
In Tough Times, Mark Zunino 
Opens Lavish Couture House

It’s an era marked by retailers closing stores and scaling 
back, but Mark Zunino, a Beverly Hills, Calif., couturier, un-
veiled a 5,500-square-foot atelier with a staff of 40 people.

In early January, Zunino produced a grand debut party 
overflowing with champagne and guests at his Mark Zunino 
Couture at 181 N. Robertson Blvd. Photographers, friends 
and revelers took pictures of Zunino with models wearing his 
red-carpet gowns and eveningwear. The backdrop was the 
white-walled workroom, where sewers painstakingly con-
struct one-of-a-kind looks for Zunino’s clients.

Zunino has created gowns and styles for Sofia Vergara, 
Dame Joan Collins, Angelina Jolie, Beyoncé, Lily Tomlin, 
Shirley MacLaine, Sophia Loren, Liz Taylor and Barbara 
Stanwyck, among others. But he claims that he would not feel 
slighted on hearing the question, “Who is Mark Zunino?”

For more than a decade, Zunino kept a low profile while 
working out of a Los Angeles atelier with no sign on Beverly 
Boulevard. Clients walked in a back door for fittings. “It’s a 
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HONG KONG – The new Taylor Swift collection that 
has an all-American girl vibe didn’t debut in New York or 
Paris but launched its first looks in a fashion show at Hong 
Kong Fashion Week.

And the cute T-shirts, scalloped skirts and thigh-touching 
dresses won’t be sold in the United States or Europe but in 
China. In August, the line started to be sold online at JD.com 
and Alibaba, but Chinese retailers will also have a chance to 
snap up the collection, which retails for $20 to $65.

Kate Liegey, who designed the collection with the coun-
try western singer, said she saw a big market in China for 
the brand. “Taylor has such a tremendous fan base in China 
that is incredibly loyal,” said Liegey, who is the chief cre-
ative officer for Heritage66Company, the Nashville-based 

Hong Kong Fashion 
Week Turns Focus 
Toward Asia

By Andrew Asch Retail Editor

By Deborah Belgum Senior Editor
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Taylor Swift introduced her new casual line at Hong Kong Fashion 
Week, held Jan. 18–21. Her collection was one of more than 10 
designers and labels on various runways at the show. For more 

looks from other designers at the show, see p. 13.

Swift Fashion
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After months of legal wrangling, a U.S. 
bankruptcy judge has handed American 
Apparel over to its secured creditors, who 
will trade the debt owed them for a major-
ity control of the Los Angeles company. The 
company could emerge from bankruptcy as 
early as next week.

The decision, made Jan. 25 by U.S. Bank-
ruptcy Judge Brendan Shannon in Delaware, 
was a blow to American Apparel’s founder, 
Dov Charney. 

“I am obviously disappointed by the 

judge’s decision to confirm the debtors’ re-
organization plan and hand ownership of 
American Apparel to its bondholders,” Char-
ney said in an email. “This outcome is one 
that I have been working tirelessly to avoid 
for nearly two years in an effort to protect 
value for the company’s various stakehold-
ers.” 

Charney had been trying to wrest control 
of the company ever since he was ousted 
as the company’s chief executive officer 
and president in late 2014. At that time, the 
board accused Charney of misusing com-

pany funds and of allowing an employee to 
post naked photographs of a former female 
worker. Charney has repeatedly denied the 
accusations.

At the end of 2015, the American Apparel 
founder put together a $300 million offer 
to buy back the company with the help of 
Hagan Capital Group and Silver Creek 
Capital Partners. That bid was rejected by 
American Apparel’s board. 

With American Apparel exiting bank-
ruptcy, Andrew J. Herenstein, a cofounder 

of Monarch Alternative Capi-
tal LP, one of the secured lend-
ers, said, “We are pleased that 
the amended plan has been 
confirmed and look forward to 
continuing to partner with the 
company’s management team 
and all its stakeholders to build 
a better and stronger American 
Apparel.”

Paula Schneider, American 
Apparel’s chief executive officer 
since early 2015, said in a state-
ment: “The confirmation of our 
plan is a great accomplishment 
for American Apparel. This is a 
new day for the company and a 

positive outcome for our customers, vendors 
and employees. 

“With this milestone behind us, we are 
now fully focused on executing our turn-
around strategy as we continue working to 
drive revenue across our wholesale, retail 
and e-commerce businesses; create innova-
tive, new and relevant products; launch new 
design and merchandising initiatives; and 
continue to deliver innovative and inclusive 
award-winning marketing campaigns.”

Upon the amended plan becoming effec-
tive, the company’s secured lenders will con-

vert $230 million of secured debt into equity; 
provide $40 million of exit financing, in the 
form of debt and equity; and provide a $40 
million asset-backed loan. 

This $80 million of incremental liquidity 
will support the turnaround plan, and inter-
est expense will decrease by $20 million. 
Once exiting bankruptcy, the company will 
become privately held. 

Stockholders lost all their shares’ value. 
Charney was a major stockholder, owning 
43 percent of the company’s shares, some 
of which was secured by a $20 million loan 
from Standard General, one of the secured 
creditors.

Charney said the judge’s decision “was 
a smack,” but he is working on new plans. 
“I’m okay,” he said. “I am looking forward 
to the next steps.” 

American Apparel is the largest cloth-
ing manufacturer in the United States, with 
around 8,700 workers at its sewing and knit-
ting factories and retail centers. It has more 
than 160 retail stores in the United States, but 
the company is closing its more unprofitable 
stores, such as the outpost on the Third Street 
Promenade in Santa Monica, Calif.; a loca-
tion at the Citadel Outlets in Los Angeles; 
and the Fashion Valley Mall in San Diego.

The troubled Los Angeles clothing com-

pany, which started out making blank T-
shirts and then branched out into a wide 
array of clothing, was renowned for its racy 
print ads, which showed women in seductive 
poses wearing American Apparel garb. The 
company has been on a wild ride ever since 
Charney, who started the Los Angeles ven-
ture in 1997 by selling T-shirts to the whole-
sale market, was ousted.

After moving to a large 800,000-square-
foot facility on the edge of downtown 
Los Angeles in 2000, American Apparel 
branched out in 2003 to form its own retail-
store chain. At a time when many U.S. cloth-
ing ventures were manufacturing overseas, 
American Apparel became a rallying cry for 
“Made in USA.” 

But the company, which had been traded 
on the New York Stock Exchange, hasn’t 
made a profit since 2009. In 2014, the com-
pany had a $68.8 million net loss on $609 
million in revenues. For the first nine months 
of 2015, American Apparel’s revenues were 
$384.7 million, a 16 percent decline from 
$455.4 million in the same period in 2014. 
The company’s net loss during the nine-
month period was $64.5 million compared 
with $40.8 million a year earlier. Financial 
results for all of 2015 have not been filed 
yet.—Deborah Belgum
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Dov Charney Loses in American Apparel Takeover Bid

An American Apparel store

The California Market Center show-
room building in the Los Angeles Fashion 
District reorganized its retail relations de-
partment in early January. 

With the reorganization, it named Alyssa 
Olmstead as the department’s new retail 
relations manager, said Rebecca Aguilar, a 
CMC spokesperson.   

The showroom building has not employed 
a manager directing its retail relations de-
partment for more than two years, Aguilar 
said. Olmstead will work with three other 
people in the department. 

Olmstead worked in fashion sales before 
joining the CMC.  “Alyssa brings great en-
ergy, extensive relationships with key buyers 
and stores, and in-depth market knowledge,” 

Aguilar said.
The retail relations department and its 

new manager will develop outreach pro-
grams for CMC markets and trade shows. 
The goal is to bring high-profile buyers to 
the building. Part of Olmstead’s job will be 
to visit stores and show buyers lookbooks 
from building tenants.

“Primary efforts are focused on relation-
ship building with key buyers and making 
them aware of the brands and the variety of 
categories that they will find in the building 
and during its shows,” Aguilar said.

The team will conduct CMC tours and 
suggest brands and showrooms that buyers 
can view when they are in the building.

—Andrew Asch

Otis Fashion Students Help Design 
New Lane Bryant Collection

Surf giant Quiksilver Inc. plans to 
emerge from Chapter 11 bankruptcy by Feb. 
8, it was announced on Jan. 28. The U.S. 
Bankruptcy Court for the District of Dela-
ware confirmed the Huntington Beach, Ca-
lif.–headquartered company’s plans for reor-
ganization. The bankruptcy was declared in 
September 2015.

Oaktree Capital Management L.P. , a 
Los Angeles private-equity firm that now 
owns Quiksilver, will restructure $800 mil-
lion in debt.

Pierre Agnes, Quicksilver’s chief execu-
tive officer, said that it was an achievement to 
emerge from bankruptcy in a matter of months. 

“We will emerge as a revitalized and 
stronger company with experienced leader-
ship, rationalized operations, a clean balance 

sheet and a world-class partner in Oaktree, 
who brings additional strategic and opera-
tional expertise to our company. The reor-
ganization plan we have put in place pro-
vides us with the strong long-term financial 
foundation to fuel the success of our brands 
globally and positions us well to reassert 
our leadership position in the action-sports 
industry.”

As part of the reorganization plan, Oaktree 
will convert Quiksilver’s U.S. debt holdings 
into a majority of the stock reorganized by 
the company, according to a Quiksilver state-
ment. In addition to the Quiksilver brand, the 
Huntington Beach–based company also owns 
action-sports brands Roxy and DC. The com-
pany’s European and Asian divisions were not 
affected by the bankruptcy.—A.A.

