
St. John Knits: Searching 
for the Magic Formula

St. John, the venerable Southern California luxury label 
that is a staple in many well-heeled shoppers’ closets, has been 
on an odyssey in recent years.

It is trying to keep its core customers while expanding eve-
ningwear and sportswear, hoping to venture to China and do-
ing less-flashy ads with celebrities while expanding its digital 
media presence.

Founded in 1962 by Bob and Marie Gray, the brand for 
decades catered to a core older customer who liked her expen-
sive rayon-and-wool knit suits to be stylish but comfortable 
and durable.

Then, starting in 2004, a succession of new chief execu-
tives arrived, overturning the apple cart to bring in a younger 
customer who probably wouldn’t even look twice at a basic 
St. John suit.

A series of fancy ad campaigns ensued with movie stars 
and celebrity models such as Angelina Jolie, Gisele Bündchen 
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Fashion Market Northern California, the apparel 
and accessories trade show in San Mateo, Calif., typically 
draws retailers from across Northern California as well as a 
few from neighboring states. But during the show’s recent 
June 26–28 run at the San Mateo Event Center, exhibitors 
reported seeing buyers from as far away as Pennsylvania 
and Georgia. 

“I opened up a couple of out-of-staters—like way out 
of state, not even Western,” said Gabriela Shultz, senior 
account executive for Rock Flower Paper, a print-driven 
apparel and accessories collection based in San Anselmo, 
Calif. 

Shultz said she primarily saw buyers from better stores 
in Northern California, but she also met with retailers from 
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THE VOICE OF THE INDUSTRY FOR 71 YEARS

If you want to pick up your cargo containers during the 
day at the ports of Los Angeles and Long Beach, it will cost 
you a little more.

PierPass, which administers the extended-gates programs 
at the two ports, said it is raising the fee to collect cargo con-
tainers between 8 a.m. and 5 p.m. Mondays through Fridays. 

Starting on Aug. 8, the cost to pick up a 20-foot container 
will go from $69.17 to $70.49, which is a 1.9 percent increase. 
For a 40-foot container, the cost will rise from $138.34 to 
$140.98.

PierPass President John Cushing said the increased fees 
are to cover rising labor costs and to sustain continued opera-
tions of the PierPass OffPeak gates.

There is no fee to pick up cargo containers between 6 p.m. 
and 3 a.m. Mondays through Thursdays or during the day on 
Saturday.

Revenues from the fees serve two purposes: They help to 

compensate terminals for running five extra shifts each week, 
and the fees also encourage truckers and cargo interests to 
deliver and retrieve containers during off-peak hours, when 
traffic is lighter.

After cargo volumes mushroomed between 2000 and 
2004, the West Coast Marine Terminal Operator Agreement 
in 2005 launched the PierPass program to cope with long 
lines of trucks waiting at 13 container terminals to collect 
cargo containers at the Port of Los Angeles and the Port of 
Long Beach. Trucks were also flooding the highways during 
peak hours and causing more problems.

Since its inception, PierPass has pushed slightly more than 
50 percent of truck traffic at the ports to off-peak hours and 
taken more than 35 million truck trips out of daytime traffic. 

Last year, the Port of Los Angeles handled 8.2 million 
20-foot cargo containers, down from its peak of 8.5 million 
containers in 2006. The Port of Long Beach last year saw 7.2 
million cargo containers go through its gates, down from a 
peak of 7.3 million containers in 2007. ●

Niche Suit Maker Jimmy Au’s Leaves Beverly Hills for Sherman Oaks

There’s only one store in the United States selling suits and 
gear for the shorter man; it’s Jimmy Au’s for Men 5’8” and 
Under, said Alan Au, company vice president.

Earlier this month, the veteran, niche men’s retailer moved 
to a larger location, and it aims to forge a new style direction, 
Au said. 

Jimmy Au’s opened at 14755 Ventura Blvd. in Sherman 
Oaks in Los Angeles’ San Fernando Valley on the July 4 
weekend. It settled into the 4,700-square-foot space after a 

decade of working out of a 3,200-square-foot space at 9408 
Brighton Way in Beverly Hills, Calif. The suiting store moved 
after it was outbid for its lease by a group of beauty salons.

Sherman Oaks is located only eight miles away from Bev-
erly Hills, but the Main Street milieu of Jimmy Au’s new 
neighborhood is a world away from the glitz of Beverly Hills. 
Au said that the new location will mean a new clientele. It’s 
going to be more local. He doesn’t expect to see as many of 
the wealthy tourists that were part of his Beverly Hills busi-

CALIFORNIA INSPIRATION: The city of San Francisco and The Grateful Dead inspired the Spring/Summer 2017 collection of 
Matiere, the Costa Mesa, Calif.–based menswear label founded by Scot Shandalove. Guests at the July 13 show at NY Fashion 
Week: Mens were greeted by a quote from Grateful Dead frontman Jerry Garcia while the collection took its palette of “sun-faded 
hues, seafarer blues and soft neutrals” from San Francisco’s iconic “Painted Ladies” Victorian houses. For more from NY Fashion 
Week Mens, see page 8. 

Daytime Rates Rising to Pick Up Cargo 
Containers at the Ports
By Deborah Belgum Senior Editor

By Andrew Asch Retail Editor

➥ Jimmy Au’s page 2
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ness. The retailer is expected to 
be a destination. Traditionally, 55 
percent of the company’s sales 
comes from outside of Southern 
California. Jimmy Au also sup-
plies clothes to film and TV stu-
dios for short actors.

The move away from Bev-
erly Hills might give the shop 
more choice in its merchandise 
mix. The Beverly Hills crowd 
was interested in styles that Au 
called “updated traditional.” They 
looked preppie and perhaps a bit 
East Coast.

“Here, I’m going to be edgier,” Au said. 
“I hope to have more for the 20- to 30-year-
old guy.” The store’s new direction will be 
more sportswear.  

Jimmy Au’s move comes at a time when 
Southern California entrepreneurs are show-
ing more interest in opening suiting shops. 

Irvine, Calif.–based online suiting company 
Combatant Gentlemen is scheduled to 
open a boutique at Santa Monica Place in 
Santa Monica, Calif., on July 20. Bespoke 
suiting studio JB Clothiers took a bow in 
downtown Los Angeles’ Fashion District at 
859 S. Spring St. in May, said Jerry Bakh-

chyan, the atelier’s founder and designer.
“I saw opportunity in downtown Los 

Angeles. So many young professionals are 
moving in,” Bakhchyan said. His bespoke 
suits start at $2,000.

Pocket Square Clothing opened a life-
style shop near downtown Los Angeles’ Fi-
nancial District also in May. It focuses on the 
design of ties, pocket squares and accessories 
for suits. But cofounder Rodolfo Ramirez is 
thinking of expanding into suiting. 

“Within the first week, we had 50 people 
ask for bespoke suiting. It was something I 
did not expect at all,” Ramirez said. With re-
tail price points for bespoke suiting general-
ly ranging from $1,500 to $10,000, Ramirez 
estimated that if those 50 shoppers ordered 
bespoke suits at the category’s higher price 
range, his shop could have potentially made 
$500,000. His clientele comes from down-
town’s financial district; they are also mens-
wear enthusiasts and creatives looking for 
unique styles.

Jimmy Au started his bespoke suiting ate-
lier for shorter men with a shop in Torrance, 
Calif., in 1971. His point of difference was 
scale and tailoring. Larger men’s suits can 
be altered to fit shorter men, but the scale 
and fit of the suit will be out of proportion, 
and there is the danger for the shorter man 
to look like he is wearing a hand-me-down 
suit. Also, most retailers don’t sell special 
sizes such as short and extra short, Alan Au 
said. Extra short is for guys 5’2” to 5’5”. 
Short is 5’5” to 5’8”, he said.

The Sherman Oaks store was designed 
by Jimmy Au to look much like the Bev-

erly Hills store. When a 
customer walks in the store, 
he’ll find 40 styles of jeans 
made by German-headquar-
tered brand Atelier Gar-
deur, which are tailored to 
Jimmy Au’s specifications. 
The most popular style is a 
cashmere-blend jean, Alan 
Au said. Also in the mer-
chandising mix, leather 
jackets and, for the summer 
season, Aloha shirts, chinos 
and shorts.

