
Hanjin Shipping  
Bankruptcy Creating  
Chassis Problems at LA Ports

Cargo-container ships owned by bankrupt Hanjin Ship-
ping have been arriving at the Long Beach/Los Angeles port 
complex this week after a U.S. bankruptcy judge cleared the 
way for vessels to dock without being seized by creditors.

Importers have been able to retrieve their cargo, but 
Hanjin Shipping is not accepting empty cargo containers or 
containers filled with export merchandise.

As a result, there is a glut of empty cargo containers 
around the two ports, creating a problem of where to store 
them. If they are leased cargo containers, the empty boxes 
can be returned to the leasing company. But if they are 
Hanjin-owned, they are stuck here.

“The Hanjin empties are an issue, and the port has been 
working with some of the terminals and third-party operators 
to create some space to store them,” said Phillip Sanfield, a 
spokesman for the Port of Los Angeles. 

In turn, the chassis, or wheeled frames attached to the 
containers, are becoming scarce because they are remaining 
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The surfing life has always been about the endless summer. 
However, the most recent run of the Surf Expo trade show, 
held Sept. 8–10 in Orlando, Fla., was the place to unveil Sum-
mer ’17 looks for action-sports and beach-lifestyle brands, 
such as Lira, headquartered in Anaheim, Calif.

“We use [Surf Expo] as our Summer show,” said Todd Kel-
logg, founder of Lira. Like many other action-sports brand 
owners and salespeople, he had spent the past few months 
selling Spring-season goods. 

The chance to sell a new season has been a breath of fresh 
air for these businesspeople. They said that the new collec-
tions can put a boost in business. Joel Cooper, chief executive 
officer of Lost International LLC of Laguna Beach, Calif., 
estimated that his brand’s sales had doubled compared to Surf 

Attendance Up 
at Surf Expo

By Deborah Belgum Senior Editor

By Andrew Asch Retail Editor
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Designer Erin Fetherston teamed up with Los Angeles luxury denim brand Parker Smith to 
create a capsule collection for 2017, which debuted on the runway on Sept. 11 at Skylight 
Clarkson Sq. during New York Fashion Week. For more from the New York Fashion Week 

shows, see pages 5–7. 

Capsule Collab
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Internet suit shop Combatant Gentlemen is ex-
ploring all types of bricks-and-mortar.

In July, the Irvine, Calif.–headquartered vertical 
retailer opened a flagship at the beachside Santa 
Monica Place retail center in Santa Monica, Calif. 
Vishaal Melwani, the brand’s chief executive officer, 
creative director and cofounder, recently announced 
that Combatant Gentlemen would roll out four pop-
up shops at select Bloomingdale’s department stores. 
The pop-ups are scheduled to start business on Oct. 
13 and remain open past January. They’ll be located 
at South Coast Plaza in Costa Mesa, Calif.; New 
York City’s SoHo district; Tysons Corner Center 
in the Washington, D.C., area; and in the Blooming-
dale’s Magnificent Mile neighborhood shop in Chi-
cago.

“With a partner like Bloomingdale’s, they give 
you tools that you need to expand without much 
overhead. We’ve been able to work within our means 
and create these amazing build-outs,” Melwani said.

The pop-ups will broaden an emerging market for 
Bloomingdale’s, said Sharon Wax, senior vice presi-
dent of concessions, new business development and 
designer ready-to-wear for Bloomingdale’s.

“This partnership appeals to our millennial cus-
tomer who is looking for quality products with a 
modern sensibility at a fantastic price point,” she 
said.

The recent college grad embarking on a financial 
or corporate career is one of the brand’s main demo-
graphics, Melwani said. At the Santa Monica flag-
ship, it has produced headshot events where these 
up-and-coming business titans could have profes-
sional-grade headshots taken for biographies on their 
company’s websites. Combatant Gentlemen’s retail 
price points range from $160 to $350 for suits. Shirts 
range from $30 to $45; slacks go for $25 to $40.

The pop-ups will take their bows with new appar-
el collections. Combatant Gentlemen will introduce 
“Summit Italy,” a capsule of Italian suits produced 
under the direction of designer Alberto Caruso. The 
collection will feature six new suits and two blazers.

The store also will offer the Wedding Collection, 
which includes four different tuxedo styles and five 
different suits with colorways ranging from black to 
navy.

The pop-ups also will sell the brand’s lifestyle 
goods, which include accessories, luggage and foot-
wear. Shoes make up 20 percent of the brand’s sales, 
Melwani said. Made-to-measure services also will be 
offered to clients. Retail price points for a made-to-
measure suit start at $450.

The pop-ups will have a high-tech feel. Clerks 
will be equipped with iPad tablets. Tablets also will 
attach to some of the store’s minimalist shelving. 
The tablets will be used to help style the looks of 
the made-to-measure suits and offer a bridge to the 
brand’s website (www.combatgent.com). “We want 
the tech to build a rich and cool experience,” Mel-
wani said.—Andrew Asch
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High-end Los Angeles labels that have 
strong brand recognition are going through 
troubled times.

Two months after Delta Galil acquired 7 
For All Mankind, Ella Moss and Splendid, 
the Israeli company is laying off 65 people 
at the companies it acquired. This is after 73 
people were laid off in February at 7 For All 
Mankind by its former owner, VF Corp.  

In addition, J Brand, the premium-denim 
line founded in 2004 by Jeff Rudes, notified 
the state Employment Development Depart-
ment in August that 27 people would be los-
ing their jobs in mid-November. J Brand was 
sold to Fast Retailing Co., the Japanese parent 
company of Uniqlo, at the end of 2012. For fis-
cal 2011, J Brand had $124 million in net sales, 
the last year annual sales were made public.

Neither Delta Galil nor J Brand responded 
to requests for comment by press time.

Employees at 7 For All Mankind, Ella 
Moss and Splendid were notified on Sept. 7 

and Sept. 8 that there would be cuts across 
all departments, inside sources said.

In addition, 7 For All Mankind’s offices, 
located in a luxurious, chandelier-laden 
converted warehouse in Vernon, Calif., will 
eventually be merged with the offices of 
Ella Moss and Splendid, which moved three 
years ago to Alameda Square, near down-
town Los Angeles.

The cuts at the three contemporary labels 
owned by Delta Galil went across several 
departments, including marketing, merchan-
dising, retail, design and operations, sources 
said. 

Among those who lost their jobs was the 
vice president of marketing as well as the di-
rector of men’s merchandising, the director 
of retail, the men’s senior buyer, the junior 
buyer for outlets and the president’s execu-
tive assistant, a former employee said. 

Those losing their jobs were told that the 
firings were due to restructuring under the 

new owner. 
Last June, Delta Galil announced it was 

buying the three high-end labels from VF 
Corp. for $120 million. The deal, which was 
finalized on Aug. 28, was considered a bar-
gain. 

VF Corp., based in Greensboro, N.C., 
bought 7 For All Mankind nine years ago for 
$775 million. VF already owned a one-third 
stake in Mo Industries, the parent company 
of Splendid and Ella Moss, in 2009, when 
the company acquired the other two-thirds 
for $161 million plus $47 million in debt.

