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Santa Monica College design
student Kathy Zarbakhsh’s capsule
collection of futuristic dresses
received two of the top honors at
the college’s recent runway show in
Santa Monica, Calif. For highlights
from the show, see page 6.
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VF Corp. Sells 7 For All
Mankind, Splendid and
Ella Moss to Delta Galil

By Deborah Belgum Senior Editor

VF Corp. is selling two of its top contemporary brands
to Delta Galil, an Israeli apparel manufacturer that is more
than 40 years old.

Delta Galil said it signed a definitive agreement to buy 7
For All Mankind and Splendid/Ella Moss for $120 mil-
lion. The acquisition is expected to add $300 million to
Delta Galil’s annual sales in 2017. The deal should close in
the third quarter of this year.

Splendid/Ella Moss and 7 For All Mankind will join
Delta Galil’s other brands such as P.J. Salvage, Schiess-
er, KN Karen Neuberger, Nearly Nude, LittleMiss-
Matched and FIX.

Issac Dabah, Delta Galil’s chief executive, said he was
able to buy the company at a bargain because profits at the
brands have declined over the last few years.

=> \/F Corp. page 2

MADE IN AMERICA

Texas Factory With High-
Tech, Denim Expertise and
Social Message Looks to LA

Roicom USA’s sister production company, ReadyOne,
employs the severely disabled to produce apparel and
equipment for the U.S. military.

By Alison A. Nieder Executive Editor

Apparel factory Roicom USA is based in El Paso, Texas,
but the company has Los Angeles’ denim community in its
sights.

The company is planning to lure denim brands—and other
apparel makers—to Texas with state-of-the-art machinery,
seasoned denim-industry executives and turnkey operations
that include shipping and customer service. Company execu-
tives also hope Texas’ lower minimum wage, plentiful water
and high-tech finishing on both sides of the U.S./Mexico
border will provide further incentive to Southern California

=> Roicom USA page 8
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LA Streetwear Company Buys
Women’s Online Clothing Site Fashion District BID

Stikeleather Apparel recently announced
it acquired the online women’s clothing re-
tailer White Plum, based in Modesto, Calif.

With the purchase, the Los Angeles—
based Stikeleather said it is planning to move
White Plum’s headquarters to Los Angeles.

White Plum was founded in 2012 by Hil-
ary Zwahlen, who felt there was a place in
the world for an e-commerce site that sold
women’s clothing at a reasonable price.
About 60 percent of her merchandise is
made in the United States, and the average
customer is between the ages of 25 to 45.

The site filled its one millionth order in

mid-2015 and has a reported $9.5 million in
annual revenue. White Plum’s merchandise
is also sold on flash-sale site Zulily (www.
zulilly.com) as well as Jane (www.jane.com).

Ian Stikeleather, chief executive of Stike-
leather Holdings, said he wants to move
White Plum to Los Angeles to take advan-
tage of the talent found in the garment indus-
try here and to create innovative designs for
young women.

Stikeleather’s contemporary menswear
collection is known for its minimalist style
and its proprietary neodymium magnetic
closures.—Deborah Belgum

Belk's New CEQ Has a California Connection

Lisa Harper, who has been named the
new chief executive of Belk department
stores, starts her new job on July 5. She was
most recently the chief executive of Hot
Topic Inc.

For five years, Harper headed the teen re-
tailer, based in the City of Industry, Calif., and
will remain on Hot Topic’s board of directors.

In her new job, Harper is replacing Tim
Belk, who is retiring from the family-started
department-store chain, based in Charlotte,
N.C., after joining the company in 1981 as a
management trainee. He has been CEO since
2004.

“After managing through the ownership
transition and filling a number of key man-
agement positions, I’ve decided this is an

opportune time for me to retire as CEO of
Belk,” Tim Belk said.

Harper is a North Carolina native who
worked on the selling floor of Belk as one of
her first jobs. She was CEO of the children’s
retailer Gymboree Corp. from 2001 to 2006
and worked for retailers such as Limited
Too, Esprit de Corp., GapKids, Mervyn’s
and Levi Strauss.

Belk, with 293 stores in 16 Southern
states, became last year a portfolio com-
pany of Sycamore Partners, a New York
private equity firm. Sycamore’s other in-
vestments include Aéropostale, Coldwater
Creek, Dollar Express, Hot Topic, Nine
West Holdings, Talbots and the Kasper
Group.—D.B.
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Interim Director Named for

While the Los Angeles
Fashion District Business
Improvement District
searches for a new executive
director, the BID’s manag-
ing director will step in on
an interim basis.

Executive Director Kent
Smith is leaving on July 31.
On Aug. 1, Rena Masten
Leddy, who has been at the
Los Angeles Fashion District
BID since early last year,
will step in. The 15-member
board of directors is doing a
national search for a new ex-
ecutive director.

Smith has headed up the
Los Angeles Fashion Dis-
trict BID since 1999. The nonprofit organi-
zation, founded in 1996, was the first busi-

Rena Masten Leddy

ness improvement district to
be formed in Los Angeles.

When Smith came on
board, the district encom-
passed 56 blocks and had
300 business owners. Now
it covers 100 blocks and has
1,000 business owners, who
contribute funds for safety
enforcement and clean-up
crews as well as other ser-
vices.

Prior to coming to the Los
Angeles Fashion District
BID, Leddy worked in Den-
ver for three years as vice
president of Progressive
Urban Management As-
sociates, a consulting group
that provided services to advance downtown
and community development. —D.B.

Sue Wong
Hosts Sale

Los Angeles—based eve-
ningwear designer Sue Wong,
pictured left, is in the process
of shifting her business to a li-
censed operation and has been
hosting a series of archive sales
at her headquarters in Los An-
geles. At the first event, held
June 24-25, the designer was
on hand to meet with shoppers
and offer suggestions—as well
as a little backstory on some of
her favorite pieces.

