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American Apparel Files
2nd Bankruptcy, Seeking
Acquisition
By Andrew Asch Retail Editor

American Apparel LLC has filed for bankruptcy protection for the second time in just over a year. It also discussed plans to attract buyers for the Los Angeles–based
manufacturer.
The long-troubled basics and fashion giant filed for
Chapter 11 on Nov. 14 in United States Bankruptcy Court
in Delaware.
Gildan Activewear Inc.—the Canadian manufacturer
of fashion basics such as T-shirts, fleece and socks—announced the same day that it had started work on an assetpurchase agreement for the intellectual-property rights for
the American Apparel name and certain assets of the company for a cash purchase price of $66 million. American
Apparel, which still runs a fleet of 110 stores, currently
owes $215 million.
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How Would the End
of NAFTA Affect the
LA Apparel Industry?
By Deborah Belgum Senior Editor

Ever since the presidential elections ended, people such as
Daniel Barcenas have been fielding calls from Mexican apparel companies asking what is going to happen to free trade
under a Trump administration.
Donald Trump made no secret that he was not happy with
the North American Free Trade Agreement, calling the accord
between the United States, Mexico and Canada “the worst
trade deal” the United States had ever signed.
During the campaign, he threatened to blow up the trade
deal. It could be hyperbole, but it has many in the Los Angeles
apparel industry worried about manufacturing clothing south
of the border.
“The Mexican companies that keep calling aren’t worried about production right now, but they are worried that if
NAFTA is invalidated or restructured, it will hurt them 12
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Hollywood Gold
Wolk Morais designers Brian Wolk and Claude Morais explored 1930s
Hollywood in their latest collection, which recently bowed in West
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Hollywood, Calif. For more from the show, see page 8.
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Department of Labor Blasts SoCal Factories for Wage Theft
Eighty-five percent of Southern California
garment contractors operated in violation of
wage laws and were guilty of wage theft in the
2016 fiscal year, according to an investigation
of the U.S. Department of Labor Wage and
Hour Division.
The Wage and Hour Division (WHD) took
a random sample of 77 garment contractors to
find how deep wage theft goes in the apparel
industry. The contractors who were in violation
of wage laws—including not paying minimum
wage—were found to owe $1.3 million in back
wages for 865 workers in 2016. WHD also assessed more than $65,000 in civil penalties,

said Ruben Rosalez, the regional administrator
for the WHD’s Western Division. The contractors were sewing garments for retailers such as
Ross Stores Inc., Forever 21 and TJ Maxx.
Rosalez discussed the investigation on Nov.
16 at East Los Angeles College, a community
college based in Monterey Park, Calif., that is
located more than eight miles east of downtown Los Angeles. During the news conference, he spoke about the state of labor in the
apparel industry and his organization’s role.
“We were neutral fact finders,” he said. “We
are not on the side of the retailers. We are not
on the side of the workers. We were looking at

this from the law as it is written.”
The highly competitive retail market has
forced a set of razor-thin margins on the contractors who employ sewers, and the tight margins contribute to a situation where wage-theft
laws can be widely abused.
During the press conference, Maria
Ramirez, an apparel worker, described the conditions of some of the places she worked. She
said that she survived on a salary of $5 to $6
per hour. Workplaces were often infested with
cockroaches and rats. There was no ventilation
in buildings and no first-aid kits if workers had
a headache or were injured on the job.

Conditions could change if the retailers
and brands working with these contractors
did not pay so little, she said. “They live better than we do because they steal our wages,”
Ramirez said.
Federal and local officials and community
groups also discussed current legal efforts to
cut back wage theft. Speaking were John
Reamer, general manager of the City of Los
Angeles’ Central Administration, Office of
Wage Standards; Maggie Becerra, chief of
the County of Los Angeles’ Department of
Consumer and Business Affairs; Paul Chang,
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TAGS & LABELS

Avery Dennison Collaborations Take RFID to the Design Room
By Alison A. Nieder Executive Editor

Radio frequency identification (RFID)
technology has found a home along the apparel-industry supply chain from factory to
distribution center to retail sales floor. Some
designers are looking to introduce the technology at the very beginning of the chain by
incorporating RFID into the design of garments and accessories.
London-based Sarah Angold recently collaborated with Avery Dennison to create custom jewelry embedded with Avery Dennison
RFID technology.
“The physical and digital worlds are converging, and consumers expect to be connected seamlessly across all aspects of their
lives,” said Francisco Melo, Avery Dennison’s
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vice president and general manager, global
RFID. “RFID technology provides endless
opportunities for interactive experiences in
the retail environment, and our collaboration
with Sarah Angold takes this to the next level
by embedding the technology into the product
itself.”
Angold said she and Avery Dennison
worked closely together to create four RFIDenabled pieces: a handbag, two necklaces and
a crown.
“We worked together on laser cutting, 3-D
printing and experimented with conductivity,
testing at every single stage,” she said.
Angold’s leather handbag interacts with
the wearer through body-heat conductivity.
The necklaces and crown work with interactive mirrors created by San Francisco–based
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CONNECTED ACCESSORIES: London-based jewelry designer Sarah Angold’s jewelry is embedded
with Avery Dennison RFID technology. The handbag interacts with the wearer through body-heat
conductivity while the necklaces and crown work with interactive mirrors that provide product
information about where and how the pieces were made as well as styling recommendations.

