
WithMe: Meet the 
Store of the Future

California is the hot spot for cutting-edge technology, so 
why should it be any different for being at the forefront in 
showcasing up-and-coming retail innovations?

On May 26, WithMe took the wraps off its first perma-
nent mall-based store, housed inside Santa Monica Place 
in Santa Monica, Calif., where an arsenal of high-tech gad-
gets is used to make shopping easier for customers and re-
tailing more efficient. 

With the WithMe mobile store app, goods can be 
scanned and placed in a dressing room—or, rather, a dress-
ing room that comes to the customer. The customer’s pre-
selected clothes are stocked on a roll-out closet. When the 
customer is ready to try on clothing, a ring of wool-felt 
curtains descends from the ceiling to form a dressing room. 
Inside, interactive mirror displays allow customers to make 
purchases or request more items to try on without leaving 
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Kristopher Enuke is launching a chic new look for 
denim this fall. The veteran Los Angeles designer’s name-
sake label challenges the traditional five-pocket jean with 
a unique fashion and fit sensibility. Known for his work as 
creative director for Kasil, AG and Union and for his for-
mer line Oligo Tissew, Enuke is an innovator in the denim 
world. 

“My past experience has always been that you continu-
ously learn with denim. The product is always evolving,” 
Enuke said. “What I’m trying to do is turn the tide. I think 
we’ve come to the top of [the denim] cycle and it’s time for 
it to begin to turn again. It’s time for people to look at their 
wardrobe and say, ‘I have this jean in my wardrobe, but I 

Kristopher Enuke: 
A New Take on the 
Five-Pocket Jean

By Deborah Belgum Senior Editor

By N. Jayne Seward Contributing Writer
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THE VOICE OF THE INDUSTRY FOR 71 YEARS

Aquatic Inspiration
Los Angeles designer Trina Turk dove into an animated sea for inspiration for her 
new capsule collection for women, men and children, inspired by the upcoming 

Disney Pixar film “Finding Dory.” For more from the show, see pages 6–7.
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think it’s time for me to get something new 
and something more exciting.’”

The Kristopher Enuke collection appeals 
to the woman who is looking for personal-
ized fit and has her own sense of style. 

“There’s a lot [of denim] out there, and 
the consumer is a lot more aware and a lot 
more individualistic [now],” Enuke said. To 
create his unique spin on indigo, the Nigeri-
an-born designer is incorporating his native 
country’s more than 500-year history of in-
digo dyeing into the brand. 

“I don’t think it had anything to do with 
me going into denim, but I’ve always wanted 

to do something that had 
the same energy,” Enuke 
said. The Fall collection 
takes inspiration from the 
Tuareg tribe of the Sa-
hara, who cover their bod-
ies in indigo-dyed cloth. 
Enuke experimented with 
dyes in various colors to 
create layered effects and 
dip-dye treatments with a 
rustic, deep-indigo char-
acter.  Made with luxuri-
ous Turkish and Japanese 
fabrics, the collection is 
sophisticated and polished 

yet has a modern, artisanal look. The 
brand’s DNA is reflected in Enuke’s 
refined sense of style while reflecting 
the strength of African craft. Minimal 
but deliberate design details include 
slanted welt pockets with decorative 
top stitching and back pockets with patterns 
of a raven and phoenix in flight. 

“The styling is very exciting, and then 
once the styling pulls you, the fit sells you,” 
Enuke said. “I’ve always been known for fit, 
and that’s what I wanted to build around.” 

The goal is to help women feel confident, 
Enuke said. 

“When they put something on, I want 
them to feel beautiful,” he said. 

Each style is named to celebrate women. 
Five-pocket styles include the form-fitting 
“Queen,” a staple in the collection, and the 
“Princess,” which has a unique wraparound 
yoke and waistband and a welt pocket for 
a rock ’n’ roll edge. The “Duchess” has a 
similar wraparound yoke and waistband and 
features edgy zippers on the legs. One of the 
most innovative styles is the “Governess.” 
Designed with a built-in corset, the high-
waisted jean flatters, tucks and enhances in 
all the right places. To construct the jean, 
Enuke created a darted inside yoke, which 
acts as a corset, but the effect isn’t visible 
on the outside of the garment. “What’s im-
portant is the way it sits on your hip. It does 
not allow the garment to constrict you in any 
way, but at the same time it shows off your 
form,” Enuke explained.

The collection, which wholesales for $99 
to $145, includes denim jeans as well as 
skirts and trousers in twills such as gabar-
dine and satine. It has already been picked 

up by Ron Robinson on Melrose Avenue 
in Los Angeles and in Santa Monica, Calif.; 
Church in Los Angeles; Gilda’s in Newton 
Centre, Mass.; and Brooklyn Denim Co. in 
Brooklyn, N.Y. For more information, call 
(323) 816-6490 or visit www.kristopher-
enukejeans.com. ●
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Under the new 12-nation Trans-Pacific 
Partnership agreement, U.S. apparel imports 
and exports would only increase slightly un-
der the trade pact, which must be approved 
by Congress.

The U.S. International Trade Commission 
recently published an independent study of 
the free-trade accord and found that U.S. ap-
parel imports would inch up 1.4 percent with 
a $1.9 billion increase by the year 2032 while 
exports would barely budge, seeing a 0.3 per-
cent rise, or a $10 million increase.

The U.S. textile industry would see mod-
est gains too. By 2032, TPP would help U.S. 
textile imports see a 1.6 percent increase 
by $869 million while U.S. textile exports 
would edge up 1.3 percent, or $257 million.

The study showed that Vietnam, one of 
the TPP member countries, would benefit 
the most from the free-trade pact when it 
comes to manufacturing and exporting ap-
parel to the United States because tariffs 
will be eliminated on many items produced 

there using regional yarns and fabric, a re-
quirement for duty-free status. In 2015, U.S. 
duties on apparel coming from Vietnam to-
taled $10.5 billion and the average tariff was 
set at 17 percent. 

Vietnam is the No. 2 provider of clothing 
to the United States, accounting for 10 per-
cent of all U.S. apparel and textile imports. 
China is still No. 1 with shipments making 
up 38 percent of all apparel and textiles im-
ported into the United States.

When the free-trade pact goes into ef-
fect, additional clothing imports from Viet-
nam are expected to be moderate because 
of Vietnam’s inability to meet many of the 
yarn-forward requirements needed to qual-
ify for duty-free status. Vietnam gets about 
88 percent of its yarn and fabric from China, 
South Korea and Taiwan, which are not TPP 
members. 

Although there is some domestic textile 
production in Vietnam, only about one-quar-
ter of it is considered to be of export quality. 

