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\ WithMe: Meet the
Store of the Future

By Deborah Belgum Senior Editor

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:
A New Take on the
Five-Pocket Jean

By N. Jayne Seward Contributing Writer

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
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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—1.
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Study Finds Trans-Pacific Partnership Would Have Little Effect on Apparel Imports and Exports

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
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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
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fabrics, the collection is
sophisticated and polished

Kristopher Enuke

est 1984

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
arock '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
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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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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.




TECHNOLOGY

AIMS360 Treats Customers to a Day of Business Advice and Burgers

By Alison A. Nieder Executive Editor

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

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

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

director of training.

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

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. ®
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Sellers, Beware: The Ever-Shrinking Copyright Coverage in Your Insurance Policy

By Joseph G. Balice Contributing Writer

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

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

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

Joseph G. Balice

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.
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ModCloth Names New Chief Technology Officer

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

Express Trade Names New 1st SVP

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

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.
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Finding Dory x Trina Turk Summer '16 Capsule Collection

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.

By Alyson Bender Contributing Writer

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

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

MARK DAVIS/GETTY IMAGES FOR DISNEY CONéUMER PRODUCTS & INTERACTIVE MEDIA
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EVENTS

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. ®

PROGIRESSIVE
LABELINC

LABELS - HANG TALGS - LOOKBOOKS « HARDWARE + & MUCH MORE

WWW.PROGRESSIVELABEL.COM
{323} 415.9770
2545 YATES AVE = COMMERCE., CA 90040
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Zohar Industries
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www.zoharzippers.com
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WithMG Continued from page 1

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

“International brands can come and test the
market t0o.”

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

POP-UP STORE: Century 21 will be dlsplaylng its merchandise

for six weeks.

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-

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

$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 will suggest items
to wear with the clothing
placed on the table.

On the display side,
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

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

BIG DIPPER: Digital displays throughout the store give product

you. information and serve as check-out counters.

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.

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

= WithMe page 9
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Wlth Me Continued from previous page

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 CEQ 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 Kavfman 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, yam-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,
yam-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.

Apparel News Group

016

Seventy-one years of news,
i and inf

CEO/PUBLISHER
TERRY MARTINEZ

EXECUTIVE EDITOR CLASSIFIED ACCOUNT

ALISON A. NIEDER EXECUTIVES
ZENNY R. KATIGBAK
SENIOR EDITOR JEFFERY YOUNGER

DEBORAH BELGUM

RETAIL EDITOR CLASSIFIED ACCOUNTING

MARILOU DELA CRUZ

ANDREW ASCH
SERVICE DIRECTORY
EDIS%‘:QLIKC\ZQGER ACCOUNT EXECUTIVE
JUNE ESPINO
AfggS’R\IIBBUET’\?SER PRODUCTION MANAGER
KENDALL IN

VOLKER CORELL
RHEA CORTADO
JOHN ECKMIER
TIM REGAS
FELIX SALZMAN
N. JAYNE SEWARD
SARAH WOLFSON
WEB PRODUCTION
MORGAN WESSLER
CREATIVE MARKETING
DIRECTOR
LOUISE DAMBERG
DIRECTOR OF SALES
AND MARKETING
TERRY MARTINEZ
SENIOR ACCOUNT EXECUTIVE
AMY VALENCIA
ACCOUNT EXECUTIVE
LYNNE KASCH
BUSINESS DEVELOPMENT
DANIELLA PLATT
MOLLY RHODES
SALES ASSISTANT/RECEPTIONIST
ASHLEY KOHUT
ADMINISTRATIVE ASSISTANT
RACHEL MARTINEZ
SALES ASSISTANT
PENNY ROTHKE-SIMENSKY

EDITORIAL DESIGNERS
JOHN FREEMAN FISH
DOT WILTZER

PHOTO EDITOR
JOHN URQUIZA

CREDIT MANAGER
RITA O'CONNOR

PUBLISHED BY
TLM PUBLISHING INC.
APPAREL NEWS GROUP
Publishers of:
California Apparel News
Waterwear
Decorated

EXECUTIVE OFFICE
California Market Center
110 E. Ninth St., Suite A777
Los Angeles, CA 90079-1777
(213) 627-3737
Fax (213) 623-5707
Classified Advertising Fax
(213) 623-1515
www.apparelnews.net
webmaster@apparelnews.net

PRINTED IN THE U.S.A.