Oak Labs. When linked,
the mirrors provide itemlevel product information
to the wearer, including
design and production information about where and
how the pieces were made
as well as styling recommendations.
Avery Dennison and
Angold recently showcased the RFID-enabled
jewelry at the DECODED Fashion Summit,
held on Nov. 1 in New York, where Avery
Dennison hosted a panel titled “The Customer
Experience Revolution: Leveraging Technology to Build Loyalty and Drive Engagement.”
The panel, which was moderated by Josh
Rubin, the founder and editor of Cool Hunting, included Kim Schneider, Avery Dennison RBIS (Retail Branding and Information
Solutions) senior director of technology solutions; Andy Hobsbawm, the cofounder and
chief marketing officer of EVRYTHNG, an
Internet of Things (IoT) platform; and Laurence Chandler, cofounder of New York–
based menswear brand Rochambeau.
“The demand for products that integrate
digitally into the everyday lives of consumers
continues to accelerate,” said Kim Schneider,
senior director, technology solutions, at Avery
Dennison RBIS. “As contemporary fashion
and retail stores become increasingly connected by digital means, brands must become

cognizant of ways to incorporate
technology into their products—
and Avery Dennison offers retailers this opportunity.”
At the event, Rochambeau
also demonstrated its interactive
jacket, the “BRIGHT BMBR,” a
“smart digital” jacket that uses
technology from Avery Dennison and EVRYTHNG. The
connected jackets are powered
by Avery Dennison’s Janela
platform and EVRYTHNG’s intelligent IoT
cloud. The Janela Smart Products Platform
is a label for apparel and footwear products
that connects to EVRYTHNG’s cloud-based
IoT software. Janela products can “capture
real-time data, enhance consumer experiences and make the manufacturing and selling
of products more efficient and intelligent,”
according to Avery Dennison, which anticipates digitizing “a minimum of 10 billion
apparel products” in the coming years.
“We started Rochambeau as an outlet for
creative expression and artistic collaboration,” said Laurence Chandler, founder of
Rochambeau. “We can’t think of a more
amazing way to do this than to create beautiful garments with culture and connectivity stitched into the very fabric of the item.
We’re excited about designing more Rochambeau products that are born digital.”
The BRIGHT BMBR jacket features
a hidden zipper pocket on the sleeve that
contains a limited-edition label
containing NFC (near-field comCONNECTED APPAREL:
munication) technology and a
Rochambeau’s “BRIGHT
unique QR code. The tags allow
BMBR” is a “smart digital”
the wearer to use a smartphone to
jacket powered by Avery
Dennison’s Janela platform and
access personalized content, exEVRYTHNG’s intelligent IoT
clusive rewards and experiences
cloud. The jacket contains NFC
such as access to fashion and art
(near-field communication)
events, clubs and restaurants.
technology and QR code label
that allows the wearer to
Rochambeau is releasing 15 veruse a smartphone to access
sions of the BRIGHT BMBER
personalized content, exclusive
jacket beginning in December for
rewards and experiences such
sale at The New Stand locations
as access to fashion and art
events, clubs, and restaurants.
in New York. ●
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Infor Lands $2 Billion
Investment From Koch Equity

Tukatech Looks to Tap New Business
With Tuka3D Enterprise Edition
Los Angeles–based apparel software and
equipment maker Tukatech has introduced a new
Enterprise Edition of its Tuka3D to make the 3-D
computer-aided design software accessible to
more apparel makers.
“We know there are companies who want to
adopt virtual sample-making programs like Tuka3D that just don’t have the capital,” said Ram
Sareen, founder and chief executive officer of Tukatech Inc., in a statement. “I’ve always believed
that companies of all sizes should have the same
access to advanced technology.”
Tuka3D EE includes modules of Tuka3D for
virtual sample-making; Tukacloud, the Webbased collaboration and communication platform;
and Tukadesign Enterprise Edition, which is
used to prepare and adjust patterns for 3-D sample-making. Like Tukatech’s other software, Tuka3D, comes with one year of unlimited training,
implementation and consulting.
In the past, Tukatech packaged the Tuka3D system
with a module of Tukadesign Professional Edition,
Tukacloud, custom virtual models and animations,
and unlimited training, etc. This package will now be
offered as Tuka3D Professional Edition.
Built on Autodesk’s 3D Studio Max animation program, Tuka3D users can use real-time motion simulation for presentation and analysis. Both
the Enterprise Edition and the Professional Edition
come with a database of 3-D virtual fit models that
includes “hundreds of models represent[ing] dozens
of brands and bodies that range from tiny infants
to plus-size adults,” which “are animated to walk,
run, sit, reach, pose, climb or any other motion that
would be performed during a live sample fitting.”
Tukatech has developed virtual models for com-

panies such as Adrianna Papell, Lilly Pulitzer,
Levi Strauss & Co. and Lucky Brand.
“Many brands in the UK and USA allowed us to
measure, photograph and even scan their fit models
so Tukatech could make the replica models,” said
Arshad Sattar, managing director of Sri Lanka manufacturer Timex, which produces the Avirate brand.
“We use 3-D virtual sample development for brands
like Avirate, Maggy London, Polo Ralph Lauren
and Marks & Spencer.”
Sattar said when the company first began using Tuka3D, brands were reluctant to approve 3-D
samples.
Seven years later, “we found the real value was
that we were able to do our internal approvals virtually, then make only one sample to send out for approval. More than 95 percent of our first samples got
approved by the buyer,” he said.
According to Tukatech, virtual sample-making
has helped one of its customers reduce product-development time from 90 days to 7 days. Another has
seen its first-sample acceptance rate rise from about
93 percent to 99.8 percent, according to Sareen.
The product-development process has become
globalized with members of the supply chain often
communicating across countries and continents.
Tukatech’s Tukacloud allows everyone involved in
the development process to virtually “be in the same
room,” Sareen said. “Everyone sees the same thing,”
he said. “The designers and approvers do not need
any systems, software, training or even to get familiar with the technology. They can just log in and see
the samples, which is much quicker than waiting for
FedEx and doesn’t clog servers like email [does].”
For more information, visit www.tukatech.com.
—Alison A. Nieder

