
BCBG Max Azria Starts 
Closing Stores After Filing 
for Bankruptcy Protection

BCBG Max Azria, the Los Angeles brand that filed for 
bankruptcy protection in late February, has begun to shutter 
more than half the stores it operates in the United States.

In bankruptcy filings, the venerated contemporary 
brand, which has been a major force in the Los Angeles 
fashion industry for nearly 30 years, said it was rejecting a 
number of store leases and closing 120 unprofitable stores 
that racked up $10 million in losses during fiscal 2016. 

These stores made up 63 percent of BCBG’s total losses 
from retail locations with negative contribution margins, 
the company said in U.S. Bankruptcy Court filings in New 
York. 

Filing for bankruptcy protection is one way retailers 
can exit their store leases and is being used increasingly 
as retail chains such as The Wet Seal, The Limited and 

➥ BCBG page 5

Meetings were held and orders placed during the April 3–5 
run of LA Majors Market at the California Market Center 
showroom building in downtown Los Angeles, but a steady 
drumbeat of tough retail headlines underscored many conver-
sations during the market.

Gordmans Stores Inc., a big player in the discount mar-
ket, filed for Chapter 11 bankruptcy protection in early March. 
A few days before the Majors Market started, a subsidiary of 
Stage Stores Inc. made a deal to acquire at least 50 leases of 
Omaha-headquartered Gordmans. 

Also in March, Sears Holding Corp. scrambled to calm 
investor fears when one of its Securities and Exchange Com-

LA Majors Drives 
Biz Despite Market 
Doldrums
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THE VOICE OF THE INDUSTRY FOR 72 YEARS

By Andrew Asch Retail Editor

TRADE SHOW REPORT

Re:Named kimono and pant, Moon River top

Fall Forecast
Directives West broke 

down the trends for Fall/
Winter 2017 at its April 
3 runway show, held at 
the California Market 

Center during LA Majors 
Market. For more from 
the show, see page 7. 
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It has been a few years since Trina Turk 
had a store in Los Angeles. 

But the contemporary designer—known 
for her bright colors synonymous with sunny 
California—has staked out a new outpost in 
the Larchmont Village neighborhood of Los 
Angeles, where an old-fashioned Main Street 
vibe permeates Larchmont Boulevard.

“I like the neighborhood and there is a lot of 
parking and foot traffic and it is centrally locat-
ed,” Turk said at the March 30 store opening, 
which was packed with friends, fashionistas 
and style followers. “I feel like our customer 
is on this street, where she is going to the nail 
and hair salons, the fitness studios, and restau-
rants here.” 

Bright yellow awnings announce the new 
Trina Turk store, which previously had been 
two separate stores—Hans Custom Optik, an 
optical store, and Pickett Fences, a childrens-
wear store. They both moved to other locations 
on the street. 

Inside the store, there is plenty of space 
for the Trina Turk collection as well as its 
sister brand, Mr. Turk, designed by Turk’s 
husband, Jonathan Skow, a photographer and 
stylist. Only five of the 12 Trina Turk stores 
carry the Mr. Turk line, which is for the man 
who wants to make a bold statement with his 
style. There are also spaces within spaces 
for men’s and women’s accessories and the 
recently added Trina Turk eyeglass and sun-

glass collection.
Turk worked with Bestor Architecture, 

which has designed other Trina Turk stores, 
including her flagship in Palm Springs, Calif. 

Turk, whose Los Angeles company was 
launched in 1995, is a true believer in retail if 

it provides shoppers a reason to peek beyond 
the front door.

The new 2,000-square-foot space comes 
nearly two years after she closed her LA out-
post on West Third Street because parking 
had become impossible and traffic congestion 
was chipping away at sales of her self-named 
label.—D.B.
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Delta Apparel Sells Junkfood Clothing
NEWS

Los Angeles–based Velvet LLC, owner of 
the Velvet by Graham and Spencer label, has 
been acquired by Adastria Co. Ltd., a $1.8 
billion Japanese apparel company. Terms of 
the deal were not disclosed. 

“Velvet is a distinguished brand in the 
U.S. contemporary market, and we are de-
lighted to welcome Velvet to the Adastria 
group,” said Masa Matsushita, Adastria’s 
representative director and chief operating 
officer, in a company statement. “This lat-
est acquisition allows us to establish a stra-
tegic presence in North America and in the 
world of contemporary fashion, as we seek 
to transform Adastria into a leading global 
apparel company.”

Matsushita said Adastria has a track record 
of growing brands and businesses through the 
company’s “strong value-chain management 
and brand-management strategy.”

“We have strong expertise in retail op-
erations with more than 1,400 retail stores 

and e-commerce operations throughout Ja-
pan and Asia,” he said. “Working together with 
Velvet’s management team, we will accelerate 
the brand’s growth, especially in the direct-to 
consumer channels as we apply our expertise 
in retail and value-chain management.”

This is Adastria’s second U.S. apparel ac-
quisition. Last year, the company acquired a 
minority interest in San Francisco–based Ma-
rine Layer Inc. 

“Building upon our investments in Velvet 
and Marine Layer, we aim to strategically en-
hance our global brand portfolio moving for-
ward,” Matsushita said. 

Founded in 1997, Velvet produces “modern, 
sophisticated staples with laid-back Califor-
nia attitude” for women and men. The com-
pany has eight U.S. retail stores and sells in 
premium department stores and high-end bou-
tiques in the U.S. and overseas. 

“This is a great opportunity for both com-
panies,” said Velvet cofounder and Chief Ex-

ecutive Officer Henry Hirschowitz. “Velvet 
will provide a solid platform for Adastria, 
allowing the company to expand its presence 
in the North American market. In addition, 
Velvet will greatly benefit from Adastria’s 
extensive resources, which will enhance our 
product range and appeal in a greater way 
to our Velvet customer. Furthermore, with 
Adastria’s knowledge in retail and online, 
we feel strongly that further opportunities 
for Velvet will materialize. We are extremely 
fortunate and honored to become part of the 
Adastria family of brands. The Velvet team 

is totally committed to making a meaningful 
contribution to Adastria Co. Ltd.”

Hirschowitz founded Velvet with Jenny 
Graham in 1997 and they were later joined by 
Toni Spencer. The company has collaborated 
in the past with model Lily Aldridge and has 
another collaboration planned for summer with 
model Kirsty Hume.

Tokyo-based Adastria was founded in 1953. 
The publicly traded company operates 1,358 
retail stores in Japan and 108 stores overseas 
and owns 21 brands, including apparel, life-
style and restaurants.—Alison A. Nieder

Outside the new store

Twelve years after buying Los Angeles–
based Junkfood Clothing Co. for more than 
$22.5 million, Delta Apparel is selling the 
T-shirt brand for about $28 million to JMJD 
Ventures.

The sale includes $25 million in cash at 
closing, with promissory-note payments due 
between June 30, 2017, and March 30, 2018, 
for the remaining amount. The transaction does 
not include the sale of accounts receivable and 
certain other assets or the assumption of trade 
payable and certain other liabilities. 

The $35 million total value of the company 
sold represents about 80 percent of Junkfood’s 

revenue, or about $43 million. “The Junkfood 
brand has broadened its consumer reach and 
awareness and more than doubled its revenue 
since we acquired it in 2005,” said Robert 
Humphreys, the chairman and chief executive 
of Delta Apparel, based in Greenville, S.C. 
“While we have enjoyed nurturing this brand 
over the years, the changing retail environ-
ment has made it more challenging to be a 
niche player in the licensed-graphics space.  
We are pleased to have the opportunity to sell 
Junkfood and further reduce our reliance on 
licensed properties. We expect to use the pro-
ceeds from the sale to lower our debt levels, 

continue our share-repurchase program and 
provide capital for further investments in stra-
tegic growth opportunities, including the Salt 
Life brand and [virtual art studio] Art Gun.” 

Net of selling expenses, Delta Apparel ex-
pects to realize a pre-tax gain of approximately 
$1 million on the sale.

Junkfood Clothing was started in 1998 by 
designers Natalie Grof and Blaine Halvorson, 
whose Liquid Blaino Designs did business as 
Junkfood Clothing, a T-shirt line started with 
nostalgic licenses such as Twister, Candy 
Land and My Little Pony. In recent years, 
Junkfood Clothing has acquired licenses.

At the time of the purchase in fiscal 2005, 
Junkfood Clothing had sales of approximately 
$27 million. Delta Apparel bought Junkfood 
with $20 million in cash, a $2.5 million seller 
promissory note and contingent payments with 
respect to each of the four fiscal years follow-
ing closing, payable if certain performance tar-
gets were met. 