Prior to selling the three contemporary 
brands, VF Corp. saw its annual revenues 
for the labels slip three years in a row from 
$415.1 million in 2013 to $344.1 million in 
2015. 

The acquisition of the three brands was 
expected to add $300 million to Delta Galil’s 
annual sales in 2017.

Delta Galil is a more than 40-year-old 

manufacturer of apparel, intimates and ac-
tivewear based in Tel Aviv. It owns several 
lingerie brands as well as P.J. Salvage, a 
sleepwear and loungewear brand in Irvine, 
Calif., acquired last year. 

The Israeli company, which is traded 
on the Tel Aviv Stock Exchange, has been 
feeling some financial headwinds lately. In 
recently released financial statements, the 
clothing company said that its sales for the 
first six months of the year were $506.2 mil-
lion, down from $508.3 million the previous 
year. Sales for the second quarter ending 
June 30 were off 2 percent to $249.5 million 
compared to $255.5 million last year. 

Delta Galil Chief Executive Isaac Dabah 
said the company experienced a “challeng-
ing U.S. retail environment” during the sec-
ond quarter of this year. The Israeli clothing 
company expects continued softness in the 
U.S. retail market for the rest of the year.

—Deborah Belgum

Combatant Gentlemen Pops at Bloomie’s

Retail Weakness Results in Layoffs at Major Los Angeles Contemporary Brands

Los Angeles designer Mike Vensel presented a “tableaux vivants” fashion 
installation at a recent event at the Italian Cultural Institute in Los Angeles’ 
Westwood neighborhood. The Sept. 12 event also featured an art and music 
presentation by Italian artists Samantha Stella and Nero Kane. 
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Italian-American Fashion Collaboration

IN STORE: The Combatant Gentlemen pop-up shop at Bloomingdale’s will have a high-tech look 
with iPad tablets to help customers order the made-to-measure suits. The in-store shops will sell 
Combatant Gentlemen’s suits, accessories, luggage and footwear as well as tuxedos and suits from 
the company’s Wedding Collection.

THE LOOK: Combatant Gentlemen’s 
“Summit Italy” collection includes a 
navy hopsack tailored-fit suit (pictured 
at top) and a dark navy pinstripe 
tailored-fit suit. 

02.news.indd   2 9/15/16   6:50 PM



APPARELNEWS.NET   SEPTEMBER 16–22, 2016   CALIFORNIA APPAREL NEWS  3

Southern California’s oldest 
and largest vertical knitting mill

Established in 1973, Antex 
currently occupies a facility of 
500,000 sq feet

ISO-certified Product Testing 
Facility

3750 S. BROADWAY PLACE, LOS ANGELES, CA 90007 

TEL (323) 232-2061 
WWW.ANTEXKNITTING.COM

FOR MORE INFORMATION

PLEASE CONTACT SALES@ANTEXKNITTING.COM

The goal at Antex Knitting Mills is to service the knit 
fabric needs of the apparel industry with high quality, 
competitively priced fabrics, backed by outstanding 

customer service and technical expertise.

KNITTING

DYEING

PRINTING

Antex’s product line includes: 
Matchmaster prints 
Antex Premier Performance 
Dry Inside Performance Cotton 
Pyrosafe by Antex flame retardant knits

The ONLY Flame Resistant  
COTTON KNITS that Comply with 

NFPA 2112
NFPA 70E

MADE IN THE USA
Charles Javer at 213-713-2347 or charles@antexknitting.com

3750 S. Broadway Place, Los Angeles, CA 90007     323-232-2061     www.pyrosafebyantex.com

MILAN, ITALY—Exhibitors and attendees 
at the Sept. 6–8 run of Italian textile trade show 
Milano Unica were pleased with the show’s 
new location at Fiera Milano Rho, the mas-
sive convention-center complex located on the 
outskirts of Milan. 

The location marks a return, of sorts, for 
Milano Unica, which bowed at the centrally 
located  Fieramilano city convention center, 
then moved to Rho in 2006 for one season 
before returning to Fieramilanocity until last 
February, when the show outgrew the smaller 
convention-center space. 

On opening day, as attendees made their 
way through the registration process, exhibi-
tors were optimistic about the move to the new 
space. 

“This is something we really needed a few 
seasons ago,” said Marco Taiana, marketing 
manager of Como, Italy–based Taiana, be-
tween appointments on opening day. “I’m pos-
itive about it.” Bergamo, Italy–based Gruppo 
Albini had two booths at the show, one show-
ing the company’s shirting collections Albini 
1876, David & John Anderson and Thomas 
Mason and the other showing its denim-
friendly Albiate 1830 collection.  

“It’s been very busy,” said 
Tejaswita Sawant, Albini mar-
keting and communications 
representative, on the last day 
of the show. “The first day, 
when we opened in 20 min-
utes, the stand was full.” 

Milano Unica was founded 
in 2005 when several long-
standing Italian trade shows 
joined forces to show in a cen-
tral location. The show com-
prises several sections: Moda 
In and Moda In Accessories 
for men’s and women’s fab-
rics and trim; Shirt Avenue for 
shirting resources for men and 
women; and IdeaBiella for 
upscale menswear mills from 
the area around Biella, a city in 
Italy’s Piedmont region. 

The show also features two 
international pavilions, the Japan Observatory 
section and the Korea Observatory section. 
This season, Milano Unica partnered with 
Fiera di Vicenza to bring Origin Passion and 
Beliefs, a three-day event featuring internation-
al designers and Italian manufacturing.  

In addition to Italian fabric and trim resourc-
es, Milano Unica also includes other upscale 
European mills, such as French couture fabrics 
maker Goutarel, where company representa-
tives Pierre Scanzi and Nady Despinasse were 
meeting with international buyers. “We export 
everywhere—90 to 95 percent,” Scanzi said.  

It was busy at the Albert Guegain SA 
booth, where Eric Guegain was meeting with 

drop-in visitors. “We never give appointments 
because everyone wants to come at the same 
time,” he said on the second day of the show. 
“Yesterday was not too bad. It started a little 
late, but it’s a new place. I think it’s good for us 
and good for the customers.”  Guegain said he 
shows at Milano Unica to work primarily with 
Italian companies but also sees other European 
companies as well as “some Asia and the Mid-
dle East.” “For us, Japan is one of our biggest 
markets—and the Middle East and Russia and 
Europe.” But with lower oil prices depressing 
the economies in Russia and the Middle East, 
Guegain said he is concentrating more efforts 
on European customers. “Spain is a growing 
market for us,” he said. 

This was the first time C. Pauli showed at 
Milano Unica. The German company sources 
eco-friendly fabrics from Turkey and India. 
“It’s a good location and well organized,” said 
assistant manager and sales representative 
Olga Riedel.  The company, which has clients 
all over the world, sells organic cotton and silk 
fabrics. 

Adding made-in-Italy manufacturing to 
the mix

At the Origin Passion and Beliefs section 
of Milano Unica, Italian manufacturers and in-
ternational designers showed side by side in a 

pavilion designed to encourage 
collaboration. 