regional adviser of the White House Initiative on
Asian Americans and Pacific Islanders; and Jessie Kornberg, the president and chief executive officer of Bet Tzedek, a public-interest law firm that
runs an Employment Rights Project.
The courts could be used to enforce wage
laws. Another tool is temporary restraining orders for “hot goods,” or garments that have been
made in violation of federal minimum-wage and/
or overtime laws and then shipped to another
state. (The “hot goods” provision of the federal
Fair Labor Standards Act allows the Department
of Labor to restrict interstate shipment of goods
produced in violation of the FLSA’s minimumwage, overtime or child-labor provisions.) Rosalez said that many wage-theft cases are settled
outside of court, and penalties are always paid to
lift restraining orders for hot goods because entrepreneurs want the goods to go to market.
Rosalez and his colleagues wanted retailers and
brands to better monitor contractors and working
conditions in Southern California’s apparel industry.
“They need to be at the table,” Rosalez said. “They
monitor factories at other parts of the world. Why
can’t they do it here?”
However, Ilse Metchek, president of the California Fashion Association, the trade group of
fashion and apparel business executives, said the
WHD study was flawed. The study did not cover
a broad spectrum of factories. Rather, the WHD
has historically targeted poorly run factories, not
the best-run factories, she said. The WHD also
has not given the industry a good idea of what are
the best practices for a factory.
Metchek said it is the retailer’s responsibility
to confirm that a factory is registered with the
authorities. These factories also provide valuable
employment for people who may not have any
other outlet for jobs.
“The [workers] are paid by factories that need
them,” Metchek said. “A good sewer is in demand
and will get paid [fair] wages.”—Andrew Asch

NAFTA Continued from page 1
months down the road,” said Barcenas, a
bilingual supply-chain management consultant whose Barcenas Sourcing Group has
helped many Los Angeles companies set up
production in Mexican clothing factories.
He pointed out that if it weren’t for NAFTA there would be no apparel industry in
Los Angeles, where clothing is designed and
marketed but production is done elsewhere.
“Mexico has been an invaluable source for
us to continue to deliver a good quality product at a reasonable price. It is not the best
price, but it is not the worst price,” Barcenas
said.
One example is blue-jeans manufacturing
in Mexico, which is being increasingly used
by Los Angeles companies such as True
Religion, 7 For All Mankind, Hudson and
Joe’s Jeans. A mid-tier blue jean costs about
$15 to make in Mexico and $35 in Los Angeles.
Under NAFTA, the blue jeans come in
duty-free if they are made of regional yarns.
If there were no free-trade agreement, the
cotton jeans would be subject to a 16.8 percent tariff and a half cotton/half synthetic
blue jean would pay a 32 percent tariff.
“If you don’t have a free-trade agreement,
you have to go back to your consumer, who
is used to paying $30 [retail] for a Mexican
pant and ask them to pay $60 for a U.S. pant.
There is no advantage to the U.S. consumer,”
Barcenas said. “From my standpoint, I am
extremely interested to see how they plan to
change NAFTA.”

Exit strategy
Free-trade agreements are negotiated by
the U.S. Trade Office, but the presidents of
each signatory country can withdraw from

