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Santa Cruz, Calif.—based Socksmith was among the returning exhibitors showing at the recent Fashion Market Northern California
trade show in San Mateo, Calif.

TRADE SHOW REPORT

Boutique Retailers Turn Out to Order
Immediates, Spring Merchandise at FMNC

By Alison A. Nieder Executive Editor

SAN MATEO, Calif.—The weather outside was Northern
California cool and gray, but the mood—and the merchan-
dise—inside the San Mateo Event Center was sunny as
retailers from across the Western U.S. turned out for Fash-
ion Market Northern California to place orders for Spring
goods.

The Oct. 23-25 show featured a mix of vendors showing
women’s apparel and accessories for a range of categories,
including updated sportswear and dresses, young contempo-
rary, activewear, and footwear.

This season, the show opened on Oct. 23 with a presen-
tation by Paul Erickson, a retail consultant and senior vice
president of RMSA, retail management solutions software,
discussing inventory control and productivity.

Show organizers were pleased with the response to the

seminar and plan to expand the educational component in
the future, said Ute Wegmann, owner of the Ute Wegmann
Showroom in Los Angeles and FMNC president.

“It was our very first informational seminar,” Wegmann
said. “The feedback was amazing. The whole idea is to em-
power our reps and our retailers.”

FMNC traditionally draws Northern California boutique
retailers, but in recent years the show has been attracting ex-
hibitors and attendees from farther afield.

“Our borders are disappearing,” Wegmann said. “We have
vendors coming from the East Coast, from Oregon and Wash-
ington. We have retailers coming from farther away looking
for an easy way to do business in a location where they can
easily see product in an open-booth format.”

The show drew a steady flow of retailer traffic for the first
two days, said Suzanne DeGroot, FMNC executive director,
who said the April and October shows tend to be the largest of
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Fred by Fred Segal: Denim Rooted in Los Angeles Culture

By Sarah Wolfson Contributing Writer

For the first time since retailer Fred Segal opened its doors
in Los Angeles in 1965, the famous Fred Segal name will ap-
pear on an apparel line: Fred by Fred Segal.

The denim collection is helmed by Vice President and Cre-
ative Director Shaun Hurley, cofounder of Genetic Los An-
geles Denim and a longtime denim-industry executive whose
career has included Abercrombie & Fitch, Gap Inc. and 575
Denim.

“LA fashion has been evolving for many decades, and I am
truly fortunate to share some of my own perspective in this
evolution,” Hurley said.

Fred launched online with Fall/Holiday collections that
combine the laid-back “cool” and ease of Los Angeles with
core basics. There are about 60 pieces for men, including
tees, denim, polo shirts, wovens, sweaters and one-of-a-
kind swim trunks. For women, there are 72 items, including
bodysuits, T-shirts, denim, cashmere sweaters and fashion

tops. Retail price points start at $58 and range up to $358 for
some cashmere pieces. Denim is wholesale priced between
$90 and $121. There is a kids’ collection that is largely based
on T-shirts as well.

“I really wanted to create everyone’s favorite ‘must haves’
living the LA lifestyle, from your favorite T-shirt to classic
designer jeans and cashmere sweaters,” Hurley said.

For the debut collection, Hurley was inspired by Los An-
geles’ Laurel Canyon and the rock ’'n’ roll fervor of Sunset
Boulevard as well as the breeziness and culture of Santa
Monica and Venice Beach from the 1970s and 1980s.

The pieces in the collection have a layered, mix-and-match
quality that reflects an effortless West Coast lifestyle.

“Everything that I design has a ‘hidden twist’ inside,” Hurley
said. “It is a lot like living in LA. You don’t always understand
this city until you actually live here. The same is true with this
collection. As you own each piece, you begin to see the intricate
details that remain undiscovered to just the casual reviewer.”

=> Fred Segal page 3
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Cone Denim Parent Company
Acquired by Beverly Hills
Private-Equity Firm

International Textile Group, a diversified fabric maker
that includes Cone Denim and Burlington Industries, has
been acquired by private-equity firm Platinum Equity for
an undisclosed price.

In order to complete the merger transaction, Platinum
Equity, headquartered in Beverly Hills, Calif., acquired all
of the debt and equity securities of ITG, previously owned
by entities managed by W.L. Ross & Co. LL.C and its af-
filiates.

Platinum Equity was launched in 1995 by Tom Gores,
whose brother, Alex Gores, started global investment com-
pany The Gores Group, also headquartered in Beverly
Hills.

International Textile Group’s stock was traded in the
over-the-counter market. Its common stock will cease to be

= ITG page 2

DSTLD: Building the
Wardrobe One Premium
Piece at a Time

By Alison A. Nieder Executive Editor

When DSTLD launched two years ago, the company fo-
cused on premium denim and luxury tees. After two years
of design development and brand building, the company is
preparing to provide consumers with an entire wardrobe of
luxury basics.

“We launched with premium denim, which is one of the
hardest things to get right—the right fit, the right fabrics. That
was challenging,” said Corey Epstein, DSTLD co—chief ex-
ecutive officer and creative director.

Because the company is based in Los Angeles, premium
denim seems to be an appropriate jumping-off point, Epstein
said.

“The goal was always to become the DSTLD closet,” he
said. “Denim was the anchor.”

=> DSTLD page 8
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Halloween Spending Boost Forecast to Kick Off Solid Holiday
Sales Season Following Election Slump

Halloween will be sweet, not spooky, ac-
cording to a survey from the National Retail
Federation, the trade group headquartered
in Washington, D.C.

According to the NRF survey, Halloween
spending is forecast to climb to $8.4 billion,
which is an all-time high in the trade group’s
11 years of tracking this holiday’s spending.
Last year, U.S. consumers spent $6.9 billion on
Halloween costumes, decorations and candies.

Pam Goodfellow of Prosper Insights, the
company that conducted the survey, said that
eight in 10 Americans shopped for Hallow-
een goodies early, basically in mid-October.
Shoppers were forecast to spend an average

of $82.93, up from $74.34 in 2015.

It is one of a group of recent surveys fore-
casting solid to good business for the Fall
and Holiday seasons.