Also, Vietnamese-produced yarns and 
fabrics are more expensive than similar items 
produced in China. In 2014, Vietnamese 
yarns were estimated to be 5 percent to 10 
percent more expensive than similar yarns 
manufactured in China while Vietnamese 
fabric prices were 5 percent to 8 percent 
more expensive than Chinese fabrics. 

In 2014, Vietnam’s textile industry con-
sisted of 145 yarn spinners, 401 weaving 
facilities, 105 knitting mills, 94 dyeing and 
finishing plants, and seven nonwoven manu-
facturers. 

With Vietnam’s immediate inability to 
produce yarns as required for duty-free en-
try, manufacturers were concerned that the 
demand for regionally made yarns would 
lead to higher prices in the immediate future 
and make Vietnam less competitive in sup-
plying clothing to the United States. 

But in the long run, increased domestic 
yarn and fabric production would shorten 
lead times and prices, benefiting Vietnam’s 

apparel exports.
Anticipating yarn-forward rules in the 

TPP accord, domestic and foreign firms 
have been investing to improve Vietnam’s 
fiber and textile capabilities with foreign di-
rect investment in the sector estimated to be 
in excess of $1 billion.

In the overall economy, the report found 
that U.S. annual real income would see a 
0.23 percent rise, or an added $57.3 billion, 
by 2032 if the trade pact is enacted. Real 
gross domestic product would creep up 0.15 
percent, or $42.7 billion.

The TPP is supported by the American 
Apparel & Footwear Association as well 
as the National Association of Manufac-
turers. Many Democrats in Congress op-
pose it.

The 12 countries in the pact are Austra-
lia, Brunei, Canada, Chile, Japan, Malaysia, 
Mexico, New Zealand, Peru, Singapore, 
Vietnam and the United States.

—Deborah Belgum

Study Finds Trans-Pacific Partnership Would Have Little Effect on Apparel Imports and Exports

Kristopher Enuke

In a May 20 article about Kent Smith leaving the Los Angeles Fashion District Busi-
ness Improvement District, the story stated that the group’s annual budget over time 
grew from $1.5 billion to $4.6 billion. It should have read that the annual budget grew 
from $1.5 million to $4.6 million. 

 Corrections and Clarifications

Enuke Continued from page 1
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3216 S. Broadway, Los Angeles, CA

Zippers
Buttons
Threads    
Trims & Laces
Machine Parts     

213.749.9970DARAINCUSA.COM
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Before the In-N-Out Burger cookout trailer arrived at 
the California Market Center in Los Angeles to serve com-
plimentary burgers to AIMS360 customers, the LA-based 
technology company had covered quite a bit of ground, from 
breaking down batch processes to making EDI (electronic 
data interchange) more efficient to tips for creating business 
intelligence reports and 
pivot tables using AIMS360 
software. 

The May 17 event, titled  
“AIMS360 Empowerment 
Day: Ins N Outs of Efficient 
Business Operations,” was 
held in the CMC Fashion 
Theater for a crowd of more 
than 100 attendees.

“The more information 
you have in the system the 
more information you can get 
from the reports,” said Scott 
Allen, director of training for 
AIMS360. “We have tons of reports right out of the box.”

Typical reports run on AIMS360 include sales summaries, 
margin by order, open-to-sell by dates, order line-item details, 
ordered vs. shipped, aged accounts receivables, shipping logs, 
cut-ticket summaries, purchase-order summaries, contractor 
tracking and production tracking. The software also helps busi-
nesses easily filter for key information, Allen said. 

“I don’t even have to run reports. To know how many orders 
I have on the books for June, July, August. I can just filter the 
orders,” he said, adding that the software’s criteria screens al-
low users to analyze data in several different ways. 

For example, Allen said, “You can see how much business 
you’ve done at each trade show.” 

One of the new features in AIMS360 is its “Business Intel-
ligence” feature, which allows users to analyze data and display 
these data in charts and graphs. 

“If you love pivot tables, you can grab data, throw it into an 
Excel table to run a pivot table. You can export to Excel and 
create your own charts and graphs or you can use Microsoft BI 

to create your own charts and graphs,” Allen said.  
All the data are compiled in a company’s database on 

AIMS360, which are secured by a system of backups, Allen 
said. 

“Every five minutes your entire database is backed up,” he 
said. “We back up our backups. The only thing you need to be 
concerned with is having the best possible Internet speed.”

Allen said he used AIMS 
software for 10 years in his 
own business, Notice, a con-
temporary label he ran with 
his wife. 

“I remember when I had 
my own business sitting at 
the fax machine after Inter-
mezzo. Now you go to the 
show with one of these,” he 
said, pointing to an iPad, 
which was to be raffled 
off at the end of the event. 
“AIMS software can be inte-
grated with other programs 

such as Shopify and Joor,” Allen said. 
“Shopify has an amazing integration with us, and it works 

out of the box,” he said. “As long as AIMS is set up, it will 
be integrated in minutes.”

Two executives from Joor, Customer Service Manager 
Jasmine Wu and Customer Data Specialist Kristen Lang, 
were also on hand to explain how designers and manufactur-
ers can use Joor to take, track and analyze purchase orders, 
manage inventory, and research and connect with retailers. 

“We like to say if you can online shop, you can shop on 
Joor,” Lange said, explaining the app-based “connectivity 
platform” operates like a social network such as LinkedIn 
or Facebook.

Joor works with 1,500 brands and has gathered a retailer 
network of 155,000 stores, Wu said. 

Joor has a team that creates retail profiles on the site and 
has a “prospecting tool” that allows brands to research po-
tential retailers and send connect-request messages. 

Orders, which are taken on an iPad, can be integrated 

with inventory. Retailers can use the app to look at look-
books, request line sheets and create an assortment. There 
are follow-up tools for brands that allow them to connect 
with retailers after a trade show with information about the 
styles ordered or noted, along with pertinent details such as 
production cutoff dates. 

“Once an order is placed by the buyer, they will get a 
digital confirmation with photos,” Lange said, adding that 
Joor also has robust reporting and analytics capabilities, giv-
ing brands and retailers information about bestsellers, key 
markets and projections. 

“You can see which styles are getting reaction while your 
team is still at market,” she said. 

Once you land an order—especially with a major ac-
count—AIMS can help manufacturers with EDI. 

“It takes just a few minutes to put an order in,” said Nik-
ki Colletti, special project adviser and EDI specialist for 
AIMS. “[But] JCPenney could have a 2,000 [-unit] order. 
Doing it manually could take days.”

AIMS helps manufacturers batch many of the EDI pro-
cesses to save time. 

“Hundreds of invoices can be processed in minutes,” Col-
letti said. If you’re doing EDI, you’re probably familiar with 
order changes. These transactions can be time-consuming. 
You can do them quicker in AIMS. You can make these 
changes with one mouse click and all orders are updated.