the accord with six months agreement, said
customs and international trade attorney Jonathan Fee of Alston & Bird in Washington,
D.C. “This has never been done before,” Fee
noted.
What is more likely is that Trump will
try to renegotiate the free-trade agreement,
which has been in effect since 1994. “I think
the worst thing Trump could do is withdraw
from NAFTA, but I don’t think he intends to
do that. I think it is hype,” Fee said.
What seems more likely is that NAFTA
will be renegotiated. Already Canadian
Prime Minister Justine Trudeau has said
he is ready to talk about the trade deal, and
Mexican Foreign Minister Claudia Ruiz
Massieu recently said Mexico is willing to
“modernize” the 22-year-old trade deal but
not renegotiate it.
What that means is anyone’s guess. But
Trump has honed in and been particularly
critical of U.S. automobile manufacturers
and air-conditioner makers for producing
in Mexico. Additionally, the United Auto
Workers are very keen on seeing more car
production return to the United States. “Unless I am mistaken, textiles and apparel are
not on Donald Trump’s target list,” Fee said.
That is brought home by the fact that
Trump has not criticized the Dominican Republic–Central America Free Trade Agreement, under which many Central American
countries are manufacturing large numbers
of T-shirts, underwear and clothing for the
U.S. market, but there are no automobile
manufacturers or heavy industry that are
producing for U.S. consumers.
On the apparel and textiles side, these
free-trade agreements are set up to benefit
U.S. cotton growers, yarn spinners and fabric makers who have found a market for their
goods because of the yarn-forward provision
in the accords.
“It is well established that CAFTA and
APPARELNEWS.NET
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rather than data-center infrastructure.
“Koch is one of the largest private
companies in the world with diversified
holdings and immense resources to support the next exciting phase of growth at
Infor, and we are thrilled to have their support,” said Charles Phillips, Infor’s chief
executive officer. “Some of the largest
companies in the world have approached
Infor looking for a modern alternative to
the legacy options available for missioncritical business applications. Infor has
the scale and capital to provide a digital
platform for the Global 5000.”
During Phillips’ tenure, the company
invested approximately $2 billion in
product design and development over
the last five years, releasing more than
400 new products, 1,700 integrations and
16,000 industry features in its CloudSuite
product line, according to a company
statement.
Infor employs 15,000 people in more
than 170 countries.
The deal is expected to close in early
2017. Infor’s existing shareholders include Golden Gate Capital and Summit
Partners, which will maintain control of
the company. KED has an option to appoint four of nine directors on Infor’s
board.
Based in Wichita, Kan., Koch Industries employs 100,000 people around the
world and has annual revenues of approximately $100 billion.
For more information, visit www.infor.
com.—A.A.N
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Koch Equity Development LLC,
the investment and acquisition subsidiary of Koch Industries Inc., which also
owns Lycra parent company Invista,
will invest more than $2 billion in Infor,
the New York–based provider of cloudbased, industry-specific business applications in a bid to help Infor accelerate
innovation and expand distribution.
Infor’s customers include companies
in fashion, retail, distribution, healthcare,
the public sector and manufacturing. For
the apparel and retail industries, Infor
supplies ERP (enterprise resource planning) and PLM (product lifecycle management) software. There are more than
3,200 fashion and retail businesses using
the Infor CloudSuite Fashion , according to the company. Last year, Infor
acquired GT Nexus, an Oakland, Calif.–based global trade and logistics platform, in a deal aimed at helping clients’
businesses improve sales, operations and
production planning by integrating merchandising, marketing and demand data
across the GT Nexus network of more
than 28,000 businesses, banks, logistics
providers, brokers and carriers.
An early adopter of cloud-based applications, Infor has more than 66 million
users, and the company saw double-digit
revenue growth in the last quarter thanks
to a 130 percent annual increase in software-as-service revenue, according to
the company. The software provider uses
Amazon Web Services, which allows
Infor to invest in industry functionality

NAFTA are critical for the U.S. textile and
apparel industry,” said Steve Lamar, executive vice president of the American Apparel
& Footwear Association in Washington,
D.C. “The things we have continued to argue is how to find ways to make it better. …
NAFTA was negotiated when there were no
other free-trade agreements and the world
was surrounded by quotas and rules of origin that catered to the United States. But the
industry has evolved.”
Lamar thinks Trump will renegotiate
NAFTA and is only threatening to abrogate
the free-trade accord. “Trump likes to build
up leverage to get the best possible deal, and
he can view trade with that same lens.”
Indeed, Trump is not the only presidential candidate who has talked about reshaping NAFTA. On the campaign trail in 2008,
Barack Obama discussed renegotiating
NAFTA, but he backed away from that idea
after taking office.
Trump points to the 5 million U.S. manufacturing jobs lost since 2000, but automation and technology have filled in for many
workers.
Experts point out that manufacturing
volume is up in the United States. Today,
U.S. factories produce twice as much as they
did in 1984 with one-third fewer workers.
“Manufacturing in the United States has
been driven by efficiency, technology and innovation,” said Matt Priest, a former deputy
assistant secretary for textiles and apparel at
the U.S. Commerce Department and now
president of the Footwear Distributors and
Retailers of America. “What is the federal
policy against robots?”
Priest said there have been multibilliondollar investments by U.S. companies in
Mexico that support tens of thousands of
U.S. jobs that would be impacted if the U.S.
leaves NAFTA. “It sounds good to leave,” he
said, “but leaving is very complex.” ●
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American Apparel Continued from page 1
In the statement from Gildan, the company said it has no interest in acquiring American Apparel’s fleet of retail stores or its assets. Gildan’s offer for American Apparel
must be first approved by the bankruptcy
court before going forward. The transaction
might be completed in the first quarter of
2017, according to a Gildan statement.
Gildan has expressed an interest in keeping manufacturing operations in Los Angeles, according to an American Apparel representative. The beleaguered retailer also is
entertaining bids for its retail business.
Last May, Gildan purchased Anaheim,
Calif.–based T-shirt maker Alstyle Apparel
LLC in a $110 million all-cash offer subject
to a working capital adjustment.
Filing two bankruptcies in a 12-month
period is unusual, said Mark Brutzkus, a
partner with Woodland Hills, Calif., law
firm Brutzkus Gubner Rozansky Seror
Weber LLP. However, American Apparel
had little room to maneuver.
“American Apparel went into first bankruptcy with hopes of restructuring and
keeping the business model [i.e., retail] intact. [Former chief executive officer] Paula
Schneider and new designers/merchandisers were brought in to revamp/freshen up
the brand,” Brutzkus said. “Obviously they
could not right a sinking ship and when the
company could not be sold intact, it was
decided to sell off certain assets and close
down the retail portion through a bankruptcy liquidation.”
American Apparel filed for Chapter 11
bankruptcy protection in late 2015, emerging four months later in February in a deal
that took the public company private while
converting approximately $230 million of
bonds into equity into American Apparel
and providing for the infusion of $40 million of exit capital and a commitment for a
$40 million asset-backed loan.
Mark Weinsten, American Apparel’s
chief restructuring officer, said that a second bankruptcy was necessary because the
retail market was much worse than anticipated when the first Chapter 11 bankruptcy
was negotiated. The company experienced a
32.73 percent year-over-year decline in sales
since emergence from the first bankruptcy,
he wrote in a declaration for the filing.
In the declaration, Weinstein described
reasons why a once-celebrated company

