shuttered. It gave pause to the momentum that seemed 

to be driving a high-end boutique retail boom, taking place 

in a neighborhood that is experiencing a wave of housing 

construction and debuts of high-end bars and restaurants, 

such as Redbird, which has received critical praise and at-

tracted gourmands from throughout the region.

There’s a growing number of brands and retailers who 

➥ Downtown LA page 7

Venue, a trade show that started as a platform for emerg-

ing streetwear brands, went on a growth spurt for its May 

19–20 run.

The trade show moved to its biggest venue yet in its two-

year  history. With 80 booths, the show filled 85 percent of 

the 60,000-square-foot second-floor events space at The 

Reef, formerly called the LA Mart, said Miles Canares, 

Venue’s founder. Venue’s previous address was the events 

space at the Cooper Design Space showroom building, 

where it hosted 50 booths in July.

Previously a trade show for emerging brands, the recent 

Venue included high-profile labels such as LRG, Diamond 

Supply Co., Huf, Primitive, Black Scale and Crooks & 

Castles. Gee Dela Cruz, marketing manager for Los Ange-

Venue: Bigger 

Brands, Bigger Venue

By Andrew Asch Retail Editor

By Andrew Asch Retail Editor
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THE VOICE OF THE INDUSTRY FOR 70 YEARS

TRADE SHOW REPORT

Keith Gunning found inspiration in London-based artist Leigh Bowery for a 

collection made from neoprene, which bowed on the runway at the annual 

Academy of Art University graduation fashion show, held May 14 in San 

Francisco. For more from the show, see page 6. 

International Inspiration

01,5,7,8.cover.indd   1
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Jobs Available Jobs Available Jobs Available

CUSTOMER	SERVICE

A	premium	denim	LA	based	company	is	seeking

for	a	customer	service.	Duties	will	include	but	not

limited	 to	 data	 entry,	 shipping	 and	 invoicing.

Must	 have	 strong	 written	 and	 verbal

communication	 skills.	 Must	 be	 proficient	 in

excel,	 word,	 outlook	 and	 PAS.	 Must	 have	 a

minimum	of	2	years	in	the	denim	industry.	E-mail

resume	and	salary	requirement	to:	info@blackor

chiddenim.com

PRODUCTION	ASST

Min	 5	 yrs	 experience	 for	 established,	 stable

apparel	manufacturer	 in	business	19	years.	We

are	 looking	 for	 a	 responsible,	 detail	 oriented

person.	 This	 multi-tasking	 position	 includes

purchasing	 trim,	 fabric,	 issuing	 cutting	 tickets

and	 work	 orders	 to	 sub-contractors	 for

embellishment.	 Must	 be	 good	 with	 follow	 up.

Computer	skills	such	as	Outlook,	Excel	and	Word

are	 required.	 Must	 speak	 and	 write	 English,

Spanish	 speaking	 is	 considered	 a	 plus.

Background	check	required.	Please	fax	resume	to

888-677-5579	or	 email	 to	 info@kingsburyunifor

ms.com.	 Do	 NOT	 send	 your	 resume	 as	 an

attachment,	please	cut	&	paste	your	resume	into

the	 body	 of	 your	 email.	Location:	 Torrance/	 So

Gardena	 area.	*	 Compensation:	 $	 15-19/hr	 Full

Time	+	health	benefits

SALES	REPRESENTATIVE	-	MISSY	(LOS

ANGELES	OR	NY)

New	misses	and	plus	size	knitwear	line	seeking

talented	 Sales	 Representative	 to	 be	 located

either	 in	 Los	Angeles,	CA	or	NY.	Must	 have	an

active	 department	 store,	 major	 retail	 or

specialty	 store	 relationships	 to	 bring	 to	 the

table.	Please	email	resume	to:	liz@lunajai.com

ASSISTANT	DESIGNER

Assisting	 Head	 Designer	 for	 design,	 trim,	 &

fabric	sourcing	for	the	junior/young	missy	market

for	 an	 LA	 Import	 Garment	 Manufacturer.

Minimum	2	years	experience.	Good	computer	&

graphic	 skills	 on	 Photoshop.	 E-mail	 Resume

sammy@majorapparelgroup.com

PROD.	PATTERNMAKER

EXP.	 DENIM	 PATTERNMAKER	 NEEDED.	 MIN.	 5

YRS	IN	DENIM	EXP	A	MUST.	PREMIUM	DENIM	EXP

PREFERRED.	 TUKA	 SYSTEM	 EXP	 A	 PLUS.