AIMS also allows users to set pre-defined packing rules 
for their trading partners and print shipping labels “exactly 
the way your trading partner wants,” Colletti said. 

“Sometimes the trade partners throw in a monkey wrench 
and say, ‘I want this packed this way this one time.’ AIMS 
can do that,” she said. “This is all about saving time and 
money.” 

Other topics covered at the AIMS Empowerment Day in-
cluded an overview of B2C e-commerce integrations with 
software such as Shopify, Magento and BigCommerce as 
well as accounting functions in AIMS360 and integration 
with Quickbooks. Vince Tsai, senior vice president and 
general manager for ShopTheFloor, the online B2B mar-
ketplace run by MAGIC parent UBM Advanstar, discussed 
how trade shows can help monetize a brand. ●

TECHNOLOGY

By Alison A. Nieder Executive Editor

Nikki Colletti, special project adviser and EDI specialist for AIMS; 
Shahrooz Kohan, AIMS chief operating officer; and Scott Allen, 
director of training. 

INDUSTRY VOICES

Many players in the apparel industry face tremendous expo-
sure from copyright-infringement lawsuits. Every day, copy-
right holders (plaintiffs) file dozens of lawsuits against apparel 
manufacturers, distributors, wholesalers and retailers, alleging 
that the goods they manufacture, distribute, advertise and sell 
infringe on a plaintiff’s copyrighted design. The lawsuits seek 
tens of thousands of dollars (or more) in damages and cost just 
as much to defend against, regardless of whether the claims 
have any merit. The plaintiffs (and the lawyers 
representing them) are relentless in pursuing ev-
ery possible claim against every company in the 
supply chain to maximize their recovery. 

Savvy apparel companies aware of this expo-
sure often look to transfer their risk by purchas-
ing liability insurance policies. Historically, 
policyholders have gotten at least some cover-
age for copyright claims under general liability 
policies that include “advertising injury” cover-
age for when the lawsuits allege that one of the 
ways the policyholder infringed was through its 
advertising. And because the attorneys filing these lawsuits 
know that, they almost always include that language in their 
lawsuits to trigger coverage. 

Insurance companies have grown weary of defending and 
paying these claims, and many carriers have sought to elimi-
nate this coverage from their policies. They haven’t taken it 
out completely, so the uninformed policyholder might still 
look at the policy form and see that it has “advertising in-
jury” coverage, which includes “copyright” claims. But on 
closer inspection, careful policyholders will find very subtle 
changes to the policy language that take the teeth out of the 
coverage. Although these policies, technically, still cover 
copyright claims, the language is so limited that the cover-
age is of virtually no use to anyone. This way, the carriers 
can truthfully represent that their policies have “advertising 
injury” coverage for copyright claims, even though they really 
won’t provide coverage for any claim their policyholders are 

actually likely to see. Apparel-industry policyholders need to 
watch out for these two slight changes in their advertising-
injury coverage forms or else they might be buying insurance 
that doesn’t provide the coverage they need.

The first key change is in the definition of “advertising in-
jury.” Although the policy language has always been some-
what convoluted and difficult to navigate for the uninitiated, 
general liability policies have traditionally provided coverage 
for the infringement, in the policyholder’s advertisement, of 
another person’s copyright. For example, if a policyholder 

is sued in a lawsuit alleging it infringed on the 
plaintiff’s copyrighted fabric design and one of 
the ways it is alleged to have infringed is by using 
the protected design in the policyholder’s adver-
tising, then the policyholder would be covered for 
that claim. 

Certain carriers, however, are cutting out that 
copyright coverage by revising the language so 
advertising injury only includes infringement in 
the policyholder’s advertisement of a copyrighted 
advertisement. Not only is it required that the in-
fringement involve the policyholder’s advertise-

ment, but now there is only coverage if the copyright infringed 
upon the plaintiff’s copyrighted advertisement. This means that 
there is no coverage for alleged infringement of a copyrighted 
fabric design, print, book or song. Under this language, the only 
kind of copyright claim that a policyholder will be covered for 
is if the policyholder’s advertisement is alleged to infringe on 
the plaintiff’s copyrighted advertisement. While that claim, 
which apparel companies almost never actually face, would be 
covered, all other copyright claims are excluded, leaving poli-
cyholders exposed to significant risk.

The second subtle change carriers are using to effectively 
eliminate copyright coverage is an exclusion that states that 
the advertising-injury coverage for copyright claims applies 
only if the only allegation of intellectual-property infringe-
ment in the lawsuit is infringement through the policyhold-
er’s advertisement. Under the insurance laws of most states, 
when a lawsuit alleges some claims that are covered and 

some claims that are excluded, the insurance company has 
to pay to defend the entire action (although it only has to pay 
for the damages arising from the covered claim). 

For example, if a retailer is sued for allegedly manufac-
turing, selling, distributing and advertising goods that in-
fringe on the plaintiff’s copyrighted fabric design, an insur-
ance company would have to defend the entire action even 
though the only act of infringement that is potentially cov-
ered is the advertising. 

This new language used by some insurance companies, 
however, flips that rule of insurance law on its head. This 
new policy language states that the claim is covered only 
when it alleges infringement through the policyholder’s ad-
vertisement and, importantly, nothing else. Any other allega-
tions of infringement through any other means (that is, in-
fringement by manufacturing, selling or distributing infring-
ing goods) void coverage for the lawsuit. Because apparel 
companies almost never face infringement lawsuits based 
solely on their use of a design in their advertisements, this 
copyright coverage is effectively worthless to those com-
panies because it doesn’t address the copyright risk those 
companies actually face.  

Sellers of apparel, beware! Companies looking to insure 
against the risk of the copyright claims being filed every day 
need to be very careful in shopping for their insurance poli-
cies. It is not enough to verify that the policies purchased 
have “advertising injury” coverage because not all “advertis-
ing injury” coverage is created equal. Diligent policyholders 
must review their policy forms very carefully and be on the 
lookout for carefully worded provisions. Every word mat-
ters! Insurance policies with these terms can create major 
exposure, leaving a company bare to the exact copyright risk 
it sought to insure. ●

Joseph G. Balice (jbalice@brutzkusgubner.com) is a 
partner in the commercial litigation department with Brutz-
kus Gubner Rozansky Seror Weber in Los Angeles. His 
practice focuses on representing policyholders in insurance 
coverage disputes with their insurance carriers. 