Delta Apparel makes a variety of casual and 
athletic tops and bottoms, embellished and un-
embellished T-shirts, and fleece products. In 
fiscal 2016, the company had a net profit of $9 
million on $425 million in revenues.

—Deborah Belgum  

Starting April 10, Matthew Fior will take 
over as the new president of Hudson Jeans, 
based in Los Angeles.

The announcement was made by Differ-
ential Brands Group, whose portfolio of 
brands includes Hudson Jeans, Robert Gra-
ham and SWIMS.

Previously, Fior was the chief merchandis-
ing officer at Los Angeles–based Lucky Brand 
jeans, working to boost sales in the wholesale 
and retail arenas, expanding e-commerce and 
international sales by doing more licensing.  

Fior will be working alongside Peter Kim, 
who founded the denim line in 2002 and is the 
chief executive officer. “We are thrilled to wel-
come Matthew Fior to Hudson Jeans. Matthew 
will oversee the day-to-day operations of Hud-

son Jeans while providing guidance and leader-
ship for the brand’s planned strategic growth, 
working alongside Peter Kim,” said Michael 
Buckley, chief executive officer of Differential 
Brands Group. 

Fior said he believes Hudson is ready to 
expand its brand beyond denim and become 
a true lifestyle collection. “I am thrilled to 
be joining the organization to spearhead the 
charge,” he said. 

Previously, Fior worked with other global 
brands including Levi Strauss & Co. and 
Gap Inc. 

Barbara Cook was president of Hudson 
Jeans from 2013 to January 2016, when she 
became the chief executive of Miami-based 
accessories brand Miansai.—D.B.

Trina Turk Opens a New Store in Los Angeles

Hudson Jeans Names New President

Velvet Acquired by $1.8 Billion Japanese Company

Jonathan Skow 
and Trina Turk
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Mark Bienstock, Managing Director, Express Trade Capital
The retail world as we knew it is over. If the retailer did not 

invest in an e-commerce portal early on in the cycle, the ability 
to play catch-up is drawing to a close. 

Only those well-established discounters are the winners in 
the traditional bricks-and-mortar retail landscape. The shop-
ping dynamic has changed from a mall-based experience to a 
smartphone point-and-click experience. 

We are comfortable with the financially sound retailers or 
e-tailers that are at the forefront of providing the new-world 
shopping experience. The old world of how our grandparents 
and parents shopped is going away like the wind. 

As a lender, you must be able to change your financing mod-
el with the times. Our financing team has positioned us to be 
able to react timely to any of our clients and prospects’ special-
ized financing requests to satisfy the ever-changing landscape.

Sydnee Breuer, Executive Vice President, Rosenthal & 
Rosenthal

Many retailers are going through challenging times for sure, 
but we have not significantly changed our evaluation of them.  

What many may perceive as changing is actually just a 
matter of more retailers struggling financially. This makes us 
request and look at more detailed information regarding their 
results and their projections.  

For example, the same poor results posted for any given 
retailer in 2016/2017 would garner the same scrutiny if those 
results were posted in the boom years of retail.  

Negative results are just that; there are just more retailers 
posting those poor results now than in the 1990s. Keep in mind 
that part of the equation on whether to finance the accounts 
receivables and/or additional support is the financial strength 
of our client and the people involved, taking into account the 
overall relationship.

Gino Clark, Senior Vice President, Portfolio Manager, Western 
Region for Capital Business Credit

Capital Business Credit has always taken a disciplined ap-
proach when it comes to making credit decisions regardless of 
market conditions. 

This process analyzes a company’s liquidity and capital 
structure. Does a company have enough liquidity to achieve 
its business plan and pay its bills within terms? Normally we 
would expect to see a liquidity cushion to mitigate unforeseen 
events such as last year’s LA dock strike. 

However, what has become increasingly important is the im-
pact on revenue and gross margin mixes related to an accelerat-
ing shift to online retailing and fast retailing. 

These trends, coupled with an overexpansion of bricks-and-
mortar assets, require us to closely evaluate the ability of man-

agement to adopt to the changing landscape—expanding into 
online retail while potentially closing or revamping stores. 

Adaptation to today’s changing market conditions requires 
stockholder support, including the ability to secure new capi-
tal, management talent, focus and transparency. It is this type 
of analysis that makes the relationship between wholesalers/
manufacturers and their financiers extremely important in to-
day’s economy.   

Rob Greenspan, President and Chief Executive, Greenspan 
Consult Inc.

Many, many retailers have been going through rough times. 
Retailers have been fighting the online trends as well as the lack 
of shoppers going into bricks-and-mortar stores.  

With the financial collapse of 2008/2009, many retailers just 
went out of business. Those that survived are to be congratu-
lated, but that is not enough. They have to find a way to not 
only stay in business and make a profit but also be relevant to 
their customers.  

When advising clients as to whether to take the order, put-
ting goods into work and then ultimately shipping the goods 
has become a more relevant conversation. Long gone are the 
days of taking an order, even from a previously viable retailer 
and assuming it will be paid.   

If you use a factor, you need to continue to consult with its 
retailer credit departments to make sure your customers are 
still being approved, are not going on a surcharge list or paying 
slow. All are signs of potential problems. If your factor isn’t 
approving the orders, you should ask your advisers to check 
the credit community to see if others are still approving the cus-
tomer or not.  

If you find other factors are approving orders and your factor 
isn’t, I suggest a face-to-face meeting to discuss your findings 
and to push your factor in the right direction to approve those 
orders.  You might have to change factors if yours is not approv-
ing enough of your orders.

I have also seen many manufacturers turn to the insurance 
industry to obtain credit insurance policies for specific custom-
ers. In some cases, this might create additional costs to your 
company, but the policies will allow you to continue to ship 
your products with credit guarantees. These policies are not as 
easy to administer as having a factor, but it is manageable.

If credit for your customer is still unavailable, you should 
contact them about giving their credit card as payment. You can 
first check to see if the card is valid and there is room on the 
card for the amount of your order. You might want to consider 
that you will charge the card 50 percent before you put the 
goods into work and the balance before shipment.  

All in all, the retail environment is challenging, to say the 
least. Protect yourself by doing your homework, check for al-
ternative sources of credit protections and by staying active in 

knowing the credit status of your customers. Don’t be afraid to 
ask for payment or credit cards up front. If they want and need 
your goods, they will pay upfront.

Sunnie Kim, Chief Executive and President, Hana Financial
The metrics of credit evaluation do not necessarily change 

because the current landscape is challenging. Yes, it is true that 
there are many retailers under pressure for a multitude of rea-
sons—slumping sales, too many stores or disinterested con-
sumers.  

However, this is not a new phenomenon. Economic cycles 
have been the norm, as we have seen many retail collapses due 
to the great recession, the dot-com crash, the market bubble and 
high-interest-rate environments. The automatic reflex would be 
to tighten policy and become more conservative, but this does 
not necessarily help our clients nor does it address the overall 
problem on a macro level.  

We are continuing to take the approach of evaluating each 
credit based upon its own merit in spite of the broader industry. 
Granted, there are many more accounts on our watch lists, and 
we are mindful of the need to react more quickly to certain 
results. 

However, the industry will eventually right itself, and every-
one will be working with an industry with fewer bricks-and-
mortar stores and an increasing online presence.          

Robert Myers, Chief Commercial Officer, Republic Business 
Credit

Factoring companies regularly review their retail customers 
through both challenging and fruitful cycles. Republic employs 
a dual strategy during challenging times, ensuring our clients 
have sufficient borrowing capability through their receivables 
and inventory as well as seasonal overadvances to support ap-
parel manufacturers. 

Typically, some retailers strongly outperform others. There-
fore, Republic aims to help our clients understand retailers’ 
unique situation so they can better plan their upcoming season. 
We review information beyond our extensive underwrit-
ing experiences, credit insurance and credit agencies dur-
ing challenging times. Republic has a significant advan-
tage with the ability to evaluate troubled retailers on a re-
course factoring basis, where we can underwrite the avail-
able cash of a retailer beyond just their recent profit reports.   
Despite a retailer losing money, it is more important to under-
stand who is funding the retailer (private equity, bank lenders) 
along with understanding their excess cash available and its 
projected duration. 

Our company will support apparel manufacturers dur-
ing challenging times with innovative, flexible and consistent 
funding solutions, despite what the media may dramatize as the 
“end of retail.” 

