
QVC: Living Large 
With First West Coast 
Distribution Center

Everything about QVC Inc.’s first West Coast distribu-
tion center in Ontario, Calif., seems big.

The 30-year-old cross-channel retailer, headquartered in 
West Chester, Pa., recently announced the grand opening of 
the compound, located less than 40 miles east of downtown 
Los Angeles. When it reaches its full capabilities in 2020, 
the new D.C. will utilize 1 million square feet of space—or 
more than 22 football fields.

The Ontario site is anticipated to handle more than 20 
percent of QVC’s total shipments. Its existing distribution 
network has shipped 570,000 units in a single day, ac-
cording to a QVC statement. It currently runs four other 
distribution centers—in Suffolk, Va; Lancaster, Pa; Rocky 
Mount, N.C.; and Florence, S.C.—all of which will remain 
open.

➥ QVC page 3

The show floor at the Aug. 21–23 run of Fashion Mar-
ket Northern California was not as full as the April and 
October events, but exhibitors said a faithful following of 
Northern California retailers shopped the floor and placed 
orders at the event, held at the San Mateo Event Center.

One factor helping attendance was that the biannual San 
Francisco International Gift Fair—held in February and 
July—at the Moscone Convention Center was canceled 
this summer because renovations are going on at the event 
space. The gift show will return after remodeling is com-
pleted.

“August is a wonderful fill-in show, especially for acces-
sories,” said Cynthia Zahm, who represents several acces-

Loyal Retailers Shop 
the FMNC Show in 
Northern California

By Andrew Asch Retail Editor

By Deborah Belgum Senior Editor
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Fashion 
Milestone

 Skingraft, the Los Angeles collection designed 
by Jonny Cota, celebrated its 10th anniversary 

with a high-energy choreographed performance 
at a private club in downtown Los Angeles. 

For more from the event, see p. 6.
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San Francisco–based private-equity firm 
Vector Capital has sold its shares in soft-
ware and equipment maker Gerber Tech-
nology to American Industrial Partners 
for an undisclosed amount. 

Tolland, Conn.–based Gerber Technol-
ogy provides software and system solutions 
to more than 78,000 customers worldwide 
working in the aerospace, construction, 
furniture, fashion and 
apparel, transportation, 
technical textiles, pack-
aging, wind energy, and 
sign and graphics indus-
tries. The company’s 
products include CAD 
software for pattern de-
sign and grading, PLM 
(product lifecycle man-
agement) software and 
automated systems for 
material preparation and 
production. 

Vector Capital has 
owned Gerber Technol-
ogy since 2011, when it 
took the company pri-
vate. Since then, Gerber 
Technology has invest-
ed in innovation to release new products, 
streamlined its manufacturing operations 
and expanded its international presence.

“With the full support of Vector, we have 
invested to broaden our product offerings 
and expand our global reach to provide cus-
tomers with automation solutions that re-

duce their time and expense to market,” said 
Michael Elia, chief executive officer of Ger-
ber Technology, in a company statement.  
“Vector has been a great partner in trans-
forming Gerber into a world-class leader in 
automation solutions.”

Based in New York, American Industrial 
Partners is a middle-market private-equity 
firm that specializes in buying industrial 

businesses headquartered in North America. 
The company has completed more than 50 
acquisitions and invests in corporate dives-
titures, management buyouts, recapitaliza-
tions and going-private transactions of busi-
nesses with revenues of $100 million and 
up.—Alison A. Nieder

Gerber Technology Shares Sold to 
American Industrial Partners

Harrison Roday, AIP associate; Graham Sullivan, AIP partner; Mike 
Elia, Gerber Technology CEO; Eric Baroyan, AIP partner; and Justin 
Fish, AIP partner

In the world of copyright lawsuits, the 
tables have turned with Forever 21 stepping 
up to sue a fellow teen retailer for allegedly 
knocking off a fabric print that Forever 21 
said it copyrighted nearly two years ago. 

On Aug. 18, Forever 21 sued Bastiat 
USA Inc., which does business in the United 
States as Brandy Melville; Thomas Aqui-
nas, a California corporation that does busi-

ness as Brandy Melville; and Stephen Mar-
san, cofounder of Brandy Melville, whose 
U.S. offices are in Santa Monica, Calif. 

In the lawsuit, filed in U.S. District Court 
in Los Angeles, Forever 21 claims that last 
spring it became aware that Brandy Mel-
ville was selling a dress whose fabric design 
“completely copies Forever 21’s design and 
which is protected by Forever 21’s copy-
right.” 

Under current law, original prints or 
graphics on clothes can be copyrighted as 

they are considered artwork. 
Forever 21 purchased the Brandy Mel-

ville dress online for $38.62, which included 
shipping and handling, to show how it was 
similar to a Forever 21 romper selling for 
$15.90 made from a copyrighted print that 
Forever 21 said is the same print used in the 
Brandy Melville dress.  

Forever 21 is asking that Brandy Melville 
stop selling clothing with 
that particular design, that 
it turn over its profits made 
from the dress, for damages 
to be determined at trial and 
for attorneys’ fee.

Calls to Brandy Melville’s 
offices in Santa Monica were 
not returned by press time. 

Brandy Melville is a rela-
tively new retailer to the teen 
circuit in the United States. 
The chain was founded in 
the early 1990s in Italy by 
Stephan Marsan and his fa-
ther, Silvio, an Italian entre-
preneur.

The first U.S. store opened 
in 2009 in the Westwood area 

of Los Angeles, near the University of Cali-
fornia, Los Angeles. The retailer now has 
15 stores in California; a number of stores in 
New York, Massachusetts and Connecticut; 
two outposts in Hawaii; and one in Texas. 
The Brandy Melville brand is also carried by 
some Nordstrom stores. 

The fact that Forever 21 is suing some-
one else for copyright infringement appears 
unusual considering the Los Angeles retailer 
has been sued more than 50 times for copy-
right infringement. Designers Anna Sui, 

Diane von Furstenberg and Philip Lim have 
gone to court accusing Forever 21 of stealing 
their work. 

Last year, H&M sued Forever 21 over a 
beach tote bag that had a similar palm-tree 
print and the same message on the side: 
“Beach Please.”

One case in Southern California actually 
went to trial in 2009 when high-end label 
Trovata Inc., started in 2002 by four college 
friends, took Forever 21 to court in a trade-

dress lawsuit, not a copyright-infringement 
suit, charging the retailer copied Trovata’s 
designs right down to the buttons and labels.