RESUME	W/SALARY	HISTORY	A	MUST	 FAX:	323-

488-9781	EMAIL:	heathery@bleu-la.com

TECHNICAL	DESIGNER	FOR	OUR	MISSY

DIVISION

•	 Minimum	 3-5	 years	 experience	 •	 Illustrator,

photoshop,	 Excel	•	 Create	 tech	 packs	 for

overseas	 &	 domestic	 vendors•	 Experienced	 in

conducting	fittings,	generating	fit	comments...	•

Pattern	 making	 knowledge	 a	 plus	 •	 Excellent

communication	skills	–	written	&	verbal	•	Team

player	and	works	well	with	others.	Send	resume

to	vitae101@gmail.com

PATTERNMAKER

We	are	currently	looking	for	a	Patternmaker	with

Sportswear	or	Activewear	experience.Ability	to

organize	 work,	 manage	 time	 and	 schedule

projects	 to	 meet	 deadlines.	1st	 through

production	 patternmaking	 for	 the	 creation	 and

execution	 of	 Sportswear	 product.	 Expertise	 at

garment	 fit,	 construction,	 textiles,	 shrinkage.

Qualification	 Requirements	 □	 Knowledge	 of

garment	 wash,	 dye	 wash	 □	 Experience	 in

Sportswear	 or	 Active	 wear	 □	 Knowledge	 and

experience	with	Gerber	and	Illustrator.	We	offer	a

competitive	compensation	and	benefit	package

including	 health,	 dental,	 401K,	 paid	 vacation,

and	 product	 discount.	Please	 submit	 your

resume	and	salary	history	to	hrdept@mbwswim.

com

PRODUCT	DEVELOPMENT	COORDINATOR

AND	MERCHANDISING	COORDINATOR

Santa	Monica	based	company	seeks:	•PRODUCT

DEVELOPMENT	COORDINATOR•	5+	yrs	exp.	 in

evaluating	 material	 performance	 &

communicating	 across	 multiple	 product

categories.	 Organized.	 Detail-oriented.	 Strong

time	mgmt.	skills.	Excl.	written	&	verbal	comm.

skills.	 Computer	 literate.	 •MERCHANDISING

COORDINATOR•	5+	yrs	exp.	in	Merchandising	&

Product	 Development.	 Excel,	 Illustrator,

Photoshop	 w/	 strong	 collaboration,	 analytical,

organizational	 and	 priorit izing	 skills.	 Fashion

Merchandising	 degree	 preferred.	GREAT

BENEFITS.	 BOTH	 F/T	Fax	resumes	to	(310)828-

0091	or	email	koirecruiter@koihappiness.com
DESIGNER

Fast	 growing	 contemporary	 company	 seeks

Designer	for	womens	sportwear	wovens	&	cut	&

sew	knits.	Candidate	must	have	flair	for	fashion

and	 detail,	 and	 be	 proficient	 in	 Adobe

Photoshop/Illustrator	&	Microsoft	Office.	Please

send	portfolio	samples	and	resumes	with	salary

history	to	jobshr000@gmail.com

APPAREL	BOTTOMS	COMPANY	SEEKING

INDIVIDUALS	TO	FILL	THE	FOLLOWING

POSITION.	INCREDIBLE	OPPORTUNITY	FOR

THE	RIGHT	INDIVIDUALS

IMPORT	 PRODUCTION

COORD./MERCHANDISER	Highly	 motivated

person	with	2-3	years	exp.	in	the	junior/special

sizes	denim	bottoms	market	needed	to	assist	in

import	 production.	•	 Must	 have	 well	 rounded

knowledge	 of	 overseas	 garment	 production	 &

construction	•	Know	how	to	read	TECHPACKS	and

understand	 technical	 garment	 terms.	 •

Experience	with	measuring	garments	as	well	as

approving	 finished	 garments,	 lab-dips,	 fabrics,

etc.	 •	Must	 be	 a	 self-starter,	 detail	 oriented

individual	 and	 have	 strong	 written	 and	 verbal

comm.	 skills.	Email	to	hrdept229@gmail.com	or

fax	resume	with	salary	history	to:	(323)	657-5344

TRIM	ASSISTANT

Karen	 Kane	 is	 seeking	 to	 fill	 a	 trim	 assistant

position.The	person	will	be	responsible	for	filling

trim	orders	for	cuts	•Data	entry	of	cut	t ickets,

POs,	 receipts	 •Prior	 experience	 in	 a	 Trim	dept.

and/or	minimum	of	 2	 years’	 experience.	 in	 the

industry	 •Strong	 communication	 skills,	 oral	 &

written	 •Strong	 MS	 Office	 skills,	 especially

Excel	 •AS400/VPS	 software	 knowledge	 a	 plus

•Bilingual	 English/Spanish	 a	 plus	 Fax	 resume

with	salary	history	to	323-277-6830	or	email	in

PDF	or	Word	format	only	to	resumes@karenkane.

com

ONE	OF	THE	LARGEST	AND	FASTEST

GROWING	TEXTILE	COMPANIES	IN	THE	USA

Looking	 to	 hire	 for	 full	 t ime	 position:	 1.