AIMS360 Treats Customers to a Day of Business Advice and Burgers

Sellers, Beware: The Ever-Shrinking Copyright Coverage in Your Insurance Policy
By Joseph G. Balice Contributing Writer

Joseph G. Balice
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Atlanta Apparel
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Atlanta
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The New Mart
Gerry Building
824 Building

Lady Liberty Building
Primrose Design Building
Academy Awards Building
Los Angeles
Through June 9

Brand Assembly 
Cooper Design Space
Los Angeles
Through June 8

Designers and Agents
The New Mart
Los Angeles
Through June 8

ALT
California Market Center 
Los Angeles
Through June 9

LA Kids’ Market
California Market Center
Los Angeles
Through June 9
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Through June 9
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Los Angeles
Through June 9 

June 7
NW Trend Show
Hangar 30
Seattle
Through June 9
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ModCloth—the San Francisco–based 
online purveyor of its own clothing brand 
as well as an e-commerce site that offers an 
assortment of fashion, accessories, shoes 
and home décor from independent design-
ers—has named Nicolas Genest as its chief 
technology officer.

Most recently, Genest worked as the 
chief technology officer for online luxury 
consignment retailer The RealReal, where 
he helped develop the site’s mobile, web 
and data technologies.  

Matthew Kaness, ModCloth’s chief ex-
ecutive, said ModCloth is reimagining so-
cial commerce, both online and offline, in 
the women’s lifestyle retail industry, and 
Genest will help the venture scale new busi-
ness models. 

Before joining The RealReal, Genest 
was the chief technology officer at Vente-
privee.com in Paris and in 2011 launched 
the company’s American joint venture with 
American Express.

Genest comes on board months after 
ModCloth announced it would be gear-
ing up its bricks-and-mortar offerings. Re-
cently, ModCloth hired Elizabeth Cooksey 
as ModCloth’s first-ever vice president of 
stores and retail operations to accelerate its 
offline strategies this year. 

The company has a series of five pop-up 
shops that are part showroom and part store 
touring the United States through Septem-
ber. The stores are popping up in Austin, 
Texas; Washington, D.C.; Portland, Ore.; 
Denver; and Pittsburgh. —Deborah Belgum

NEWS

ModCloth Names New Chief Technology Officer

Express Trade Capital Inc. named Ig-
natius “Nat” Marotta as first senior vice 
president for the New York–based finance 
company, which specializes in trade finance, 
factoring and purchase-order financing. 

With more than 35 years of factoring and 
banking experience, Marotta’s career has 
included senior-level positions with CIT, 
HSBC and Bank Leumi.

 “We are extremely fortunate to be able 

to attract talent of the caliber of Ignatius 
Marotta,” said Mark Bienstock, Express 
Trade’s managing director. “The combina-
tion of his superior reputation along with his 
new business and credit skills make him a 
welcome addition to our growing team of 
professionals.”

Founded in 1993, Express Trade recently 
opened a Los Angeles office, headed by 
Dina Davletshina. —Alison A. Nieder

Express Trade Names New 1st SVP

June 3
Cover: Street Scene Fashion
Technology
Retail Report
New Lines & Showrooms

Activewear Special Section
Finance Advertorial
Fashion District Advertorial

Bonus Distribution
ALT 6/6–9 
Designers & Agents LA 6/6–8
L.A. Fashion Market 6/6–9
DG Expo Dallas 6/15–16

June 10
Cover:  LA Market Wrap
Surf Report
Real Estate Charts
Retail Notes
Technology 

Tech Advertorial
Education in Focus

Bonus Distribution
Licensing Expo 6/21–23
Fashion Designers Expo 

June 17
Cover:  Retail
Technology
Finance Notes
T-Shirt Report

Apparel Insiders Denim
Fashion Faces
T-Shirt Advertorial
Findings & Trimmings Special 
Section

Bonus Distribution
Fashion Market Northern California 6/26–28

June 24
Cover: Fashion
Technology
Denim Report
Made in California

Made in California Advertorial

Bonus Distribution
Agenda Long Beach 6/29–30
Texworld USA 7/12–14

COMING SOON IN 
CALIFORNIA APPAREL 
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CALL NOW FOR SPECIAL RATES, 
TERRY MARTINEZ (213) 627-3737 x213 

Emu Australia Moving Back to California
After five years in the Midwest, Emu 

Australia has decided to bring its U.S. head-
quarters back to California.

The company had been based in Grand 
Rapids, Mich., where the previous chief exec-
utive of North America, Scott Sidle, lived, but 
Emu Australia decided it needed to be closer 
to its warehouse to get goods to stores more 
quickly. It is now headquartered in Valencia, 
Calif., where five people will be employed.

The maker of sheepskin boots and other 

leather footwear and accessories arrived in 
the United States a little more than 20 years 
ago, with offices set up in San Clemente, Ca-
lif. Its global headquarters have always been 
in South Geelong, Australia. 

Emu Australia caters to a contemporary 
crowd that likes natural materials such as 
sheepskin and merino wool. The company’s 
main competitors are Ugg boots, owned by 
Deckers Brands in Goleta, Calif., and Bear-
paw, based in Citrus Heights, Calif.—D.B.

04.news.calendar.indd   4 5/26/16   6:14 PM
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On June 17, Disney Pixar will release 
“Finding Dory,” the sequel to the 2003 
Academy Award–winning animated film 
“Finding Nemo.” The new film follows the 
adventures of Dory, a forgetful Pacific regal 
blue tang fish voiced by Ellen DeGeneres.

Celebrating Dory’s return to the silver 
screen, Disney Pixar teamed up with Cali-
fornia lifestyle designer Trina Turk, who 

created a vibrant ready-to-wear and swim 
capsule collection for the whole family. The 
Trina Turk women’s and Mr. Turk men’s 
collections are well established in the con-
temporary lifestyle market, but this was the 
designer’s first foray into children’s cloth-
ing, which proved to be a natural extension. 

“For the collection there was a great syn-
ergy between the way the Disney Pixar films 
look and the product that we do, with Cali-
fornia and the beach lifestyle,” Turk said.

EVENTS

Models showcase looks from the Disney Pixar “Finding Dory” 
collection from Trina Turk. Trina Turk

It’s not about fashion,
it’s about you .

WWW.APOGEEBRAND.COM

By Alyson Bender Contributing Writer

Finding Dory x Trina Turk Summer ’16 Capsule Collection
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Inspired by the background art in the 
film and the bright colors of the characters, 
Turk brought the film to life sartorially with 
a custom oceanic print, featuring Dory and 
Nemo against a background of coral reefs 
and anemones. The whimsical print and vivid 
solid hues are splashed across jumpsuits for 
women, suits for men, shift dresses for girls 
and boardshorts for boys, in addition to swim 
styles for the whole family as well as lug-
gage, totes, jewelry and accessories. 

“Our first designer beachwear collabora-
tion inspired by the world of Disney Pixar de-
livers a colorful and stylish range just in time 

for summer,” said Josh Silverman, executive 
vice president, global licensing, Disney Con-
sumer Products and Interactive Media.