CMC Names a New Retail Relations Manager

The fashion students at the Otis College of Art and 
Design had a special assignment last year:

Put together a collection of plus-size work outfits that 
will be sold at Lane Bryant stores.

The fashion students—whose classes are currently 
housed inside the California Market Center—came 
through and now the collection goes on sale Feb. 2 at 
the retailer’s website, www.lanebryant.com, as well as 
at two Lane Bryant stores. One store is in the Del Amo 
Fashion Center near Los Angeles and the other is the 
chain’s flagship on 34th Street in Manhattan. The pieces 
sell from $54.95 to $119.95

Lane Bryant worked with a group of 12 students last 
year to collaborate on the work outfits. The retail chain’s 
consultants checked in with the students, starting with 
the initial design and fit process all the way to the final 
fashion show. 

“This collaboration is an important step in our con-
tinuing mission to change the conversation regarding 
plus-size fashion,” said Linda Heasley, Lane Bryant’s 
president and chief executive. “Working with the future 
of fashion is incredibly inspiring, and I can’t wait for 
our customers to see what these talented individuals de-
signed.”

As part of the program, Lane Bryant is contribut-
ing $10,000 to the Otis College of Design Scholarship 
Fund.—D.B.

Quiksilver Announces Bankruptcy ExitAfter 45 years running a boutique selling 
cashmere, jeans, china and antiques to gen-
erations of Los Angelenos, Diane Merrick is 
closing her namesake boutique. On Jan. 28, 
she announced the closing sale for the Diane 
Merrick boutique at 7407 Beverly Blvd., near 
Los Angeles’ Fairfax District.

“It’s time to leave,” she said. “I had the most 
marvelous run. I am thrilled to have come this 
far in 45 years.”

She forecast that her boutique’s doors 
would finally close in June.

The Diane Merrick boutique was particu-
larly well known as finishing school for a 
generation of Los Angeles’ boutique retailers 
and designers. Among those who worked at 
the boutique were the founders of Juicy Cou-
ture, Gela Nash-Taylor and Pamela Skaist-
Levy; Claire Stansfield of the C&C Cali-
fornia T-shirt label; and Tracey Ross, who 

ran her own influential, self-named boutique 
in Los Angeles for nearly 20 years from the 
1990s to 2009. 

Merrick opened her fashion boutique in 
the 1970s as California was finessing a casual 
style that would be embraced across the world. 
She maintained a space on Melrose Avenue 
until 2006, when she moved her operations to 
Beverly Boulevard. 

Through her more than four decades of 
business, she developed a specialty with cash-
mere. “I’m known for my cashmere shawls. 
It’s like a mainstay,” she said in a 2015 inter-
view.

In the same interview, she also gave this ad-
vice for longevity in business: “The most im-
portant advice is that you love what you do. To 
have passion for what you are doing and have 
passion for you are selling. And you have to be 
in touch with your customer.”—A.A.

Diane Merrick’s Influential Boutique Closes
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I am obviously disappointed by the judge’s 
decision to confirm the debtors’ reorganiza-
tion plan and hand ownership of American 
Apparel to its bondholders. (See related story, 
p. 2.)

This outcome is one that I have been work-
ing tirelessly for nearly two years to avoid in 
an effort to protect value for the company’s 
various stakeholders. Now all stockholders 
will have their shares and value extinguished. 

Many of the company’s loyal vendors will 
recover only cents on the dollar of what the 
company owes them. And the company’s 
workers, faced with current management’s 
inability to generate profits, face a highly un-
certain future.

It is without question that the debtors, 
Standard General and the bondholders care-
fully orchestrated a strategy to pass the com-
pany over to the bondholders without expos-
ing it to fair market test or bidding.

This outcome was the only logical and 
unfortunate conclusion of many months of 
pre-bankruptcy preparation on the part of the 
bondholders and the company’s board.

Here the bondholders and current manage-
ment effectively used Chapter 11 as a defen-
sive measure to thwart my efforts. 

This goal was pursued despite the many 
alternative pathways and opportunities to pre-
serve value.

As evidence of the lengths the board went 
to in facilitating its scheme they filed a “lock-
up” agreement, prohibiting se-
cured creditors and bondhold-
ers from considering alterna-
tive offers. 

Chief Judge Shannon was 
clearly concerned about the 
company’s failure to under-
take any marketing effort and 
on Nov. 19 he ordered them to 
market the company. Although 
the debtors were uncoopera-
tive even after the court’s or-
der, through intensive efforts 
with our financial partners, 
we submitted—a bid that was 
demonstrably superior to the debtors’ filed 
plan. Indeed, the court said in its ruling that 
if American Apparel were for sale, the court 
would not have hesitated to send the parties 
back to the auction table. 

The debtors then increased the econom-
ics to match the offer but refused to engage 
in further negotiations. They then embarked 
on a scorched-earth campaign to block further 
bids, subjecting myself and my financial part-
ners to days of depositions during the wan-
ing days of the already truncated marketing 
process. In short, they did everything possible 
to curtail all efforts to bring fair, reasonable 
value to creditors.

Since relocating American Apparel to Los 
Angeles in the late 1990s from South Caro-
lina, I was bucking conventional wisdom by 
trying to preserve American manufacturing 
jobs and keep apparel manufacturing in the 
United States. Even though everyone else was 
moving jobs offshore, I was able to build and 
grow a profitable apparel business by manu-
facturing domestically. At every step along 
the way people challenged me and said I 
was crazy for trying. American Apparel was 
one of the only companies that shattered the 
sweatshop paradigm by paying fair wages and 
did so at scale. By the time American Apparel 
went public in 2007, it was running the largest 
operating apparel manufacturing plant in the 
United States.

For these endeavors I remain justifiably 
proud.

There was logic to the company’s uncon-
ventional business strategy as evidenced by 
the company’s historic earnings. 

Until I was removed as CEO, the company 
had posted positive EBITDA (earnings before 
interest, taxes, depreciation and amortization) 

in nine of the last 10 years. 
There were many other things that we did 

differently at American Apparel, besides man-
ufacturing domestically, in which we were 
ahead of the times. 

Whether it was deploying RFID technol-
ogy in our retail stores, fulfilling e-commerce 
orders direct from retail stores, or opening 
stores in emerging neighborhoods before they 
were recognized as attractive retail markets 
(just a few examples among many), we were 
often ahead of the curve. 

It was because our organization respected 
and celebrated creativity and unorthodox 
thinking that we were so successful, and I was 
committed to protecting this spirit of contrar-
ian thinking. 

When the company’s board removed me 
as CEO in June 2014, I was midway through 
what was shaping up to be a successful reca-
libration of American Apparel’s business. The 
process of my disenfranchisement ultimately 
resulted in a wealth transfer from the compa-
ny’s shareholders, vendors and employees to 
hedge funds, lawyers and bankers.

The company was rebounding from a cata-
strophic distribution-center shift implemented 
by the former CFO and was on track to post a 
positive operating profit in the second quarter 
of 2014 and also on track to hit its earnings 
guidance for the year of $40 million EBITDA. 

With the company’s bonds trading down 
because of the uncertainty around the success 

of the turnaround, I believe I 
was pushed out as CEO because 
of pressure that the bondhold-
ers exerted on the company’s 
then CFO and board of directors 
(As I have alleged in my litiga-
tion, I maintain the view that the 
then CFO conspired to sell the 
company behind my back and 
to that end disenfranchised me 
as a shareholder during the June 
2014 annual meeting by way 
of a misleading and fraudulent 
annual-meeting proxy.) 

The resolute goal of the 
bondholders was to sell the company so they 
could profit, but I had to be pushed out of the 
way since I was the company’s largest share-
holder.

I was not willing to give up, and I attempt-
ed to regain control of the company because 
of my concerns that the company was still in 
a very vulnerable position with its turnaround 
not yet complete. 

I feared, with good reason, that the new 
management, not understanding what made 
American Apparel successful in the first 
place, would try to run the company in a more 
“conventional” manner. 

Because the board and new management 
did not appreciate that a vertically integrated 
domestic manufacturer had to approach busi-
ness in a fundamentally different fashion, I 
felt that the company’s future was in serious 
jeopardy if they ran it like a traditional retail-
er. For this reason, I entered into a partner-
ship with the hedge fund, Standard General, 
to regain control of the company. I could have 
assembled a coalition of shareholders to force 
a change at the board level, but given the ur-
gency of the situation, I decided to surrender 
part of my economic interest in the company 
to regain control quickly. 

When Standard General did not deliver on 
their promises to reinstall me as CEO by late 
summer 2014, even though they had appoint-
ed new directors constituting a majority of 
the board, Standard General said I could buy 
them out of their investment. When I showed 
up with investors to do precisely this, they 
said that they could only support a go-private 
transaction for the entire company.

In December 2014, a private-equity firm 
offered $1.30 to $1.40 per share to take the 
company private. The board rebuffed this of-

fer as well, as offering inadequate value to 
shareholders for a company they said was 
worth much more. Instead, the board pursued 
a path where only a year later the sharehold-
ers are receiving zero. The offer that I made in 
conjunction with Hagan Capital to purchase 
the company was just one in a long list of of-
fers, and there was no reason to believe that 
this one would end any differently, given the 
powerful forces steering the company toward 
a reorganization where the bondholders end 
up owning the company. While many parties 
close to me feared that this would be the out-
come of my partnership with Standard Gener-
al, even they could not fathom such a reversal.