In addition to red-carpet
and cocktail gowns, the sale
includes embellished scarves,

evening coats and applique
swatches as well as art and fur-
niture.

Wong is hosting another
event over the July Fourth
weekend on July 1-2 from 9
a.m. to 6 p.m. She is offering
private appointment shopping
as well. To schedule an ap-
pointment, call (213) 388-7400
or email luke @ suewong.com.

VF Corp. Continued from page 1

He is hoping to close some of the brands’
unprofitable stores and grow the labels. “We
will continue to do what they have done un-
til now,” he said in a telephone conversation
from Switzerland. “We have some plans in
place for growing the brands, but it is too
soon to unveil our total strategy.”

For years, 7 For All Mankind has been
manufactured in Los Angeles and Mexico.
Dabah said he plans to continue with that
production plan. The same goes for Splen-
did/Ella Moss, which does much of its pro-
duction in LA.

Delta Galil’s chief executive said he was
attracted to the brands because they appeal
to a millennial customer and are premium
brands known for their quality. “The last two
years, business for the brands declined, but
the good news is that the denim business has
improved in the last year,” he said. “We feel
this was a terrific acquisition.”

Last year, Delta Galil acquired P.J. Sal-
vage, a lingerie and intimate wear company
headquartered in Irvine, Calif., and has plans
to expand the collection beyond womens-
wear to children and men. Delta Galil, with
revenues of more than $1 billion a year, likes
to find modern brands and figure out how to
grow them, Dabah said.

VF Corp., based in Greensboro, N.C.,
bought Los Angeles—based 7 For All Man-
kind in 2007 for $775 million. VF already
owned a one-third stake in Mo Industries,
the parent company of Splendid and Ella
Moss. In 2009, VF acquired the other two-
thirds for $161 million plus $47 million in
debt.

7 For All Mankind was started in Los An-
geles in 2000 by Peter Koral, Jerome Dahan
and Michael Glasser during the height of the
premium-denim boom.

Mo Industries was founded by Moise Em-
quies, who was a lawyer by day and a de-
signer by night. ®
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Eco Fashion vs. Eco Logistics

By Gary Barker and Jerry Levy Contributing Writers

The retail industry’s tectonic shift toward eco fashion is
real, with a renewed focus on clothing made from raw, or-
ganic materials; nontoxic dyes or bleaches; low water usage;
and made under socially responsible conditions. This is only
part of the story of how the retail and fashion industry is
building sustainability.

But what about the other aspects of the retail apparel loop:
the way the clothing is packaged, shipped, warehoused, dis-
played, marketed and sold? Can the logistics and packaging
surrounding the garment be made more sustainable as well?
Can it all be tied together to produce not only a more effi-
cient system but one that builds brand loyalty and costs less?

Sustainable logistics

Although logistics companies don’t typically source the
material or produce the products, they do move the prod-
uct from point A to point B. And when retailers and their
fashion brands address supply chain and packaging as part
of their sourcing and manufacturing process, impact cost
savings and sustainability enhancements can be achieved.
Efficient logistics planning results in fewer truck kilome-
ters, less bunker fuel, less warehouse space, and, in the end,
increased revenue and a reduction in costs and waste.

As an example of supply-chain optimization, using a sus-
tainable hanger rather than a virgin plastic hanger in ship-
ping can result in savings up to an astounding 20 percent.
And it eliminates the plastic hanger, of which an estimated
85 percent are landfilled at the store end, meaning less spent
on disposal. Compression packaging can also be used to
pull air out of packaging, increasing efficiencies up to 25
percent. Another example of impact savings by implement-
ing “strategic packaging” would be to optimize the retail
packaging of garments, which reduces the use of toxic glues
and packaging footprint as well as simplifies assembly. This
reduced “packaging footprint” enables more product to be

shipped in an ocean container or 53-foot trailer. Think about
that for a minute: reduced transit costs, reduction in car-
bon footprint and lower packaging costs. One producer of
footwear has been able to reduce the number of containers
shipped from manufacturing sites in Asia to the U.S. market
by almost 15 percent. This
was done through packag-
ing optimization.

Other logistics efficien-
cy tools include:

ePlanning transport
routes and collaborat-
ing with other companies
along “green corridors”
and ensuring trucks are
full in both directions.

*Offering “green ship-
ping” options that use
cleaner, but slower, trans-
port modes such as ocean
and rail and reducing
truck and air miles.

*Reducing processing
errors, which result in using more energy-intensive transport
to meet delivery windows.

*Reduce packaging waste by optimizing carton size to the
item being shipped.

Gary Barker

Eco retailing: sustainable messaging

Making garments out of organic fabric, shipping the
product in the most sustainable method possible and using
recyclable packaging reduces costs. But there is a significant
marketing win too. If you do not communicate your good
work to your consumer, it wastes a powerful marketing tool
that can build brand loyalty and your reputation as a sus-
tainability leader. Creating a profitable sustainable retail

Jerry Levy

environment is not only possible, it’s essential for survival.
Natural lighting, organic or recycled counters and floors and
elimination of all plastic and acrylic is the first step. Remov-
ing the sea of plastic hangers is an innovative step that can
reap significant cost and sustainability rewards. Sturdy sus-
tainable hangers made from
recycled paper fiber bring out
the beauty of organic materi-
als and convey your market-
ing message. Using reusable
or bioplastic shopping bags
helps to get your message out
as well.

Combining all three

Taken individually, all
three areas—eco fashion, eco
logistics and packaging, and
eco retail—all bring savings
and efficiencies to the retail
operation. Each area should
be focused on and maximized
as intelligently as possible.