The collection was presented as a family-
friendly fashion show at the Shade Hotel 
in Manhattan Beach, Calif., on May 16, up 
against a vivacious aqua backdrop in a sea 
of bubbles.  

The collection will be available in Trina 
Turk boutiques and online at www.trinaturk.
com and www.disneystore.com as well as at 
Dillard’s, Macy’s, Lord & Taylor and a 
wide range of specialty boutiques across the 
U.S. Prices range from $48 to $228. ●

EVENTS
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NEWS

Sew-on Stones  •  Hot Fix  •  Rhinestone & Pearl Chain  
Plastic & Spiked Banding •  Rhinestone Components 

OVER 40,000 Items in Stock
John F. Allen & Son, Inc. 

       YOUR SOURCE FOR:
Since 1889

sales@JFAllen.com

www.JFAllen.com

Call us for our
complimentary 

sample pack:
(800) 334-9971

PLATINUM DISTRIBUTOR

the fitting room. 
Imagine a digital display called the “Big 

Dipper,” which provides information on 
each product as well as serves as the check-
out center where you swipe your credit card 
and receive a receipt. 

Need help? Push a button on the digital 
display that takes your picture and sends it 
to an associate carrying an iPod Touch. 

Can’t find what you want on the store 
floor? You can use the digital display to pur-
chase merchandise stored in a warehouse 
and have it shipped to you the same day for 

$5. Two-day shipping is also 
available and free for pur-
chases over $25. 

Or you can go to a digital 
table, called a “Reactable,” 
that  wil l  suggest  i tems 
to wear with the clothing 
placed on the table. 

On the  d isp lay  s ide , 
a “Pixel Wall” of digital 
screens moves in and out—
each one independently—
to create shelves and hang 
racks that can accommodate 
different merchandise. A vir-
tual-reality lounge upstairs 
lets you create a dress or top 
that you can have emailed to 
you.

At nearly 8,000 square 
feet, the WithMe store can convert from a 
conglomeration of men’s brands to a Har-
ley Davidson Black Label store within 12 
hours, which is what happened at a pop-up 
WithMe store at the Westfield Valley Fair 
Mall in San Jose, Calif., late last year. 

“Everything can be quickly picked up 
and moved,” said William Reid, WithMe’s 
chief operating officer and former director 
of innovation for PayPal. 

For now, the WithMe store is scheduled 
to be at Santa Monica Place for the next 
year. It is opening with a six-week run by 
Century 21 department stores, an East 
Coast–centric retail chain that offers dis-
counted designer clothes in large spaces that 
average about 200,000 square feet. 

“This is perfect for Century 21 to test 
the market,” said Giorgio Borruso, the Los 
Angeles–based architect who designed the 
WithMe stores, which have a futuristic flair. 

“International brands can come and test the 
market too.”

The store works as a showroom and a re-
tail store while being portable. “We provide 
an environment where retailers can rotate in 
and out and move in and out of shopping 
centers,” said Brandon Maseda, WithMe’s 
vice president of retail innovation.

Retailers look to innovation

With e-commerce retail sites nipping at 
their heels, retailers have been forced to em-
brace technology to make shopping easier 

and improve sales per square 
foot.

Last August, designer Re-
becca Minkoff unwrapped 
her futuristic LA flagship 
store on Melrose Avenue, 
where shoppers were intro-
duced to several new retail 
concepts. 

Enter the store and tap a 
touch screen to order a bev-
erage and select items to be 
sent to a dressing room. Via 
a text message, shoppers are 
told when the dressing room 
is ready. 

Inside the dressing room 
are interactive screens to re-

quest additional items or different sizes. Not 
sure if you want to purchase it yet? A list of 
all the items you’ve tried on will be saved 
and sent to your phone so you can order 
later online. 

There are also four different lighting op-
tions to show you how an outfit would look 
during the day or evening or in between. 

Minkoff, speaking at a tech panel in 
Los Angeles in April, said store staff can 
see which items were taken into the dress-
ing room, which items were purchased and 
which were not. The information helps the 
company plan its inventory and future of-
ferings.  

Uri Minkoff, Rebecca’s brother and chief 
executive of the company, noted that one-
third of people using the high-tech dress-
ing rooms are asking for additional items. 
Consequently, the company is selling three 

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

ON THE MOVE: The “Pixel Wall” can change 
its displays.

BEHIND THE SCENE: The machinery behind the 
“Pixel Wall” that moves the shelving

POP-UP STORE: Century 21 will be displaying its merchandise 
for six weeks.

➥ WithMe page 9

BIG DIPPER: Digital displays throughout the store give product 
information and serve as check-out counters.

WithMe Continued from page 1
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times more goods in its high-tech stores, 
which include outposts in New York and San 
Francisco.

“I think the role of the store of the future 
is going to be a combination of sales, dis-
tribution center, entertainment center and a 
showroom,” said Adheer Bahulkar, a part-
ner in the retail practice of A.T. Kearney, a 
global strategy and management consulting 
firm based in Chicago. “Every brand needs 
to figure out what the right combination is for 
them.”

He noted that a men’s store that carries 
tried-and-true staples for its customers who 
want to grab and go might not need to over 
invest in new technology. But others will.

Bahulkar noted that the WithMe store 
concept is highly customizable and a way for 

start-ups to dip their toes into a market with-
out making a large investment. 

WithMe has been evolving just as fast as 
the technology it displays. The company was 
founded in 2011 in Hangzhou, China, by Jon-
athan Jenkins as OrderWithMe to launch a 
business that gave small merchants the ability 
to buy merchandise from Chinese factories in 
bulk to leverage lower prices.

In 2013, the company moved to Las Ve-
gas, where investors—including Vegas Tech 
Fund, SOSVentures, Base Ventures and 
Zappos Chief Executive Tony Hsieh—put $6 
million into the enterprise. In 2014, another 
round of investment totaling $28 million 
helped the company develop its high-tech re-
tail concept into what it is today.

WithMe’s first big retail innovation dis-
play was in late 2014 when Zappos opened 
a 20,000-square-foot temporary store in 

downtown Las Vegas that employed the first 
WithMe concepts, which included digital 
kiosks for ordering and check-out.

WithMe COO William Reid said the 
store’s various technological concepts have 
gone through iterations as new portable 
stores emerged. One of those stores was a 
pop-up last year for Toms Shoes and Raven 
+ Lilly on Michigan Avenue across from the 
Chicago Tribune newspaper that had futur-
istic changing rooms with interactive mirror 
displays.