The suit alleged infringement of several 
garments, including a hoodie, dotted blouse, 
cardigan, a striped polo shirt and a Henley 
with mismatched, oversize buttons.

The case ended with a hung jury, and a 
new trial was expected when Trovata and 
Forever 21 settled out of court.

—Deborah Belgum

Forever 21 Sues Brandy Melville for Copyright Infringement

Brandy Melville dress

Beer Named Western Regional 
Sales Manager at CIT

The CIT Group Inc. named Darrin Beer 
Western regional sales and portfolio manag-
er for the company, replacing Mitch Cohen, 
who has retired. 

 “Darrin has more than 25 years of finan-
cial-services experience and 
has been an important member 
of our Commercial Services 
team since 1999,” Heller said 
in a company statement. “He 
brings tremendous knowledge 
and experience to this new role 
and will provide strong lead-
ership to the Western regional 
team as we continue to offer 
excellent service to our new 
and longstanding clients in the 
region.”

Beer was previously Western 
regional client credit manager at CIT. He 
joined the financial-services firm in 1999 
when CIT acquired Heller Financial Inc., 
where Beer was senior account executive. 
He was also leasing broker with Financial 
Industry Consultants. Beer is based in Los 
Angeles and reports to Marc Heller, presi-

dent of CIT Commercial Services. 
“I am excited to be taking on the manage-

ment of CIT Commercial Services’ West-
ern regional team,” Beer said in a company 
statement. “I look forward to working with 

this team of seasoned profes-
sionals to continue to provide 
financial services that help 
consumer product companies 
grow and further build our 
relationships throughout the 
region.”

CIT Commercial Services 
provides factoring and fi-
nancing to consumer product 
companies, including provid-
ing tools to increase sales, 
improve cash flow and reduce 
operating expenses. The com-

pany provides clients with real-time credit 
approvals and comprehensive accounts-re-
ceivable information. CIT clients range from 
$2 million small businesses to giants with $1 
billion in annual sales. Founded in 1908, CIT 
has more than $65 billion in assets. 

—Alison A. Nieder

Forever 21 romper

Darrin Beer
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Nearly 8,000 pairs of 
shoes bearing fake “Salva-
tore Ferragamo” labels re-
cently were seized by U.S. 
Customs and Border Protec-
tion agents at the ports of Los 
Angeles and Long Beach.

The 7,800 shoes arrived in 
two separate shipments from 
China on July 20. If they had 
been real Ferragamo shoes, 
their retail value would have 
been $4.3 million.

“These seizures demon-
strate the high level of skill 
and vigilance of our officers 
in protecting the intellectual-
property rights of companies 
and individuals as well as pre-
venting the proliferation of 
counterfeit luxury footwear, 
potentially damaging our na-
tional economy,” said Sergio 
Espinoza, CBP’s acting port 
director for the Los Angeles/
Long Beach Seaport.

Customs officials said the amount 
of knock-off merchandise seized at the 
nation’s ports in fiscal 2015 amounted 
to $1.35 billion, up 10 percent from the 
previous year. The top five countries 
sending those counterfeit goods are 
China, Hong Kong, Singapore, Roma-
nia and Turkey. China accounted for 52 
percent of the value of the goods seized 
in 2015.

Most counterfeit goods are sold on 
websites and in underground outlets or 
swap meets. Government officials said 
profits from many counterfeit opera-
tions are used by drug cartels or crimi-
nals involved in illicit activities. 

Apparel, electronics and footwear 
make up the greatest number of coun-
terfeit and pirated items seized by U.S. 
customs officials.—D.B. 

In four years, 1,000 people 
are expected to work at QVC’s 
California distribution center. 
The new center is intended to 
deliver QVC orders faster and 
more efficiently to people on 
the West Coast, said James 
Reid, vice president of distri-
bution operations at QVC. 

QVC started operations on 
cable in 1986 and has kept pace 
with the fast-changing tech-
nological environment. Con-
sumers can buy fashion, jew-
elry and electronics as well as 
beauty products and homewares 
through the company’s e-com-
merce and mobile shopping. 

Wel l -known des igners 
such as Bob Mackie have sold 
clothes on QVC. Celebrities 
seen on the channel have in-
cluded Nicole Richie selling 
her Nicole Richie Collection 
and Ellen De Generes repre-
senting a home décor line.

Apart from theatrical proj-
ects, QVC has turned into 
Mackie’s main business. Did 
he expect to be a QVC star 
when he started at the business 
in 1991? “Never in a million years,” he said. Friends encour-
aged him to take a chance on QVC. He wasn’t entirely sold 
on the project at first. However, it was not much of invest-
ment of time. He sold his scarves and jewelry a few times 
every couple of months on the stage at QVC’s main studio. It 
had a bank of telephones beside it where orders were taken. 
He remembers that after pitching products at shows, sales-
people had to stay at QVC and ship goods that they sold. Fast 
forward a quarter century, salespeople no longer ship what 
they sell because they often sell hundreds and thousands of 
orders. Currently, Mackie works at QVC monthly selling his 
separates. “It’s affordable,” he said of his QVC products. 
“It’s not ridiculously cheap. [QVC] does not want returns 
because things are not made well. That’s the whole point. It 

is a bargain but is well made. They’re very fussy about that.”
According to its second quarter 2016 results, which were 

released on Aug. 5, QVC’s American e-commerce revenue 
increased 11 percent to $727 million. E-commerce was 
51 percent of the company’s total U.S. revenue. The com-
pany’s range is worldwide, however. Its programming is 
seen throughout the globe in places ranging from the United 
Kingdom and Germany to China and Japan.

QVC’s U.S. revenue increased 2 percent to $1.4 billion 
in the second quarter. QVC has not been able to avoid the 
tough times that affected much of U.S. retail this year. Mike 
George, chief executive officer and president of QVC, re-
ported a solid business during its most recent second quarter. 
“Late in the quarter, we experienced a deceleration in de-

mand in the U.S. that has 
continued,” he said. “As 
a result, our near-term 
perspective is more cau-
tious.”

QVC’s pool of direct 
competitors is small. HSN 
Inc. and Evine also sell 
consumer goods on its 
cross-channel networks. 
However, competition 
has increased. Earlier 
this year, Amazon.com 
launched video show Style 
Code Live, which offers 
direct sales and builds 
brand awareness of Ama-
zon’s fashion business. 
The show is streamed on 
Amazon.com.