On Oct. 27, the NRF released a survey pre-
dicting that U.S. consumers will spend $935.58
during the holiday season. It is second only to
spending in 2015, which the NRF said was a
record at $952.58. The survey found that 58
percent of consumers plan to shop for them-
selves during the holidays. These shoppers will
spend an average of $139.61, an increase of 4
percent from last year’s average spending of
$133.74. In a forecast released Oct. 4, the NRF
predicted that holiday spending will increase

3.6 percent to $655.8 billion.

The presidential election is currently di-
verting attention from shopping, the survey
found. Ad space that would be typically
dominated by retailers is being taken up by
political parties and candidates, said Mat-
thew Shay, the NRF president and chief ex-
ecutive officer. The uncertainty of the elec-
tion is causing some to rein in their spending,
with 43 percent saying they are being more
cautious with spending due to the election.

Post election, the NRF expects consumers
to return to a focus on shopping. “Retailers
should prepare for a rush of consumers in the
weeks following the presidential election as

they get more economic and political cer-
tainty,” Shay said.

Marshal Cohen, chief industry analyst for
market researchers The NPD Group, predict-
ed that the election would do little to rein in
consumer confidence during the holidays, even
if consumers are not paying attention to shop-
ping in the days preceding the election. “Re-
tailers will need to find ways to break through
the noise surrounding the election and be in-
novative in marketing to consumers. The best
way to get the attention of the distracted is to
give them a great deal. They’ll be back regard-
less of who wins the election,” he said.

—Andrew Asch

NEW RESOURCES

Arcady: Classic Design Meets Individuql Style

Men’s fashion line Arcady was intro-
duced with a big splash recently—the label
founders produced a party attended by ac-
tors, models and musicians at the Los An-
geles landmark Chateau Marmont—but
the show of glamour was not necessarily
the aim of the new line. Founders Billy and
Christopher Hines hope that the line will
mix in seamlessly with whatever someone is
wearing.

“We wanted to make clothes that would
let a person’s individual style define what
they are wearing,” said Christopher Hines,
who founded the line with his brother Billy.

“Hence the classic design and minimalist ap-
proach to our aesthetic.”

The line’s “Standard Pant” is an example
of that credo. “After 15 minutes of wearing,
it adjusts to you,” Christopher Hines said.
“There’s a small amount of polyurethane in
it. It stretches to your leg size.” Other looks
include a cashmere hooded sweater. “It’s a
great layering piece; there’s an accessibility
to that,” Billy Hines said.

But the Hines brothers did not want to
simply produce the Zelig of men’s fashion.
All of the pieces were designed to emphasize
craftsmanship, and some of the pieces were

y

|

Get Yours Today
” and
Save 75%!

call toll-free

(866) 207-1448

2 CALIFORNIA APPAREL NEWS OCTOBER 28-NOVEMBER 3, 2016 APPARELNEWS.NET

b

designed to make a statement.
There are mandarin-collar
shirts and the “Sparta Over-
coat,” which is a mix between a
peacoat and a trench. The line’s
“Hollywood” pants come with
suspenders that seem more of
an accessory than a necessity to
hold up the pants.

The Hines brothers worked
with designer Jonathan deLa-
garde on Arcady’s styles. In
the past decade, deLagarde has
designed for Gap Inc., Nike
and Wilson Tennis Apparel.

Also on the Arcady team are
Jack Hurley, who works as
the chief operating officer,
and Adam Bolden, who has
worked for fashion labels such
as One World Apparel and is
a cofounder of Blend Man-
agement LL.C, a fashion man-
agement group.

Currently, Arcady is sold
only online at www.arcady.
com. Retail price points range
from $65 for a Standard Crew
T-shirt to $2,400 for the Sparta
overcoat.—A.A.

ITG Continued from page 1

publicly traded, and former ITG stockhold-
ers will receive information from Continen-
tal Stock Transfer & Trust Company, the
paying agent in the merger, on how to re-
ceive the cash consideration for their shares
of ITG common stock in the near future.

The merger transaction and related agree-
ments were entered into following the ap-
proval of ITG’s board of directors, based
upon the recommendation of an independent
special committee, along with its indepen-
dent legal and financial advisers, which ne-
gotiated the terms and conditions.

Under the new ownership, Kenneth T.
Kunberger, International Textile Group’s
president and chief executive, will contin-
ue in his role. “This is an exciting time for
ITG,” Kunberger said. “We believe Platinum
Equity and ITG’s goals and strategies are
well aligned and provide a strong foundation
on which to further leverage ITG’s perfor-
mance innovations and brand heritage across
our global markets.”

ITG’s Cone Denim mills are located in
Mexico, China and near its headquarters in
Greensboro, N.C. ITG’s other businesses

are Safety Components and Carlisle Fin-
ishing. It employs 4,800 workers around the
world. ®

Corrections and Clarifications

The showroom pictured in the photo
above, which appeared in the Los An-
geles Fashion Market story in the Oct.
21 issue, was incorrectly identified. It is
The One Showroom, which is located
in the Lady Liberty Building.
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FM Nc Continued from page 1

the five annual FMNC markets.

San Francisco sales representative
Nancy Provda was managing a full
schedule of appointments as well as
drop-in traffic at her booth, where
she was showing the latest collec-
tions by Fridaze, Rising Phoenix,
Toofan, Yasuko and Ivy Reed.

“Both days were very busy,”
Provda said on the second day of the
show.

Provda said she was getting posi-
tive feedback from her accounts,

who placed a few orders for Immedi-
ate delivery but were primarily buy-
ing Spring.

“Up here business is good,” she said. “I travel around the
Northwest, and I’'m hearing good things.”

Northern California accessories rep Sheryl Draper, who
said she just finished “an epic 2,000-mile road trip through
the Northwest,” was doing a brisk business with Immediates
and “as ready” orders. Draper—who represents Leatherock
International, Dub & Drino, Pom Jewelry, Fil de Joie
and Zina Kao jewelry—said new product included a collec-
tion of leather handbags and cosmetic bags by Zina Kao in
pastel-colored metallic leather.

“It’s like candy for people,” she said.

Draper also recently added Aunts & Uncles to her col-
lections. The German line of handbags and small leather
goods features warm colors and vintage-inspired shapes and
details.