Los Angeles–based jewelry 
designer Antoanetta Ivanova 
was showing her Antoanetta 
fine jewelry at Origin. This was 
Ivanova’s first time at Milano 
Unica but her second at Origin, 
which was previously held in 
Vicenza. 

“It’s a great chance for me 
to meet Italian manufacturers,” 
Ivanova said. In Vicenza there 
are big Italian factories. I’ve 
met interesting people.”

Ivanova comes from a fam-
ily of jewelers. Her fine-jewelry 
collection is currently produced 
in Los Angeles and sold on her 
website. For the Milan show, 
Ivanova introduced a new, all-
black collection called “Black 
Siberia,” which features fash-

ion-driven pieces in bold, geometric shapes. 
Ivanova was one of 50 designers showing 

in Origin and the only one from California. All 
the designers, which included apparel and ac-
cessories makers, were selected by Not Just 
a Label, an online platform for independent 
designers. Not Just a Label currently features 
23,000 designers from all around the world, 
said Robert Cavell-Clark, who was represent-
ing the organization at Milano Unica. On the 
Not Just a Label site, designers are given a 
digital showroom where buyers and press can 
view the collection and contact the designers, 
Cavell-Clark said. 

NEW LOCATION: This season, Milano Unica 
moved to the Fiera Milano Rho convention 
center, where high-end mills from Europe, Japan 
and Korea showed their collections to European 
brands and designers.

LA IN ITALY: Jewelry 
designer Antoanetta 
Icanova was the only Los 
Angeles exhibitor at Milano 
Unica, where she showed 
her Antoanetta fine jewelry 
collection in Origin Passion 
and Beliefs, a new section 
at the show devoted to 
connecting international 
designers with Italian 
manufacturing facilities.

TRADE SHOW REPORT

Milano Unica Bows in New Location, Eyes 
Possible Date Change in 2017
By Alison A. Nieder Executive Editor

EUROPEAN CONNECTION: Japan, Russia 
and the Middle East are key markets for Albert 
Guegain SA, but the French textile mill was 
primarily meeting with Italian companies and 
other European brands at the recent Milano 
Unica trade show.

➥ Milano page 4
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FREIGHT & LOGISTICS

with the containers until they find a storage spot. 
“Now we are running out of chassis to pick up cargo 
at TTI [the Hanjin Shipping terminal at the Port of 
Long Beach],” said Mark Hirzel, a customs broker 
and district manager at A.N. Deringer and chair 
of the Los Angeles Customs Brokers & Freight 
Forwarders Association. “If you pick up a Hanjin 
container at the APM Terminal at the Port of Los 
Angeles, you have to come up with your own chas-
sis. APM is making sure their chassis don’t go out 
with Hanjin boxes.” 

Another wrinkle is that many importers using 
Hanjin Shipping did not want to pay for their ocean 
freight until it actually arrived in Los Angeles. But 
now Hanjin Shipping is holding the freight at the 
ports until the importers’ checks clear. That is tak-
ing about seven days. 

Since Hanjin Shipping filed for bankruptcy in 
South Korea on Aug. 31, three Hanjin Shipping 
vessels were anchored off the coast of Southern 
California until everyone figured out what to do 
with the ships. They started docking at the Los An-
geles/Long Beach port complex on Sept. 10 after 
the ships and their crews were stuck in a watery 
parking lot for more than a week. 

The first to arrive was the Hanjin Greece, which 
docked at the TTI terminal at the Port of Long 
Beach. It then sailed on to the Port of Oakland on 
Sept. 12. 

The Hanjin Boston arrived at the Yusen Termi-
nals at the Port of Los Angeles on Sept. 13 and set 
sail on Sept. 16 to the Port of Oakland. 

The Hanjin Montevideo remained anchored 
inside the Port of Long Beach breakwater. Mean-
while the Hanjin Gdynia arrived from Asia and 
docked at the Port of Long Beach on Sept. 14. It 
was scheduled to depart to Tokyo on Sept. 18.

Hanjin Shipping has been in deep financial wa-
ters for some time, and many customs brokers ear-
lier this year started urging their clients to use other 
shippers. 

The South Korean carrier is the world’s seventh-
largest cargo-container line and is used frequently 
by big apparel makers such as Hanesbrands, Un-
der Armour, and retailers J.C. Penney and Fred 
Meyer. 

In a listing by Datamyne, a Miami company that 
compiles international trade data, Hanesbrands had 
824 containers on Hanjin Shipping vessels expected 
to arrive in the United States between Aug. 1 and 
Sept. 3, and Fred Meyer had 1,412 containers.

The carrier’s financial woes are a result of rock-
bottom ocean shipping rates that have plagued the 
industry ever since major shipping lines started 
taking delivery of new and bigger cargo container 
vessels, which created a capacity glut. 

At one point this year, the price to ship a 20-foot 
container from Asia to the West Coast had dropped 
to as low as $700 but has more than doubled after 
Hanjin Shipping filed bankruptcy in South Korea 
and created a dearth of shipping capacity.

Hanjin Shipping filed for Chapter 15 bankrupt-
cy protection in U.S. Bankruptcy Court on Sept. 
2, allowing the Korean carrier to dock its ships 
at U.S. ports without its vessels being seized by 
creditors.

Also, some financial help came from Korean 
officials and companies. The bankrupt shipping 
line said it received $35.7 million from the per-
sonal assets of Hanjin Shipping’s chairman, Cho 
Yang-ho. And former  Hanjin Shipping chair Choi 
Eun-young contributed $8.9 million. 

Also, Korean Air Lines Co., which owns 
about a third of Hanjin Shipping, came up with 
$54 million to help pay for port charges and han-
dling fees. 

“There is a bit of a respite right now,” said Rob-
ert Krieger, president of Krieger Worldwide, a 
Los Angeles customs broker and freight forwarder 
that has several footwear, apparel and electronics 
customers. “The good news is that people are get-
ting their cargo at the ports.”

But the bad news is that cargo containers that 
were to be delivered to warehouses beyond the 
ports or taken by rail to the East Coast are stuck 
at the ports. “Most people will have them to pull 
their containers out of the port, take them to a 
warehouse and then pay to truck them to their des-
tination,” Krieger said. “It’s been a major head-
ache for us.” ●

Hanjin Continued from page 1

For years, Janet Labuda was known as the 
government’s top dog when it came to en-
forcing apparel and textile import laws and 
finding counterfeit goods.

Now she is being hired as a consultant 
in international trade compliance at the 
FormerFedsGroup, which provides com-
pliance, business development and trade fa-
cilitation to the private sector. 

As a consultant, Labuda will oversee de-
velopment of the PerfectShield trade com-
pliance program. She will also be responsible 
for ensuring that the PerfectShield certifica-
tion process represents industry-best practices 
in the areas of customs and trade compliance. 

In addition, the former director, textile/
apparel policy and programs division with 
the U.S. Customs and Border Protection 
agency will be involved in high-level con-
sulting services to major FormerFedsGroup 
clients engaged in international trade. 