Combining the three builds a unique and authentic plat-
form the consumer can touch and connect to. By demon-
strating your forward-thinking values and priorities, you
build brand loyalty and trust with your consumer. It’s a no-
risk vehicle to lead by example. And with a younger demo-
graphic that shops their convictions, it’s a simple investment
for a greener future. ®

Gary Barker is the chief executive officer of Oakland, Ca-
lif—based Ditto Sustainable Brand Solutions. Jerry Levy
is director of marketing and communications for Portland,
Ore.—based OIA Global. They can be reached at gbarker @
dittosbs.com and jerry.levy @oiaglobal.com.
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Retailers Need to Move From Omni-channel 1.0 to
Omni-channel 2.0 to Stay Relevant

By Deborah Belgum Senior Editor

Retailers scrambling to enter the omni-channel world may
already be behind their competitors.

While some stores are now just learning to fill orders on-
line and manage their inventories, more-sophisticated retail-
ers are adopting something called Omni-channel 2.0.

“Omni-channel 1.0 is a retailer providing their products
and services on their terms at their price points and saying,
‘Come and get it.” It is very driven on the back-office end and
with inventory management,” said Paul Gulbin, who leads
the digital services platform for CohnReznick, a New York
accounting, tax and advisory firm with offices in Los An-
geles. “But what has changed the world of retail forever is
the mobile device. Now it is about the customer experience
and personalization that are changing things. ... Customers
are educated. They are consumers who talk to one another,
refer one another to a retailer and are demanding a seamless
experience.”

Gulbin spoke recently at the firm’s Century City office
to a small group of retailers and manufacturers interested in
keeping up on technology.

“We have this omni-channel 2.0 revolution going on, and
it is not a fad,” Gulbin observed. “A lot of companies are be-
coming irrelevant in the marketplace and losing marketplace
share. There is a lot of uncertainty.”

The key players in this evolution are the millennial cus-
tomers, whose mobile phone devices are like a fifth append-
age. “There was a survey in the Wall Street Journal that not-
ed that 90 percent of Americans pick up their mobile device
the first thing in the morning,” Gulbin said.

Today, millennials’ spending power is estimated to be
$600 billion a year. That should reach $1.4 trillion by 2020.

Omni-channel 2.0 is about providing customers with an
experience, personalizing that experience, and mining per-
sonal data to know about the likes and dislikes of a shopper.
“It is not about just knowing someone’s email, which shops
they shop in and their gender,” Gulbin said.

It is about having enough information to know that a cus-
tomer might be traveling to the Dominican Republic soon
and you suggest they buy some tropical shirts or lightweight
suits for the journey.

One of the tricks is gathering that behavioral data to cus-
tomize online shopping and making it a personal experience.

According to Gulbin, 89 percent of shoppers are willing
to contribute 20 minutes of their time to help a retailer bet-
ter understand their needs. Another 55 percent of consumers
expect retailers to use purchasing and behavioral data to offer
relevant promotions. About 60 percent spend more with re-
tailers that use mobile and behavioral data to create relevant
experiences.

Technology-savvy retailers would know, for example, that
one of their customers is a 32-year-old marketing manager
who has been a customer since she was a teenager. She ex-
pects a quality product at a reasonable cost and a relevant,
personalized brand experience across channels.

They know she isn’t in a physical store very often but uses
her mobile phone when inside the store to research and order
items that are not in stock. They also would know she is in-
terested in saving money, receiving personalized offers and
recommendations but doesn’t like email blasts. Perhaps she
likes to receive inspirational content through things such as
“how-to” videos.

“There is a lot of information in the public domain that
Amazon, Google and eBay take advantage of because they
speak digital, and a lot of physical retailers are a little bit
scared of that,” Gulbin said.

One retailer that has been at the forefront of creating a
relevant omni-channel experience is luxury brand Burberry.
“They went on a six-year transformational journey,” Gulbin
said.

Burberry has audiovisual content, online personalized
customer service, a click to chat or click to call service in
real time and customer identity management.

When it comes to an in-store experience, Burberry has
iPads in selected stores, live streaming of fashion shows to
flagship stores and retail-theater technology that provides an

audiovisual experience for customers. “In some stores, you
can pick up a Burberry bag that costs $2,000 and it launches
a video that shows how it was made and how the buttons
were handcrafted. It tells the story about the bag,” Gulbin
said. “Conversion increased by 70 percent.”

Online shoppers also want a different experience. One
digital company that offers that is Shoes of Prey, an online
site that lets customers design their own shoes, which are
ordered and delivered in four weeks. When Shoes of Prey set
out to market its product, it decided not to market to shoppers
who were technically challenged or who wanted a deal. In-
stead, they concentrated on sensible online shoppers, digital
customers and the shopping mom who didn’t have time to
venture out to a store.

Last year, Shoes of Prey partnered with Nordstrom to
open a store within a store at six locations. Later, the depart-
ment-store chain invested in the custom-shoe site.

Another important element in conquering the omni-chan-
nel world is making sure that customers see your site when
doing an Internet search. That happens with good search-
engine optimization. The No. 1 way to drive traffic to a site
is by searching, which beat out social media by more than
300 percent.

Research shows that 95 percent of users consider sites
found through search engines as the leaders in their market.
Some 75 percent of online purchases and orders made on
websites are found through search engines, and 80 percent of
search engine users don’t browse beyond the first two pages.
That means being one of the first to pop up on an Internet
search is important.

Gulbin admitted it isn’t simple to incorporate all these
ideas at the same time. He recommends working on two or
three omni-channel updates and trying to incorporate them
in 60 to 90 days.

But one of the important things to remember is that good
customer service is as relevant online as it is in the store.
An unhappy digital shopper can easily spread the bad word
about an experience on Yelp. And a happy customer can do
the same thing. ®
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Shop.org Adds to Board, Prepares for
Digital Events in California, Texas

Shop.org, the digital retail division of
the Washington, D.C.-based National
Retail Federation, added five new board
members, bringing the board total to 12.