It was back-to-back appointments at the Nancy Prickitt
Accessories booth, according to sales rep Jessica Fernandez.

“This is our busiest show of the year,” she said. “We de-
buted Spring, but we also do a lot of Immediates for holi-
day.”

Prickitt represents Hobo International, Rapti Scarves
and Shawls, Liquid Metal jewelry and

Nancy Provda

Janet Borelli-Martin

lif.; San Francisco—based contemporary collection Weston;
Kokun’s high-end cashmere and bamboo/cashmere; Pink
Wheels’ vintage—inspired rayon dresses; Boho Gloves; and
Fig & Bella’s hand-dyed scarves.

“It was a well-attended show,” she said. “Given that it’s
an election year, it’s nice to see traffic growing. People are
optimistic. I think holiday will be good.”

Brooke Papp, sales representative for Los Angeles—based
young contemporary brand Miss Me, has been showing at
FMNC for two years. The company, which typically has a
large, enclosed booth at WWDMAGIC in Las Vegas, sets
up a modest booth at FMNC.

“It’s a great show,” Papp said. “When I took over the ter-
ritory, I tried it out and I had so many new accounts. Maybe
they wouldn’t have looked at us at MAGIC, but here they
can see the line is wearable for all sorts of bodies.”

Papp said opening day of the show was “awesome.”

“It’s hard for them to get out of their stores, but people
make a solid effort to see me here,” she said.

Cassandra Aaron, vice president of marketing and sales
for Santa Cruz, Calif.—based Socksmith, was showing her
company’s collection of brightly colored novelty socks, in-

Symbolic Socks, a collection of made-in-
America socks.

“The Bay Area is not slowing,” Fernan-
dez said. “We’ve had great sell-through
on Fall. People are excited to order for
Spring.”

While most of the traffic was from pre-
booked appointments, Fernandez said she
and Prickett also met with potential new
customers as well.

“We always get a few inquiries every
show,” she said. For Hobo, a lot of our ter-
ritory is covered. But last show I opened
three or four new accounts.”

Traffic was steady at Lori Markman’s
booth, where the Northern California rep
was showing Indigenous, the fair-trade,
organic collection from Sebastopol, Ca-

R

stores.

Consolidated Shoe Co.’s Naked Feet collection is targeted to
boutique retailers. The line is not sold online or to department

b

Aunts & Uncles is a new German
handbag and small leather goods
collection represented by Sheryl Draper.

cluding whimsical prints of
avocados and tacos, as well as
a patriotic collection featuring
portraits of George Washing-
ton, Abraham Lincoln and
John F. Kennedy.

“We’re in the Smithsonian
gift shop with our presidential
socks,” Aaron said.

At FMNC, Aaron sees re-
gional retailers from Califor-
nia and other Western states.

The company carries cot-
ton and bamboo socks for
men and women, with plans
to launch a kids’ line next
year. The company produces
its socks overseas but stocks inventory domestically in a
20,000-square-foot warehouse in Santa Cruz for quick-turn
deliveries.

Mike Berkis, brand director for Consolidated Shoe Co.,
introduced a new collection at FMNC. Naked Feet features
raw-edge leather, leather-wrapped heels and a memory-
foam footbed. Berkis said the collection is geared for the
boutique market.

“We don’t sell department stores; we don’t sell online,”
he said. “We want to build the independent business.”

On the second day of the show, retailer Carol Munson,
owner of Sth Street Clothing in Chico, Calif., had finished
an appointment at Eileen Fisher and was looking through
the Spring collection for Staples.

In addition to Eileen Fisher and Staples, Munson’s
3,000-square foot store carries Nic & Zoe, Karen Kane,
Johnny Was and NYDJ.

“When I buy a company I buy it all,” she said. “I have an
entire section of Karen Kane.”

Munson and her daughter Jennie Elliot planned to spend
two days at the show.

“I get it all done here,” she said. “They get together ev-
erybody under one roof.”

More retailers are taking extra time to
shop the show, said Jacqueline Stone, a
Northern California sales rep for Mycra
Pac outerwear, Pantropic hats, Sympli
apparel, Italca of Italy scarves and Es-
cape From Paris jewelry.

“People are staying more than one day
here,” she said. “The quality of exhibitors
draws a lot of buyers, and they stay and
they buy.”

Stone said buyers are placing Spring
orders for apparel. Typically, retailers
wait until January to place Spring acces-
sories orders, but, she added, “My hats
are doing fabulous for Spring.”

“They are looking ahead,” Stone said.
“That’s encouraging and that’s why I feel
cautiously optimistic.” ®

Fred segal Continued from page 1

The women’s denim category consists of the “Perfect
Skinny,” “Sexy Straight,” “Irresistible Flair” and “Iconic
High-Rise” styles with blue hues including light vintage,
a dark, true and medium
indigo and a black vin-
tage and black rinse with
raw, refined and distressed
characteristics.

“l am obsessed with
the design of *90s denim,”
Hurley said. “But I also
wanted to provoke a new
design aesthetic—the grit-
ty streets of LA meet the
casual LA beaches.”

The denim, which is
produced in Los Angeles,
offers high-quality, pre-
mium craftsmanship. The
jeans are cut from three
different Japanese fabri-
cations. The washes range
from rinses to true vintage,
with a worn-in hand feel.

“I wanted the denim to

modern take,” Hurley said. “All my denim feels great and is
always broken in the perfect way to make these jeans your fa-
vorite pair.”

The collections are currently sold on Fred’s online retail
site (www.fredsegal.com) and will be selling in all of the Fred

Segal stores internationally. Currently, Fred is carried in 30
specialty stores, but Hurley anticipates expanding the brand
into more categories and widening the distribution.

Fred Segal was acquired in 2012 by New York—based
Sandow and is currently owned by an investment group
that includes Sandow along
with equity investor Evolu-
tion Media Partners, a joint
venture of Hollywood talent
agency CAA, private-equity
firm TPG Growth and Par-
ticipant Media.

