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E-commerce Showing More 
Interest in Bricks and Mortar

For 18 months, People’s Project LA has been selling its 
sweaters, dresses, dusters, rompers and everything fashion-
able through its website.

But Patty Park, the website’s founder and the daughter 
of Korean immigrants who worked in the garment indus-
try, is venturing into the offline world by opening a bricks-
and-mortar store soon in the Los Angeles neighborhood 
of Studio City. Her 1,300-square-foot outpost at 12206 
Ventura Blvd. opens Feb. 27. “Bricks-and-mortar is still 
a great business,” Park said. “[With a physical store] my 
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What Does an Economic 
Shift Mean for the 
Factoring Industry?

The global economy started out this year with a whim-
per, not a bang. 

The U.S. stock markets have been on a roller coaster 
ride. In January, the Dow Jones Industrial Average lost 5.5 
percent of its value, and the NASDAQ sank 8 percent that 
same month. Oil prices have plummeted to their lowest 
level in 12 years. 

By Deborah Belgum Senior Editor
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New York designer B Michael made a fashion foray into Southern 

California with his first LA runway show, which featured his stylish 

dresses. For more looks from the show, see page 18.

RUNWAY DEBUT
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Michelle Lam calls it “nomadic retail.”
A trailer outfitted with a boutique will 

bring her e-commerce lingerie brand True 
& Co. to cities across the United States this 
year.

On Feb. 10, the 24-foot-
by-8-foot mobile boutique, 
called “The Try-on Truck,” 
parked outside Wander-
lust Hollywood, a yoga 
studio and community cen-
ter in Los Angeles. With 
the backdrop of a party at-
mosphere where wine and 
organic food was served, 
party goers shopped for 
bras the True & Co. way.

They took a short body-
type quiz,  which uses 
True & Co.’s database on 
bra fits. The information 
is sent to the company’s 
headquarters in the San 
Francisco Bay area 
to construct a bra 
that fits a wearer’s 
unique shape.

Since the compa-
ny started in 2012, 
True & Co.’s cus-
tomers have taken 
the body-type quiz 
online. But a mobile 
boutique gives the 
brand’s loyal shoppers a chance to shop in 
a place devoted to True & Co.’s merchandise 
and aesthetic. 

“We’re building a female shopping expe-
rience,” Lam said. “It’s a comfortable place 

where they can talk about what they 
like about their bodies.”

One of the truck’s windows dis-
plays selfies that visitors took of 
themselves in The Try-on Truck. 

The interior fea-
tures cushioned al-
coves where shop-
pers can take True 
& Co.’s quiz with 
one of the mobile 
shop’s fit experts. 
The center area dis-
plays the brand’s 
products, and on 
the edges there are 
fitting rooms where 
lingerie can be tried on.

The mobile boutique’s 
tour started on Jan. 7 in 
San Francisco. Shoppers 
can  make an online ap-
pointment for a 30-minute 

consultation with 
a fit specialist. The 
truck also accepts 
walk-ins too, said 
Ashley Fattig, the 
mobile-store man-
ager. Some lingerie 
can be purchased 
at the store. It also 
sells items such as 
candles.

Lam declined to say how much it cost to 
build the mobile boutique. But she worked 
with Spiegel Aihara Workshop, a promi-
nent San Francisco architecture firm, and 
Mobile Office Architects, with bases in 

Santa Barbara, Calif., and Brooklyn, N.Y. 
The truck was inspired by the tiny house 
movement, which seeks to cut the carbon 
footprint and space that residences use.

Lam plans to make the mobile boutique’s 
tour a permanent one.—Andrew Asch
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LINGERIE

I am pleased to announce that beginning with the Fall ’16 season at Las Vegas Market 
Week, there is an exciting new collaboration between the  
Apparel News Group and Apparel Insiders, which was on 
hiatus for one year.

Launched in 2010 by Gus Floris, a former associate pub-
lisher of Sportswear International and Women’s Wear Daily, 
Apparel Insiders’ mission is to “tell it like it is.” 

In the magazine’s most recent edition, Gus and his team take 
a behind-the-scenes look at the new HBO series “Vinyl” and 
also give us a sneak peak into the world of costume designers. 

Apparel Insiders is being inserted into the Feb. 12 Cali-
fornia Apparel News edition distributed at Agenda, Liberty 
Fairs, Project, Sourcing at MAGIC, WWDMAGIC and 
MRket, as well as at Coterie in New York. California Ap-
parel News is happy to be a part of Apparel Insiders’ return.

You can find both of us at 10 locations throughout the Las 
Vegas shows, so come see us and pick up your copies.

In addition, the Apparel Insiders LA City Guide will be 
inserted into the March 4 issue and mailed to all California Apparel News subscribers. It will 
also be distributed at the LA Fashion Market, Designers and Agents, Coeur, ALT, Style 
Fashion Week, Art Hearts Fashion and LA Mens Market as well as to a dozen buildings 
in the Los Angeles Fashion District. This ultimate insider’s guide will tell it like it is on LA 
shopping and dining.

 Terry L. Martinez
 Publisher/CEO

Letter From the Publisher

           I'm incredibly grateful to Merchant 
Factors. They really removed all my financial 
stress. They freed me to create, and are one of 
the key elements in Cleobella's growth.

Angela O’Brien:
Creative Director &
Owner, Cleobella

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

“

”

INFO@MERCHANTFACTORS.COM

@MERCHANTFACTORS

LOS ANGELES

800 SOUTH FIGUEROA ST.,  SUITE 730 

LOS ANGELES, CA 90017

P: 213.347.0101

NEW YORK

1441 BROADWAY, 22ND FLOOR

NEW YORK, NY 10018

P: 212.840.7575

www.merchan t fac to r s . com 

Despite an uncertain economic beginning 
to the year, the National Retail Federation is 
forecasting that retail sales will be up 3.1 per-
cent this year, which is slightly better than the 
10-year average of 2.7 percent.

The forecast excludes automobiles, gas sta-
tions and restaurants. In addition, non-store 
sales are anticipated to jump between 6 percent 
and 9 percent in 2016.

 “Wage stagnation is easing, jobs are be-
ing created and consumer confidence re-
mains steady, so despite the headwinds our 
economy faces from international develop-
ments—particularly in China—we think 
2016 will be favorable for growth in the re-
tail industry,” NRF President and Chief Ex-
ecutive Matthew Shay said. “All of the ex-
perts agree that the consumer is in the driv-
er’s seat and steering our economic recovery. 
The best thing the government can do is stay 
out of the way, stop proposing rules and reg-
ulations that create hurdles toward greater 
capital investment, and focus on policies that 
help retailers provide increased income and 
job stability for their employees.”

The NRF’s chief economist, Jack Klein-
henz, said the economy had a bumpy ride last 

year, with fits and starts. “Despite the volatility, 
the economy continued to reduce unemploy-
ment, raise wages and actually increase real 
GDP [gross domestic product] by 2.4 percent,” 
Kleinhenz said. “Lower gas prices are creating 
more discretionary income to save, pay down 
debt and spend on travel, eating out and per-
sonal services. Retailers have benefited as well 
and continue to find ways to compete and suc-
ceed in a very cost-conscious environment.”

Additional economic insights from the Na-
tional Retail Federation include:

• Economic growth should be more of the 
same and uneven. It is likely to be in the range 
of 1.9 to 2.4 percent in 2016.

• Employment gains of approximately 
190,000 on an average monthly basis are ex-
pected. While that pace is down from 2015, 
it is consistent with the labor market growing 
near its underlying trend. By year-end, unem-
ployment should drop to 4.6 percent.

• Prospects for consumer spending are 
straightforward—more jobs equal more in-
come, which equals more spending. However, 
spending will come largely from the growth in 
jobs and not as much from increased wages. 

—Deborah Belgum

Retail Sales on a Positive Trail for 2016

NEWS

®

True & Co. Lingerie Store Hits the Road

Fitting room in True & Co.’s mobile boutique

MOBILE-SHOP FLOOR: Shopping in True & 
Co.’s mobile boutique

THE QUIZ: Ashley Fattig, True 
& Co.’s mobile-store manager, 
pictured right, conducts a True & 
Co. fit quiz on the brand’s Try-on 
Truck.

Exterior of True & Co.’s mobile boutique
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Feb. 14
OffPrice
Sands Expo
Las Vegas
Through Feb. 17

Feb. 15
Sourcing at MAGIC
Las Vegas Convention Center
Las Vegas
Through Feb. 18

Liberty Fairs
The Palazzo/Sands Expo
Las Vegas
Through Feb. 17

Agenda
The Palazzo/Sands Expo
Las Vegas
Through Feb. 17

MRket
Accessories The Show
Stitch
The Palazzo/Sands Expo
Las Vegas
Through Feb. 17

Capsule
The Venetian
Las Vegas
Through Feb. 17

WWIN
Rio All-Suite Hotel and Casino
Las Vegas
Through Feb. 18

IFJAG
Bally’s Hotel and Casino
Las Vegas
Through Feb. 19

Kidshow
Bally’s Hotel and Casino

Las Vegas
Through Feb. 17

Texworld
Apparel Sourcing
Le Bourget
Paris
Through Feb. 18

Feb. 16
Project  
Project Womens
The Tents
The Collective
Mandalay Bay Convention Center
Las Vegas
Through Feb. 18

Pooltradeshow
WWDMAGIC
CurveNV@MAGIC
ISAM  
FN Platform
WSA@MAGIC
Playground 
Las Vegas Convention Center
Las Vegas
Through Feb. 18

Première Vision
Parc d’Expositions Paris-Nord
Paris
Through Feb. 18

Feb. 21
Designers and Agents
Starrett-Lehigh Building
Center 548
New York
Through Feb. 23

Curve NY
Javits Center
New York

Through Feb. 23

Capsule
Pier 94
New York
Through Feb. 23

Tranoi
The Tunnel
New York
Through Feb. 23

Axis
Pier 92
New York
Through Feb. 23

Atelier Designers
Doubletree by Hilton Times Square
New York
Through Feb. 23

Feb. 22
Accessories The Show
Moda
Fame
Stitch
Edit
Javits Center
New York
Through Feb. 24 
Coterie
Sole Commerce
TMRW
Javits Center
New York
Through Feb. 24

Submissions to the calendar should be faxed to the Calendar Editor at (213) 623-5707. Please include the event’s name, date, time, 
location, admission price and contact information. The deadline for calendar submissions is the Tuesday prior to Friday publication. 
Inclusion in the calendar is subject to available space and the judgment of the editorial staff.

POSTMASTER: Send address changes to: CALIFORNIA APPAREL NEWS, Customer Service, PO Box 4419, Orlando, 
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GROUP Publishers of: California Apparel News®, Market Week Magazine®, New Resources®, Water wear®, New 
York Apparel News®, Dallas Apparel News®, Apparel News South®, Chicago Apparel News®, The Apparel 
News (National), Bridal Apparel News®, Southwest Images®, Stylist® and MAN (Men’s Apparel News®). Prop-
erties of TLM PUBLISHING INC., California Market Center, 110 E. Ninth St., Suite A777, Los Angeles, CA 90079, 
(213) 627-3737. © Copyright 2016 TLM Publishing Inc. All rights reserved. Pub lished weekly except semi-weekly first 
week of January, second week of July and first week of September. Periodicals Postage Paid at Los Angeles, CA, 
and additional entry offices. The publishers of the paper do not assume responsibility for statements made by their 
advertisers in business competition. Opinions expressed in signed editorial columns or articles do not necessarily 
reflect the opinions of the publishers. Subscription rates: U.S.: 1 year, $89; 2 years, $140. Foreign: $180 U.S. funds 
(1-year subscription only). Single-copy price $2.99. Send subscription requests to: California Apparel News, Customer 
Service, PO Box 4419, Orlando, FL 32802 or visit www.apparelnews.net. For customer service, call (866) 207-1448.

There’s more
 on ApparelNews.net.

CalendarCalendar

For calendar details and contact 
information, visit ApparelNews.
net/calendar.

4  CALIFORNIA APPAREL NEWS    FEBRUARY 12–18, 2016   APPARELNEWS.NET

After a decade of designing for some of 
the biggest surfwear designers, including 
Billabong and Rip Curl, Christa Bischof-
berger and Kristy Kalsman started their own 
brand, Saltwater Luxe, which is headquar-
tered in Long Beach, Calif.

The designers aim to put their own stamp 
on the surf look. Their brand strives to give a 
Rodeo Drive edge to beach-town silhouettes.

Some of the label’s sweats have gold 
drop cords. Hangtags feature gold-wrapped 
strings. Bischofberger said Saltwater Luxe’s 
clothes are intended to be worn at the beach 
and for evening. 

“It’s for the girl who wants to look more 
polished and together,” she said. “It’s for the 
girl who wants to wear surf clothes and dress 
them up,” Kalsman added.

Saltwater Luxe was introduced in Octo-

ber. It is making its first trade-show appear-
ance at the February run of Axis in New 
York, Bischofberger said. It has been sold at 
boutiques such as Stitch & Feather in Seal 
Beach, Calif., and Hidden Jewel in Costa 
Mesa, Calif.

Saltwater Luxe’s clothes are manufactured 
in Los Angeles County. The designers intend-
ed their brand’s pieces to be worn in multiple 
ways. The line’s beach kimono can be worn 
open over shorts and a T-shirt or closed like a 
dress, Kalsman said. Fabrics include French 
terry, floral prints and recycled cotton yarns. 

Wholesale price points range from $30 to 
$90. “We hope to see other people wearing 
it. We hope to see it at our dream retailers,” 
Kalsman said.

For more information, contact sales@
saltwaterluxe.com.—Andrew Asch

NEW RESOURCES

Saltwater Luxe for Beach and Evening

To learn how CIT can help your business grow, 
visit cit.com/apparel or call us at 800-248-3240 

FACTORING • WORKING CAPITAL FINANCING
CREDIT PROTECTION • ACCOUNTS RECEIVABLE MANAGEMENT
IMPORT/EXPORT FINANCING

© 2016 CIT Group Inc. CIT and the CIT logo are registered service marks of CIT Group Inc.

CIT Knows
You Want to Grow
That’s why we work hard to understand your 

business objectives and create flexible, 

innovative financial services solutions designed 

to help your business thrive.

A dedicated member of our team will ensure that 

you benefit from the full resources of CIT, from 

credit protection to accounts receivable 

management and financing. CIT combines a 

relentless focus on execution with insights based 

on in-depth industry knowledge.
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ELEVATED
& SEAMLESS

Naturally Soft on the Skin 
Cool to Touch 
Light to Wear  

Superior Comfort 

MicroModal®-Friendly Supply Chain 
Efficient Production 
Product Consistency
Speed-to-Market

We make MicroModal® work. 

Start your journey to elevated activewear.

buhleryarns.com/MicroModal

COME JOIN US AT 

LA TEXTILE

2/29 – 3/2 
BOOTH PH 7
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Staud clothing is a customizable luxury 
line that takes women virtually to the design 
table. 

Launched in 2015 by designer and found-
er Sarah Staudinger and Co–Creative Direc-
tor George Augusto, the Los Angeles brand 
debuted initially as an 
e-commerce site that 
gives shoppers op-
tions to personalize 
pieces from color and 
trimmings to hem-
lines and hardware.

With an impres-
s ive  t u r n a r o u n d , 
Staud works with a 
factory in downtown 
Los Angeles close to  
its headquarters to 
keep the production 
lead time down. 

A s  t h e  f o r m e r 
fashion director of 
Reformation, Staud 
positions the brand 
with an eco-friendly, 
reductive approach, 
minimizing waste by using dead stock fab-
rics for the garments. The customized pro-
duction process also minimizes the amount 
of fabric typically used. 

This direct-to-consumer model was con-
ceived while Staud was in college studying 

fashion and media at The New School in 
New York. The Los Angeles–born designer 
waited to turn her idea into an actual busi-
ness until she found an efficient platform.  

“At the time, Sarah was frustrated that 
she couldn’t find something online that fit 
and flattered her body and still expressed 
her personal style,” Augusto said. “But tech-
nology wasn’t where it is today, and people 
thought that she was absolutely insane for 
wanting to start this. There was no Pinterest 
or Instagram—even e-commerce in general 
wasn’t as popular—so she put it on the back 
burner, until now.” 

The Fall collection debuted with 13 foun-
dational silhouettes, including adjustable 
wide-legged and flared jumpsuits; casual 
tunics and detailed, tailored tops; flared cu-
lottes and demure dresses with edgy cut-
outs. 

Staud simplified the online experience 
with 66 options that offer varied preset 
hems, sleeve lengths, add-ons such as belts 
to flatter the waist, prints and fabrics.

“This will hopefully allow the customer 
to purchase a garment that works more pre-

cisely for her body 
type or that’s more 
appropriate for her 
specific event/occa-
sion,” Augusto said.  
With customers able 
to personalize each 
piece, which is shown 
in different variations 
on the site, it allows 
consumers to get in-
volved in the creative 
d e c i s i o n - m a k i n g 
process and connect 
to the confection of 
choice. 

Retail prices range 
from $75 for a top 
to $295 for a trench 
coat. The collections 
are effortlessly chic 

and stylish yet clean, minimal and classic. 
The Fall collection nods to the 1970s but 
also pays homage to the iconic artists and 
creatives of the ’50s, ’60s and ’70s.

“There is definitely a lot of ’70s influence 
in our hardware and fabrics, but then you’ll 

see those same pieces will 
have a ’50s pant leg or a 
’60s collar shape,” Augusto 
said. 

The “Uschi” culotte, 
named after ’60s model and 
actress Uschi Obermaier, 
features a flared hem with 
an option of adding bot-
tom fringe. There’s also the 
“Linus” cotton knit tee with 
a wide mock neck and con-
trasting neck and sleeves 
and the “Senna” wrap top, 
which has a long tie closure 
allowing for adjustability 
of both waist and length. 
The high-waisted corduroy 
“Joni” pant has a slight flare 
at the hem with an exposed 
nickel front zipper with a 
circular eyelet pull. 