The new members include Meyar Sheik,
chief executive officer and cofounder of
Certona; April Anderson, managing di-
rector for branded apparel and durables at
Google; Josh Friedman, vice president of
digital commerce at JCPenney; Alex Mill-
er, senior vice president for digital com-
merce at QVC; and Sarah Veit Wallis, gen-
eral manager for lifestyle at Walmart.com.

“We are thrilled to welcome our new
board members,” said Vicki Cantrell, Shop.
org executive director and NRF senior vice
president, in a statement. “They are all es-
tablished digital leaders with unique ex-
pertise who will continue to elevate NRF’s
commitment to and influence in the digital
community.”

Returning board members include Billy
May, senior vice president for digital, e-
commerce and corporate development at
Abercrombie & Fitch Co.; Bryon Colby,
senior vice president for digital commerce
at Cornerstone Brands/HSNi; Nicolas
Franchet, director of global vertical strategy
at Facebook; Sucharita Mulpuru, vice pres-
ident and principal analyst for Forrester
Research; David Brussin, founder, chair-
man and chief product officer at Monetate
Inc.; Brad Brown, senior vice president for
digital retail at Recreational Equipment
Inc.; and Kevin Ertell, senior vice president
for digital for Sur La Table Inc.

Cantrell also thanked the outgoing board

members, saying, “It goes without saying
how fortunate we have been to have such
strong leadership over the past several years
from Scot Wingo, Peter Cobb, Michael Bur-
gess, Bernardine Wu and Deepika Pandey.
We look forward to their continued engage-
ment as longtime ambassadors for the digi-
tal retail community.”

Shop.org’s board will next meet at the
organization’s Digital Experience Work-
shop, set for July 18-20 at Terranea Re-
sort in Rancho Palos Verdes, Calif.

The group will also meet at Shop.org’s
Retail’s Digital Summit, set for Sept. 26—
28 at the Kay Bailey Hutchison Conven-
tion Center in Dallas.

Shop.org provides research and hosts
events for the digital retail community,
which includes networking groups and com-
mittees that “lead the global conversation
surrounding innovative e-commerce trends
and digital retail.” NRF, the world’s largest
retail trade association, represents discount
and department stores, home goods and
specialty stores, “Main Street” merchants,
grocers, wholesalers, chain restaurants, and
Internet retailers from the United States and
more than 45 countries. The organization
hosted The Big Show, NRF’s retail confer-
ence, held annually in New York in January.

For more information about the Digital
Experience Workshop, visit digitalexperi-
ence.nrf.com. For information about Retail’s
Digital Summit, visit retailsdigitalsummit.
nrf.com. Information about NRF and Shop.
org can be found at www.nrf.com.

—Alison A. Nieder
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Fashion on the Runway From SMC Fashion and Merchandising Students

Alba Molina

Alexander
Ortega

Ana Pivaral Aylar Ebrahimi

On June 16, students in Santa Monica College’s fashion design
and merchandising program showcased their creations on the runway
at Santa Monica High School’s Barnum Hall in Santa Monica, Calif.
The students—under the direction of design faculty members Lorrie
Ivas, LaTanya Louis and Jan Ardell—presented capsule collections
that ranged from Alicia Hicks’ nautical collection of childrenswear
and juniors apparel to Alexander Ortega’s all-black collection, in-
spired by the music of New Wave bands such as The Cure and De-
peche Mode. Alba Molina’s black and yellow palette was inspired by
daisies. Turkia Douaoda-Bou mixed Eastern and Western inspiration

Caroline Trinh

Jennifer
Alderhorn

Hazell Bone Jennifer Vu Kathy Turkia Douaoda

Zarbakhsh  Bou

details such as hoods, track pants and rib knit. Her fellow Swede Caro-
line Trinh showed eveningwear pieces in satin, velvet and chiffon.

The third Swedish designer, Frida Sjoedin, drew inspiration from her
Scandinavian heritage for her collection of navy separates embroidered
with folkloric designs. Frida Sjoedin’s collection, titled “fri.elisab.sjn,”
was named Outstanding Marketable Achievement and Outstanding
Technical Achievement.

Kathy Zarbakhsh’s “Katz” collection of futuristic, color-blocked
dresses was named Outstanding Collection of Show and Outstanding
Creative Achievement.

for her collection.

Ana Pivaral said she was inspired by the color olive—*It reminds
me of olive martinis,” she said—for her collection, adding that she
hopes to one day own her own company and find a way to support
single mothers. Courtney Hunkele’s ballet-inspired collection featured

layers of tulle and feathers in pastel colors.

Jennifer Vu explored pleated details in her capsule collection of

horn and Hunkele.

Alicia Hicks

dresses while Aylar Ebrahimi explored zipper trim details in her col-
lection, which mixed eveningwear and dressy sportswear. Hazell Bone found inspiration in

the 1990s slipdress for her collection.

Jennifer Alderhorn, one of three Swedish students, showed a collection with activewear

There were also committee awards for Trinh, Vu, Ebrahimi, Alder-

Ivas presented Ilse Metchek, president of the California Fashion
Association, with the 2016 Style and Substance Award.

“Her depth of knowledge and the history and issues of the industries
is unparalleled,” Ivas said.

In accepting the award, Metchek congratulated the students on their
hard work in creating their collections.
The evening also included a mini fashion show featuring pieces from the SMC Career

Closet, which provides professional apparel for interviews or networking events to students
at no cost.—Alison A. Nieder

TECHNOLOGY

Epson Acquires 100 Percent Stake in Italian Textile Printing Firm

Epson Italia S.p.A., the Italian subsid-
iary of printing company Epson, is acquir-
ing a 100 percent stake in the Italian textile
printing business Fratelli Robustelli S.r.1.

Epson has worked with Fratelli Robust-
elli to provide digital inkjet technlogy since
2003. The company is anticipating the ac-
quisition to drive synergies and provide
added value at a time when the digital textile
printing market is expected to grow by 25
percent annually, according to the company.