In the back of the front 
room is a wall for shirting 
and ties. The middle of the 

space is devoted to a lounge. The rest of the 
store is devoted to ready-to-wear suits and 
an atelier for bespoke suits. As for being the 
only retailer devoted to small sizes for men, 
Alan Au said that the last of his competitors 
went out of business more than five years 
ago. There have been pop-up shops and 
online retailers devoted to short men since 
then but not a physical boutique. Jimmy Au, 
the founder, said his store lasted so long be-
cause of his perseverance. “It was my desire 
to make it work,” he said. ●

LOUNGE & SUIT: Above left, the lounge of the new Jimmy Au’s for Men 5’8” and Under. Right, Jimmy Au suits, blazer and shirting.

The nation’s ports are expected to see up-
and-down import cargo volumes for the rest 
of the year as retailers gear up for Back-to-
School and Holiday sales.

“Trade is holding on to a small margin of 
growth, but this growth comes in the face of 
some adverse statistics as well as positive 
ones,” said Ben Hackett, whose Hackett As-
sociates prepares the monthly “Global Port 
Tracker” report for the National Retail Fed-
eration.  

In May, the latest month for which after-
the-fact numbers are available, major U.S. 

ports handled 1.63 million 20-foot cargo 
containers from overseas ports. That was a 
1.1 percent increase from May 2015.

For June, it was estimated that ports would 
process 1.56 million containers, down 0.5 
percent from last year. July was expected to 
be better with 1.64 million containers com-
ing through the ports, up 1.4 percent from 
last year as retailers pushed to get Back-to-
School items on the shelves.

August and September were forecast to 
see volume declines. August was predicted 
to see 1.65 million containers arriving at the 

ports, down 2 percent from last year, and 
September was forecast to see 1.58 million 
containers coming through, down 2.6 per-
cent from last year.

October and November will see a wave of 
containers coming in for the holiday season. 
For October, 1.62 million containers were 
anticipated to be arriving at U.S. ports, up 
4.4 percent, and November was expected to 
have 1.52 million containers coming through 
the ports, up 2.8 percent over last year.

Cargo volumes during the first half of 
2016 were predicted to be up 1.5 percent 

over last year, reaching 8.99 million contain-
ers. Total volume for 2015 was 18.2 million 
cargo containers arriving at U.S. ports, up 
5.4 percent over 2014. 

“After a year of difficult comparisons in the 
wake of the West Coast ports slowdown [early 
last year during longshore worker contract ne-
gotiations], we’re finally starting to see normal 
trends,” said Jonathan Gold, the NRF’s vice 
president for supply chain and customs policy. 
“Some numbers are still down from last year, 
but the pattern of building up toward the big 
seasons has returned.”—Deborah Belgum

U.S. Port Traffic to Be Uneven for Back-to-School and Holiday

LAMKT, the Los Angeles gift and home market, is moving its more than 200 exhibitors 
from the South Hall of the Los Angeles Convention Center to The Reef, near downtown 
Los Angeles.

But LAMKT’s more-bohemian world style, fair trade, jewelry cash-and-carry and vintage 
exhibitors will return to their original Kentia Hall location at the Los Angeles Convention 
Center.

The permanent showrooms at The Reef, formerly known as the LA Mart at 1933 S. 
Broadway, will have their Winter Market Feb. 15–20 while the LAMKT temporary exhibits 
at The Reef will be held at the same time as the Kentia Hall exhibits at the LA Convention 
Center, running Feb. 17–20. —D.B.

Los Angeles Gift Show Alters 
Dates Next Year and Moves

Jimmy Au’s Continued from page 1
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Minnesota and Atlanta.  
“I opened up new accounts and I saw some of my 

steadies,” she said, adding that this was the first time attend-
ing FMNC for the new out-of-state retailers she met with. 

Although buyers continued to place cautious orders, 
Shultz said she found fewer buyers looking for fill-in mer-
chandise this season. 

“I didn’t get as many Immediates as I usually do,” she 
said. “Everybody placed [orders] for Fall.” 

This was the first time showing at FMNC for Connie 
Roberson, who has been producing the Connie Roberson 
collection in Marina del Rey, Calif., for 15 years. 

Roberson described her collection as a better women’s 
line with a focus on fine fabrics such as Italian and Irish 
linen, silks and other natural fibers. Retail prices range from 
$188 to $420 and Roberson said a lot of her business is done 

at market in New York, Atlanta and Dallas. 
At FMNC, Roberson was meeting with re-

tailers from Western states, including Oregon, 
Seattle and Arizona.

“I already shipped some stores and they al-
ready reordered,” she said. “We’re a good Im-
mediates line. We cut to 
order.”  

Overall, Roberson 
said she liked the at-
mosphere of the show, 
which she said was less 
hectic than other trade 
shows. 

“It was really easy to 
get around,” she said. 
“I’m coming back, for 
sure.” 

R e t a i l e r  C l a i r e 
Campbell ,  owner of 
Outback Trading Co. 
in Felton, Calif., is an 
FMNC regular attendee. 

“Five times a year,” 
she said. “Believe it or 
not, for 19 years I’ve 
only gone to the San 
Mateo [show] and before that when it was in 
San Francisco.”

Campbell was at FMNC looking for Winter 
goods. 

“I try to go in and be cautious, but I always 
find a couple of Immediates I can talk myself 
into,” she said. 

She said she keeps an eye out for new lines, 
but “I have my tried-and-trues and I like to go 
back to them.”

Ute Wegmann, owner of the Ute Weg-
mann showroom in the California Market 
Center in Los Angeles and current FMNC 
president, said the show is a good destina-
tion for a retail base that comes from all over 
California and the Pacific Northwest, but 
at the June show she also saw some retail-
ers traveling from beyond the western region.  

“I worked with someone from Pennsylvania,” she said. “We 
saw some retailers checking us out for the very first time, 
including traditional gift retailers who hadn’t been to our 
venue before.” 

Retailers are expanding their merchandise mix to include 
more than just one category, she said. “Shoe stores don’t just 
carry shoes,” Wegmann pointed out. 

Wegmann represents several accessories brands, includ-
ing Sun ‘N’ Sand, a Texas company that makes handbags, 
totes and hats; Fraas Scarves, a family-owned German 
company with offices in New York; Victoria Leather, a 
made-in-USA leather handbag brand from Pennsylvania; 
and Lauer Gloves, a 100-year-old company based in Wis-
consin.  

Retailers were “very optimistic” but still cautious, Weg-

mann said. 
“People are spending, they’re writing orders, [but] they’re 

being very specific and very selective,” she said. “They’re 
chasing business. Vendors that have stock on the shelf will 
get that business. Fortunately, every line we carry is family 
owned so we always have goods to ship. The days of the 
stores having sweaters on the floor in June are over.” 

The next FMNC show is set for Aug. 21–23, but, at the 
larger show in October, Wegmann said, the show will add a 
business-to-business seminar for attendees. 

On Sunday, Oct. 23, Paul Erickson, senior vice president 
for client services at RMSA retail solutions, will present a 
seminar titled “Inventory Is Your Retail Heart. Is It Healthy?” 

The free seminar will be held at 8:30 a.m. (the show 
opens at 7 a.m.), and continental breakfast will be served. 

“With the landscape changing for wholesalers and retail-
ers with the onslaught of online, we need to be empowering 
our retailers to be the best they can be,” Wegmann said.  ●

FMNC Continued from page 1

NEW TO THE SHOW: Connie Roberson, left, and Ozka Cashmere House, right, were 
among the new exhibitors showing at the recent Fashion Market Northern California show 
in San Mateo, Calif. 

RETAIL MIX: Fashion Market Northern California exhibitors said they saw 
retailers from across the Pacific Northwest as well as some traveling from the 
Midwest and East Coast.

TRADE SHOW REPORT

TECHNOLOGY OBITUARY

Rosenthal & Rosenthal, a finance 
company specializing in factoring and 
asset-based lending, announced it is 
starting a new division called Rosenthal 
Trade Capital to provide alternative 
inventory-financing solutions to cash-
constrained companies.

Heading up the new division will be 
Paul Schuldiner, who on July 1 became 
senior vice president of Rosenthal Trade 
Capital. Previously, he was a partner and 
managing director of business develop-
ment at King Trade Capital, where he 
was responsible for providing purchase-
order financing and contract financing 
for small to middle-market companies. 
In his new role, he will be responsible 
for driving Rosenthal Trade Capital’s 
business strategy.

Joining him at Rosenthal Trade Capi-
tal is Jennifer Draffkorn, who previous-
ly was at Wells Fargo Capital Finance. 
Draffkorn will be responsible for port-
folio management and underwriting. 

“We are thrilled to launch our new-
est division, Rosenthal Trade Capital, 

so that we can continue to provide the 
kinds of services and financing products 
that fit our clients’ individual and often 
complex needs,” said Peter Rosenthal, 
president of the company, which was 
founded in 1938. 