The  “Asawa”  dress , 
which features a two-way 
zipper for an adjustable 
slit length and collar zips 
from a standard to a tur-
tleneck, was named after 
wire sculptor Ruth Asawa. 
There’s also the “Judd” 
jumper, which is named af-
ter minimalist artist Donald 

Judd, and the high-waisted “Sontag” skirt is 
named after writer Susan Sontag.

“We also had the pleasure of collaborating 
with Ana Kras. She created an amazing print 
that is worked into the designs, and we love 
the result,” Augusto said. The geometric print 
can be seen on the “Strada” dress, which is 
available in a maxi or mini style. A standout 
garment includes the structured “Brontë” lay-
ering piece, which features open sides with 
panel-closure details that can be paired with 
a dress, jumper, pants or top. 

There are also accessories. The Resort 
collection includes the “Kirk” block-heeled 
sandal and handbags. Resort fashion in-
cludes streamlined silhouettes, solid-colored 
palettes and prints offered in lightweight 
fabrications such as chambray and linen.  

For more information, contact emilia@
staud.clothing.—Sarah Wolfson

Staud Clothing, Customizing With 
Accessibility and Quality in MindTired of traditional lending solutions? 

Try Milberg Factors 
on for size.

You need financing or credit approvals 

to operate — now. Not in a few weeks or months. 

Thanks to Milberg Factors you can get what  

you need quickly and easily. As a privately held 

business — and one of the largest factoring  

and commercial finance firms in the US — we don’t 

spend time in meetings, but in working directly 

with our clients to tailor financial solutions that 

can help you produce and profit.  

  www.milbergfactors.com
CALIFORNIA     |     NEW YORK     |     NORTH CAROLINA

Please call Dave Reza at (818) 649-7587 or Jeff Sesko at (818) 649-8561 
to discuss further
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Mark Bienstock, Managing 
Director, Express Trade Capital Inc.

The factoring industry should 
prosper during these turbulent 
economic times. In good times, ev-
eryone does well. During bad eco-
nomic times, factoring and asset-
based lenders do exceedingly well. 

This is a result of many finan-
cial institutions beginning to “pull 
back” from actively lending to cli-
ents. Also, many financial institu-
tions get very concerned over the 
losses incurred by their clients. We 
lend against the collateral of our 
clients—namely, accounts receiv-

ables. 
Our “door-to-door” financing 

model provides us with significant 
security in financing. By offering 
factoring, purchase-order financ-
ing, letters of credit and logistics all 
under one roof, we are involved in 
all aspects of the transaction.

Sydnee Breuer, Executive Vice 
President, Rosenthal & Rosenthal

Uncertain economic times are 
difficult for most, if not all, busi-
nesses, including the factoring 
business. It will be a challeng-
ing year for the apparel industry 
as consumers may be reluctant to 
spend money in a rocky economic 
climate. 

Thus, we may see fewer start-
ups crop up, and existing clients’ 
volume will generally be flat or 
down. On the flip side, in challeng-
ing times for the retail community, 
there will be opportunities for us 
to gain clients from those compa-
nies that want to credit protect and 
factor their receivables, especially 
after they take a credit loss or two. 

At Rosenthal, our credit param-
eters will remain the same—mak-
ing decisions as we always have by 
focusing on the collateral perfor-
mance and, more importantly, the 
people behind the business.

Gino Clark, Senior Vice President, 
Capital Business Credit

International trade touches near-
ly every single product sold in the 
United States. The uncertain global 
economic climate has strained his-
torical supply-chain relationships 
between U.S. buyers, typically 
served by the factoring and bank-
ing industry and their international 
suppliers. 

In the past, many international 
suppliers extended open terms 
to U.S.-based buyers. However, 
as credit markets tighten interna-
tionally, we have noticed a trend 
whereby international suppliers are 
now looking for quicker payments 
from their U.S.-based buyers. 

This trend puts continued pres-
sure on the U.S. buyer to help 
support the cash needs of the in-
ternational suppliers. It is apparent 
in the recent increased usage of 
asset-based factoring facilities and 
bank facilities to support earlier 
payments to suppliers. 

 CBC expects continued vola-
tility in the global markets despite 
forecasts of modest growth in the 
domestic market this year. As such, 
CBC expects an increased need 
for both our factoring and sup-
plier early-payment products to 
help smooth out these trends and 
accommodate the ever-changing 
supply-chain needs.  

Mitch Cohen, Western Regional 
Manager, CIT Commercial Services
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INDUSTRY FOCUS: FINANCE

On top of that, a strong U.S. dollar means that American-made goods are 
more costly for overseas customers. Consequently, international clothing 
companies, such as Nike and VF Corp., will see their foreign-generated rev-
enues take a haircut and stymie apparel companies hoping to expand to new 
overseas markets. The question is how will this affect apparel companies and 
the factoring business? California Apparel News recently spoke with some 
finance-industry executives, who give their perspective on what is ahead for 
factors and their clients.

08,10,12,14.finance.indd   8 2/11/16   7:31 PM
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I do not see us going into a recession, but the uncertain glob-
al economic climate combined with the strong U.S. dollar does 
create a headwind in our export markets.

In addition, I would expect our importers to use this oppor-
tunity to negotiate favorable pricing from their vendors.

Rob Greenspan, President and Chief Executive, Greenspan 
Consult Inc.

Factors are in the business of approving customers cred-
it and lending money 
against accounts receiv-
able. The vast majority of 
their revenues are derived 
from earning a percent-
age on their customers—
whether to wholesalers 
or retailers—and from 
lending money against the 
credit-approved accounts 
receivable.

The uncertain global 
economic conditions that 
we have seen and felt over 
the last several months 
could cause some shifts in 
how factors credit approve 
their customers’ invoices. 

For example, if the 
economic uncertainties cause a slowdown at retail, this could 
put financial pressure on retail sales. Falling sales means fall-
ing profits. Falling profits could create a situation where the 
retailers’ credit is now severely limited or completely cut off. 
We have experienced this over and over again. These economic 
issues could impact how the factors determine the credit wor-
thiness of the buyers and therefore have a detrimental impact on 
their customers’ ability to sell merchandise.

When economic conditions are unstable, lenders tend to 
want to minimize risk, and they can become more conservative. 
On the lending side of the factoring business, it could happen 
that over advances, inventory loans and other riskier areas of 
lending might become more difficult to obtain.  If you are in 

this position, you might be forced to clean up the over advance 
or pay down some of the loan. 

Overall, I think it is true that when economic conditions are 
unstable and unpredictable, all types of lenders get more con-
servative and want to minimize their risk. 

Apparel manufacturers and importers need to continually 
review their customer lists to be certain there is no large eco-
nomic risk with any of their customers. They also need to proj-
ect better their cash-flow positions and inventory needs to be 
less reliant on overdrafts and inventory loans.

Sunnie Kim, President and Chief Executive Officer, Hana 
Financial

We expect the uncertainty in the global economy to provide 
emerging new opportunities for the factoring industry. 

When there is unevenness in the economy, banks typically 
tend to tighten their fiscal policies. Therefore, there becomes 
a significant amount of businesses that are either displaced by 
or unable to obtain the support of lenders, which enables the 
factoring industry to gain access in providing working capital 
financing and credit-risk protection. 

These companies—some which may never have considered 
factors in the past—can now benefit from the services factors 
can provide.  The factors benefit from gaining new clients and 

theoretically moving into new industries.      
Additionally, if the global economy is challenged, the possi-

bility of additional interest-rate hikes may not come to fruition 
domestically. This, combined with low oil prices, would mean 
that consumers would continue to have discretionary income, 
which could translate into more spending at the retail level. 

However, uncertainty with other global economic powers, 
such as China, could still cast a dark cloud. But, a lower-rate 
environment might mean more investment into small and me-
dium-sized businesses, which could spur additional job growth.   

Louis Mastrianni, Managing Director and Head of Apparel 
Commercial Banking, Chase 

The global economic climate may have less impact on the 
apparel industry this year than one might expect. 

With the wind at the back of the consumer sector, as the job 
market continues to slowly recover, with pay gains rising and 
dropping oil prices freeing up more disposable income, spend-
ing power will likely increase. 

Digital adoption is also influencing consumer spending 
globally, not only shifting expectations for local retail shops 
but now consumers are constantly connected and able to buy 
goods anytime, anywhere.
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C
Remaining Relevant: Kevin Sullivan, EVP of 

Wells Fargo Capital Finance, offers insights on 
how apparel companies can thrive in 2016

Change is ever-present in the apparel world. But in a time when 
the shifting sands of consumer buying practices are colliding with 
economic uncertainty and global instability, the difference between 
a company’s success and failure may often be boiled down to one 
word: relevance. 

The word comes up again and again during a conversation with 
an expert on the topic, Kevin Sullivan, executive vice president of 
Wells Fargo Capital Finance, who specializes in the manufacturing, 
importing, and distribution sectors, of which about 65 percent are 
apparel related.  

The ability to stay relevant—to produce and deliver to retailers 
what the consumer wants—is critical for the businesses large and 
small that Sullivan services, as the consumer reconsiders how, what, 
and where to buy, and retailers rethink their sales strategies. 

Sullivan was talking about the state of his clients’ world, as he 
sees it—specifically, the things to look for in 2016, from the general 
state of the retail channel, the impact of e-commerce on traditional 
bricks-and-mortar, and mergers and acquisition trends. Within the 
apparel industry, “the good news is that a lot of the companies we 
finance have been planning for this,” Sullivan says. “Despite some 
of the recent economic challenges we’ve seen in the industry, there 
is still a lot of positivity in that it has grown over the years. A lot of 
entrepreneurs on the West Coast have done well.”

However, “I would say caution is the watchword right now,” he 
says. “You have a combination of geopolitical events impacting 
things, you have a consumer who appears to have changed buying 
habits. We’ve entered a period of time when major retailers are 
rethinking what the proper mix of bricks-and-mortar and online 
needs to be, retail chains reevaluating how many stores they need to 
have.”

Consumers have changed their buying habits “dramatically,” 
Sullivan notes. “The general consensus is that they are much more 
interested in buying based on need rather than impulse purchases. 
People have not forgotten the downturn. And they are looking for 
experiences now”—malls that offer “experiential type of shopping,” 
with restaurants, theaters, and events, are outperforming the more 
traditional malls. 

Most important, however, is that today consumers have a vast 
array of cyberspace resources at their fingertips. “The average 
consumer now can just as easily buy from a manufacturer in Japan 
as in Los Angeles,” says Sullivan. “You have such a broad base 
of choice available to the consumer, it does put pressure on the 
manufacturer to constantly refresh product and come up with new 
concepts that grab consumers’ attention.”

Retailers, for their part, are realizing the inevitable and retooling 
their approach. “We’ve entered a period of time when major retailers 
in general are focusing heavily on Internet strategies and blending a 
solid bricks-and-mortar presence with an online presence,” Sullivan 
says. “You see some retailers adjusting well to changes, and some 
aren’t, and that can lead to credit concerns on the part of our clients, 
wondering what the customer mix is going to look like in 2016.”

Helping clients to survive, even thrive, in the face of a changing 
landscape is something Wells Fargo is well positioned to do. The 
bank offers “any combination of 85 different financial services, 
including factoring and asset-based lending,” Sullivan says, for 
companies large and small. “Because we deal with such a broad 
segment,” he says, “we are very much in tune with issues facing the 
apparel industry.” 

And that means assisting clients who are continually “seeking 
new opportunities to remain relevant with the retail customers,” by 
providing flexible financing structures. 

Relevance starts with basics: “Provide them a quality product” 
at a good price, Sullivan says, and reassure customers that “the 

source of the product is legitimate and financially stable. They 
want to know that you have a diversity of resources of production in 
countries not likely to encounter labor issues or political unrest. 

“There are different things companies can do to create 
relevance,” he goes on. “Some companies have created a brand with 
a certain cachet that a major retailer feels it has to have. Others 
are relevant because of their large production capabilities globally, 
enabling them to shift sources of production as needed. Some are 
great at aggregating a number of different licensed products and 
maximizing what can be done around those licenses.” 

One of the most effective strategies, especially for larger 
companies, can be to broaden the scope of their offerings. Major 
retailers are looking to trim the number of suppliers they deal with, 
Sullivan explains. “The general sentiment is that if they can deal 
with a smaller number of larger vendors, they can better control the 
product mix and can ensure they are getting the best price. It’s a 
more streamlined process.”  

Sullivan has found that a number of his clients have diversified 
into different categories, “so as not to be so beholden to one 
industry category. Especially with our larger customers, diversity 
of product mix is the key to them being successful. They seem to 
represent more to retailers.” 

Wells Fargo’s breadth of financial services, including mergers 
and acquisition transactions, has attracted a solid group of larger 
clients. But Sullivan’s group is equally active with smaller companies 
“that we believe have a significant upside, or maybe we know the 
management team from another business, or they have a product 
getting traction. If we identify a company that fits that bill, we will 
get involved at an earlier stage.” 

For small companies, Sullivan ticks off several pieces of advice. 
“They need to make sure that they are actively engaged in selling a 
viable retail customer base, and we stress the importance of growing 
quickly so they can be relevant to that customer base. They should 
hire the right professionals—great accounting, great law firm—so 
they get great advice. And they should find opportunities to bring 
equity to the company.” 

That can mean partnering, if needed, to facilitate that growth. 
While taking on a financial partner can be “a very personal 
decision,” Sullivan acknowledges, and not for everyone, it can help a 
smaller concern survive when it encounters rough economic waters. 

“There’s a great interest from private equity to invest in apparel, 
mainly on the West Coast,” Sullivan notes. “The challenge for any 
apparel company is trying to determine what level of expertise the 
equity group has within that business. The deals we’ve seen work 
are with a private equity group that truly understands the apparel 
industry and is willing to reinvest if a company doesn’t quite reach 
initial expectations.” 

While Wells Fargo functions as a consultant in such situations, 
it occasionally plays matchmaker. “Becoming bigger shouldn’t be 
the goal for everyone,” Sullivan says. “But we might see a company 
struggling in one respect, and if we have a client who is very good at 
that aspect of the business we may make that introduction.” 

Despite the thorny nature of the present economic environment, 
Sullivan sees this as a period of “great opportunity,” one Wells Fargo 
can help come to fruition. “Between our breadth of experience, 
coupled with the fact that we can provide any combination of 85 
different financial services to our clients,” he says, “our clients can 
pick and choose which services they want us to provide while we 
enable them to focus on what they do best.” 

Wells Fargo Capital Finance is the trade name for certain asset-
based lending services, senior secured lending services, accounts 
receivable and purchase order finance services, and channel finance 
services of Wells Fargo & Company and its subsidiaries.

(Advertisement)
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Factoring Made Simple.
No bells, unnecessary, really. No whistles, not 

needed as well. No tricks. Ditto. 
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team of pros. Along with money at competitive 
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You Give Us Your Invoice.
We Give You the Money.
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The concept 
of factoring 
is simple:

Robert Meyers, Chief Commercial Officer, Republic Business 
Credit

The level of global economic uncertainty will nega-
tively impact trade in 2016 as the financial system re-
acts to recent pressures on the major stock indexes.  
Currency fluctuations will be the toughest challenge for ap-
parel suppliers in 2016. The strengthening U.S. dollar increases 
the buying power of domestic importers while decreasing the 
demand for U.S. exports. 
Global economic uncer-
tainty will be affected by 
negative Japanese interest 
rates, slowing growth in 
China, devaluation of the 
peso and worldwide pres-
sure on crude oil prices. 
Economists are signaling 
reduced confidence in 
the U.S. Federal Reserve 
commitment to raise in-
terest rates. 

 Apparel companies 
will continue to have ac-
cess to factoring and other 
bank lending options. Ap-
parel companies can bor-
row on their receivables, 
inventory and obtain letters of credit to import product without 
significant impact of the economic uncertainty. 

Domestic apparel companies will have access to affordable 
capital, but their suppliers may not be as lucky. It will likely be 
more expensive for apparel suppliers to borrow given the eco-
nomic activity in their markets. Prolonged exposure by suppli-
ers to uncertainty could result in reduced trade payment terms, 
increased deposits required and increased raw-material costs 
for future ordering seasons. U.S. apparel companies will see 
their supply change revise and review payment terms that likely 
will yield increased domestic borrowing from their lenders. 

 It is important for apparel companies to engage their ac-
countants, advisers, lenders and equity providers during 2016 

as their suppliers face increased pressure. 

Don Nunnari, Executive Vice President/Regional Manager, 
Merchant Factors Corp.

At Merchant, we are highly specialized and concentrated in 
the apparel, shoe and textile industries.

Many of our clients are startups and small clients. We hope 
that consumers will spend more of their gas-tank savings on 
apparel and shoes. 

For our clients exporting, it is more challenging in some 
markets because of the strength of the U.S. dollar. Our factoring 

business is not impacted because our clients factoring export 
sales are not that large.

For our clients importing fabric or garments from China, 
there is more pressure to send cash for purchases and a reluc-
tance to accept letters of credit. This increases the risk factor 
and must be closely monitored.

On the new-business front, we are seeing more prospective 
new clients looking to expand to the U.S. market. Many of these 
prospects are looking for old-line factoring for the purpose of 
the factor guarantee and collection of accounts receivables. 

Ken Wengrod, President, FTC Commercial Corp.
There will always be uncertainties with the global economy 

in one way or another. Yes, a drop in oil prices, China reporting 
slower growth and countries devaluing their currency all pres-
ent new challenges for our economy.

But the uncertainty of the global market will have little ef-
fect on the factoring business this year. We should not forget 
that the U.S. economy is the bright spot among the world’s ad-
vanced economies. Our economy is stronger than ever, with its 
low unemployment rate and steady new business growth. And 
it’s in better shape than that of any other big, wealthy country. 