Last year, WithMe showcased its concept 
at the National Retail Federation’s annual 
Big Show convention in New York. Several 
department stores and international brands 
were quite interested in the high-tech store. 
WithMe hopes to expand the concept around 
the world. “Now that we have the technol-
ogy, it is easy to replicate,” Reid said. ●
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Dara Inc.
3216 S Broadway
Los Angeles, CA 90007 
www.daraincusa.com
(213) 749-9770
Products and Services: Established in August of 1984, Dara Inc. is a 
credible distributor of the highest-quality trims, threads, notions, beauty 
and nail art materials, as well as arts and crafts products; it is known 
to the apparel, arts and crafts, and beauty industries. We specialize in 
products for swimwear, activewear apparel and denim. It’s a “one-stop-
shopping experience,” says Dara CEO John Hsu. Dara’s e-commerce 
website allows customers to view their massive inventory and order 
online. Their new warehouse will become Dara’s second distribution 
point, accommodating their amped-up inventory base. With over 30 
years of the highest quality of service, Dara Inc. has positioned itself 
as one of the industry’s top leaders throughout Southern California and 

has received significant national and international recognition for its 
excellence. Dara has a deep network of vendors in Asia as well as the 
U.S. who provide quick turnaround time. 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.

Robert Kaufman Fabrics
129 West 132nd St.
Los Angeles, CA 90061
(800) 877-2066
Fax: (310) 538-9235
www.robertkaufman.com
info@robertkaufman.com
Products and Services: Robert Kaufman Co., Inc. is an importer and 
converter with national and international representation, stocking a wide 
variety of printed, yarn-dyed, and solid wovens and knits as well as 
denims. In business for over 70 years, Robert Kaufman Fabrics has been 
delivering the highest-quality service to manufacturing clients in the U.S. 
and around the world in a variety of markets, including childrenswear, 

womenswear, contemporary, juniors, men’s sportswear, maternity, 
uniforms, special occasion, accessories, and home fashions. In addition 
to an extensive catalog of on-trend design collections released every 
quarter, we offer domestic in-stock programs with low minimums, as 
well as customized fabric design, development, and sourcing for prints, 
yarn-dyes, and solids. All fabrics are available for sampling. We also drop 
ship for customers with off-shore production needs. Robert Kaufman 
Fabrics sells wholesale and to the trade only. Our fabrics are available 
to the retail consumer through local quilt and fabric stores. To find a 
retail store that carries Robert Kaufman Fabrics, please see our website. 
To see what’s available and our latest collections in a fully searchable 
format, please visit our website. If you’re a customer looking to see our 
fabrics in person, please contact our office to schedule an appointment 
to visit our LA showroom.

This listing is provided as a free service 
to our advertisers. We regret that we 

cannot be responsible for any errors or 
omissions within the Resource Guide.

Resource Guide 

WithMe Continued from previous page
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Jobs Available Jobs Available Jobs Available

TEXTILE	SALES	REPRESENTATIVE

Fully-ver	ti	cal	tex	tile	mill	in	Long	Beach,	CA

seeks	an	In	de	pen	dent	Sales	Rep	re	sen	ta	tive.

Must	be	com	fort	able	with	sales	tar	gets;	tex	tile

sales	ex	pe	ri	ence	pre	ferred;	strong	com	mu	ni	ca	‐

tion	skills;	work	closely	with	sales	team/staff	&

rep	re	sent	the	com	pany	pro	fes	sion	ally,	eth	i	cally

&	morally.	Send	res.	to:	tex	ollini@	yahoo.	com

CUSTOMER	SERVICE	REPRESENTATIVE

Dis	tri	b	u	tion	Cen	ter	-	Look	ing	to	hire	a	qual	i	fied

cus	tomer	ser	vice	rep	re	sen	ta	tive	to	join	our

team.	Must	be	ef	fi	cient	in	the	fol	low	ing	AIMS,

Ex	cel	and	Win	Fash	ion.	Must	be	able	to	Route

and	un	der	stand	Rout	ing	Guide	Lines	for	both

in	ter	na	tional	and	do	mes	tic	ship	ping.	Must	be

able	to	re	ceive	&	process	re	turned	mer	chan	‐

dise.	Re	ply	promptly	to	in	com	ing	emails	&

phone	calls	by	cus	tomers.	Bilin	gual	in	Eng	lish	&

Span	ish	a	plus.	Please	re	mit	all	re	sumes	to	the

fol	low	ing:	rigo@	pix	ior.	com

SALES	REP

A	Wal	nut	Based	Ap	parel	Co.,	is	seek	ing	Sales

Rep.	Ju	nior	ca	sual	wear	lines	and	Missy	Lines

as	well.	Must	have	Cus	tomer	Base.	Please	send

re	sume	and	port	fo	lio	to:	hrp	zlp1@	gmail.	com

PRODUCTION	ASSISTANT

Fast	paced	cloth	ing	com	pany	seek	ing	a	Prod.

As	sist.	Exp.	pre	ferred,	not	mand.	Ex	cel	a	must.

Pay	BOE.	Email:	julie.	koo@	lul	aroe.	com

GARMENT	COSTING	SPECIALIST

LA	based	com	pany	seek	ing	tal	ented	full	time

ex	pe	ri	enced	Gar	ment	Cost	ing	Spe	cial	ist.	Must

have	at	least	5	yrs.	plus	ex	pe	ri	ence	with	cost	‐

ing	pro	duc	tion	flows.	Can	di	date	must	have	a

good	com	mu	ni	ca	tion	&	or	ga	ni	za	tion	skills.	Must

be	able	to	un	der	stand	a	T	&	A	cal	en	dar,	cost

sheets	&	pat	terns	card.

Email	re	sume	to:	car	los@	des	ignc	olle	ctio	n.	com

FULL	CHARGE	ACCOUNTANT

Gar	ment	Im	porter	in	Com	merce

5	yrs.	exp.	in	A/P,	A/R,	Fi	nan	cial	State	ments,

eCom	merce,	Quick	book,	Multi-task.

send	re	sume	to	mis	sy	de	signhr@	gmail.	com

PATTERNMAKER/COORDINATOR

Los	An	ge	les	based	Full	Pack	age	DENIM	

Com	pany	seek	ing	full-time	Pat	tern	Maker/

Grader.	Must	have	5+	yrs	ex	pe	ri	ence.	1st	thru

Pro	duc	tion.	Must	be	well	or	ga	nized.	Must	have

Ger	ber	8.5+	knowl	edge.