Import /Prod'n	2.	 Secretary/Cust.	 Support	 Pls.

contact:	abraham@paramounttextile.com

SPEC	WRITER

Immediate	opportunity	for	a	detail	oriented	and

well	 organized	 individual	 who	 will	 be

responsible	for	writ ing	spec	sheets	and	sending

sample	 approvals	 to	 buyer.	Must	 be	 computer

literate	 in	 excel,	 illustrator/Photoshop	 and	 be

able	 to	work	well	under	pressure.	Fax	 resumes

(323)	887-8484

PATTERN	MAKER

Karen	 Kane	 is	 seeking	 a	 1st	 thru	 production

pattern	 maker	 for	 its	 established	 better

sportswear	division	and	emerging	contemporary

divisions.	 Strong	 communication	 skills,

attention	 to	 detail,	 great	 organization	 skills,

self-motivated,	 energetic.	 Computer	 literacy	 a

must,	knowledge	of	Gerber	system	is	beneficial.

Bilingual	 a	 plus.	 Min	 2	 yrs	 experience.	 Fax

resume	with	 salary	history	 to	323-277-6830	or

email	 in	 PDF	 or	 Word	 format	 only	 to:

resumes@karenkane.com

EDI	&	LOGISTICS	COORDINATOR

We	 are	 looking	 for	 an	 experienced	 EDI	 &

Logistics	 Coordinator	 to	 join	 our	 team.

Receiving	 and	 processing	 EDI	 orders.	 Creating

UPC's.	Preparing	shipping	documents,	arranging

pick	 up.	 Must	 have	 knowledge	 of	 GXS	 Inovis

Catalog.	GXS	DiCentral.	 3-5	 years'	 experience.

Please	send	resume	to	careers@moda-luxe.com

TRIM	BUYER

NYDJ	 Apparel	 is	 seeking	 an	 experienced	 Trim

Buyer	to	lead	trim	development	and	buying	for

the	 company.	 Interact	 with	 product	 teams	 to

ensure	 appropriate	 inventory,	 with	 the	 goal	 of

on-time	delivery	of	finished	goods.	Continuously

analyze	production	and	calendars,	while	seeking

cost	 savings	 or	 other	 efficiencies.	Excellent

benefits	 &	 work	 environment.	No	 phone	 calls

please.	Send	resume	and	salary	history	to:	eric.

ueno@nydj.com

TECHNICAL	DESIGNER

NYDJ	 Apparel	 is	 seeking	 an	 experienced

Technical	Designer.	Creation	and	updating	of	all

First	to	Production	Technical	Packages	for	Missy,

Petite	and	Women	Divisions.	 Lead	fit	 sessions

and	 send	 pattern	 corrections	 to	 the	 overseas

factories.	Track	 sample	 submissions.	 Excellent

benefits	 &	 work	 environment.	No	 phone	 calls

please.	Send	resume	and	salary	history	to:	eric.

ueno@nydj.com
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FOR	SALE	PREMIUM	JAPANESE	AND

ITALIAN	DENIMS

WE	CARRY	28”-33”	SELVEDGE	DEN	IMS	ALL

WEIGHTS.	RIGID	AND	STRETCH	DEN	IMS

52”-62”	ALL	WEIGHTS.	ALSO	PFD	TWILL	AND

PFD	KNITS	IN	BOTH	SOLIDS	AND	FAN	CIES.......

LO	CAL	STOCK	AND	LOW	MIN	I	MUMS	ASK	FOR

GINA	323	277	2777,	grios@	dfwla.	com

35	YRS	EXP'D

1st/Prod.	Pat	terns/Grad	ing/Mark	ing	and	Specs.

12	yrs	on	Pad	Sys	tem.	In	house/pt/free	‐

lance/tem	po	rary	in-house	as	well.	Fast/Re	li	‐

able.	ALL	AR	EAS	Ph	(626-792-4022)

WE	BUY	FABRIC!

Ex	cess	rolls,	lots,	sam	ple	yardage,	small	to

large	qty's.	ALL	FAB	RICS!	fab	ricmer	chants.com

Steve	818-219-3002	or	Fab	ric	Mer	chants	323-

267-0010

GARMENT	BUILDINGS

Mer	can	tile	Cen	ter	500	sq.	ft.	-	16,500	sq.	ft.

Priced	Right.	Full	Floors	4500	sq	ft.,	Lights-

Racks-New	Paint	Power	Park	ing	Avail	able-

Good	Freight.	Call	213-627-3754	De	sign	Pat	‐

tern	maker	Gar	ment	Lofts	300	sq	ft-1,000	sq

ft.	Call	213-627-3755

•WE	BUY	FABRIC!

WE	BUY	FAB	RIC!	No	lot	too	small	or	large.	In	‐

clud	ing	sam	ple	room	in	ven	to	ries	Silks,

Woolens,	Denim,	Knits,	Prints,	Solids	Ap	parel

and	home	fur	nish	ings	fab	rics	Con	tact	Mar	vin

or	Michael	STONE	HAR	BOR	(323)	277-2777

JUNIOR,	MISSY	OR	PLUS	SIZE	LINES

WANTED

Sales	rep	in	busi	ness	for	35	years	look	ing	for

man	u	fac	turer	hun	gry	for	more	vol	ume	store

busi	ness.	Mark	war	man	Dress	me2@	aol.	com

818-970-3327
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