Sunnie Kim, Chief 
Executive and 

President, Hana 
Financial

Don Nunnari, 
Executive Vice 

President/Regional 
Manager, Merchant 

Factors

Robert Myers, Chief 
Commercial Officer, 
Republic Business 

Credit

Dave Reza, Senior 
Vice President, 

Western Region, 
Milberg Factors

Ken Wengrod, 
President, FTC 

Commercial Corp. 

Sydnee Breuer, 
Executive Vice 

President, Rosenthal 
& Rosenthal

Mark Bienstock, 
Managing Director, 

Express Trade 
Capital

  Gino Clark, Senior 
Vice President, 

Portfolio Manager, 
Western Region for 
Capital Business 

Credit

Rob Greenspan, 
President and 

Chief Executive, 
Greenspan Consult 

Inc.

INDUSTRY FOCUS: FINANCE

Every day the headlines are filled with news of venerated re-
tail chains cutting back or going bankrupt. Even veteran designer 
Ralph Lauren is not immune to the shifting shopping patterns of 
consumers who are veering toward online sites to browse for mer-
chandise.

As retailers start shrinking their footprints around the country, 
apparel manufacturers are wondering how to cope with this con-
stricting retail landscape.

Should they produce less? Should they be more cautious when 
striking deals with stores, and how do they protect themselves from 

not getting paid?
Many rely on their factors to check out the financial health of the 

retailers who have placed orders with them. With so many retailers 
having a hard time getting shoppers through the doors, the Califor-
nia Apparel News asked factors and finance-industry experts this 
question:

Given that so many retailers are going through challenging 
times, how are you changing your evaluation of retailers to decide 
whether you will finance the accounts receivables held by your ap-
parel manufacturing clients?

By Deborah Belgum Senior Editor

How Are Finance People Handling the Weak Retail Market and Have 
They Adjusted Their Financing Rules for Clothing Manufacturers? 
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Don Nunnari, Executive Vice President/ 
Regional Manager, Merchant Factors

“Old line” apparel factors have been eval-
uating the credit worthiness of retailers for 
many years in the United States.

During these years, the retailers have 
faced challenges and bankruptcies. Apparel 
factors continued to provide the expertise of 
evaluating the credit of the retailers and took 
the losses if the retailer failed to pay the in-
voices.

But like any for-profit business, factors 
have to constantly perfect their expertise and 
be paid for the risk.

The manufacturing client of the factor 
expects this level of service, and the factor 
works very hard to provide it.

I don’t believe apparel factors are chang-
ing their core principles in evaluating the re-
tailers. Due to mergers and consolidations of 
retailers, factors are faced with larger credit 
exposures to certain retailers.

Factors have to be creative to meet this 
challenge and provide credit coverage for 
their clients.

Factors in recent years have been impos-
ing surcharges for higher-risk retailers to 
compensate for the risk. Not always wel-
comed by the client, most appreciate the fact 
they are getting their orders approved and 
financed.

Apparel factors also work directly with 
retailers to obtain credit information that al-
lows the factor to credit approve and finance 
the accounts receivables of the manufactur-
ing client to a greater extent than credit insur-
ance companies.

Unlike credit insurance, apparel factors 
indemnify 100 percent of the factor guaran-
teed receivable.

Every apparel factor I’ve worked for was 
dedicated to evaluating and trying every 
means to guarantee the credit risk for the 
manufacturing client. That is what the client 
is paying for.

Dave Reza, Senior Vice President, Western 
Region, Milberg Factors

The challenges posed by the soft retail 
environment require analysis that uses tra-
ditional credit benchmarks (i.e., capital, 
working capital, cash flow, profitability 
with updated projections, future covenant 
compliance). We advance on both approved 
and nonapproved accounts receivables. 
Of course, nonapproved accounts bear more 
scrutiny when it comes to funding deci-
sions. Questions such as Is the unapproved 
amount an overage on an otherwise good 
credit? Is it a declined account debtor? Is 
the unapproved amount a meaningful per-
centage of the total client accounts-receiv-
able base? Could the underlying account 
debtor be in imminent danger of failure? 
A factor also has to understand the impact on 
our client if we cannot advance on the par-
ticular accounts receivables. These decisions 
are not typically black and white.

However, as a privately held factor, Mil-
berg has the advantage of being able to make 
these decisions on a true “what’s good for the 
client” basis without being encumbered by 
outside regulatory compliance requirements.

Ken Wengrod, President, FTC Commercial 
Corp. 

Historically, the credit community has 
based its evaluations on the “five Cs” (char-
acter, capacity, capital, collateral and condi-
tion of the retailers). 

There have been significant shifts in 
the retail landscape over the last several 
years. Consumers are purchasing more 

Finance Continued from page 3

INDUSTRY FOCUS: FINANCE

April 6
“PLM in Action” breakfast 
presentation by the California 
Fashion Assocation and Centric 
Software 
Omni Hotel
Los Angeles

Student Fashion Show, 
presented by FCI
Arts District
Los Angeles

April 7
FIDM Debut Runway Show
Barker Hangar
Santa Monica, Calif.

“The Creative Response to 
Political Disruption”
Loyola Law School
Los Angeles

April 18
Première Vision Designs
Metropolitan Pavilion
New York
Through April 19

April 19
Kingpins

Westergasfabriek
Amsterdam
Through April 20

April 20
Graduation Show Preview
ArtCenter College of Design
Pasadena, Calif. 

April 23
Fashion Market Northern 
California
San Mateo Event Center
San Mateo, Calif.
Through April 25

April 26
DG Expo Fabric & Trim Show
Crowne Plaza, Dallas Market 
Center
Dallas
Through April 27

April 27
The Professional Club’s 
Networking Event
Pez Cantina
Los Angeles

Scholarship Awards Luncheon, 

presented by the California 
Fashion Foundation and the 
Textile Association of Los 
Angeles
California Market Center
Los Angeles

April 30
IFJAG
Stewart Hotel
New York
Through May 3

Submissions to the calendar should be faxed to the Calendar Editor at (213) 623-5707. Please include the event’s name, date, time, 
location, admission price and contact information. The deadline for calendar submissions is the Tuesday prior to Friday publication. 
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There’s more
 on ApparelNews.net.

CalendarCalendar

For calendar details and contact 
information, visit ApparelNews.
net/calendar.

THE 
RIGHT
FACTOR
FOR 
YOUR 
SUCCESS!

• To protect your accounts receivable

• Provide quick and timely solutions 
for your financing needs

• Rosario Jáuregui 213-226-5261

• Lou Sulpizio  213-226-5288

www.capitalbusinesscredit.com

Capital Factors
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NEWS

American Apparel experience financial 
troubles after operating too many stores at 
a time when more shoppers were heading to 
e-commerce sites to make their purchases. 

Most of the BCBG Max Azria stores be-
ing shuttered are stand-alone BCBG Max 
Azria and premium outlet stores, but a hand-
ful are Hervé Leger stores, a French brand 
acquired years ago by BCBG Max Azria. 
The company’s 276 stores within stores will 
continue to operate, and 71 BCBG locations 
will remain open.

At the shuttered outposts, going-out-of-
business sales will conclude on April 30 
and are expected to generate $20 million 
in net revenues, court documents said. The 
liquidation sales are being conducted by 
Hilco Merchant Resources and Gordon 
Brothers. 

In Southern California, BCBG Max 
Azria outposts destined for the boneyard 
include the BCBG and Hervé Leger stores 
on Rodeo Drive in Beverly Hills as well as 
locations at Del Amo Fashion Center in 
Torrance, Westside Pavilion in West Los 
Angeles, Glendale Galleria, The Shops at 
Mission Viejo, La Cumbre Plaza in Santa 
Barbara and Westfield Horton Plaza in 
San Diego. A BCBGeneration store at the 
Westfield Santa Anita mall will also close. 
Fifty outlet stores—including five in North-
ern California—are scheduled for closure.

Southern California locations staying 
open include stores at the Beverly Center, 
Santa Monica Place, Westfield Fashion 
Square in Sherman Oaks, Plaza El Segun-
do, Fashion Island in Newport Beach and 
Fashion Valley in San Diego as well as the 
outlet store at the Citadel Outlets near Los 
Angeles.

BCBG Max Azria Group filed for Chap-
ter 11 bankruptcy protection on Feb. 28 with 
between $100 million and $500 million in 
assets and between $500 million and $1 bil-
lion in deficits.

As part of its turnaround plan, the com-

pany said it would close the bulk of its 191 
stores in the United States and dozens of 
outposts in Europe and Asia.