Email:	Srhee@	me.	com,	

Fax	Re	sume:	323.752.8575	or	

Con	tact:	Steve	323-752-7775

PRODUCTION	MANAGER

Ap	parel	Co.	in	need	of	Pro	duc	tion	Man	ager

We	are	look	ing	for	Pro	duc	tion	Man	ager	with

tech	ni	cal	ex	pe	ri	ence	 in	con	tem	po	rary	line	and

ex	pe	ri	enced	in	both	Do	mes	tic	&	im	port	pro	duc	‐

tion	process	is	a	must.	We	of	fer	great	com	pen	‐

sa	tion	pack	age	&	ben	e	fits	for	qual	i	fied	can	di	‐

date(s).	Please	email	res.	to	texts	mart@	aol.	com

PRODUCTION	COORDINATOR

LA	base	Tex	tile	Co.	seek	ing	a	prod'n	co	or	di	na	tor

to	fol	low	up	do	mes	tic	&	over	seas	or	ders.	Must

be	or	ga	nized,	abil	ity	to	mul	ti	task	&	work	ing	in	a

fast	paced	en	vi	ron	ment	with	strong	fol	low	up

skill.	Must	have	2	yrs.	exp.	in	fab	ric/tex	tile	in	‐

dus	try	&	have	a	work	ing	knowl	edge	in	MOD	2

is	a	plus.	Email	to:	re	sume.	ltx@	gmail.	com	or	

Call:	213*233*3333

PRODUCTION	COORDINATOR

Los	An	ge	les	based	cloth	ing	com	pany	is	seek	ing

an	en	er	getic,	qual	i	fied	in	di	vid	ual	to	work	in	a

fast	paced	en	vi	ron	ment.	Must	be	ex	tremely	

or	ga	nized	w/strong	com	mu	ni	ca	tion	skills

w/over	seas	fac	to	ries	and	in	ter-of	fice	per	son	nel.

Works	well	un	der	pres	sure	&	main	tains	all

dead	lines.	Ap	pli	cant	must	have	xlnt	com	puter

skills.	De	tailed	track	ing	of	prod'n	T&A	cal	en	dars,

man	ag	ing	WIP	&	other	re	ports	&	fol	low	up	on

first	fit	thru	TOP	sam	ples	are	a	few	of	the	key

re	spon	si	bil	i	ties	for	this	po	si	tion.	Must	have	at

least	min.	2	yrs	exp.	in	gar	ment	pro	duc	tion.	

Email	Re	sumes	to:	job@	blu	epla	neti	nt.	com

...SANCTUARY	CLOTHING	SEEKING	FOR

2	SENIOR	FIT	TECHNICIANS:

•	WASHED	TOPS/BOT	TOMS	

•	CUT	AND	SEW	KNITS/SWEATERS

SUM	MARY:	

As	a	Se	nior	Fit	Tech	ni	cian,	you	will	demon	strate

your	ex	cel	lent	gar	ment	con	struc	tion	ex	per	tise

as	you	de	velop	ac	cu	rate	tech	packs,	com	mu	ni	‐

cate	with	de	sign	ers,	prod	uct	de	vel	op	ers	and

ven	dors,	to	en	sure	proper	fit	stan	dards	are

achieved.	You	will	also	be	re	spon	si	ble	for	en	sur	‐

ing	your	styles	are	track	ing	to	wards	timely	fit

ap	provals.

RE	SPON	SI	BIL	I	TIES-	In	clud	ing,	but	not	lim	ited	to:

•	At	tend	and	ac	tive	par	tic	i	pa	tion	in	fit	tings	with

De	sign	team	and	other	cross	func	tional	team

mem	bers

•	Col	lab	o	rate	with	de	sign	to	cre	ate	ac	cu	rate	fit

com	ments	

•	Cre	ate	ac	cu	rate	tech	packs	from	Proto	to	PP

ap	proval

•	En	sure	fit	con	sis	tency	dur	ing	de	vel	op	ment

and	man	u	fac	tur	ing	process

•	Com	mu	ni	cate	with	over	seas	and	do	mes	tic,

ven	dors	and	fac	to	ries

QUAL	I	FI	CA	TIONS:

Ideal	can	di	dates	should	have	8+	yr	exp.	of	

ac	tively	lead	ing	fit	ses	sions	and	cre	ation	of	

de	tailed	fit	com	ments.

•	Knowl	edge	of	pat	tern	mak	ing,	grad	ing,	spec

re	vi	sion,	pat	tern	cor	rec	tion	skills,	gar	ment	

con	struc	tion,	sewing,	mea	sur	ing	and	fit	ting	

•	Ex	cel	lent	writ	ten,	prob	lem-solv	ing,	de	ci	sion-

mak	ing	&	time-man	age	ment	skills	

•	Com	puter	savvy	with	Pho	to	shop,	Il	lus	tra	tor,

Out	look,	Word	and	Ex	cel

Back	ground	in	Women’s	Con	tem	po	rary	

ap	parel.	Highly	or	ga	nized	w/at	ten	tion	to	de	tail.

Please	sub	mit	your	re	sume	along	with	salary

re	quire	ment	for	im	me	di	ate	con	sid	er	a	tion	to:	

re	cruit	ment@	san	ctua	rycl	othi	ng.	com

SANCTUARY	CLOTHING	-	BURBANK

SEEKING	FOR	PRODUCTION

COORDINATOR

Com	pen	sa	tion:	Salary	-	Full	Time

Prin	ci	ple	Ac	count	abil	i	ties:

•	Is	sue	&	up	date	Pur	chase	Or	ders	on	timely

man	ner.

•	Fol	low	up	with	ven	dors	on	all	or	der	de	tails,

trim,	fab	ric,	sam	ple	sub	mis	sion,	ap	proval	on

daily	base

•	Or	ga	nize	&	keep	track	of	Fit	sam	ple,	Pre-pro	‐

duc	tion	&	TOP	sam	ples	sub	mis	sion	&	ap	proval

•	Mon	i	tor	T&A	cal	en	dars	and	man	age	WIP	

re	ports	and	alert	Pro	duc	tion	Man	ager	of	top	

pri	or	ity	items	re	quir	ing	im	me	di	ate	at	ten	tion.

•	Check/mea	sure	all	TOP	sam	ple	&	ran	dom

check/mea	sure	upon	re	ceive	bulk

Knowl	edge,	Ex	pe	ri	ence	&	Char	ac	ter	is	tics	for

Suc	cess:

1.	Min.	of	3	yrs	of	gar	ment	pro	duc	tion	exp.,	

ex	cel	lent	writ	ten	&	spo	ken	in	Eng	lish,	flu	ent	in

Chi	nese	pre	ferred.

2.	Strong	or	ga	ni	za	tion	skills	to	man	age	many

de	tails.

3.	Knowl	edge	of	Mi	crosoft	Of	fice	a	must

Qual	i	fied	can	di	date	pls.	sub	mit	re	sume	&	salary

his	tory	to:	re	cruit	ment@	san	ctua	rycl	othi	ng.	com

FABRIC	BUYER

Fast	paced	com	pany	need	10	yrs.	ex	pe	ri	ence

that	has	global	re	sources.	Knowl	edge	of	cost	&

un	der	stand	the	qual	i	ties	of	both	knits	&	wo	ven.