Rosenthal Trade Capital will serve 
importers, exporters, wholesalers, as-
semblers and light manufacturers that 
face challenges such as seasonality and 
rapid growth to undercapitalization and 
turnaround situations.

The division will be offering alterna-
tive inventory financing solutions that 
include purchase-order financing for 
international and domestic presold in-
ventory purchases, production financing 
for light manufacturing and assembly 
businesses, and government-contract 
financing. 

Rosenthal & Rosenthal’s clients 
come from a wide spectrum of indus-
tries including manufacturing, apparel, 
food, beverages, technology, jewelry, 
accessories, real estate and art lending.

—Deborah Belgum 

Rosenthal & Rosenthal Launches 
New Division With New Hires Terese Virginia Ventre—

known to her friends, famil-
iar and colleagues as Terr—
died on June 23 after a short 
battle with lung cancer. She 
was 62 years old. 

Ventre founded the Terry 
Ventre Showroom in New 
York, which this year cel-
ebrated its 25th anniversary. 
Ventre’s husband, Elliot 
Zolot, was her partner in 
the business, which repre-
sented apparel labels such as 
Equestrian Designs, A’nue 
Ligne ,  Finley ,  Kinross 
Cashmere, Moyuru Inter-
national and Babette. 

Originally from Mas-
sachusetts, Ventre got her 
start in fashion working for 
retailers such as Louis of 
Boston and Ann Taylor 
and operating her own retail 
stores, Ginna and Ragtime, on Massachusetts’ 
Nantucket island.

For more than two decades, Ventre repre-
sented Equestrian Designs, said Rick Ledesma, 
who owns the Santa Barbara, Calif.–based con-

temporary apparel collection 
with his wife, Iona Marshal, 
who designs the collection. 

“Terry Ventre was an icon 
in the industry, respected 
and held in high esteem by 
her peers from the Midwest 
to Canada and down the East 
Coast,” Ledema said. “There 
is a hole in fashion, and 
many are feeling tremendous 
sorrow.” 

In addition to her hus-
band, Ventre is survived 
by her children, Harry and 
Ruby. 

New York’s Central Park 
was one of Ventre’s favor-
ite places to run, walk, and 
meet friends and loved ones. 
A park bench will be donat-
ed in her name. Anyone in-
terested in contributing can 
make a donation in her name 

to www.centralparknyc.org/ventre. Donations in 
Ventre’s name can also be made to the Ameri-
can Cancer Society. Memorials will be held in 
the Fall in New York, Nantucket, Chicago and 
Miami.—Alison A. Nieder

Showroom Owner Terry Ventre, 62

Terry Ventre
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July 16
Swim Show
Miami Beach Convention Center
Miami Beach, Fla.
Through July 19

Cabana
Collins Park
Miami Beach, Fla.
Through July 18

Hammock
W South Beach
South Beach, Fla.
Through July 18

July 17
Project
MRket
Project Sole
The Tents
Javits Center
New York
Through July 19

July 18
Coast
New World Center
Miami Beach, Fla.
Through July 19

Agenda
Mana Wynwood
Miami
Through July 19

Digital Experience Workshop
Terranea Resort
Rancho Palos Verdes, Calif.
Through July 20

57th India International Garment 
Fair
Pragati Maidan
New Delhi
Through July 20

July 19
Première Vision
Pier 94
New York
Through July 20

LA Swim Week
Skirball Cultural Center
Los Angeles
Through July 20

SpinExpo
Greenpoint
Brooklyn, N.Y.
Through July 21

“Why Do I Need a Business 
Plan” webinar by FBI
online

July 20
Market
LA Mart
Los Angeles
Through July 25

July 22
LAMKT
LA Convention Center
Los Angeles
Through July 25

July 26
Colombiamoda
Medellín, Colombia
Through July 28

“Business Plan Workshop,” 
presented by FBI
California Market Center, A792
Los Angeles

July 31
Accessories The Show
Fame
Moda Manhattan

The Javits Center
New York
Through Aug. 2

CurveNY
Javits Center
New York
Through Aug. 2

Intermezzo
Javits Center
New York
Through Aug. 2

Aug. 1
Los Angeles Fashion Market
California Market Center
Cooper Design Space
The New Mart
Gerry Building
824 Building
Lady Liberty Building
Primrose Design Building
Academy Awards Building
Los Angeles
Through Aug. 4

Select
ALT
Transit
California Market Center
Los Angeles
Through Aug. 3

LA Gift & Home Market
LA Kids’ Market
California Market Center
Los Angeles
Through Aug. 4

Aug. 3
DG Expo Fabric & Trim Show
Hotel Pennsylvania
New York
Through Aug. 4

Outdoor Retailer
Salt Palace Convention Center
Salt Lake City
Through Aug. 6

Aug. 4
Atlanta Apparel
AmericasMart
Atlanta
Through Aug. 8

Aug. 6
“Intro to Pointcarré,” presented 
by FBI
California Market Center, A792
Los Angeles

Westcoast Trend Show
Embassy Suites LAX North
Los Angeles
Through Aug. 8

Aug. 7
Stylemax
Merchandise Mart
Chicago
Through Aug. 9

Aug. 8
Swim Collective
Hyatt Regency
Huntington Beach, Calif.
Through Aug. 9 

Aug. 9
Printsource
Metropolitan Pavilion
New York
Through Aug. 10

Aug. 10
Dallas Apparel & Accessories 
Market
Dallas Market Center
Dallas
Through Aug. 13

FIG
Fashion Industry Gallery
Dallas
Through Aug. 12

Aug. 11
Active Collective
Hyatt Regency
Huntington Beach, Calif.
Through Aug. 12

Aug. 13
Offprice
Sands Expo
Las Vegas
Through Aug. 16

Aug. 14
Sourcing at MAGIC
Footwear Sourcing at MAGIC
Las Vegas Convention Center
Las Vegas
Through Aug. 17

Aug. 15
Project 
Project Women’s
The Tents
Pooltradeshow
The Collective
MRket
Stitch 
Accessories The Show
CurveNV
Mandalay Bay
Las Vegas
Through Aug. 17

WWDMAGIC
FN Platform
WSA@MAGIC
Children’s Club
Las Vegas Convention Center
Las Vegas
Through Aug. 17

Liberty
Sands Expo
Las Vegas
Through Aug. 17

WWIN
Rio All-Suite Hotel & Casino
Las Vegas
Through Aug. 18

Agenda
Sands Expo
Las Vegas
Through Aug. 17

KidShow
Bally’s
Las Vegas
Through Aug. 17

ISAM
Las Vegas Convention Center
Las Vegas
Through Aug. 17

“How to Start and Grow a 
Fashion Brand That Sells,” 
presented by FAB Counsel
Venue TBD
Los Angeles

Aug. 21
Fashion Market Northern 
California
San Mateo Event Center
San Mateo, Calif.
Through Aug. 23
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Electronics For Imaging Inc., a printing 
technology firm based in Fremont, Calif., 
has acquired Israel-based design software 
firm Optitex Ltd. for approximately $52.8 
million. 

Optitex produces 2-D and 3-D fashion 
design and prototyping software for textile 
designers, retailers, brands and manufactur-
ers, including Under Armour, Coach, Levi 
Strauss & Co., Theory, Chico’s, Perry El-
lis and Patagonia. With offices in the U.S., 
Italy, India, Hong Kong and Israel, Optitex 
has a staff of 100, who will be joining EFI. 
Optitex Chief Executive Officer Asaf Lan-
dau will serve as general manager of EFI 
Optitex. 

“We are thrilled to add the Optitex team 
and its fast-growing base of industry-leading 
customers to the EFI family,” said Gabriel 
Matsliach, senior vice president and general 
manager, EFI Productivity Software, in a 
statement. “Optitex technology, combined 
with EFI Reggiani digital printers, will ex-
pand our textile ecosystem and help our cus-
tomers set new standards for time-to-market, 
on-demand manufacturing, cost efficiency 
and automation in the textile industry.”

Optitex will be integrated into EFI’s pro-
ductivity software business unit. Optitex’s 

portfolio includes the 3-D Product Creation 
Suite, the  2-D Pattern Making Suite, the   
Cutting Room Optimization Suite and the 
Marker Making Suite. 

“We are very excited to join the EFI fami-
ly,” Landau said. “EFI’s global presence, ho-
listic solution approach, strong professional 
services abilities, and growing portfolio of 
innovative textile industry–specific products 
will be of great benefit to the leading com-
panies we serve worldwide in the fashion, 
automotive, aerospace and technical textiles 
industries. I am truly enthusiastic about what 
is to come for these industries in the years 
ahead.”