The original Melrose Av-
enue Fred Segal store and its
sister store in Santa Monica
have closed. (Sandow and the
current owner of the Melrose
location are currently involved
in a lawsuit over the use of the
Fred Segal sign at the Melrose
space.) Following the Sandow
acquisition the company has
opened new stores at Los An-
geles International Airport
and in Japan.

For more information
about Fred by Fred Segal,

feel truly authentic with a

visit www.fredsegal.com. ®
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Heidi Merrick Opens First Store in

Downtown LA

At a time when many people are shutter-
ing stores and heading to e-commerce sites
to sell their collections, Los Angeles designer
Heidi Merrick is making a splash with her
very first retail outpost.

Merrick was surrounded by friends
and press at the Oct. 27 preview of her
1,500-square-foot space, which opens on
Nov. 3. It has the feel of a modern loft with
big windows overlooking Ninth Street, a
block away from the California Market
Center and in the heart of the Los Angeles
Fashion District.

The new H. Merrick of California store
at 113-115 W. Ninth St. is doors away from
the French retailer A.P.C., the Swedish re-
tailer Acne Studios and the Australian re-
tailer BNKR. The hip Ace Hotel is down the
street.

Merrick’s design studio, where her con-
temporary women'’s

Merrick did a whirlwind renovation of the
site when it became empty at the beginning
of September. Before, a cramped Z Best Au-
dio & Video store had been there seemingly
forever.

Now the space looks airy and breezy. A
central focus of the space is a rock installa-
tion created by Heidi’s close friend, French
artist Josephine Wister Faure.

The floors are made of polished concrete
and the walls are a soft white. Against one
wall are several pictures that are the inspira-
tion for her present Fall/Winter collection,
which has an elegant, casual feel.

On another wall are several surfboards
shaped by Merrick’s brother, Britt Merrick,
in the colors of her Fall collection.

Merrick’s father was famed surfboard
shaper Al Merrick, who launched the Chan-
nel Islands Surfboards stores, first in 1969

in Santa Barbara

collection is cut and
sewn, is around the
corner on Broadway
near the Orpheum
Theatre.

The designer
said a retail store
was the best way
for her to showcase
her entire line of
dresses, skirts, T-
shirts, loungewear,
jumpsuits, tops,
coats and a home
collection. “It feels
unnatural to show at
New York Fashion
Week,” she said. “My lifestyle is here, and |
wanted to have the visibility of my full col-
lection here, where it began. It felt authentic
and honest.”

She chose downtown Los Angeles in-
stead of the traditional Los Angeles shopping
streets of Melrose Avenue or Beverly and
Robertson boulevards because it was close to
her studio and her Silver Lake home. “My
whole collection is about lifestyle,” she said.

Heidi Merrick in her store

and later in Los An-
geles. Heidi Mer-
rick got her start in
the clothing busi-
ness as the buyer for
the store, where her
mother, Terry, also
worked.

Heidi Merrick
later moved to New
York, where she
worked as a stylist,
and then returned
to California. Af-
ter sewing her own
wedding gown with
her mother, people
kept telling her she had a knack for fashion.

With that, she enrolled at Los Angeles
Trade-Technical College to study pattern-
making and launched her collection in 2007,
which retails for $125 to $795. She also does
a limited home collection with floor pillows
and throws. The home collection is expand-
ing to bedding, beach towels and tea towels.

Merrick’s collection is also sold online at
www.heidimerrick.com.—Deborah Belgum
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MADE IN AMERICA

SAS Textiles: Offermg Qumk Turn and Quality Knits in Southern California

By John McCurry Contributing Writer

For Sean Sassounian, the way to
compete with cheap imports is to of-
fer top quality and quick turnarounds.

Sassounian is the chief executive
officer and founder of Vernon, Ca-
lif.—based SAS Textiles, a versatile
circular knitter of contemporary and
performance fabrics.

Lots of changes have happened
since he founded the company 23
years ago. Among them are smaller
programs by customers and a move
to online sales.

Sassounian founded SAS Textiles
in 1993 while studying business at
the University of Southern Cali-
fornia. He had previously helped his
father sell imported yarns from Brazil. He partnered with a
knitter when he founded the company because, as he says, “I
had no idea what knitting was all about.”

That’s no longer the case as SAS boasts a machinery arsenal
of 150 assorted knitting machines with capabilities that include
production of basic jersey fabric, double-knits and novelties.

Monarch makes the majority of the company’s machin-
ery, and Sassounian recently purchased some new high-
speed double- and single-knit machines, which he said offer
much improvement over older models. He notes that with
labor rates increasing, it is essential that SAS become as ef-
ficient as possible. He says he plans to switch out another 10
machines in 2017 for newer models.

SAS works with “select” dye houses in the Southern
California area for dyeing and finishing. At one time, the
company had a cut-and-sew partner in Mexico, but SAS is
currently only offering fabrics. Sassounian said he hopes to
move back into cut-and-sew sometime in the future. SAS has
a product-development team that focuses on innovation and
an extensive library of more than 20 years of styles that Sas-
sounian says inevitably come back into vogue.

Sean Sassounian

In addition to rising labor costs,
which are coming about in part due
to California’s new law that will
gradually increase the minimum
wage to $15 per hour by Jan. 1,
2021, textile companies are increas-
ingly finding it difficult to recruit
skilled labor.

“We have about 80 employees
now and we are having a hard time
finding knitters,” Sassounian said. “A
lot of employees we had for a long
time have moved to other states with
a lower cost of living. Qualified labor
is hard to find. Our head mechanic
has trained some of our mechanics,
so we have guys here who have been
trained here from the ground up.”

SAS currently offers a starting
pay of about $11 with more-experienced employees making
more. The company offers a lot of overtime work and runs
12-hour shifts on a five-day week. All of

“We take our quality seriously here, and we don’t take
shortcuts anywhere from yarn selection to the dye house,”
Sassounian said. “We source yarns from all over the world.”

Yarn suppliers range from Parkdale Mills and Unifi in
the U.S. to manufacturers in Mexico, South Korea and China.

“We go to the markets that make the best quality for what
we are working on,” Sassounian said. That might be India
or South Korea for cotton yarns made with U.S. cotton. We
also buy from Indonesia and a lot comes from China. There
are some mills in China that we have been working with for
a long time. We buy a dyed rayon yarn out of Spain. We
have 15 automatic stripe machines and we carry a big yarn
inventory.”