Please	send	your	re	sumes	to:	

eran@	sec	retc	harm.	com

TECHNICAL	DESIGNER

Need	min.	5	yrs	ex	pe	ri	ence	with	con	struc	tions

&	specs.	Must	be	able	to	com	mu	ni	cate	clearly

with	fac	to	ries	over	seas.	De	tailed	is	a	must.

Please	send	your	re	sumes	to:	

eran@	sec	retc	harm.	com

PRODUCTION	SEWER

Need	4	yrs.	ex	pe	ri	ence	sewing	pro	duc	tion	

qual	ity	gar	ments	in	knit	and	wo	ven	fab	ri	ca	‐

tions.	Ap	pli	cant	will	need	to	sew	a	test	sam	ple.	

Please	send	re	sume	to:	

cathy.	k@	sec	retc	harm.	com

PRODUCTION	PATTERNMAKER

Must	have	5	yrs.	Exp.	with	Stretch,	Rigid

Denim	fab	rics,	Knits,	jer	sey,	top,	bot	tom,

women,	kids,	&	men	lines.	Well	Or	ga	nized,	

de	tailed	ori	ented	with	sense	of	ur	gency.	Must

know	how	to	work	with	shrink	age,	grad	ing,

nest	read	ing,	fit	ting.	Op	ti	tex	Sys	tem	Xp	&	hand

pat	tern	mak	ing	pre	ferred.

Send	re	sumes	to:	gilberto@	rob	insj	ean.	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.	W/	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.

Send	re	sumes	to:	gilberto@	rob	insj	ean.	com
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Jobs Available

Position Wanted

Real Estate

“You’re off to great places! Today is your day!
Your mountain is waiting, So get on your way.”
Dr. Seuss

Showrooms
Studios
Office
213-627-3754

And ride it into the July issue of Waterwear

California Apparel News

2016
WATERWEAR

Catch the Next Wave
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VOL. 71  NO. 30

JULY 14, 2015  $6.00

2016
WATERWEAR

TEXTILES

Shine On

Purple Summer

SunshineDaydream

Free 
Spirit

DESERT CHICPROFILE

Raj 
Manufacturing 

Ramps Up

NEW RESOURCES

Karen Kane Swim

Elle Mer Swim

Cali Dreaming

Rosewater

Chamorrita

Simbi Haiti

01 cover.indd   1

7/9/15   5:32 PM

JANUARY 7,  2016  $6.002016WATERWEAR

SWIM TRENDS On the Beach and Beyond

Speedo Dives Into Olympics Design

STREET SCENE  Arts & Culture at Art Basel
NEW RESOURCESHackwith

GiejoFor Love & Lemons
TEXTILE TRENDSAbstract Geometry3D Designs

VOL. 72  NO. 2

July 2016 Waterwear  
has bonus distribution at:

Miami Swim • Hammock • Swim 
Collective • Active Collective • Cabana 

Miami and Newport Beach • ALT • 
WWDMAGIC • LA Textile Show • LA 

Market • Dallas Market • PV NY • Surf 
Expo • Sourcing at MAGIC • OffPrice 

Show • LA Majors Market • CurveNV • 
LA Swim Week

CALL NOW FOR SPECIAL RATES TERRY MARTINEZ 

(213) 627-3737 x213 

PRODUCTION	GRADER/MARKER

Grade	Rules	for	Ju	niors/Girls	7-14/Missy/Plus-

Size	Women.	Well-versed	in	Pri	vate	La	bel

Grade	Rules	for	size	ranges.	Self-mo	ti	vated,	

de	tail-ori	ented	with	abil	ity	to	work	in	fast-paced

en	vi	ron	ment.	Du	ties	in	clude:	grad	ing	first	pat	‐

terns,	yields,	pro	duc	tion	grad	ing.	5+	yrs	exp

us	ing	PAD	sys	tem.	Send	re	sume	to:	

tla	man	tain@	sel	fest	eemc	loth	ing.	com

SPACE	FOR	LEASE

*In	newly	ren	o	vated	An	jac	Fash	ion	Build	ings	in

the	heart	of	Down	town	Fash	ion	Dis	trict	•in-

dus	trial,	re	tail	and	of	fice	space	also	avail	able

through	out	the	San	Fer	nando	Val	ley	•Re	tail

and	of	fice	space	also	avail	able	just	south	of

Down	town.	213-626-5321	or	email	info@	anjac.	

net

••SALES	ASSISTANT

Trim	Mfg.	seek	ing	can	di	date	for	F/T	po	si	tion

with	1	year	exp.	re	lated	to	sales,	com	puter

skills,	de	tail	ori	ented,	good	peo	ple	skills,	to	

fol	low	up	with	cus	tomers	in	Ap	parel	In	dus	try.	

Email	re	sume:	ariela@	lab	elte	xusa.	com

35	YRS	EXP'D

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

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

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

ALL	AR	EAS	Ph	(626-792-4022)

CUSTOMER	SERVICE	REP

Im	ports	whole	sale	com	pany	needs	cus	tomer

ser	vice	reps	to	com	mu	ni	cate	with	US	buy	ers

and	over	seas	fac	to	ries,	to	re	solve	ship	ping	

de	lays	&	qual	ity	dis	putes.	Must	be	proac	tive,

en	er	getic	and	bilin	gual	in	Chi	nese.	

Email	re	sume	to:	it	woec@	yahoo.	com

PRODUCTION	COORDINATOR

Need	5	yrs	exp.	with	pro	duc	tion	flows.	Fol	low

up	on	ap	provals	from	stores	&	com	mu	ni	cate

with	the	fac	to	ries.	Must	be	or	ga	nized	&	un	der	‐

stand	T	&	A	cal	en	dar.	AS	400	exp'd	needed.

Please	send	your	re	sumes	to:	

eran@	sec	retc	harm.	com

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

to place your ad in our self-serve system

Jobs Available

Buy, Sell and Trade
•WE	BUY	ALL	FABRICS	AND

GARMENTS*

WE	BUY	ALL	FAB	RICS	AND	GAR	MENTS.	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.

We	also	buy	ladies',	men's	&	chil	dren's	

gar	ments.	Con	tact	Mar	vin	or	Michael	

STONE	HAR	BOR	(323)	277-2777

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

10-11.classifieds-a.indd   11 5/26/16   6:26 PM



C

M

Y

CM

MY

CY

CMY

K

042116_CAN Full Pg.7.pdf   1   5/24/16   2:56 PM

cmc.indd   1 5/25/16   5:46:30 PM