The acquisition expands EFI’s “textile 
ecosystem” with the addition of Optitex’s 
position as a 3-D textile design software pro-
vider and access to Optitex customers. 

EFI develops technology solutions for the 
manufacturing of signage, packaging, tex-
tiles, ceramic tiles and personalized docu-
ments. The company produces printers and 
inks as well as a production workflow suite 
designed to streamline the production pro-
cess. Optitex’s integrated 2-D/3-D digital 
textile platform is designed to support inno-
vation while reducing cost and accelerating 
time to market.—Alison A. Nieder

Silicon Valley–Based EFI Acquires Optitex

The California Market Center is launch-
ing a new trade show focused on the off-
price market. 

Off-Price at Majors will launch Sept. 
26–28 during Los Angeles Majors Market 
at the CMC. 

The new show will be held in the CMC’s 
newly renovated 8C Pavilion and will fea-

ture an open-booth format. 
The new 8C Pavilion features an L-shaped 

space with views of downtown Los Angeles 
and a separate, enclosed space with glass 
walls. Together the spaces encompass13,000 
square feet.

For more information, visit www.cmcdtla.
offprice.—A.A.N.

Off-Price Show to Bow at CMC in September

Irvine, Calif.–based ASICS America 
Corp., the U.S. headquarters of Japanese 
footwear and athletic apparel brand ASICS, 
has named sportswear industry veteran An-
drew Richard vice president of regional sales 
for the U.S., Canada, Mexico and Brazil.

Richard has more than two decades of ex-
perience in sales for athletic apparel. Most 
recently, he was global head of merchandis-
ing for footwear at Puma. His career includes 
leading national sales and merchandising for 

Timberland and Reebok. 
“Andy brings a wealth of sales expertise to 

ASICS and we are thrilled to welcome him to 
the team in this imperative role,” said Gene 
McCarthy, ASICS America Group chief ex-
ecutive officer and president, in a company 
statement. “As our industry continues to shift, 
we must continue to evolve. With Andy and 
his deep industry knowledge at the helm, we 
are positioning ourselves for great success 
within the marketplace.”—A.A.N.

New Vice President at ASICS America

Activewear trade show Active Collective 
will expand to the East Coast in January. 

The move to New York is one that Shan-
non Leggett, executive show director of Ac-
tive Collective and its sister show, Swim 
Collective, has had on his agenda since 
launching the activewear and athleisure 
show last year. 

Active Collective will bow its first East 
Coast edition Jan. 26–27 at the Metropolitan 
Pavilion in New York’s Chelsea neighbor-
hood. Organizers anticipate drawing more de-
partment-store buyers to the New York show, 
which will also feature a “Media Upfronts” 
platform where brands will have a chance to 
pitch their collections to fashion editors. 

Leggett said Active Collective’s New 
York edition will continue its focus on the 
athleisure movement and all categories of 
activewear—including a separate section 
devoted to men’s activewear and athleisure 
brands.

“We expect the New York show to feature 
more designer and contemporary brands 
with a focus on bringing more East Coast 
and European retailers to the show,” he said. 
“Currently, it’s hard for retailers to fly from 

[Europe] to California for a two-day show.” 
Active Collective’s New York debut will 

come on the heels of the show’s West Coast 
edition in Huntington Beach, Calif. For the 
Jan. 13–14 run, Active Collective will run 
concurrently with Swim Collective at the 
Hyatt Regency Huntington Beach. 

Next month, the two shows will be held 
back to back at the Hyatt in Huntington 
Beach. Swim Collective will be held Aug. 
8–9 and Active Collective will be held Aug. 
11–12. 

Leggett has even more changes planned 
for the two shows next year. Next summer, 
Swim Collective will shift its schedule from 
August to July, where it will be held at the 
Hyatt concurrently with a new trade show 
Leggett is organizing called The Beach Col-
lective. The upscale contemporary designer 
show will be held at the new Pasea Hotel, 
located next to the Hyatt. Leggett, who host-
ed the first Swim Collective show in 2011, 
plans to add a third Swim Collective show in 
November as well. 

For more information, visit http://swim-
collective.com and http://activewearcollec-
tive.com.—A.A.N.

Active Collective Expands to NY, Swim 
Collective Shifts Dates in 2017
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and Kate Winslet gracing the pag-
es of Vogue and other top fashion 
magazines. 

The result was that revenues 
fluctuated and a revolving door of 
executives tried their hand at rein-
venting the label.

Now the company is under 
the helm of Bruce Fetter, who 
first arrived at St. John in 1997 
and has had a number of differ-
ent titles—from co–chief ex-
ecutive to president and chief 
operating officer. Fetter left a 
couple of times when new chief 
executives came on board. But 
18 months ago he returned to 
take over the top spot. 

In a departure from previous 
years, Fetter’s arrival as the new 
chief executive, chief operating 
officer and president was not her-
alded in the usual press release 
sent out to business publications. 
He kind of slipped in unannounced. “It would have been a little 
awkward to say, ‘Ta-da. Here he is again.’ It is an unusual sto-
ry,” Fetter said inside his wood-paneled office, which looks out 
on a verdant lawn in a well-manicured industrial park in Irvine, 
Calif., where the company is headquartered. 

Fetter left St. John in 2011 to do a short stint as chief operat-
ing officer at James Perse Enterprises. Then he was interim 
chief operating officer at Cabi—Carol Anderson by Invita-
tion—for nearly two years.

But upon the departure in late 2014 of Geoffroy van    
Raemdonck, who had come from Louis Vuitton and left af-
ter a little more than a year to work for Ralph Lauren in 
Europe, Fetter stepped in to take over where he left off.

Under his guidance, the company is rebuilding its core cus-
tomer base and trying to bring new customers into the 23 stores 
that St. John maintains as well as entice shoppers to the luxury 
department stores that carry St. John, such as Neiman Marcus, 
Nordstrom, Saks Fifth Avenue and Bloomingdale’s. 

“We are very fortunate to have a dedicated and committed 
customer,” Fetter said diplomatically. ‘We are not running away 
from her but looking for like-minded customers who have the 
same lifestyle, the same level of affluence and same interests 
and needs. It is someone who is aware of the brand but may 
have a pre-conceived idea.”

The new CEO isn’t shy about saying that the St. John cus-
tomer is probably a 40-plus woman who can afford to spend 
about $2,000 for a knit suit or $900 to $1,600 for a dress. “Ev-
erybody would love to have a younger customer, but realisti-
cally our customer has reached a place in her life where she is 
successful enough to afford beautiful things and a lifestyle that 
requires or desires to dress well and look well,” he noted. 

Gone are the slick magazine ads with well-paid celebrity 
models. Gone are the extensive runway shows in Orange Coun-
ty for loyal customers. Instead, Tiffany Anastasakis, St. John 
Knits’ senior vice president of marketing and communications, 
has been organizing conversations with professional women to 
introduce the St. John brand. 

In New York, St. John put together an event last May where 
Jill Kaplan, publisher of Crain’s New York Business, and Kara 
Medoff Barnett, executive director of the American Ballet 
Theater, were in the St. John boutique to discuss how they got 
to where they were in their careers. 

Recently, St. John had a Beverly Hills store gathering where 
Mary Ta, who specializes in interior design and furniture at her 
two showrooms, Minotti LA and Mass Beverly, talked to in-
vited guests about modern design and style. 

“We get to meet women who are interested in successful 
and interesting individuals,” Fetter said. “It is us trying to cast 
a wider net and reach a potential new customer. … If we can 
capture a little information about her and her needs, we might 
be a match for some part of her wardrobe.”

In addition to conversations, social media has become more 
important for the company with constant updating on Face-
book as well as posts on Pinterest and Instagram. The com-
pany works with fashion bloggers too, such as Jacey Duprie 

of Damsel in Dior, who posted a photo of herself wearing a 
textural twill fringed knit jacket by St. John. 

Last October, the company launched a new e-commerce 
site. Previously, St. John Knits relied on Nordstrom to operate 
its online shopping site. Before that, it was under the auspices 
of Neiman Marcus.

New frontiers

While maintaining its core customer, the decades-old com-
pany is trying to appeal to a fashion-forward client that has dif-
ferent needs. With that in mind, St. John Knits is relaunching 
its sport collection for Resort 2017. It has a casual feel without 
taking the athleisure route. 