Sassounian said he believes there is difficulty ahead for
the California textile and apparel industry. He’s concerned
that some manufacturers may opt to move to lower-wage
states such as Texas and notes that some companies are con-
sidering moving to Texas due to tax incentives offered by
that state. One answer may be increased factory automation.

“The traditional cut-and-sew factory operation will
change in the next five years,” Sassounian said. “There will
be more automation and robotics that

this happens in a 140,000-square-foot
plant and a warehouse that often holds
1.5 million to 2 million yards of yarn, so
orders can be turned quickly.

Sassounian said his staff is working
hard to increase efficiency throughout
the plant. This includes a push for inno-
vation to develop and offer products with
added value so customers do not turn to
imports.

SAS Textiles has moved into a more
performance-oriented market in recent
years as a way to diversify its product
mix. Because SAS Textiles works with
a lot of the better contemporary brands
in the activewear market, quality control
is essential and SAS puts a lot of effort
into this area.

will come into the plant, and as a re-
sult labor won’t be as great a factor.
Some of the brands I have spoken to
say that technology is on the way but
a few years out.”

All the challenges notwithstand-
ing, Sassounian is optimistic about
his company’s future. Business has
declined a little during 2016, but an
improvement in sales in the early fall
offers hope.

“We have customers in certain ar-
eas who are doing well, giving us the
volume to keep things going,” he said.
“The end of the year will be a tossup. I
hope after the elections that people will
begin spending more. It all depends on

the economy.” ®

T-SHIRTS

Cotton Citizen: Don’t Fear Color

Sometimes a T-shirt is more than a T-shirt.

Los Angeles—headquartered label Cotton Citizen is aim-
ing to go beyond the basic look of a plain top. It plans to
accomplish its goal with unique colors and finishes, luxe
fabrics, and fashion
silhouettes.

Cotton Citizen’s
Spring/Summer ’17
season features T-
shirts and pullovers in
shades of bright lime
and pink. The gar-
ments, which are fin-
ished to look artfully
gnawed, are available
in cotton, hemp and
a Japanese slub yarn,
according to Eddie
Bromberg, Cotton
Citizen’s president.
Bromberg joined the
company in July af-
ter holding executive
positions at Rock &
Republic and James
Perse. Since he joined Cotton Citizen, the company has cut
new overseas expansion agreements in Israel and Germany,
deals that include distribution territories in Austria and the
Benelux countries.

The label aims to show all of its colors at its newly
opened first boutique, also called Cotton Citizen, on the ex-
clusive shopping street Melrose Place in West Hollywood,
Calif. On one of the shop’s walls, all of the line’s silhouettes
and looks are displayed in a gallery style. The wall goes for
a unique effect, such as a splash of color extended across a
wall, because all of the pieces bear the same vibrant color.
The color wall is updated with a new hue every month, and
in October it was burnt orange, Bromberg said.

“It shows what we stand for,” Bromberg said. ”You don’t

Eddie Bromberg
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need to be afraid of
color.”

Recently, the com-
pany introduced a new
delivery system to its
retail partners, Brom-
berg said. The label’s
vivid fashion colors
will only be offered
for specific deliver-
ies. If not ordered dur-
ing the time allotted,
there won’t be another
chance to order that
specific fashion color.
“It’s a better way to
create anticipation and
create more Cotton
Citizen consumers,”
he said. “We won’t be
falling into what every-
one else is doing.” It’s
a risky policy because
some stores may not
like being limited to
a strict color sched-
ule. However, scarcity
can drive demand and speed up consumers purchasing the
goods,” Bromberg said.

The company will continue to offer basic styles in basic
colors, such as black, gray and white, which can be ordered
and reordered at any time.

Men’s looks include thermals, crew necks, pullover tops
and drawstring sweatpants. Women’s styles push beyond tra-
ditional T-shirt silhouettes. There are shirt-dresses with hoods
and shirt-dresses featuring backless panels. Women’s looks
also include sweatpants, knit bomber jackets and tank tops.

Retail price points range from $65 for a crew neck to
$165 for a destroyed black sweatshirt, $175 for a hooded

APPARELNEWS.NET

&
.
pullover and $185 for a women’s biker trouser.