would experience such trouble. In 2015,
before American Apparel’s first bankruptcy,
the company generated more than $497 million in net sales. But American Apparel financed its growth and much of its general
operations from a combination of borrowing, lease financing and proceeds from issuance of common stock. The company was
burdened with a high level of indebtedness
and had to devote a substantial portion of its
cash flow to pay interest and principal on
debt. By the end of 2015, American Apparel
was $300 million in debt and the indebtedness came at a cost of nearly $40 million
annually, Weinsten said.
The company also suffered from chronic
problems. Before the first bankruptcy filing, American Apparel was unable to track
and plan what items to produce. Measures
designed to resolve product acquisition and
merchandising came too late.
American Apparel’s e-commerce did not
perform well at a time when foot traffic at
physical stores was declining. The company’s e-commerce comprises more than 10
percent of sales, and the industry average is
20 percent, Weinsten said.
The company had not adequately dealt
with long-term problems in quality control.
Garments were manufactured and often not
inspected. It resulted in high customer returns. The problems were fixed after a thorough audit, Weinsten wrote, but it slowed
down deliveries and contributed to declining sales.
American Apparel drew attention with a
risqué marketing and advertising plan. Once
it dropped the spicy ads in 2014, there was
no focused campaign to replace it, and the
brand fell off of shoppers’ radar screens.
When the company went private, Schneider, the former CEO, called it “the start of
a new day at American Apparel.” Schneider,
who signed on to the company in early 2015
after the company’s founder, Dov Charney,
was fired as the chairman, chief executive
and president, stepped down from American Apparel in early October. She has since
taken the top post at DG Premium Brands,
whose recently acquired Los Angeles labels
include 7 For All Mankind, Ella Moss
and Splendid. Since Schneider’s exit from
American Apparel, Bradley Scher, a venture
capitalist, has served as the chairman of the
board for the company. ●
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Dec. 1
Chicago Apparel and
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Merchandise Mart

Chicago
Through Dec. 4

Dec. 4
ITMA Showtime
Market Square
High Point, N.C.
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Los Angeles
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more
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RETAIL

What’s Checking on
West Third Street

Loyal longtime customers and heavy foot traffic continue to
make West Third Street a retail destination in Los Angeles.
Retail owners recently saw a street-wide hike in rent but still
report steady business on the thoroughfare runway between

By Alyson Bender Contributing Writer

Library:
Volume Two
8424 W. Third St.
www.libraryla.com
Library, a staple of LA’s
Larchmont Village, opened
its second location, on West
Third, a little over a year
ago. A third store—dubbed
Volume Three— is slated to
open on Hillhurst in LA’s
Los Feliz neighborhood later this month.
“At this [West Third] location, most of
our customers are either locals or tourists
who are staying at local hotels,” said store
manager Julia Robertson. “We have lots of
foot traffic here.”
While the store carries its staple brands

Reference gray
bomber jacket
$138

such as IRO, Rag & Bone,
Frame Denim and Rails plaid
shirts, owner Michael Mizrahi
has been heavily incorporating the store’s five privatelabel collections—Reference,
Article, Fiction, Volume and
Archive—into the mix of merchandise.
Choker styles have been
selling very well as have
bomber and moto jackets.
Bodysuits and bralettes have
also been strong sellers with customers of
all ages.
“We also offer ‘super-soft’ loungewear
pieces that, while customers may not be looking for, once they feel how soft the pieces are,
they cannot resist buying at least one piece,”
Robertson said.

Volume “supersoft” loungewear
top $68 and
bottom $58

Reference
reversible
poncho cape
$78

Nathalie
Seaver
Boutique

Silk dresses from the designer, left to right:
gradient flapper dress $289, blue paisley shift
dress with hidden pockets $258, purple and
black sheath dress $498

8381 W. Third St. (contemporary) /
8367 W. Third St. (vintage)
www.polkadotsandmoonbeams.com

Having resided in the same locations since 1982,
Polkadots and Moonbeams founder Wendy Freedman
reports business as being “great!” Freedman attributes
her ongoing success to “loyal customers, customer
service and constantly shopping” for new and fresh
merchandise for her store. “We offer personal styling
to everyone who comes in, and our customers really
appreciate it.”
Recently, bomber jackets, bodysuits and jewelry
have been top sellers, as have all styles from For Love

06.whatsChecking.indd 6

8364 W. Third St.
www.
shopfabrikca.com
Although Fabrik has been in its
location for only
eight months,
founder and owner
Daniel Lipkin has
been a resident of the area for 15 years and knows the
neighborhood well. “It was a no-brainer to open on
West Third. This is my home.”
While Lipkin does not follow trends when buying, he does stock suave urban pieces for men and
women from brands such as Engineered Garments
New York, APC, Stone Island, Greg Lauren, Isabel
Marant Etoile, PLAY Comme des Garçons, Simon
Miller, Golden Goose and Nili Lotan.
As of yet, the store has not utilized any social media or PR campaigns to gain notoriety and reports
business as being “good. … All of our customers have
found us organically, either by walking by or word of
mouth.”