In addition, the company, founded in 
1989 by Max Azria, has been laying off 
scores of employees. Some 123 workers 
were let go last November and another 116 
were given notice on March 13 that their 
layoffs would be effective on May 11.

One year ago, Max Azria was relieved of 
his duties as chief executive officer and re-
placed by interim CEO Marty Staff.

In early March, Lubov Azria, Max Az-
ria’s wife, was ousted as the chief creative 
officer and replaced by Bernd Kroeber, who 
had been the vice president of design for 
BCBGeneration—the company’s label for 
younger consumers.

Max and Lubov Azria have filed a law-
suit against the fashion house, maintain-
ing that Lubov was illegally dismissed and 
should have received a $7 million golden 
parachute payout. Lubov Azria’s contract 
included an annual $2.15 million base sal-
ary, an $80,000-a-year wardrobe allowance, 
$3,000 a month for an automobile lease and 
an annual driver allowance of $50,000. 

The Lubovs contend she signed an em-
ployment contract guaranteeing her long-
time employment that was part of an out-of-
court restructuring agreement in 2015 with 
investors, including affiliates of Guggen-
heim Partners Investment Management. 
The restructuring agreement reduced the 
Azrias’ 100 percent ownership of the fash-
ion house to 20 percent. 

BCBG maintains it is not required to 
make a $7 million golden parachute pay-
ment to Lubov Azria and believes her dis-
missal was “consistent with the contract’s 
language as well as the sound exercise of 
business judgment,” the company said in 
court filings.

Guggenheim Partners and affiliates have 
outstanding loans of more than $324.4 mil-
lion to BCBG Max Azria and now own 80 
percent of the apparel company’s common 
equity. ●

BCBG Continued from page 1

           I'm incredibly grateful to Merchant 
Factors. They really removed all my financial 
stress. They freed me to create, and are one of 
the key elements in Cleobella's growth.

Angela O’Brien:
Creative Director &
Owner, Cleobella

W E ’ V E  B E E N  F A C T O R I N G  T H E  F A S H I O N  I N D U S T R Y ,  F R O M
S T A R T  U P S  T O  M I D  S I Z E  C O M P A N I E S ,  F O R  O V E R  3 0  Y E A R S .

“

”

INFO@MERCHANTFACTORS.COM

@MERCHANTFACTORS

LOS ANGELES

800 SOUTH FIGUEROA ST.,  SUITE 730 

LOS ANGELES, CA 90017

P: 213.347.0101

NEW YORK

1441 BROADWAY, 22ND FLOOR

NEW YORK, NY 10018

P: 212.840.7575

www.merchan t fac to r s . com 

Goodman Factors
—   Since 1972  —

Please call 877-4-GOODMAN
or visit us at goodmanfactors.com. Simple, right?

Factoring Made Simple.
No bells, unnecessary, really. No whistles, not 

needed as well. No tricks. Ditto. 
At Goodman Factors, we simply offer smart, 
dedicated good service from an experienced 

team of pros. Along with money at competitive 
rates when you need it—today, for instance. 

You Give Us Your Invoice.
We Give You the Money.
You Pay Your Bills.

The concept 
of factoring 
is simple:

and more online, and they need to find the 
merchandise to purchase instantly instead 
of waiting for it to hit the stores. Also, the 
recent rise of interest rates has significantly 
impacted those bricks-and-mortar retail-
ers that overexpanded and burdened them-
selves with debt due to “cheap money.” 
They are now facing the reality of survival. 
Many retailers lost their power branding 
by placing a higher emphasis on setting up 
off-price stores and lost their cachet on the 
way. 

When premium-denim companies went 
through the same battle a few years ago, they lost 
their profits from the core business and eventu-
ally shifted their focus to the off-price business. 
Without a doubt, we will see further reduction 
of retailers over the next year. 

We are experiencing a necessary cleans-
ing in the retail environment. The retailers 
that have the ability to properly serve their 
individual markets and offer a more diverse 
merchandise selection to the consumers will 
be filtered through the process and survive the 
cleansing.

Knowing what we know, we will need to 
analyze additional information from these 
new retailers before we can make our credit 
evaluations. There are four Rs in retail rat-
ings. In today’s environment, it is critical to 
use all the Rs and have a strategic partnership 
with parties from all sides—consumer, retail-
ers and even the suppliers.

Reality: Does the retailer even need to ex-
ist? Are they a dinosaur ready to be extinct? 
What demographics do they serve?

Research: Does the retailer appear to have 
a competitive edge over its competitors? Are 

they leaders or are they following the herd? 
It is imperative for the credit community to 
actually visit the stores and get a feeling about 
what’s going on?

Reaching Out: Is the retailer reaching out 
to its customer with social media and carry-
ing the proper merchandise that suits the local 
market?

Retaining Customers: Is the retailer able 
to maintain the loyal customer? Retailers can 
confuse the consumer by constantly switch-
ing suppliers. The product has to be consis-
tent. 

As to our view on financing the accounts 
receivables, we still look to the “five Cs” with 
a strong emphasis on character. How does the 
owner act when things get tough with their 
lender and their supply chain? No matter 
what the financial statements may appear, we 
may be taking a big risk if the owners don’t 
have strong character. 

Collateral of the client is just as important. 
The creditworthiness of our clients’ custom-
ers do not automatically equal strong collat-
eral. Big-chain stores with strong credit may 
have higher deductions and disputes/swap-
ping compared to a smaller retailer with a 
lower credit score. 

As a factor, we would rather support those 
astute clients who are in tune with the flux of 
the current market conditions and those who 
maximize their opportunities in such condi-
tions. It is those businesses owners, who don’t 
need to chase sales to support their overhead, 
that will do exceptionally well in this market. 
Their operations are lean and mean and when 
the market opportunity arises they can maxi-
mize their position. ●  

INDUSTRY FOCUS: FINANCE
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mission filings stated that the retailer had doubts about 
“the company’s ability to continue as a going concern.” 
Jason Hollar, Sears’ chief financial officer, later released 
a statement that the retailer will remain a viable business.

In February, The Wet Seal filed for bankruptcy. Gor-
don Brothers Group won a bankruptcy auction for the 
Wet Seal name in March. Also in February, Macy’s Inc. 
announced a 4 percent decline in fourth-quarter sales to 
$8.5 billion. Same-stores sales were down 2.7 percent 
during the quarter, which included the crucial holiday 
season.

Nonetheless, business 
continued at Majors Mar-
ket. Buying teams from 
Kohl’s, Stein Mart, JC 
Penney, TJ Maxx, Ross 
Stores, Macy’s, Char-
lotte Russe and Dillard’s 
shopped  the  marke t , 
according to Sue Bha-
nubandh, the CMC’s vice 
president of leasing. Some 
showroom owners report-
edly saw buying delega-
tions from Von Maur and 
Las Vegas resorts such as 
Paris Las Vegas Hotel & 
Casino. New York brands 
Dollhouse, Wallflower 
and Jessica Simpson exhibited at the market along with 
Los Angeles–headquartered brands such as A. Byer, 
YMI and Jerry Leigh, said Brittany Carr, the CMC’s 
director of trade shows and events.

Majors Market vendors described business as solid to 
good. However, vendors had to make their own market. 
“It is a focused market. It’s just appointments,” Steven 
Oshatz said. His New York–headquartered company At 
Last Sportswear Inc. showed its new line Solutions, 
which focuses on elevated knits such as “coatigans,” or 
coats with a cardigan-sweater style.

“It was very solid as far as appointments,” said David 

Vered, president of YMI. “The issue is that we are coming 
off of a soft March. It affected everybody.”

However, he forecasted that new styles at the Majors 
Market will drive the fashion business. “What will drive 
the business is novelty denim. Basics will continue to do 
good business, but right now it is fashion, fashion, fash-
ion. We are in a great cycle. It will help business,” Vered 
said.

Showroom owner Alison Budow noticed less traffic at 
the Majors Market. “It’s a different landscape; there are 
less retailers,” she said.

But her Alison Budow Sales showroom made a trade-
show debut of a new line 
during the market. Violet 
Moon is a juniors-related 
sportswear line. Much of 
the line is manufactured in 
Los Angeles. With features 
such as oil wash, mixed-
media fabrics and direc-
tional prints, the line offers 
retail price points ranging 
from $24 to $49. Patricia 
Welman, a cofounder of 
Violet Moon, said that cur-
rent retail strategies of car-
rying low inventory and 
lower average prices are 
not driving heavy retail 
traffic to bricks-and-mortar 
stores. There needs to be 

fashion newness, she said. “We need to give consumers 
something to buy,” Welman said. 