Cotton Citizen plans to open more boutiques in the fu-
ture, Bromberg said. “They’ll be gallery-like stores that will
show something different,” he said. Occasionally local art-
ists will display their creations at the boutiques. Some of
these boutiques could be seasonal. “We don’t want to com-
pete with our current retailers,” Bromberg said. “We show-
case product that does not compete. It complements other
retailers and educates consumers on what Cotton Citizen is,”
he said. The brand has been sold at stores such as the Ron
Robinson boutiques in the Los Angeles area as well as at
Bloomingdale’s and Saks Fifth Avenue and e-commerce
emporiums such as Revolve.—Andrew Asch
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ALTERNATIVE APPAREL, CULT PREMIUM DENIUM, MOUSSY, BAND OF GYPSIES, DELPHINE, GRACE BIJOUX, GRACE WILLOW, NUNUNU, MORRISDAY THE LABEL, SUNDAY THE LABEL, NAT KENT
JEWELRY, NICOLE FENDEL JEWELRY, SEA DREAMER, SHILLA THE LABEL, WISH AUSTRALIA, GOLDIE LONDON, HAUTE ROGUE, LISA MAREE, LISAKAI, BCBGMAXAZRIA, OFF DUTEE, PUMA, ALPHA
INDUSTRIES, GOORIN BROS, GOOSECRAFT, JACHS, BENCH, INZI HANDBAGS, CROSS COLOURS, POP KILLER, CUT N PASTE BAGS, 40S & SHORTIES, TAIKAN, VISUAL, WOOLRICH, COTE ET CIEL
BAGS, GO GENTLY NATION, BROTHERS MARSHALL, CHASER KIDS, HERSCHEL SUPPLY CO., YHF EYEWEAR, EGG BY SUSAN LAZAR, DARLING, DESIGUAL, DEX, GOTTEX, BLU PEPPER, MOLLY
BRACKEN, TOLANI COLLECTION, I1ZZY & ALI HANDBAGS, JUNK FOOD, BLISSKER, ROCKSMITH NYC, EVERLEIGH, KENZO KIDS, TWOANGLE, PAIGE LAUREN BABY, WUTANG BRAND LTD, MINI
RODINI, J. SHOES, DUVIN, ELECTRIC & ROSE, APPAMAN, | LOVE UGLY, MARYLEY, EYESHADOW, OAS, LA MADE KIDS, BUCO HANDBAGS, THREADS STUDIO, PINK HALEY HANDBAGS, SUPERDRY,
VELVET, NATIVE SHOES, KINETIX, CLEAR WEATHER BRAND, HAYN, PARIS BLUES, POPUPSHOP, RAJ IMPORTS, JOHNNY LOVES ROSIE, AVANTGAR DENIM, BEATE HEYMANN, CRISTINA GAVIOLI,
SISTERS SWEATERS, PAUL SMITH KIDS, PEPITO'S, SPIRIT ACTIVEWEAR, LEADERS IN LEATHER, EILEEN WEST SLEEPWEAR, SHU SHU, SUN N SAND, EFFIE'S HEART, FORGOTTEN GRACE, JESSICA
ELLIOT JEWELRY, KNIT RIOT, MISHKY JEWELRY, JILLANOVA KNITS, ZIRCONMANIA, TRIBAL SPORTSWEAR, KENSIE INTIMATES, HONEYDEW INTIMATES, SELF-ESTEEM, LAUREL BURCH, HANRO,
JANE BASCH JEWELRY, TUSK HANDBAGS, MARCIA MORAN JEWELRY, ALBERTO MAKALI, BLUSH NOIR, FRNCH, SEE YOU MONDAY, CHARLENE K JEWELRY, LOVETREE, C.LUCE, BOW & ARROW,
CELEBRITY PINK, AJ MORGAN EYEWEAR, AND HUNDREDS MORE.

THE HUB FOR LA'S FASHION & CREATIVE COMMUNITIES //

Home to over 35 fashion trade Host to numerous, buzz-building Building conveniences include a In-house Retail Marketing team
events annually, including LA Fashion events throughout the year, Buyers Lounge & Business Center dedicated to buyer outreach and
Market, LA Mens Market, Select, including UNIQUE LA, Artisanal for your buyers, Pilates & Cycling promoting building resources.

ALT, Transit, Coeur, Capsule, Axis, LA, Charity Shopping events, art Studio, Salons, Food Court, Food

LA Kids Market, and many more. shows, and cultural events. Trucks, Fed-Ex, Banks, and a host of

business resources.

SHOWROOM LEASING INFO: 213.630.3695

CMC | SHOWROOMS + EVENTS + CREATIVE SPACE // 9TH & MAIN. DTLA // CMCDTLA.COM @CMCDTLA
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DSTLD Continued from page 1

Epstein and business partner and co-
CEO Mark Lynn set out to build a DSTLD
closet of “essential, timeless pieces.”
Within the next year, Epstein estimates,
DSTLD will have fully developed an “essen-
tial closet” of about 200 pieces for men and
women. Once complete, DSTLD will begin
filling in the closet with seasonal and capsule
collections.

“We see DSTLD as a full lifestyle brand,”
Epstein said.

perfect the styles and fit because the company
sells direct to the end consumer rather selling
through traditional wholesale channels.

“Traditional brands don’t look at tolerances
the way we do,” Epstein said.

Roughley, who describes the look of
DSTLD as “elevated basics in a limited color
vocabulary,” is currently building the DSTLD
collection, which eventually will include ev-
erything from jeans, tops, outerwear and hats
to underwear, socks, gloves, bags and luggage.

“I came in to put merchandising in place
where I felt there were holes,” he said.
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To develop the collection, DSTLD hired
former Kill City designer Paul Roughley in
April. Roughley has been designing and build-
ing out the DSTLD wardrobe, but, as Epstein
points out, the process takes time.

“We spent two years developing the wom-
en’s moto jacket,” Epstein said. “I bet we will
have our moto jacket in the line for 10 or 15
years with minor modifications. “[And] we’ve
done work on the denim. They are the right
size right out of the box.”

DSTLD has the luxury of taking time to

DSTLD’s elevated casual” style is “very
much LA,” Roughley said. The brand’s signa-
ture style echoes the luxe jeans, tees and jack-
ets style of California’s creative class.

DSTLD jeans, T-shirts and cut-and-sew
knits are made locally while more-compli-
cated items such as leather and outerwear are
made in India or China, Roughley said. Other
pieces are made in Mexico, Italy and Spain.

Roughley has been working with domes-
tic and international suppliers to find factories
that can meet DSTLD’s quality standards—
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DSTLD Continued from previous page

something Roughley said goes against typical
sourcing criteria.

“The factories’ habits lean to saving money
and how can we make it cheaper,” he said. “I

commerce to build DSTLD.

“We use a lot of real-time data to make de-
cisions,” Epstein said. “When you are direct-
to-consumer, you own all the data. I can tell
you what is selling in the past hour right on my

Roughley splits his time between DSTLD’s
headquarters in West Hollywood, Calif., and a
space within the East 8th Trading Company
in downtown Los Angeles.

would rather go back and say how can

we make it better. You can spend a lot of
time in the development process before
you find out it’s not right. It’s a fact-
finding mission, but we’re not beholden
to set deadlines.”

Key items in the collection include
leather moto jackets and bomber jack-
ets for men and women. Jeans come in
black and blue with a range of washes,
and Roughley recently added a new
men’s style he described as “a nons-
porting polo—so you don’t feel like
you’re going to a golf course.”

There is a hat program that includes
a suede style with full-grain leather
trim, a lamb’s-wool style and another
in silk. The hats have minimal branding
and are finished inside in cotton twill or
silk.

Prices reflect DSTLD’s direct-to-
consumer model. Hats are priced from
$30 for a French twill style to around
$40 for wool and $60 for suede. The
women’s leather moto is currently the
highest-priced item in the line at $350.
(Next, Roughley is looking to do a ver-
sion in suede.) A men’s lambskin coat
is priced at $300. A wool three-quarter-

length coat with leather trim is $175.
“There’s no magic trick,” Roughley
said. “It is a $500 coat that will be $175 at re-

Leveraging data and consumer investors

cell phone.”