Based in Como, Italy, Robust-
elli develops, manufactures and
sells digital inkjet textile printers,
including the Monna Lisa series,
which it began developing with
Epson in 2003. Epson provides
inkjet technology such as print-
heads and ink for Robustelli’s dig-
ital textile printers, including the
Monna Lisa. The companies have
been working together since that
time “to promote digitalization
by building the total solution sup-
port structure from development
through manufacture, sales, and
after-sales support,” the company
said.

products will be sold by Epson’s worldwide
sales and service network.

“This is a very exciting development for
the Epson Group,” said Sunao Murata, chief
executive officer of Epson’s professional
printing operations division, who has been
named president of Robustelli. “As the mar-
ket for high-quality digital textile printing
expands, I believe that formalizing our part-
nership with Robustelli in this way puts us in
a great place to meet the needs of the grow-

Epson global president Minoru Usui (pictured second
from right) with (from left) Sandro, Valerio and Riccardo
Robustelli

As a result of the deal, Robust-
elli will join the Epson Group and
tap into Epson’s manufacturing
capability, expanding its offer-
ings to more customers around the
world. Epson will be able to use
Robustelli’s expertise to develop
digital inkjet textile printers and
offer customers a wider lineup
of products. Together, Epson and

Robustelli plan to focus on joint
R&D efforts. Further, Robustelli

Robustelli’s Monna Lisa digital inkjet textile printer
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ing numbers of customers who are seeking
to leverage the advantages of advanced digi-
tal solutions that will help drive their busi-
nesses forward. We will work closely with
our colleagues at Robustelli to take Monna
Lisa to the next level and remain leaders in
the field.”

Valerio Robustelli, one of the proprietors
of Fratelli Robustelli, said he was pleased
for his company to join the Epson Group.

“Our cooperation with Epson led to the
development of Monna Lisa, an industrial
digital textile printer that is today a market
benchmark for high-quality textile printing,”

Robustelli said. “The combination of our re-
spective skills is the natural conclusion of a
process of innovation to satisfy customers in
Italy and the rest of the world.”

Epson Italia is part of the Epson Group,
which will oversee the acquisition and part-
nership with Robustelli. Epson Italia handles
sales and marketing of Epson products in
Italy and oversees sales in Turkey, Greece
and the Balkan area. The Epson Group is
part of Seiko Epson Corp., which is based
in Japan. The company’s U.S. division, Ep-
son America Inc., is based in Long Beach,
Calif —A.A.N.

Tukatech Appoints Director for Europe

T

Los Angeles—based tech-
nology solutions provider
Tukatech Inc. named Marta
Maiandi director of Tukatech
Europe.

An engineer with a degree
in information and industrial
systems from the Polytech-
nic University of Milan,
Maiandi will be responsible
for engineering, sales and
support for Tukatech users

tive Officer Ram Sareen in
a company statement. “The
new generation has proved
to have a thorough under-
standing of the importance of
technology in the apparel in-
dustry. Marta is a perfect ad-
dition to show traditionalists
how to get more productivity
with fewer people.”
Founded in 1995, Tu-
katech provides software

throughout Europe. She is
based in Curno, Italy.
“Marta has been trained
on Tukatech’s software solutions at the
world headquarters in Los Angeles, USA.
Our USA team will be working closely with
Marta to help Tukatech users in Europe en-
gineer their product-development process-
es,” said Tukatech founder and Chief Execu-

Marta Maiandi

solutions such as 2-D pat-
ternmaking, grading, and
marker-making software,
automated marker-making software, 3-D
sample-making and virtual-prototyping soft-
ware as well as hardware including garment
plotters, automatic spreaders and automatic
cutters. For more information, visit www.tu-
katech.com.—A.A.N.
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Lowriders and Pinups at LA Classic ar S.how

The Los Angeles Classic Car Show, presented by
Bombs Magazine, roared into Southern California re-
cently, drawing a stylish crowd obsessed with vintage
design.

Stylist Estevan Ramos was at the June 26 event at
the Industry Hills Expo Center in City of Industry,
Calif., with his cousin Arnold Ontes, owner of LA
lifestyle brand Movin’ Violation.

Ramos was commissioned to design mechanics
suits and custom T-shirts for Movin’ Violation. Shot
by famed lowrider photographer Takashi Kikuchi,
the images are to be used for a special-edition cal-
endar and other social-media purposes. Ramos and
Ontes developed special T-shirt graphics with the
Tovar Brothers, who are among the country’s top
customizers of early-model 1930s and ’40s cars.

Violation booth along with calendar girls Candace
and Angie.

While at the car show, stylist Ramos—armed
with his camera, as usual—captured the scene,
which brought together some of his obsessions: vin-
tage classic cars, beautiful pinup girls and Mexican
culture. Ramos created a fashion-meets-car-culture
story that pairs pinup girls with vintage cars.

“The beauty of it all felt like old Mexican cinema
of the *40s and ’50s,” said Ramos, who said he is al-
ways inspired by his Mexican and Chicano heritage
in all things creative, from fashion and art to music
and culture. “My heritage always reflects off beauty,
class, pride and family,” he said.

For more information about Movin’ Violation,
visit www.movinviolation.com. Information about

CUSTOM CLASSIC: Photographer
Takashi Kikuchi shot this image of
Estevan Ramos’ custom-designed

The Tovar Brothers were featured at the Movin’

Ramos can be found at www.estevanramos.com.

mechanics suits and T-shirts for Los
Angeles lifestyle brand Movin’ Violation.

MADE IN AMERICA

ROicom USA Continued from page 1

apparel makers. But it might be the altruistic
mission behind Roicom that wins over the
hearts of those committed to Los Angeles pro-
duction.