I believe all economic dilemmas are actually opportunities 
for growth. The key lies in not being side-swiped by the macro 

level of economic wavering that will always be there but stay-
ing focused on the micro level of things that can be changed. 

The greatest catalyst to promote this growth is a factor’s 
ability to lend and support prosperity. There are four significant 
changes within our industry right now that should be focused 
on.  

1) The U.S. consumer is spending more money on non-ap-
parel items. U.S. consumers have been spending their money 
on travel, smartphones, TVs, computers and the like instead of 
clothing. Apparel manufacturers need to rethink their concepts 
and create fresh, new designs to draw consumers back to their 
merchandise. The season for replacing wardrobes is nearing, 
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so timing is perfect with the coinciding spend-
ing declines on future iPhone sales where the 
market has reached a saturation level. Those 
potential sales can be diverted to apparel pur-
chases. 

2)  There are internationally expand-
ing U.S. apparel markets. Europe and Asia 
are searching for U.S.-designed and -made 
goods—especially for the California lifestyle 
aesthetic. More than 70 percent of the world’s 
purchasing power and nearly 95 percent of 
its consumers are located outside of the U.S.  
As factors, we need to become better con-
duits to the opportunities knocking at our 
California doors and encourage these mer-
chandisers to finance transactions abroad as 
seamlessly as we do for domestic retailers. 
The emerging economies—such as Kazakh-
stan, Azerbaijan and other oil/gas dependent 
countries such as Saudi Arabia, Kuwait, 
United Arab Emirates and Nigeria—all have 
delicate circumstances that factors are best to 
cautiously handle.

3) Chinese manufacturing has been slow-

ing, which is causing factories to go out of 
business due to overcapacity. This puts Amer-
ican importers at risk. Buyers need to make 
sure they truly understand the financial viabil-
ity of the suppliers and be vigilant of suppliers 
requesting cash deposits against open-credit 
shipments. There has been an increase in sup-
pliers taking cash deposits and then being un-
able to ship the goods due to their financial 
plight. As factors, we need to caution our cli-
ents to properly vet their suppliers and avoid 
such financial setbacks. 

4) Millennials are changing their buying 
habits.  As of 2013, millennials born between 
1980 and the mid-2000s represented one-third 
of our population. They are significantly strad-
dled by low-paying jobs, expensive medical in-
surance, student loans. They are saving a por-
tion of their income to meet these expenditures.  
They are very discriminate about what apparel 
they purchase. They are not just focusing on 
price, they’re demanding fashion/style with 
great value, quality that adds longevity to their 
wardrobe as well as demanding apparel mak-
ers to be socially responsible. ●

INDUSTRY FOCUS: FINANCE
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New York–based Express Trade Capital 
Inc. now has a West Coast office, which is 
headed by Dina Davletshina. 

Founded in 1993, Express specializes 
in trade finance, purchase-order financing, 
factoring and logistics for rapidly growing 
small- and medium-sized companies. The 
company also offers consulting services 
advising clients on everything from struc-
turing transactions for maximum profitabil-
ity to efficient freight and logistics to man-
aging cash flow and mitigating risk. The 

company can also provide services such as 
back-office support, credit protection and 
collections.

Davletshina is part of a team that includes 
Peter J. Stern, president; Mark Bienstock, 
managing director; and Ben Ellis, executive 
vice president, general counsel. 

For information about Express, visit 
www.expresstradecapital.com. To reach 
Davletshina in the West Coast office, call 
(914) 319-5536 or email dina@expresstra-
decapital.com.—Alison A. Nieder

Express Trade Opens Los Angeles Office

After three decades in the apparel indus-
try, Donald Reichman, who has represented 
various womenswear brands, has joined 
technology company RMSA Retail Solu-
tions.

While Reichman will continue to represent 
fashion lines with his company Reichman 
Associates, he will also work as a senior ana-
lyst for RMSA, headquartered in Riverside, 
Calif. The company publishes open-to-buy 
management software that helps retailers plan 
their inventory, Reichman said.

“My business always has been to make 
retailers as profitable as they can be. In this 
case, I’m also representing a service to help 
retailers plan balanced inventories by cat-
egory, so they don’t buy too much or too 
little,” Reichman said.

RMSA has been publishing open-to-
buy programs for retailers since the 1950s. 
During the Eisenhower administration, the 
company ran forecasts for its clients through 
mainframe computers.

In 2011, RMSA introduced cloud-based 
management programs. Part of Reichman’s 
job will be to introduce former RMSA cli-
ents to the cloud-based program, called 
Fresco. It offers retailers information from 
the “cloud,” or an Internet-based program 
that can be retrieved on any device.

Open-to-buy management software is a 
growing field that tailors programs for retail-
ers, ranging from those with major fleets to 
mom-and-pop operations. 

Many small, independent retailers con-
tinue to work out their open-to-buy budgets 
by pen and paper or Excel spreadsheets, Jill 
Mazur said. She is an independent business 

consultant focusing on technology. 
She believes that open-to-buy programs 

are increasingly seen as crucial for retailers, 
especially in an era when technology is be-
ing made available to even the smallest re-
tailers, with point-of-sales systems such as 
Square. “It makes you a smarter retailer,” 
Mazur said. “It helps you plan what you 
need to purchase, and it gives you a picture 
of what you don’t need.”

Barbara Miller, RMSA’s chief operating 
officer, said her company’s program starts 
with a retailer’s point-of-sale report. Re-
tailers send their POS reports into the com-
pany’s Fresco system. The system compiles 
monthly data and develops a forecast for cli-
ents’ stores.  

Part of RMSA’s mission is to develop 
analytical reports. They include information 
on which items and categories are moving 
slowly, issues with markdowns and what 
may be over the horizon for their inventory. 
“Data crunching is a retailer’s worst night-
mare,” Miller said. “Our programs give them 
precise planning information.” 

RMSA’s reports are delivered to clients 
through information archived on Fresco. 
Clients are not required to invest in any spe-
cial equipment or terminals, according to 
RMSA. The company also offers consulting 
services by analysts to go over the informa-
tion and make recommendations.

With e-commerce becoming an increas-
ingly important profit center for retailers, 
RMSA’s Fresco program also tracks e-com-
merce sales. The program treats e-commerce 
operations as a separate store from a clients’ 
physical store, Miller said.—Andrew Asch

Fashion Biz Veteran Donald 
Reichman Joins Tech Firm
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STREET STYLE

City of 
Couture

In January, Paris shifts from the City of 
Light to the City of Couture as celebrities, 
socialites and press dress to impress during 

the Haute Couture shows. California Apparel 
News Contributing Photographer Tim Regas 

was there to photograph the stylish tribe.
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BOOTH #74502
MAGIC

New York designer B Michael recently had his first 
Los Angeles runway show, which was part of the 47th 
Annual NAACP Image Awards luncheon, honoring 
people of color in film and television.

B Michael showed 18 ready-to-wear looks from the 
b Michael America Red collection and eight couture 
looks at the Feb. 4 gala luncheon at the Langham Hotel 
in Pasadena, Calif. 

Appearing in the fashion show was actress and singer 
Brandy Norwood, who has worn b Michael styles for her 
Broadway and television projects.

The show started with Norwood on the runway wear-
ing a dress in lavender and black silk brocade. She also 
closed the show with a b Michael cathedral ball gown 
featuring a metallic-silver and gold brocade.

One of the design stars of the show was the 12-vertical-
seam dress. The designer said it was one of the best-selling 
items from the b Michael America Red collection, which 
is sold at select Macy’s and at www.macys.com.

The 12-vertical-seam dress is an off-shoulder dress 
with a cap sleeve. It is fitted at the waist and features 
what B Michael called a full-sweep skirt. It was dis-
played in two fabrics: a silver textured lace and a laven-
der brocade.

Other looks included the Topper, a long cardigan dis-
played in several color ways and including a marble-tone 
emerald and a gold fabrication.

Other evening gowns at the show included an off-the-
shoulder mermaid silhouette in a champagne hue with a 
beaded, lace overlay.

Roslyn M. Brock, the NAACP chair of the national 
board of directors, was at the luncheon wearing a strap-
less ball gown designed by B Michael.—Andrew Asch
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New York Designer 
B Michael Sparkles 
on the Runway 

B Michael and Brandy Norwood

18.BMichael.indd   18 2/11/16   8:12 PM



register today at
at t e n d m ag i c .c o mSOURCING AT MAGIC OPENS FEBRUARY 15

Las Vegas & Mandalay Bay Convention Centers

f e b r ua r y  1 6 –1 9,  2 0 1 6

your fashion STORY. tell

 Ad template.indd   1 2/10/16   5:13:52 PM



20  CALIFORNIA APPAREL NEWS    FEBRUARY 12–18, 2016   APPARELNEWS.NET

OFFICE & SHOWROOM:
1930 Long Beach Ave
Los Angeles CA 90058

Tel: 877.582.2773
E-Mail: info@jtcarpetbag.com

Made in Los Angeles

Attendees at the West Coast 
Trend Show’s Fall ’16 menswear 
fashion market found a number of 
designer lines offering athleisure 
collections. 

“We’re excited about the 
growing athleisure category,” 
said Sam Glaser, vice president 
of purchasing and operations at 
Stitched in The Cosmopolitan 
Hotel of Las Vegas. “The gentle-
manly lifestyle has expanded to 
encompass an elevated-casual 
mindset in which brands are in-
novating around comfort and per-
formance. Sebastien James out-
erwear, Mizzen+Main shirting 
and Good Man brand knit sport 
coats come to mind.” 

Glaser was among the mens-
wear executives attending the 
Jan. 31–Feb. 1 West Coast Trend 
Show at the Embassy Suites Ho-
tel LAX/North in Los Angeles.

“Athletic leisure is trending 
for us, from lightweight casual 
shoes by Sperry and Johnston 
& Murphy to soft and cozy knitwear for 
both tops and bottoms from Agave to Rob-
ert Graham,” said Renate Bender, director 
of retail at the Peppermill Resort, Spa and 
Casino in Reno, Nev. Bender buys for both 
her men’s and women’s stores. It’s all about 
the casual lifestyle–comfortable sweatshirt 
feel with style and fabrications that transi-
tion from daytime to dinner. 

“It’s awesome to see this look and these 

fabrications moving into men’s,” she said. 
“We’re finding a mix of customers enjoy-
ing this shift from their 20s to 70s plus—the 
fashion-forward to the classic man. Fashion 
is translating from the contemporary farm-
house, casual lifestyle look in your home to 
your closet, and it’s a whole new way of life 
for us.” 

The True Grit outdoor casual lifestyle 
brand presented an array of color across the 

line of soft, cozy 
fabrication blends. 
The company also 
uses specialized 
wash treatments 
and prides itself 
on its authentic 
pieces. 

“ We  c r e a t e 
authentic pieces 
with sophisticated 
details from label 
packages to trims, 
buttons and stitch-
ing,” said Michael 
Kofoed, True Grit 
brand director. 

From casual to 
evening, Massoud 
Emami of Ander-
son & Emami in 
Spokane, Wash., 
said sport coats, 
expensive jeans, 
crazy socks and 
underwear are key 

items for him. 
“Jack Victor makes 

the most soft and beauti-
ful cashmere sport coat. 
Rodd & Gunn, a New 
Zealand brand, crafts 
the finest casual over-
coat with a three-in-one 
removable quilted vest 
all  in Italian fabric. 
Saxx underwear and 34 
Heritage jeans are the 
best,” he said. 

Other key brands at 
the show included Bu-
gatchi socks,  Flynt , 
Jeremiah , Johnston 
& Murphy, Maceoo, 
Robert  Comstock , 

Tommy Bahama and 
Victorinox. ●

TRADE SHOW REPORT

Athleisure, Fine Fabrics and Authentic 
Lifestyle Lines at West Coast Trend Show
By Kelli Freeman Contributing Writer

True Grit plaid jacket lined in 
Sherpa

Massoud Emami of Anderson 
& Emami in Spokane, Wash., 
modeling a Rodd & Gunn overcoat

Mizzen+Main Account Executive Biff Ruttenberg with Julie 
Kuns of C Dobbs in Corona del Mar, Calif.

Bugatchi socks

Renate Bender of Reno, Nev.–
based Peppermill Resort, Spa and 
Casino with Maceoo’s Mehdi Raad
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SUPPLY CHAIN

Cloquet is a small town in northeast Min-
nesota, about 20 miles west of Duluth. It is 
not a typical textile manufacturing center, 
and it’s home to a not-typical company called 
Wear-A-Knit.

The company’s owner, David Leslie, is 
also not a typical head of a textile manu-
facturing operation. He comes 
from a construction and min-
ing background and was look-
ing for a new opportunity after 
his father bought him out of 
the family business in the late 
1990s.

Leslie found that opportuni-
ty in 1999, when he purchased 
Wear-A-Knit, a company that 
began life in its founder’s ga-
rage in 1978.

“I was like a fish out of wa-
ter when I started,” Leslie, now 
61, recalls. “I’ve learned a lot 
since then.”

Leslie commutes to Cloquet from his 
home in Superior, Wis., often by motorcycle, 
to his factory, which produces about 2,000 
knit products a day. It’s a small, niche busi-
ness, and it is thriving today.

Knit hats, or as they are more commonly 
referred to, toboggans, are Wear-A-Knit’s 
best-selling product, comprising 60 percent 
of sales. They are described as “one size fits 
most.” The company also makes beanies, ear 
bands, mittens and scarves. Wear-A-Knit has 
the capability of knitting customer logos into 
its products.

Leslie says the company has gone through 
a lot of ups and downs through the years. He 
persevered through the Great Recession as 
well as withstood competition from manufac-
turers in Asia. In recent years, the company 
has seen somewhat 
of a rebirth, spurred 
by preferences for 
made-in-the-U.S. 
products and Inter-
net sales. After sell-
ing products through 
the Ad Specialty In-
stitute for years, he 
realized he had to go 
in another direction 
because too many 
companies  were 
beating him down 
on price.

So in 2007 Leslie 
had to reinvent the company. That’s when 
he attended a DECA conference in Atlanta. 
DECA, preciously known as Distributed 
Education Clubs of America, is an associa-
tion of high school and college students and 
teachers involved in marketing and entre-
preneurship. He became a DECA-approved 
vendor and started selling directly to high 
schools in the U.S. Now, high schools, col-
leges and corporations are Wear-A-Knit’s 
primary customers.

Wear-A-Knit also manufactures a lot of 
products for private labels, an area Leslie 
said has been growing by word of mouth. At 
one time, Wear-A-Knit’s sales were about 80 
percent to high schools. Now, that amounts 
to about 50 percent as its customer base has 
broadened. The music industry is increas-
ingly a strong customer as Wear-A-Knit has 
manufactured hats for the tours of various 
performers, including John Mayer. Another 
growing customer is an organization that pro-
motes syrup made in Vermont.

“It’s amazing,” Leslie says. “I am excited 
about my company. We are flourishing. I 

consider us at maximum production now.”  
Leslie said finding sufficient labor and 

paying for it will be his company’s greatest 
challenge going forward. He says the re-
gion is going through a population growth 
spurt and there is increasing competition for 
skilled workers. He notes that Minnesota’s 
minimum wage is $9 per hour, a figure that 
Leslie said “is a lot” for the Midwest. Wear-

A-Knit’s workforce ranges in age from about 
25 to a few sewers in their early 80s. All are 
trained in-house when they first arrive at the 
company. The staff currently numbers in the 
low 30s.

“I start my people at $9.40, and, after 30 
days, if they are a viable long-term prospect, 
I up them quickly,” Leslie says. “Most of my 
employees make over $11 an hour.”

While much of the company’s competi-
tion has been from overseas, it is interesting 
to note that Wear-A-Knit’s strongest compet-
itor is not that far away, in Milwaukee, where 
Wisconsin Knitwear is based. 

The U.S.-manufactured aspect of Wear-A-
Knits products has been driving growth for 
several years.

“We are completely made in Cloquet,” 
Leslie says. “A lot of 
companies say they 
don’t like the qual-
ity they get from 
overseas. China is 
really struggling 
now with labor and 
environmental is-
sues, and everyone 
who is buying hats 
knows this.”

We a r - A - K n i t 
products  are re-
nowned for their 
high quality, and 
that helps drive the 

company’s business. Sometimes prospective 
customers turn to cheap goods made in Chi-
na only to eventually reject them and come 
back to the Cloquet company.

“I recently got outbid for supplying hats to 
prisons in Michigan,” Leslie recalls. “Some-
one else wound up with the bid. After a 
month, they came back to me.”

Wear-A-Knit is not a large operation; it is 
housed in a 21,000-square-foot building. But 
that’s plenty of room for Leslie, who has no 
facility-expansion plans in spite of the compa-
ny’s growing business. The business has sea-
sonal fluctuations with high spots in the lead-
up to end-of-year holidays and down periods 
at other times, so it has worked well so far.

Wear-A-Knit only uses acrylic yarn and 
runs through 6,000 to 8,000 pounds per week. 
Much of it is sourced from National Spin-
ning, a Washington, N.C.–based company 
that specializes in serving the knit sectors. 
National also dyes yarn for Wear-A-Knit, 
which uses 32 different yarn colors in its 
products. Gastonia, N.C.–based Champion 
Thread supplies thread to Wear-A-Knit. ●

By John McCurry Contributing Writer

Finding a Niche for 
Made-in-U.S. Headwear

Inside the Wear-A-Knit facory

Wear-A-Knit does customer logos for various 
companies.
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China, with a population of 1.4 billion 
people, is a burgeoning consumer market 
where shoppers are hungry for American 
clothing labels.

With that in mind, Moonbasa, a Chi-
nese website that came online in 
2007, launched its Moonbasa USA 
branch last year to promote U.S. ap-
parel brands to Chinese shoppers.