All this data helps DSTLD forecast
and reduce waste by concentrating on
styles and sizes that are selling best.
For example, Epstein said, DSTLD’s
black skinny jeans sell better in smaller
sizes.

“The next evolution in the data
is projecting success of the styles—
where we should go next with the col-
lection,” he said.

This sophisticated analytical data
helps Roughley, as well, the designer
said.

“We are constantly updating avail-
ability,” he said. “We know what the
customer is looking at and in what
region. We know how much is in the
basket versus what they actually buy.”

Last year, Epstein and Lynn began
looking into finding investors in the
company. In addition to investments
from Plus Capital, CAA Ventures,
Wavemaker Partners, Baroda
Ventures, Amplify.LLA and Crunch-
Fund, the company also began solic-
iting small-scale investors thanks to
provisions in the JOBS (Jumpstart
Our Business Startups) Act of 2012,
which opened up funding opportuni-
ties for small businesses in the U.S.

Information on investing in DSTLD can be
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“Anyone can invest as little as $500, and
we now have 1,000 customer investors,” Ep-
stein said. “What better brand-ambassadors
program can you create?” ®

tail. That goes across the board.”

DSTLD introduced a limited-edition Japa-
nese selvage jean, which sold well at $125.
(Non-selvage jeans sell for $65.)

“We’re looking at doing a selvage jean jack-
et now,” Roughley said.
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Epstein’s background includes photogra-
phy, design and creative direction while Lynn
worked in the luxury hospitality business and
e-commerce before launching DSTLD. The
two are leveraging the data-rich benefits of e-
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& COSTING TECHNICIAN
1st DENIM PATTERNMAKER
Must possess strong skills with Denim
bottoms. Must possess exp. with Gerber V8.5
PDS. Min 3 yrs current exp. Only applicants
with Gerber exp. will be given Gerber PDS skill
exam.
COSTING TECHINICIAN
Seeking detailed-orientated candidate for our
denim division w/exp. creating & completing
cost analysis in an accurate manner. Must
possess excellent communication skills & must
be able to perform in a fast-paced environ-
ment. Ideal candidate has minimum 1 yr recent
costing exp.
Send resumes to hr@swatfame.com or
fax (626) 934-5201

IMPORT PRODUCTION COORDINATOR
Four Threads, a Downtown LA Manufacturer is
looking for an Import Production Coordinator.
Responsibilities include but not limited to: Daily
communication and follow up with overseas
factories to ensure proper execution of all
orders. Oversee all aspects that apply to pre-
production and production such as sample
requests, fabric/trim approvals, maintaining
T&A and anything else needed in executing our
orders properly. Candidate must be detail ori-
ented and accurate. Experience handling Target
Corporation account a big plus. Please send
your resume and salary requirements to
carol.o@secretcharm.com

TEXTILE COLOR/CAD DESIGNER
LEADING LA BASED TEXTILE CONVERTER SEEK-
ING. TALENTED FULL TIME EXPERIENCED
TEXTILE COLOR/CAD DESIGNER. MUST HAVE
KNOWLEDGE OF REPEATS, COLOR SEPERATION
& GOOD COLOR SENSE AS WELL AS KNOWL-
EDGE IN NOVELTY DESIGN. MUST HAVE AT
LEAST 5 YEARS EXPERIENCE IN TEXTILE DESIGN
AS WELL AS GOOD COMMUNICATION SKILLS
AND ABLE TO WORK IN A FAST PACE ENVIRON-
MENT. NED GRAPHICS A MUST! PLEASE SEND
RESUME TO: colleen@starfabrics.com

IMPORT TECH PACK / SPEC WRITER
Highly motivated person with 2-3 years exp.
Must have well rounded knowledge of overseas
garment production & construction. Must have
exp. in conducting fittings, generating tech
packs, fit comments & communicating with fac-
tories. Must be a self-starter, detail oriented in-
dividual & have strong written & verbal comm.
skills. Must be good with follow up. Computer
skills such as Outlook, Excel & Word are req'd.
Please email resume & salary history to:
importproductionjobs@gmail.com

*GRAPHIC ARTIST
Join our Graphics Team. Strong visualization
and creative input for fashion tops and
screened t-shirts. Knowledge of separations
and embellishment techniques. Fresh ideas,
self-initiative and team effort are critical. Create
innovative designs and artwork with a keen un-
derstanding of our customers' needs. Must be
highly organized, driven for results and able to
communicate creative ideas clearly.
Submit PORTFOLIO with resume to:
screengraphics2016@gmail.com.

APPAREL DESIGNER
Seeking designer for Missy Contemporary divi-
sion and private label, with 5-yr experience.
Must be able to interpret current trends for a
young minded 40-70 customer. Hard working
self-motivate person who can create concepts
and see projects through to the end. Prefer
someone who has work experience with China
and is willing to travel and meet with cus-
tomers. To apply, send resume, portfolio and
salary requirements to jobs@xcvi.com. No
phone calls, please.

CEO ADMIN ASSISTANT
Well-organized, results-oriented, consistent
follow-up, time-sensitive, young-minded, peppy-
personality. Must have strong command of the
English language (written & verbal), computer-
savvy, telephone etiquette, resourceful, proac-
tive attitude, and strict sense of confidentiality.
Person will perform misc. tasks for President,
including but not limited to: typing correspon-
dence, errand running, booking reservations,
calendar appointments, filing, organizing, etc.
Email to: tlamantainselfesteemclothing.com

FOREVER 21

FOREVER 21 PRODUCTION
DEPARTMENT IS HIRING
Forever 21 is hiring Production Supervisors with
a min. 4 yrs of apparel production coordinating
experience. Ideal candidate must be Bilingual in
Korean/Mandarin. Pls. email your resume and
salary requirements to: loan.p@forever21.com

PRODUCTION COORDINATOR
Established El Segundo, CA based baby bedding,
accys/gift mfg seeks an experienced Product
Coordinator. Coordinates product delivery. As-
sist with development/product approval
process. Assure QC standard. Knowledge of
fabrication/sewing construction. Ability to speak
Mandarin a plus. Requires 5 years min experi-
ence. ATeam player. Very competitive com-
pensation package. hr@lambsivy.com