While outside observers might not yet ap-
preciate it, I believe the path being followed 
by the company’s management is a road to 
ruin. The financial results of plummeting 
sales and EBITDA thus far support this. Man-
agement attempts to explain away their abys-
mal financial performance, as the result of 
inadequate liquidity, but the truth is that they 
misunderstand the unique business model that 
American Apparel must pursue as a vertically 
integrated domestic manufacturer.

Their losses are self-inflicted, the result of 
poor decisions made by executives who are 
learning as they go. Part of me can scarcely 
believe that a court could confirm their plan 
as feasible given the operating performance of 

the business under their management and 18 
months into their turnaround plan. 

But while the bondholders are likely to 
be put in a position to throw good money af-
ter bad for consciously pursuing this path, I 
worry for the manufacturing workers and the 
business community who are the collateral 
damage to this corporate drama.

I’m proud of the creativity and innova-
tion that American Apparel fostered over the 
years. We made important strides in the areas 
of ethical manufacturing and art as they inter-
sect with commerce. 

The sad reality is that American Apparel, 
the largest garment manufacturer in the Unit-
ed States, will not survive at this pace and I 
don’t believe the current management has the 
talent to bring it back to health.

At the end of this saga, I, like the many 
former stockholders, will most likely be left 
with nothing. Despite that, what gives me 
great optimism are the things I possess that 
can’t be stolen by a predatory hedge fund—
my ideas, values, drive, authenticity, integ-
rity and my passion. To that end I ask that 
my supporters stay tuned.

—Dov Charney

Dov Charney is the founder of American Ap-
parel and the company’s former chief execu-
tive officer and president.
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LETTER TO THE EDITOR

Charney Responds to the Bankruptcy Court Decision

Dov Charney
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Los Angeles’ exclusive Brentwood 
neighborhood is the address to many fit-
ness businesses, but there were no multi-
line boutiques offering the best active-
wear styles, said Natalie Fritz, a partner 
and the “N” in Sweat NSK. 

“There were all of these great stores 
like Intermix and Madison on the West-
side. But other than Lululemon, it is 
hard to find great workout wear that is 
unique,” she said. 

With her friends Susana Yee and Kar-
en Sun, they opened Sweat NSK, a bou-
tique devoted to activewear and clothes 
for running, yoga, Pilates and whatever 
fitness trend is cresting. The more than 
700-square-foot boutique at 11731 Bar-
rington Court made its debut last June. 
In December, the entrepreneurial trio 

also introduced an e-commerce 
site at www.sweatnsk.com.

The boutique offers a wide range 
of activewear pieces from more 
than 35 apparel labels. But recently, 
the biggest selling item at the bou-
tique has been leggings, Fritz said. 

“There are so many options 
with leggings. They have replaced 
jeans. You can throw them on with 
boots, and you can run around and 
you will look put-together. Then 
you can go to the gym. You don’t 
have to go home and change your 
outfit,” she said. 

The boutique’s retail price 
points for leggings range from 
$55 to $250. A best-selling leg-
ging brand has been Los Ange-
les–headquartered Ultracor. The 
label manufactures its own per-
formance fabrics and produces its 
own prints, Fritz said. On Sweat 
NSK’s e-commerce website, re-
tail price points range from $198 
to $220 for the brand’s leggings.

The boutique owners walk trade 
shows such as Active Collective 
and LA Fashion Market in the 
Los Angeles Fashion District 
looking for new merchandise.

Sweat NSK also has another 
strategy: speedy delivery. Within 
Los Angeles, it offers one-day 
delivery for items ordered in the 
store. The founders also say that 
the e-commerce site has received 
orders from around the world. 
“We’re doing this California life-
style. We’d love everyone to be 
part of it,” Yee said.

—Andrew Asch
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February 15-19, 2016 
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Hotel & Casino
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 Fashion jewelry & accessories from around 
the world
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© 2015, IFJAG. All rights reserved.
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NEW SHOW IN 
LAS VEGAS.
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ACTIVEWEAR

FITNESS SHOP: Interior and exterior of Sweat NSK

Legging from Ultracor

Sweat NSK: Choose Your Activewear
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DESIGNER PROFILE

private, quiet thing,” Zunino said of his cou-
ture. “[Clients] would rather you not dress 
anyone else. But it’s time to lift the lid off and 
let others in,” he said.

Zunino has opened a large operation and 
put his name out in front of his building in 
order to give his couturier business a higher 
profile and expand that business into licensing 
and e-commerce ventures.

Operations such as his are rare, said Fran-
ces Harder, founder and president of Fashion 
Business Inc., a Los Angeles–headquartered 
business incubator and nonprofit educational 
group for entrepreneurs.

“You look at any ateliers and courtiers 
in our town who make dresses for special 
events—most are starving,” she said. Most 
red-carpet events also empha-
size gowns and looks from 
high-profile fashion houses. 
“For the most part, when 
we see the Oscars, most of 
the gowns are from branded 
French ateliers and Italian 
ateliers, less from Los Ange-
les ateliers.” 

Zunino joins a coterie 
of Los Angeles red-carpet 
designers that includes Mo-
nique Lhuillier, Tadashi 
Shoji, Kevan Hall and Sue 
Wong. 

His operation is indepen-
dent. He is an owner, and the 
privately held operation has 

received funding from 
Sandra Moss, wife of Jer-
ry Moss, who cofounded 
high-profile music label 
A&M Records. Sandra 
Moss gained some mu-
sic-industry immortality 
when she was pictured on 
the front cover of “What 
Now My Love,” a hit 1966 
album by “Herb Alpert & 
the Tijuana Brass.”

Before running his 
own shop, he worked with 
Nolan Miller, the famed 
couturier and costume 
designer who also ran an 
atelier in Beverly Hills. 
Miller gained his biggest 
notoriety for developing 
the brassy, influential, 
red-carpet looks for the 
1980s prime-time soap 
“Dynasty.” 

Zunino inherited Mill-
er’s A-list clientele, which 
also includes wives of bil-
lionaires and women who are entrepreneurs. 
His atelier’s parking lot is graced with a lot of 
Bentley and Jaguar cars.

Zunino signed on with Miller in 1983 while 
a junior at Pepperdine University in Malibu, 
Calif. He started as a fashion illustrator. Later 
he worked with actresses who learned style 
through Hollywood’s studio system.

“Lana Turner and Jane Wyman told you 
what they were going to wear, what fabric 
they wanted to use and how their clothes were 
going to look,” Zunino said. “It was like get-

ting a master’s degree in style.”
He derived his point of difference from 

working with these stars. “You will not look 
like a hanger for somebody,” he said. “You 
will look like how you choose to look.”

This point of difference is one of the things 
that keeps him working, said Margaret Kott, 
a client of his since 2002. She attended the 
opening party for the atelier, where all the at-
tendees were wearing clothes made by Zuni-
no. “We had fabulous outfits,” she said of the 
crowd. “But we were all different.”

Clients start working with Zunino in an 
hourlong “getting to know you” session, 
where they are interviewed on their likes and 
dislikes regarding fashion and clothes. Clients 
are encouraged to share their perspective and 
be involved with designing the clothes. “The 

more creative the person 
working with us, the more 
input she has with the gar-
ments,” Zunino said. 

He continues to work with 
A-list actresses and perform-
ers. But he also works to 
build the wardrobes of private 
clients from West Los Ange-
les to Saudi Arabia and Eu-
rope, he said. He makes eve-
ningwear and a bridal line, 
Mark Zunino for Kleinfeld. 
The contract for the bridal 
line runs out in 2017. Clients 
are also encouraged to bring 
their social calendars to the 
atelier so they can plan out 

what they should wear in 
advance.

He also joked that his 
operation was the “Kmart 
of couture.” It was a relative 
bargain. Instead of flying to 
Europe and spending more 
than $80,000 on a gown, 
his well-heeled, California-
based clients can forgo the 
trip and pay half of what 
they would pay at a high-
profile European atelier. He 
also noted that there are no 
bargains at the atelier. “It’s 
the same price for every-
one. Either you want it or 
you don’t,” he said.

Another matter that 
makes his operation unique 
is the level of service, 
which spurs a  sense of 
creativity. “Each individual 
creates their own classic,” 
he said of his clients. “You 
create your own trend.” 

The Mark Zunino ate-
lier might step out of couture in some future 
projects, said René Horsch, the atelier’s direc-
tor of public relations and its head stylist. He 
has worked with Zunino for 28 years, when 
Zunino worked with Nolan Miller.

“We’re in the process of working with 
manufacturers and designing a ready-to-wear 
eveningwear line,” Horsch said. “Mark will 
be a bigger name in department stores and 
e-commerce. But he will always be doing 
couture at our atelier. Couture drives the busi-
ness.” ●

Zunino Continued from page 1

A-LIST: Mark Zunino gowns and 
eveningwear have been worn by 
top-tier celebrities. In an undated 
picture, Angelina Jolie wears a Mark 
Zunino piece.

STYLE TALK: In the Mark 
Zunino atelier’s workroom, 
designer Mark Zunino talks 
with one of his sewers, Yana 
Saponjyan.

Mark Zunino in the lobby of the Mark Zunino 
atelier

SEWERS AT WORK: Workers make one-of-a-
kind dresses at the Mark Zunino atelier.
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NEW YORK—International textile show 
Première Vision New York hosted its 
32nd show in New York, featuring fabrics, 
trim, leather, manufacturing resources and 
original artwork at a new venue—Midtown 
West’s Pier 94.

“The new venue gives us a new oppor-
tunity,” said Première Vision International 
Exhibitions Director Guglielmo Olearo, ref-
erencing the show’s two new categories this 
year: manufacturing and leather. 