Labuda spent more than 30 years working 
with CBP, where she led the development 
and implementation of national policy deci-
sions regarding textile product imports into 
the United States. She also was responsible 
for enforcing laws that affected the $100 bil-
lion textile import industry and participated 
in free-trade-agreement negotiations. 

“She brings very high-level skills and ex-
perience in trade compliance that we need 
to expand our portfolio of offerings and en-
hance the quality of service we provide to 
our clients,” said Bradford Geyer, general 
counsel, FormerFedsGroup.com. “With her 
extensive trade and customs experience, 
both in and out of government, she will be 
able to provide international and domestic 
clients with insights on best practice trade 
compliance, which will improve business 
results as well as mitigate risks.”

—Deborah Belgum

Ex-CBP Apparel and Textiles Chief Janet Labuda 
Hired at FormerFedsGroup

Starting in November, three Asian ship-
ping lines will be establishing routes from 
Asia to the Port of Oakland.

The new routes will add new shipping 
choices to connect Vietnam and China to 
California.

The service, known as the Calco-C, will 
consist of seven ships carrying between 8,000 
and 9,000 20-foot containers on each vessel. 

The cargo containers will be operated 

by “K” Line of Tokyo, Wan Hai Lines of 
Taiwan and Pacific International Lines 
of Singapore. The new venture should add 
about 50 new arrivals every year to the Port 
of Oakland, which last year handled 2.28 
million 20-foot cargo containers. 

Other ports in the route include Cai Mep 
in Vietnam; Xiamen, Yantian and Nansha 
in China; and the Port of Long Beach in 
Southern California.—D.B.

Ships From China and Vietnam Add Route to Port of Oakland
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Moda Manhattan
Javits Center
New York
Through Sept. 20
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TMRW
Javits Center
New York
Through Sept. 20

Stitch
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Sept. 20
“How to Maximize Profits This 
Holiday Season” webinar by FBI
online
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faxed to the Calendar Editor at (213) 623-
5707. Please include the event’s name, 
date, time, location, admission price 
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prior to Friday publication. Inclusion in the 
calendar is subject to available space and 
the judgment of the editorial staff.
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net/calendar.
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“This is our fourth year with 
Origin,” he said. “It’s hard to 
get them to connect designer 
to manufacturer. We literally 
lock them in the same space 
for a few days so they collabo-
rate. There are 50 designers 
from different countries and 40 
manufacturers. They all want 
to start producing in Italy and 
find manufacturers that are ap-
propriate for them.”

Founded eight years ago in London, Not 
Just a Label will relocate to Los Angeles later 
this month, Cavell-Clark said.

September vs. July

Since launching in Milan 11 years ago, Mi-
lano Unica has expanded to include editions in 
Shanghai and New York as well as a precollec-
tion show, called Prima MU, which has been 
held for the last two years in July in Milan. 

Many exhibitors were pleased with the 
turnout at the most recent run of Prima MU.

Italian mill Seterie Argenti was among the 
exhibitors at Prima MU. 

“Between July and now we have a much 
larger offering,” said owner Michel Vigano. 

“We have enough product to show [in July] 
and have material to ship to the customer, 
which is the most important thing.”

Taiana’s Marco Taiana also showed at the 
July show and said some Taiana customers 
opted to attend in July instead of the Septem-
ber show. 

“July was quite good for us—better than 
September,” he said, adding that it drew fo-
cused buyers. “Some Italian, French and Brit-
ish customers are asking to see the collection 
earlier.”

Show organizers are currently determining 
whether to permanently move the main Mi-
lano Unica show from September to July. 

“For us, the main problem is the decision 
to stay in September and try to be more close 

to [Milan] Fashion Week,” said 
Ercole Botta Paola, president of 
Milano Unica and chief execu-
tive officer of the Biella-based 
mill Successori Reda S.p.A.

If the show moves to July, 
Paola added, it could run con-
currently with other Italian 
trade shows, such as the leather 
sourcing show Lineapelle and 
yarn sourcing show Pitti Filati. 

“Every decision we make, 
we [would] like to be together 
as much as possible as an Ital-

ian system,” Paola said. “We are Italian, so 50 
percent like September and 50 percent like 
July. But 100 percent only want one show in 
Milan.”

Seterie Argenti’s Vigano was among the 
exhibitors who would prefer to shift the show 
to July rather than remain in September, when 
the show falls a week before the big Première 
Vision and Texworld fabric shows in Paris. 

“For me, it’s would be a good idea to have 
one show in July to be completely separate 
from Première Vision,” Vigano said. “There is 
a big trend to [show early to] follow the cus-
tomer. We have to follow their needs.”

If show organizers decide to move the Mi-
lan show to July, the New York show may shift 
its dates as well, Paola said. 

“The American market is strategic for us,” 
he said. “[But] we need to protect our decision 
in Milan. If we move to July, we must believe 
in July.”

Regardless of whether the show moves to 
July or remains in September, Paolo said the 
focus will continue to be on high-end textiles 
and trim. 

“It’s not a show where we’re looking for 
1,000 exhibitors and 100,000 visitors,” he 
said. “We look for companies that have excel-
lence of product to complete the selection. At 
Première Vision and Texworld, you can find 
fabrics of all the world. Here we have the fab-
rics of excellence. This is not the show where 
we’re looking for profit. We’re looking to pro-
mote excellence.” ●

TRADE SHOW REPORT

Milano Continued from page 3

Ercole Botta Paola, 
president of Milano Unica 
and chief executive officer 
of Successori Reda S.p.A.

01,3,4,8.indd   4 9/15/16   6:42 PM



APPARELNEWS.NET   SEPTEMBER 16–22, 2016   CALIFORNIA APPAREL NEWS  5

NEW YORK FASHION WEEK

California 
Collections on 
the Runway in 
New York

There was plenty of West Coast 
influence on the runways in New 
York as California designers joined 
the line-up at events around the city. 
This season marked the fashion 
week return of Los Angeles design-
er Louis Verdad, who presented his 
new Verdad collection in an inti-
mate installation setting. Bicoastal 
designer Erin Fetherston teamed 
up with Los Angeles luxury denim 
brand Parker Smith to create a cap-
sule collection, which bowed on the 
runway in New York. Style Fashion 
Week also hosted its multi-day slate 
of shows, which included a mix of 
U.S. and international designers, in-
cluding several veterans of the LA 
Fashion Week runways. 
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NEW YORK FASHION WEEK
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West Coast Label Co. USA Inc.
IDENTIFICATION FOR THE APPAREL INDUSTRY

3137 E. 11th St., Los Angeles, CA 90023
Tel :  323-269-2500
Fax : 323-269-2400

www.westcoastlabel.com 

Greg@westcoastlabel.com
Debbie@westcoastlabel.com 

NEW YORK FASHION WEEK
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TRADE SHOW REPORT

Expo’s September 2015 show. “It’s the first 
Summer show of the season,” Cooper said of 
Surf Expo.