Steve Maiman of Stony Apparel Inc. said retailers 
continued to make solid orders. “It’s been a consistent 
market. All of the customers are showing up with a great, 
going-forward attitude,” Maiman said.

Sharon Koshet of the California Market Center’s Sha-
ron Koshet Sales said that market business was a case of 
the glass being half full instead of being half empty. “Many 
stores are continuing to do well,” she said. “I’m excited 
about this year.” Koshet has been working in the CMC for 
40 years and runs two showrooms in the building. ●
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Majors Market  Continued from page 1

Michael Godigian, vice president of YMI

RETAIL SALES

Wall Street analysts saw a glass half full when March retail sales 
were reported.

Some companies reported double-digit declines in March. A silver 
lining in the news was that many companies beat Wall Street consensus 
on their sales performances. They showed improvements from the pre-
vious month’s business.

Cato Corp., a Charlotte, N.C.–based discount retailer, posted a de-
cline of 21 percent in March. John Cato, the retailer’s president and 
chief executive officer, blamed a late Easter for the decline. “March 
sales were negatively impacted by the shift of Easter from March last 
year to April this year.  Because of this shift, the best measure for per-
formance is the combined sales for the two months,” Cato said in a 
prepared statement. Easter falls on April 16 this year.

Ken Perkins, president of Boston-area retail analysts Retail Met-
rics Inc. ,  wrote 
in an April 6 note 
that Cato’s March 
performance was 
actual ly  an im-
provement from its 
25 percent same-
store-sales decline 
in February.

Perkins also found improvement in the same-store-sales results of 
the long-suffering mall retailer The Buckle Inc. It posted a same-store-
sales decline of 10.1 percent in March. In February, it reported a 23 
percent decline.  Perkins noted that times remain tough for Buckle. 
March 2017 is the 21st month in a row of same-store-sales declines for 
the denim-focused retailer.

March business was not great for L Brands Inc., the parent com-
pany for Victoria’s Secret, Pink and Henri Bendel. It reported a same-
store-sales decline of 10 percent.  Perkins, of Retail Metrics, said it was 
an improvement over February, when L Brands posted a 13 percent 
decline.

Mall-based action-sports retailer Zumiez Inc. posted a same-store-
sales increase of 1.1 percent in March. It missed a Wall Street consen-
sus of a 2.8 percent gain, Perkins said. Adrienne Yih, an analyst for 
Wolfe Research, wrote in an April 6 note that Zumiez had its business 
right. “Average unit retail was up (year over year), indicating a healthy 
mix from more full-priced selling of apparel goods and less discounting 
overall for the month of March,” Yih said.—Andrew Asch

March Tough but Shows Silver Linings

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

The Buckle	 $86.80	 -10.1%	 -10.1%
Cato Corp.	 $93.20	 -22.0%	 -21.0%
L Brands Inc.	 $951.40	 -7.0%	 -10.0%
Zumiez Inc.	 $71.70	 +4.3%	 +1.1%
Information from company reports

March Retail Sales
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Luxurious knitted fabrics 
made with love in California
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Directives West Shines the Spotlight on Major Trends for Fall/Winter 2017
Sweaters with ruffled sleeves, high-waist jeans, graphic 

tees and long pullover sweaters are up-and-coming trends for 
clothes worn by juniors in search of fast-fashion merchan-
dise this Fall/Winter season. Strong accent items will be hats 
and knit caps. Even berets will make a resurgence.

For the contemporary customer, key items center around 
trophy jackets in the form of dusters, kimonos or leather moto 
pieces. Tops with statement sleeves incorporating flounces, 
bell shapes and ruffles will also be important this Fall/Winter 
season while jumpsuits return with wider legs, modernized 
denim, textured wovens and silky fabrics.

In the world of better/moderate fashions, the femme 
blouse with choker necks, cutouts and lace- and mesh-inset 
accents will make an appearance on the style chart while 
crafted denim with embroidery, shadow patching, fraying, 
embellishments, studs and stones will be must-have items for 
the shopper who wants to update her blue-jeans wardrobe. 

Those were just some of the looks seen on the runway at 
the April 3 trend forecast organized by buying office Direc-
tives West. The semiannual forecast, packed with buyers in 

town for the LA Majors Market, was held at the Fashion 
Theater at the California Market Center. 

Shelda Hartwell-Hale, the company’s vice president, in-
troduced the trend show and told retailers and buyers they 
have to keep pressing forward “to innovate and be proactive, 
looking at all the developments happening in social influ-
ences.” 

She noted that technology is part of the conversation as 
well as staying in tune with customers’ needs. “The consum-
er continues to evolve and we have to evolve with them,” 
Hartwell-Hale said. Her advice for keeping in touch with 
shoppers was communication, engagement and experience.

The hourlong presentation featured 181 looks that 
spanned categories ranging from contemporary and misses 
to juniors and childrenswear.

Boho looks are still prevalent but this season—just add a 
dash of flower power to prints for dresses and skirts that will 
be as popular as ever. 

Another popular trend for all age groups were faux furs in 
all kinds of silhouettes—vests, jackets and coats as well as 

trim on denim jackets and shoulder wraps.
Velvet was a principal fabric seen across the board in 

loungewear, pants and skirts. And denim was strong in all 
categories with skinny-leg jeans continuing to survive in-
roads from flare pants and baggy volumes showing up in 
several looks. Two-toned jeans and uneven hems have been 
worn by pioneer trendsetters, but they are becoming part of 
the mainstream look. A whole denim-on-denim trend is tak-
ing over with lots of denim coats and dresses over denim 
pants or denim jackets paired with denim pants. 

With athleisure dominating the fashion headlines these 
days, there was a touch of the retro athletic style with striped 
track pants, fashion hoodies, skin-baring layers and over-
sized sweatshirts. Think bright colors, chevron touches and 
piping. 

Edgy styles were highlighted in a category called “Rock 
Goddess.” There are lots of reinvented leathers, high-shine 
fabrics such as gold and silver lamé seen in baseball jackets 
and bomber jackets, and shiny studs and embellishments on 
pants and tops.—Deborah Belgum 

Jolt jacket, 
Penelope Project 
tee, Trixxi bralette, 
Wild Blue jean

Good Luck 
Gem top and 
Be Bop pant

Kenneth Cole 
outfit

AGB sweater, 
Kaktus shirt, 
Matty M skirt

AKS shirt, Wild 
Blue jean

Penelope 
Project 
sweatshirt and 
Unionbay jean

Band Crush/
Just Found 
sweatshirt, A. 
Peach skirt

Ontwelfth 
sweatshirt, 
NYTT bralette, 
Blue Noir pant

Runway Global 
coat, Wayf bra 
top, Ontwelfth 
pant

Teez Her outfit Jou Jou jacket, 
Jessica Simpson The 
Warm Up sports 
bra, Energie pant
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Fashion basics company LAmade was 
one of the brands selected to be featured 
in Target’s LA25 initiative. The company 
has created a collection called LAmade for 
Target, which will debut this month in 25 
Southern California  stores including Aliso 
Viejo, Anaheim Hills, Brea, Carson, Cul-
ver City, Culver City South, Irvine, Long 
Beach, Manhattan Beach, North Hollywood, 
Norwalk, Pasadena, 
Pasadena East, Ran-
cho Santa Margari-
ta, Redondo Beach, 
San  Pedro ,  Sea l 
Beach, Torrance, 
Tustin, Valencia, 
West Covina, West 
Hollywood, West-
minster, Whittier 
and Woodland Hills. 

To get the word 
out about the part-
nership, LAmade 
i s  work ing  wi th 
several bloggers, 
including BE. By 
Brittaney Elise (@
b r i t t a n ey e l i s e ) , 
Stephanie Escobar (@stephanieescobar_), 
Hustle + Halcyon’s Payton Sartain (@pay-
tonsartain) and Kangthropologie’s Linda 
Kang (@kangthropologie). 

Target’s LA25

The project is part of LA25, Target 
Corp.’s initiative to try out new “enhance-
ments and innovations” to see their effect 

on consumer experience and sales. Target 
selected 25 Los Angeles–area stores as a test 
market for new in-store features. According 
to a company statement, “Consumers want a 
great in-store experience featuring the latest 
in on-demand shopping. That means fast ac-
cess to products, helpful team members, and 
easy-to-use online and mobile options.”

Changes include new, more-modern sales 
floors with fixtures 
and signage, with 
the  f ron t  o f  the 
stores serving as a 
showcase for new 
products and trends. 