“We’ve improved a lot, and we’re now 
able to offer everything from A to Zed for 
fashion brands,” Olearo said.

At the Jan. 19–20 show, Première Vision 
saw an 18 percent increase in exhibitors over 
last year.  

One new exhibitor on that list is 22-year-
old textile de-
signer Britt La-
spina. Not only 
is this Laspina’s 
first Première 
Vis ion  show, 
i t ’s  he r  f i r s t 
show ever.

“We might 
be the exhibi-
tors who have 
traveled the far-
thest,” said the 
Brisbane, Aus-

tralia–based designer.
Laspina said buyers at the show gravitated 

most to her hand-drawn materials—pas-
tel flowers woven with creamy pinks and 
greens. And she thanked social media for her 
growing client list.

“I have found nearly every single one of 
my clients on Instagram,” she said of her ac-
count, which boasts nearly 13,000 followers.

“I integrate my personality into my work,” 
Laspina adds. “It helps my clients put a face 
to the name.”

Another Première Vision first-timer was 
Portugal-based MTEX Solutions, a digital 
textile printing company, which displayed 
the only machine at Première Vision, the 
MTEX Blue Neo.

“This machine allows you to print on 
various textiles in one single pass via a heat 
chamber,” explained MTEX Regional Sales 
Manager Henry Maya. 

The machines quickly and seamlessly 

print designs onto several types of materi-
als—including polyester, cotton and canvas 
at a price Maya described as “cost-effective.” 
An MTEX Blue Neo costs about $70,000.

Maya counts Ralph Lauren as one of 
MTEX’s biggest clients. The manufacturer 
uses MTEX for pre- and post-treatment of 
textiles.

One exhibitor who knows the Première 
Vision ropes well is 18-year-old French 
textile company Philea. President Pierre 
Schmitt said he’s been coming to Première 
Vision for more than 15 years and has ob-
served some noteworthy changes.

“It’s a new generation of customers,” 
Schmitt said, “and there are more small busi-
nesses than ever.”

While Schmitt said he prefers larger ship-
ping orders, he said that the most important 
thing is that a customer understands the 

anatomy of the 
fabric.

“To des ign 
is one thing,” 
Schmit t  sa id . 
“To understand 
the beauty of a 
garment is an-
other.” 

Schmitt noted 
that deep color 
intensity is per-
forming  wel l 
this year, along 

with faux fur, jackets with satin-back stretch 
and crêpe satin georgette. 

For many attendees, Première Vision New 
York is an opportunity to preview the colors 
and trends of Spring/Summer 2017. 

“We’re getting good feedback from the 
designers on the color range,” said Première 
Vision Deputy Fashion Director Sabine Le 
Chatelier. “It’s optimistic and energetic.”

Even the carpets at Première Vision were 
a spring-inspired green, reflecting one of the 
color range’s “Doping Green” panels.

Le Chatelier hosted a “Trend Tasting” 
seminar at the show, which also featured an 
extensive trend forum on the show floor. 

“Première Vision is the only existing show 
with an internal fashion team,” Le Chatelier 
said, referencing the team of eight respon-
sible for predicting the trends and conveying 
them to exhibitors and buyers. “We consider 
Première Vision not only a trade show but a 
fashion show.” ●

TRADE SHOW REPORT

By Natalie Zfat Contributing Writer

EXPANDED OFFERINGS: The Jan. 19–20 run of Première Vision New York at Pier 94 in New 
York once again featured textile, trim and original artwork resources and this year added two new 
categories, leather and manufacturing.

Major Increase in Exhibitors 
at Première Vision

Goodman Factors
—   Since 1972  —

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

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

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

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

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

The concept 
of factoring 
is simple:
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LONG BEACH, Calif.—The Imprint-
ed Sportswear Show, which traditionally 
sprawls across a large convention center ball-
room every year at the Long Beach Conven-
tion and Entertainment Center, was the 
biggest ISS trade show produced by Emerald 
Expositions ever since it acquired the show in 
2001, said Jeff Brown, the show’s group show 
director.

Booth space was sold out, taking up 
107,000 square feet inside the center. That 
marked a 3 percent increase in exhibition real 
estate compared with last year. “It was the 
most hectic show,” Brown said. 

Growth in booth real estate at the Jan. 
22–24 show was driven by some of the big-
gest exhibitors expanding their booth space, 
Brown said. America’s largest T-shirt compa-
nies, such as Hanesbrands Inc. and Fruit of 
the Loom, exhibited at the show, which fo-
cuses on the decorated apparel and imprinted 
products industry. Major equipment makers 
M&R Companies and Hirsch International 
showed imaging and embroidery machines.

The show also reported a 1 percent increase 
in attendance over last year. Visitors walking 
the show ranged from major distributors of T-
shirts such as Alphabroder, headquartered in 

Trevose, Penn., to 
independent retail-
ers such as Sevi-
gny Studio in An-
chorage, Alaska. 
“Every company 
we order from is 
here,” said Katie 
Sevigny, whose 
studio business 
includes screen-
printing her art on 
T-shirts.

Traffic was really busy on the first day of 
the show, said Kevin Kelly, chief executive 
officer of US Blanks, a basic apparel line 
manufactured near downtown Los Angeles. 
“It has been packed since 10 a.m. We’ve 
been booked all day,” he said.

However, much of the show’s emphasis 
was on networking and marketing the brand. 
“We did get a few orders. It’s 90 percent meet 
and greet and showing products,” Kelly said. 
“Most people want to see and feel the product 
and get catalogs. They place orders when they 
get back to their office,” he said.

In with the new

The ISS show was an opportunity for cloth-
ing companies to introduce new products and 
lines. At the American Apparel booth, Brad 
Gebhard, the company’s president of global 
wholesale, was showing a new direction for 
the basic fashion label, which is about to 
emerge from bankruptcy.

In August, American Apparel hired a new 
product team, and some of the Los Angeles 
company’s new looks were being exhibited 
at the show. New styles included a women’s 
T-shirt with a more feminine silhouette. Other 
looks included an expanded category with 
French terry.

“A lot of new money is going to the whole-
sale division. We have a lot of equity in whole-
sale, and a lot of it is in new product. We have 
more-sophisticated products being made for 
wholesale,” Gebhard said.

During the show, Hanesbrands exhibited its 
new Coastal Collection, which featured pastel 
colors. Anvil/Gildan displayed new models 
of its ultra-light “featherweight” shirts. US 
Blanks showed more models of its T-shirts 
made with sustainable and recycled materials.

One of the fashion-label chiefs walking 
the show was Todd Kellogg of Lira Cloth-
ing, headquartered near Anaheim, Calif. For 
new trends at the show, he saw T-shirts with 
extended lengths and T-shirts bearing scal-
loped hems. Kellogg said he has been walking 
the annual show, which is the largest of the 
five ISS shows held around the country, since 
2008. “It’s a lot of the same stuff. A lot of the 
same brands selling blanks,” he said.

Technology and machinery companies 
such as Epson America Inc., headquartered 
in Long Beach, showed new screen-printing 
machines.

It announced new software for its Sure-
Color F2000 direct-to-garment printer. One 
of the new features of the Garment Creator 
software cuts back on ink usage, which Epson 
says improves the look and feel when printing 

on black garments.
E p s o n  a l s o 

showcased new 
software and tech-
nology updates for 
its industrial screen 
printers SureCol-
or P800 Screen 
Print Edition and 
SureColor T3270 
S c r e e n  P r i n t 
E d i t i o n .  T h e 
new printers pro-

duce high-quality film positives, which burn 
screens for traditional screen printing. But the 
machines can screen print at a faster pace with 
more intricacy, said Matt Kochanowski, prod-
uct manager for Epson’s professional imaging 
division.

The P800 can produce 17-inch-wide 
screens. The Sure Color T3270 can print 
24-inch-wide screens.

Kornit Digital North America, headquar-
tered in Mequon, Wis., demonstrated its new 
NeoPigment Pure Ink, which was demon-
strated on its Avalanche Hexa screen printer. 
The ink offers more-vibrant colors, the com-
pany said. 

A.S.P.E. Inc. of Temecula, Calif., dis-
played its machines that embroider clothes 
and sew tags on T-shirts.

McQueen Environmental Services Inc. 
of Marietta, Ga., showed its SmartWasher. 
The SmartWasher cleans toxic inks off screen-
printing machines with a washing system that 
breaks down and destroys the inks before they 
are released into the environment, said the 
company’s president and founder, Donald E. 
McQueen.

With the success of this year’s show, the 
ISS organizers said next year they will offer 
more booth space in Hall C at the convention 
center. ●

TRADE SHOW REPORT

By Andrew Asch Retail Editor

SHOW MEETING: Executives from US Blanks take 
in a meeting on the first day of ISS.

T-shirt Trade Show Has Growth Spurt

SHOW & TELL: Matt Kochanowski 
demonstrates a new printer from Epson’s 
SureColor Screen Print series of printers.

NEW LOOKS: The American Apparel label 
showed new styles for its basics fashions at the 
ISS show.
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branding company behind manufacturing the 
line, geared toward women between the ages 
of 15 and 30. “They want American brands in 
China,” Liegey noted.

The Chinese economy may be slowing 
down, but there is a growing opportunity to sell 
creatively designed goods in a country with 1.4 
billion people. 

That fact has not been lost on the organizers 
of Hong Kong Fashion Week, which is increas-
ingly moving its focus to China and other Asian 
countries instead of Europe and the United 
States.