Just recently, the website formed 
a strategic partnership with the 
U.S. Department of Commerce—
through the Office of Textiles and 
Apparel—to get the word out about 
U.S. brands and beef up U.S. ap-
parel exports to China.

“Right now the Department of 
Commerce doesn’t have anything 
in place to support e-commerce 
platforms to deliver U.S. brands to 
China,” said Barbara Graff, man-
aging director of Moonbasa USA, 
headquartered in Los Angeles. 
“That means OTEXA has us on their web-
site, and they will use us when they do all 
their ‘Made in USA’ support. They will rec-
ommend Moonbasa to the brands that are 
looking to get into China.”

Kim-Bang Nguyen, director of ex-
port promotion and strategic alliances for 
OTEXA, said in a statement that partnering 
with Moonbasa will “provide more inclu-
sive technological tools for U.S. companies 
to make headway in selling to China and 
increase their exports to this vast market of 
consumers eager to buy made-in-USA ap-
parel and products.”

Currently, there are about 20 U.S. clothing 
brands on the website, and most of those are 
from Los Angeles. The first to join Moonbasa 
USA last year was Taylor & Sage to expand 
its young contemporary sportswear brand. 

Also on the website is Ocean Current, 
another Los Angeles label that makes young 
men’s surf-inspired clothing. 

One World, a Los Angeles clothing con-
cern with various labels, has joined to sell 
its Band of Gypsies and Halo labels. Stony 
Apparel, a Los Angeles juniorswear ven-
ture owned by Steve Maiman and Tony Lit-

man, is selling its Love on a Hanger label 
on Moonbasa USA.

One of the latest to sign on with Moon-
basa USA is Cosette, a higher-end Los An-
geles womenswear line started last year by 
Rosa Kim. Kim said she joined because she 
wants to test the Chinese waters. “We de-

cided to give it a try since China is a grow-
ing economy,” the owner and designer said. 
“It is just an experiment, so we will see in a 
couple of months.”

In the two months since she joined, she 
has sold one $432 wool coat on the website.

Moonbasa USA has a basic $2,500 fee, 
which covers the cost of registering the 
brand in China and designing a Web store. 
The website also takes a percentage of net 
sales. Other fees are involved if apparel 
companies decide to store their merchan-
dise in Moonbasa’s warehouses, located in 
Guangzhou, Shanghai and Beijing, which 

happens more often when their 
clothing is manufactured in Chi-
na. Otherwise, companies can 
drop ship their merchandise. 

Digital digs

When Moonbasa was launched 
in 2007, it only sold Chinese-
made clothing and lingerie on its 
website. There are now 200 Chi-
nese brands on the website. But 
in 2014, the company was pur-
chased by Guangzhou Mola In-
ternet Technology Co., headed 
by Chief Executive Don Ho, who 
wanted to expand the website 
with an online U.S.-brand mall 
that targets primarily consumers 
between the ages of 18 and 35—
who are the principal shoppers at-
tracted to American brands. 

Moonbasa has 10 bricks-
and-mortar stores in China that 
carry merchandise, but last July 
it opened a new digital store on 
Nanjing Road, the popular shop-
ping street in Shanghai, where 
consumers can peruse a com-
puter to order clothes and try on 
merchandise. “There is actual 
merchandise like a regular retail 

store and there are digital screens,” Graff 
explained. 

From the computers, you can order an 
item, such as a dress or a blouse, and have 
it delivered to your house within 48 hours.

When Moonbasa USA launched last 
year, the company exhibited at the WWD-
MAGIC show last August in Las Vegas. It 
will be at the Las Vegas Convention Cen-
ter again for the Feb. 16–18 run of the show. 

The  company’s  webs i te  i s  www.
us.moonbasa.com or www.moonbasausa.
com. ●

SUPPLY CHAIN

Chinese Website Promotes 
U.S. Apparel Brands in China
By Deborah Belgum Senior Editor
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Full Package or CMT Manufacturikng
8-Week Turn Time to Your Door

Guatemala, 
Haiti, Dominican 
Republic—Duty-
free private 
label production. 
25 plus years 
experience in 
CAFTA Region

Bottoms: Denim, Twill and Canvas: 
Jeans, Pants, Skirts, Shorts

Tops: Warp Knit, Circular Knit, Polo 
Shirts, T-shirts, Fleece

Specialty: Activewear, Yoga, Swim-
wear, Outerwear

Work Wear: 65/35, Fire Resistance 
(FR), Pants, Shirts, Coveralls

Gregg Pavalon • 847-778-9559 • gregg@apparelworksllc.com

Please visit us at SOURCING at MAGIC Booth #61610

ApparelWorks International LLC

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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online business will grow and I’ll get more 
exposure.”

People’s Project LA is the latest e-tailer 
to put down roots in the traditional retail 
world. It is a trend that is taking hold of 
tech-centric retailers now reconsidering 
whether a foray into the realm of storefronts 
might be the extra boost needed to build a 
brand and boost sales.

Earlier this month, Amazon.com, Amer-
ica’s biggest e-commerce company, was 
reported to be opening a fleet of bricks-
and-mortar book stores—the first of its kind 
since the company was founded 21 years 
ago in Seattle. Off-price e-tailer Gilt re-
cently announced it will be opening its first 
physical store in a shop-in-shop inside a 
Saks OFF 5th on 57th Street in Manhattan.

Recently, Los Angeles–based e-retailer 
Nasty Gal, which started selling goods on-
line in 2006, opened two bricks-and-mortar 
boutiques in the Los Angeles area—a mid-
size store on Melrose Avenue and a huge, 
bright-white emporium on the Third Street 
Promenade in Santa Monica. 

Other e-commerce retailers that have 
taken a second look at physical stores are 
Fabletics, Bonobos, Rent the Runway and 
Warby Parker. 

This trend of e-tailers expanding into 
bricks-and-mortar stores seem to fly against 
conventional business wisdom given the 
strength of buying online. E-commerce de-
livered the strongest performance during the 
tough, winter holiday retail season.  

Cyber Monday, considered the official start 
of holiday e-commerce shopping, was named 
last year as the “heaviest spending day of the 
year,” by comScore, a Reston, Va., analytics 
company. Some $2.28 billion was spent by 
consumers shopping on desktop computers 

on Nov. 30, 2015, which was 14 percent more 
than the $2 billion spent in 2014. 

Business at traditional bricks-and mortar 
outposts declined during the same period. 
ShopperTrak, an analytics company that 
measures shopping-center traffic, said that 
business decreased 10.4 percent during the 
Black Friday weekend in 2015 compared 
with the same weekend the previous year.  

Even though bricks-and-mortar retail re-
ported a tough winter, online retailers are 
finding that boutiques can create value, es-
pecially in forums difficult to broach online.

Fabletics, which started out a few years 
ago as e-commerce only, opened its first 
store last September by debuting a more 
than 1,700-square-foot boutique at The Vil-
lage at Westfield Topanga retail center in 
Los Angeles’ Woodland Hills area.

Since then it has rolled out five more 
boutiques with plans to roll out a store at the 
Mall of America in Bloomington, Minn., 
said Gregg Throgmartin, Fabletics’ presi-
dent of retail. 

The Fabletics shops are more than eye 
candy. Shoppers can visit the physical bou-
tiques, try on clothes and then order them 
online. Or consumers can peruse Fabletics 
gear online and purchase items at the stores. 

“If you see Fabletics on Facebook and 
Pinterest, and then you see our TV com-
mercial, your level of confidence in the 
brand increases. Then, if you see it at The 
Village at Westfield Topanga, the halo adds 
legitimacy to the brand. Shoppers are ex-
cited that they see the shop at the mall,” 
Throgmartin said.

In August, Buck Mason, an online 
fashion label, opened a physical boutique 
at 1638 Abbot Kinney Blvd. in the Venice 
neighborhood of Los Angeles. Sasha Koehn, 
a brand cofounder, said that the 650-square-
foot store was profitable from its opening. 

NEWS

E-commerce Continued from page 1
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Buck Mason’s experiment into bricks-
and-mortar has been successful enough that 
Koehn and Erik Schnakenberg, the other 
cofounder, will be scouting retail spots for 
a second boutique this year.

While the great majority of Buck Ma-
son’s business—90 percent—will continue 

to be in e-commerce, Schnakenberg said the 
physical store offers consumers another av-
enue to discover the brand. It gives people a 
chance to experience Buck Mason in a live-
store environment. It also builds exposure 
for the brand on a high-profile retail street, 
he said. 

“If you can make retail into a profitable 
billboard, you know that you are doing 
something right,” Schnakenberg said. 

Mike Rielly, an executive vice presi-
dent at real estate consultants and brokers 
Townsend & Associates Inc., said he no-
ticed e-commerce retailers have shown an 

increased interest in bricks-and-mortar dur-
ing the past four years. 

“E-tail brands like Bonobos, Fablet-
ics and Nasty Gal have a directed interest 
in opening bricks-and-mortar [stores] for 
multiple strategic reasons, not the least of 
which are physical brand projection … vi-

sual merchandising and 
diversification of rev-
enue streams,” he said. 

Setting up a space 
for tourists and people 
who do not know the 
brand is also an impor-
tant reason to open a 
bricks-and-mortar store, 
he said.

H i g h - p r o f i l e  e -
tailers experimenting 
with bricks-and-mortar 
stores will not be a fad, 
said Mercedes Gonza-
lez, director of retail 
consulting firm Global 
Purchasing Compa-
nies. 

Fashion shoppers 
will always want to try 
on clothes before mak-

ing a purchase. It is an activity best served 
at bricks-and-mortar stores, she noted. 
Physical stores will remain a constant even 
in a market where everything from buying 
habits to advertising seems to be changing.

Park, the founder of People’s Project LA, 
said she intends to open more boutiques if 
her Studio City shop is successful. Howev-
er, she advises e-commerce retailers not to 
jump into physical retail. “It’s a great way 
to brand your company. It’s a great way to 
get exposure,” she said. But she warns that 
a brand should only open a store if it has 
enough product to fill a boutique. ●

NEWS

AFTER E-TAIL:  A rendering of the upcoming People’s Project LA 
boutique in Studio City
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®

 DRY Sweat-Free Skin 
(in Under A Second) Helps 
Your Body Perform At  
Maximum Levels

 Chemical Free
 Odor Free

NOBODY WANTS SWEATY STICKY SHIRTS!
Does Your Athletic Apparel Pass 

the DRYWICKING Test?
 WICKING 

Pima Cotton 
Outer Layer 
Provides the 
Fastest 
Evaporative 
Cooling

®

1-800-868-7111
drywicking.com

DUAL LAYER TECHNOLOGY

MANUFACTURED 
100% IN THE USA

PATENTS
PENDING

PRIVATE
LABELONLY SMART TIERS GUARANTEES... 

• Your performance will be better.
• Absolutely 100% dry skin.

SWEAT
MANAGEMENT
AND
REMOVAL
TECHNOLOGY™
Two Tier Fabric

• The dry inner layer will not cling to your skin!  
• Silky Soft. • Durable. • Easy care. • Lightweight.

SMART Tiers is a dual layer fabric that works 
by propelling sweat away from the body through 
the inner hydrophobic layer, and spreading the 
moisture into the absorbent cotton outer layer, 
where it evaporates quickly.  This is only shirt 
that uses dual layer technology.

Now Offering
FR Options

•

“Light years ahead of the competition!”
-Vinnie Laspina, The Fitness Office, NYC

FASHION
ApparelWorks 
International, LLC
707 Skokie Blvd., Suite 100
Northbrook, IL 60062      
Contact: Gregg Pavalon
gregg@apparelworksllc.com
www.apparelworksllc.com 
(847) 778-9559
Products and Services: Apparel Works (AWI) 
is a U.S. company specializing in Central 
American–based private-label sourcing 
and manufacturing. Key items include: UL 
2112 approved FR And 65/35 workwear 
pants, shirts, coveralls, and outerwear. 
Warp knit anti snag polos with wicking, 
T-shirts, fleece, jeans, and woven shirts.  
Also strong in chef apparel, yoga/activewear 
and sublimated shirts. Production is 95 per-
cent duty free and currently being sewn in 
Guatemala. Gregg Pavalon, president of AWI, 
has 25-plus years  of experience manufac-
turing apparel in the region. Average lead 
times are six to eight weeks max. Prices 
are drastically lower than what it costs to 
produce domestically, and with Asian prices 
on increase, the region is experiencing a lot 
of growth. Delivery to U.S. averages three 
days by boat to ports in Miami, Los Angeles, 
or Houston.  AWI offers its customers several 
manufacturing options, including full pack-
age, CMT, or their signature service, called 
CMT Plus. CMT Plus is when AWI picks up 
the customer’s fabric at a U.S. mill; sends it 
to the factory; supplies all trim, assembles, 
and finishes product as specified; and then 
delivers back to the customer’s U.S. ware-
house. Any question or opportunities, please 
contact Gregg Pavalon. 

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 contem-
porary active, swim, yoga, intimates and 
lifestyle collections.  In addition, five sea-
sons 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 exhibitor 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. 

Coast
(646) 568-3541
www.coastshows.com
denise@coastshows.com
Products and Services: COAST SHOWS is 
holding its Miami show March 21-22 at the 
Miami Airport Convention Center. COAST has 
been successfully orchestrating hugely suc-
cessful events in Miami since its launch in 
January 2007. In addition, its Nashville show 
takes place March 7- 8 at Silver Point Studios. 
Coast has built its reputation on showcasing 
only the most desired brands and notable 
multi-line showrooms in the market.  For retail-
ers, this means attending the shows is time 
well spent.  The careful editing and selection 
process established by COAST takes a lot of 
the guess work out of the game for retailers.  
Likewise, the brands enjoy being shown in an 
exclusive environment of “like” brands and 
top showrooms.  According to President and 
founder of COAST shows Karen Bennett, “The 
tremendous success of COAST in Miami is 
due to a careful merging of the best directional 
contemporary brands and the leading East and 
West Coast multi-brand showrooms showing 
to an exclusive roster of discerning retailers 
that know and understand exactly what their 
customers are looking for and don’t feel the 
necessity to walk oversized shows.”

Dear John
1901 Santa Anita Ave.
South El Monte, CA  91733
(626) 350-5100
www.dearjohndenim.com
info@dearjohndenim.com
Products and Services: Dear John Denim is 
the essence of the American classic jean—
straightforward, timeless, and affordable. 
Dear John was created to empower women 
with premium denim without the premium 
price. We are commitment to producing 
stellar fits within our denim collection with a 
blend of soft fabrics and the perfect amount 
of stretch. Our sensible and classic washes 
set just the right tone for an outfit of any 
occasion. Our denim enhances the curve of 
a woman’s body and liberates her freedom 
to express her individual style by giving her 
countless washes and designs to choose 
from. With Dear John Denim, you’ll find a 
jean that fits—it’s as simple as that. Visit 
us at MAGIC, Booth #74502.

Fashion Market 
Northern California
3701 Sacramento St., Suite 204
San Francisco, CA 94118
(415) 328- 1221
fashionmarketnorcal@gmail.com
www.fashionmarketnorcal.com
Contact: Suzanne De Groot 
Products and Services: Do you need to 
refresh, renew, restyle? Solution: Fashion 
Market Northern California—five times a 
year. FMNC continues to attract and deliver 
new  designers/ collections, footwear and 
accessories in all price points. The FMNC 
show is the apparel show that offers all 
looks—not overly edited—so buyers can 
have a “one-stop” buying experience with 
designers from the south of France, Italy, 
Paris, the UK, Israel, Brazil, Germany, 
Japan, and even Australia. Maybe you are 
California dreaming? We offer USA-made, 
local and emerging designers. It’s easy…
book a flight to SFO, reserve a room at the 
beautiful Marriott, just 12 minutes from the 
airport. Come early! Stay late! We design 
our show so that the buyers will be comfort-
able to stay all day. And we offer...• New 
buyer to our show? Ask about a free night 
at the Marriott. • Reimbursed parking on 
Monday and Tuesday until 10:30. • Morning 

coffee, tea, fresh fruit, bagels, muffins, 
donuts. • Afternoon lemonade and cook-
ies. • Starbucks cafe. • Lunch on us and 
Mario’s Taco truck. • Monday night is late 
night, shop until 7:00pm, while enjoying 
beer and wine on us. The FMNC  welcomes 
you with over 2,000 collections under one 
roof. Our open-booth format allows you to 
experience a relaxed, friendly environment 
with or without an appointment.

Global Girls
Los Angeles, CA
www.shopglobalgirls.com
info@shopglobalgirls.com
Products and Services: Global Girls offers 
quality, handmade leather sandals and one-of-
a-kind handbags and clutches featuring vintage 
African Kuba cloth.  We also offer resort-related 
accessories such as pareos and towels. Global 
Girls’ mission is to support skilled women 
artisans and promote the traditional crafts they 
make by providing much-needed jobs at living 
wages. For example, our Kuba cloth is made by 
accomplished craftspeople, primarily women, 
in remote areas of the Congo. We believe in 
the importance of fair trade and in the value of 
jobs instead of hand-outs.  Global Girls is proud 
to pay the artisans fair-trade wages and allow 
them to work in their community at their own 
pace.  That our sandals are found among many 
exclusive brands in many fine stores is but one 
of the rewarding aspects our work.  We’re most 
proud of having increased our work-force from 
five artisans (when we first started eight years 
ago) to more than 175 talented craftspeople 
who count on regular work nowadays. We have 
low minimums and great styles in stock and 
also offer private label services.

GreeNice
15342-B Valley Blvd.
City of Industry, CA 91746
(626) 336-8856
Fax: (626) 336-8857
www.greeniceus.com
Products and Services: Made with quality 
and comfort with love, GreeNice seamless 
wear provides perfect fit for any kiNd of body 
with maximum comfort. One size fits most 
type of body. Our garments work flawlessly 
for any occasion. GreeNice seamless stays 
in place, doesn’t ride up, and are simple 
basics that everyone must have! Visit us at 
WWDMAGIC in Las Vegas, Booth #70100.