The St. John Sport collection has items such as joggers, 
sweaters, wide-legged pants, side-striped track pants, knit 
bomber jackets and stretch twill parkas that retail for $195 to 
$995.

“We listened to our customers carefully and what we heard 
loud and clear is that she has needs we had not been filling,” 
Fetter said. “We had a successful sport collection at one time. 
We never stopped totally having a casual component. The 
world is getting more casual and we need to move with it.”

Still, the company is not back in the old days when the core 
customer liked things more conservative. Los Angeles power 
attorney Gloria Allred used to wear St. John outfits for work 
more than 90 percent of the time. Now it is a little more than 
half the time, and she is looking at other big-name designers to 
fill some of her needs. 

She complained that many of 
the knit suits come with skirts but 
not with pants, which are more 
practical for the woman on the 
go.

“It used to be a very reliable 
source of clothing for me,” she 
said. “It appears they are empha-
sizing eveningwear and sports-
wear, and there is not as much for 
the businesswoman like myself.”

Eveningwear is one of the 
categories that St. John Knits 
is hoping to expand. Currently, 
it makes up about 24 percent 
of revenues, a slight increase 
from nearly a decade ago when 
it accounted for 20 percent. The 
core knit suit makes up 50 per-
cent of sales.

“For years, women have come 
to St. John and we haven’t given 
her as broad an assortment [in 
eveningwear and special occa-
sion dresses] as we would like,” 
Fetter said. “We feel strongly that 

it is something we can do in a special way.”
The push to expand eveningwear comes after St. John re-

cently bought back its Chinese license and is hoping to expand 
into that country, which has the second largest economy in the 
world and nearly 1.4 billion people—more than four times the 
population of the United States. 

Expansion into China will no doubt be helped by Fosun 
International, which took a minority stake in St. John Knits 
a few years ago. Vestar Capital Partners, a New York private-
equity firm, continues to be the majority owner.

Fosun Chief Executive Liang Xinjin likes to buy reasonably 
valued companies and improve their worth by helping them do 
well in China. Since Fosun’s investment, Fetter said the Chi-

nese company has members on the St. John Knits board who 
bring considerable knowledge about the Chinese market. “It is 
a big opportunity for us as a brand,” he noted. 

Still, the United States makes up 90 percent of St. John 
Knits’ revenues, which at one time were near $400 million. 
The company declined to release recent revenue numbers 
but said same-store sales have been up in the single-digit 
range the past two years. 

About 70 percent of the St. John collection is manufac-
tured in several big buildings in the Irvine industrial park 
with another 100,000-square-foot factory in Tijuana. With 
between 1,000 to 2,000 workers at its knitting, sewing and 
dyeing factories, St. John is the largest flat-knitting factory 
in the United States with some 300 knitting machines.

GSA Design, an independent sewing contractor with 
about 300 employees in Glendale, Calif., also picks up extra 
work.

Attention to detail is the hallmark of St. John Knits, 
which often dyes its own yarn, knits its own fabric, and cuts 
and sews everything as well as makes its own metallic but-
tons and metal hardware in Tijuana.  

Marie Gray, who at the company is always referred to as 
Mrs. Gray, is still on the board and invited to view every new 
collection designed under the guidance of Greg Myler, who 
has been the senior vice president of design for some 10 years.

“When each collection is finished,” Fetter said, “I invite 
her over to give me feedback. She has an amazing knowl-
edge and adds value. When she speaks, she is always on 
target.” ●

COMPANY PROFILE

Bruce Fetter

St. John Continued from page 1

St. John has a vertical operation that does everything from dyeing its own 
yarn to knitting the fabric and sewing it into high-end garments.

St. John workers press blocks of knit fabric before they are sewn.

St. John’s headquarters in Irvine, Calif.

A St. John employee works on a red-knit jacket that 
takes 10 hours to knit, sew and finish.
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EVENTS

David Hart, David Na-
man, Max ’n Chester, PLAC 
and Private Policy  were 
among the menswear designers 
showing at New York Men’s 
Day, Presented by Cadillac, 
a daylong event held July 11 
at Industria Superstudios in 
New York during New York 
Fashion Week: Mens. 

Now in its third season, NY 
Fashion Week: Mens, held at 
Skylight Clarkson Sq in Man-
hattan, featured a mix of estab-
lished and emerging menswear 
labels, including Costa Mesa, 
Calif.–based Matiere.

David Hart

Max ’n Chester PLAC

David Naman

Private Policy
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California Label Products
13255 S. Broadway
Los Angeles, CA 90061
(310) 523-5800
Fax: (310) 523-5858
Contact: Tasha
www.californialabel.com
info@californialabel.com
Products and Services: California Label Products has been servicing 
the apparel industry for 18 years.  Our In-House Art Department can 
help develop your brand identity with an updated look or provide you 
with a quote on your existing items. Our product list not only consists 
of woven labels, printed labels, heat transfers, size tabs, and custom 
hang tags, but we also have a service bureau with quick turn time 
and great pricing. We are dedicated to setting the hightest standard of 
excellence in our industry.  Above all, we value quality, consistency and 
creating solutions that work for you. Check our website for a full product 
list or call or email us.

Progressive Label
2545 Yates Ave.
Commerce, CA 90040
(323) 415-9770
Fax: (323) 415-9771
Info@progressivelabel.com
www.progressivelabel.com
Products and Services: Progressive Label is dedicated to helping 
companies develop and showcase their brand identity. From logo labels 
and hangtags to care/content labels and price tickets, we will develop, 
produce, and distribute your trim items worldwide. We specialize in pro-
ducing custom products that will meet your design and merchandising 
needs. We successfully launched production of RFID price tickets last 
year.  This demand is being greatly driven by the big retailers such as 
Macy’s and Target.  Our growth and market dynamics have resulted in 
opening up a production center in Tijuana, Mexico.  We have also added 
advanced die cutter technology in our Los Angeles production center 
to streamline our production efforts and to strengthen our packaging 
capabilities.  A very important part of our business is FLASHTRAK, our 

online ordering system for price tickets, custom products and care 
labels. Our mission is to deliver high-quality products at competitive 
prices, wherever they are needed for production. We understand the 
rush nature of this industry and strive to meet the tight deadlines 
facing our customers.
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be responsible for any errors or omissions 
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FIT MODELS PATCH SUPPLY

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

SEWING MACHINE SERVICES

MODEL SERVICES

COMPUTER SERVICES

BUSINESS TO BUSINESS

SOLUTIONS
• Network Support
• Help Desk
• On-Site Technical Support
• Remote Support
• Disaster Recovery
• Wireless Access Points  
  (WAP/WIFD)

DATA CABLING
• Office, Showroom, Warehouse,    
 Structure Cabling
COMPUTER SERVICES
• Laptop/Desktop Support
• Data Recovery
• Pick-up/Delivery Service

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

www.B2BGeeks.com

Minneapolis-based sun-protective apparel and accessories maker 
Coolibar Inc. has been acquired by Olivarius Hospitality Cali-
fornia, a Santa Barbara, Calif.–based company owned by Olivier 
Leclercq. 

“We are excited by the opportunity to continue growing our busi-
ness with a new owner that is deeply passionate about our mission 
to inspire healthy outdoor living as well as transforming Coolibar 
into the global standard for sun-protective clothing,” said Kendra 
Reichenau, Coolibar chief executive officer, in a company statement. 

Founded in 2001, Coolibar designs, manufactures and markets 
premium sun-protective clothing and accessories for men, women 

and children. The company’s products, which provide UPF 50+ pro-
tection from ultraviolet rays, have the Skin Cancer Foundation’s 
seal of recommendation.

“As a long-time Coolibar customer and active outdoor sportsman, 
I am deeply committed to the Coolibar mission to provide premium 
sun protection from the damaging effects of the sun. I look forward to 
lending expertise in the areas of global expansion and growth strate-
gies from the Minneapolis-based headquarters,” said Leclercq, Oli-
varius’ chairman of the company, which operates the Olivarius hotels 
in France. He is the former chairman of French sporting-goods retail 
chain Decathlon.—Alison A. Nieder

NEWS

Coolibar Acquired by California Company
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Real Estate
“You’re off to great places! Today is your day!
Your mountain is waiting, So get on your way.”
Dr. Seuss

Showrooms
Studios
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213-627-3754
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call Jeffery at
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Buy, Sell and Trade

PRODUCTION	GRADER/MARKER

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

Size	Women.	Well-versed	in	Pri	vate	La	bel

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

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

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

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

us	ing	PAD	sys	tem.	Send	re	sume	to:	

tla	man	tain@	sel	fest	eemc	loth	ing.	com

••TECHNICAL	DESIGNER

Min	i	mum	4	years	ex	pe	ri	ence	in	all	bot	toms.