A changing culture 
also might pose prob-
lems for QVC, said Paula 
Rosenblum, managing 
partner of RSR Research.  
“They have a similar chal-
lenge to other companies 
like Nordstrom,” she said 
of retailers that grew rich 
from serving baby boom-
ers and Generation X 
customers. “[These shop-
pers] are aging out of their 

discretionary income years, and a new generation has other 
alternatives. The game is changing.”

Another looming issue for QVC is the success of social 
networks. When QVC started in the Reagan era, it served 
as a social network. Callers to various QVC programs loved 
talking to program hosts and each other on air, Rosenblum 
said. But that function is increasingly challenged by the end-
less array of social-media sites.

One thing that has helped QVC in the past, however, is 
that it has been great at building audience loyalty, Rosenblum 
said. Over the past decades, the company has developed a 
unique environment that has kept its audience engaged and 
buying goods, which has been an increasingly elusive quality 
in the recent past. ●
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Exterior of QVC distribution center

QVC CEO Mike GeorgeQVC executives and Ontario city councilmembers cut ribbon for distribution center

QVC distribution-center workers at CEO Mike George’s speech

Importers trying to extract merchandise from 
Hanjin Shipping Co. vessels docked at LA’s two 
ports were being told to pay $400 to $800 extra to 
retrieve their containers.

Hanjin Shipping Co., a South Korean shipping 
line, declared bankruptcy in South Korea on Aug. 
31, putting the company’s entire shipping op-
eration in limbo. Ships leaving ports around the 
world have been told to drop anchor and stay put 
until further notice, sources said.

Three Hanjin container ships carrying a to-
tal of 10,000 containers were anchored off the 
coast of Southern California, awaiting instruc-
tions about what to do, said Capt. J. Kip Louttit, 
executive director of the Marine Exchange of 
Southern California, which tracks all the ves-
sels headed for the Port of Los Angeles and the 
Port of Long Beach. 

“We have been told the ships have been told to 
stop,” Louttit said, noting Hanjin cannot pay its 
docking fees and terminal costs right now. “We 
called the [shipping] agents and said, ‘What is 
going on?’ and they said they were told to stop.”

A fourth ship, the Constanza, which is owned 
by Hanjin but operated by NYK, was being al-
lowed to dock in the afternoon of Sept. 1 at the 
Yusen terminal at the Port of Los Angeles, Lout-
tit said, because NYK is responsible for all costs 
and charges at the port.

With thousands of cargo containers stuck on 
Hanjin Shipping vessels around the world, im-
porters are panicked about what to do. Customs 
brokers’ phones have been ringing off the hook. 
“Right now it is sit and wait,” said Debra Taylor, 
a customs broker for Alba Wheels Up Interna-
tional in Inglewood, Calif. 

Taylor said importers trying to fetch their con-
tainers already on the docks were told they would 
have to pay at least $400 extra to guarantee that 
the terminals get paid. “Truckers haven’t been 
able to return their empty containers or chassis 
at the Hanjin terminal and now they are trying to 
figure out what to do,” she said.

The situation is particularly critical at the Port 
of Long Beach, where Hanjin is a majority owner 
of the TTI terminal and does most of its business. 
It also uses two other Long Beach port terminals. 
The Port of Long Beach said it is not letting in-
coming Hanjin vessels dock and not releasing 
any Hanjin containers from terminals. It is also 
not accepting export loads for Hanjin ships.

Nate Herman, senior vice president of supply 
chain at the American Apparel & Footwear As-
sociation in Washington, D.C., said he is trying 
to get as much information out to AAFA mem-
bers to help resolve the situation. “We started to 
reach out to the Federal Maritime Commission to 
see what kind of action they can take to help the 
situation,” Herman said.

The Federal Maritime Commission, an indepen-
dent government agency that regulates the country’s 
international ocean transportation, issued a state-
ment saying it is aware that Hanjin Shipping has 
filed for court receivership and that this is “causing 
uncertainty among the American shipping commu-
nity about cargo in transit with Hanjin.”

The FMC said that it has no jurisdiction when 
it comes to resolving these bankruptcy claims 
and does not interfere in legal actions between 
third parties. The FMC suggested that shippers 
consult with their attorneys about what remedies 
can be taken.—Deborah Belgum  

Examples of conterfeit Ferragamo shoes seized at the 
ports

Hanjin Shipping Bankruptcy 
Causes Havoc at LA Ports

Thousands of Fake Ferragamo 
Shoes Seized at LA Ports
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Sept. 2
Bread and Butter
Arena Berlin
Berlin
Through Sept. 4

Sept. 4
Londonedge
Business Design Centre
London
Through Sept. 6

Riviera by Mode City
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Cannes, France
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Shirt Avenue
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Milan, Italy
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Sept. 7
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Doubletree by Hilton
Danvers, Mass.
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CentreStage
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Exhibition Centre
Hong Kong
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Sept. 8
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Orange County Convention Center
Orlando, Fla.
Through Sept. 10

Imprinted Sportswear Show
Orange County Convention Center
Orlando, Fla.
Through Sept. 10
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RETAIL SALES

August is considered one of the crucial 
months for the Back-to-School season, and 
it was tough for many retailers.

The Buckle Inc.—the Nebraska-head-
quartered purveyor of jeans, footwear and 
accessories— posted a decline of 14.8 per-
cent for its same-store sales in August. Cato 
Corp., a Charlotte, N.C., retailer with a fleet 
of more than 1,300 stores, reported a de-
cline of 8 percent in its same-store sales. 
“August same-store sales continued our 
negative trend and remain well below our 
expectations,” said John Cato, the retail-
er’s chairman, president and chief execu-
tive officer. 

Gap Inc.’s Old Navy Global divi-
sion posted a 1 percent increase for its 
same-store sales, but its sibling divisions 
reported declines. Banana Republic 
Global posted a 10 percent decline, and 
Gap Global reported a 5 percent decline. 
Old Navy beat forecasts, however. The dis-
count chain was predicted to report a 1.8 
percent decline, said Ken Perkins, president 
of market-research firm Retail Metrics Inc. 
Wall Street forecast a drop of 2.4 percent for 
Banana Republic and a 1.5 percent decline 
for Gap Global. 

L Brands Inc., the parent company of 
Victoria’s Secret, provided a bright spot for 

the month’s business. It reported a comp-
sales increase of 2 percent during August.