Stores also added 
a Beauty Concierge 
and Baby Advisors 
to help answer ques-
tions about products. 
There are digital-
service ambassadors 
to help customers 
use the company’s 
digital  channels, 
such as the Target 
m o b i l e  a p p  a n d 
Cartwheel, as well 

as help with in-store pickups. In the Home 
department, Target styles products together 
in vignette settings to help shoppers imagine 
how the products will look at home. 

Target is also looking at ways to use RFID 
(radio-frequency identification) technology 
to help consumers find the products quickly. 
And the store is exploring more pickup and 
delivery options such as curbside pickup.

—Alison A. Nieder 

LAmade Among Brands Selected for 
Target’s LA25 Initiative

MADE IN AMERICA

The once-ubiquitous bomber jacket is 
trending down. Expect to see it overtaken 
by denim jackets and the military fatigue-
like “utility” jackets.

That’s one forecast of Fall 2017 juniors 
styles. The predictions came from the Bar-
bara Fields Buying Office. Barbara Fields, 
the company’s founder, ran a series of 
seminars on Fall ’17 style in her office at 
the California Market Center showroom 
building in downtown Los Angeles. The 
seminars ran April 3–5.

Fields has been conducting trend-fore-
casting seminars for more than 30 years. 
But at the recent seminar series, she intro-
duced a new way of breaking down a wide 
range of juniors fashions in her forecasts. 
She recommended dividing up store space 
with certain percentages devoted to styles in 
a certain category.

For denim bottoms, retailers should 
devote 25 percent of their denim space to 
destructed denim, for example; 15 percent 
to “butt lifter” denim; 10 percent to embroi-
dery; and 10 percent to jeggings.

Fields distributed flyers bearing store 
percentage breakdowns. For woven tops, 
Fields recommended 15 percent of store 
space devoted to cold shoulder, or tops 
where fabric does not cover shoulders; 
5 percent to woven tops featuring pleat-
ing; and 10 percent to velvet tops.

She also suggested reserving floor space 
for T-shirts, sweaters, activewear, jackets, 
skirts and dresses.

Among Fields’ other fashion forecasts: 

Denim with camouflage prints and denim 
featuring details such as zippers around the 
garment are forecast to be big sellers. Im-
portant colors for the season will be pink, 
mauve and gray. Lace fabric will be impor-
tant. Tops and dresses with “lace-up” strips 
of fabric will be popular, as will be sweat-
shirts. Fields said that bodysuits are doing 
well in retail but their performance is noth-
ing remarkable.

When asked on remedies for retail’s cur-
rent woes, Fields explained that trends are 
exhausted to the point of saturation. “Every-
one is doing the same thing,” she said. 

To beat retail blues, she recommended 
the following: “Go for uniqueness. You’ve 
got to be fresh. You got to have the new,” 
she said.

After a week of consulting, Fields will 
continue her quest for the new. On April 7, 
she traveled to London to resume her trend 
research.—Andrew Asch

TRENDS

Barbara Fields speaks at her seminar for Fall 
’17 trends.

Bomber Jackets Down,  
Denim Up, Fields Says

The ONLY Flame Resistant  
COTTON KNITS that Comply with 

NFPA 2112
NFPA 70E

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

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

At last! Flame retardant clothing with
the comfort of your favorite T-shirt!

3750 S. BROADWAY PLACE, LOS ANGELES, CA 90007 

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

FOR MORE INFORMATION

PLEASE CONTACT SALES@ANTEXKNITTING.COM

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

customer service and technical expertise.

Antex’s product line includes: 
Matchmaster prints 

Antex Premier Performance 
Dry Inside Performance Cotton 

Pyrosafe by Antex flame retardant knits

SHAPE UP
and capture the 
attention of  
retailers with  

premier 
performance
fabrics made  
in the USA
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FINANCE 

Capital Business Credit 
LLC
700 South Flower Street, Suite 2001
Los Angeles, CA 90017
Contact: Lou Sulpizio
(213) 891-1320
Fax: (213) 891-1324
www.capitalbusinesscredit.com
Products and Services: Established in 1988, 
Capital Business Credit LLC is a commercial 
finance company specializing in providing creative 
supply-chain financing solutions. The company’s 
service offerings include full-service factoring, 
immediate cash for receivables, single debtor 
credit coverage, letters of credit, accounts receiv-
able management services, inventory lending, and 
international financing. CBC Trade Finance, a divi-
sion of CBC, provides trade finance solutions for 
U.S.-based importers working with Asia-based 
suppliers (exporters). Capital Business Credit is 
based in New York, with offices in Hong Kong; 
Shanghai; Los Angeles; Charlotte, N.C.; and Fort 
Lauderdale, Fla. 

Goodman Factors
3010 LBJ Freeway, Suite 140
Dallas, TX 75234
Contact: Alexandra Scoggin (323) 999-7466 or  
Bret Schuch (972) 241-3297
Fax: (972) 243-6285
Toll-free (877) 4-GOODMAN
www.goodmanfactors.com
Products and Services: As the oldest privately 
held factoring company in the Southwest, Goodman 
Factors provides recourse and nonrecourse invoice 
factoring for businesses with monthly sales vol-
umes of $10,000 to $4 million. Services include 
invoice and cash posting, credit and collection 
service, and cash advances on invoices upon ship-
ment. Due to Goodman’s relatively small size and 
centralized-management philosophy, its clients 
often deal directly with company management/
ownership. Its size also enables it to provide flex-

ible arrangements and quick decisions. Goodman 
Factors now operates as a division of Independent 
Bank (Memphis, Tenn.), which has routinely been 
recognized as one of the Southeast’s highest-rated 
independent banks in terms of customer approval 
ratings and capital soundness. 

Hana Financial, Inc.
1000 Wilshire Blvd., 20th Fl.
Los Angeles, CA 90017
(213) 977-7244
Fax: (213) 228-5555
www.hanafinancial.com
Contact: Kevin Yoon
kevin.yoon@hanafinancial.com
Products and Services: Established in 1994, 
Hana Financial is a specialized nonbank finan-
cial institution that offers factoring, asset-based 
lending, SBA lending, home mortgage banking, 
investment banking, wealth management, and 
insurance services. Hana Financial evolved from 
a local startup serving a niche market of Southern 
California to a top 10 factor in the U.S. and a 
member of Factors Chain International, with offices 
in Los Angeles and New York.

Merchant Factors Corp.
800 S. Figueroa St., Suite 730
Los Angeles, CA 90017
(213) 347-0101
Fax: (213) 347-0202
www.merchantfactors.com
Contact: Donald Nunnari, regional manager
dnunnari@merchantfactors.com
Products and Services: Merchant Factors Corp., 
conveniently located near the garment center, 
offers traditional non-recourse factoring. Our local 
management team offers very quick responses 
to all inquiries and flexibility to meet our clients’ 
needs. Established in 1985 with offices in Los 
Angeles and New York, we pride ourselves on strong 
client relations. 

MADE IN AMERICA

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

Asher Fabric Concepts
950 S. Boyle Ave.
Los Angeles, CA  90023
(323) 268-1218
Fax: (323) 268-2737
www.asherconcepts.com
sales@asherconcepts.com
Products and Services: To address the need 
for innovative temperature-regulating knit fabrics 
in the activewear market, Asher is introducing 
Cool Sport, spun on Asher’s new Santoni knit-
ting machines, which create micro gauge knits 
for pure smoothness and compression. In 1991, 
Asher Fabric Concepts, based in Los Angeles, 
transformed the apparel industry by offering cut-
ting-edge, high quality, “Made in U.S.A” knits 
for the contemporary fashion, athletic, and yoga 
markets. Since then, the company has become 
internationally known for its premium quality, knit-
ted constructions with and without spandex, along 
with its creative print design and application. Asher 
Fabric Concepts provides fabric development, knit-
ting, dyeing, and finishing in addition to fabric print 

design and printing capabilities based on each 
customer’s needs. The company differentiates itself 
from the competition by offering proprietary textiles 
and by continually updating and innovating every 
aspect of textile design and production. With an 
in-house design team, new prints are constantly 
added to its collection, and color stories are 
updated seasonally.

Buhler Quality Yarns 
Corp.
1881 Athens Highway
Jefferson, GA 30549
(706) 367-9834
www.buhleryarns.com
sales@buhleryarns.com
Contact: David Sasso
Products and Services: Buhler Quality Yarns 
Corp.—We make MicroModal® work. The excep-
tional attributes and luxury of MicroModal are 
now more attainable. Supply chain optimizations 
and industry relationships allow manufacturers to 
benefit from our experience as the first successful 
MicroModal spinner in the US. Let us show you how 
affordable luxury can be. www.buhleryarns.com

This listing is provided as a free service 
to our advertisers. We regret that we 

cannot be responsible for any errors or 
omissions within the Resource Guide.