Must	have	pat	tern	mak	ing	knowl	edge.	Con	duct

fit	tings,	spec	gar	ments.	Pro	fi	cient	in	ex	cel	and

word	pro	grams	a	must.	Ex	cel	lent	com	mu	ni	ca	‐

tion	skills-writ	ten	&	ver	bal.	Im	port	ex	pe	ri	ence

re	quired.	Ef	fi	cient	&	able	to	hit	dead	lines	in	a

fast	paced	en	vi	ron	ment.

Email	re	sume	to:	job@	blu	epla	neti	nt.	com

JUNIOR	&	CONTEMPORARY	DESIGNER	+

ASSISTANT

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

Ju	nior	&	Con	tem	po	rary	Se	nior	De	signer	with	5+

years’	ex	pe	ri	ence	and	De	signer	As	sis	tant	with

2+	years’	ex	pe	ri	ence.	Please	send	re	sume	and

port	fo	lio	to:	hrp	zlp1@	gmail.	com

SALES	EXECUTIVE	-	JRS	APPAREL

Highly	mo	ti	vated	seller	to	join	our	Sales	Team.

Qual	i	fied	can	di	dates	will	have	es	tab	lished	re	la	‐

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

spe	cialty,	&	big	box—for	brand	&	pri	vate	la	bel

ac	counts.	Can	di	dates	must	have	a	proven

track	record	in	suc	cess	fully	pi	o	neer	ing	new

busi	ness.	Min.	5	yrs	exp.	in	JRS	Mar	ket.	Travel

is	a	must.	Ex	cel	lent	ben	e	fits.	Send	re	sume	to:	

tla	man	tain@	sel	fest	eemc	loth	ing.	com

FIRST	PATTERN	MAKER

PAD	Pat	tern	Mak	ing	Sys	tem	trained.	JRS	fash	‐

ion	tops	&	t-shirts.	Knits,	wo	vens,	cot	ton	jer	sey,

nov	elty	knits,	etc.	Pri	vate	La	bel	&	Branded	

ac	counts.	High-vol	ume.	Work	ing	knowl	edge	of	

Il	lus	tra	tor	for	sketch	ing.	Min	4	yrs	exp.	

Email	to:	tla	man	tain@	sel	fest	eemc	loth	ing.	com

35	YRS	EXP'D

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

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

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

ALL	AR	EAS	Ph	(626-792-4022)

•WE	BUY	ALL	FABRICS	AND

GARMENTS*

WE	BUY	ALL	FAB	RICS	AND	GAR	MENTS.	No	lot

too	small	or	large.	In	clud	ing	sam	ple	room	

in	ven	to	ries	Silks,	Woolens,	Denim,	Knits,	Prints,

Solids	Ap	parel	and	home	fur	nish	ings	fab	rics.

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

gar	ments.	Con	tact	Mar	vin	or	Michael	

STONE	HAR	BOR	(323)	277-2777

WE	BUY	FABRIC!

Ex	cess	rolls,	lots,	sam	ple	yardage,	small	to

large	qty's.	ALL	FAB	RICS!	fab	ricmer	chants.com

Steve	818-219-3002	or	Fab	ric	Mer	chants	323-

267-0010

••SALES	ASSISTANT

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

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

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

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

Email	re	sume:	ariela@	lab	elte	usa.	com

TRIXXI	CLOTHING	COMPANY

We	are	seek	ing	en	er	getic	&	mo	ti	vated	can	di	‐

dates	for:	SPEC	WRITER	/	TECH	DE	SIGN

Po	si	tion	is	re	spon	si	ble	for	spec’ing	and	ap	prov	‐

ing	pre	pro	duc	tion	sam	ples	and	TOP’s	and	

re	leas	ing	pat	terns.	Must	be	able	to	de	velop

cost	sheets	and	spec	sheets	from	sam	ple.	F/T

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

Re	quire	ments:	com	puter	and	sewing	knowl	edge

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

&	com	mu	ni	ca	tion	skills,	works	well	un	der	

pres	sure/dead	lines,	&	be	a	team	player.	

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

WAREHOUSE	MANAGER

Tex	tile	/	Fab	ric	Im	porter	is	seek	ing	a	

WARE	HOUSE	MAN	AGER	in	Down	town	Los	

An	ge	les.	The	ideal	can	di	date	must	be	able	to

read	and	write	in	the	Eng	lish	lan	guage	and	

flu	ency	speak	ing	Span	ish	is	ex	tremely	help	ful.	

Can	di	date	must	have	com	puter	knowl	edge	and

knowl	edge	of	MOD2	soft	ware	is	a	plus.	

Can	di	date	MUST	HAVE	FIVE	years	of	ex	pe	ri	ence

in	WARE	HOUSE	MAN	AGE	MENT	and	past	

ex	pe	ri	ence	in	ship	ping,	fab	ric,	cloth	ing	is	a	plus.

Please	send	a	cover	let	ter	along	with	salary	

his	tory	in	or	der	to	be	con	sid	ered	for	this	

po	si	tion.	Please	email	re	sume	to	

hrre	sumes@	neman.	com
1ST	PATTERN	MAKER

Look	ing	for	a	1st	pat	tern	maker	with	a	min.	of

10	years	of	ex	pe	ri	ence	in	the	con	tem	po	rary

mar	ket.	Knowl	edge	of	qual	ity	con	struc	tion	a

must,	ex	pe	ri	ence	in	knits,	tai	lored	jack	ets	and

shirts	is	es	sen	tial.	Must	ap	pre	ci	ate	the	fit	and

fin	ish	of	a	beau	ti	ful	prod	uct	and	is	able	see	it

through	all	the	stages.	Great	work	ing	en	vi	ron	‐

ment.	Lo	cated	in	Ver	non,	CA.	

Please	e-mail	re	sume	to:	ca	reers@	bai	ley4	4.	com

RECEPTIONIST/CUST.	SERVICE

Fast	paced	cloth	ing	Mnf	seeks	as	sis	tant.

Du	ties	in	clude:	data	en	try,	an	swer	ing	phones,	

cust	sup	port,	etc.	Must	have	strong	

com	mu	ni	ca	tion	and	multi-task	ing	skills,	work	

well	un	der	pres	sure	and	de	tail	ori	en	tated.	

Longer	hrs	may	be	req.	EDI	knowl	edge	a	plus.	

E-mail	re	sume	to:	mon	ica@	bordx.	com

IMPORT	PRODUCTION	COORDINATOR

Look	ing	for	a	highly	mo	ti	vated	per	son	with	3-5

years	exp	in	im	port	pro	duc	tion.	Must	have	

knowl	edge	of	over	seas	gar	ment	pro	duc	tion	&

con	struc	tion.	Know	how	to	read	TECH	PACKS

and	un	der	stand	tech	ni	cal	gar	ment	terms.	Must

be	a	self-starter,	de	tail	ori	ented	in	di	vid	ual	and

have	strong	writ	ten	and	ver	bal	comm.	skills.

Must	be	good	with	fol	low	up.	Com	puter	skills

such	as	Out	look,	Ex	cel	and	Word	are	re	quired.

Please	email	re	sume	to:	

im	port	pro	duc	tion	jobs@	gmail.	com

1ST	TO	PRODUCTION	PATTERNMAKER

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

Pat	tern	maker,	able	to	do	own	pro	duc	tion.	Must

know	Tuka.	Min.	14	years	ex	pe	ri	ence	gar	ment

dye	knowl	edge	pre	ferred.	

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

ROAD	REP	&	ACCOUNT	EXECUTIVE

NEEDED

L.A.	based	con	tem	po	rary	line	seek	ing	an	

en	thu	si	as	tic	strong	sales	per	son	with	a	mo	ti	‐

vated	proven	track	record	&	sales	ex	pe	ri	ence.

Can	di	date	must	have	re	la	tion	ships	with	cur	rent

ma	jor	store	con	tacts.	Com	puter	skills	&	travel

is	must.	Send	re	sume	&	salary	his	tory	to:	

rita@	dan	ielr	ainn.	com

INTERNATIONAL	SALES	REP

Gar	ment	ven	dor	in	China	look	ing	for	In	ter	na	‐

tional	sales.	Can	di	dates	will	have	es	tab	lished	

re	la	tion	ships	w/na	tional	re	tail	ers	or	im	porters.	

Can	di	dates	must	be	na	tive,	have	a	proven

track	record	in	suc	cess	fully	pi	o	neer	ing	new

busi	ness.	Min.	10	yrs	exp.	in	Mar	ket.	