MAGIC
UBM Advanstar Fashion 
Group
2450  Colorado Ave., Suite 300 East
Santa Monica, CA 90404
(310) 857-7697 
Fax: (310) 496-3056 
cs@MAGIConline.com
www.magiconline.com
Products and Services: MAGIC is the global 
pillar of fashion trade shows. Twice annu-
ally, 60,000+ industry insiders meet in 
Las Vegas to shop 11 can’t-miss markets, 
each tailored to a unique look or trend. 
Our comprehensive marketplace covers 
the top men’s, women’s, juniors’ and chil-
dren’s apparel, footwear, accessories, and 
resources. With 85 years of experience and 
attendance from over 120 countries, MAGIC 
moves fashion forward globally. From the 
fabric to the finished product, the hottest 
brands to the top designers, and the taste-
makers to the power buyers, if it’s fashion, 
you’ll find it at MAGIC. 

Shosho Fashion
2454 East 27th St.
Vernon, CA 90058
323-214-1718,  Ext. 122
www.shoshofashion.com
www.shoactive.com
Products and Services: Juniors, misses, 
plus, and kids’ leggings, pants, skirts, and 
shorts. Now introducing sweaters, dresses, 
jump suits, and rompers.New division: 
SHOACTIVE: Premium nylon/spandex active 
wear featuring stay- dry wicking function 
with special evaporation technology.All divi-
sions are widely known and seen in top 
retailers across the United States, Canada, 
and many other countries. All categories 
are available for quick delivery as well as 
special orders. Retail prices from $10 to 
$50. Visit us at WWMAGIC, Booth #76315.

Special One
2707 S. Alameda St.
Los Angeles, CA  90058
(213) 614-1800
Fax: (213) 614-1815 
sales@blvapparel.com
www.blvapparel.com

Products and Services: Launched in 1998, 
Special One started with the amazing vision 
of bringing the very latest styles for our fash-
ionistas while providing exceptional value 
and quality that you’ll love to wear, season 
after season. We are rigorously committed to 
designing, crafting and selling garments that 
are on trend and offer ultra comfort as well 
as stellar fit.  You can count on jaw-dropping 
pieces that are made of the highest-quality 
materials.  No minimums.

Wood Underwear
PO Box 817
Hermosa Beach, CA 90254
(310) 339-4355
Fax: (310) 421-1430
www.woodunderwear.com
info@woodunderwear.com
Products and Services: Men don’t have 
enough options...especially compared 
to women’s options for shopping. Being 
outdoor people, a link with beach, ocean 
and snow sports was natural. Thus, the 
name “Wood.” It embodies our brand:  fun, 
keep-it-real, aspiration to push further no 
matter your sport, level or age. It’s also 
about fashion, or our slightly irreverent take 
on it. We want to get every man into a great 
pair of underwear that he can feel and look 
fabulous in....and feel great about the price 
as well. We aim to make great underwear 
that is approachable and accessible at the 
right price point and you can feel comfort-
able buying and wearing it. Our brand brings 
you in, our product brings you back. Visit us 
at MRket/Vanguards Gallery in Las Vegas, 
Booth #321, and on NuOrder.

Ya Los Angeles 
1100 S. San Pedro St. Suite B-2
Los Angeles, CA 90015
(213)765-800
Fax: (323)262-8002
www.yalosangeles.com 
Products and Services: Located in the style 
capital of the world, Ya Los Angeles works 
with a professional and eclectic team of 
designers who create a wide variety of styles 
that complement every woman. 
Ya Los Angeles is a renowned and respected 
name on the market, specializing in current 
and cutting-edge trends. Our mission is to 
address the different needs, desires, and 
moods for every woman, so that not only the 

Resource Guide

26-28.advertorials.SD.masthead.indd   26 2/11/16   8:01 PM



clothes, but the woman, shines!  Our exten-
sive selection includes: tops, pants, skirts, 
dresses, outerwear and other specialty items. 
Here at Ya Los Angeles, we make sure to only 
select the best and most stylish pieces from 
each of our collections to sell to our wonderful 
customers! We look forward to serving you!

FINANCE
Capital Business Credit LLC
www.capitalbusinesscredit.com
Products and Services: Established in 1988, 
Capital Business Credit LLC is a commercial 
finance company specializing in providing creative 
supply-chain financing solutions. The company’s 
service offerings include full-service factoring, 
immediate cash for receivables, single debtor 
credit coverage, letters of credit, accounts receiv-
able management services, inventory lending, 
and international financing.  CBC Trade Finance, 
a division of CBC, provides trade finance solutions 
for U.S.-based importers working with Asia-based 
suppliers (exporters).  Capital Business Credit is 
based in New York, with offices in Hong Kong; 
Shanghai; Los Angeles; Charlotte, N.C.; and Fort 
Lauderdale, Fla.

CIT Commercial Services
300 South Grand Ave.
Los Angeles, CA 90071
Contact: Mitch Cohen, Western Regional 
Manager
(800) 248-3240
www.CITFactoringUniversity.com
Products and Services: CIT Commercial 
Services operates throughout the United States 
and internationally. The Los Angeles office 
serves clients in the Western United States 
and Asia. CIT is the nation’s leading provider 
of factoring, credit protection, and accounts-
receivable management services. Companies of 
all sizes turn to CIT for protection against bad-
debt losses, to reduce days‚ sales outstanding, 
and to enhance cash flow and liquidity. CIT’s 
breadth of services, experienced personnel, 
industry expertise, proprietary credit files on 
over 330,000 customers, and comprehensive 
online systems are all reasons that clients say 
give CIT a competitive advantage.

Express Trade Capital, Inc.
1410 Broadway, 26th Floor
New York, NY 10018
(212) 997-0155
Fax: (212) 858-5785
dina@expresstradecapital.com
www.expresstradecapital.com
Products and Services: Where banks and other 
lenders don’t venture, we do. We demonstrate 
our belief in clients by lending against purchase 
orders and providing other out-of-the-box solu-
tions that support ongoing growth. You’ll never 
get lost as one of our clients, since navigating and 
“hand holding” businesses through the process 
and growing pains of accelerated growth is one 
of our specialties. We’re experts in trade finance 
and global supply chain management, so we 
do more than just provide funds; we serve as 
knowledgeable advisors and business mentors. 
We’re invested in your future, and if our relation-
ship flourishes and merits funding beyond our 
standard financing models, we can look into 
becoming equity partners or entering into other 
types of mutually beneficial arrangements.

Finance One
801 S. Grand Ave., Suite 1000
Los Angeles, CA 90017
Main: (213) 430-4888
Fax: (213) 283-3896
Contact: Tae K. Chung, FVP & Marketing 
Director
Direct: (213) 534-2908
Cell: (213) 999-0118
tae.chung@finone.com
Products and Services:  Finance One, Inc. is 
a commercial finance company specializing 
in creating unique financial solutions for 
small- to mid-size businesses. We offer full-
service factoring and receivable management 
services at the most competitive rates, all 
while maintaining premium quality. By offer-
ing a wide array of services, our experienced 
staff assures our clients’ assets are secure. 
We are undaunted by any challenge, and with 
a 17-year track record of success, there’s 
no doubt as to why our motto is “Win/Win 
Factoring.”

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 non-
recourse 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 phi-
losophy, 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.

Marcum LLP
2049 Century Park East, Ste. 300
Los Angeles, CA 90067
Contact: Ron Friedman, Partner/Co-Retail 
Practice Leader
(310) 432-7414 Fax: 310-432-7507
Ron.Friedman@marcumllp.com
www.MarcumLLP.com
Products and Services: Marcum’s Retail 
& Consumer Products practice group serves 
both domestic and international companies of 
various sizes, from start-ups to multi-nationals 
with up to $1 billion in annual revenue. Our 
industry professionals guide clients through 
the entire lifecycle of the business by providing 

personalized, innovative strategies to increase 
profitability and maximize their competitive 
advantage. Within these diverse markets, 
Marcum delivers an array of services beyond 
traditional audit, tax, and consulting work, 
including financial reporting, tax compliance, 
and business consulting services linked by 
common supply-chain principles.

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.  

Milberg Factors, Inc.
Main Office:
99 Park Ave., 21st Fl., New York, NY 10016
Western Regional Office:
655 N. Central Ave., 17th Fl.
Glendale, CA 91203
(818) 649-8662 Fax: (818) 649-7501
www.milbergfactors.com
dreza@milfac.com
Contact: David M. Reza, SVP Western Region
Products and Services: Milberg Factors offers 
a competitive menu of factoring, financing, 
and receivables-management products for 
entrepreneurial and middle-market companies 
with more personalized attention than larger 
institutional firms. A partner of our firm man-
ages every client relationship. Our 70-year track 
record in the core factoring industry assures our 
clients that they will enjoy a stable relationship 
supported by a mature and experienced staff.  

Prime Business Credit
1055 W. Seventh Street, Suite 2200
Los Angeles, CA 90017
(213) 225-1031
Fax: (213) 225-1090
benc@pbcusa.com
www.pbcusa.com

Contact: Ben Cho
Products and Services: Prime Business 
Credit, Inc. (PBC) is a leading provider of 
factoring and trade solutions for small- to 
mid-size businesses looking for a factor 
capable of handling annual sales volume of 
up to $50 million.  Established in 1999, PBC 
has two offices located in the financial and 
fashion district in downtown Los Angeles and 
one office in New York.  Though specializing in 
servicing clients from the apparel and textile 
industry, PBC’s clientele list includes firms 
from multitude of industries.  For the past 
17 years since inception, PBC has grown 
substantially each year with factoring volume 
exceeding $700 million annually.  PBC’s 
acquisition of Asiana Capital, a factoring/
finance company specializing in financing for 
the small-business community, has expanded 
our ability to provide services to more clients 
looking to reach their full potential.  Our #1 
priority is to provide unmatched high-quality 
services to ensure our clients’ complete 
satisfaction with a vision toward a successful 
business relationship.

Rosenthal & Rosenthal
1370 Broadway,
New York, NY 10018
(212) 356-1400
Fax: (212) 356-0910
West Coast: 21700 Oxnard St., Suite 1880,
Woodland Hills, CA 91367
(818) 914-5904
Fax: (818) 710-7868
www.rosenthalinc.com
sbreuer@rosenthalinc.com
Contact: Sydnee Breuer
Products and Services: With over 75 years as 
an independent, family-owned factoring com-
pany with a large focus on the apparel industry, 
Rosenthal & Rosenthal understands our clients’ 
business and is able to cater to the needs of 
our clients, including prompt turnaround on 
requests, flexibility in structure, and a user-
friendly state-of-the art on-line client system. 
Services include factoring, credit protection, 
collection, cash application, lending services, 
and letters of credit. We were established in 
1938, and 75 percent of our clients are apparel-
related.

Sterling National Bank
Factoring & Trade Finance Division
500 Seventh Ave., 3rd Floor
New York, NY 10018
(212) 575-4415  
Fax: (212) 575-3439 
www.snb.com
john.lalota@snb.com
Contact: John La Lota, Division President
Products and Services: Sterling National Bank 
offers clients a full range of depository and 
cash-management services plus a broad port-
folio of financing solutions—including working 
capital lines, accounts receivable and inven-
tory financing, factoring, trade financing, payroll 
funding and processing, equipment leasing and 
financing, commercial and residential mort-
gages, and mortgage warehouse lines of credit. 
Sterling is well-known for its high-touch, hands-
on approach to customer service and a special 
focus on serving the business community.

Wells Fargo Capital 
Finance
333 South Grand Ave., 12th Floor
Los Angeles, CA 90071-1504
wellsfargocapitalfinance.com/apparel
Contacts:
Nick Seger (AZ, CO, NM, NV, Southern CA)
(310) 453-5788
nicholas.seger@wellsfargo.com
Frank Montevecchi (ID, MT, OR, UT, WA, WY, 
Northern CA)
(415) 403-1102
frank.a.montevecchi@wellsfargo.com
Products and Services: The Commercial 
Services Group at Wells Fargo Capital Finance 
provides working capital solutions to companies 
that serve the retail and consumer marketplace, 
in addition to companies that serve various 
other industries.  We offer factoring and trade 
financing, including inventory financing and 
accounts receivable management services.  We 
have dedicated expertise working with manu-
facturers, importers, exporters, wholesalers, 
and distributors in many consumer product 
industries, including apparel, textiles, and action 
sports. Wells Fargo Capital Finance has a large 
and diversified portfolio of more than 2,400 
clients, over $35 billion in loans outstanding and 
over $63 billion in commitments to our clients.  
We are part of Wells Fargo & Co., a nation-
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wide, diversified, financial services company 
with $1.8 trillion in assets, 8,700 locations, 
12,800 ATMs, online (http://wellsfargo.com), 
and offices in more than 36 countries.

MADE IN AMERICA
Amara
www.swimamara.com
www.instagram.com/swimamara
www.swimamara.tumblr.com
Products and Services: Amara is an eco 
luxe, boutique swimwear and lifestyle label 
based in Tulum and manufactured in NYC. A 
versatile, fashion forward, yet ultra functional 
line for the bold yet feminine beach chic jet 
setter. The collection offers custom prints 
and trendsetting palettes, paired with bold 
silhouettes, peek-a-boo gaps and cheeky 
cuts. Reversible, convertible, and mix-and-
match styles allow our babes to get the most 
out of their bikinis with room to create their 
own unique style within the collection. Each 
bikini we make is built to last with quality 
and sustainability in mind. Our Italian fabric 
is made up of 78% recycled post-consumer 
materials as well as XTRALIFE LYCRA® 
fibers to extend the life of each piece far 
beyond that of traditional spandex products. 
Cut, printed, and sewn in the USA. Visit us 
at the Axis trade show, Feb. 21–23, Booth 
#A28.

Buhler Quality Yarns 
Corp.
1881 Athens Highway
Jefferson, GA 30549
(706) 367-9834
www.buhleryarns.com
sales@buhleryarns.com
Contact: David Sasso
Products and Services: Buhler Quality 
Yarns Corp. – We make MicroModal® work. 
The exceptional attributes and luxury of 
MicroModal are now more attainable. Supply 
chain optimizations and industry relationships 
allow manufacturers to benefit from our expe-
rience as the first successful MicroModal 
spinner in the US. Let us show you how afford-
able luxury can be. www.buhleryarns.com

Courtney Allegra
www.courtneyallegra.com
Products and Services: Courtney Allegra 
Swim® is your  contemporary  collection for 
fun and sexy bikinis. Made in the USA  with 
exceptional quality in greater Los Angeles, 
Courtney Allegra’s designs are  feminine 
and always on trend without compromising 
comfort. She carefully designs each piece, 
inspired by her favorite beautiful places of the 
world. Her designs are eccentric and flirty; 
they will make you fall  in love with summer 
over and over again. With low minimums and 
competitive prices,  Courtney Allegra Swim is 
a buyer’s  ideal swim brand. Please contact 
us today.  Our team looks forward to fulfilling 
your order! Go to  www.courtneyallegra.com 
or call (805)-6-CA-SWIM now! 

Fin Fun  Mermaid
Contact: West Coast Sales
Katherine Hatzikian
Direct: (310) 760-6861
www.finfun.com
sales@finfun.com
Products and Services: Fin Fun is the 
premier maker of real swimmable mermaid 
tails for children and adults. What began 
as a granddaughter’s desire to swim like 
a mermaid soon became the quest of her 
grandmother to create a functional, swim-
mable mermaid tail. Fast forward only a few 
short years later and Fin Fun is now a leader 
in the market, still family-owned and selling 
mermaid tails, monofins, shark fins, and 
swimwear all over the world! We’ve even 
developed a high-tech, patented mermaid 
monofin that is comfortable, durable and 
powerful—making the experience of swim-
ming like a mermaid even more magical! 
With a focus on safety, quality, and service 
to the community, Fin Fun mermaid tails are 
still proudly Made in the USA. Stop by booth 
#74047 at Magic Playground to say hello 
and see our “fin”tastic products for yourself!

Indie Apparel
(855) 204-1960
info@indieapparel.us
www.indieapparel.us/about-indieapparel
Products and Services: Indieapparel.
us is an exceptional online retail commu-

nity focused on getting entrepreneurs and 
independent fashion designers on a single 
trading platform. On the Indie Apparel plat-
form, manufacturers and Indie designers 
open and manage their own store to sell 
exclusive apparel and accessories that are 
manufactured in the U.S. It has not always 
been easy for Indie Apparels’ entrepreneurs 
to gain access to markets, and for manufac-
tures to compete with over sea factories, but 
with our website this is all changing. 
Together, we will form a powerful font. Let us 
bring home fashion, let us promote fashion 
that are made in America. Open your own 
store at IndieApparel.us, an online com-
munity and marketplace for designers and 
manufacturers of American-made clothing 
and accessories. No charge for online store; 
direct-deposit payments; marketing, sales 
and PR support; and low commission fees.

JT Carpet Bag
1930 Long Beach Ave.
Los Angeles, CA  90058
(877) 582-2773
info@jtcarpetbag.com
http://jtcarpetbag.com
Products and Services:  The Original JT 
Carpet Bag, born in the ‘60s with its unique 
flair and innovative use of carpet, created 
a craze, selling over 1,000,000 bags in 
the USA. Since then, each new collection 
has pushed design, always incorporating the 
rebellious attitude of the ‘60s: fun, fashion, 
and originality. We strive for social responsi-
bility, eco friendliness, and integrity as values 
in our process. Visit our website or factory/
showroom in DTLA to view the hottest bags! 
We are interested in brand ambassadors and 
co-partner collaborations!