To advertise Email:
june@apparelnews.net

DIRECTORY OF PROFESSIONAL SERVICES & BUSINESS RESOURCES ™ *ycyise calune Espino

EMBLEM/ EMBELLISHMENT

, 800 H? 2- B??B

: UuakesE@PachcEmbdem.com
PacificEmblem.com

FIT MODELS

FIT MODELS - ALL SIZES

Fit @ Print @ Bumcay @ Showroom @ Trrde Shous

323931.5555

*Crnlircd Ms. Pemry fo sel mjp o Frttimg or Casttng.™
Penmv.Middlemmo@mavrickartmd com
| i{r.lll:._"lh.lt*h:' Ty

MODEL SERVICES

il P sl s, COHTh

WWW. ragemcrdels com | %

pparelNews

To advertise in the Directory of Professional
Services & Business Resources
call June Espino 213-627-3737 x250
or email: june@apparelnews.net

GARMENT RACKS

PRIVATE LABEL

o sarmeen songe raks
r"ii'q_-.:-,_l rall sysiems with
Facting tables and wirk tabls

srallf raching nd shevm

Moving, Expanding or Consolidating
Consulting = Design * Engineering = Installation

nackine statons = hain lisk fercing and e

WW u._]uall‘kt«'}'ﬁl NS, COMm

SWIM & ACTIVEWEAR

Bl

g racks for parmeent
shlerranne

o prveyofs Inve aad gravily roder

FULL PACKAGE SERVICE
WRAP CERTIFIED FACTORY

(Low MOQ, Competitive Prices, EDI Compliant)
Full sample development & production service

SOVEREIGN SKY INC. (SSI)
SSIPrivateLabel.com
Info@ssiprivatelabel.com, April @ssiprivatelabel.com

Contact us today

(626) 327-3344

New Lines & Showrooms

GET IN THE NEXT ISSUE:

DG Expo Dallas 6/15-16

JUNE 3 Activewear Advertorial BONUS DISTRIBUTION
Cover: Fashion H . ALT 6/6-9

Technology Emahr!ce Sd‘:ertf Rgl rtorial Designers & Agents LA 6/6-8
Activewear ashion District Advertoria L.A. Fashion Market 6/6-9
Retail Report

pparelNews

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

APPARELNEWS.NET MAY 27-JUNE 2, 2016 CALIFORNIA APPAREL NEWS 9




CLASSIFIEDS

Visit www.apparelnews.net/classifieds

to place your ad in our self-serve system

www.apparelnews.net

P 213-627-3737 Ext. 278, 280
F 213-623-1515

Jobs Available Jobs Available Johs Available

PRODUCTION MANAGER
Apparel Co. in need of Production Manager
We are looking for Production Manager with
technical experience in contemporary line and
experienced in both Domestic & import produc-
tion process is a must. We offer great compen-
sation package & benefits for qualified candi-
date(s). Please email res. to textsmart@aol.com

TEXTILE SALES REPRESENTATIVE
Fully-vertical textile mill in Long Beach, CA
seeks an Independent Sales Representative.
Must be comfortable with sales targets; textile
sales experience preferred; strong communica-
tion skills; work closely with sales team/staff &
represent the company professionally, ethically
& morally. Send res. to: texollini@yahoo.com

[
@JE

BOOMBOOM
JEAMNS

PRODUCTION COORDINATOR
Los Angeles based clothing company is seeking
an energetic, qualified individual to work in a
fast paced environment. Must be extremely
organized w/strong communication skills
w/overseas factories and inter-office personnel.
Works well under pressure & maintains all
deadlines. Applicant must have xInt computer
skills. Detailed tracking of prod'n T&A calendars,
managing WIP & other reports & follow up on
first fit thru TOP samples are a few of the key
responsibilities for this position. Must have at
least min. 2 yrs exp. in garment production.
Email Resumes to: job@blueplanetint.com

SANCTUARY CLOTHING - BURBANK
SEEKING FOR PRODUCTION
COORDINATOR

Compensation: Salary - Full Time

Principle Accountabilities:

* Issue & update Purchase Orders on timely
manner.

* Follow up with vendors on all order details,
trim, fabric, sample submission, approval on
daily base

* Organize & keep track of Fit sample, Pre-pro-
duction & TOP samples submission & approval
* Monitor T&A calendars and manage WIP
reports and alert Production Manager of top
priority items requiring immediate attention.