At the recent show, held Jan. 18–21 at the 
Hong Kong Convention & Exhibition Cen-
tre, there seemed to be more Asian buyers 
attending the show than Westerners. Entire 
groups of Asian buyers were taking tours with 
Hong Kong Fashion Week guides holding up 
flags to keep the buyers from getting lost.

This year, for the first time since 2003, there 
was no World Boutique—which was geared 
as a higher-end designer section that normally 
had 300 exhibitors from Asia, Europe and the 
United States.

Instead, the Hong Kong Trade Develop-
ment Council, which organizes the show, has 
decided to move World Boutique to Sept. 7–10 
and call it CentreStage. The new show will 
be open to fashion designers, companies with 
original brands and licensees of brand names with the idea 
of about 200 exhibitors participating in the next show. There 
will be 60 fashion shows in four days with Asian celebrities 
attending many of the events. The last day of the show will 
be open to consumers.

C.F. Ng, senior exhibitions manager for the Hong Kong 
Trade Development Council, said the event will try to attract 
emerging designers who offer a fresh look. The show will 
be marketed to companies in Japan, South Korea, China, 
Taiwan, Thailand and Indonesia as well as to European and 
U.S. companies interested in reaching the Asian market. “It 

will consist primarily of Asian designers targeted for the 
Asian market,” Ng said.

Hong Kong Fashion Week’s shifting demographics un-
derscore that more European and U.S. buyers are now going 
directly to China to source their products or already have an 
established relationship with Hong Kong and Chinese facto-
ries—which made up more than half of the 1,500 exhibitors 
at this January’s Hong Kong Fashion Week. 

Other sourcing executives are looking more toward Viet-
nam, Cambodia, Indonesia and Bangladesh for factories 
where garment workers’ wages are more than half of that 

in China.
As China shifts from a manufacturing hub to a country 

that buys consumer products and services, the call for more 
Westernized apparel is on the upswing.

That was evident to Liegey, who has spent more than 25 
years sourcing clothing in China for companies such as Jor-
dache, Polo Ralph Lauren and Tommy Hilfiger. She now 
has a Chinese business license and has developed an anti-
counterfeit hangtag to fight Taylor Swift knockoffs, which 
have been rampant in the areas of perfume, guitars, shoes, 
purses, bathing suits and hats. 

Hong Kong Continued from page 1

Creative displays outside the big exhibition 
halls

The Taylor Swift runway show

Greeters at Hong Kong Fashion Week

A display outside one of the exhibition halls

The theme of this year’s Hong Kong Fashion Week was 
“Fashion of Music.”

Booths inside one floor of Hong Kong Fashion 
Week
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Now that China has relaxed its one-child policy to allow 
two children per couple, there is expected to be an explosion 
of opportunities in the clothing, shoes and accessories mar-
ket, said Lawrence Leung, the committee chairman of the 
Knitwear Innovation & Design Society in Hong Kong. He 
is also the managing director of Sun Hing Knitting Fac-
tory, which makes sweaters in China. “There could be 24 
million new consumers [by 2030],” he said.

The recent Hong Kong Fashion Week saw about 530 ex-
hibitors from China and another 400 from Hong Kong while 
India had a pavilion with 52 exhibitors. New to the show 
were companies from Myanmar, Vietnam, the Philippines, 
Romania, Uzbekistan and New Zealand.

Many exhibitors felt buyer traffic was down this January 
compared with previous years. “My feeling is there aren’t 
as many visitors as last time and there are not that many 
buyers from Europe or the United States,” said William 
Yeung, general merchandise manager for Fenix Fashion 
Ltd. in Hong Kong, which makes knit dresses, sweaters and 
outerwear in three factories in southern China. “I think the 
Chinese buyers are becoming our main buyers.”

This was the fifth time at the show for Nicky Parwani, 
sales manager for Grand Apparels Designs in Hong Kong, 
which makes shoes and handbags as well as clothing. “The 
show is slow, but we have a few potential clients,” he said. 

One coup for Parwani was having a sourcing executive 
from Zara’s office in Shanghai, China, stop by the booth. 
“I’ve been trying to call their office and get an interview for 
some time now,” he said.

This was the first visit to the show for Steen Adstofte, a 
men’s accessories buyer for wholesaler Philipsons in Den-
mark. He was on his way to China and decided to stop by to 
check on new suppliers and factories. “This is a nice-sized 
show, and there are plenty of exhibitors,” he said. “I have 
found some nice new contacts, so I think it was two days 
well spent.” 

David Diaz Dominguez, a buyer for Spanish childrens-
wear retailer Mayoral, has come to the show several times 
because it is based near the company’s sourcing office in 
Shanghai. “I come here to look for sources outside of Chi-
na,” he said. “If you can find one or two good sources, that 
is good enough.” ●

HONG KONG—Designers Polly Ho and Andy Wong are 
known for the painstakingly long process they use to 
naturally dye their silks in an old-fashioned style that 
can take days and weeks to produce.
The two Hong Kong natives produce Loom Loop, a 

sophisticated womenswear line with unique character-
istics incorporating East-meets-West influences. Their 
clothing doesn’t follow trends but tries to exude an artis-
tic vibe that is unique to the brand. 
The two will be part of a group show presenting three 

Hong Kong designers during New York Fashion Week. 
They will be on the runway Feb. 12 at Moynihan Sta-
tion on West 33rd Street. Afterwards, there will be a 
pop-up showroom at Splashlight Studios in SoHo.
Joining them on the runway will be Harrison Wong, 

who designs menswear, and Hidy Ng, whose womens-
wear label is called Hidy N.G. 
The three designers are being sponsored by the Hong Kong Trade 

Development Council, the group that organizes Hong Kong Fash-
ion Week and promotes Hong Kong businesses. 
This is the first time the council has sent a group of Hong Kong 

designers to New York Fashion Week since 2003. In the past, they 
have sent a contingency to China Fashion Week in Beijing, Syd-
ney Fashion Week in Australia and Copenhagen Fashion Week 
in Denmark.

Harrison Wong has shown his menswear at several fashion 
weeks, where his all-black collection garners a lot of attention for 
its slick lines. 
Hidy Ng is a veteran Hong Kong designer who last showed at 

New York Fashion Week in 2003. She is hoping to snap up some 
buyers from Neiman Marcus and other high-end stores. 
Harrison Wong, Polly Ho and Andy Wong have small shops set 

up in Hong Kong at a recently opened creative incubator occu-
pying an old barracks once set 
aside for married police officers. 
The PMQ, or Police Married 

Quarters, was built in 1951 
and had been slated to be torn 
down. But philanthropic forces 
who wanted to help designers 
and artists thrive had the large 
building in the heart of colonial 
Hong Kong converted into stu-
dios and shops for creative com-
panies. There also is a rooftop 
restaurant, several patio gardens 
and research libraries to develop 
more creative companies.—
Deborah Belgum

Hong Kong Designers to Show at New York Fashion Week
Hong Kong Continued from previous page

The former Police Married Quarters converted into creative space

Harrison Wong Polly Ho and Andy Wong
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CALA Shows Inc.
PO Box 182
Venice, CA 90294
Contact: Gerry Murtagh
Gerry@calashows.com
www.calashows.com
Products and Services:  “After eight success-
ful years at the Westin St. Francis, CALA is proud 
to announce its much anticipated transition 
to the Fort Mason Center, located in the heart 
of San Francisco. The move is inevitable, due 
to the shows ever-growing popularity in the 
fashion industry.   Set on the world-famous San 
Francisco Bay, The Fort Mason Center is bordered 
by views of the Golden Gate Bridge and Alcatraz, 
making this venue a desirable destination for 
buyers and exhibitors alike.  The show will now 
offer an open-booth floor plan.  CALA’s new pre-
sentation concept will serve as a great platform 
for new and upcoming vendors to showcase their 
product in a strategically curated show featuring 
the best contemporary brands in the industry.  
This will not only benefit the exhibitors by high-
lighting their product in beautifully lit booths, 
bursting with natural light, but will provide buy-
ers ease in locating the brands they come to 
see. CALA will offer competitively priced booth 
packages while continuing to provide discounts 
on local hotel rooms. Taking place five times a 
year, CALA’s transition into this amazing venue 
will offer many new and exciting perks to those 
attending the show. Local restaurants will cater 
the event, embracing the local vibe of this incred-
ible city. Breakfast and lunch will be served daily, 
and an open bar will be available at happy hour 
each afternoon. There will be a complimentary 
shuttle service from the hotels to the show both 
days, a special offer from UBER for transportation 
needs—and valet will also be available for all 
buyers at the entrance of the show. CALA has 
stood for quality and consistency for over eight 
years, and we plan to provide that for many more 
years to come.  CALA looks forward to welcoming 
our loyal customers and new participants to our 
new venue at Fort Mason.  See you in March!” 
Show dates are March 10-11.

California Market 
Center
110 E. Ninth St.
Los Angeles, CA 90079
(213) 630-3600
www.cmcdtla.com
Products and Services: Introducing ALT, 
the new Activewear & Lifestyle Tradeshow, 
launching March 14–16 at LA Fashion Market. 
ALT is LA’s new show for contemporary 
active, swim, yoga, intimates and lifestyle 
collections.  In addition, five seasons a year, 
buyers from around the globe flock to the CMC 
(California Market Center) for Los Angeles 
Fashion Market, the West Coast’s premier 
destination for thousands of apparel and 
lifestyle collections displayed in hundreds of 
the CMC’s showrooms and temporary exhibi-
tor showcases. Featured trade shows include 
ALT Activewear & Lifestyle Tradeshow, Select 
Contemporary Tradeshow, Transit LA Shoe 
Show, and the LA Kids Market. LA Fashion 
Market at the CMC now offers visiting retailers 
and brands more opportunities and resources 
than ever to exhibit in and shop from. 