SMART Tiers
1400 Goldmine Road
Monroe, NC  28110
(800) 868-7111
Fax: (704) 289-6857
www.drywicking.com
lance@dunnmfg.com
Products and Services: SMART Tiers delivers 
superior, comfortable athletic apparel that 
is “Light years ahead of the competition!” 
- Vinnie Laspina, The Fitness Office, NYC. 
Using durable proprietary organic fibers, this 
fabric propels sweat away from your skin and 
into the outer layer, where it quickly evapo-
rates. No other company uses this dual-layer 
technology. The inner layer keeps the skin 
dry without the use of chemical treatments; 
these soft silky inner fibers also provide 
extreme comfort. The outer layer is designed 
for maximum evaporation and prevents odors 
caused by lingering sweat, making you feel 
dry and cooler. FR options available. SMART 
stands for Sweat Management And Removal 
Technology™.  SMART Tiers apparel is 100 
percent manufactured in the USA.

Spirit Jersey® /  
Spirit Activewear/
Spirit Athleisure
www.spiritactivewear.com / www.spiritjer-
sey.com/www.spiritathleisure.com
WWDMAGIC - Booth #74702 – Spirit 
Athleisure/Spirit Jersey®
STITCH Show - Booth #1267 – Spirit 
Activewear/Spirit Jersey®
Spirit Jersey® ORIGINAL. AUTHENTIC. Made 
in the USA.  
The unique combination of features of the jer-
sey sold under the trademark Spirit Jersey®/
Spirit Football Jersey® is a Registered 
Trademark.  
Spirit Jersey® and Spirit Football Jersey® 
are Trademarks of Spirit Activewear.

SUPPLY CHAIN
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 interna-
tional 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. Visit us at the LA Textile Show, Booth 
#7000, 7002, and 7004.

John F. Allen & Son, Inc.
100 Meadow St.
Warwick RI 02886
New York Showroom:
Pulver Importing (a division of John F. Allen)
10 West 37th St., 6 FL 
New York NY 10018
www.JFAllen.com
(800) 334-9971
Products and Services: Founded in 1889, 
John F. Allen & Son, Inc. is a fourth-genera-
tion family importer and wholesale distributor 
of the world’s finest cut crystals, trim, beads, 
findings, and genuine stone serving the tex-
tile, jewelry, and craft industries. We are 
proud to be one of the largest U.S. wholesale 
distributors of Preciosa-brand Czech crystal 
products, and we are a direct importer of 
over 40,000 items from top-quality factories 
in Europe and Asia. We offer highly knowl-
edgeable, friendly service; a vast selection 
of products; and a well-stocked warehouse, 
which means quick order fulfillment for our 
customers. Visit our New York City showroom 
or our 22,000-square-foot warehouse at our 
headquarters in Warwick, R.I.

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 specialize 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 custom-
ers. 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. 

Tukatech
5462 Jillson St.
Los Angeles, CA 90040
(323) 726-3836
Fax: (323) 726-3866
http://tukatech.com
tukateam@tukatech.com
Products and Services: Tukatech is the gar-
ment and apparel industry’s leading provider 
of fashion technology solutions. Founded 
in 1995 by garment-industry veteran Ram 
Sareen, Tukatech offers award-winning 2D 
pattern-making, grading, and marker-making 
software, automated marker-making soft-
ware, 3D sample-making/virtual-prototyping 
software, as well as garment plotters, and 
automatic cutters and spreaders for pro-
duction. All systems include unlimited 
training, consulting, process engineering, 
and implementation of our technologies. The 
capabilities of Tukatech’s technology remains 
unparalleled in the fashion industry, and 
all of our products are offered at affordable 
prices. Some systems available for rent. 
Contact us to learn more. 

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, 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 loca-
tions 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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Please visit our website at www.greeniceus.com! 
Looking forward to having you as our business partners!

•All seamless garments
 
•Vertical factory
 
•Highest level, premium 
Type 6.6 Nylon yarn
 
•Ultra soft hand, distinctive 
texture and vivid colors
 
•Lightweight, feels amazing 
on the skin, and fits tightly 
yet comfortably on the 
body.
 
•A perfect blend of nylon 
and spandex create a 
slimming effect, smooth 
support and no bulges.
 
•Best prices and services

Ultra-Soft, 
Seamless and 

Highly Durable, 
Amazing Type 

6.6 Nylon

SEAMLESS

Come visit us at 
WWDMAGIC
Booth #70100

NOTICE OF AUCTION SALE
N.Y.A., INC., a California corporation, will conduct a public all cash auction sale of 
all assets of the Company to the highest bidder.  The Company is in the apparel 

industry (a wholesale/retail business), and its assets include:

Inventory (Dresses, Tops, and Bottoms), Furniture, Fixtures,
Equipment, A/R, and other related items.

The Auction will take place at 1:00 p.m., Wednesday March 2, 2016 at:

Titan Offices, Inc.
1055 West 7th Street
33rd Floor Penthouse

Los Angeles, CA 90017

For further information, including the rules of the Auction,  
please contact:

Michael at:  michael.nyainc@gmail.com
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CUTTING/SEWING

ACCESSORIES PRIVATE LABEL MARKING & GRADING

Directory of Professional Services & Business Resources

CONTRACTOR - DENIMS

HOVIK M. KHALOIAN

5 2 0  N .  C E N T R A L  A V E . ,  S U I T E  #  6 5 0
G L E N D A L E ,  C A  9 1 2 0 3

T E L :  8 1 8 . 2 4 4 . 7 2 0 0 

H O V I K @ H M K C P A . N E T

ACCOUNTING • AUDITING
TAXATION SERVICES FOR THE APPAREL INDUSTRY

CPA

SEWING MACHINE SERVICES

To advertise in the Directory of Professional 
Services & Business Resources  

call June Espino 213-627-3737 x250 
or E-mail: june@apparelnews.net

EMBLEM/ PATCHES

GARMENT FINISHING

MODEL SERVICES

PRIVATE LABEL MFG.

www.ApparelBranders .com  
(800) 775 7227

CLOTHING & ACCESSORY MANUFACTURING - APPAREL BRANDERS

Private Label Services.
Custom Promotional items & Uniforms

Experts in fabrication, design, & construction.
Generations of experience & fast turnaround time.

Specializing in tops, bottoms, and active wear.

Womenswear/Menswear/Childrenswear/All Areas
Diamond Grading 
and Marking  
by computer  
since 1995 using 
Gerber System

DIAMOND
GRADING & 

MARKING 

(714-290-7088)
2048 S. SPINNAKER ST.

ANAHEIM CA 92802

grading2u@gmail.com

Womenswear/Menswear/Childrenswear/All Areas

PATTERNS WORLD INC.
Providing pattern making and full development services for 

the garment industry for over 25 years.  We specialize in 
first through production patterns and in house sample room.  

Salesman duplicates, small production welcome.

Check us out at 
www.patternsworldinc.com

(213) 439-9919

SEWING CONTRACTOR

TRY US TO DO YOUR WORK!
Tel: (213) 747 0047  Fax: (213) 747 0725
134 W. 30th St L.A. CA 90007

S&JSpecialist 
Sewing factory

Blazer Jacket
Coats
Vest

Uniform

S&J
S&J

PRIVATE LABEL PRODUCTION

             ED 
                   Eco design 
                                                                                   
            Private Label Swim, Sportswear &  
                       Lingerie Manufacturer 
                  www.prettygirltomboybyecodesign.com 
                          (951) 219-1272 
                  tnecodesignpgtb@aol.com 
         Patternmaking, design development, 
        Production, sample making prototypes 
       Branding, Production Packages & more… 

 
  

  
      

ACCOUNTING SERVICES FIT MODELS PATTERN  & SAMPLE

29.service.directory.indd   29 2/11/16   8:07 PM
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C L A S S I F I E D S 

Jobs Available Jobs Available Jobs Available
........TRIXXI	CLOTHING	COMPANY......

WE	ARE	SEEKING	ENERGETIC	&

MOTIVATED	CANDIDATES	FOR:

DE	SIGN	AS	SIS	TANT	-	SPORTS	WEAR

As	sis	tant	helps	ex	e	cute	vi	sion	from	con	cept	to

pro	duc	tion.	Must	be	able	to	put	goods	up	to	cut,

be	fa	mil	iar	with	gar	ment	con	struc	tion,	and	have

a	good	un	der	stand	ing	of	fab	ri	ca	tion.	Must	have

good	knowl	edge	of	Out	look	and	Ex	cel.	Ex	pe	ri	ence

with	Full	Cir	cle	and	Span	ish	speaker	a	plus.	F/T

po	si	tion	with	ben	e	fits	af	ter	90	days.

EX	EC	U	TIVE	SALES	AS	SIS	TANT

As	sis	tant	works	di	rectly	for	the	Pres	i	dent	of

Sales	&	closely	with	the	Sales	team.	Works	with

key	ac	counts	to	en	sure	a	smooth	process	from

or	ders	re	ceived	un	til	mer	chan	dise	shipped.	Col	‐

lab	o	rates	in	ter	nally	with	mul	ti	ple	de	part	ments	as

well	as	ex	ter	nally	with	re	tail	part	ners.	F/T	po	si	‐

tion	with	ben	e	fits	af	ter	90	days.

Re	quire	ments:	Bach	e	lor’s	De	gree	in	Busi	ness,

Fash	ion	Mer	chan	dis	ing/Mar	ket	ing,	etc;	1-2+

years’	ex	pe	ri	ence	in	a	fash	ion	whole	sale	or	re	tail

buy	ing	of	fice	en	vi	ron	ment;	Out	look,	Ex	cel,	Word,

Ap	parel	man	u	fac	tur	ing	op	er	at	ing	sys	tems;	Ap	‐

parel	man	u	fac	tur	ing	ex	pe	ri	ence	highly	de	sir	able.

Can	di	dates	MUST	have	ex	cel	lent	or	ga	ni	za	tional	&

com	mu	ni	ca	tion	skills,	works	well	un	der	pres	‐

sure/dead	lines,	&	be	a	team	player.	

Sub	mit	re	sumes	to:	re	sume@	tri	xxi.	net

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	REP

M.	Rena,	whole	sale	women's	cloth	ing	com	pany,

is	look	ing	for	a	sales	rep	with	min	i	mum	3	years

sales	ex	pe	ri	ence.	Can	di	dates	must	have	ex	pe	ri	‐

ence	sell	ing	to	ma	jor	de	part	ment	&	chain	stores.

Must	be	will	ing	to	travel.	Please	email	re	sume

to:	ac	count	ing@	m-	rena.	com

TECHNICAL	DESIGNER

XCVI	is	look	ing	for	a	full	time	Tech	ni	cal	De	signer,

with	a	min.	5	yrs	exp.,	knowl	edge	in	pat	tern

mak	ing	con	struc	tion,	gar	ment	spec	&	grad	ing

rules.	Can	di	dates	must	be	pro	fi	cient	in	Ex	cel,

Pho	to	shop	&	il	lus	tra	tor.	To	ap	ply,	send	re	sumes

to	jobs@	xcvi.	com.

SAMPLE	SEWER

1st	thru	pro	duc	tion.	Women’s	knit	&	wo	ven.

Great	co.	in	Com	merce.	Must	speak	Eng	lish.

•••••••	Con	tact	Lonni	213-769-4222	or	Lonni@	

lin	eapp	arel	llc.	com

SALES	REPRESENTATIVES

L.A.	based	tex	tile	printer	(ro	tary	pig	ment	&	wet

print	ing)	look	ing	for	sales	rep	re	sen	ta	tives	for

their	printed	col	lec	tion.	Must	have	es	tab	lished

cus	tomer	base.	Please	con	tact	Do	minic	Tan

(310)900-1818

FOREVER	21	HIRING	TECHNICAL

DESIGNERS	NOW!!!

For	ever	21	hir	ing	Tech	ni	cal	De	sign	ers	with	

spe	cialty	ex	per	tise	in	Women's	&	Men's	with	the

fol	low	ing	cat	e	gories:	Sweaters,	Wo	vens,	or	Tops

&	Bot	toms.	Pls.	email	your	res.	&	sal.	re	quire	‐

ments	to:	er	ica.	chan@	for	ever	21.	com

CONTEMPORARY	SPORTSWEAR

DESIGNER

We	are	seek	ing	a	Con	tem	po	rary	Sports	wear	De	‐

signer	who	is	hands	on,	multi	task,	&	self	starter

who	is	re	spon	si	ble	for	con	cep	tual	de	vel	op	ment,

de	sign,	&	ap	proval	of	all	as	pects	of	de	sign	&	pro	‐

duc	tion.	Must	have	7-10	yrs	re	cent	exp.	in	the

con	tem	po	rary	mar	ket	&	must	be	pro	fi	cient	in	il	‐

lus	tra	tor.	In	di	vid	ual	must	be	de	tail	ori	ented,	good

or	ga	ni	za	tional	skills	&	must	have	the	abil	ity	to

thrive	in	a	faced	paced	en	vi	ron	ment.	Can	di	date

must	have	ex	cel	lent	com	mu	ni	ca	tion	skills,	be	a

self	starter	&	great	fol	low	through.

We	of	fer	a	great	work	ing	at	mos	phere,	com	pet	i	‐

tive	ben	e	fit	pack	age.	Qual	i	fied	exp.	can	di	dates

sub	mit	re	sumes:	hropp	s2015@	gmail.	com

FIRST	THRU	PRODUCTION	PATTERN

MAKER

Do	mes	tic	Ju	nior	Man	u	fac	turer	seeks	a	highly

skilled	pat	tern	maker.	Must	have	5+	yrs	exp.

with	ju	nior	nov	elty	knit	and	wo	ven	tops.	E-mail

re	sume	to	brand	names@	att.	net

PATTERNMAKER

We	have	an	im	me	di	ate	open	ing	for	1st	through

Pro	duc	tion	Pat	tern	maker	with	5	year	min.	exp.

Knowl	edge	of	Ju	nior	dresses,	tops	&	bot	toms.

Con	struc	tion	of	gar	ments	and	grad	ing	in	both

wo	ven	and	knits.	Exp.	with	bor	ders	and	print

place	ments.	Tukat	ech	exp.	re	quired.	Must	be	

de	tail	ori	ented	and	have	good	com	mu	ni	ca	tion

skills.	We	are	lo	cated	in	Ver	non,	CA.	Please	send

your	re	sume	to:	sec2	genHR@	gmail.	com

BELLA	DAHL

DIG	I	TIZE/MARKER/GRADER	WITH	5+	YRS	EXP	ON

GER	BER	SYS	TEM.	UN	DER	STANDS	GAR	MENT	CON	‐

STRUC	TION,	SHRINK	AGE,	YIELDS,	GRADE	RULES.

DE	TAILED	&	OR	GA	NIZED	TO	WORK	IN	A	TEAM

EN	VI	RON	MENT.

SEND	RE	SUME	TO:	HR@	BEL	LADA	HL.	COM

......JR	YOUNG	CONTEMPORARY......

SALES	REPRESENTATIVE

Es	tab	lished	brand	and	pri	vate	la	bel	Sales

Team/Man	u	fac	turer	is	wel	com	ing	an	ex	pe	ri	enced

sales	rep	re	sen	ta	tive	to	main	tain	and	es	tab	lish

new	ven	tured	ac	counts.

•	Able	to	travel	Ma	jor	Mar	kets	and	Re	tail	ers

•	Must	have	pre	vi	ous	sales	ex	pe	ri	ence	in	work	‐

ing	with	Ma	jor	re	tail	ers.

Email	to:	show	room2211@	gmail.	com

WILT	SEEKS	PATTERNMAKER

ASST/SPEC	WRITER

Knowl	edge	able	in	con	struc	tion	of	a	gar	ment,

able	to	mea	sure,	write	tech	packs	&	use	il	lus	tra	‐

tor.	Must	have	strong	com	mu	ni	ca	tion	skills	&

work	well	w/oth	ers	in	a	fast	paced	de	sign	room.

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

PLANNER

NYDJ	Ap	parel	is	seek	ing	an	exp’d	Plan	ner	to	sup	‐

port	our	Di	rect	to	Con	sumer	busi	nesses.	Re	‐

spon	si	ble	for	fi	nan	cial	plan	ning,	mer	chan	dise

plan	ning	&	analy	sis	for	NYDJ.com	&	NYDJ	re	tail

stores	to	drive	NYDJ’s	di	rect	to	con	sumer	busi	‐

ness.	Key	part	ner	to	the	di	rect	to	con	sumer

buyer/mer	chan	diser.	Min	3	yrs	exp.	De	tail	ori	‐

ented,	ex	pert	Ex	cel	skills,	&	abil	ity	to	work	with

lit	tle	su	per	vi	sion.	Blue	Cherry	exp.	pre	ferred.

Send	re	sume	&	sal.	hist.	to:	eric.	ueno@	nydj.	com

PRODUCTION	PATTERNMAKER

Must	have	5	yrs.	Exp.	with	Stretch,	Rigid	Denim

fab	rics,	Knits,	jer	sey,	top,	bot	tom,	women,	kids,

and	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.	Some	Op	ti	tex	Sys	tem	Xp

re	quired,	hand	pat	tern	mak	ing	pre	ferred.

Sub	mit	re	sume	to:	gilberto@	rob	inje	ans.	com

TECH	PACK	WRITER

W/	3	yrs.	in	Denim,	knit	gar	ment	con	struc	tion

knowl	edge,	ex	cel	lent	com	mu	ni	ca	tion	&	fol	low-up

abil	ity	a	must.	With	good	eye	to	de	tect	miss	ing

in	for	ma	tion	when	re	leas	ing	Tech	Packs.	Pro	fi	‐

ciency	in	Adobe	Pho	to	shop,	Il	lus	tra	tor,	Ex	cel	skills

re	quired.	