Summer is not considered a major season 
on the fashion calendar, but it is considered 
important for the action-sports businesses 
and beach-lifestyle crowd, to which Surf 
Expo caters. The most recent run of the show 
was considered its largest, said Roy Turner, 
senior vice president of Emerald Exposi-
tions, the owner of the biannual trade show, 
which also produces a larger January show. 
At the most recent September show, there 
were 2,400 booths and 1,100 vendors at the 
sprawling show. Buyer attendance was up 7 
percent over last year. 

“Surf Expo is expanding from its region-
al surf roots. It’s the largest watersports and 
coastal lifestyle show in the U.S.,” Turner said. 
While attendance is particularly strong for the 
Southeast and Florida retailers, such as Ron 
Jon Surf Shop, Surf Expo’s show has fos-

tered a national and international following.  
Retailers from Asia and Europe shop the show. 
It has a strong following from surf shops and 
resort boutiques in the Caribbean and Latin 
America. Leading surf and action-sports bou-
tiques from California, including Sun Diego 
and Jack’s Surf, are regulars at the show. Bob 
Abdel, general buyer for Jack’s, said that Surf 
Expo has been the only market to get a prod-
uct highly associated with California.

“I go there for hard goods,” he said. “We 
do our surfboards, fins, body-surfing boards at 
the show. It’s the only place where you can 
buy that stuff now.”

He also shopped for apparel lines. On the 
show floor, he saw a lot of performance board-
shorts and hybrid walking shorts. “It was in-
teresting how many brands were showing fish-
ing clothes and styles. It was the most fishing 
brands I ever saw.” 

Jack’s came off a profitable summer, Abdel 
said, but the beginning of the year was tough. 
“We’re trying to be lean and clean right now. 
You can’t take chances; you don’t know what 
is going to happen tomorrow,” he said. “You 
have to add new lines, but we don’t add as 

many lines as we used to.”
Lira’s Kellogg also said that vendors 

must fight for every dollar. “There is busi-
ness out there, but you have to work harder 
to get it,” he said.

Show debuts included Lira’s Hyper Flex 
Series. Made with moisture-wicking materi-
als, the capsule collection will be Lira’s first 
venture into athleisure styles. The brand 
also expanded its offerings of boardshorts 
and men’s bottoms as well as cut-and-sew 
dresses for women.

Tavik, the Irvine, Calif.–headquartered 
brand, introduced its Wexler Collection. The 
bottoms collection does not feature as much 
performance fabric as boardshorts. Rather, 
Wexler Collection focuses on “pool culture,” 
not ocean sports. Prints on the Wexler Collec-
tion are inspired by mid-20th-century Califor-
nia architecture.

Surf Expo was a place where The Mad 
Hueys, a Carlsbad, Calif.–headquartered 
brand, introduced a major extension to its 

fishing sports–focused label. Taking a bow 
was its cut-and-sew button-up short-sleeve 
shirts, four-way-stretch boardshorts and 
jackets, said PJ Connell, the brand’s general 
manager of the Americas.

Connell had spent a career working for 
traditional action-sports brands, but he took 
a gamble in outfitting fishing sports. He 
recalled seeing market research that found 
that at least half of licensed American an-
glers were under the age of 34. However, he 
couldn’t see clothes reflecting the sensibili-
ties and humor of youth.

“It’s a natural evolution of action sports. 
It’s the ocean lifestyle. How do you bring 
freshness and new people in your doors,” he 
said of the wave of fishing brands.

An expansion beyond traditional action-
sports activities and brands has been build-
ing the appeal of Surf Expo. The show has 
attracted apparel brands and hard-goods 
companies serving water sports such as 
stand-up paddling, wakeboarding, canoeing 
and kayaking, Turner said. “Unless you are 
swimming laps in a pool, we have you cov-
ered,” he said. ●

ENDLESS SUMMER: Summer is officially over according to the calendar, but Surf Expo vendors 
devoted themselves to showing clothes for the Summer 2017 season. Some pictures of the scene at 
the Surf Expo show, which wrapped up Sept. 10. All images courtesy of Surf Expo.

Surf Expo Continued from page 1
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Antex Knitting Mills
div. of Matchmaster Dyeing & Finishing Inc.
3750 S. Broadway Place
Los Angeles, CA 90007
(323) 232-2061
Fax: (323) 233-7751
annat@antexknitting.com
Contact: Bill or Anna Tenenblatt
Products and Services: Antex Knitting Mills, a privately owned verti-
cal knitting, dyeing, and printing company in Los Angeles, announces 
capability of providing full-package garments produced in California 
or Central America to meet your varied needs. Antex’s product line 
includes Antex Premier Performance a line of high-performance, 
technical fabrics with moisture management, anti-microbial, stain 
resistant, or UV finishes; and Matchmaster Prints by Antex California, 
offering design and development of custom prints. Please contact 
sales@antexknitting.com.

Asher Fabric Concepts
950 S. Boyle Ave.
Los Angeles, CA  90023
(323) 268-1218
Fax: (323) 268-2737
www.asherconcepts.com
sales@asherconcepts.com
Products and Services: To address the need for innovative tem-
perature-regulating knit fabrics in the activewear market, Asher 
is introducing Cool Sport, spun on Asher’s new Santoni knitting 
machines, which create micro gauge knits for pure smoothness and 
compression. In 1991, Asher Fabric Concepts, based in Los Angeles, 
transformed the apparel industry by offering cutting-edge, high qual-
ity, “Made in U.S.A” knits for the contemporary fashion, athletic, and 
yoga markets. Since then, the company has become internationally 
known for its premium quality, knitted constructions with and without 
spandex, along with its creative print design and application. Asher 
Fabric Concepts provides fabric development, knitting, dyeing, and 
finishing in addition to fabric print design and printing capabilities 
based on each customer’s needs. The company differentiates itself 
from the competition by offering proprietary textiles and by continually 
updating and innovating every aspect of textile design and production. 
With an in-house design team, new prints are constantly added to its 
collection, and color stories are updated seasonally. 

Azteca Dye and Laundry
2614 Geraldine St.
Los Angeles, CA  90011
(310) 884-9083
www.aztecadyelaundry.com
Products and Services: Since 1999, Azteca Dye and Laundry has 
been committed to providing quality dye and wash services to the gar-
ment industry. We have a history of working, developing, and creating 
some of the biggest names in the garment industry. We have two 
locations in the Los Angeles area with a total of 96,000 square feet 
of space. At Azteca, we work 24 hours a day, seven days a week in 
order to provide you with the fastest turnaround time in our industry.

The Button / Accessory 
Connection, Inc.
152 West Pico Blvd.
Los Angeles, CA 90015
(213) 747-8442
(877) 747-8442 (Outside California)
www.tbacinc.com
Products and Services: The Button / Accessory Connection (tb/
ac) has been a trim supplier to some of fashion’s household names 
for over 30 years. But in 2016, tb/ac has taken action on a plan to 
offer more value to customers and strengthen the local community 
by starting a garment program at their downtown LA facility.  The 
overarching goal is to create quality garments and create more jobs. 
tb/ac offers full-service, private-label manufacturing for brands who 
need flexible order quantities at honest costs, with guaranteed quality. 
The factory is equipped with single needle, overlock, cover stitch and 
flatlock machines. Along with a dedicated finishing department with 
boilers, trim machines, packing space and distribution warehouse. 
tb/ac production and QC managers facilitate any screen printing, 
embroidery, fabric dying, and all operations with necessary outside 
contractors. Making sure each program receives proper attention and 
goods are shipped to spec. 