RagdollLA

8400 W. Third St.
www.ragdoll-la.com

Polka Dots & Moonbeams

6 CALIFORNIA APPAREL NEWS

Fabrik

Left to right: Chevron cashmere sweater $299, distressed
vintage tee in “camo” $89, vintage mesh tee in “nude” $89

Originally from Sweden, Ragdoll founder
and designer Lisa Larson has run her West
Coast flagship location for two years on
West Third. Larson split the space into the
retail store in the front and company headquarters—including design studio and corporate showroom— in the back. Larson also
runs a Ragdoll retail store on Bleecker Street
in New York.
All designs reflect Larson’s personal
style: classic, easy silhouettes with hints of
sexy, vintage, and rock ’n’ roll elements,

& Lemons and
Michael Lauren.
Freedman has also
recently started
carrying loungew e a r, c a n d l e s ,
mugs, makeup
bags and glassware
from Jac Vanek,
with sayings such
as “I don’t want to
adult today.”
“There are tons of brands with sayings out there,
but these are clever and my customers recognize it.
I have never sold so much glassware, ever,” she said.

NOVEMBER 18–24, 2016

Above from left to right: No. 21 red
sweater $460, No. 21 black skirt
$595, Madeworn jacket $465, Jimi
Roos top $295, For Restless Sleepers
floral pants $495, Isabel Marant
Etoile sweater $290 and tank $130,
Organic by John Patrick slipdress
$235. All sneakers are Golden Goose.

IRO pink leather
moto jacket
$1,265

the-rack styles, customization is the
core of her business.
“If someone walks in and is between sizes, I am always happy to
create exactly what they want, in
their measurements. Custom pieces
for weddings—especially motherof-the-bride—and award shows
have always been the core of my
business,” she said.

8360 W. Third St.
www.maison-nathalie.com
Store owner and designer
Nathalie Seaver recognizes
that while her store is not for the masses
her timeless silhouettes and unique gift
itemsincluding vegan-leather bags, hats
with unique appliqués she adds herself and
hand-painted silk neckties ($128)are what
have contributed to her 18 years of success.
“I service an underserved market for women who want to be stylish but not necessarily
trendy,” she said. “Style should be something
that makes you feel good, not something you
have to work at.”
All designs are French-inspired, printheavy and “constantly inspired by the fluid
styles of the 1930s,” Seaver said.
While she offers a mix of in-house-designed pieces and select private-label off-

Reference black
studded moto
jacket $198

La Cienega Boulevard and Fairfax Avenue in the heart of Los
Angeles. Boutique owners say their hands-on approach to all
aspects of their business helps them offer distinct points of view
that resonate with new and returning customers alike.

For Love and
Lemons dress
$299, Lack of
Color hat $84

Yumi Kim dress
$215

all with an upscale feel at affordable price
points. Everything is made in the USA and
Turkey and is sold through the two stores,
specialty boutiques across the country and
internationally online.
RagdollLA’s distressed tees ($69–$89)
have been a solid top seller, especially in
camouflage. The Ragdoll track pants ($107–
$169)—with high/low hem, leather details
and brass beads—have also been selling
out lately. As LA’s weather cools, cashmere
sweaters have also been very popular, particularly Ragdoll LA’s chevron sweater ($299).

Jac Vanek burnout
top $43

Capulet bomber jacket
$238

APPARELNEWS.NET

11/17/16 6:01 PM

CAN Full Pg_090716_2.pdf 1 9/8/2016 1:36:56 PM

C

M

Y

CM

MY

CY

CMY

K

cmc.indd 1

9/8/16 2:12:31 PM

EVENTS

Wolk Morais: Always Independent

2017 MEDIA KIT

THE VOICE OF THE INDUSTRY FOR 72 YEARS
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CALIFORNIA APPAREL NEWS DIGITAL EDITION
CALIFORNIA APPAREL NEWS E-NEWSLETTERS

The 24-look show stressed dresses that
adhered to a silhouette the designers described as long and lean. Looks included
ankle-length dresses made out of lamé fabric with metallic as well as leopard- and zebra-skin designs. Other styles featured silk
crepe fabric, a burgundy silk cowl-front bias
dress and a black silk jumpsuit.
The Collection 4 runway show also introduced the Wolk Morais monogram logo,
which featured an art deco–like treatment of
the letters “M” and “W,” which was placed
on hats, jackets and dresses. The collection
put together some men’s looks such as a silk
bomber jacket matched with a pleated Hakama pant. There were also nods to streetwear
style. The runway show featured a silk velvet hoodie and models wearing knit caps
with the large logos.—Andrew Asch
TODD WILLIAMSON/GETTY IMAGES FOR WOLK MORAIS

For its Collection 4 line, the Wolk Morais brand made it a point to fly an independent flag and to do things its own way.
The Nov. 13 event was scheduled a month
after more than 100 designers produced runway shows as part of Los Angeles Fashion
Week events. Wolk Morais designers Brian
Wolk and Claude Morais produced a fashion show not on a runway but on the tiled
floor surrounding a bar. The inspiration for
the made-in-LA designer line was a bygone
era: 1930s Hollywood.
“We want to do things our own way,”
said co-designer Claude Morais of the show
at a West Hollywood boîte called Harlowe,
which incidentally was designed to look
like a 1930s Hollywood bar. “We work on
our schedule. … There’s a sense of independence.”