Send	re	sume	to:	mike@	new	wayt	exti	le.	com

ADMINISTRATIVE	ASSISTANT	NEEDED

L.	A.	Based	con	tem	po	rary	line.	We’re	look	ing

for	a	fast	learner	who	pays	close	at	ten	tion	to

de	tail	while	com	plet	ing	high	vol	umes	of	work.

Must	have	one	year	ex	pe	ri	ence	in	the	whole	‐

sale	in	dus	try	as	an	Ad	min	is	tra	tive	As	sis	tant	and

be	pro	fi	cient	with	Word	and	Ex	cel,	a	plus	if

knowl	edge	with	AIMS	and	Il	lus	tra	tor.	Email	

Res.	with	sal.	his	tory	to:	rita@	dan	ielr	ainn.	com	
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Jobs Available Jobs Available Jobs Available

CUSTOMER	SERVICE

A	premium	denim	LA	based	company	is	seeking

for	a	customer	service.	Duties	will	include	but	not

limited	 to	 data	 entry,	 shipping	 and	 invoicing.

Must	 have	 strong	 written	 and	 verbal

communication	 skills.	 Must	 be	 proficient	 in

excel,	 word,	 outlook	 and	 PAS.	 Must	 have	 a

minimum	of	2	years	in	the	denim	industry.	E-mail

resume	and	salary	requirement	to:	info@blackor

chiddenim.com

PRODUCTION	ASST

Min	 5	 yrs	 experience	 for	 established,	 stable

apparel	manufacturer	 in	business	19	years.	We

are	 looking	 for	 a	 responsible,	 detail	 oriented

person.	 This	 multi-tasking	 position	 includes

purchasing	 trim,	 fabric,	 issuing	 cutting	 tickets

and	 work	 orders	 to	 sub-contractors	 for

embellishment.	 Must	 be	 good	 with	 follow	 up.

Computer	skills	such	as	Outlook,	Excel	and	Word

are	 required.	 Must	 speak	 and	 write	 English,

Spanish	 speaking	 is	 considered	 a	 plus.

Background	check	required.	Please	fax	resume	to

888-677-5579	or	 email	 to	 info@kingsburyunifor

ms.com.	 Do	 NOT	 send	 your	 resume	 as	 an

attachment,	please	cut	&	paste	your	resume	into

the	 body	 of	 your	 email.	Location:	 Torrance/	 So

Gardena	 area.	*	 Compensation:	 $	 15-19/hr	 Full

Time	+	health	benefits

SALES	REPRESENTATIVE	-	MISSY	(LOS

ANGELES	OR	NY)

New	misses	and	plus	size	knitwear	line	seeking

talented	 Sales	 Representative	 to	 be	 located

either	 in	 Los	Angeles,	CA	or	NY.	Must	 have	an

active	 department	 store,	 major	 retail	 or

specialty	 store	 relationships	 to	 bring	 to	 the

table.	Please	email	resume	to:	liz@lunajai.com

ASSISTANT	DESIGNER

Assisting	 Head	 Designer	 for	 design,	 trim,	 &

fabric	sourcing	for	the	junior/young	missy	market

for	 an	 LA	 Import	 Garment	 Manufacturer.

Minimum	2	years	experience.	Good	computer	&

graphic	 skills	 on	 Photoshop.	 E-mail	 Resume

sammy@majorapparelgroup.com

PROD.	PATTERNMAKER

EXP.	 DENIM	 PATTERNMAKER	 NEEDED.	 MIN.	 5

YRS	IN	DENIM	EXP	A	MUST.	PREMIUM	DENIM	EXP

PREFERRED.	 TUKA	 SYSTEM	 EXP	 A	 PLUS.

RESUME	W/SALARY	HISTORY	A	MUST	 FAX:	323-

488-9781	EMAIL:	heathery@bleu-la.com

TECHNICAL	DESIGNER	FOR	OUR	MISSY

DIVISION

•	 Minimum	 3-5	 years	 experience	 •	 Illustrator,

photoshop,	 Excel	•	 Create	 tech	 packs	 for

overseas	 &	 domestic	 vendors•	 Experienced	 in

conducting	fittings,	generating	fit	comments...	•

Pattern	 making	 knowledge	 a	 plus	 •	 Excellent

communication	skills	–	written	&	verbal	•	Team

player	and	works	well	with	others.	Send	resume

to	vitae101@gmail.com

PATTERNMAKER

We	are	currently	looking	for	a	Patternmaker	with

Sportswear	or	Activewear	experience.Ability	to

organize	 work,	 manage	 time	 and	 schedule

projects	 to	 meet	 deadlines.	1st	 through

production	 patternmaking	 for	 the	 creation	 and

execution	 of	 Sportswear	 product.	 Expertise	 at

garment	 fit,	 construction,	 textiles,	 shrinkage.

Qualification	 Requirements	 □	 Knowledge	 of

garment	 wash,	 dye	 wash	 □	 Experience	 in

Sportswear	 or	 Active	 wear	 □	 Knowledge	 and

experience	with	Gerber	and	Illustrator.	We	offer	a

competitive	compensation	and	benefit	package

including	 health,	 dental,	 401K,	 paid	 vacation,

and	 product	 discount.	Please	 submit	 your

resume	and	salary	history	to	hrdept@mbwswim.

com

PRODUCT	DEVELOPMENT	COORDINATOR

AND	MERCHANDISING	COORDINATOR

Santa	Monica	based	company	seeks:	•PRODUCT

DEVELOPMENT	COORDINATOR•	5+	yrs	exp.	 in

evaluating	 material	 performance	 &

communicating	 across	 multiple	 product

categories.	 Organized.	 Detail-oriented.	 Strong

time	mgmt.	skills.	Excl.	written	&	verbal	comm.

skills.	 Computer	 literate.	 •MERCHANDISING

COORDINATOR•	5+	yrs	exp.	in	Merchandising	&

Product	 Development.	 Excel,	 Illustrator,

Photoshop	 w/	 strong	 collaboration,	 analytical,

organizational	 and	 priorit izing	 skills.	 Fashion

Merchandising	 degree	 preferred.	GREAT

BENEFITS.	 BOTH	 F/T	Fax	resumes	to	(310)828-

0091	or	email	koirecruiter@koihappiness.com
DESIGNER

Fast	 growing	 contemporary	 company	 seeks

Designer	for	womens	sportwear	wovens	&	cut	&

sew	knits.	Candidate	must	have	flair	for	fashion

and	 detail,	 and	 be	 proficient	 in	 Adobe

Photoshop/Illustrator	&	Microsoft	Office.	Please

send	portfolio	samples	and	resumes	with	salary

history	to	jobshr000@gmail.com

APPAREL	BOTTOMS	COMPANY	SEEKING

INDIVIDUALS	TO	FILL	THE	FOLLOWING

POSITION.	INCREDIBLE	OPPORTUNITY	FOR

THE	RIGHT	INDIVIDUALS

IMPORT	 PRODUCTION

COORD./MERCHANDISER	Highly	 motivated

person	with	2-3	years	exp.	in	the	junior/special

sizes	denim	bottoms	market	needed	to	assist	in

import	 production.	•	 Must	 have	 well	 rounded

knowledge	 of	 overseas	 garment	 production	 &

construction	•	Know	how	to	read	TECHPACKS	and

understand	 technical	 garment	 terms.	 •

Experience	with	measuring	garments	as	well	as

approving	 finished	 garments,	 lab-dips,	 fabrics,

etc.	 •	Must	 be	 a	 self-starter,	 detail	 oriented

individual	 and	 have	 strong	 written	 and	 verbal

comm.	 skills.	Email	to	hrdept229@gmail.com	or

fax	resume	with	salary	history	to:	(323)	657-5344

TRIM	ASSISTANT

Karen	 Kane	 is	 seeking	 to	 fill	 a	 trim	 assistant

position.The	person	will	be	responsible	for	filling

trim	orders	for	cuts	•Data	entry	of	cut	t ickets,

POs,	 receipts	 •Prior	 experience	 in	 a	 Trim	dept.

and/or	minimum	of	 2	 years’	 experience.	 in	 the

industry	 •Strong	 communication	 skills,	 oral	 &

written	 •Strong	 MS	 Office	 skills,	 especially

Excel	 •AS400/VPS	 software	 knowledge	 a	 plus

•Bilingual	 English/Spanish	 a	 plus	 Fax	 resume

with	salary	history	to	323-277-6830	or	email	in

PDF	or	Word	format	only	to	resumes@karenkane.

com

ONE	OF	THE	LARGEST	AND	FASTEST

GROWING	TEXTILE	COMPANIES	IN	THE	USA

Looking	 to	 hire	 for	 full	 t ime	 position:	 1.