Resource Guide
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The inaugural run of Boulevard Prêt-à-Sale, the upscale 
off-price trade show, showcased a tightly curated mix of 70 
upscale menswear brands and drew buyers from Barneys 
New York, Bloomingdale’s, Century 21, Tiger Trad-
ing, Harry Rosen, Steinmart, TJX Co., Burlington, Ross 
Stores and Nordstrom Rack. 

The show was held March 21–23 in the glass-enclosed 
River Pavilion at the Javits Center, overlooking New York’s 
Hudson River. 

“We had three beautiful days. The sun was coming through 
the glass. We had a deejay playing jazz,” said Arnold Zimberg, 
who founded the show with his brother Bruce Zimberg. “It 
was a wild, chill, beautiful experience. And everybody did a 
lot of business.”

The two longtime apparel-industry veterans launched the 
show, which is produced by trade-show giant Messe Frank-
furt, to serve an untapped niche in the market for high-end 
offprice merchandise. 

“The purpose of the show is to introduce to exhibitors the 
retailers that they normally could not get on the phone or get 
an audience with,” Bruce Zimberg said. 

The ambiance at Boulevard Prêt-à-Sale was low-key but pro-
ductive, Arnold Zimberg said. 

“It’s not the typical show where you see streams of people 
in aisles and you don’t know if they’re buyers or friends or 
bringing lunch,” he said. “Because this show is invite-only, 
anybody walking around is a legitimate buyer. It’s the type of 
a show that you can sit in your booth and all of a sudden Bar-
neys walks in. Then Bloomingdale’s. That’s what this show 
was about.”

The Zimbergs took care to select the right mix of exhibitors 
for the launch, which included Daniel Hechter, J. Lindeberg, 

Robert Comstock, Michael Stars, Bill’s Khakis, Pico Man-
ufacturing, 7 Diamonds, Jet Lag, Ballin, Mundi of West-
port accessories and Grigio, a shirting company from Italy.

The Zimbergs met with exhibitors before the show to de-
termine what they hoped to get from the show. They did the 
same with key retailers. Armed with this information, the 
two made introductions and facilitated networking during the 
three-day trade show. 

“[Some] exhibitors wanted to meet people like Barneys 
and Bloomingdale’s. Others [wanted] see Burlington, TJ and 
Ross,” Arnold Zimberg said. “You can’t get those guys on the 
phone. But to see the owner of Century 21 at the show with his 
team, that means serious business.” 

Prêt-à-Sale will return to the Javits Center in the fall for 
an Oct. 17–19 run that will also include women’s brands. The 
Zimbergs said they anticipate the show will remain exclusive 
with about 85 or 90 brands, primarily menswear with a selec-
tion of key women’s sportswear labels as well. 

“We want to have it manageable so all these brands can 
see all the attendees. Nobody gets lost,” Arnold Zimberg 
said. “The future isn’t to have a show open your doors and 
have a free-for-all. Those days are gone. This is the future of 
the business.”—Alison A. Nieder

TRADE SHOW REPORT

Upscale Offprice Show Boulevard Prêt-à-Sale Planning to Expand to Women’s for Second Run

After a 16-year run as a one-city show, 
Pooltradeshow announced that it will pro-
duce a biannual New York show in addition 
to its Las Vegas shows.

Pool, owned by UBM, the trade-show 
company that also runs the sprawling Las 
Vegas shows MAGIC and Project, an-
nounced that Pool will produce trade shows 
May 7–9 at the Jacob Javits Center in New 

York City. Another show is scheduled for 
Sept. 17–19, said Jason Peskin, who was re-
cently named Pool’s show director.

“For years, brands have been asking us to 
do a New York show. The reason is because 
a lot of startup East Coast brands really want 
to be at Pool but sometimes don’t have the 
capital to travel to Vegas. Or they just don’t 
want to take the risk on a show outside their 

area,” Peskin said.
“In New York, there has been no show 

quite like ours with regards to the combina-
tion of more-affordable turnkey booth pack-
ages, our coaching style of customer service 
and proximity to larger shows like Accesso-
rie Circuit and Coterie.” He forecast that 50 
vendors would exhibit at the May show and 
75 would exhibit at the September show.

Ronda Walker started Pool in 2001 in a 
Las Vegas hotel. The event was focused on 
emerging brands and was a satellite show to 
MAGIC. Pool’s independent spirit captured 
attention of retailers and other trade-show 
producers. In August 2005, it was acquired 
by then MAGIC owner Advanstar Commu-
nications Inc. for $3 million.

—Andrew Asch

Pooltradeshow to Produce New York Shows
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DIRECTORY OF PROFESSIONAL SERVICES & BUSINESS RESOURCES To advertise call June Espino
213-627-3737 x250

To advertise Email: 
june@apparelnews.net

ACCOUNTING SERVICES

CONTRACTOR

HOVIK M. KHALOIAN

5 2 0  N .  C E N T R A L  A V E . ,  S U I T E  #  6 5 0
G L E N D A L E ,  C A  9 1 2 0 3
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H O V I K @ H M K C P A . N E T

ACCOUNTING • AUDITING
TAXATION SERVICES FOR THE APPAREL INDUSTRY

CPA

FIT MODELS

PATTERN/SAMPLE

           Patterns and Samples
First thru production Patterns, Samples,  
Duplicates, Grading, Marking, Spec Sheets. 

Specializing in Swimwear, also Activewear,  
Sportswear and Contemporary.

Experience in all categories: Children, Jr., Missy, Women

With 10 yrs of Exp.  
Conveniently Located in Downtown Los Angeles.

Call Bonnie at (213) 422-3139  
Bonnie@bgoddesignstudio.com

WHERE YOUR FULFILLMENT DOLLAR BUYS MORE

20675 Nordhoff Street, Chatsworth, CA 91311 

(818)998-8366
info@medallionenterprises.com
www.medallionenterprises.com

•MEDALLION - Your Fulfillment Partner with over 30 years’ experience
•Our specialty is apparel & accessories warehousing & fulfillment
•Personalized Full-Service Fulfillment You Can Count On
•Order Management System provides 24/7 Access, Inventory Control
•Flexible Costs Fit Your Specific Business
•We Love Our Apparel and Accessory Partners
•When Service and Performance Really Matter!
•Your Business Deserves a Worry-Free Fulfillment Service

A division of Medallion Enterprises Inc.

FULFILLMENT AND LOGISTICS

SEWING MACHINE SERVICES
MODEL SERVICES

PRODUCT DEVELOPMENT

PATTERNMAKER

UP	DATED	MISSY	SPORTS	WEAR

DO	MES	TIC	AND	IM	PORT	PRO	DUC	TION

VER	NON	LO	CA	TION

hr@	kim	andc	ami.	com

SALES	EXECUTIVE	FOR	MISSY/JUNIOR

DRESSES

Man	age	cus	tomer	ac	counts	and	arrange

weekly	meet	ings	with	buy	ers.	Work	on	pric	ing/

cost	ing	struc	tures	price	ver	i	fi	ca	tion	and	ex	ten	‐

sions.	As	sist	and/or	mon	i	tor	Cus	tomer	Com	mit	‐

ment	Sheets.	Sales	of/and	as	sist	ing	in	mon	i	tor	‐

ing	of	ex	ist	ing	stock	in	ven	to	ries.	

Skills/Qual	i	fi	ca	tions:	

At	least	3	years	sell	ing	to	ma	jor	gar	ment	re	tail	‐

ers	re	quired.	Ladies	dress	or	sports	wear	

mer	chan	dis	ing	back	ground	pre	ferred.	Pre	vi	ous	

ex	pe	ri	ence	sell	ing	to	bud	get	gar	ment	re	tail	ers

pre	ferred.	Con	tact	in	for	ma	tion	

hrwest@	sam	sung.	com

SALES	REP	NEEDED

"Rock	Roll-n-Soul"	Ap	parel	a	grow	ing	So.	Cal

based	Men's	Fash	ion	and	West	ern	wo	ven	shirt

line	is	seek	ing	pro	fes	sional	com	mis	sioned	based

sales	reps	through	out	US	&	se	lect	in	ter	na	tional

ter	ri	to	ries.	You	must	have	proven	exp.	sell	ing

to	&	de	vel	op	ing	re	la	tion	ships	with	ma	jors	&

bou	tiques	within	the	ap	parel	busi	ness.	Must

main	tain	&	in	crease	sales	along	with	a	strong

work	ethic.	Road	work	is	highly	rec	om	mended.