Sub	mit	re	sume	to:	gilberto@	rob	inje	ans.	com

CUSTOMER	SERVICE	ASSISTANT

Ap	parel	Com	pany	seek	ing	ex	pe	ri	enced	CSA.	Ex	‐

cel	lent	data	en	try	skills.	AIMS	360	&	EDI	Knowl	‐

edge	is	a	plus.	Strong	sense	of	dead	lines,	highly

or	ga	nized	and	able	to	work	un	der	pres	sure.

Please	send	re	sume	and	salary	his	tory	to:	

ap	par	eledi@	gmail.	com

SOCIAL	MEDIA/GRAPHIC	ARTIST

SPECIALIST

Cre	ative,	man	ag	ing	all	facets	of	so	cial	me	dia

chan	nels/pres	ence	(Twit	ter,	Pin	ter	est,	In	sta	gram,

You	Tube,	Face	book,	etc.)	in	clud	ing	me	dia	strat	‐

egy,	con	tent,	mon	i	tor	trends	across	all	so	cial	me	‐

dia	chan	nels	&	net	work	ing	plat	forms,	knowl	edge

of	Adobe	Pho	to	shop	&	Il	lus	tra	tor	a	must.	This	is

a	full	time	po	si	tion	for	an	Ap	parel	Co.	spe	cial	iz	ing

in	women’s	con	tem	po	rary	retro-style	dresses,

based	in	Para	mount,	CA.	

Send	re	sume	with	salary	his	tory	to:	

hrre	sumes90723@	gmail.	com.	EOE

LEAD	ASST	DESIGNER/MANAGER

Must	be	fo	cused	w/strong	com	mu	ni	ca	tion	skills

&	or	ga	nized	in	a	fast	paced	en	vi	ron	ment.	Re	‐

ports	di	rectly	to	owner	and	able	to	over	see	a

team.	Min	10	yrs	exp.	Email	re	sume	and	salary

his	tory	to:	Kelly@	par	cand	pear	l.	com

CONTEMPORARY	DESIGNER

Wilt	seeks	ex	tremely	cre	ative	de	signer	with	min.

25yrs	ex	pe	ri	ence	with	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	w/	oth	ers

sub	mit	re	sume	and	cur	rent	port	fo	lio	to:	

Kelly@	par	cand	pear	l.	com

••GRADING	&	PATTERN	MAKER

NEEDED••

We	have	an	im	me	di	ate	open	ing	for	a	Grad	ing

spe	cial	ist	w/	Pat	tern	mak	ing	skills.	Ex	pe	ri	ence	in

Uni	forms,	Wo	vens,	&	Knits	is	a	plus.	Ex	pe	ri	ence

with	Tukat	ech	is	a	plus,	train	ing	will	be	avail	able.

Must	be	de	tailed-ori	ented,	able	to	work	in	de	pen	‐

dently	&	have	good	com	mu	ni	ca	tion	skills.	Sub	mit

re	sumes	to	lisa@	new	chef.	com	for	con	sid	er	a	tion.

TECHNICAL	DESIGNER

Min	i	mum	3	yrs.	exp.	Knowl	edge	Flat	Pat	tern,

Pho	to	shop,	Il	lus	tra	tor,	Ex	cel.	Cre	ate	tech	packs

for	over	seas	and	do	mes	tic	ven	dors,	specs	gar	‐

ments.	Email:	an	drew@	and	rewc	hris	tian.	com
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Cover:  Vegas Wrap 
Surf Report 
Technology
LAEDC Economic Report
T-Shirt Report

T-Shirt Advertorial
Finance Advertorial

Bonus Distribution
LA Textile Show 2/29–3/2

February 26
Cover:  Fashion
Full Vegas Wrap
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Fashion Advertorial
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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

$2.99  VOLUME 71, NUMBER 28  JULY 3–9, 2015

INSIDE:
Where fashion gets down to business

www.apparelnews.net
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New Woodbury University trustees p. 3

Flagship showroom moves ... p. 7
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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

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
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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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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

SAMPLE	SEWERS

Higher	end	sam	ple	sew	ers	needed,	knits,	com	pli	‐

cated	styles	and	some	wo	vens.	Email	re	sume	to

par	can	d	pearl@	par	cand	pear	l.	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

SPORTSWEAR	CUSTOMER	SERVICE

Ex	pe	ri	enced	in	a	Gar	ment	In	dus	try	Dy	namic	and

ex	cel	lent	ver	bal	com	mu	ni	ca	tion	skills.	Du	ties	in	‐

clude	cus	tomer	and	sales	rep	or	der	pro	cess	ing

and	fol	low	up.	Work	closely	with	Pro	duc	tion.

Knowl	edge	of	AIMS	a	plus.	Email	re	sume	to:

info@	exp	ertb	rand.	com	or	fax	to	(323-	526-5866)

CUSTOMER	SERVICE	ASSISTANT

Ap	parel	Com	pany	seek	ing	ex	pe	ri	enced	CSA.	Ex	‐

cel	lent	data	en	try	skills.	AIMS	360	&	EDI	Knowl	‐

edge	is	a	plus.	Strong	sense	of	dead	lines,	highly

or	ga	nized	and	able	to	work	un	der	pres	sure.

Please	send	re	sume	and	salary	his	tory	to:	

ap	par	eledi@	gmail.	com
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It’s been some time since I’ve had the privilege of sharing 
Apparel Insiders with the industry I love. As most of you 
know, and have experienced � rsthand, the plight of an 

independent entrepreneur can be unforgiving. But thanks 
to TLM Publishing and the Apparel News Group, Apparel 
Insiders’ voice can be heard once again. � e collaboration 
between California Apparel News and Apparel Insiders is the 
perfect collision of two worlds, the fast-moving pace of the 
newspaper’s daily industry news and insight and that of a 
magazine dedicated to covering the people, places, and brands 
that in� uence fashion.

We at Apparel Insiders are lucky to have found a media 
organization with a rich history (over 70 years) of reporting 
on the fashion industry. � e saying couldn’t be truer that an 
organization is only as strong as its team, and the group of 
individuals that make up California Apparel News, starting 
with its owner and publisher, Terry Martinez, are at the top of 
their game. So thank you to all for making this collaboration 
fun and exciting.

Now on to the business of fashion. Welcome to Hollywood! 
When we think of the � lm and television industry, the � rst 
thing that comes to mind is which superstar celeb can be paid 
to wear our clothing. As meaningful as that might be, there 
is a deeper in� uence at work, and, in the pages that follow, 
Apparel Insiders explores the Hollywood phenomenon and 
how it dictates trends and ultimately what sells at retail. 

� e scripts, actors, sets, and fashion we see on the big and 
small screen attempt to transport us to another world. Most 
times we are content to escape for an hour or two and be 
entertained. But then there are those special moments when 
it all clicks and something magical happens. Whether it’s 
Jennifer Beals and her o� -the-shoulder sweatshirt from 
“Flashdance,” “Sex and the City”’s Sarah Jessica Parker and 
her closet full of Manolos or John Travolta strutting down 

the streets of Brooklyn in “Saturday Night Fever” with his 
leather jacket and Capezios, movies and television can have a 
profound e� ect on us as individuals and on our industry.

What prompted this edition’s special feature was the newly 
released HBO series “Vinyl.” As you read this letter, take these 
words as a harbinger of what’s to come in fashion trends. Like 
what “Mad Men” did to men’s fashion, “Vinyl” will do to the 

� ailing denim industry. Its cast, storyline, and fashion will stir 
the creative forces and reinvigorate a tired market! So get your 
pencils ready—whether you’re a designer or a buyer—because 
our special feature on the real Hollywood in� uencers can be 
your springboard to breathing new life and excitement into 
your collection or retail store.

Gus Floris
Editor-in-Chief

LETTER FROM THE EDITOR

®

On the cover: Cast of 
HBO Series “Vinyl.”
Photo Courtesy of HBO
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FAB FOUR

1

2

3

4

 1  AOUI CLOTHING    Downtown Los Angeles 
Design Philosophy: We make clothes we actually 
want to wear. This makes the design process 
effortless, yet we pay attention to every little detail 
to refine the focus on everyday luxury. Our clothes 
are made for the design-conscious independent 
woman who cares about how she looks while still 
wanting to be supremely comfortable in her day-to-
day life. Aoui is designed and crafted carefully right 
here in Los Angeles.
Key Pieces: For Fall 2016, the focus is on 
beautiful classics such as tailored, masculine 
pants; classic leather moto jackets in fun, deep 
fall colors; and clean, silhouetted silk blouses.
Retail Price Points: $40–$500 
Retail Locations: You can find us in small 
boutiques across the coast of California.  
Trade Shows: Project Las Vegas, Coterie, Brand 
Assembly, Dallas Market Week 
You Should Know: We just recently opened a show-
room at the Gerry Building downtown, across from 
the California Market Center, and are in the works to 
launch an e-commerce website for direct sales.

 2  CONTROL SECTOR   New York
Design Philosophy: A New York City–based 
contemporary streetwear brand, we aim to defy 
convention yet remain wearable. 
Key Pieces: Storm Trench, Hazard Dolman Coat, 
Forever Leather Bomber
Retail Price Points: $45–$300
Retail Locations: Moda 404, Fred Segal, Kin Los 
Angeles, Lazaro SoHo
Trade Shows: Project Las Vegas, Project New York

3  DUVIN DESIGN COMPANY  Florida
Design Philosophy: Duvin can be described as 
a modern take on the retro surf style. Unique 
colors and prints can be found throughout the 
line, all applied to slimmer fits. The clothing is 
forward and fun yet easy to wear.
Key Pieces: We’re really excited about some of the 
new fabrics we are implementing in our cut-and 
sew. The two standouts are a cotton/rayon blend 
that makes for a great summer button-down, as 
well as a full four-way stretch button-down made 
to be worn in and out of the water. The line is also 

full of unique garment-dyed T-shirts, which are 
always bestsellers. 
Retail Price Points: T-shirts: $26–$36; button-
downs: $68; boardshorts: $68; hats: $28–$38
Retail Locations: We are placed in a mix of 
boutique/street/surf shops (70 retailers), 
including Tank Farm, Wish ATL, Sun Diego, 
17th St, and Curl by Sammy Duvall 
Trade Shows: Agenda Long Beach, Agenda 
Miami, Project Las Vegas, Surf Expo
You Should Know: We are launching with the 
Park Showroom this year. We will be launching 
a photo tee collection with photographer Alex 
McDonell and releasing a 4th of July capsule.

4  TENTREE   Regina, Saskatchewan, Canada
Design Philosophy: We are focused on making 
environmentally progressive apparel—everything 
from removing leather trims and replacing them 
with cork to coconut buttons instead of plastic.
Key Pieces: Our Organic & Recycled woven 
program includes the women’s collection, which 
features button-up styles made entirely of Tencel, 
a sustainable fabric that comes from eucalyptus. 
The women’s pieces also feature trim detailing 
that is inspired by the fabrics we bring back from 
our planting projects. Our Designed to Endure 
bag collection is made with waxed organic 
cotton, YKK Aqua-guard zippers, and wood-
grain lining. Now outfitting head to foot, we have 
released our Organic Cotton Chinos in both a 
khaki and jean style.
Retail price points: Jersey tops:  $30–$35, woven 
tops: $60–$65, fleece tops: $55–$65, bottoms: 
$65–$70
Retail Locations: The easiest spot to find us (and 
the closest retailer) is at www.tentree.com.
Trade Shows: Outdoor Retailer, Capsule Las 
Vegas, Surf Expo 
You Should Know: Every product features a 
unique tree token that has a laser-etched code 
that can be entered online to find out where 
your trees are planted, the benefits to the local 
community, and allows you to track your impact. 
TheMexico Planted collection will be released 
later this year. Earth Month Campaigns sends 
followers to our planting project in Nepal.

FAB Four
You shouldn’t miss these gems. 

Apparel Insiders continues to search out the best brands on the market.  
Whether it’s surfwear, streetwear, everyday wear, from Florida to New York to LA, 

here are some of our latest favorites from across the country.
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The Death of the Flash Sale Site
By Marian Castinado

Flash sale sites were a flash in the pan: a great idea that made 
a lot of money for savvy entrepreneurs back when big 
retailers felt proud they even had a website. The Internet 

equivalent of a Marshalls or Ross, they took leftover stock from 
retailers and sold it for cheap, but the real genius was in the 
marketing. Creating an aura of exclusivity and glamour, flash 
sale sites made browsing the Web feel like browsing an exclusive 
boutique. During a recession! They were the epitome of John D. 
Rockefeller’s mantra to “turn every disaster into an opportunity.”

Much like auctions, flash sites played on buyers’ competitive 
instinct, inspiring the strain of acquisition that made Black Friday 
a contact sport. Flash sale site Gilt took this literally in one of its 
television commercials, showing two supermodels in a shootout 
over a pair of shoes. Tweaking the law of supply and demand to 
their advantage, flash sale sites took an excess of merchandise but 
marketed it based on how few of each individual item existed. 
Then the artificial time frame, often measured in hours, became 
an arbitrary pressure. If no one bought the shirt on Monday, what 
happened to it on Tuesday? Would the site burn it out of spite? 
Give it to Goodwill out of charity? Act now!

And rather than a guilty pleasure, flash sale sites implied that 
buyers were just being smart. If a designer dress in your size was 
available for a fraction of its original cost, you’d be a fool to let it 
get away. 

Before long, big retail chains got tech savvy and started selling 
much of their overstock on their own websites. Buyers began 
complaining that the flash sale sites were developing their own 
brands and that items could be found at the same price elsewhere. 
And while rock-bottom prices got buyers in the door, the 
limitations sent them looking elsewhere online. “The sites I visited 
never had any small sizes,” says one shopper. “So I stopped using 
them.” 

And like the day Mom uses a slang phrase and it becomes 
immediately unhip, retailer home pages started using the term 
“flash sale” for a while without any of the “must be a member” 
baggage. Others offered discounts for only a day or a weekend, but 
the items were still available after the time had passed. The sense 
of urgency was muted.  

Even at its height, around 2012, flash sites’ $2 billion in sales was 
only about 1 percent of all online buying. More a social trend 
than a business behemoth. Major newspapers such as The New 
York Times were sounding the death knell as early as summer of 
2014, and soon the wisest companies started cashing out or at least 
cutting their workforces.

“The value that the flash sites gave exclusively now exists 
everywhere,” says Marty Staff, president and founder of Marty 
Staff Associates LLC. “So there is no inherent reason to shop for 
apparel at a flash site.” 

In addition, Staff points out that in a time when “there have never 
Nothing this clever could last. 
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been more places to dispose of this leftover or obsolete inventory,” 
bricks-and-mortar discount chains are flourishing, inspiring 
suppliers to start their sales process there. “More-iconic upscale 
brands are selling off-price stores and clubs,” he notes. “As a 
supplier, there are few upscale department stores left to sell. The 
price of entry is very high. If I sell an upscale store, I need to have 
a business deal in place. I need to drive traffic to the store website. 
At the end of the day, the margins I get selling an off-price store 
are about the same as the ones I get selling a full-price store. And 
the business system for off-price stores is much easier and with a 
lower investment.”

When Nordstrom bought HauteLook in 2011 for a grand total of 
$270 million, it was ahead of the curve—maybe too far ahead. The 
HauteLook site features “A Nordstrom Company” prominently 
on its home page and is said to lure “West Coast casual” buyers, 
but news sites were quick to point out that the typical Nordstrom 
buyer would be dismayed by shipping fees for returns and that 
items bought on the site could not be returned at a Nordstrom 
store. In fact, forcing buyers to make returns at a Nordstrom Rack 
was part of the strategy to increase foot traffic at the lower-priced 
store. The corporation’s online sales were $117 million in 2015’s 
second quarter, and, while Nordstrom’s stock price declined in 
2015, its e-commerce sector is expected to expand to 25 percent 
of sales in 2020. Financial results from HauteLook and Nordstrom 
Rack online are often combined, making it challenging to debate 
whether acquiring a flash site produced sales that Nordstrom Rack 
online could not have achieved alone.  

Corporations who waited to snap up a flash sale site were 
rewarded with—ah, the irony—a discount, and there was no 
clock ticking down the minutes left to buy. Deals were made, 
sites were swallowed, and few online shoppers lamented the 
transition. Fab.com sold in 2015 for the price of a big house in Los 
Angeles, a mere $15 million. Ideeli was sold to Groupon for $43 
million the year before, the same year Vente-Privée USA simply 
closed up shop. Zulily remains, but with stock prices that were 
at one point down 60 percent from its IPO. And in January of 
2016, the apparel world witnessed The Gilt Groupe’s $250 million 
sale to Hudson’s Bay Company, which owns Saks Fifth Avenue; it 
was once valued at $1 billion. Maybe all that glitters is not gold, 
but Gilt clearly had value to Saks: a name, a vibe, and a young 
demographic that will age buyers gracefully into the Saks fold.  

Cutting clothing prices is as old as cutting cloth. The real power 
behind a lowered price is the brainpower that convinces a browser 
to become a buyer. The creators of flash sale sites studied impulse 
spending, the glamour of a brand name, and the justification that 
a slashed price provides when you get out your credit card. Then 
they added just what the zeitgeist needed: a little frenzy. 

The flash sale site may be a short chapter in the history of online 
retail, but its marketing is part of a long saga of romancing a 
customer who is looking to be seduced. The question isn’t so 
much why flash sites failed as why they succeeded and how to use 
those techniques in the sales ahead. 
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Don’t Call It 
a Costume

By Rebecca Cringean

The most identifiable, 
imitable aspects of 
our favorite char-

acters are their wardrobes. 
Gifted to lend magic to a 
script, the costume designer 
is emerging as a powerful 
commercial force in retail 
fashion, taking over social 
media and store shelves while 
influencing fashion design-
ers and buying trends. In the 

coming pages, we take a closer 
look at some of the best and 

brightest designers to grace the 
closing credits, paying special at-

tention to the work of “Mad Men”’s 
Janie Bryant, “Scandal”’s Lyn Paolo, 

“The Good Wife”’s Dan Lawson and 
Oscar winner Mark Bridges. We predict 

Bridges’s work on HBO’s “Vinyl” will 
breathe new life into today’s denim mar-

ket by resurrecting some bygone sports-
wear trends.