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 dis-
tributor 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 positioned 
itself as one of the industry’s top lead-
ers throughout Southern California and has 
received significant national and international 
recognition for its excellence. Our most valu-
able 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.

Goodman Factors
3010 LBJ Freeway, Suite 140
Dallas, TX 75234
Contact: Joan Linxwiler (818) 448-9875 or  
Bret Schuch (972) 241-3297
Fax: (972) 243-6285
Toll-free (877) 4-GOODMAN
www.goodmanfactors.com
Products and Services: As the oldest pri-
vately held factoring company in the Southwest, 
Goodman Factors provides recourse and 
nonrecourse invoice factoring for businesses 

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

Hana Financial, Inc.
1000 Wilshire Blvd., 20th Fl.
Los Angeles, CA 90017
(213) 977-7244
Fax: (213) 228-5555
Contact: Kevin Yoon
kevin.yoon@hanafinancial.com
Products and Services: Established in 1994, 
Hana Financial is a specialized non-bank 
financial institution which offers factoring, 
asset-based lending, SBA lending, home mort-
gage banking, investment banking, wealth 
management, and insurance services. Hana 
Financial evolved from a local start-up serving 
a niche market of Southern California to a top 
10 factor in the U.S. and a member of Factors 
Chain International, with offices in Los Angeles 
and New York.

IFJAG–International 
Fashion Jewelry & 
Accessories Group
www.ifjag.com
Products and Services: IFJAG shows feature 
fashion jewelry and accessories from around 
the world. Our exhibitors bring the finest 
brands and private label products, and our 
unique venue of private showrooms offers 
buyers a private, professional environment. 
The Las Vegas show runs Monday to Friday, 
February 15–19, 2016, so you’ll have plenty 
of time to stop by while you’re in the area. 
Come visit us at Bally’s Las Vegas. Bally’s 
monorail station is only 3 stops away from 
The Convention Center. You can pre-register 
at our website.

Jerian Plastics Inc.
(Global Head Office)
1000 De La Gauchetiere West Suite 2400
Montreal (Quebec)
Canada H3B 4W5
(514) 448-2234
Fax: (514) 448-5101
info@jerianhangers.com
www.jerianhangers.com
Products and Services: Jerian Plastics Inc. is 
a global hanger manufacturer and a premium  
store fixture distributor where you can source 
all your hanger store fixtures and garment 
packaging needs through our worldwide net-
work  facilities. At Jerian, we always have in 
mind to provide our clients  with cost-effective 
plastic hangers and top-quality personal-
ized custom-made wooden hangers specially 
designed to enhance the highest standards of 
the fashion industry and to fit the latest trends 
in the store interior-design market.

Keylin Inc.
312 E. Jefferson Blvd.
Los Angeles, CA 90011
(323) 232-6700
Fax: (323) 232-6858
Support@KeylinInc.com
www.KeylinInc.com
Products and Services: Keylin, Inc. is a com-
pany organized to design, manufacture, and 
market fasteners for the aviation, construction, 
garment, leather, medical, and oceanic indus-
tries. This Los Angeles–based company serves 
as a distribution center that provides immediate 
delivery of goods to customers. Keylin offers a 
vast variety of hardware to the global market. 
The company specializes in custom-built, made-
to-order product lines that satisfy the customers’ 
needs. Keylin is proud to become the Mid- and 
Western Regional Distributor of the world’s lead-
ing premium fashion zipper manufacturer, Riri 
Zippers of Switzerland. To date, Keylin has a 
stock collection of #4, #6, and #8 metal zip-
pers available in 5-metal teeth colors and 7 tape 
colors. This provides a vast array of 105 different 
combinations of items to satisfy the customer’s 
creative demand. To enhance Keylin’s operation 
as Riri’s Regional Distribution Center, Keylin has 
an on-site Riri machine from Switzerland to allow 
on-site custom jobs enabling zipper customiza-

tion that closely matches the original factory 
specification. Keylin may also accept orders for 
production from Riri’s Swiss plant that can be 
shipped anywhere in the world where customers 
may desire. The success of Keylin, Inc. as a 
leader in its line of trade is indicative of the effec-
tiveness of the company’s philosophy and goal.

Merchant Factors 
Corp.
800 S. Figueroa St., Suite 730
Los Angeles, CA 90017
(213) 347-0101
Fax: (213) 347-0202
www.merchantfactors.com
Contact: Donald Nunnari, regional manager
dnunnari@merchantfactors.com
Products and Services: Merchant Factors 
Corp., conveniently located near the garment 
center, offers traditional non-recourse 
factoring. Our local management team 
offers very quick responses to all inquiries 
and flexibility to meet our clients’ needs. 
Established in 1985 with offices in Los 
Angeles and New York, we pride ourselves on 
strong client relations.  

The New Mart
127 E. Ninth St.
Los Angeles, CA 90015
(213) 627-0671
Fax: (213) 627-1187
www.newmart.net
Products and Services: In the heart of Los 
Angeles’ Fashion District is the landmark 
New Mart Building. The showrooms of The 
New Mart represent the most exclusive and 
coveted contemporary lines from an interna-
tional array of designers and manufacturers. 
The New Mart is unique in both architecture 
and style. The intimate setting creates a user-
friendly experience for visitors. Each of its 
glass-fronted, uniquely designed showrooms 
provides a buying adventure that cannot be 
experienced at any other showroom destina-
tion. The New Mart is open year-round to the 
wholesale trade only and has 95 showrooms 
featuring hundreds of contemporary women’s 
and men’s apparel and accessory resources. 

OFFPrice Show
www.OffPriceShow.com
Products and Services: OFFPRICE serves 
the retail industry as a dynamic order-writing 
show that connects apparel retail buyers 
with the leading off-price specialists carrying 
20 to 70 percent below wholesale prices on 
clothing, accessories, footwear, and more. 
Taking place in Las Vegas at the Sands Expo 
at Venetian/Palazzo Feb. 14–17, with over 500 
exhibitors throughout the 130,000-square-
foot show floor, attracting more than 11,000 
industry professionals, it is the largest off-
price show in the country. Many national 
and regional retailers—such as Conway, Citi 
Trends, and Beall’s—actively shop each and 
every OFFPRICEShow. No matter what kind of 
the latest fashions you’re seeking—men’s, 
women’s, children’s, accessories, or swim-
wear—you’ll find it all at the OFFPRICE Show! 
For more information, check out our website.

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 distributor 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, includ-
ing 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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Las Vegas Resources

This listing is provided 
as a free service to our 
advertisers. We regret that 
we cannot be responsible 
for any errors or omissions 
within Las Vegas Resources.

SEVENTH ANNUAL 
TPC GOES TO MAGIC 

1923 Bourbon Bar
Inside the Shops at 
Mandalay Bay Hotel

Tue., Feb. 16, 5:30 – 8 p.m.

Register at the TPC website
www.theprofessionalclub.com

facebook.com/
TheProfessionalClub

twitter.com/TheProfClub theprofessionalclub.com
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HONG KONG—More than 10 
fashion designer and brand collec-
tion shows took place at the semi-
annual Hong Kong Fashion Week 
Jan. 18–21, highlighting fashions 
for the Fall/Winter 2016 season. 

With menswear experiencing a 
resurgence in 
style and pop-
ularity, there 
w e r e  m o r e 
men’s  fash-
ions  on  the 
runway than 
in  p rev ious 
years. 

F a s h i o n 
d e s i g n e r s 
from around 
the world—
i n c l u d i n g 
M y a n m a r , 
Japan, China, 
Hong  Kong 
and New Zea-
l a n d — p r e -
sented their 
creations to 
fash ion  ob-
servers keep-
ing track of 
the latest trends.

Designs ranged from contem-
porary fashion to traditional Asian 
pieces that were heavily embroi-
dered with bright colors.

—Deborah Belgum 
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C L A S S I F I E D S 

Jobs Available Jobs Available Jobs Available
TECHNICAL	DESIGNER	-	ATHLETIC

APPAREL

Sta	ble	and	grow	ing	ath	letic	ap	parel	com	pany	is

look	ing	for	an	ex	pe	ri	enced	Tech	ni	cal	De	signer	to

sup	port	con	tin	ued	growth.	 The	right	can	di	date

for	this	po	si	tion	will	as	sist	and	con	sult	with	fac	‐

tory	pat	tern	mak	ers	to	de	velop	new	blocks,

main	tain	doc	u	men	ta	tion	of	all	rel	e	vant	data	for

pro	duc	tion,	de	velop	and	man	age	the	tech	ni	cal

spec	i	fi	ca	tion	pack	ages	for	ap	parel	pro	to	types,

eval	u	ate	gar	ment	for	qual	ity,	lead	fit	ses	sions,

and	make	rec	om	men	da	tions	for	pat	tern	im	‐

prove	ments.	This	po	si	tion	re	quires	great	at	ten	‐

tion	to	de	tail.	 Com	pet	i	tive	salary,	401K,	In	sur	‐

ance.	Please	ap	ply	at	info@	app	arel	jobs	earc	h.	net

FAMMA	GROUP	INC.

Famma	Group	Inc	look	ing	for	a	pro	duc	tion	pat	‐

tern	maker	for	a	trend-dri	ven	Ju	nior	de	sign	la	bel

spe	cial	iz	ing	in	all	cat	e	gories	knit	tops,	wo	vens,

col	lec	tions,	and	dresses.