In	ter	ested	can	di	dates	re	ply	to:	

info@	roc	krol	lnso	ul.	com	or	LA	Jun	gle	jim@	yahoo.	

com	http://	www.	roc	krol	lnso	ul.	com/

SALESPERSON

Lead	ing	L.A.	based	Fab	ric	Com	pany	is	look	ing

for	a	well-exp'd	Sales	per	son	with	es	tab	lished

cus	tomer	re	la	tion	ships.	Line	of	prints,	nov	el	ties

solid	knits	and	wo	vens,	large	lo	cal	stocks.	Must

be	well	or	ga	nized	and	hard	work	ing.	

Send	re	sume	to:	re	sume@	uni	tedf	abri	c.	com

RECEPTIONIST

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

tion	ist	is	needed.	Must	be	per	son	able	and	pro	‐

fes	sional	when	an	swer	ing	phones	and	greet	ing

peo	ple.	Pro	fi	cient	in	of	fice	or	ga	ni	za	tion	and	

as	sist	ing	in	cler	i	cal	tasks.

Email:	steve@	bee	darl	in.	com

OFFICE	ASSISTANT

Pine	hurst	Man	u	fac	tur	ing	is	a	Ap	parel	Man	u	fac	‐

turer	with	fa	cil	ity	in	Hon	duras.	For	our	New	‐

port	Beach	Of	fice	in	Or	ange	County	we	are

look	ing	for	a	of	fice	as	sis	tant,	for	more	info	pls.

send	re	sume	to:	uwe@	pin	ehur	stmf	g.	com

SALES	EXEC	-	MISSY	FASHION	TOPS

Highly	mo	ti	vated	seller	to	join	our	Sales	Team.

Qual	i	fied	can	di	dates	will	have	es	tab	lished	

re	la	tion	ships	with	na	tional	re	tail	ers	(dept,	

spe	cialty	&	big	box)	for	brand	&	pri	vate	la	bel

ac	cts.	Must	have	proven	track	record	in	

pi	o	neer	ing	new	busi	ness.	5+	yrs	exp.	in	MISSY

Mar	ket.	Must	travel.	

Email:	trankin@	sel	fest	eemc	loth	ing.	com

IMPORT	COORDINATOR

Man	age/di	rect	work	flow	for	off	shore	fac	to	ries.

Strong	com	mu	ni	ca	tion.	De	tailed,	ur	gency-

minded,	re	sults-ori	ented.	Bilin	gual	Eng/

Man	darin,	a	plus.	

Email:	trankin@	sel	fest	eemc	loth	ing.	com

PRODUCTION	DEPART	ASSIST

Var	i	ous	tasks	in	clud	ing	but	not	lim	ited	to:

•set	ting	up	BOM	in	Ap	parel	Magic	

•ac	tu	al	ize	fab	ric	yields	/	up	dat	ing	PO

•Spec	gar	ments	and	En	ter	specs	on	xcel	files

Min	3	yr	Exp	re	quired

Send	Re	sume	to:	HR@	raq	uela	lleg	ra.	com
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For classified advertising information: 
call Jeffery 213-627-3737 ext. 280, 

email classifieds@apparelnews.net or 
visit www.apparelnews.net/classifieds 

to place your ad in our self-serve system

Real Estate Buy, Sell and Trade

FOR LEASE
CREATIVE OFFICE SPACE

LA FASHION DISTRICT 
213-627-3754

Jobs AvailableJobs Wanted

......JOINT	VENTURES	/	INVESTOR......

FOR	BUSINESS	OPPORTUNITIES

Gar	ment	/	Tex	tile	re	lated

Only	LA	based	com	pa	nies

Email:	eda	dayan@	yahoo.	com

35	YRS	EXP'D

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

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

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

ALL	AR	EAS	Ph	(626-792-4022)

WE	BUY	FABRIC!

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

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

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

267-0010

•WE	BUY	ALL	FABRICS	AND

GARMENTS*

WE	BUY	ALL	FAB	RICS	AND	GAR	MENTS.	No	lot	

too	small	or	large.	In	clud	ing	sam	ple	room	

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

Solids	Ap	parel	and	home	fur	nish	ings	fab	rics.	

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

gar	ments.	Con	tact	Mar	vin	or	Michael	

STONE	HAR	BOR	(323)	277-2777

 

COMING SOON IN CALIFORNIA APPAREL NEWS

CALL NOW FOR SPECIAL RATES, TERRY MARTINEZ (213) 627-3737 x213 

April 14
Cover:  Runway 
Trends
Retail Report
Technology
T-shirt Report

Bonus Distribution
Fashion Market Northern California 4/23–25
DG Expo Dallas 4/26–27

April 21 
Cover:  Fashion
Quarterly Financial Report

Finance Advertorial
Supply Chain with  
Tech Focus

April 28
Cover:  Trade Show Coverage
Denim Report
FMNC Coverage

Bonus Distribution
Kingpins NY 5/10–11

May 5
Cover: Fashion
Denim Report
Made in LA
Fiber & Fabric
Technology

Made in LA Advertorial
Denim Advertorial

Bonus Distribution
Kingpins NY 5/10-11

NEWSPAPER 2ND CLASS

$2.99  VOLUME 73, NUMBER 12  MARCH 17–23, 2017

THE VOICE OF THE INDUSTRY FOR 72 YEARS

Sprawling LA Market Draws 

Wide Range of Buyers

For many buyers and exhibitors, the March 13–16 run of 

Los Angeles Fashion Market was the last stop in a long 

trade-show season that included shows three weeks ago in 

Las Vegas and New York. March market in LA is typically 

one of the two largest of the year, but this season many ex-

hibitors said traffic seemed lighter than usual. Nonetheless, 

they reported seeing key buyers from across Southern Cali-

fornia as well as stores from the Midwest and southeastern 

U.S. and a few from overseas. 

The retailers who did shop the show had plenty to see. 

In addition to the permanent showrooms at the Califor-

nia Market Center, The New Mart, the Cooper Design 

Space and the Gerry Building, there were temporary ex-

hibitors showing at Designers and Agents, Brand Assem-

bly, Coeur, Capsule and Axis as well as at the CMC’s 

Select, Emerge, ALT and Contemporary Curves shows. 

This season included a new show, Source British, which 

bowed at the CMC as well.  ➥ LA Market page 3

Construction workers are just starting to put up the walls 

for a new co-working area by IgnitedSpaces, which will 

take up an entire floor in one of the California Market 

Center buildings.

Matt Davis, cofounder of IgnitedSpaces, said the com-

munal office space should be ready for occupancy by this 

July or August and will be geared toward companies in the 

fashion industry. 

Last year, IgnitedSpaces signed a lease with Jamison 

Services, the CMC owner, for 42,000 square feet of space 

on the 12th floor of the “B” building. The co-working habi-

tat basically takes up the entire floor of that building, which 

is one of three in the CMC complex.  

“It is a hub for different apparel businesses to come to-

gether,” Davis said. “We will have offices, working areas, 

places for events, a bar area, different types of meeting 

spaces and photo-shoot areas.”

Co-Working Creative Space 

to Open This Summer in the 

California Market Center

By Andrew Asch, Deborah Belgum and Alison A. Nieder

By Deborah Belgum Senior Editor
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INSIDE:
Where fashion gets down to businessSM

www.apparelnews.net

Lubov Azria leaves BCBG ... p. 2

Technology ... p. 2

Byer California closes Nor Cal warehouse ... p. 4

Events ... p. 7

Schoenfeld leaves PacSun ... p. 7

Fashion Resources ... p. 9

➥ CMC page 9
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LOS ANGELES FASHION WEEK

TRADE SHOW REPORT

REAL ESTATE

On With The Shows
Los Angeles label Thomas 

Wylde showed its latest 

collection on the runway at 

Style Fashion Week, which 

kicked off the Los Angeles 

Fashion Week Fall 2017 

fashion shows. For more from 

the events, see page 6. 
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EFFICIENT &
SUSTAINABLE

We make MicroModal® work. 

Start your journey to sustainable quality.

buhleryarns.com/MicroModal

MicroModal®-Friendly Supply Chain 
Efficient Production 
Product Consistency
Speed-to-Market

Eco-friendly Fiber 
Oeko-Tex® Standard 100 Certified 

Sustainable Processing 
Lasting Quality
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