Those companies posting quarterly re-
ports also relayed stories of a tough sum-
mer. Abercrombie & Fitch Co. reported a 4 
percent decline in its same-store sales for its 
second quarter of its fiscal year, which was 
announced Aug. 30 by Arthur Martinez, the 

company’s executive chairman. “Flagship 
and tourist locations continued to account 
for the vast majority of the comparable-sales 
decline as traffic remained a significant 
headwind,” he said.

Bebe Stores Inc. also reported a tough 
quarter. On Sept. 1, the San Francisco Bay 
Area–headquartered company announced its 
fourth-quarter results for its 2016 fiscal year. 
Same-store sales decreased 4.6 percent dur-
ing the quarter. —Andrew Asch

August Business Tough for Many

 $Sales % Change Same-store
 (in millions) from yr. ago sales %  change

The Buckle Inc. $87.20 - 14% -14.8% 
Cato Corp. $62.00 - 7% - 8.0%
Gap Inc. $1,170.00 -2% -3.0%
L Brands Inc. $852.90 +3% +2.0%

Information from company reports. Zumiez Inc., a chart 
regular, will report August results Sept. 8.

August Retail Sales

Manhattan Beachwear 
named Kevin F. Mahoney chief 
executive officer of the Cy-
press, Calif.–based company. 

Before joining Manhat-
tan Beachwear, Mahoney held 
executive positions at apparel 
companies Big Strike, Cynthia 
Vincent, NYDJ, Hartstrings, 
Chaps Ralph Lauren and The 
Arrow Shirt Co. He takes over 
the CEO position from Allan 
Colvin, who is stepping down 
from the job. 

 “Manhattan Beachwear is a best-in-class 
leader in women’s swimwear, activewear and 
resortwear and is well positioned for growth 
in the near, mid and long term,” Mahoney 
said in a company statement. “Manhattan 

Beachwear’s founders have done an 
outstanding job building the com-
pany, and I look forward to applying 
my core competencies in taking the 
firm to the next level of sales growth 
and profitability.”

Manhattan Beachwear designs 
and manufactures women’s swim-
wear, activewear and resortwear 
under the La Blanca, Maxine, 
24th & Ocean, Bikini Lab, 2 
Bamboo, Green Dragon and Pink 
Lotus labels and holds licensing 

agreements with Polo Ralph Lauren, Lau-
ren Ralph Lauren, Chaps Ralph Lauren, 
Trina Turk, Trina Turk Recreation, Na-
nette Lepore, Kenneth Cole New York, 
Kenneth Cole Reaction, Hobie, Lucky and 
Sperry.—A.A.N.

Mahoney Named CEO at Manhattan Beachwear

Kevin F. Mahoney

GET INTO THE NEXT 
TEXTILE PREVIEW 

WITH TECH FOCUS

ISSUE DATE
SEPT. 9, 2016

Contact Terry Martinez for special rates
at terry@apparelnews.net or 
call 213-627-3737 ext. 213
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Thank you 2016 Sponsors

TPC Networking Event 

Thu., Sept 22, 5 – 7:30 p.m.

“Broken Spanish”
Downtown LA

1050 S. Flower St., LA, CA 90015

Register at the TPC website
www.theprofessionalclub.com

facebook.com/
TheProfessionalClub

twitter.com/TheProfClub theprofessionalclub.com

sories lines that include jewelry and scarves. 
“The fact that there was no gift show hope-
fully means it will bring some of those peo-
ple to our show, especially those who buy 
accessories and fashion items.”

Zahm, who is based in Corte Madera, 
Calif., opened some new accounts and noted 
that retailers were a little more upbeat about 
the economy. “I have been out on the road, 
and the first half of the year was tough,” 
she said. “But the retailers who came to our 
show were ready to buy.”

The August show, where Holiday/Resort 
collections are displayed, always occurs one 
week after the big apparel and accessories 
trade shows in Las Vegas, which means that 
fewer vendors are at the market. But buy-
er traffic was up this August compared to 
last August, said Mary Minser, who is the 
spokesperson for FMNC as well as a Los 
Angeles showroom owner who represents 
several lines. 

The San Mateo show is a must-attend 
event for salespeople representing Europe-

an lines, which have earlier cut-off dates for 
orders than American-designed lines. That 
was one of the reasons that Melody Fast was 
exhibiting at the August show. 

“Because of those European lines, we do 
really well,” said Fast, whose Melody Fast 
Sales showroom is at the California Mar-
ket Center in Los Angeles. Her European 
lines include Transparente from Germany, 
Grizas from Lithuania and Luukaa from 
Turkey. “August is not as big of a show as 
our other shows, but we get to spend more 
time with buyers. We were three people at 
the show, and we were constantly busy.” 

Northern California retailers at the show 
were in an upbeat mood, but Alanna Unkov-
ich, the Western-region sales manager in 
Los Angeles for Mododoc, a lifestyle col-
lection of casual clothing, said buyers seem 
to be shopping around more. “They are not 
necessarily cautious, but they are trying to 
make the right buys for them,” she observed. 

Buyers were placing orders for mostly 
Holiday and some Spring, which Mododoc 
will officially debut in October. 

Patricia Muller, a sales representative 
in San Carlos, Calif., for Janska, a line of 

fleece outerwear and accessories, noticed 
that stores are not planning ahead like they 
used to and are relying more on closer-to-
the-season orders. “A lot of people were still 
buying for Fall delivery after seeing what 
the summer brought them,” she said. “Also, 
the buyers like to walk the show instead of 
setting up appointments. They will set up 
appointments with vendors they need to see 
to get their production orders in, but they 
like to walk the aisles.”

To keep the show more interesting for 
those browsing buyers, FMNC organizers 
rotate vendors’ locations so that they are not 
always in the same place. “All the different 
reps move to different areas at each show so 
it is a new show for us and for the buyers,” 
Muller explained.

Nancy Prickitt, who represents several 
accessories lines, went into the show with 
modest expectations but was surprised by 
the number of retail buyers who attended. 
“The health of the stores is very strong in 
Northern California,” she said. 

Orders for her jewelry line, Liquid Met-

al, were up 25 percent over last year and 
sales jumped 45 percent for Rapti, her line 
of Nepali-made cashmere scarves, which 
wholesale for $19. 

Sales for her Hobo bags and wallets 
inched up slightly even though the Spring 
collection doesn’t debut until October. “I 
didn’t expect a lot from the August show, 
but I was pleased,” she said.