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 a great line 
of domestic trims that are proudly Made in America. These  products 
consist of printed labels, care labels, size tabs, custom hangtags, 
heat transfers, and stickers. We also have a service bureau for care 
labels and price tickets with a 48-hour turn tim, as well as various 

printers and ribbons to do your own production. Best of all, we have 
an in-house Art Department where our graphic arts team can always 
help you with brand identity and label Solutions! Check our website 
for a full product list or call or email us.

Equestrian Designs, LLC
91 Second Street, Unit A
Buellton, CA 93427
(805) 686-4455
Fax: (805) 686-4452
Rick@equestriandesigns.net
www.equestriandesigns.net
Products and Services: Equestrian Designs’ fashion-forward line 
takes you from ranch trails to an elegant evening out on the town in 
cozy comfort and chic style. Equestrian has evolved from our original 
riding breeches, which are still hot, to a trend-setting women’s 
contemporary line showing five times a year coast to coast. EQD’s 
dedication, for over twenty-five years, to providing the consumer 
with flattering functional fashion has grown a dedicated following. 
Tack room to boardroom, comfy chic to edgy silhouettes, Equestrian 
Designs has your look and feel. We cross generations with mothers 
and daughters shopping for the same line!

West Coast Label Co. USA Inc.
3137 E . 11th Street
Los Angeles , CA 90023
(323) 269-2500
Fax : (323) 269-2400
sales@westcoastlabel.com
info@westcoastlabel.com
www.westcoastlabel.com
debbie@westcoastlabel.com
Products and Services: Since 2005 we have provided the garment 
industry with cutting edge designs, superior quality and best-in-class 
customer service. We offer woven labels, printed labels, hangtags, 
heat transfers, patches, and much more. Originating in Los Angeles, 
we have recently expanded our sales offices to the East Coast and 
hold production both domestically and overseas. Our global presence 
makes it easier for your contractors and production locations. Our 
quality, creativity, and ability to deliver quickly have been key factors 
in our success and what continuously sets us apart from our competi-
tors in the industry. We look forward to engaging you in a mutually 
beneficial relationship!

This listing is provided as a free service to our 
advertisers. We regret that we cannot be responsible 

for any errors or omissions within Made in America 
Resources.

Made in America Resources

 Be a part of our next issues
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Cover: Fashion
Surf Expo Coverage
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Jobs Available Jobs Available Jobs Available

Jobs Wanted

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

TECHNICAL	DESIGNER

Min.	1	yr.	im	port	pro	duc	tion.	Pat	tern	Mak	ing	a

must.	Knowl	edge	in	tech	pack,	spec	gar	ments

&	pri	vate	la	bel.	Able	to	write	fit	com	ments	with

Pho	to	shop,	Word	&	Ex	cel.	Re	sume	to

MIS	SY	DE	SIGNHR@	GMAIL.	COM

SPEC	WRITER

Seek	ing	team	player	to	be	re	spon	si	ble	for	writ	‐

ing	spec	i	fi	ca	tion	sheets	&	cre	at	ing	line	sheets.

Can	di	dates	must	have	1	to	2	yrs	exp.	&	be	pro	‐

fi	cient	in	PC	ap	pli	ca	tions.	Must	be	de	tail-ori	‐

ented	&	pos	sess	the	abil	ity	to	work	well	un	der

pres	sure.	Gar	ment	con	struc	tion	knowl	edge	a

must.	Send	re	sume	to:	hr@	swa	tfam	e.	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

•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

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

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)

TECHNICAL	DESIGNER	FOR	SWEATERS

Min.	5	years	exp.	in	high-end	con	tem	po	rary

women's	sweaters.	Must	know	all	tech	as	pects

of	fit	cor	rec	tions,	ma	chine	lim	i	ta	tions,	yarns

and	stitches.	Knowl	edge	of	Ex	cel	and	Adobe

Cre	ative	Suite.	Ad	di	tional	tasks	as	as	sis	tant	

to	de	signer	will	be	re	quired.	Great	work	ing	

en	vi	ron	ment.	Lo	cated	in	Ver	non,	CA.	

Email	re	sume	to:	ca	reers@	bai	ley4	4.	com

JUNIOR	SOCIAL	DRESS	DESIGNER

We	are	seek	ing	a	exp'd	So	cial	Dress	de	signer

with	at	least	3	years	cur	rent	exp	in	the		young

con	tem	po	rary,			ju	nior		dress	mar	ket.	Must	be

exp	in	all	as	pects	of	de	sign	that	in	cludes	fab	ric,

trim,	fit,	trend	re	search	and	solid	work	ing	exp

with	prom	&	home	com	ing	dresses.	Must	be

able	to	meet	dead	lines	and	work	with	the	

cre	ative		di	rec	tor	,	must	be	able	to	thrive	in	a

fast	paced	en	vi	ron	ment.	

Pls	sub	mit	res.	to:	hropp	s2015@	gmail.	com.

ACCOUNT	MANAGER/PRODUCTION

COORDINATOR

Lead	ing	ap	parel	im	porter	in	Ac	tion	Sports	

in	dus	try!	

-	Must	have	strong	knowl	edge	of	knit/wo	ven

fab	rics.	-	Un	der	stand	gar	ment	con	struc	tion,

emb,	screen	print.	-	Prior	exp	com	mu	ni	cat	ing

with	China	fty/US	cus	tomer.	-	Eng/Man	darin

bilin	gual	read	and	write,	will	ing	to	travel.-	Exl

salary+bene	

-job@	ubc	impo	rts.	com	626-579-2808

SALES	DIRECTOR

Highly	ex	pe	ri	enced	sales	di	rec	tor	to	join	our

Sales	Team:	Bach	e	lor	or	above	de	gree	in	

busi	ness;	strong	com	mu	ni	ca	tion	skills	in	ver	bal,

writ	ten	lan	guage	and	pre	sen	ta	tion;	ex	cep	tional

lead	er	ship	skills	along	with	pro	fes	sional	at	ti	tude

and	work	ethic;	ex	cel	lent	skills	in	prob	lem	

an	a	lyz	ing	and	solv	ing;	abil	ity	in	de	vel	op	ing	and

main	tain	ing	clients	as	well	as	of	fice	op	er	a	tions;

will	ing	to	travel;	must	speak	Chi	nese.

Email	to:	dora@	sxn	ewid	ea.	com	

SEAMSTRESS	WANTED

Seam	stress	wanted	for	gowns.	7+	yrs	exp	

bon	ing	drap	ing	struc	ture.	