Costume Magic

When celebrities and fashion are involved, there 
are eager players, participants, and hangers-
on. There are stylists and wardrobe consultants, 
dressers and assistants, many of whom, à la 
Rachel Zoe, become nearly as famous as the 
stars they dress. But at the top of the heap is the 
costume designer. Members of the renowned 
Costume Designers Guild, CDs are the ones 
winning the Oscars and Emmys rather than 
dressing the stars to attend. CDs don’t start with 
a fashion show; they start with a script. And 
from there it is the CD’s imagination that helps 
propel a script forward, creating the look we 
soon associate with our favorite characters. From 
inspirational drawings, CDs then have a choice to 
buy, build, or rent—an enviable combination of 
powerful fashion designer and stylist rolled into 

one all-important position on the set. CDs are the 
ultimate aspirational fashion storytellers, getting 
into the public zeitgeist and changing the way we 
dress and the things we buy.

Until recently, CDs were underappreciated, the 
general public talking about the apparel in a show 
or the brand that was worn with no thought as to 
who masterminded it all. Luckily, with the Internet 
comes transparency. “Social media has played a 
huge role in allowing an interactive relationship 
between the audience and the crew,” says Lyn 
Paolo, who designed the wardrobes for “Scandal” 
and “Shameless.” “Fashion and the power of 
costume design have always been something that 
attracted the audience. However, most people 
watching a show had no idea of the large team it 
takes to create the many worlds that you see in 
movies and on TV. Now they are getting a small 
taste of the work and the talent that is involved, 
and I think they find that behind-the-scenes 
glimpse to be very intriguing.”

As the knowledge base grows, the role of the CD is 
enhanced right along with it. Envy the suits Tony 
Goldwyn wears as President Fitzgerald Grant on 
“Scandal”? Well, buy your own at Brooks Brothers, 
special label and all, picked for you by the one-
and-only CD, Lyn Paolo, who put that suit on the 
TV character. Paolo, who also created a Scandal 
collection for The Limited stores, says she finds 
retail “a lot like creating a huge film project, 
talking as a team, discussing the story we want to 
tell, being true to the audience.” 

Linda Kearns and Kristi McCormick at Matchbook 
Company represent over 30 CDs. “In 2009, when 
we started, brands were looking for influencers 
and fashion experts for multilayered campaigns 
with a social-media angle,” says McCormick. “They 
wanted the costume designer’s expert tips and 
advice to speak directly to the consumers of their 
brands. They couldn’t always get that authentic 
credential from actors, models, or bloggers.” 

The Limited Scandal 
Collection Sketch 
by Lyn Paolo

10   ·   apparelinsiders.com

Hollywood’s greatest influencers—the CDs—
affect more than just what’s on screen, 

they also create fashion trends.
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Costume Designer Lyn Paolo with 
“Scandal”’s Kerry Washington

A Matchbook client, Dan Lawson, known for his work 
on “The Good Wife,” “Third Watch,” and “Limitless,” has 
designed seven seasons of professional womenswear for 
English company Number 35. He’s also done a jewelry line 
with Pono, is working with Lafayette 148 New York, and 
acts as spokesman for the at-home dry-cleaning product 
Dryel. “As it has become easier to attain the clothing 
that audiences see in the movies and on television,” says 
Lawson, “the influence and, to some extent, the recognition 
of the costume designer’s work has blossomed. People can 
go on websites and find out the thought processes and 
design sensibilities from the designers behind the looks, 
which makes the individual pieces of wardrobe even more 
meaningful and legitimate.” 

Forget celebrity lines, where it quickly becomes clear 
that the talent has no design talent. Instead, the new 
retail designers will be Hollywood’s natural storytellers, 
the costume designers. “We want the fans and brands to 
recognize the designers themselves,” says Kearns, “as the 
new experts, with creativity, content, and designs in their 
own right.” 
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Oh You Pretty Things
Costume designer Mark Bridges redefines the look of the early ’70s music 

industry for HBO’s new venture “Vinyl.”

By Rebecca Cringean

Juno Temple 
as Jamie Vine.
Photo: Courtesy 
of HBO
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Ziggy played guitar. And he cut a white-hot figure when he 
hit Earth with a style and silhouette that captivated David 
Bowie’s audiences and caused a ripple effect throughout 

the music and fashion industries of the early ’70s. It was this 
almost ethereal fashion moment-in-time that costume designer 
Mark Bridges was charged with re-creating for the pilot of HBO’s 
new series “Vinyl.” 

“Vinyl,” which premieres Feb. 14, is executive produced by 
Martin Scorsese, Mick Jagger, and Terence Winter and bills 
itself as “a ride through the sex-and-drug-addled music 
business at the dawn of punk, disco, and hip-hop.”

Scorsese expressly chose Bridges to set the costuming tone for 
the TV series’ two-hour pilot, which Bridges admits was more 
extensive than some feature films on which he’s worked. Perhaps 
it was Bridges’ wide-ranging work with ’70s looks in films like 
“Boogie Nights” and “Inherent Vice” that caught Scorsese’s eye. 
Or maybe it was the year that Bridges won an Oscar for “The 
Artist” and all the events running up to the Academy Awards 
that kept fortuitously seating Scorsese and Bridges next to one 
another that brought them together.

Scorsese was drawn to Bridges’ talent, allowing him free rein to 
re-create the look of this specific subculture. It was a complete 
departure for the designer, a period Bridges calls “very eccentric, 
like it was from another planet.”

The costume designer embraced the challenge, with the 20/20 
hindsight of the far-reaching, iconic effects this glam-rock 
look had throughout the rest of the ’70s. “It was all about the 
cut and shape,” says Bridges. “Freaky high-rise trousers. Bowie, 
for instance, wore his jeans four inches below his nipples. And 
that slim thigh and the flare. The hem lengths and the boots plus 
those key elements of the truncated top and wide collar.” Bridges 
had his staff, no doubt too young to remember, watch reruns of 
“Soul Train” to prove that what might seem uncomfortable to 
millennial eyes was, in fact, a real look, one worn and embraced 
by the youth of the time.

“The jeans were cut to be flattering, to be sexy,” says the designer. 
“Back then, men were still free to be the peacock. I mourn that 
loss.” Bridges recalls the birthday scene in “Vinyl” where record 
label president Richie Finestra, played by Bobby Cannavale, 
wears white pants and a lavender shirt, a look Bridges took 
directly from Mr. GQ, 1973. “It was a slice of time,” says the 
designer of a look he created that might seem outrageous but 
is, really, something quite wearable for the year and industry, 
something that suits the character to a T.

“I was lucky to have the luxury to create my own look for the 
pilot,” says Bridges. “When I chose pieces for the show, I looked 
to this early ’70s era, a time I’ve only ever seen done right before 
in the film “Velvet Goldmine.” The pieces that say 1972/73 are 
weird, eccentric, entirely unfamiliar. “I’m happy because ‘Vinyl’ 
is period, but it’s not over the top; it’s accessible.”

But how accessible? Bridges says that the perfect storm of the 

“Vinyl” premiere, the passing of the legend David Bowie, and, 
perhaps, something in the air “might just catch on like a house 
on fire.”

“Space Oddity” can indeed become commodity with labels like 
J Brand, Victoria Beckham, MiH, Frame, and Paige Denim all 
showing high-rise flared denim and Top Man even debuting a 
collection of very ’70s silhouettes for men.

“I was able to get boots at Aldo and now YSL has 1972 platforms. 
It’s never really gone away. I was able to find short satin bombers, 
sequined berets,” says Bridges, citing the return of embroidery 
on denim, now called “tattoo jeans,” that proves that after a few 
years of stripped-down, skintight, minimalist denim, maybe 
we’re ready for a bit more glam in our jeans once again.

Everything will be reinterpreted, of course, for today’s day and 
age. “People are built differently now,” Bridges says. “It’s harder 
and harder to find vintage that will fit the modern body.” So, we 
predict, designers will strive to create a ’70s look that fits the 
comfort demands of today’s market.

Kiya Babzani, of Self Edge, runs four denim shops in the United 
States, and a new store just opened south of the border in Mexico. 
“People aren’t necessarily asking to look like the characters they 
see on TV,” he says in reference to the likes of “Vinyl”’s Richie 
Finestra, “but it’s subconscious, that tall, slim silhouette. That 
reaction gets into the people.”

Babzani feels the tops will sell better for the sportswear market, 
especially in menswear. The collars, the shorter lengths, he feels 
will be more readily accepted than the flamboyance of the flared 
denim. Perhaps, but, as Bridges puts it, “Oh, but when those 
jeans fit you with the high rise, flares, and no pockets in the back, 
there’s nothing quite like it!”

Max Casella 
as Julie Silver. 
Photo: Courtesy 
of HBO
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TO REAL
Reel

Janie Bryant and Brooks Brothers 
lead the charge for costumers 

coming out of the wings and onto 
retail’s center stage

By Rebecca Cringean

While the rest of us slobs wear sweats 
on an airplane, award-winning 
costume designer Janie Bryant will 

be dressing up, thank you. “I still wear high 
heels for travel,” she says with a smile. “It’s just 
part of who I am.” And thank God for that.

Bryant’s vision, her love of dressing up, 
created the fashion story for “Mad Men” and 
unintentionally revolutionized menswear in the 
process. And this very same costume designer, 
who has proven herself capable of making cargo 
pants–wearing men crave skinny suits and tie 
bars, is paving the way for an entire generation 
of costume designers to step out from behind 
the shadows, bringing their looks straight from 
the screen to the rabid consumer. 

Changing the way men dress “was never my 
intention when designing ‘Mad Men,’” says 
Bryant modestly. “I guess it was an organic 
e� ect that watching the show had on people. 
But that passion is de� nitely connected.” � e 
passion that Bryant puts into her characters is 
an emotional investment, a sort of channeling 
process formed a� er living with a script, feeling 
out the characters and how their clothing helps 
propel the story forward. But the actual apparel 
itself is an outgrowth of Bryant’s early training 
as a fashion designer. 

“Fashion design has always been a great love of 
mine,” says the designer. And, a� er her work 
on HBO’s “Deadwood” spawned both a high-
end Vera Wang season and a Billy Martin’s boot 
collection, Bryant was pulled back into the 
commercial fashion forum. Now, Bryant’s list of 

It’s storytelling, and, 
for us, that’s what is 
the most fascinating. “ “
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retail accomplishments is as impressive as her filmography. She’s 
done luggage for Hartman, leggings for HSN, a ’60s collaboration 
with Shoes of Prey, and, most famously, “Mad Men” collections for 
both Banana Republic and Brooks Brothers.

“Janie went through all of our digital archives,” says Arthur Wayne, 
vice president of global public relations for Brooks Brothers. After 
all, the connection between Brooks Brothers and “Mad Men” was 
undeniable. Don Draper’s suit, for instance, was taken from a 
pattern called Model #1, from the early ’60s, favored by President 
Kennedy.

“I’d sit with Janie at the beginning of the season and she’d get inspired 
and come back with sketches for the show,” Wayne continues. 
“Then, a couple of seasons in, we reached out to the production and 
the network because ‘Mad Men’ was just spot-on for fashion at that 
moment. We did one suit in only 10 stores with a special-edition 
‘Mad Men’ label, and we sold out in a record 10 minutes.”

Of course, inspiring Hollywood is nothing new for Brooks 
Brothers, whose history with the entertainment industry spans the 
decades all the way back to Fred Astaire and Grace Kelly. “Back 
then, actors, especially male actors, were often responsible for their 
own fashions,” says Wayne. “Brooks Brothers had a showroom in 
downtown LA long before we ever had a retail store even.” 

Wayne worked with Janie Bryant on “Mad Men” but also other 
productions such as the über colorful “Telenovela” starring Eva 
Longoria. Brooks Brothers also has had a hand in everything from 
“Glee” to “Gossip Girl,” “The Good Wife,” “Scandal,” and “Madam 
Secretary,” to name only a few. And, of course, famously, Brooks 
Brothers had another hit with a retail collection drawn from 
Catherine Martin’s costume designs for “The Great Gatsby.”

“There was a big internal debate about producing the pink suit 
from ‘Gatsby’ for our stores,” says Wayne. “It soon became the best-
selling piece in the Brooks Brothers Gatsby collection!” There’s no 
greater proof that what we see on the screen influences our buying 
habits. Perhaps, even, Bryant’s work on “Mad Men” made males 
accustomed to experimenting with fashion, and that gave them the 
confidence to try Catherine Martin’s pink suit.

In addition, Wayne says social media allows Brooks Brothers to 
see a reaction to items in real, trackable time. “We try to work far 
ahead,” Wayne admits. “Because part of the challenge is that the 
production cycle for TV is shorter than the production cycle for 
fashion. Sometimes the cycles are so off that an item people see on 
television is on sale, marked down, in our stores. Other times it’s 
already gone.” It’s easier if it’s a film as that gives the retailer a bit 
more time.

The “What’s Your Brooks Brothers Story?” new ad campaign 
features the likes of actors, screenwriters, and designers along 
with everyday folks, all of whom share a love of the brand and its 
history and have incorporated the designs into their lives. “We love 
working with the costume designers,” Wayne says. “It’s storytelling, 
and, for us, that’s what is the most fascinating.” 
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THOU Shalt Covet
By Marian Castinado

An online platform makes it easy to get the fashions we see on 
screen by shopping alongside our favorite costume designers.

I
n the past, the press and public spoke 
of fashion on television and in films. 
They even raved about the brands 

worn in the shows and movies. But, until 
lately, it was rare to hear the name of the 
actual costume designer who made the 
artistic decision to have a character wear 
a certain brand or put a specific look 
together in a certain game-changing 
way. According to Costume Designers 
Guild President Salvador Perez, all that 
is changing and changing fast. “It’s not 
who the character is wearing, it’s what 
and how they’re wearing it,” he says. 

Perez, who’s worked on everything from 
“Veronica Mars” to “Pitch Perfect” and 
“The Mindy Project,” says social media 
has made all the difference. “Fans now 
know who we are. They can actually 
tweet directly to me and put it all 
together. Because the brand doesn’t even 
matter. It’s the creativity that the costume 

designer uses in putting together the 
look for the character and the 

show.” Perez says he even saw 
layered cocktail dresses on 

the racks at Nordstrom 
recently, a look he 
pioneered. 

“Get This Look” 
sections in 
magazines make 
Perez’s statement 
clearer. If you 
can’t afford the 
actual Prada 
garment, for 

example, you can 
put together your own 
look, similar to the 

show’s principal player, without the high 
price tag. The brand might be different 
when the price point is lower, but the 
costumer designer’s genius remains in 
the statement of the look.  

And that’s making all the difference with 
shows like “The Mindy Project.” “If I 
can’t find the perfect dress, I make it.” 
And when Perez couldn’t find the right 
weight coat for Mindy? He made that, 
too. And then made a bunch for Gilt, 
with ornate buttons in amazing colors. 
They sold out even before the coat made 
its debut on “The Mindy Project.” Guess 
Perez intuited the need for more women 
than just Mindy. He’s done the same with 
a line of jewelry. Fans see it on Mindy 
and want it for themselves.

It used to be a bit of a hunt to find 
online what a character is wearing. 
Misinformation abounded with fans 
seeking a definitive way to access the 
fashions they saw on the screen. Then 
along came a site called Covet (covet.tv).

“The idea for Covet started when my 
wife really wanted to buy a product she 
saw on a TV show. We spent about four 
hours Googling around to find the right 
product,” says site founder Dr. Qasim 
Rasi. “That sparked an aha moment. 
What if we built a platform where 
products from TV shows and films 
were available? Furthermore, because 
people tend to build relationships with 
characters, week after week of watching 
a TV show, it would make sense that it 
would also be a platform for people to 
engage with the artistic work of costume 
designers.” 

Admittedly new, Rasi says he’s still 
building and redefining the site, but 
he and his team have put together a 
platform that not only lets the costume 
designer find and purchase a product but 
also allows the fan to shop alongside a 
designer like Salvador Perez. “Covet is a 
platform where the entire creative work 
of costume designers is made available 
to the fans to engage with. The platform 
goes above and beyond, by engaging 
users not just with the content of fashion 
in film and TV but with the true brand, 
taste, and expertise of the costume 
designers. Covet builds the brand and 
visibility of each costume designer by 
providing them a platform that they fully 
control.”

Rasi is on to something. After all, as 
he notes, a static photo on a website is 
one thing. But watching a look come 
to life every week on TV has a power 
all its own. It’s one hell of an untapped 
marketing opportunity for everyone 
involved while elevating an art form that 
all too often goes unnoted.

“Costume designers create inspirational 
looks,” says Rasi. “They tell powerful 
stories through the style and fashion of a 
character. They give an extra dimension 
to the look and feel of a product. When 
people watch their favorite character, 
week after week, they build relationships. 
They want to dress like the character. 
They want to embody the essence of 
the character. That essence comes from 
the fashion and style that is created by 
the costume designers.  So, ultimately, 
costume designers are some of the most 
powerful people in the fashion world.”
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Speak with consumers and you’ll discover that they want 
cotton in their clothes and home goods. More than 80% 
have stated that they prefer jeans, towels and sheets made 
of cotton. 66% are bothered that retailers and brands would 
substitute man-made fi bers for cotton. They love cotton so 
much that over half of consumers say they’re willing to pay 
more to ensure their T-shirts and denim jeans stay cotton 
rich. Cotton is clearly on your consumers’ minds. Shouldn’t 
it be on your label?

cottoninc.com
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