Kathy Franz, whose Kathy Franz Col-
lection represents several fashion acces-
sories lines, said she picked up 15 new ac-
counts at the show. “The stores were fairly 
upbeat, and we saw a lot of them,” she said. 
“Every buyer who comes into the show is 
really a buyer. Paisley Road scarves turned 
out to be my No. 1 line.” 

Michael Farrell, a sales rep in San Ra-
fael, Calif., who has never skipped a show, 
agreed that buyers are shopping more cau-
tiously and placing orders closer to season. 
That is why three years ago he started his 
own line, Michael Farrell, which does a lot 
of Immediates orders for its tops and dress-
es, whose wholesale prices range from $18 
to $36. “I always have a good show there,” 
he said. ●

Nancy Prickitt and Jessica Moore

Business was busy at Stan and Alyssa Morris’ booth.

FMNC  Continued from page 1

Cynthia Zahm
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Courtney Allegra started showing her 
self-named line as a 15 year old showing her 
collection at LA Fashion Week events and 
later, in July, at Miami’s Funkshion runway 
shows. Her next act—as a 19 year old—is re-
tail. Allegra held a preview party for her bou-
tique, also named Courtney Allegra, at 7224 
Melrose Ave. in Los Angeles on Aug. 25. The 
store’s formal opening is Sept. 10.

The all-white 2,500-square-foot shop is fo-
cused on Courtney Allegra’s swimwear. Her 
Resort 2017 collection was inspired by the 
Amazon rainforest. Colors include earth tones, 
and fabrics include microsuede. A significant 
piece in the collection is the “UB” top, which 
is a high-neck razorback top that reveals “un-
dercleavage” instead of cleavage,” she said. 

“I like to mix skimpy cuts with fun prints that 

make people laugh,” she said. The Courtney Al-
legra shop’s retail price points range from $40 
for bikini separates to $120 for maillots.

The Melrose store was financed by e-com-
merce sales from Courtney Allegra’s web-
site (www.courtneyallegra.com). Allegra’s 
streetwear and leatherwork are also sold at 
the boutique, which features lush dressing 
rooms with shag carpets, chaises lounges and 

palm trees flanking the rooms.
Courtney Allegra noted that her store  

will offer work from a few emerging de-
signers. More room might have to be made 
for her label’s colorful streetwear. She 
forecast that demand for it will increase. 
But her label’s focus remains on swim.  In 
the future, Allegra said, she would like to 
do a swim boutique in Miami.

—Andrew Asch

6  CALIFORNIA APPAREL NEWS    SEPTEMBER 2–8, 2016   APPARELNEWS.NET

EVENTS

Kiara Belen and Courtney Allegra

Alexander Masson and Courtney Allegra

“Project Runway” 
designer Michael 
Knight

Courtney Allegra to Open on Melrose
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In recent years, Los Ange-
les label Skingraft has been 
showing its men’s and wom-
en’s collections at New York 
Fashion Week. But to cel-
ebrate the label’s 10th anni-
versary, designer Jonny Cota 
and his brother and company 
cofounder, Christopher Cota, 
hosted a fashion show and 
party in downtown Los An-
geles on Aug. 26. 

The RVCC private club 
inside the Reserve Lofts set 
the scene for the high-voltage 
performance. Rather than 
a traditional runway show, 
dancers were dressed in the 
latest collection, titled Pri-
mal. In a performance cho-
reographed by Danny Dolan, 

the dancers were set 
inside a circle sur-
rounded by cool-white 
neon lights. As they 
whirled past, guests got 
a glimpse of the col-
lection, which stayed 
close to Skingraft’s 
roots. Using a palette 
of black, white and 
gray with a pop of one 
color, a deep burgundy, 
Cota offered layerable 
pieces featuring plenty 
of subtle details. There 
was a double-layer cut-
away coat with sharp-
ly angled labels and 

quilted detailing and an elon-
gated bomber jacket with top-
stitched leather sleeves. There 
were leather jackets and color-
blocked knits in black and gray 
layered over leggings, shorts 
or slouchier trouser styles. Two oversized styles proved per-
fect for the performance—a leather-trimmed black poncho 
that ended in a trio of white stripes and an oversize white 
shirt with a hem that hung to the model’s knees.

The show was followed by a butoh dance performance 
by Austin Westbay followed by LA drag performer Squeaky 

Blonde, who sang Nina Simone’s “Wild Is the Wind” to 
close out the evening. 

The cavernous RVCC space also housed an installation 
of archival Skingraft pieces and a pop-up store where guests 
could purchase pieces from the Primal collection.

—Alison A. Nieder

Skingraft Celebrates 10th Year With Fashion Performance in DTLA
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Jonny Cota

Janice Dickenson and 
Courtney Allegra
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Advancements In Manufacturing Technologies
Marriott San Antonio Riverwalk  |  November 2-3, 2016  |  San Antonio, Texas

Innovate! 
How Successful Manufacturers 

Lead Change in Disruptive Times
Innovation is about the successful exploitation of new ideas 
and technology and is essential for sustained competitiveness 
and wealth creation. 

Companies that innovate generally stay ahead of their  
competition. New technologies, new solutions, new processes 
and methods are all part of the total processes of innovation. 

Is your company innovative today? 

Advancements in Manufacturing Technologies…  
The conference designed to help fashion apparel and sewn 
products manufacturers improve their qualities and  
manufacturing efficiencies to stay ahead of competition.

Information and Registration: 

www.spesaTechConference.com

Expert Lineup of Speakers 
• Dr. Mike Fralix, [TC]2

• Frank Henderson, Henderson Sewing Machine Co.
• Phil Freese, American & Efird
• Mel Berzack, Sewn Products Equipment Co.
• John Stern, Methods Workshop
• Lenny Marano, Gerber Technology
• Michael Rabin, Morgan Tecnica America
• Jim Hoerig, CGS, Blue Cherry Shop Floor Controls
• Rick Frye, Brother International
• J.R. Reyes, Schmetz Needle Corp.
• Patrick Weissgerber, DAP America
• Phil Freese, American & Efird
• Reiner Schmidt, Groz-Beckert
• Yoram Burg, EFI Optitex
• Ram Sareen, Tukatech
• Ron Russell, Groz-Beckert 
• Daniella Ambrogi, Lectra Corp.