Highly	or	ga	nized	with	great	com	mu	ni	ca	tion	skills.

Team	player,	able	to	jug	gle	re	spon	si	bil	i	ties.

Works	well	un	der	pres	sure	in	a	fast-paced	en	vi	‐

ron	ment.

Ger	ber	V	8.5/	V9	RE	QUIRED.

7+	years	ex	pe	ri	ence.

Email	res.	to:	tay	lo	rand	sage@	fam	magr	oupi	nc.	

com

TECHNICAL	DESIGNER

The	Tech	ni	cal	De	signer	is	re	spon	si	ble	for	the	gar	‐

ment	uni	for	mity	and	con	sis	tency	as	it	per	tains

to	fit,	con	struc	tion	and	qual	ity.	In	ter	faces	with	all

cross	func	tional	teams	and	global	part	ners.	En	‐

sures	prod	uct	is	con	sis	tent	with	Tay	lor	and	Sage

stan	dards	and	pro	duc	tion	time	lines	are	met.

Knowl	edge	of	con	struc	tion	and	pat	tern	mak	ing;

trained	eye	for	pro	por	tion,	bal	ance	ansaes	thetic

de	tail;	Com	mu	ni	ca	tio	nand	in	ter	per	sonal	skills;

Abil	ity	to	mul	ti	task;	Prod	uct	risk	as	sess	ment

skills;	Proac	tive	on	prob	lem	solv	ing	and	res	o	lu	‐

tion	ori	ented;	Abil	ity	to	lead	through	clear	and

con	sis	tent	ac	tions;	Abil	ity	to	work	in	a	cross

func	tional	team	en	vi	ron	ment;	Ac	count	able	to	fol	‐

low	through	on	a	task	from	be	gin	ning	to	end;

Abil	ity	to	in	flu	ence	in	a	cross	func	tional	team	en	‐

vi	ron	ment;	Abil	ity	to	self	man	age/work	in	de	pen	‐

dently;	Coach	ing	and	men	tor	ing	skills	for	di	rect

re	ports;	Pro	fi	ciency	in	com	puter	skills:Adobe	Il	lus	‐

tra	tor,ac	cumark	Out	look,Ex	cel,	Word

Email	res.	to:	tay	lo	rand	sage@	fam	magr	oupi	nc.	

com

TECHNICAL	DESIGNER

CA	based	baby	bed	ding,	ac	cys.	&	gift	mfg.	seeks

an	ex	pe	ri	enced	Tech	ni	cal	De	signer.	Ex	e	cutes	the

en	tire	tech	ni	cal	de	sign	process	from	de	sign	to

over	all	de	sign	in	tent.	Must	be	pro	fi	cient	with	Il	‐

lus	tra	tor/Photo	Shop/tex	tile	de	sign/pat	tern	re	‐

peats/fab	ric	con	struc	tion.	We	of	fer	a	very	com	‐

pet	i	tive	com	pen	sa	tion	pack	age.	Please	sub	mit

your	port	fo	lio/re	sume	to	hr@	lam	bsiv	y.	com

WAREHOUSE	MANAGER	NEEDED

To	work	be	tween	pro	duc	tion	and	ship	ping	depts.

Du	ties	will	in	clude	fol	low	ing	up	with	con	trac	tors,

pro	duc	tion	pri	or	i	tiz	ing	or	ders	to	be	shipped.

Must	be	or	ga	nized,	be	able	to	mul	ti	task,	work

un	der	pres	sure,	and	fol	low	to	due	dates.	Eng	‐

lish/Span	ish	a	must.	Please	email	re	sume	to

jobs@	xcvi.	com.

INDEPENDENT	SALES

REPRESENTATIVE

Man	hat	tan	Beach	wear,	inc.	is	look	ing	for	an	In	‐

dep	Sales	Rep	to	ex	pand	prod	uct	dis	tri	b	u	tion	of

our	Ac	tive	and	Re	sort	Wear	Brands.	Will	ag	gres	‐

sively	prospect,	pre	sent	lines,	sell	mer	chan	dise

and	close	deals	to	your	tar	get	ac	count	list.	Send

re	sume	to	hrdept@	mbw	swim.	com.

SOURCING-FABRIC	&	TRIM

Man	hat	tan	Beach	wear,	Inc.	is	look	ing	for	a	Sourc	‐

ing	As	sis	tant	for	Fab	ric	&	Trim.	Global	fab	ric

sourc	ing	and	tech	ni	cal	tex	tile	knowl	edge	a	must.

Bilin	gual	in	Man	darin	a	Plus!	Send	Re	sume	to

hrdept@	mbw	swim.	com

CUSTOMER	SERVICE	REP

3+	Years	EXP.	EDI,	or	der	Pro	cess	ing,	Al	lo	ca	tion,

in	voice,	credit	memos,	cus	tomer	and	show	room

fol	low	up.	Ad	min	&	other	du	ties,	must	have

strong	com	mu	ni	ca	tion	skills.	Com	puter	Skills,

AIM	S360,	Ex	cel,	Out	look	&	Word.	Please	email	re	‐

sume	&	salary	his	tory	to	HR@	eco	tex.	com

SENIOR	ACCOUNTANT

OneWorld	Ap	parel	is	look	ing	for	a	Se	nior	Ac	coun	‐

tant.	Must	have	a	Bach	e	lor’s	de	gree	in	Ac	count	‐

ing,	Fi	nance	or	re	lated	field.	A	min.	of	5	yrs.	exp.

in	the	Fi	nan	cial	State	ment	prepa	ra	tion.

•Han	dle	Month-end	and	Year-end	clos	ing

process.

•Rec	on	cile	all	bal	ance	sheet	ac	counts	sched	ule

to	Gen	eral	Ledger.

•Do	bank,	fac	tor	&	other	ac	count	rec	on	cil	i	a	tion.

•Re	view	and	an	a	lyze	bal	ance	sheet	and	in	come

state	ments	ac	counts.

•Pre	pare	Fi	nan	cial	State	ment	and	Sup	port	ing

doc	u	men	ta	tion	with	Sched	ules.

•Pre	pare	work	ing	pa	pers	and	co	or	di	nate	fi	nan	cial

state	ment	au	dits.	

•Man	age	Tax	and	other	reg	u	la	tory	re	port	ing.

Send	res.	to:	re	cruit	ing@	one	worl	dapp	arel.	com

MARKETING	DIRECTOR

J!NX	(www.	jinx.	com)	is	seek	ing	a	Mar	ket	ing	Di	rec	‐

tor	to	lead	in	the	de	vel	op	ment	and	ex	e	cu	tion	of

com	pre	hen	sive	re	tail	and	on	line	mar	ket	ing	plans

that	seek	to	grow	con	sumer	knowl	edge	of	J!NX

prod	uct	of	fer	ings	in	side	and	out	side	of	the	video

game	in	dus	try	and	to	drive	rev	enue	in	creases

for	both	the	J!NX	Brand	as	well	as	our	li	censed

prop	er	ties.

For	more	in	for	ma	tion	on	how	to	ap	ply,	please

visit:	https://	www.	jinx.	com/	mob	ile/	jobs#	mar	keti	

ng_	dir	ecto	r

GRAPHIC	ARTIST

Join	our	Graph	ics	Team.	Strong	vi	su	al	iza	tion	&

cre	ative	in	put	for	fash	ion	tops	&	screened	t-

shirts.	Pro	cess	ing	knowl	edge	of	screen	print	ing,

sep	a	ra	tions,	&	em	bell	ish	ment	tech	niques.	Fresh

ideas,	self-ini	tia	tive,	&	team	ef	fort	are	crit	i	cal.

Cre	ate	in	no	v	a	tive	de	signs	&	art	work	with	a	keen

un	der	stand	ing	of	our	cus	tomers’	needs.	Must	be

highly	or	ga	nized,	dri	ven	for	re	sults	&	able	to

com	mu	ni	cate	cre	ative	ideas	clearly.	

Please	sub	mit	port	fo	lio	with	re	sume	to:	

tla	man	tain@	sel	fest	eemc	loth	ing.	com

SALES	EXECUTIVE	-	MISSY	APPAREL

Highly	mo	ti	vated	seller	to	join	our	Missy	Sales

Team.	Qual	i	fied	can	di	dates	will	have	es	tab	lished

re	la	tion	ships	with	na	tional	re	tail	ers—de	part	ment,

spe	cialty,	and	big	box—for	brand	and	pri	vate	la	‐

bel	ac	cts.	Can	di	dates	must	have	a	proven	track

record	in	suc	cess	fully	pi	o	neer	ing	new	busi	ness

and	ac	counts	man	age	ment.	 Min	i	mum	5	years’

ex	pe	ri	ence	within	the	Missy	Mar	ket.	Travel	is	a

must.	Ex	cel	lent	ben	e	fits.	Please	sub	mit	re	sumes

to:	mis	syin	LANY@	gmail.	com

1ST	THRU	PRODUCTION

PATTERNMAKER

Can	di	date	must	have	exp.	in	women’s	con	tem	po	‐

rary	ap	parel.	De	velop	&	re	lease	pat	terns	for

first	thru	pro	duc	tion.	Strong	com	mu	ni	ca	tion	&

or	ga	ni	za	tional	skills.	Com	puter	lit	er	acy	&	Ger	ber

sys	tem	a	must.	Min.	2-3	yrs	ex	pe	ri	ence.	Bilin	gual

Eng	lish/Span	ish	a	plus.	Email	re	sume	to:	re	‐

sumes@	kar	enka	ne.	com	or	fax	to	323-277-6830

TECHNICAL	DESIGNER

Es	tab	lished	Ju	nior,	Missy	Sports	wear	Com	pany

seeks	an	ex	pe	ri	enced	Tech	ni	cal	De	signer:	Must

have	the	fol	low	ing	skill	set:	Pat	tern	Mak	ing

knowl	edge;	Ex	cel	lent	com	mu	ni	ca	tion	skills;	Ex	pe	‐

ri	enced	in	con	duct	ing	fit	tings,	gen	er	at	ing	fit	com	‐

ments	and	com	mu	ni	cat	ing	with	over	seas	fac	to	‐

ries,	must	ad	here	to	strict	dead	lines	

–Ex	pe	ri	ence	with	denim	&	non-denim	bot	toms	

–please	email:	hr@	boo	mboo	mjea	ns.	com

PRE-PRODUCTION	ASSISTANT

Pro	fi	ciency	in	Il	lus	tra	tor	&	Ex	cel	re	quired.	