Pu bli s he d by T LM Pub l ish ing Inc .
APPAREL NEWS GROUP
California Market Center, 110 East Ninth Street, Suite A-777 Los Angeles, California 90079-1777
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NEWS

Burlington Taps TJX Exec for Board
Burlington Stores Inc., the Burlington,
N.J.–based discounter, has named Ted English, former president, chief executive officer and director of The TJX Companies
Inc., to its board of directors.
English is currently the executive chairman at Bob’s Discount Furniture Inc., a
position he has held since March. Previously he was the company’s chief executive
officer. He served as CEO of TJX, which
operates TJ Maxx and Marshalls stores,
from 2000 to 2005 after first serving as the
company’s president. His career at TJX began in 1983 and included several executive
and merchandising positions.
“Ted is a highly accomplished business
leader whose 30 years of retail experience
is a strong complement to the financial, re-

tail, marketing and consumer-products expertise that is currently represented on the
Burlington board,” said Burlington Chairman, President and Chief Executive Officer
Tom Kingsbury in a company statement.
“In addition to providing a further off-price
experience, we believe the insights Ted has
gained from leading a premier discount
home furnishings company and serving on
the board of a multi-segment online discount retailer will benefit Burlington as we
expand our own offerings into home, beauty
and ladies’ apparel. We are confident that
Ted will be a great addition to the Burlington Stores board, and we look forward to
benefiting from his contributions.”
With English’s appointment, Burlington’s board grows to 10 members. He also

serves on the board of directors of Rue La
La and has previously served on the board
of BJ’s Wholesale Club Inc.
“This is an exciting time of growth and
opportunity for Burlington Stores,” English
said in a statement. “The company’s strong
record of performance has been widely acknowledged across the retail industry, and
there is significant potential for continued
growth through expanding into underpenetrated segments and opening new stores
while maintaining financial discipline.
I look forward to collaborating with the
Burlington Stores board of directors and
management team to capitalize on new and
existing opportunities and build on the company’s value creation for shareholders.”
—Alison A. Nieder
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Tags & Labels Resources
California Label
Products

Progressive Label

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.

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

JUNE ESPINO

CONTRIBUTORS

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

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 not only offer even more valuable
services to customers but also strengthen the
local community with jobs by starting a garment program at their downtown LA facility. tb/

ac offers full-service development, cut and sew
and private-label manufacturing—for brands who
need flexible order quantities at honest costs, with
guaranteed quality. The factory is equipped with
a wide range of sewing machienes. Along with
a dedicated finishing department with boilers,
trim machines, heat press, packing space and
distribution warehouse. tb/ac production and QC
managers facilitate additional screen printing,
embroidery, fabric dying, and all operations with
necessary outside contractors. From development
to delivery, plus trim supply, tb/ac is prepared to be
the realiable supply chain resource for you brands
garment production.
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CLASSIFIEDS
Visit www.apparelnews.net/classifieds
to place your ad in our self-serve system

www.apparelnews.net

Jobs Available

CUSTOMER SERVICE PERSON
Rapidly growing Contemporary Knitwear Com‐
pany based in Santa Monica is looking for a full
time customer service person. Ideal candidate
should be an energetic all around team player,
have xlnt verbal and written communication
skills, an outstanding work ethic and the ability
to handle and prioritize a range of customer
service responsibilities. Exp. with Full Circle,
Microsoft Excel & Microsoft word is a plus.
Duties to include but not limited to:
•International shipping/documents
•Allocation
•Order entry
•Customer support
•Returns
•Invoicing
•Filing
Pls send your res. to: Jaci@360sweater.com
No phone calls please!

COSTING TECHNICIAN
Seeking detailed-orientated candidate for our
Kids Division w/exp. creating & completing cost
analysis in an accurate manner. Must possess
xlnt communication skills & must be able to
perform in a fast-paced environment. Ideal
candidate has min. 1 yr recent costing exp.
Please email resumes to: hr@swatfame.com
or fax to (626) 934-5201.
•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
SALES EXECUTIVE - MISSY APPAREL
Highly motivated seller to join our Missy Sales
Team. Qualified candidates will have established
relationships with national retailers-department,
specialty & big box- for brand & private label
accts. Candidates must have a proven track
record unsuccessfully pioneering new business
and accounts management. Minimum 5 years’
experience within the Missy Market. Travel is a
must. Excellent benefits.
Email resumes to: missyinLANY@gmail.com
JR. CAD ARTIST
$40k/yr starting salary.
2 years plus experience.
Coloring skills a major plus
Abraham@standardf abric.com

For classified
advertising information:
call Jeffery 213-627-3737 ext. 280
10 CALIFORNIA APPAREL NEWS
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Jobs Available

Jobs Available

APPAREL BOTTOMS COMPANY SEEKING
INDIVIDUALS TO FILL THE FOLLOWING
POSITION. INCREDIBLE OPPORTUNITY
FOR THE RIGHT INDIVIDUALS.
IN-HOUSE QC
Must have a solid understanding of denim and
non-denim woven bottom construction. Able to
understand, measure and read, specifications
on the spec sheets for the garments.
• Have at least 2 yrs garment inspection exp.
• Must be detail oriented and possess strong
problem solving and communication skills.
• Be responsible for sending TOP's and
marketing samples.
Email resume with salary history to:
hrdept@rewash.com or fax to (323) 657-5344