Please	call	Ms	Costello	213-628-3655

PRODUCTION	MANAGER

Ex	pe	ri	enced	in	Do	mes	tic	knit	ting	and	dye	ing

with	3	years	min	i	mum	ex	pe	ri	ence.Om	nis	and

Mod2	ex	pe	ri	enced	a	plus.Must	have	strong

lead	er	ship,highly	or	ga	nized	and	de	tail	ori	‐

ented.Email	re	sume	to	ramin@	ric	hlin	etex	tile	s.	

com

CUSTOMER	SERVICE

Can	di	date	must	be	strong	and	en	er	getic,Mod2

ex	pe	ri	enced	a	plus.Can	han	dle	multi	task	job

with	good	com	mu	ni	ca	tion	skills,	self	mo	ti	vated

and	or	ga	nized.

Email	re	sume	to	ramin@	ric	hlin	etex	tile	s.	com

ASSISTANT	DESIGNER

En	try	level	po	si	tion,	seek	ing	a	highly	mo	ti	vated

in	di	vid	ual	with	a	will	ing	ness	to	learn	and	good

work	ethics.	We	are	a	man	u	fac	turer	that	pro	‐

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

Ju	niors/Young	con	tem	po	rary/Missy	mar	kets.

Knowl	edge	of	Mi	crosoft	ex	cel	re	quired,	use	of

adobe	pho	to	shop	and	il	lus	tra	tor	pre	ferred.

Great	work	ing	en	vi	ron	ment.	Lo	cated	in	

Down	town	LA,	CA.	Email	re	sume	to:	

ann@	sec	retc	harm.	com

APPAREL	CO.	IN	NEED	OF	THE

FOLLOWING	POSITIONS:

PRO	DUC	TION	MAN	AGER	with	tech	ni	cal	ex	pe	ri	‐

ence	in	con	tem	po	rary	line	and	ex	pe	ri	enced	in

both	Do	mes	tic	&	im	port	pro	duc	tion	process	is

a	must.	

QUAL	ITY	CON	TROL	-	Must	have	a	min	i	mum	

ex	pe	ri	ence	in	the	con	tem	po	rary	line	of	5yrs,

must	be	able	to	travel	over	seas	to	do	QC	in

CHINA	prefer	ably	be	able	to	com	mu	ni	cate	in

Man	darin.	Good	or	ga	ni	za	tional	skills	and	able	to

give	clear	in	struc	tion	to	the	fac	to	ries	to	meet

the	qual	ity	stan	dards.

We	of	fer	great	com	pen	sa	tion	pack	age	&	ben	e	fit

for	qual	i	fied	can	di	dates.

Please	email	re	sume	to	texts	mart@	aol.	com

EIGHT	SIXTY	F/T	SAMPLE	CUTTER

Woman’s	con	tem	po	rary	line	knits	and	wo	ven.	

Min	5	years’	exp.	Full	ben	e	fits

Call:	Aida	Vasquez	213-891-1500	x23

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

SALES	MANAGER	WANTED

Highly	mo	ti	vated	Sales	Man	ager	to	join	our

Sales	Team.	Qual	i	fied	can	di	dates	must	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.	3+	yrs	exp.	in	Young	

Con	tem	po	rary	Mar	ket.	Travel	is	a	must.

Email	to:	info@	col	lect	ivec	once	pts.	net

RECEPTIONIST

Dress	Man	u	fac	turer	in	Down	town	LA-	re	cep	tion	‐

ist	needed.	Must	be	per	son	able	and	pro	fes	‐

sional	when	an	swer	ing	phones	and	greet	ing

peo	ple.	Must	be	pro	fi	cient	in	com	put	ers,	fil	ing,

and	cus	tomer	ser	vice.	Po	si	tion	may	re	quire	fit	‐

ting	gar	ments	(ju	nior	size	9),	of	fice	or	ga	ni	za	tion,

and	as	sist	ing	in	cler	i	cal	tasks.

Email:	juan@	bee	darl	in.	com
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Texas Factory With High-

Tech, Denim Expertise and 

Social Message Looks to LA

Apparel factory Roicom USA is based in El Paso, Texas, 

but the company has Los Angeles’ denim community in its 

sights. 
The company is planning to lure denim brands—and other 

apparel makers—to Texas with state-of-the-art machinery, 

seasoned denim-industry executives and turnkey operations 

that include shipping and customer service. Company execu-

tives also hope Texas’ lower minimum wage, plentiful water 

and high-tech finishing on both sides of the U.S./Mexico 

border will provide further incentive to Southern California 

➥ Roicom USA page 8

By Alison A. Nieder Executive Editor
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MADE IN AMERICA

Roicom USA’s sister production company, ReadyOne, 

employs the severely disabled to produce apparel and 

equipment for the U.S. military.

Fashion’s Future
Santa Monica College design 

student Kathy Zarbakhsh’s capsule 

collection of futuristic dresses 

received two of the top honors at 

the college’s recent runway show in 

Santa Monica, Calif. For highlights 

from the show, see page 6. 

VF Corp. Sells 7 For All 

Mankind, Splendid and 

Ella Moss to Delta Galil

VF Corp. is selling two of its top contemporary brands 

to Delta Galil, an Israeli apparel manufacturer that is more 

than 40 years old.

Delta Galil said it signed a definitive agreement to buy 7 

For All Mankind and Splendid/Ella Moss for $120 mil-

lion. The acquisition is expected to add $300 million to 

Delta Galil’s annual sales in 2017. The deal should close in 

the third quarter of this year.

Splendid/Ella Moss and 7 For All Mankind will join 

Delta Galil’s other brands such as P.J. Salvage, Schiess-

er, KN Karen Neuberger, Nearly Nude, LittleMiss-

Matched and FIX.

Issac Dabah, Delta Galil’s chief executive, said he was 

able to buy the company at a bargain because profits at the 

brands have declined over the last few years.

➥ VF Corp. page 2

By Deborah Belgum Senior Editor

$2.99  VOLUME 72, NUMBER 33  JULY 29–AUGUST 4, 2016

What Are the Roadblocks 

This Year for Apparel 

Makers and Retailers?

Even though more people have jobs, wages are rising 

and gas prices are low, retailers have struggled this year 

to keep sales churning. Several big chains including Pa-

cific Sunwear, Sports Authority, Sport Chalet and Aéro-

postale have filed for bankruptcy protection.

Sales at shopping malls have dipped or are flat as fewer 

people drive to a commercial center, often preferring to pe-

ruse for items online.

And then there’s the distraction of the presidential elec-

tion, where drama and political debates keep consumers 

wondering about the future.

The California Apparel News recently spoke with sev-

eral finance-industry executives about what challenges ap-

parel manufacturers are facing this year that they didn’t 

have to confront last year and how the presidential election 

is influencing consumer attitudes. 
➥ Finance page 14

In a tough retail market, off-price stores are churning up 

some of the best performances in the business. 

“Off-price is second only to the online channel in terms 

of growth rate,” said Marshal Cohen, the chief industry an-

alyst for market-research company The NPD Group Inc. 

Years ago, off-price retailers, who sell goods at a 20 

percent to 60 percent discount, may have been ignored by 

well-off consumers. Now this same group of affluent shop-

pers is helping them steal market share from mainstream 

department stores and specialty stores.