Nov. 2-3, 2016  

Marriott 
San Antonio 

Riverwalk 

San Antonio, Texas

A Brooklyn, N.Y.–based husband-and-
wife team is seeking to disrupt the tradi-
tional business model for textile and apparel 
manufacturing with a startup company that 
produces neckties, socks and scarves on a 
custom-order basis using the latest 3-D knit-
ting technology.

Thursday Finest launched last Decem-
ber, focusing initially on accessories such 
as neckties and scarves. Cotton socks were 
added to the repertoire in July. All produc-
tion is in response to custom orders and is 
produced on a Shima Seiki 3-D knitting 
machine. 

Michael Carlson and Veronika Harbick 
conceived Thursday Finest. They operate 
a micro factory that can deliver a made-to-
order product to customers within three to 
seven days. It’s a streamlined process, cur-
rently employing just two production staff.

The pair came to textiles and apparel 

from technology marketing backgrounds.  
Carlson previously led technology teams at 
web and iPhone development companies in 
the New York area. His teams built products 
and applications that have been featured at 
Apple’s WorldWide Developer’s Confer-
ence. Harbick is an entrepreneur, brand 
strategist and now knitwear engineer. She 
has moved from content creation to social 
media to 3-D knitting. She began her career 
at NBC, producing content for digital plat-
forms. More recently, she has 
spoken at conferences on the 
future of manufacturing.

The couple were introduced 
to Shima Seiki while research-
ing machinery for a friend in the 
U.K. who had a small knitting 
business and was looking for 
ways to create custom products 
for small-batch orders. They 
met with several companies and 
were “blown away” by what 
could be created with the Shima 
machine. 

“It sort of ran from there and 
did more and more due diligence 
and ended up with this lovely 
partnership we have had with 
them [Shima Seiki] for the past year,” said 
Carlson, who has been a featured speaker at 
Shima Seiki 3-D knitting seminars.

“We focus on customers who care about 
design,” Harbick said. “Our products are 
thoughtfully designed for someone who 
cares about fit. We are reaching out to 
young men in their late 20s to early 40s who 
are excited about new technologies, excited 
about how they look and excited about how 
they express themselves.”

The customized e-commerce aspect is 
also attractive to women who shop for these 
men, Harbick said, noting that customized 
products are great products for gift giving 
because the recipient knows the product has 
been made just for him.

While Thursday Finest is primarily an 
online retailer, it occasionally branches out. 
To bring this experience closer to poten-
tial customers, the company often deploys 
pop-up stores around New York for periods 
of two weeks or shorter. As the company 
evolves, look for other pop-ups in Chicago, 
Dallas, California and Southern cities, de-
pending on how the customer base devel-
ops. 

Thursday Finest’s Brooklyn micro facto-
ry is close to Shima Seiki’s New York office 
as well as to yarn suppliers in New Jersey. 
Bringing manufacturing back to the U.S. is 
an important facet of the company.

“Some of our customers really care about 
that,” she said. “They want to shop brands 
that are made in the U.S. For other custom-
ers, it’s more of a connection and having a 
transparency about the product. We tell our 
customers where the yarn comes from and 
how it is made. We tell them when it is knit-
ted and shipped. We have a connection with 
our customers and try to make the process 
as transparent as we can.”

Thursday Finest sources its cotton yarn 
from Supreme Corp., a spinner of high-
performance and specialty yarns in Hickory, 
N.C. Ties and scarves are made from Me-
rino wool sourced from Italy. Sustainability 
is increasingly important to customers and 
suppliers. Thursday Finest’s manufacturing 
process reduce typical apparel manufactur-
ing waste. The company also doesn’t carry 
inventory.

“The really exciting part is that we can 
make full-fashion products seamlessly,” 
Harbick said. Orders are fed into our e-
commerce knitting queue and then get put 
into our machine for manufacturing. It’s an 
automated process.”

The addition of socks to the company’s 
product line has met with great success. A 
few weeks after their introduction, about a 
third of its customers were requesting socks. 

Socks can be customized with the text of 
an individual’s choosing knitted on the rear 
of the sock. 

“We are excited about customizing 
socks,” Carlson said. “We can monogram 
initials and we have had some occasional 

bad language that gets written on them. 
About two-thirds of our customers are being 
cheeky and having fun with it. Some write 
funny messages or things about their kids.”

What’s next in the way of products? 
Carlson and Harbick are being coy but say 
that new products will be rolled out in the 
near future.

“We see the excitement from our cus-
tomer, and that’s the most important thing,” 
Harbick said. “They are interested in what 
we are doing, the sustainability aspect of it, 
and the reimagining of manufacturing and 
design. We are able to serve many different 
types of customers with the design and col-
or combinations we have available. We will 
grow our offering to serve them.” ●

MADE IN AMERICA

Thursday Finest: Tapping Into 3-D 
for Made-in-America Fashions
By John McCurry Contributing Writer
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high quality workmanship, knits and woven.  Startups 
Welcome. In business since 1989. Small runs of high 

quality single needle work available.
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Apparel News GroupLos Angeles label BCBGMAXAZ-
RIA fulfilled a lot of runway dreams at 
an Aug. 24 benefit for the Los Angeles 
chapter of Make-A-Wish at the Taglyan 
Complex in Hollywood. 

Celebrity stylist Brad Goreski served as 
host for the black-tie affair, which featured 
a runway show of BCBGMAXAZRIA 
fashions modeled by Wish kids alongside 
models and celebrities, including Petra 
Nemcova, Alyssa Milano, Riki Lindhome, 
Perrey Reeves, Chloe Lukasiak, Azie Tes-
fai, Jolene Blalock and Michelle Alves. 

The ParkerWhitaker-produced event 
also featured a performance by Rebecca 
Black. 

Founded in 1983, the Make-A-Wish 
Greater Los Angeles chapter has grant-
ed more than 9,000 
wishes to Los An-
geles County chil-
dren. The nonprofit 
organization works 
with volunteers, do-
nors and supporters 
to grant wishes to 
children diagnosed 
with life-threatening 
medical conditions. 

BCBGMAXAZRIA Partners With Make-A-Wish for Benefit Runway Show
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Jobs Available Jobs Available Jobs Available

 ApparelNews.net
CHECK THE WEB

DENIM	DESIGNER	/	DENIM	PATTERN

MAKER

2	PO	SI	TIONS	AVAIL	ABLE

DENIM	EX	PE	RI	ENCE	MUST

Re	sume	to:	JHCH522@	GMAIL.	COM

SALES	EXEC	-	JRS	FASHION	TOPS

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	cts.	Can	di	dates	must	have	a	proven	track

record	in	suc	cess	fully	pi	o	neer	ing	new	busi	ness.