PRE-PRODUCTION COORDINATOR
*Creating cutting tickets *Ordering fabric, trim,
binding, tracking of shipments *Prep Markers
*Pull sew bys <Print out tech packs *Update
WIP reports daily. Email resume to
pugcareers@gmail.com

ACCOUNT MANAGER/PRODUCTION
COORDINATOR

Leading apparel importer in Action Sports
industry!
- Must have strong knowledge of knit/woven
fabrics. - Understand garment construction,
emb, screen print. - Prior exp communicating
with China fty/US customer. - Eng/Mandarin
bilingual read and write, willing to travel.
- Excellent salary+benefits
-job@ubcimports.com 626-579-2808

TECHNICAL DESIGNER/APPAREL COST
TECHNICIAN
Job Description: Duties range from costing
garments, calculating yields, providing specs &
creating BOMs. Knowledge of garment construc-
tion and the production process is critical. Must
be computer savvy and detail-oriented. Experi-
ence with AIMS is essential. Exp.: 5 yrs min.
Email resumes to: barbra@komarovinc.com

MERCHANDISE PRODUCTION
COORDINATOR

* 3-5 years experience in garment production
» Key qualities preferred: organized, detail ori-
ented, proficient in Microsoft, NGC and Vantage
Point software
¢ Please email resumes to: Victor Balderas to:
vbalderas@jayallc.com

DESIGN/OFFICE ASST
Entry level, min 2 years exp. Must have reliable
car, knowledge of computer programs, Photo-
shop, lllustrator, Excel and Aims. Good comm.
skills, ability to multi task, team player, basic
knowledge of garment construction and fabrics.
Email resume: parcandpearl@parcandpearl.com

SEWING FLOOR SUPERVISOR
Seeking candidate with exp and knowledge
managing fast paced sewing operation. Respon-
sible for the distribution and coordination of
work for 30-40 Sample Sewers. Duties include
requisition of sewing supplies and ensure
proper maintenance of sewing equipment.
Bilingual Spanish a +.

Send resumes to hropps2015@gmail.com

FULL CHARGE BOOKKEEPER
Vernon knitting mill seeking well-organized indi-
vidual experienced in Quickbooks accounting to
handle A/R, A/P, Payroll, Credit, Factor, Banking,
Cash flow, financial reports, HR and office
duties. Please send resume to:
Accounting@shara-tex.com

OFFICE ASSISTANT
TRIM MFG. SEEKING CANDIDATE FOR FULL TIME
OFFICE ASSISTANT POSITION W/1 YR EXP. COM-
PUTER SKILLS, DETAIL ORIENTED, GOOD PEO-
PLE SKILLS AND FOLLOWUP WITH CUSTOMERS
WITHIN APPAREL INDUSTRY.
Resumes: linda@labeltexusa.com 818.482.0337

CHINA PRODUCTION COORDINATOR
Fast fashion high volume apparel company is
seeking an aggressive individual with a mini-
mum of 3 years’ experience. Chinese speaking
a plus. Please send resume to:
hr@stonyapparel.com
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1ST TO PRODUCTION PATTERNMAKER
Wilt seeks an experienced 1st-Production
Patternmaker, able to do own production. Must
know Tuka. Min. 14 years experience garment
dye knowledge preferred.

Email: parcandpearl@parcandpearl.com

ACCOUNTANT/BOOKKEEPER
Garment Manufacturer looking for skilled
bookkeeper to record all financial transactions,
calculate, and manage figures. Proficient knowl-
edge in Quickbooks, attention to detail. BS De-
gree in Finance, Accounting or Business Admin.
Send resumes to: evcr@evcr.com

APPARELNEWS.NET



Buy, Sell and Trade Johs Wanted Real Estate

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

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

SPACE FOR LEASE
*In newly renovated Anjac Fashion Buildings in
the heart of Downtown Fashion District ¢In-
dustrial, retail and office space also available

throughout the San Fernando Valley. Retail

*WE BUY ALL FABRICS AND
GARMENTS*

too small or large. Including sample room

Solids Apparel and home furnishings fabrics.
We also buy ladies', men's & children's
garments. Contact Marvin or Michael
STONE HARBOR (323) 277-2777

WE BUY ALL FABRICS AND GARMENTS. No lot

inventories Silks, Woolens, Denim, Knits, Prints,

and office space also available just south of

FREELANCE PATTERNMAKER
25 Years Experience. 1st/Prod. Patterns/ net
Fittings/Samples/Techpacks. Expert Draper.
Tukadesign Patternmaking. In House or Out.
mod@margaretondemand.com or 818-679-2007

Downtown. 213-626-5321 or email ino@anjac.

ApparelNews

For classified information, call Jeffery at
213-627-3737 ext. 280 or visit apparelnews.net/classifieds

The editors and writers of
California Apparel News
are blogging at

ApparelNews.net/news/blogs

CALIFORNIA

parel’\cws

November 4

Cover: Denim
Street Scene

Fashion Advertorial
Print/Online Sample Sales Spe-
cial

Bonus Distribution
ComplexCon LB 11/5-6

November 11
Cover: Fashion

New Resources

Surf Report

Trade Show Special Section+*

Bonus Distribution
DG Expo SF 11/20-21

3 A B>
it
Independent
esigners h}z‘“
or Market Space

November 25
Cover: Made in America
Retail Report

New Resources

November 18

Cover: Fashion
Technology
Tags & Labels

Tags & Labels Advertorial Made in America Advertorial

Bonus Distribution Bonus Distribution

ApparelNews
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KEEP YOUR EYES FORWARD

Think long-term. Make the shift to Supima cotton and revolutionize
your brand. You'll never look back again.

R You want the best quality materials for your brand. We want that, too.
Buhler Quaity = S U PIMA We can help you afford the world’s finest cotton, all while optimizing
@i WORLD'S FINEST COTTONS your supply chain and increasing your margins.
We make Supima work. See how sensible Supima can be at buhleryarns.com/Supima
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