Import /Prod'n	2.	 Secretary/Cust.	 Support	 Pls.

contact:	abraham@paramounttextile.com

SPEC	WRITER

Immediate	opportunity	for	a	detail	oriented	and

well	 organized	 individual	 who	 will	 be

responsible	for	writ ing	spec	sheets	and	sending

sample	 approvals	 to	 buyer.	Must	 be	 computer

literate	 in	 excel,	 illustrator/Photoshop	 and	 be

able	 to	work	well	under	pressure.	Fax	 resumes

(323)	887-8484

PATTERN	MAKER

Karen	 Kane	 is	 seeking	 a	 1st	 thru	 production

pattern	 maker	 for	 its	 established	 better

sportswear	division	and	emerging	contemporary

divisions.	 Strong	 communication	 skills,

attention	 to	 detail,	 great	 organization	 skills,

self-motivated,	 energetic.	 Computer	 literacy	 a

must,	knowledge	of	Gerber	system	is	beneficial.

Bilingual	 a	 plus.	 Min	 2	 yrs	 experience.	 Fax

resume	with	 salary	history	 to	323-277-6830	or

email	 in	 PDF	 or	 Word	 format	 only	 to:

resumes@karenkane.com

EDI	&	LOGISTICS	COORDINATOR

We	 are	 looking	 for	 an	 experienced	 EDI	 &

Logistics	 Coordinator	 to	 join	 our	 team.

Receiving	 and	 processing	 EDI	 orders.	 Creating

UPC's.	Preparing	shipping	documents,	arranging

pick	 up.	 Must	 have	 knowledge	 of	 GXS	 Inovis

Catalog.	GXS	DiCentral.	 3-5	 years'	 experience.

Please	send	resume	to	careers@moda-luxe.com

TRIM	BUYER

NYDJ	 Apparel	 is	 seeking	 an	 experienced	 Trim

Buyer	to	lead	trim	development	and	buying	for

the	 company.	 Interact	 with	 product	 teams	 to

ensure	 appropriate	 inventory,	 with	 the	 goal	 of

on-time	delivery	of	finished	goods.	Continuously

analyze	production	and	calendars,	while	seeking

cost	 savings	 or	 other	 efficiencies.	Excellent

benefits	 &	 work	 environment.	No	 phone	 calls

please.	Send	resume	and	salary	history	to:	eric.

ueno@nydj.com

TECHNICAL	DESIGNER

NYDJ	 Apparel	 is	 seeking	 an	 experienced

Technical	Designer.	Creation	and	updating	of	all

First	to	Production	Technical	Packages	for	Missy,

Petite	and	Women	Divisions.	 Lead	fit	 sessions

and	 send	 pattern	 corrections	 to	 the	 overseas

factories.	Track	 sample	 submissions.	 Excellent

benefits	 &	 work	 environment.	No	 phone	 calls

please.	Send	resume	and	salary	history	to:	eric.

ueno@nydj.com
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In Tough Times, Mark Zunino 

Opens Lavish Couture House

It’s an era marked by retailers closing stores and scaling 

back, but Mark Zunino, a Beverly Hills, Calif., couturier, un-

veiled a 5,500-square-foot atelier with a staff of 40 people.

In early January, Zunino produced a grand debut party 

overflowing with champagne and guests at his Mark Zunino 

Couture at 181 N. Robertson Blvd. Photographers, friends 

and revelers took pictures of Zunino with models wearing his 

red-carpet gowns and eveningwear. The backdrop was the 

white-walled workroom, where sewers painstakingly con-

struct one-of-a-kind looks for Zunino’s clients.

Zunino has created gowns and styles for Sofia Vergara, 

Dame Joan Collins, Angelina Jolie, Beyoncé, Lily Tomlin, 

Shirley MacLaine, Sophia Loren, Liz Taylor and Barbara 

Stanwyck, among others. But he claims that he would not feel 

slighted on hearing the question, “Who is Mark Zunino?”

For more than a decade, Zunino kept a low profile while 

working out of a Los Angeles atelier with no sign on Beverly 

Boulevard. Clients walked in a back door for fittings. “It’s a 

➥ Zunino page 7

HONG KONG – The new Taylor Swift collection that 

has an all-American girl vibe didn’t debut in New York or 

Paris but launched its first looks in a fashion show at Hong 

Kong Fashion Week.

And the cute T-shirts, scalloped skirts and thigh-touching 

dresses won’t be sold in the United States or Europe but in 

China. In August, the line started to be sold online at JD.com 

and Alibaba, but Chinese retailers will also have a chance to 

snap up the collection, which retails for $20 to $65.

Kate Liegey, who designed the collection with the coun-

try western singer, said she saw a big market in China for 

the brand. “Taylor has such a tremendous fan base in China 

that is incredibly loyal,” said Liegey, who is the chief cre-

ative officer for Heritage66Company, the Nashville-based 

Hong Kong Fashion 

Week Turns Focus 

Toward Asia

By Andrew Asch Retail Editor

By Deborah Belgum Senior Editor
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DESIGNER PROFILE

TRADE SHOW REPORT

Taylor Swift introduced her new casual line at Hong Kong Fashion 

Week, held Jan. 18–21. Her collection was one of more than 10 

designers and labels on various runways at the show. For more 

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

Swift Fashion
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California Market Center 

Makes Big Push to Add 

More Exhibition Space

The California Market Center—the biggest apparel 

showroom complex in the Los Angeles Fashion District—

is undergoing a metamorphosis by adding more mammoth 

exhibition space and consolidating showrooms onto fewer 

floors.
The CMC’s latest transformation is the second floor of 

the three-building center, whose first phase was opened in 

1963 in an ambitious project undertaken by Harvey and 

Barney Morse, local manufacturers who owned California 

Lingerie Inc. 

All showrooms and offices on the second floor are be-

ing vacated in the next few months as the CMC’s owners 

convert the area into a vast exhibition hall.

“The CMC is becoming one of the most sought-after 

➥ CMC page 3

Many vendors felt optimistic about 2016 business after 

Fashion Market Northern California wrapped up its Jan. 

24–26 run at the San Mateo Event Center in San Mateo, 

Calif. 
“There is a lot more confidence,” said Jacqueline Stone, 

a veteran Fashion Market Northern California vendor and 

owner of the Jacqueline Stone showroom, who also served 

on the board directing the trade show. “[Retailers] were 

spending.” 

It was the trade show’s first event after a holiday retail 

season that disappointed many businesspeople and Wall 

INSIDE:
Where fashion gets down to business

By Deborah Belgum Senior Editor

Paul Frank returns ... p. 2

Fox Racing consolidates 

... p. 2

Retail Sales ... p. 4

New York men’s shows 

coverage ... pp. 5, 10–11

Fashion Resources ... p. 13
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FMNC: 2016 Starts 

on Optimistic Note

➥ FMNC page 6

By Andrew Asch Retail Editor
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Denim’s look for Fall ’16 is chic with new silhouettes, new inspiration and new 

treatments. For a look at Fall’s denim trends, see pages 8–9.Fall denim Forecast: Chic
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E-commerce Showing More 

Interest in Bricks and Mortar

For 18 months, People’s Project LA has been selling its 

sweaters, dresses, dusters, rompers and everything fashion-

able through its website.

But Patty Park, the website’s founder and the daughter 

of Korean immigrants who worked in the garment indus-

try, is venturing into the offline world by opening a bricks-

and-mortar store soon in the Los Angeles neighborhood 

of Studio City. Her 1,300-square-foot outpost at 12206 

Ventura Blvd. opens Feb. 27. “Bricks-and-mortar is still 

a great business,” Park said. “[With a physical store] my 

➥ E-commerce page 24

By Andrew Asch Retail Editor
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What Does an Economic 

Shift Mean for the 

Factoring Industry?

The global economy started out this year with a whim-

per, not a bang. 

The U.S. stock markets have been on a roller coaster 

ride. In January, the Dow Jones Industrial Average lost 5.5 

percent of its value, and the NASDAQ sank 8 percent that 

same month. Oil prices have plummeted to their lowest 

level in 12 years. 

By Deborah Belgum Senior Editor
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➥ Finance page 8

INDUSTRY FOCUS: FINANCE

New York designer B Michael made a fashion foray into Southern 

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

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

RUNWAY DEBUT
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