Roicom is the commercial sister company
to ReadyOne, a not-for-profit 501(c)(3) sew-
ing factory that produces apparel and other
softgoods for the U.S. military. ReadyOne is
a member of a federal program that provides
jobs for severely disabled people, including
disabled veterans. Those workers are among
ReadyOne’s more than 1,000 employees, who
work alongside a management team com-
prised of former Levi Strauss & Co. and VF

Corp. executives.

One of those executives is Roy Schiefner,
general manager for Roicom USA, whose ca-
reer includes more than two decades at Levi’s
as well as stints at Calvin Klein, The Wet
Seal and Los Angeles private-label maker
GMPC Inc.

“ReadyOne is a member of the federal gov-
ernment’s AbilityOne Program, which means
that 75 percent of our work hours has to be
performed by folks with severe disabilities,”
Schiefner said. “We transform these folks into
an able workforce by training, modifying and
automating machines and their work space
and equipment to compensate their disability
and by so doing help them to be self-reliant
with dignity and respect.”

NONPROFIT: ReadyOne is a not-for-profit 501(c)(3) sewing factory that produces apparel and
other softgoods for the U.S. military in El Paso, Texas. A part of the federal government’s AbilityOne
Program, ReadyOne’s workforce includes severely disabled people, including disabled veterans, who
are paid full market wages. The program provides transportation to and from work, has an on-site
clinic, and retrofits machinery to compensate for workers’ disabilities.
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The company pays disabled employees
full market wages, provides transporta-
tion to and from work, has an on-site clinic
and retrofits machinery to compensate for
workers’ disabilities. ReadyOne is an ISO
9001:2008-certified manufacturer. Within
ReadyOne’s 345,000-square-foot facil-
ity, there are more than 2,000 sewing ma-
chines as well as specialty fusing, seaming
and heat pressing machines, programmable
tackers, automatic cutters, and embroidery
machines—“many of which are adapted to
assist our disabled staff,” Schiefner said.

Roicom USA was formed “to directly ad-
dress the commercial apparel market outside
the restraints of the parent non-profit,” he said.

The cost of doing business at ReadyOne is
higher than at Roicom, where a focus on au-
tomation helps the company achieve a much
higher efficiency sewing rate,” Schiefner said.

The management team—which include
Schiefner, Cynthia DeHaro, Roicom’s vice
president and Antonio Martinez, the compa-
ny’s president and chief executive officer—is
currently ramping up the staff at Roicom. The
190,000-square-foot facility can work with
larger production orders as well as orders as
small as 500 units, Schiefner said, adding that
Roicom’s turn times are significantly faster
than the typical 90-to-120-day turn time for
offshore production.

“We’re able to execute 35-day turnarounds
from receipt of fabric [and] trims,” he said.

o

oo g -
COMMERCIAL FOCUS: Roicom USA is
ReadyOne’s commercial facility, also based in
El Paso, where a small team under the direction
of former Levi Strauss & Co. and VF Corp.
executives designs, develops and produces
made-in-America apparel. The company is
currently highlighting its denim and activewear
production capabilities.

Denim focus

Roicom’s team can produce anything
ReadyOne already does, which includes woven
shirts, T-shirts, pants, shorts, workwear, outer-
wear and headwear. ReadyOne also produces
items made with specialty fabrics such as Kev-
lar and fire-retardant fibers. ReadyOne’s mili-
tary production includes sleeping bags, tents
and sacks. The factory can make embroidered
items and does heat-transfer decals.

But for Roicom, Schiefner and his team are
currently focusing on two key markets: denim
and activewear.

According to Scheifner, Roicom’s team can



MADE IN AMERICA

ROiCOm USA Continued from previous page

work with “a wide range of material options
as well as exotic laminations and insulations,
knits and wovens—especially in performance
and technical fabrics that can be used for ath-
letic, dress/casual and outdoor wear. Fabrics
range from cotton to wool and everything in
between.”

The company offers a turnkey solution that
includes research and development, sourcing,
design, sewing, washing and finishing, ware-
housing, distribution, and delivery. Roicom
even has access to ReadyOne’s corrugated
packaging division, call center and third-party
logistics.

Finishing is sent to International Gar-
ment Processors (IGP), a cut-and-sew and
finishing facility located across the Mexican
border in Chihuahua. IGP recently opened
a second operation in El Paso for made-in-
America production. IGP techs can launder
and finish denim by hand or by using water-
less laser finishing.

SoCal target

Not long ago, El Paso was a significant
denim hub, and much of the technical knowl-
edge and skill is still in the region.

“In the "80s and ’90s, El Paso was the fin-
ishing center in the U.S. and once again can
establish itself as an important center for jeans
made in the USA,” Schiefner said.

Roicom is already producing for two large
international brands as well as a few Southern
California surf brands
and is in negotiations
with several premium-
denim labels. Schiefner
said he sees California
as “a really good op-
portunity,” particularly
with the state’s recent
minimum-wage hike
and California’s ongo-

of living and utilities.”

In Texas, the minimum wage is $7.25 per
hour. California recently approved plans to
raise the minimum wage from $10 per hour to
$15 per hour by 2022. (The federal minimum
wage currently stands at $7.50 an hour.)

“In addition to the
emotional story, the
dollars-and-cents story
is a compelling reason
to move production to
Texas to make a bet-
ter margin,” Singer
said. “It’s not just your
employees. It’s your
cutters, your sewer,

ing drought. Roicom USA's Roy Schiefner and Mark the washer, the ware-

To help build busi-  Singer discussed made-in-America house, the shipper.
ness, the company  sourcing on June 28 at Walmart's “The Everything is going up
brought in Mark Singer U.S. Manufacturing Summit: Investing in to $10.50 per hour [on

as account executive.
Based in California, Singer is handling all U.S.
sales for Roicom. Singer is a longtime manu-
facturer who produced under the Softwear by
Mark Singer and Vikki Vi labels.