5+	yrs	exp.	in	JRS	Mar	ket.	Travel	is	a	must.

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

........ATTENTION!	NOW	HIRING.......

SALES	PERSON

Seek	ing:	Great	Sales	Peo	ple	*Ag	gres	sive,	en	er	‐

getic	&	friendly,*Able	to	con	duct	whole	sale	calls

*Team	player	*Sales	&	or	Re	tail	Back	‐

ground*Phone	Sales	Back	ground	a	plus	but	not

re	quired	*Re	tail	Exp.	&/or	with	Swimwear	a

plus	*A	Peo	ple	Per	son	*We	look	for	ward	to	re	‐

ceiv	ing	your	re	sume.	Pls	con	tact	us	by	email:

phash	iontv@	yahoo.	com

PRODUCTION	PATTERN	MAKER

En	er	getic	and	self-mo	ti	vated	pat	tern	maker

needed	to	work	in	fast	paced	en	vi	ron	ment.

Min.	5	years	exp	with	knits	and	wo	vens	exp.	

in	do	mes	tic	and	im	port	pro	duc	tion.	Must	be	

pro	fi	cient	in	MSOf	fice	and	Ger	ber	sys	tem.	Self	

mo	ti	vated	or	ga	nized	and	a	team	player.

Please	send	your	re	sume	to:	

jonathon@	mik	encl	othi	ng.	com

GARMENT	FACTORY	SOURCING

High-vol	ume	quick-turn	fast-fash	ion	for	

Ju	niors/Girls/Missy	Mar	kets.	Full-pkg	knits/

wo	vens.	LDP.	Pri	vate/Brand	la	bels.	Big	Box/

Ma	jor/Dept/Spe	cialty	re	tail	ers.	Must	have	

fac	tory	con	tacts	in	China,	Viet	nam,	Cam	bo	dia,	

In	done	sia,	etc.	Com	pli	ance	&	Qual	ity	As	sur	ance	

stan	dards.	Travel	a	must.	

Email	to:	tla	man	tain@	sel	fest	eemc	loth	ing.	com ******SALES	PERSON******	JR**DENIM***

ALL	CATEGORIES

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	cts.	Can	di	dates	must	have	a	proven	track

record	in	suc	cess	fully	pi	o	neer	ing	new	busi	ness.

5+	yrs	exp.	in	JR'S	Mar	ket.	

Email	to:	adam-tala@	sbc	glob	al.	net

IN-HOUSE	SALES	&	FABRIC	BUYER

Tex	tile	Com	pany	in	Los	An	ge	les	is	look	ing	for

Sales	Per	sons,	3	yrs	exp.	in	prints,	solids	&	

nov	el	ties.

Also	hir	ing	Fab	ric	Buyer	Asst.	min.	2	yrs	exp.

Pls	email	your	re	sume	to:	ni	dia@	ekb	text	ile.	com

or	fax	it	213-749-6034

PATTERN	GRADER

Man	hat	tan	Beach	wear,	Inc.	is	look	ing	for	the

right	per	son	for	the	role	of	a	Pat	tern

Grader.•Work	ing	in	the	Ger	ber	Ver	sion	9	sys	‐

tem•Hold	ing	re	spon	si	bil	ity	over	In-house	grad	‐

ing	set	up	–	grade	rules	•Com	plet	ing	graded

size	chart	•Pro	duc	ing	mod	els,	mark	ers	and

place	ment	mark	ers	•Gen	er	at	ing	fab	ric	pro	duc	‐

tion	lay	outs	for	gar	ments	cost	ing

Sub	mit	re	sume	and	salary	his	tory	to:	

hrdept@	mbw	swim.	com

•MERCHANDISE	COORDINATOR

Ladies	hosiery	com	pany	lo	cated	in	Van	Nuys,

look	ing	for	fash	ion-for	ward,	en	thu	si	as	tic,	hard-

work	ing	in	di	vid	ual	mo	ti	vated	by	chal	lenges.	

Du	ties:	en	sure	sam	ple	de	vel	op	ment	&	pro	duc	‐

tion	is	re	ceived	as	or	dered	&	on	time	from	ven	‐

dors,	track,	re	ceive,	log	&	send	sam	ples.	Send

tech	packs	to	ven	dors,	com	mu	ni	cate	daily	to

man	age	sam	ple	or	ga	ni	za	tion,	cat	a	loging	and

archiv	ing.	Copy	right	fil	ing,	up	date	line	lists.	Abil	‐

ity	to	in	ter	face	ef	fec	tively	with	mul	ti	ple	de	part	‐

ments	&	abil	ity	to	work	in	de	pen	dently,	need	to

have	strong	com	puter	skills,	with	work	ing

knowl	edge	of	Word	&	Ex	cel,	be	or	ga	nized	&	

de	tailed,	knowl	edge	of	Pho	to	shop	&	Il	lus	tra	tor	a

plus.

Salary:	13-15	per	hour,	1	to	2	years	ex	pe	ri	ence

in	ap	parel,	email	re	sume	and	salary	his	tory	to:

Susie@	dml	sock	s.	com

GRAPHIC	ARTIST-GIRLS	7-16

Strong	vi	su	al	iza	tion	and	cre	ative	di	rec	tion	for

fash	ion	tops	and	screened	t-shirts.	80%

screen,	20%	prints.	Knowl	edge	of	sep	a	ra	tions

and	em	bell	ish	ment	tech	niques.	Fresh	ideas,

self-ini	tia	tive	and	team	ef	fort	are	crit	i	cal.	Cre	ate

art	work	with	a	keen	un	der	stand	ing	of	our	

cus	tomers’	needs.	Must	be	highly	or	ga	nized,	

dri	ven	for	re	sults	and	able	to	com	mu	ni	cate	

cre	ative	ideas	clearly.

Sub	mit	PORT	FO	LIO	with	re	sume	to:	

screen	graph	ic	s2016@	gmail.	com
SPEC	WRITER

Fast	paced	Ju	nior	com	pany	is	look	ing	for	an

exp'd	spec	writer.	Must	have	3-5	years	min	i	‐

mum	ex	pe	ri	ence	as	a	spec	writer.	Need	to	be

strong	on	Ex	cel	and	Adobe	Suite.	Look	ing	for	a

well-or	ga	nized,	de	tailed	per	son	to	join	our	team.