INSIDE:
Where fashion gets down to business

By Deborah Belgum Senior Editor
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The Off-Price Market 

Is Switched On

➥ Off-Price page 2

By Andrew Asch Retail Editor
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INDUSTRY FOCUS: FINANCE

MAKING WAVES
Swim and lingerie 

labels hit the runway at 

Los Angeles Swim Week 

as Miami Swim Week was 

closing. For more from 

the show, see page 8.

Glam Clothing

$2.99 VOLUME 72, NUMBER 34 AUGUST 5–11, 2016

Making the Most of 

a Quiet LA Market

The recent Los Angeles Fashion Market for Holiday/

Resort 2017 appeared to be dead on arrival, but signs of 

life existed.

Several showroom reps in the California Market Cen-

ter said it was a very slow market, but they were pleasantly 

surprised to see a few store buyers wander in from as far 

away as Florida, Colorado, Texas and Missouri.

“It [August] has always been the worst market and rela-

tively slow, but we’ve had a few stores walk in,” said Robe-

lene Montes, who shares a space in the L on 5 showroom 

with two other sales reps on the CMC’s fifth floor.

She said a mannequin dressed in a reversible PopKiller 

➥ LA Market page 4

Everything about stores—from design to strategies for at-

tracting shoppers to organizing inventory—has gone through 

major changes in the past decade. To take the pulse of these 

changes and see what’s coming up next, California Apparel 

News arranges roundtable discussions on the “Store of the 

Future.” 
For this edition, we hear the perspectives of award-win-

ning architect Giorgio Borruso—his futuristic designs can be 

seen at the WithMe store at Santa Monica Place in Santa 

Monica, Calif.; Adam Derry, founder of the ADBD brand 

and boutiques, headquartered in Los Angeles; Marshal Co-

hen, chief industry analyst for market-research company The 

NPD Group; and Wendy Bendoni, fashion marketing chair at 

Woodbury University.

INSIDE:
Where fashion gets down to business

By Andrew Asch, Deborah Belgum and Alison A. Nieder
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Store of the Future

➥ Store of the Future page 3

By Andrew Asch Retail Editor
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TRADE SHOW REPORT

South of the Equator
Resort fashion heats up with 

equatorial-inspired looks that 

layer breezy boho pieces over 

swimwear. For more Resort ’17 

fashion, see pages 6–7.

SINGLE’s “Peacock” maxi 

dress. BINDY’s multi-beaded 

string necklace with turquoise 

tassels.

The editors and writers of 

California Apparel News

are blogging at 

ApparelNews.net/news/blogs

we’re blogging

"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

•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

FORMERLY	OF	AMERICAN	APPAREL	-

COMPLETE	DYEING	&	FINISHING	PLANT

Auc	tion	Date:	Tues.,	Oct.	4th	at	10am	PDT.	

Lo	ca	tion:	12537	Cerise	Ave,	Hawthorne,	CA

90250.	Pre	view:	 Sept.	30th	&	Oct.	3rd,	9am-

4pm	or	by	Appt.	More	Info:	www.	bid	itup.	com

or	Call	818.508.7034.

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

Independent 

Designers Fight 

for Market Space

The Great Recession and its slow recovery generally were 

blamed for wiping out a generation of independent designers.

But not Freddie Rojas. He is one of the few who survived 

and is one of Los Angeles’ longest active independent design-

ers. Since 1997, he has been taking his inspirations and mak-

ing them into one-of-a-kind designs as well as limited-edition 

collections. He’s a one-man show. After crafting his designs, 

he is the one who sells his designs to mom-and-pop businesses 

and at flea markets.

“It’s kind of hard,” he concedes. “You have to be ahead of 

the game. You have to change a lot.”
➥ Indie Designers page 20
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➥ Swim Collective page 2
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Fresh-Faced Return
Gen Art brought its Fresh Faces in Fashion program back to Los Angeles for an 

Aug. 4 event in downtown Los Angeles that featured women’s line 34N118W, 

pictured above, as well as men’s labels Elliot Evan and Bristol, footwear collection 

Rafa, and jewelry line Legier. For more from the show, see page 24. 

Swim Collective and its sister trade show, Active Col-

lective, have a new owner. Emerald Expositions LLC, the 

San Juan Capistrano, Calif.–based owner of Surf Expo and 

Outdoor Retailer, has purchased the Santa Barbara, Ca-

lif.–based show for an undisclosed amount from Shannon 

Leggett, the founder of Swim Collective and Active Col-

lective.
Leggett and his team will join Emerald Expositions.

“The Collective trade shows have grown strongly over the 

last few years under Shannon’s leadership, and we are ex-

Emerald Expositions Buys 

Swim Collective, Active 

Collective Trade Shows

By Alison A. Nieder Executive Editor

LAS VEGAS—Four months after MAGIC parent com-

pany UBM purchased BJI Fashions’ trio of Las Vegas 

shows—MRket, Stitch and Accessories The Show—buyers 

returned to Las Vegas to find a newly shuffled layout during 

the Aug. 15-18 run of the apparel, accessories and sourcing 

trade shows.

This season, UBM moved the BJI Shows from the Sands 

Expo Convention Center to the Mandalay Bay Conven-

tion Center, where UBM’s Project, Project Women’s, The 

Tents, Pooltradeshow and Collective trade shows are held. 

MRket joined the shows on the first floor of the Mandalay 

Bay, while Stitch and ATS—along with Pool—moved to the 

second floor of the convention center. 

Show organizers hinted that changes are in the works, in-

cluding the eventual shift of some MRket, Stitch and ATS ex-

➥ Las Vegas page 3

In 2011, Fraser Ross hired Chris Lee to turn the Kitson 

chain of boutiques into a global brand.

But five years later Ross is suing Lee in Los Angeles 

County Superior Court for allegedly defrauding the Los 

Angeles company, which suddenly closed late last year. 

Ross, who recently opened a new boutique called 

Kitross in the same spot on Robertson Boulevard where 

Kitson had its first location, requested a jury trial and more 

than $120 million in damages, which was the estimated 

value of Kitson before 2011, said Glenn Feldman, Ross’ 

Canadian counsel. Ross is from Canada. 

The lawsuit was filed Aug. 9 by attorney Jeremy D. 

Smith of Krane & Smith in Encino, Calif. 

Lee, who left Kitson last year, did not return phone calls 

requesting comment. According to his LinkedIn account, 

Lee works as an advisory partner at private-equity investor 

Goode Partners LLC.

In 2000, Ross moved to Los Angeles and launched Kit-

Kitson’s Fraser Ross Sues 

Former Business Partner

By Deborah Belgum and Alison A. Nieder

By Andrew Asch Retail Editor

$2.99  VOLUME 72, NUMBER 36  AUGUST 19–25, 2016
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TRADE SHOW REPORT

show business

Buyers Navigate a 

Shuffled Trade Show 

Lineup in Las Vegas

Project P1VOT

WWDMAGIC
Project Womens

Liberty

MRket

Sourcing at MAGIC

FN Platform

Capsule

Stitch

The Tents

Curve

Pooltradeshow

WWIN
Project

For classified information, 
call Jeffery at

213-627-3737 ext. 280 or visit
apparelnews.net/classifieds
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