MAXSTUDIO.COM, A GLOBAL
CORPORATION BRINGING LEADINGEDGE DESIGN TO TODAY’S WOMAN.
PATTERN MAKER
The Patternmaker will develop production pat‐
terns and corrects fit and construction. Must
have a minimum of 5 years of experience in
soft fabric for woven dresses, skirts and
blouses. Must understand fit and pattern
adjustment. Needs to be a team player that
works well in a fast paced environment and be
able to prioritize work. Must be a Self-starter.
Proficient in Lectra is required.
Maxstudio.com offers both a competitive salary
and benefits package.
Please fax resume to Human Resources @
(626) 797-3251 or email to careers@maxstudio.
com. Please include salary history.
No phone calls please. EOE, M/F/V/D

PRODUCTION COORDINATOR-TEXTILE
FABRIC CONVERTOR
Communicate closely with customers, sales
dept, and overseas vendors. Maintain system
for any cancellations, purchase order closures
or split deliveries. Extremely meticulous and
well organized. Ability to Multi Task. Knowledge
of production & production cycle timelines. 35yrs exp. in Textile/Import Garment industry.
COMPUTER LITERATE; SYSTEM = SAP, A2000,
OUTLOOK, EXCEL.
Email: recruiting@scta.samsung.com
NATIONAL SALES DIRECTOR
Women's Athleisure Lifestyle Apparel
Manage & grow national sales with team of
corporate & multi line reps. Develop key accts.
You have: current successful experience in
several categories. Analytical skills. Solution
minded. Team leader. Great management.
Current sales & marketing skills. Current
relationships & connections with accts & reps.
Willing to travel. Manage trade shows. Great
opportunity competitive compensation package
with benefits.
Please email: design.hr@yahoo.com
CUSTOMER SERVICE REP
Seeking experienced customer service repre‐
sentative to oversee our department store ac‐
counts. Duties include: data entry, EDI, alloca‐
tion and working with our sales team on a daily
basis. Must be a team player, detail oriented,
and organized with great follow up skills. Must
have at least 5 years’ experience and know Full
Circle system. Please email resume and salary
history to: recruitment@hudsonjeans.com
CUSTOMER SERVICE PERSON
CSR-customer service person needed for busy,
DTLA Dress company. Duties include Data
Entry, EDI, Order Entry. For dept. & specialty
stores. Fast paced, detail oriented, out of the
box thinker, assertive team player!
Email res. to: shauna@baileyblueclothing.com
GRAPHIC DESIGNER
Textile company seeks experienced computer
designer for prints, design, repeat, color.
Nedgraphic experience a must.
Contact michaelm@matrixtextiles.com

SENIOR TECHNICAL DESIGNER
LA based manufacturer seeking a senior
Technical Designer with 3 to 5 years experi‐
ence, preferably in the swimwear industry.
RESPONSIBILITIES: Create/Maintain specs, tech
packs, and BOM from initial development to
final fit. Measure, evaluate, and prepare fit
samples for fit/construction comment release.
Organize and participate in live model fit
sessions. Review patterns and manipulate
them on PAD. SKILLS: Excel proficient manda‐
tory PAD experience mandatory. Computer
Sketching skills desired
Send resume to: info@rwdesignsinc.com
ASSOCIATE DESIGNER
We are seeking Associate Designer for our
Denim Division. Ideal person must have 2-3
recent yrs exp. Must be exp. in all aspects of
design that includes sourcing fabric, trim,
sketching with illustrator and trend research.
Must be able to meet deadlines and be
extremely organized.
Send resume to: hropps2015@gmail.com with
current/desired pay.
PRODUCTION MANAGER
LA based manufacturing company seeks prod'n
mgr w/10 yrs exp. that is able to oversee the
prod'n process, maintain a prod'n schedule,
cost effectiveness, ensure quality standards.
Must have great comm. skills, knowledge of
garment dye & must know Aims.
Email: needlaproductionmanager@gmail.com
CONTROLLER
Well established L.A. apparel mfr seeks indiv.
w/ 5 yrs min exp. Domestic and overseas
operations. Duties include monthly financials,
account analysis, cash mgmt. and more.
Fax resume to: (323) 981-9095
TECHNICAL DESIGNER
Minimum 3 yrs. exp. Knowledge Flat Pattern,
Photoshop, Illustrator & Excel. Create tech
packs for overseas and domestic vendors,
specs garments. andrew@andrewchristian.com

For classified advertising:
email classifieds@apparelnews.net or
visit www.apparelnews.net/classifieds
to place your ad in our self-serve system
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Jobs Wanted

Buy, Sell and Trade

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

WE BUY FABRIC!
Excess rolls, lots, sample yardage, small to
large qty's. ALL FABRICS! fabricmerchants.com
Steve 818-219-3002 or Fabric Merchants 323267-0010

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)

•WE BUY ALL FABRICS AND
GARMENTS*
WE BUY ALL FABRICS AND GARMENTS. No lot
too small or large. Including sample room
inventories Silks, Woolens, Denim, Knits, Prints,
Solids Apparel and home furnishings fabrics.
We also buy ladies', men's & children's
garments. Contact Marvin or Michael
STONE HARBOR (323) 277-2777

For classified
advertising information:
call Jeffery 213-627-3737 ext. 280

Real Estate

FOR LEASE

CREATIVE OFFICE SPACE
LA FASHION DISTRICT
213-627-3754
For classified advertising:
email classifieds@apparelnews.net or
visit www.apparelnews.net/classifieds
to place your ad in our self-serve system

The editors and writers of
California Apparel News
we’re blogging

are blogging at
ApparelNews.net/news/blogs
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