Please	send	your	re	sume	to:	

jonathon@	mik	encl	othi	ng.	com

MARKER	MAKER

5+	yrs	exp.	Re	spon	si	ble	for	com	plet	ing	all

needed	in	for	ma	tion	mark	ing	and	grad	ing.	In	put

in	for	ma	tion	of	fab	ric	con	sump	tion.	Cre	ate,	mod	‐

ify	and	up	date	grade	rules,	Cre	ate	mea	sure	‐

ments	for	P.O.M.	Must	have	exp	us	ing	Ger	ber

Ac	cumark,	GGT	and/or	other	cut	sys	tem.

2761	Fruit	land	Ave	Los	An	ge	les,	CA	90058

em	ploy	ment@	bcbg.	com	or	call	323-476-4271

.........FOREVER	21	HIRING.........

TECHNICAL	DESIGNERS	NOW!!!

For	ever	21	is	hir	ing	(1)	Tech	ni	cal	De	signer	with

spe	cialty	ex	per	tise	in	Woman's	Ac	tive

/Swimwear	&	(1)	Tech	ni	cal	De	signer	Shoes

(Women).	

Pls.	email	your	res.	&	sal.	re	quire	ments	to:	

er	ica.	chan@	for	ever	21.	com

SANCTUARY	CLOTHING	TECHNICAL

DESIGNER	-	TOPS/DRESSES/BOTTOMS

SUM	MARY:	

As	Tech	ni	cal	De	signer,	you	will	demon	strate

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

as	you	de	velop	ac	cu	rate	de	vel	op	ment	tech

packs,	com	mu	ni	cate	with	de	sign	ers,	prod	uct	

de	vel	op	ers	and	ven	dors,	to	en	sure	proper	fit

stan	dards	are	achieved.	You	will	also	be	

re	spon	si	ble	for	en	sur	ing	your	styles	are	

track	ing	to	wards	dead	line.

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

•	At	tend	&	ac	tive	par	tic	i	pa	tion	in	De	vel	op	ment

fit	tings	with	De	sign	team	and	other	cross	func	‐

tional	team	mem	bers

•	 Cre	ate	ac	cu	rate	tech	packs	from	Proto	to

SMS	ap	proval

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

ven	dors	and	fac	to	ries

QUAL	I	FI	CA	TIONS:

Ideal	can	di	dates	should	have	3+	year	exp.	

•	Knowl	edge	of	pat	tern	mak	ing,	spec	re	vi	sion,

gar	ment	con	struc	tion,	sewing,	mea	sur	ing	and

fit	ting	

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

mak	ing,	and	time-man	age	ment	skills	

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

Out	look,	Word	and	Ex	cel

Back	ground	in	Women’s	Con	tem	po	rary	ap	parel

Highly	or	ga	nized	with	at	ten	tion	to	de	tail

Please	sub	mit	your	re	sume	along	with	salary

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

re	cruit	ment@	san	ctua	rycl	othi	ng.	com

IMPORT	COORDINATOR

A	fast	pace	LA	base	tex	tile	Co.	has	an	open	ing

for	an	im	port	co	or	di	na	tor	to	fol	low	up	do	mes	tic

&	over	seas	pro	duc	tion	or	ders	&	a	re	cep	tion	ist

po	si	tion	for	front	desk.	Must	be	or	ga	nized,	abil	‐

ity	to	mul	ti	task	&	work	ing	in	a	fast	paced	en	vi	‐

ron	ment	with	strong	fol	low	up	skill	&	a	good

team	player.	Must	have	2	yr	exp.	in	fab	ric/tex	‐

tile	in	dus	try	&	pro	fi	ciency	in	MOD	@	is	a	plus.

Email	to:	re	sume.	ltx@	gmail.	com

PRODUCTION	PATTERNMAKER

Pro	duc	tion	pat	tern	maker	needed.	Must	have

min.	2	yrs	exp.	mak	ing	pro	duc	tion	pat	terns

with	re	cent	exp.	work	ing	with	Denim.	Must	be

able	to	func	tion	in	busy	en	vi	ron	ment,	Ger	ber

V8.5	PDS	re	quired	no	ex	cep	tions.	Only	can	di	‐

dates	with	Ger	ber	V8.5	exp.	will	be	in	ter	viewed

and	given	skills	exam.	

Send	re	sumes	to:	hr@	swa	tfam	e.	com	or	

fax	(626)	934-5201
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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
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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

01,24-25.cover.indd   1

2/11/16   7:15 PM

PRODUCTION	MANAGER

Over	25	years	ex	pe	ri	ence	.	Strong	do	mes	tic

quick	turn.	Mex	ico,	China,	Viet	nam	fac	to	ries.

Call	or	text	626-624-6561.	I	will	give	you	a	debt

over	the	phone?

SPACE	FOR	LEASE

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

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

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

through	out	the	San	Fer	nando	Val	ley.	Re	tail

and	of	fice	space	also	avail	able	just	south	of

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

net

FREELANCE	PATTERNMAKER

25	Years	Ex	pe	ri	ence.	1st/Prod.	Pat	terns/

Fit	tings/Sam	ples/Tech	packs.	Ex	pert	Draper.

Tukade	sign	Pat	tern	mak	ing.	In	House	or	Out.

mod@	mar	gare	tond	eman	d.	com	or	818-679-2007

Real Estate Buy, Sell and Trade

35	YRS	EXP'D

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

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

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

ALL	AR	EAS	Ph	(626-792-4022)

WE	BUY	FABRIC!

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

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

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

267-0010

•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

"YOU'RE	OFF	TO	GREAT	PLACES!

TODAY	IS	YOUR	DAY!	YOUR	MOUNTAIN

IS	WAITING.	SO	GET	ON	YOUR	WAY."

DR.	SEUSS

Show	rooms

Stu	dios

Of	fice

213-627-3754S
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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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love in California, USA since 1991.
Fabric made of luxurious fibers with 

950 S. Boyle Avenue
Los Angeles, CA  90023 323-268-1218

www.asherconcepts.com

1991年より ｱﾒﾘｶ ｶﾘﾌｫﾙﾆｱでﾗｸﾞｼﾞｭｱﾘｰ糸を使\用して愛情をもって作られた生地。
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