Singer said he thinks Roicom is a good
production resource for Southern California’s
denim brands “with what’s happening in LA
today with labor, the lack of water, and the cost

American Jobs” in Bentonville, Ark.

Jan. 1 for California
workers]. It’s a big savings.”

Plus, Singer noted, Texas has a long track
record of producing denim for American
brands.

“El Paso was the center of denim manufac-
turing,” he said. “They are deeply entrenched
in the DNA of the product. Plus, there’s plenty
of water in Texas.” ®

Made in America Resource

US Blanks

4726 Loma Vista Avenue

Vernon, CA 90058

(323) 234-5070

Fax: (323) 234-5010

www.usblanks.net

Products and Services: US Blanks welcomes you to our Made In USA

premium and fashion forward basics line. Our team proudly designs,
knits, dyes, cuts, and sews our broad range of knit garments following
the uttermost detail and quality control. The decades of combined
expertise our staff has is reflected in every garment we produce. As a
Los Angeles—based vertical manufacturer, we strive to innovate and
resource the finest raw materials. Our customers can enjoy immediate
stock inventory at amazing prices and/or custom private label product
development and manufacturing. We'd love to talk to you about any

of your needs! Our customers keep our team growing and we are
extremely grateful to be a part of the U.S. economy. Every job matters!

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 Made in America Resource.
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PATCH SUPPLY

Custom Designs & Patterns
for Your Style
Se Hacen Vestidos
Para Toda Ocasion

Lidia }stjas/u'on

(323) 490-5044

112 W. 9th St., Ste. 506, Los Angeles, CA 90015
liddy355@gmail.com

FIT MODELS - ALL SIZES
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“Coomrbaat M. Femary fo sel wfr a Friting or Casting.™
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Embroidered Patches
Woven & Printed Patches

Woven Labels
Reliable Delivery, Guaranteed Quality, Friendly
Responsive Service, Competitive Pricing
PATCH SUPPLY, INC.
800-851-7096 949-443-0309
sales@patchsupply.com
www.patchsupply.com

COMPUTER SERVICES

BZB GEEKS
BUSINESS TO BUSINESS

SOLUTIONS DATA CABLING
¢ Network Support « Office, Showroom, Warehouse,
* Help Desk Structure Cabling

COMPUTER SERVICES
« Laptop/Desktop Support
* Data Recovery

* Pick-up/Delivery Service

* On-Site Technical Support

* Remote Support

« Disaster Recovery

* Wireless Access Points
(WAP/WIFD)

Give us a call 24/7 at 800-459-2796
or E-mail us: Support@B2BGeeks.com
www.B2BGeeks.com
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SEWING MACHINE SERVICES

-
ACE SEWING || ) A
MACHINE INC=—" <.

=

& Al ks ol sewing machises

214 E. Bih 1.
Los Angoles CA S0014 w Spwhng mdloss & thread
# Fashiom Design Supplies

Tel {21 3} 622-8345 . Dhress Forms, rulers, toals

Fax (213 B22-0143 ® Patiern & Markisg paper

Aﬂ-csuwing_cum ® Nalely pins, hook & eyes
= Elastic, velers, hanger tape

& Uwiiisg room supplics

APPARELNEWS.NET JULY 1-7,2016 CALIFORNIA APPAREL NEWS 9



CLASSIFIEDS

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

Jobs Available

SANCTUARY CLOTHING TECHNICAL
DESIGNER - TOPS/DRESSES/BOTTOMS

www.apparelnews.net P 213-627-3737 Ext. 278, 280

F 213-623-1515

Johs Available

Jobs Available

SUMMARY:

As Technical Designer, you will demonstrate
your excellent garment construction expertise
as you develop accurate development tech
packs, communicate with designers, product
developers and vendors, to ensure proper fit
standards are achieved. You will also be
responsible for ensuring your styles are
tracking towards deadline.

RESPONSIBILITIES- Including, but not limited to:
e Attend & active participation in Development
fittings with Design team and other cross func-
tional team members

* Create accurate tech packs from Proto to
SMS approval

¢ Communicate with overseas and domestic,
vendors and factories

QUALIFICATIONS:

Ideal candidates should have 3+ year exp.

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

e Excellent written, problem-solving, decision-
making, and time-management skills

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

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

PATTERNMAKER FOR DENIM &
COLLECTIONS

Candidates must have min 5 yrs plus exp in
denim for both Men & Women for Moderate &
Contemporary Apparel. *Able to manual &
Gerber patterns for 1st fit thru production.
*Knowledgeable in fits and gradings. *Strong
communication, computer literate, and be able
to Multi task. Email resume to
Brian@f4mbrands.com.

swatfame

truth in fashion™

SAMPLE SEWERS
Garment Manufacturer looking for knowledge-
able sewers with exp. sewing full garments
from sketches. Must be able to sew all types
of fabrications. Apply in person at:
16425 E. Gale Ave, Industry, CA 91745

8 Bt

SALES EXECUTIVE - JRS APPAREL
Highly motivated seller to join our Sales Team.
Qualified candidates will have established rela-
tionships with national retailers—department,
specialty, & big box—for brand & private label
accounts. Candidates must have a proven
track record in successfully pioneering new
business. Min. 5 yrs exp. in JRS Market. Travel
is @ must. Excellent benefits. Send resume to:
tlamantain@selfesteemclothing.com

PRODUCTION GRADER/MARKER
Grade Rules for Juniors/Girls 7-14/Missy/Plus-
Size Women. Well-versed in Private Label
Grade Rules for size ranges. Self-motivated,
detail-oriented with ability to work in fast-paced
environment. Duties include: grading first pat-
terns, yields, production grading. 5+ yrs exp
using PAD system. Send resume to:
tlamantain@selfesteemclothing.com

FIRST PATTERN MAKER
PAD Pattern Making System trained. JRS fash-
ion tops & t-shirts. Knits, wovens, cotton jersey,
novelty knits, etc. Private Label & Branded
accounts. High-volume. Working knowledge of
lllustrator for sketching. Min 4 yrs exp.
Email to: tlamantain@selfesteemclothing.com

MaxsTupio()

APPAREL SPEC WRITER
Maxstudio.comn, a global corporation bringing
keading edge design to today's woman,

Due to the growth of our company, we have a
new poskion available in our spec department.
Seeking a team player to be resporsibhe for
writing spec sheets in our fast-paced Pre-pro-
ducton gepartment. Canddabe must have o
yrs of exp. as an Apparel Spec writer. Must be
detail-oriented and possess the abilty to work
under pressure.