Re	spon	si	bil	i	ties	in	clude	cre	at	ing	tech	packs,

trim/wash	ap	provals,	other	ad	min	tasks,	&	

work	ing	closely	with	de	sign	&	pro	duc	tion.	Must

have	a	strong	sense	of	ur	gency	in	a	dead	line	dri	‐

ven	en	vi	ron	ment,	be	very	de	tail	ori	ented,	have

abil	ity	to	multi-task,	have	good	fol	low	up	skills	&

be	highly	self	mo	ti	vated.	2	yrs.	pre-pro	duc	tion

exp.	&	ex	cel	lent	com	mu	ni	ca	tion	skills	req'd.	We

of	fer	great	ben	e	fits.	

Send	re	sumes	to:	hrinfo@	ymi	jean	s.	com.

ACCOUNT	EXECUTIVE

Maxs	tu	dio.com,	a	global	cor	po	ra	tion	bring	ing	cre	‐

ative	and	lead	ing-edge	de	sign	to	to	day’s	woman,

has	an	im	me	di	ate	open	ing	for	an	Ac	count	Ex	ec	u	‐

tive.	Ex	cel	lent	growth	op	por	tu	nity	for	an	in	di	vid	‐

ual	with	pas	sion,	drive	and	en	ergy.

The	fash	ion	able	can	di	date	must	be	highly	self-

mo	ti	vated,	or	ga	nized,	an	a	lyt	i	cal,	and	work	well	as

a	team	player.	5	years	ex	pe	ri	ence	as	a

buyer/whole	sale	ex	ec	u	tive	with	de	part	ment

store	or	spe	cialty	store	ac	counts	is	a	must.	Four

year	col	lege	de	gree	pre	ferred.

Re	spon	si	bil	i	ties	to	in	clude:

•Build	ing	cus	tomer	re	la	tion	ships

•Pre	sent	ing	col	lec	tions

•In	ter	fac	ing	with	Mer	chan	dis	ing,	Pro	duc	tion	and

fi	nan	cial	plan	ning

•Cre	at	ing	sales

•Pro	vid	ing	cus	tomer	ser	vice	and	fol	low-up

•An	a	lyz	ing	busi	ness	and	op	por	tu	ni	ties

Maxs	tu	dio.com	of	fers	a	com	pet	i	tive	salary	and

good	ben	e	fits	pack	age.	

Please	sub	mit	re	sumes	with	salary	his	tory	to:

ca	reers@	max	stud	io.	com.	EOE,	M/F/V/D

COSTING	ENGINEER

Grow	ing	com	pany	is	seek	ing	a	cost	ing	en	gi	neer

with	3	yrs.	plus	ex	pe	ri	ence.	Must	have	knowl	‐

edge	of	print	place	ment	&	yield.	Or	ga	nize	is	a

must	&	be	able	to	work	un	der	pres	sure.

Email	re	sume	to:	Geni@	sec	retc	harm.	com	&

Mai@	sec	retc	harm.	com
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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 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

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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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

CALL NOW FOR SPECIAL RATES, TERRY MARTINEZ (213) 627-3737 x213 

Position Wanted

Real Estate

Buy, Sell and Trade

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	ALL	FABRIC!

WE	BUY	ALL	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

SEEKING	JUNIORS	&	KIDS	SALESREP

Ju	niors	and	Kids	Com	pany	seek	ing	an	Exp'd.

sales	per	son.	Must	have	at	least	7	yrs	exp.	sell	‐

ing	to	Dept	&	Chain	Stores.	We	pro	duce	Kids	&

Ju	niors,	Dresses	&	Tops.	The	can	di	date	for	this

po	si	tion	must	be	able	to	move	swiftly	&	get	the

job	done.	con	tact	joekim.	mar	sons@	gmail.	com

DEAD	STOCK	PREMIUM	JAPANESE	AND

ITALIAN	DENIM

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

&	LOW	MIN	I	MUMS.

ASK	FOR	GINA	323	277	2777,	grios@	dfwla.	com

SENIOR	PLANNER

MOTHER	Denim	is	look	ing	for	a	strong	Se	nior

Plan	ner	to	part	ner	with	sales	on	fi	nan	cial	tar	‐

gets,	sales	plans,	style	pro	jec	tions,	SKU	plans,

open-to-buys	and	in	ven	tory	lev	els.	Demon	‐

strated	ex	pe	ri	ence	pre	sent	ing	and	rec	om	mend	‐

ing	strate	gies	and	build	ing	a	busi	ness	case,

strate	gic	fore	cast	ing	for	a	multi-di	men	sional	busi	‐

ness	and	in	flu	enc	ing	and	ne	go	ti	at	ing	at	a	va	ri	ety

of	lev	els.	Min	2	yr	whole	sale	plan	ning	exp.

Send	re	sume	to:	hr@	mot	herd	enim.	com

DESIGNER

Wilt	seeks	ex	tremely	cre	ative	de	signer	with	min

15yrs	exp.	w/strong	sense	of	the	tech	ni	cal

process	of	cre	at	ing	re	quired.	Good	com	mu	ni	ca	‐

tion	skills	needed.	Must	work	well	with	oth	ers

sub	mit	re	sume	and	cur	rent	port	fo	lio	to	Kelly@	

par	cand	pear	l.	com

SEEKING	KIDS/JUNIORS	DESIGNER

Ju	niors	and	Kids	com	pany	seek	ing	and	de	signer

with	at	least	3	yrs	exp.	This	po	si	tion	re	quires

speak	ing	and	typ	ing	of	Can	tonese/Man	darin	and

Eng	lish.	We	pro	duce	Kids	and	Ju	niors	dresses

and	tops.	con	tact	joekim.	mar	sons@	gmail.	com
TECHNICAL	DESIGNER

Es	tab	lished	com	pany	is	look	ing	for	a	tech	ni	cal	de	‐

signer	who	is	highly	skilled	in	fit	process	with	3-

5	yrs	plus	ex	pe	ri	ence.	Must	be	able	to	com	mu	ni	‐

cate	ef	fec	tively	with	pri	vate	la	bels	&	fac	to	ries	re	‐

gard	ing	gar	ment	con	struc	tions.	At	ten	tion	to	de	‐

tail	is	nec	es	sary.	Adobe	Il	lus	tra	tor	&	Pho	to	shop

ex	pe	ri	ence	is	needed.	Abil	ity	to	work	in	a	fast-

paced	en	vi	ron	ment.	

Email	re	sume	to	Mai@	sec	retc	harm.	com

1ST	TO	PRODUCTION	PATTERNMAKER

Wilt	seeks	an	ex	pe	ri	enced	1st-Pro	duc	tion	Pat	‐

tern	maker	-	Must	know	Tuka.	Min.	14	years	ex	‐

pe	ri	ence	gar	ment	dye	knowl	edge	pre	ferred.

Email:	par	can	d	pearl@	par	cand	pear	l.	com

For classified advertising information:
call Jeffery 213-627-3737 ext. 280, email classifieds@apparelnews.net or

visit www.apparelnews.net/classifieds to place your ad in our self-serve system

PATTERN	MAKER

Man	hat	tan	Beach	wear,	Inc.	in	need	of	a	Pat	tern

Maker.	1st	through	Pro	duc	tion.	Ger	ber/Il	lus	tra	tor

is	a	must.	Send	re	sume:	hrdept@	mbw	swim.	com

ASSISTANT	FABRIC	BUYER	NEEDED	FOR

GARMENT	MFG	IN	COMMERCE,	CA

Man	age	fab	ric	in	ven	tory.	Ne	go	ti	ate	with	mills	&

or	der	fab	ric.	Fol	low	up	on	fab	ric	pro	duc	tion.	Ship

sam	ples.	Com	mu	ni	cate	with	sales	team.	Ex	cel,

Word,	and	ex	pe	ri	ence	in	gar	ment	in	dus	try	req’d.

A2000	a	plus.	

Email	re	sume	to	re	cruit	ing@	scta.	sam	sung.	com

EXPERIENCED	PATTERN	MAKER

Ex	pe	ri	ence	In	Gar	ment	Dye	For	Both	Wo	ven	&

Knits.	Must	Un	der	stand	Abil	ity	To	Ap	ply	Shrink	‐

age	To	Pat	terns.	Ex	pe	ri	ence	In	Grad	ing	And	Pat	‐

terns.	Must	have	exp.	with	Lec	tra.	Full	Time	Or

Part	Time.	Lo	cated	in	Bur	bank	area.

Email:	pat	tern	mak	er	h21@	gmail.	com
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