* Check/measure all TOP sample & random
check/measure upon receive bulk

Knowledge, Experience & Characteristics for
Success:

1. Min. of 3 yrs of garment production exp.,
excellent written & spoken in English, fluent in
Chinese preferred.

2. Strong organization skills to manage many
details.

3. Knowledge of Microsoft Office a must
Qualified candidate pls. submit resume & salary
history to: recruitment@sanctuaryclothing.com

PRODUCTION COORDINATOR
LA base Textile Co. seeking a prod'n coordinator
to follow up domestic & overseas orders. Must
be organized, ability to multitask & working in a
fast paced environment with strong follow up
skill. Must have 2 yrs. exp. in fabric/textile in-
dustry & have a working knowledge in MOD 2
is a plus. Email to: resume.ltx@gmail.com or
Call: 213*233*3333

PATTERNMAKER/COORDINATOR
Los Angeles based Full Package DENIM
Company seeking full-time Pattern Maker/
Grader. Must have 5+ yrs experience. 1st thru
Production. Must be well organized. Must have
Gerber 8.5+ knowledge.
Email: Srhee@me.com,
Fax Resume: 323.752.8575 or
Contact: Steve 323-752-7775

GARMENT COSTING SPECIALIST
LA based company seeking talented full time
experienced Garment Costing Specialist. Must
have at least 5 yrs. plus experience with cost-
ing production flows. Candidate must have a
good communication & organization skills. Must
be able to understand a T & A calendar, cost
sheets & patterns card.
Email resume to: carlos@designcollection.com

...SANCTUARY CLOTHING SEEKING FOR
2 SENIOR FIT TECHNICIANS:

* WASHED TOPS/BOTTOMS

* CUT AND SEW KNITS/SWEATERS

SUMMARY:

As a Senior Fit Technician, you will demonstrate
your excellent garment construction expertise
as you develop accurate tech packs, communi-
cate with designers, product developers and
vendors, to ensure proper fit standards are
achieved. You will also be responsible for ensur-
ing your styles are tracking towards timely fit
approvals.

RESPONSIBILITIES- Including, but not limited to:
» Attend and active participation in fittings with
Design team and other cross functional team
members

* Collaborate with design to create accurate fit
comments

 Create accurate tech packs from Proto to PP
approval

* Ensure fit consistency during development
and manufacturing process

» Communicate with overseas and domestic,
vendors and factories

QUALIFICATIONS:

Ideal candidates should have 8+ yr exp. of
actively leading fit sessions and creation of
detailed fit comments.

* Knowledge of pattern making, grading, spec
revision, pattern correction skills, garment
construction, sewing, measuring and fitting

* Excellent written, problem-solving, decision-
making & time-management skills

e Computer savvy with Photoshop, lllustrator,
Outlook, Word and Excel

Background in Women’s Contemporary
apparel. Highly organized w/attention to detail.
Please submit your resume along with salary
requirement for immediate consideration to:
recruitment@sanctuaryclothing.com

PRODUCTION PATTERNMAKER
Must have 5 yrs. Exp. with Stretch, Rigid
Denim fabrics, Knits, jersey, top, bottom,
women, kids, & men lines. Well Organized,
detailed oriented with sense of urgency. Must
know how to work with shrinkage, grading,
nest reading, fitting. Optitex System Xp & hand
pattern making preferred.

Send resumes to: gilberto@robinsjean.com

CUSTOMER SERVICE REPRESENTATIVE
Distribution Center - Looking to hire a qualified
customer service representative to join our
team. Must be efficient in the following AIMS,
Excel and Win Fashion. Must be able to Route
and understand Routing Guide Lines for both
international and domestic shipping. Must be
able to receive & process returned merchan-
dise. Reply promptly to incoming emails &
phone calls by customers. Bilingual in English &
Spanish a plus. Please remit all resumes to the
following: rigo@pixior.com

TECH PACK WRITER
W/ 3 yrs. in Denim, knit garment construction
knowledge, excellent communication & follow-up
ability a must. W/ good eye to detect missing
information when releasing Tech Packs. Profi-
ciency in Adobe Photoshop, lllustrator, Excel
skills required.
Send resumes to: gilberto@robinsjean.com

TECHNICAL DESIGNER
Need min. 5 yrs experience with constructions
& specs. Must be able to communicate clearly
with factories overseas. Detailed is a must.
Please send your resumes to:
eran@secretcharm.com

FULL CHARGE ACCOUNTANT
Garment Importer in Commerce
5 yrs. exp. in A/P, A/IR, Financial Statements,
eCommerce, Quickbook, Multi-task.
send resume to missydesignhr@gmail.com

PRODUCTION ASSISTANT
Fast paced clothing company seeking a Prod.
Assist. Exp. preferred, not mand. Excel a must.
Pay BOE. Email: julie.koo@lularoe.com

FABRIC BUYER
Fast paced company need 10 yrs. experience
that has global resources. Knowledge of cost &
understand the qualities of both knits & woven.
Please send your resumes to:
eran@secretcharm.com

PRODUCTION SEWER
Need 4 yrs. experience sewing production
quality garments in knit and woven fabrica-
tions. Applicant will need to sew a test sample.
Please send resume to:
cathy.k@secretcharm.com

SALES REP
A Walnut Based Apparel Co., is seeking Sales
Rep. Junior casual wear lines and Missy Lines
as well. Must have Customer Base. Please send
resume and portfolio to: hrpzlpl@gmail.com
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Jobs Available Jobs Available Real Estate