= Must have knowiledge of garment constrc
tion for woven and knit tops, dresses, pants,
shorts, and jackets,

« Must hawve the technical exp. to creabe de-
talled sewing Instructions for factories to follow
= Must have knowledge of grading

= Must be able to Measure a garmient
accurately

= Musk be profcsent in Excel, Ilustrabor, Power
Point and Photoshop.

= Musk be able to develop and maintain Tech
Packs and effedtively communicate all changes
Lo vendors

# Must be able bo accurately measure all
proto, pre-profucssn, TOP samples to ansung
acourate execution of all measuraments,
quakty, construdion and owarall TiE of garment,
= Must hawve strong work ethic.
Maxstudd.com olfers & cormpettnee salary and
good benefits package.

Pleaze fax resume bo:

Hurnan Resources @ (b6) 7O7-3251 oF

email to: careers@manstudiocom. EQE, MFAYD

ASSOCIATE DESIGNER
We are seeking Associate Designer for our
Denim Division. Ideal person must have 2-3 re-
cent yrs exp. Must be exp. in all aspects of de-
sign that includes sourcing fabric, trim, sketch-
ing w/illustrator & trend research. Must be able
to meet deadlines & be extremely organized.
Send resume to: hropps2015@gmail.com

SEAMSTRESS
Seamstress/Sewer needed in busy design stu-
dio. Experience required. Appliques & Embroi-
dery a plus. El Segundo location,near Green
line. Bilingual a plus. Call Cathy @310-322-3800,
ext.110 or email cravdin@lambsivy.com

JUNIOR & CONTEMPORARY DESIGNER +
ASSISTANT
A Walnut City Based Apparel Co., is seeking for
Junior & Contemporary Senior Designer with 5+
years’ experience and Designer Assistant with
2+ years’ experience. Please send resume and
portfalio to: hrpzlpl@gmail.com

swatfame

truth in fashion™

MARKING & GRADING
Apparel Mfg located in City of Industry seeking
experienced marker/grader. Must have 5 yrs
experience with Gerber PDS 8.5. Must be able
to work in a fast tempo environment and
possess excellent communication.
Send resume to: hr@swatfame.com

Jobs Wanted

35 YRS EXP'D
1st/Prod. Patterns/Grading/Marking and Specs.
12 yrs on Pad System. In house/pt/free-
lance/temporary in-house as well. Fast/Reliable.
ALL AREAS Ph (626-792-4022)

CUSTOMER SERVICE REPRESENTATIVE
We are looking for a Customer Service Rep to
assist the sales team at Urban Expressions.
Build relationships w/retail accounts. 1-3 years
of customer service experience in apparel,
footwear or accessories.

Pls send res. to: careers@urbanexpressions.net

GARMENT COSTING COORDINATOR
Assist with factory analysis & price negotiations
for full-pkgs. Private/Brand labels, Identify
factory capacity & placement of goods. Strong
written/verbal communication & consistent fol-
low-up with factories. Must be detail-oriented &
well organized for high volume business. Know
Cost Sheets, T&A Calendar, WIP, LDP, Pattern
Cards, etc. Send resume to:
tlamantain@selfesteemdothing.com

Real Estate

Buy, Sell and Trade

“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

WE BUY FABRIC!
Excess rolls, lots, sample yardage, small to
large gty's. ALL FABRICS! fabricmerchants.com
Steve 818-219-3002 or Fabric Merchants 323-
267-0010

apparelnews.net/classifieds

*WE BUY ALL FABRICS AND

GARMENTS*

WE BUY ALL FABRICS AND GARMENTS. No lot

too small or large. Including sample room

inventories Silks, Woolens, Denim, Knits, Prints,

Solids Apparel and home furnishings fabrics.

We also buy ladies', men's & children's

garments. Contact Marvin or Michael

STONE HARBOR (323) 277-2777
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Waterwear Industry Focus: Technol- . Project Women's 8/15-17
ogy Bonus Distribution Fashion Faces Stitch LV 8/15-17

Bonus Distribution Tags & Labels Adverto-  jgessoriesTheShow/FAME/Moda Manhattan ~~ R€tail Focus with Tech WWDMAGIC 8/15-17
Texworld USA 7/12-14 rial 7/31-8/2 Las Vegas Resource WWIN 8/15-17
Swim Miami 7/14-18 Curve NY 7/31-8/2 Guide
Cabana 7/16-18 Bonus Distribution ALT 8/1-4 Industry Focus: Finance
Coast Miami 7/18-19 LAMKT 7/22-25 LA Fashion Market 8/1—4
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WATERWEAR

July 2016 Waterwear
has bonus distribution at:

Miami Swim ¢ Hammock ¢ Swim
Collective ¢ Active Collective ® Cabana
Miami and Newport Beach e ALT e
WWDMAGIC ¢ LA Textile Show ¢ LA
Market ¢ Dallas Market ¢ PV NY e Surf
Expo ® Sourcing at MAGIC ¢ OffPrice
Show ¢ LA Majors Market ¢ CurveNV e

LA Swim Week
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And ride it into the July issue of Waterwear
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