CUSTOMER SERVICE REP eeSALES ASSISTANT SPACE FOR LEASE
Imports wholesale company needs customer Trim Mfg. seeking candidate for F/T position *In newly renovated Anjac Fashion Buildings in
service reps to communicate with US buyers with 1 year exp. related to sales, computer the heart of Downtown Fashion District ein-
and overseas factories, to resolve shipping skills, detail oriented, good people skills, to dustrial, retail and office space also available
delays & quality disputes. Must be proactive, follow up with customers in Apparel Industry. throughout the San Fernando Valley ¢Retail
energetic and bilingual in Chinese. Email resume: ariela@labeltexusa.com and office space also available just south of

Email resume to: itwoec@yahoo.com Downtown. 213-626-5321 or email info@anjac.

t
Buy, Sell and Trade -
PRODUCTION GRADER/MARKER

Grade Rules for Juniors/Girls 7-14/Missy/Plus- “You’re off to great places! Today is your day!

. . . *WE BUY ALL FABRI AND L . »
Size Women. Well-versed in Private Label UG ARMENTS*CS Your mountain is waiting, So get on your way.
Grade Rules for size ranges. Self-motivated, WE BUY ALL FABRICS AND GARMENTS. No lot Dr. Seuss Showrooms
detqll-onented Wlt.h a.b lity to. work. n fgst-paced too small or large. Including sample room Studios
environment. Duties include: grading first pat- inventories Silks, Woolens, Denim, Knits, Prints, Office
terns, yields, production grading. 5+ yrs exp Solids Apparel and home furnishings fabrics. 213-627-3754
using PAD system. Send resume to:

- . We also buy ladies', men's & children's
tlamantain@selfesteemdcothing.com y

garments. Contact Marvin or Michael 0
STONE HARBOR (323) 277-2777 Position Wanted
PRODUCTION COORDINATOR

Need 5 yrs exp. with production flows. Follow

WE BUY FABRIC! 35 YRS EXP'D
up on approvals from stores & communicate Excess rolls, lots, sample yardage, small to 1st/Prod. Patterns/Grading/Marking and Specs.
with the factories. Must be organized & under- large qty's. ALL FABRICS! fabricmerchants.com 12 yrs on Pad System. In house/pt/free-
stand T & A calendar. AS 400 exp'd needed. Steve 818-219-3002 or Fabric Merchants 323- lance/temporary in-house as well. Fast/Reliable.

Please send your resumes to: 267-0010
eran@secretcharm.com

ALL AREAS Ph (626-792-4022)

For classified advertising information: call Jeffery 213-627-3737 ext. 280,
emall classifieds@apparelnews.net or visit www.apparelnews.net/classifieds
to place your ad in our self-serve system
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Karen Kane _S\w‘nm
Elle Mer Swim
Cali Dreaming
Rosewater
Chamorrita
gjmbi Haiti

- July 2016 Waterwear

4 On the prevos has bonus distribution at:
3 e . . . ]
j¥..and Bef:ncg Miami Swim ¢ Hammock ¢ Swim

Collective * Active Collective  Cabana
Miami and Newport Beach e ALT ¢
WWDMAGIC ¢ LA Textile Show e LA

Market ¢ Dallas Market ¢ PV NY e Surf

Expo * Sourcing at MAGIC ¢ OffPrice

Show ¢ LA Majors Market ¢ CurveNV e

g a t&é L%g /V eyl /{/Q(/@ LA Swim Week

ApparelNews

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

NEW Resoypeeg

And ride it into the July issue of Waterwear
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CMC LOS ANGELES
FASHION
MARKET

JUN 06-09

{

HUNDREDS OF SHOWROOMS + 3TRADESHOWS IN JUNE. OVER 1100 BRANDS.
N e
Featuring DTLA's largest & most diverse selection of brands for Women, Men & Kids.

( Showrooms open Sunday for appointments )

TRADESHOWS | JUN 06-08

SELECT +

Better & Contemporary Brands
+ Emerging Designer Pavilion

ALT

Athleisure & Lifestyle Tradeshow

TRANSIT

The Shoe Show at LA Fashion Market

CMCDTLA.COM/FASHION

LA FASHION MARKET HAPPENINGS

$500-$1000 CASH PRIZES // RETAIL 101 SEMINARS,
MARKET PARTY SPONSORED BY PREUX &PROPER,
AND MUCH MORE!

CMCDTLA.COM/HAPPENINGS

CMC | SHOWROOMS + EVENTS + CREATIVE SPACE / 9TH & MAIN. DTLA
attend@cmcdtla.com, 213.630.3618 / leasing@cmcdtla.com, 213.630.3665






